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CLIENT COMMUNICATIONS  –  WORKING WITH BOTH FRIENDLY AND DIFFICULT CUSTOMERS
Direct & indirect communications: In-person, on the phone, by e-mail
This continuing education course begins with communications. It is 
often said that good communication is the key to doing well in life and 
business. Several factors affect both direct and indirect communication. 
The image below shows different factors that can affect a person’s 
communication skills.

Figure 1: Factors that Affect Communication
Additional factors that affect communication skills include:

 ● The presence of a disability.
 ● Choice of communication channels.
 ● Atmosphere – presence of noise.
 ● Lack of feedback.
 ● Ability of the receiver to communicate.
 ● Relationship between those communicating.

In a professional salon environment, stylists will communicate with a 
broad range of individuals, including: 

 ● Clients.
 ● Colleagues.

 ● Supervisors.
 ● Salon Owners.

The fact is individuals communicate with different types of people 
in different ways. A conversation with a client is going to be far less 
formal than one’s communication with a supervisor or a salon owner. 
There will also be far more indirect communication with some people, 
while other people merit regular and direct communications. So, how 
can a professional improve their communication skills? The next section 
provides some tips.
Helpful Communication Strategies 
1. Always keep an even, calm, and professional tone. 
2. No matter what the situation, never engage in angry 

communications in public.
3. Never use e-mail or the phone to vent on someone. 
4. Remember that anything typed in e-mails can be used as legal 

communications in court.
5. Direct communications are always preferable – breakdowns or 

confusion can occur in indirect communications such as e-mail or 
text messaging.

6. Keep phone conversations and e-mails with clients brief and to the 
point.

7. Always gain people’s permission to use their personal e-mail.
8. Gain clarity around a company’s communication expectations, as 

companies’ policies and procedures will vary. 
9. When speaking with a client on the phone, stylists should always 

paraphrase the customer’s request in order to ensure they have heard 
them correctly. For instance, the stylist may ask, “I understand you 
want/need a partial highlight” or “Am I correct in that you want/
need to schedule a thirty minute massage?” 

Interactive Exercise
The following interactive exercise helps individuals to identify areas in 
which their communication skills are strong, and the areas that could 
use some extra effort: 

Statement Yes No I Need More Work in This Area
I feel confident in my direct, in-person communications with my clients.
I feel confident in my direct in-person communications with my colleagues.
I feel confident in my direct in-person communications with supervisors and owners.
I feel confident in my telephone skills.
I feel confident in my ability to write professional e-mails.
I feel confident in my ability to communicate with professionalism in all situations.
I am unconcerned about my direct or indirect communications skills. 

Write Professional E-mails
One of the most common ways people miscommunicate today is by 
e-mail or texting. The major issue here is that people often use these 
methods for brief communications, and so the assumption is that less 
is better. However, that isn’t necessarily so. Too much information can 
definitely annoy someone, but too little can cause huge confusion. Here 
are some good guidelines for communicating by e-mail: 
1. Always maintain e-mail address confidentiality. Clients may 

consider the sharing of their e-mail as a huge breach of trust. If 

a client trusts a professional with their e-mail, the stylist should 
always keep it confidential and only use it as necessary. 

2. Be sure to use a proper header in the Subject line. Don’t keep using 
the header “Re:” as this will cause unnecessary confusion. 

3. Do keep e-mails brief. Get to the point quickly. However, don’t 
leave out any important information. 

4. Read the e-mail in full prior to sending it out. Ensure information is 
presented in a professional and respectful tone.
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5. Don’t use e-mail to try and resolve issues with a client, colleague, 
supervisor, or salon owner. If you have issues, set a time to meet in 
person. 

6. Don’t use e-mail to berate or bully someone, as this is actually illegal. 
7. Don’t use e-mails to replace in-person communications. Sometimes 

it’s better to pick up the phone and have an actual conversation. 
People will appreciate the effort. 

8. Don’t use professional or salon e-mail to send personal e-mails. 
9. Obtain permission from the salon owner or manager to create a 

client e-mail list. The salon may have set policies and procedures 
for marketing and information sharing. 

Communicate in a straight-forward honest way
The old saying, “honesty is the best policy” still holds true today. No 
relationship can thrive when anyone begins to insert dishonesty into 
communications. On the other hand, people sometimes feel that by 
giving an honest answer, they might hurt another person’s feelings. 
Salon professionals may face this issue, because they are dealing with 
the issue of aesthetics. People visit salons to enhance their appearance. 
By the very nature of the work, clients will ask salon professionals 
for an opinion about their appearance. So, how does someone create a 
balance between honesty and kindness? 
Communicate with Respect 
The following tips will help an individual to communicate with others 
in a respectful way:
1. Always use a professional tone.
2. Never talk over a client’s head in order to sound more professional. 
3. When explaining a procedure or technique, ask the client if you are 

being clear. A salon professional can simply ask, “Does this make 
sense to you?”

4. Learn the conversation and communication styles of others. Some 
people are very chatty, others are quiet, and some are even shy. It 
takes practice, but stylists should learn to speak with people in ways 
that are comfortable for them. 

5. Learn the art of observation. Over 70 percent of communication is 
non-verbal. Stylists can learn a great deal about people by observing 
them. Does a client look like they are worried, upset, joyful, excited, 
etc.? Are they wringing their hands? Do they appear anxious? Are 
they constantly checking their watch? Many aspects of a person’s 
behavior provide insights for the stylist. Stylists should take time to 
get to know their clients, and communication will flow from there. 

6. It is inevitable that people will complain. That is the nature of the 
service industry and unfortunately, it is unavoidable. However, 
the way a stylist handles a complaint will determine the future 
relationship. If a client needs to complain, stylists should provide 
them with a space and time to do so. 

 ○ LISTEN. Don’t interrupt. Let the client speak. If they know 
they are being heard, then the situation can be defused. When 
someone is upset, the primary issue is understanding the 
nature of the concern/complaint. Stylists should take time to 
understand the situation and then offer a solution. Don’t get 
upset or angry in return. Stylists should never raise their voice. 
Simply listen and try to offer a solution for a positive outcome. 

7. At the close of any session or treatment, always thank the person for 
coming in, whether they’re a one-time client or a frequent customer. 
People want to be thanked for spending their hard-earned money. 

8. Never engage in an argument with a client, even if they say 
something offensive. Stylists have the choice not to service them 
again. But, unless the client is abusive or cruel, it’s best to simply 
avoid responding to controversial statements or questions. If they 
ask, “What do you think?” Find a way to change the conversation, 
or simply say; “I really don’t know.” 

9. Take the time to learn the salon’s policies and procedures on 
abusive clients. 

10. Remember, when in doubt, simply stay silent, or shrug your shoulders, 
but do not engage in arguments or difficult discussions with clients. 

Interactive Exercise
This exercise provides an opportunity to identify areas of strength and 
areas that need improvement. 

I have strong skills in the following areas: Yes No I Need More Work in This Area
Communicating comfortably with a broad range of clients.
Communicating with clients from different cultural backgrounds. 
Communicating with clients who have been unhappy with my service.
Communicating with clients with different perspectives and values than myself. 
Communicating with clients who have a history of making complaints. 
Communicating with clients who are unable to describe what they want. 
Communicating with clients who give mixed messages. 
Communicating with clients who have unrealistic expectations. 
Communicating with clients who are somewhat rude and disrespectful. 

Keep it professional
The more important aspect of communications, whether it is in-person, 
on the phone, or by e-mail, is to keep it professional. Because stylists 
service customers on a repetitive basis, they may naturally want to ask 
that client personal questions. However, the fact is, unless the client 
wants to share information with, it’s ultimately not the stylist’s business. 
A person’s life is private and confidential. It’s one thing to ask a client 
how they’re doing, but it’s quite another to ask for details of their 
personal life. The difference is, one is professional and appropriate 
and the other is unprofessional and inappropriate. It’s helpful to note 
here that some clients, for whatever reason, will choose to share details 
of their personal life. In these cases, it’s best to simply listen and not 
comment. The following list provides practical strategies for how 
stylists can remain professional in all areas of communication. 

Helpful Tips
Stylists should remember the following:
1. While some clients will choose to share personal details, don’t offer 

the same in return. This will ultimately discourage them from doing 
so. The problem with providing personal details is that some clients 
will take this to mean a personal relationship is developing. Others 
may abuse the information. Stylists should always keep personal 
and professional information separate. 

2. Never offer a client personal advice. This can have disastrous 
consequences. No matter how difficult a client’s situation might 
be, the best thing for a stylist to say is; “I’m sorry to hear that,” or 
“I’m sorry you’re going through a difficult time.” That’s it. Stylists 
can listen. It’s the client’s choice if they share information, but 
stylists should not venture into a situation where they’re providing 
therapeutic advice. If a client directly asks for advice, stylists should 
politely let them know they’re not allowed to do so. They may not 
like the answer, but they’ll have to honor it. 
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3. Some clients will be chatty and annoying. There is no way to avoid 
this. In these situations, it’s best for a stylist to focus in on the task 
and simply get the work done in the best and quickest way possible. 

4. Never speak about one client to another. This is unprofessional and 
inappropriate. 

5. If a client begins “over-sharing,” the stylist should find a way to 
change the conversation. They can say something simple such as; 
“The last time you were here we talked about highlights. What do 
you think?” or “We have a wonderful new line of products that do 
this…” Make it relevant but professional. 

Speak with confidence
The first piece of information to remember here is this: people visit 
professional stylists for their expertise. Clients will ask about the 
following types of information: 

Figure 2: Information that Clients Ask About
Helpful Tips
When clients visit a salon professional for advice, the stylist should:
1. Accept that they have the expertise and provide the information 

required in a professional manner. Display confidence in their 
knowledge and experience. 

2. Never go beyond what the customer asks for, such as, trying to sell 
them a wide range of products you know they don’t need. 

3. Never pretend to know the answer to a client’s question if they 
don’t. Refer them to someone who can answer their question, or 
find the answer on their behalf. 

4. Remember that sometimes a client’s question doesn’t have a simple 
or direct answer. The stylist should let them know this, provide the 
information that they have available, and offer to “fill in the blanks” 
for them. In other words, go the extra mile for the client. 

5. Provide a time for the client to ask questions about their treatments. 
Stylists can open with this: “Are you getting everything you need 
from us? or “Is there anything else we can do for you?” 

6. Accept when a client says “no” to a suggestion. It’s uncomfortable 
at best, but it is unprofessional for the stylist to pressure a client into 
doing something they don’t want to do. 

7. Remember confidence is about attitude. People who are confident 
don’t need to brag or convince. They are clear on their abilities, and 
they feel comfortable in handling a wide range of situations. 

8. Confidence emanates from great service. Stylists should always 
provide their best. People will appreciate this and return to the 
salon the next time they need service. . This in turn instills more 
confidence in the stylist.

9. Always be ready. Demonstrate professionalism and confidence by 
having a clean, well-prepared workstation. This reflects on the stylist.

10. Always let the client know what they can and cannot do. Confidence 
isn’t about pretending, it’s about honesty. 

11. Confidence is also about preparation. Stylists should ensure they are 
ready for each new client. It might help to keep a small journal on 
your regular clients: the products they like, the hair color they use, 
any concerns they have discussed before, specific needs they might 
have, etc. Clients always appreciate it when they know their stylist 
is ready to service them specifically. 

Be clear and concise
One issue that can cause a great deal of confusion and difficulty in the 
service industry is unclear communication. The truth is, stylists cannot 
write down everything they say to people, nor can they remember every 
word they say. Occasionally, a client might suggest that a stylist said or 
did something that they didn’t. This is why clarity in communications is so 
important. When in doubt, stylists should take an issue to their supervisor 
or salon owner to let them know about a situation. Here are some helpful 
tips for clarity and precision in professional communications. 
Helpful Tips
To deliver clear and precise communication, stylists should:
1. Say what they mean and mean what they say. They should never 

promise or offer something you cannot provide. This can lead to 
loss of business, or even the loss of a job. Stylists should always 
make sure they know exactly what they can offer a client, and what 
is clearly out of the scope of their abilities and experience. Stylists 
should be direct without being unpleasant. 

2. Answer questions directly, rather than providing vague answers. If a 
client asks something, stylists should give the answer. If they don’t 
know, they should find someone who does. An honest response is 
preferable to pretending to know something. 

3. Watch their body language. Remember how important body 
language is. A stylist’s voice may be saying one thing but if she’s 
rolling her eyes, she’s saying something completely different. Be 
consistent. 

4. Avoid jargon. Again, this is unprofessional. Stylists should speak in 
professional terms and use proper language. 

5. Avoid giving false compliments. People do want to hear nice things 
about themselves but not when they’re untrue. 

6. Remember: The Medium is the Message. Always choose the 
right medium for a message. For example, if a stylist needs to 
communicate with a lot of clients they may want to use an e-flyer, 
e-newsletter, or post on social media. Social media is an excellent 
way to keep in touch with clients. 

7. Avoid forcing communication on people. Earlier, this course 
mentioned that some people are shy, quiet, or simply tired. Not all 
clients will be chatty. If they have a book to read, stylists should 
let them do so. If clients appear to have nothing to say, then stylists 
should leave them be. Clarity is about respecting peoples’ boundaries. 

Interactive Exercise
Fill in the boxes below to focus on areas that require growth in 
communications skills. 

My greatest challenges with client communications are: 

My strongest skills with client communications are: 

Appearance-related
issues Product lines

Style trends Product use
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Some final tips
In closing this section, these additional tips and strategies will assist in 
individuals in their career as a salon professional. 
Make the Client Comfortable
One way in which stylists can make clients comfortable is with their own 
style and behavior. This doesn’t imply stylists have to be a social butterfly. 
It does translate into a need to adjust communications according to each 
client’s needs. As stated before, not all clients want to chat, and not all 
clients will be easy to talk to. Stylists should take their cue from each 
client Listen. Pay attention. What is the client saying? Some people will be 
playful, some will be relaxed, some will be annoying, and so forth. Stylists 
should watch, listen, and respond accordingly. 

Understand a Client’s Needs
There is perhaps nothing as frustrating to a client as when they have to 
continually repeat themselves, or when they’ve asked for one thing but 
received something else. How does this happen? Poor communication. 
If stylists are unsure about what a client wants, they should ask again. 
It’s better to ask more questions than to give a client something they 
didn’t want. Again, stylists should take their cue from the client. 
Gain a Client’s Trust
This usually happens over time. When stylists provide the first two, the 
third will follow. 

BUILD A CLIENT BASE -- HOW TO ESTABLISH TRUST AND MUTUAL RESPECT TO BUILD 
FOUNDATIONS WITH CLIENTS

Develop professional marketing materials –  Business cards and social media
When using social media, stylists should adhere to certain guidelines 
(perhaps even rules). Stylists should create a separate Twitter and/or 
Facebook account for business use. It’s absolutely crucial to separate 
personal and professional use of social media. Now, here are some tips 
to help stylists use social media effectively: 
Helpful Tips 
Stylists should:
1. Use a professional tone right from the start. Social media is not the 

place to use informal or personal language. 
2. Post plenty of professional photographs. Stylists can hire a couple 

of models to showcase their abilities online. Stylists should 
ensure that they have the photographer’s permission to post their 
photographs online. 

3. Write relevant posts that will engage customers. For example, winter 
is officially here-why not brighten things up with some highlights? 

4. Treat their Facebook page as a miniature website. When customers 
arrive on the stylist’s Facebook page, they should be able to find all of 
the information they may be looking for. Stylists can use the various 
Facebook tabs to show salon locations, services, photos and reviews.

5. Engage customers. Consider small giveaways, such as a new 
shampoo and conditioner. 

6. Consider a customer contest. Find ways to make the Facebook page 
entertaining as well as informative. 

7. Find fun and interesting quotes by famous stylists and designers. 
This will increase the entertainment factor.

8. Remember to personalize the Facebook page and include the 
benefits of their services to customers. 

9. Share articles about their salon. Stylists should remember to 
promote both themselves and their salon. They should also gain a 
clear understanding of what the salon allows them to post. 

Treat every client with the same respect and professionalism 
There’s no doubt that stylists will feel more comfortable with some 
clients than others. Some clients will be easier to get along with, while 
other clients will be challenging to please. 

Figure 3: Treating All Clients with Respect

Acquire skills through continuing education
Continuing education is essentials for professionals in every field. Salon 
professionals are no exception. In continuing education, stylists have 
the opportunity to:
a. Expand their knowledge of the industry.
b. Increase their skill-base.
c. Further their career.
Stylists can engage in continuing education in the following ways: 
a. Determine the kinds of skills they want/need to gain. 
b. Seek out courses that will help them to acquire the kinds of skills 

they wish to have. 
c. Seek out workshops that provide short-term training. These are 

excellent ways to meet others in the profession, network, and 

learn what other people are doing. These workshops often provide 
excellent ways to increase knowledge of a specific kind of skill that 
stylists use in daily work. 

d. Check local bookstores for new titles. Someone may have published 
something recently that could be of great benefit. 

e. Surf the Internet for ideas. Stylists should be careful not to simply 
take ideas from others. They should let others know they’ve visited 
their website and that they appreciate their knowledge and expertise. 
Then, stylists should ask if they can incorporate ideas or concepts into 
their own work. This shows a level of respect that people appreciate. 

Promote expertise within the salon and community
The first rule of self-promotion is professionalism. This word appears 
multiple times in this course because it’s an essential component for 
stylists. When stylists engage people with a professional attitude, 
people will remember them in a positive context. The opposite is also 
true. People remember when someone mistreated them, or behaved in 
a disrespectful or unprofessional manner. The second rule is exposure. 
This is what self-promotion is all about. However, the ways in which 
stylists use exposure determines how people perceive them as a 

professional. The big three of business exposure are printed ads, web 
marketing, and word of mouth. Stylists need exposure to get clients. 
The salon owner is responsible for running ads and maintaining a 
website, but stylists should be familiar with what the ads are promising 
and how the website promotes their skills.

Cosmetology.EliteCME.com  Page 16



REMEMBER

Figure 4: The Big Three Areas of Exposure

Stylists can generate their own word-of-mouth referrals. They can 
develop a one-minute description, such as: “Hi, I’m Sara, I’m a 
professional hairstylist with a specialty in cutting.” They can include 
something about their training, and then hand out their business card 
–  something that stylists should carry all times. Stylists should not 
wait for the salon owner to send clients their way. They should take the 
initiative and take responsibility for their career. 
Loyalty is another key to marketing and self-promotion. Stylists must 
earn peoples’ trust and loyalty over time. They can achieve this by 
providing the best service possible. 
Find the Best Resources. They are everywhere today. 

 ● In magazines.
 ● The library.
 ● On the Internet.
 ● Through colleagues.

Stylists can ask colleagues where they had their business cards made. 
They can ask other salon professionals about their marketing strategies 
and what worked for them. Once again, good communication is the key 
to success. 

Establish an e-mail list –  Keep in touch 
E-mail is a wonderful modern communication tools. It can be a boon, or 
it can be a bust. There are rules to follow when e-mailing with clients. 
Stylists should remember the following tips when e-mailing clients. 
Helpful Tips
1. First, gain the client’s permission to include them on the list. The 

best way to do this is to have a printed form that both parties 
sign. Stylists should then make one copy for the client and one 
copy for themselves. The form must be clear on how their e-mail 
will be used, how often clients can expect e-mails, an assurance of 
confidentiality, and who else will be on the list (i.e. just clients). 

2. Prepare a spreadsheet in Excel (or another similar software 
program) to keep track of the list and the dates they sent out any 
information to them. 

3. Create a separate folder in their e-mail account for this list. It must 
not be the stylist’s personal e-mail. In the folder, stylists should 
keep copies of everything they’ve ever sent to clients by e-mail. 

4. Use the e-mail list to offer incentives such as discounts, referral 
rewards, and other client bonuses. 

5. Don’t inundate clients. One e-mail a month is more than adequate. 
6. Keep e-mails brief and to the point. It’s often best to offer information 

in bulleted or numbered lists rather than long paragraphs. 
7. Discuss list management with other salon professionals. Just don’t 

share e-mail addresses. 

8. A small, professional website is the best way to connect with 
clients. In that way, stylists can simply send an e-mail with a link to 
the website for the latest news and offers.

9. Research, research, research! Scour the Internet for ideas on how 
to develop an effective website for a salon professional, as well as 
ideas on e-mail lists and e-newsletters. 

10. The best social media sites are: Facebook, Twitter, Instagram, 
Pinterest, and LinkedIn. 

11. Why Instagram? Since the salon profession centers around 
beautification, it’s a natural match to show beautiful images. Stylists 
can recruit some friends to get into the act and pose after having 
their hair styled or colored. Sometimes a well-timed image is 
exactly what a potential customer needs to encourage them to come 
into a salon and use its services. 

12. Why Facebook? Because everyone is on it! Stylists who are not 
probably should be. Stylists can check out what others are doing, 
as well as showcase their own talents and accomplishments. 
For instance, a stylist could announce that she attended a recent 
workshop on the latest coloring techniques. 

13. Social media marketing takes patience. Without a viral video, the 
odds of a website or page achieving overnight success is highly 
unlikely. Instead of trying to become the master of all platforms, 
stylists should pick two that they can dedicate consistent time to and 
create content for.

During treatments – Provide affordable ideas and recommendations
This is the most obvious time to provide clients with an opportunity 
to purchase products, or book appointments for additional treatments/
services. When stylists are working, they have a captive audience (for 
the most part) and the time to chat with clients. However, as with all 
communication, stylists must be careful not to abuse the situation, or 
use it in ways that would be upset the client. 
Helpful Tips
When making recommendations, stylists should:
1. Never use the hard sell. People don’t like to be pushed or pressured 

into their purchases. 
2. Specify exactly why they are recommending a specific product. 

Stylists could say, “Well, you have very curly hair, which I know 
you sometimes find difficult to manage. This new product “x” is 
good for you because it’s all natural and specifically created for 
managing curly hair.” 

3. Make time for client responses and questions. This shouldn’t be 
a monologue, but a conversation. Stylists should remember to 
occasionally ask, “What do you think?” or “Are you looking for any 
additional products right now?” 

4. Remember that no means no. This has been mentioned before, but it’s 
worth repeating. When a client says they can’t afford anything more 
right now, stylists should take them at their word. Stylists should 
never try to persuade clients to do something just to earn more money.

5. Always offer the most affordable options you can. People appreciate 
it when others try to help them save money. Special personal 
products are a luxury today and not everyone can afford them. 

6. Remember to thank clients when they do spend extra on additional 
products. This is their hard-earned money and they’ve (probably) 
used it based on the stylist’s recommendation. 

Re-book clients immediately whenever possible 
This is probably an obvious marketing and communication strategy. 
One way for stylists to promote their business is to have repeat 
customers. The best way to do this is to offer the customer something 
in return for their repeat business. If someone comes in every six 
weeks for a haircut, perhaps a stylist could offer that customer a slight 
discount. However, the stylist should verify this with the salon before 

making any such offer. The stylist should be clear with clients that they 
receive this discount because they’re coming in on a regular basis. 
Returning clients are the key to growing a business at a more rapid rate. 
If a stylist retains half of her new clients, then 0 percent of all that hard 
work and expense involved in gaining those new clients has been wasted. 
But what about the other half? The stylist is also losing lots of potential 
income, because customers are spending their money elsewhere. 

Print Ads

The
Internet

Word of
Mouth
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There can be many reasons why a client doesn’t return.  Maybe they 
weren’t happy with the treatment they received, or perhaps they weren’t 
made to feel special by staff members during their time in the salon. 
Whatever the reason, stylists need to make sure that these clients give 

them a second chance.  The stylist needs to prove that they work at right 
salon for them, and that means getting those new clients back through 
the salon doors. The next section of this course focuses on how to keep 
clients coming back. 

Look the part: A key aspect of marketing is presentation
In today’s world, people are dressing in increasingly informal styles. 
Stylists should verify their salon’s policies on how to dress for 
work. However, there’s something to be said for the “well-dressed 
professional.” This doesn’t mean stylists need to purchase thousands of 
dollars in professional business clothes. No one expects a stylist to wear 
a suit to the salon. However, a nice pair of pants with a well-tailored top 
gives clients better impression than sloppy jeans and an old t-shirt that 
doesn’t fit properly. 
Here’s one example of a salon dress code: 

The following is not allowed: poorly fitted clothes, tank tops, 
undershirts, mini-skirts, shorts, athletic shoes, casual flip-flops, long 
pants that drag on the ground, and sweatshirts including those with 
hoods. No midriffs or excessive cleavage.

Here’s another dress code and personal appearance policy: 
Black, white, or gray clothing only. Any shade of gray is acceptable. 
Colored accessories are acceptable and include shoes, scarves, 
earrings, bracelets, necklaces. Hair must be styled at all times (no 
one may work with any color or foils on their hair; your hair may 
not be wet). All pants must be properly hemmed, and may never 
drag on the floor. No sneakers or flip flops may be worn. Dress 
attire must be trendy, business casual.

The easiest way for a stylist to accommodate daily dress is to buy two 
to three pairs of neutral colored dress pants. Blue, grey, black, or brown 
are the best choices. Stylists should also purchase several white, black, 
blue, or grey blouses to coordinate. In this way, stylists can switch them 
around and have several outfits to wear. 

Consider a reward system
A reward system is one of the easiest ways for stylists to thank their 
clients. As with all initiatives, stylists need to clear this with their salon 
first. There are a number of parameters for a reward system. 

 ● Reward customers who come in regularly for cuts, color, highlights, 
etc. 

 ● Reward customers who refer a friends and colleagues; a referral 
reward system. 

 ● Reward customers who leave generous tips. 
 ● Reward first-time customers to encourage them to return. 

Now, the question is, what kinds of rewards are appropriate for clients? 
1. Discounts. This is always one of the most appreciate of all rewards. 

Customers would receive a 20 percent off services if they refer a 
friend, for example. 

2. Online coupons. This is similar to the above reward but slightly 
different. The coupons can be for anything: discount on treatments 
or various salon products. 

3. Contests. Have fun contests and run them through a Facebook page 
or personal website. These can be coordinated in a lot of different 
ways. For example, stylists might have a raffle, or you might 
have a client referral contest. Stylists should encourage people to 
participate and have fun. 

4. Collect ideas for improvement. The most innovative idea wins the 
prize. 

5. Birthday specials. Set up some kind of reward for peoples’ 
birthdays. Perhaps they get a discount, or some free samples. Check 
around with colleagues to see what they offer clients on their special 
day. It could even be a coffee and muffin from the local café. 

6. Anniversary appointments. Set up a system so that after every ten 
appointments, clients receive something as a thank-you. (Ten is just 
a suggestion). 

7. Special events. If styling clients for a wedding, anniversary, or 
other special event, offer something for the big day. For example, 
stylists could offer a bride a blue ribbon or hairclip. Or it could be a 
lovely card to wish them all the best (same with birthdays). 

Always give the best service possible – Go the extra mile for clients
Clients want to be thanked! There is no other way to say this. While it’s 
true that stylists provide a professional service, people still want to be 
thanked for their patronage. Stylists should remember to find a way to 
thank all your clients on a regular basis. 
Helpful Tips
To show appreciation, stylists can:
1. Set up a thank-you system on their website or Facebook page. At 

the end of each day, stylists can post a thank you to those clients 
who came in. Stylists don’t need to mention people by name. A 
simple thank you is enough: “A big thanks to all my customers 
today. It’s always great to see you and I hope you appreciated our 
services today. We look forward to seeing you again soon. Have a 
great evening!”

2. Type up a list of tips for daily hair care and hand it out to clients 
after their treatment is complete. In this way, they don’t have to 
remember what said the stylist said, they have it in writing. 

3. Set up an advice system on their a Facebook page or website. 
Remind clients they can check in regularly for hair care tips, nail 
tips, and other personal care information. Take the time to look into 
this. Find some good articles the clients can read, or the latest book 
they might want to purchase. 

4. Thank clients and smile at the end of a service. Nothing pleases 
people more than an honest, kind smile. It says someone appreciate 
their time and their business. 

In conclusion: 
To increase client retention, give them a great reason to return.  One of 
the best ways to do this is to communicate with a new client shortly after 
their first visit.  Stylists need to let them know just how valuable they are 
to the salon. They need to feel like they are part of the salon family.

UNDERSTAND AND MEET CLIENT EXPECTATIONS
Never offer anything you can’t provide
One of the hallmarks of professionalism is that stylists provide only 
the services they are capable of offering. Services are divided up for a 
reason. They’re organized according to peoples’ skill sets. 

 ● If someone is an expert colorist, then it’s likely they will focus on 
offering that specific service. 

 ● If someone is an expert stylist, then they are better-suited to provide 
this service. 

So, how does a stylist meet client expectations at the same time as 
staying within their comfort zone, and within their scope of abilities? 

Helpful Tips
Stylists should
1. Set up the boundaries or parameters of the work they will be doing 

when first hired by a salon. 
2. Describe and prove through proper documentation their scope of 

abilities and professional training during hiring. These discussions 
provide a framework (or a foundation) for the work stylists will do 
and the services they will provide. That may change over time, but 
it may not. 
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3. There is no such thing as “just doing a job.” A stylist’s job is their 
career. It is part of who they are in this world (but certainly not 
everything). The way a stylist performs their job helps to determine 
the kinds of loyalty they earn from clients/customers and the 
possibilities for advancement.

4. When stylists offer the best services they can within the scope 
of their abilities, they set themselves apart by being exceptional. 
Services a stylist provides helps them to differentiate themselves 
from others.

5. When stylists provide exceptional service, it means they go beyond 
what is expected of them. It is about surprising and delighting, 
customers. This opens the door for lifelong clients who often 
become referral sources.

Consider this scenario: 
Maya has styled a particular client’s hair for over a year now. The client 
has always been pleased with Maya’s work, and so they continually 
return to her for services. Today they ask for something new. This is an 
opportunity for Maya to either convince them they should stick with the 
same style, or to surprise and delight them with something new. Which 
path should Maya choose? The first is a safer choice. After all, it has 
worked so far. However, this is a loyal customer. If Maya gives them 
something new, which is, after all, what they’ve asked for, she’ll take 
your services to the next level and challenge herself while bringing joy 
to her customer. In this way, Maya stays within her scope of services but 
provides her client with exceptionality. 

Listen to your clients – Discuss possibilities – Never argue with them
People can be difficult. Some people will be argumentative. Stylists 
must remember that everyone wants to be heard. Everyone wants 
the opportunity to explain themselves, especially when it comes 
to receiving paid services. The key for stylists is to balance their 
own ideas, knowledge, and expertise with the needs, desires, and 
expectations of the clients/customers. 
Clients may challenge stylists in the following ways: 
1. They may ask for services that the stylist doesn’t actually provide to 

see if they can “bundle” their services in order to save money. 
2. They may perpetually complain about the services the stylist 

provides (or for that matter, they may perpetually complain in 
general, no matter who provides them with services). 

3. They may ask for something that is either difficult or impossible 
to provide (for example, a woman who has extremely straight, thin 
hair, wants it voluminous and curly).

Clients won’t always be easy, but there are some guidelines that can 
help stylists to navigate those moments when they feel very challenged 
by a person or situation. 
Helpful Tips
1. Contrary to a long-established saying, the client/customer isn’t 

always right. A more accurate saying might be, “The client should 
always be listened to.” Once a stylist hears what the client has to say 
and the nature of their request(s), they can discuss the possibilities 
with them. The most important advice here is: “Keep a level head.” 
Be patient. Listen. Respond appropriately. 

2. If the client is requesting something that cannot be accomplished, 
stylists should not simply say; “Well, that won’t work,” or “I can’t do 
that,” or “That wouldn’t suit you.” Some more appropriate responses 
are, “I think I understand what you’re asking for, but I’d like to make 
an alternative suggestion,” or “That’s a really interesting idea. I could 
see why you’d want that, but I have another idea.” Stylists should 
keep the dialogue going until you have consensus. 

3. Never use the word “wrong.” People don’t want to hear they have a 
bad or wrong idea. Someone’s feelings could really get hurt. At the 
very least, it comes off as unprofessional. Stylists should always let 
people know they respect their ideas and suggestions. 

4. Give in when appropriate. Even if a stylist feels 100 percent sure 
that a color or style is wrong for someone, it’s the customer’s right, 
in the end, to have it. Stylists may want to say something like, “Are 
you sure?” If they say they are, then move on. 

5. Listen in a thoughtful way. Stylists should let a client know that 
they’re truly listening and not just acting like it. Body language 
makes a difference and so do facial expressions. Stylists can nod 
their head, and should always remember to smile as the customer 
speaks. In the end, stay cool, calm, and collected. 

Here’s a visual reminder: 

Figure 5
Interactive Exercise
This exercise provides an opportunity to identify key skills and areas for 
improvement. 

I have strong skills in the following areas: Yes No I Need More Work in This Area
I am able to listen to a client’s ideas with comfort and ease. 
I am able to listen to a client’s ideas without forcing my own ideas on them. 
I am able to have an informed, comfortable dialogue with my clients. 
I am confident that I can avoid arguments with clients. 
I am confident in my ability to work with a client based on their ideas and suggestions. 
I am confident in my ability to keep a level head during a challenging discussion. 
I am confident in my ability to explain to a client the actual services I can provide. 

Don’t rush clients 
No matter how much planning stylists put into their daily schedule, 
someone can always come along with an emergency situation, and 
the stylist may have to accommodate them. In these situations, as 
with others, stylists may be tempted to rush one client in order to help 

another. Stylists should try not to fall into this trap because it can 
become a difficult situation. 
Helpful Tips 
To avoid rushing clients, stylists should remember the following:
1. When clients are rushed, they feel disrespected. 

Keep a level head

Always respect a 
customer’s ideas 
and suggestions

Keep a dialogue 
going

Confirm what a 
client wants
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2. If a client feels a stylist is simply going through the motions and not 
really paying attention to their needs, it’s unlikely they’ll return the 
next time. 

3. If a stylist is in a situation where they have to fit someone in 
unexpectedly, they should let that person know they will have 

to wait. They’re the ones who are upsetting the situation and it’s 
inappropriate to rush other clients on their behalf. 

4. Take the time to explain the situation to clients as appropriate. If a 
client doesn’t need to know then you don’t have to say anything. 
Speak with a supervisor/owner about the situation and discuss the 
best way to accommodate the individual. 

Never undermine another stylist or other professional – Listen but don’t comment
There may be times when a client tries to engage a stylist in discussing 
another professional. They may not even be at that same salon. The best 
thing a stylist can do is simply say: “I’m sorry to hear that.” Nothing 
more. Sometimes even saying nothing is better. The stylist can nod and 
show she’s listening, but one should never comment on another stylist, 
or another salon. The issue here is not only about professionalism but 
respect. Stylists may or may not serve at one salon during their entire 
career. If a stylist chooses to leave, for whatever reason, she might find 
herself at the very salon the client spoke about. Others will know very 
quickly if a stylist has indulged in the practice of undermining other 
professionals. 
Helpful Tips
Stylists should:
1. Try to look at their coworkers as their “work family.”

2. Everyone will see each other a great deal and it’s important to 
develop healthy work relationships. 

3. Set a high ethical standard for themselves in all professional 
dealings. This includes your interactions with clients, colleagues, 
supervisors, and owners. 

4. Pursue fairness in all professional activities. As a result, stylists will 
gain a reputation for being fair and ethical, which is important both 
personally and professionally. 

5. Reject any opportunity for advancement through deceit or 
manipulation. 

6. Never engage in any tactics to lure a client away from someone 
else. 

7. Don’t engage with others who choose to undermine. Stylists should 
let them know immediately that this isn’t something they will 
tolerate. 

8. Stay focused on the positive and on future achievements. 
Never gossip about clients
This is possibly the worst offense in the professional world. 
Irrespective of what happens with one client, stylists should never talk 
about any clients behind their backs. This is not only inappropriate 
and unprofessional, it’s highly disrespectful. It’s often tempting 
to discuss difficult or challenging customers. However, there is a 

distinct difference between discussing and gossiping. If a stylist has a 
challenging client, it’s perfectly natural for them to discuss the situation 
with a supervisor or owner. However, the stylist should not talk about 
this person to anyone else but the supervisor/owner. Gossip is damaging 
and can truly harm someone’s life. 

Ask for feedback – Provide a small form for their comments and ideas
Client feedback is one of the most important aspect of professional 
communications. As stated earlier, people need to know their ideas 
and suggestions are being heard. If necessary, people want to state 
their concerns as well. Providing clients with an opportunity to voice 
their ideas and suggestions is an issue of trust and respect. They will 
appreciate this in the long run. 
The ways in which stylists ask for feedback is also important. The first 
step is verbal communication. It’s crucial to ask the client if they’re 
pleased with the services they received that day. They may or may not 
want to say much, especially if they are pleased. However, if they’re 
displeased, then there is a question of how to proceed from that point. 
If a customer is displeased, the first step is for the stylist to ask them what 
hasn’t worked for them. It may be something small and easily remedied. 
If, however, a client is thoroughly displeased, then the stylist will need 
to discuss this with them and with the owner/supervisor the report to. 
There will, undoubtedly be policies and procedures to follow when a 
customer/client is unhappy with their service. 
Stylists should never take it upon themselves to offer a radical solution. 
They should let the client know they take the situation seriously and 
will seek out a remedy as soon as possible. 
General feedback doesn’t fall into the crucial situation noted above. 
That is for a specific situation when a client is unhappy with their 
service. But general feedback is very important. It enables people to 
voice their opinions, ideas, and suggestions. They can speak about 
anything from the price of the services to the styles they receive. There 
are two ways to create a feedback form: an in-person paper form and an 
online feedback form. Both are good. The second is a little more work 
to maintain, but having the electronic record is often a very good idea. 
Here are some general strategies to assist stylists in the creation of a 
feedback form. 

Helpful Tips for the Salon Feedback Form
1. This should be about the services and the salon itself in general. 
2. The client should be able to fill out the information anonymously if 

they so choose.
3. There should be no pressure to fill out the form. 
4. The client should have the option to fill it out each time they utilize 

the salon’s services. 
5. There should be space to indicate exactly which services they 

utilized that day, as well as which services they use in general. 
6. There should be a way for them to ‘rate’ the services. 
7. There should be a space for the client to give general suggestions 

for improvement. 
8. There should also be a space for the client to mention anything that 

has not been appropriate or professional about their services. 
Helpful Tips for the Individual Professional’s Feedback Form 
Stylists should consider the following when creating a feedback form:
1. Establish the objectives of the feedback form. Stylists should 

determine what information they want to know and what they need 
to know; these are often two very different objectives.

2. Respect peoples’ time. Make it easy and fast. 
3. Ask relevant questions and nothing more. 
4. Take notice of the questions people choose not to answer as well as 

those they do. 
5. Keep it to about five questions. 
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Sample Form
                        CUSTOMER FEEDBACK FORM 
Dear Valued Customer:

Thank you for choosing XXX SALON. It is our great pleasure to provide you the best quality of service at all times. Your assistance in completing 
this form is greatly appreciated. Your honest feedback will help us to serve you better and enable us to work on improving our service standards. 
Thank you.

Name   ________________________________
Address ________________________________
E-mail _________________________________
Phone __________________________________

Excellent Good Fair Poor 
How would you rate the salon for its overall professionalism, 
level of service and attention to customer needs?
How would you rate your stylist (or other) for their level of 
professionalism and ability? 
How would you rate the level of attention to detail and timeliness? 
How would you rate your interest in recommending us to others? 
How would you rate your interest in returning for services? 
Please, feel free to include any additional comments for our improvement. 

Ask these questions: 
Stylists should ask themselves the following questions:
a. Who are my clients? Stylists should learn who their customers 

are. Certain people will want to return, while others will choose to 
move on. Stylists should try not to take this personally. It may have 
nothing to do with the stylist and everything to do with other things 
going on in client’s life. 

b. What do they want/need? Stylist should determine what their 
customers want versus what they need; they’re not always the same 
thing, as noted earlier in this course. Sometimes people need to use 
a better product but they don’t have the money for it, or they simply 
choose not to take a stylist’s advice. Again, stylists shouldn’t take 
this personally. Stylists should give professional advice and tips, but 
remember they can’t force people to want things even if it would 
benefit them. 

c. Why do they want this? Sometimes people want something for any 
number of reasons. They’ve been told it would look good on them. 
They’ve seen it in a magazine, or on a celebrity. They’ve seen it on 
television. People are highly influenced by media, and this impacts 
the products they want to purchase. Stylists should talk to them. 
Listen. Hear them out. Maybe what they want is perfectly reasonable. 
Stylists should take the time to get to know these clients; the more 
they do, the better able to the stylist is to advise them. 

d. What is my role? A stylist’s role is to provide top-level 
professional services. Stylists are salon professionals, not a friend 
and not a therapist or counselor. It’s absolutely vital that stylists 
stick to the parameters of their professional role. 

e. What other services do clients use? One of the ways stylists can 
advise customers is by learning about the other services they use. 
It’s perfectly natural and appropriate to ask if they’re using other 
services at the salon. This may assist stylists in advising them on the 
kinds of products that may benefit them. 

f. What is a client’s economic status? This may, or may not be 
something stylists can determine. Sometimes a person will say that 
they have limited funds, while others let it be known that they’re 
able to purchase whatever they please. Either way, stylists should 
not pressure customers into anything. Stylists should let clients 
know what they think and what is available to them. But the client 
needs to make the choice. 

g. What do clients expect from me? Professionalism, 
professionalism, professionalism. This can’t be stated enough 
times. When a stylist looks and acts like a professional, customers 
will appreciate it. They expect stylists to know their ‘stuff’; in 
other words, to be knowledgeable about the latest styles, products, 
and whether they are appropriate for an individual. They expect 
stylists to act personable, polite, respectful, and appropriate in all 
interactions. 

h. What makes clients want to come back? Clients will return if they 
get the best service possible. In today’s market, the consumer wants 
it all – great service and great prices. They want to know someone 
cares about their needs and will attend to them. They want to be 
treated nicely and with some respect for the fact they’re putting out 
their hard-earned money. It’s not possible to please everyone, but 
it’s important to try. 

SETTING PROFESSIONAL BOUNDARIES
Always establish professional boundaries right from the start with each new client
When stylists meets with a client for the first time, they should 
establish how they plan to communicate and interact with that person. 
As mentioned previously in this course, some people will be easy and 
comfortable to chat with, while others will be shy or even hesitant to 
say much at all. There’s no reason to force the issue. However, it’s often 
challenging to establish and maintain professional boundaries. If stylists 
don’t do so right from the start, it will be very difficult to do so later. 
Stylists should use the first appointment to let the client know who they 
are and how they work. It’s absolutely vital for stylists to be aware of 

their triggers. These are the comments, situations, and types of people 
who can “set them off.” 
Helpful Tips
Stylists should consider the following tips when setting boundaries:
1. Take the time to learn personal triggers. Stylists should know what 

kinds of conversations bother them and what situations make them 
feel uncomfortable. Stylists can make a list if needed, in order to 
‘check in’ with themselves and deal appropriately with situations.
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2. Check out the possibility of finding a mentor. They can help stylists 
find their ‘comfort zone’ so that they deal with challenging people 
and situations more comfortably. 

3. Step away from a situation if it becomes too uncomfortable. Stylists 
can simply say that they need to get a glass of water or something 
logical so that you can break up the rhythm of the situation. 

4. Allow people to know and learn their boundaries right from the 
start. For example, if some tries to discuss something that stylists 
know will be uncomfortable, they should find a way to stop the 
conversation. Stylists don’t have to let on that it’s making them 
uncomfortable, they can simply steer the conversation in another 
direction. Eventually, the client will learn that stylists don’t respond 
to those triggers. 

Clients aren’t friends, they’re customers
The fact is this: clients are customers, not friends. It’s unfortunate that 
some clients and some professionals don’t seem to understand this, and 
they breach the professional boundaries. Some clients may be lonely 
or going through a difficult time; as such, they may seek to establish a 
friendship or a social relationship with a stylist. If a client does try to 
breach the boundaries, stylists can explain to them in a kind, understanding 

tone that they are not allowed to do so and that it’s a breach of salon rules 
and regulations. They may not like it, but they will have to respect it. 
It’s okay to be ‘somewhat’ personal, that is, easy going, nice to talk to, 
even friendly, but it’s absolutely essential that stylists do not cross certain 
boundaries. 

Don’t engage in problem-solving or pseudo-counseling 
This may be one of the more difficult issues to deal with. As noted 
above, some clients will undoubtedly go through difficult times in their 
lives. Issues such as illness, divorce, death, family problems, and other 
challenges will be a part of their lives. But, as hard as it may be, it’s 
absolutely essential that stylists don’t offer clients any advice. There 
are both ethical and legal issues here. First, stylists are not trained 
therapists, psychologists or counselors. Therefore, even the smallest bit 
of (seemingly harmless) advice can rebound and harm the client. Second, 
from a legal perspective, stylists could get themselves into a lot of trouble. 
Helpful Tips
Stylists should consider the following with engaging with clients:
1. When a client discusses their personal problems or issues, remain 

absolutely quiet on the matter. Stylists should simply listen and go 
about the business of providing salon services. 

2. If, at any time, the client asks directly for advice, stylists needs to 
set the boundaries. Stylists can say in a calm voice that they’re not 
able to advise them. This isn’t a stylist’s role and they don’t have 

the expertise to do so. If mantra client persists, a stylist can repeat 
the mantra; “I’m sorry but it’s not my role to advise you, and I’m 
not allowed to do so.” 

3. If a client asks if they should see someone or go for professional help, 
stylists can again repeat the mantra above. Stylists should not allow 
clients to manipulate them into giving any kind of advice at any time. 

4. Listen, just don’t respond. For example, if a client is going through 
a nasty divorce, stylists can listen to the story but shouldn’t respond 
in any way, or even let them know how they feel or what you think. 
That’s not the stylist’s role. 

5. If a client tells says that their previous salon professional was 
helpful and offered advice, the stylist can say something like: “That 
was their choice to make. The rules at this salon are we don’t give 
any personal advice. I hope you can understand.” 

6. If a client decides to leave because of this matter, it’s probably for 
the best. A client who wants to press for personal advice will likely 
become problematic. 

Always watch for ‘line crossing’ – Saying things that don’t belong in the conversation
As stated above, one has to be very careful about what is said in a 
conversation with a client. Some clients will try to press stylists for 
advice. Some may try to manipulate their stylist into doing so. They 
might not even be aware that they are doing this. It is the stylist’s 
responsibility to remain clear and professional. The important thing is 
that they stay detached and neutral. Stylists should not take sides in any 
kind of dispute or situation. 
Helpful Tips
Stylists watch out for the following:
1. Clients who keep pressing stylists for advice no matter how many 

times they’ve said they’re not allowed to give advice under any 
circumstances. If this is happening, stylists may want to consider 
letting the client go. Stylists should first discuss it with a supervisor 
and outline the situation. The problem here is the client is unable to 
hold their own boundaries and they’re seeking advice wherever they 
can get it. 

2. Clients who try to encourage stylists to gossip about colleagues. 
It may begin as something innocent, such as which colorist they 
should work with. It is likely appropriate to give recommendations, 
but stylists shouldn’t hold up one professional over another. This is 
where the lines will get crossed and the client may think a stylist is 
saying telling them that one professional is better than another. 

3. Clients who engage in constant gossip about other people. They 
may engage in a long monologue about various people and then it’s 
easy to slip in the question; “So, what do you think?” or “I’m right 
about that aren’t I?” Here’s where stylists need to stay aware, alert, 
and present in the conversation. Again, stylists can say that it’s not 
for them to comment on, but they don’t mind listening. 

4. Clients who seek power and control. Some individuals enjoy 
controlling others for many complicated reasons. They are likely 
not just doing this with their stylist, but with many people. 

Do more listening than talking 
One of the easiest and most effective ways to avoid gossiping, giving 
advice, and crossing lines in a conversation is to listen more than talk. 
Stylists can let the client go on about whatever they choose to talk 
about, but they don’t have to respond. Stylists can simply smile and say, 

“I hear you.” They can nod and simply smile. Stylists are not obligated 
to respond or to say anything. The strategy here is for the stylist to 
remain detached and neutral as noted above. Otherwise, the client will 
find it easy to draw stylists into their problems. 

Be careful about information sharing 
Information sharing today is almost a given. There is so much 
information about all of us out there that it’s almost understood that 
people don’t mind sharing everything about themselves. However, this 
can become a slippery slope. It becomes easier and easier to let out 
increasingly more personal information. If a client believes a stylist 
is doing so, it can be very easy for them to get the wrong impression 
about the relationship. They may mistakenly believe that a friendship is 
developing. However, as discussed earlier, it’s inappropriate to develop 
friendships with clients. They are clients, not friends. Stylists must 
maintain a solid boundary in this area. 

Helpful Tips
Stylists should:
1. Remember to stay professional and impersonal.
2. Not tell clients where they live, or too much about themselves.
3. Establish healthy boundaries (as discussed earlier).
4. Not accept gifts.
5. Not become too close.
6. Not set ‘dates’ or times to meet.
7. Never ask your clients for personal advice on any personal matter.
8. Never tell your clients intimate details of their life or family. 
9. Never give the impression in any way that they are anything more 

than a professional and client.
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Learn – find a mentor
It takes time to develop skills as a professional. Once the training is 
complete, the real work begins. This is when stylists learn how they 
want to work, where they want to work and the type of career they 
wish to develop. Stylists should be patient with themselves and not 
rush. Stylists can, over time, develop communication skills, marketing 
techniques, and a specific type of career. The good news is many people 
out there have already traveled down the same road. At one point, they 
were the new stylist or salon professional on the block. They were 
easing their way into the salon and facing the jitters. There is a great 
deal of support available. 
Helpful Tips
Stylists should follow these tips to develop their skills and career:
1. Hold a discussion when first hired. During the hiring process, 

stylists may discuss the kind of salon they’re being hired into, the 
kinds of professionals they prefer to work with, and the expectations 
the salon has of them. It’s critical during these discussions that the 
stylist reveals to the employer who they are and the type of career 
they envision, in order to ensure a good match with the salon. 

2. Take the time to ask a lot of questions early on in the onboarding 
process. This shows that a stylist cares and wants to be their best. 

3. Get to know colleagues soon after being hired, as everyone will be 
spending a lot of time together. New stylists should let coworkers 
know that they want to have a positive working relationship.

4. Mentoring is one of the most effective ways people have of learning 
new skills and succeeding in a new endeavor. It’s unlikely that 
stylists will be given a mentor (although it could happen). Stylists 
can scope out the salon. Watch the way people work. If someone 
stands out, the stylist can approach that person and ask to observe 
them from time to time. The stylist could ask them out for a coffee 
or lunch and get to know the potential mentor better. The stylist 
should let the mentor know they want to learn from them. They will 
likely be very flattered and eager to help. 

5. The same is true of a supervisor/owner. Stylists can ask them out for 
a coffee or lunch and dig into their expertise. Again, stylists should 
let these potential mentors know that they want to benefit from their 
experience and knowledge. 

Why and How Mentoring Helps 
1. Finding a mentor is one of the best ways to succeed in any business 

or endeavor. A mentor is a knowledgeable professional that has 
something to offer another professional–for free. In the salon 
industry, two types of people consider themselves mentors: mentors 
who specialize in professional development and mentors who 
specialize in technical development.

2. A professional development mentor provides career guidance and 
support to industry professionals. They help new graduates create 
resumes and coach them before interviews. Some mentors work 
with business owners (or potential business owners). Generally, 
mentors offer professional guidance of some sort. Professional 
mentors should possess education and experience, which they use as 
the basis of their advice.

3. A mentor can reveal parts of the professional world that new stylists 
otherwise would have to discover for themselves. Mentors know 
their professions well and can provide a clearer image of what 
the industry is like so that stylists can make an informed career 
decision. For instance, a mentor may reveal to an aspiring product 
brand ambassador that the job requires a lot of travel and low pay, 
allowing the stylist to reconsider their career path. 

4. Mentors inspire. Mentors who demonstrate belief in a stylist can 
help them gain more confidence in themselves.

5. They encourage others and empathize with them. A mentor has 
“been there.” They have endured the same baptism by fire and 
emerged from the flames victorious. When a new stylist suffers a 
major setback, the mentor will be there to provide some perspective. 
The best part about these vent sessions is that they can end 
productively. Thanks to a mentor’s experience, they can tell a stylist 
how they coped in a similar situation, maybe helping the stylist 
learn a lesson. 

6. They can provide guidance. Nobody knows it all Mentors help 
keep stylists from becoming too rigid in their beliefs, in addition to 
shortening their learning curve considerably.

CREATE A SUPPORT NETWORK
The final piece to put in place is to create a support network to help 
a stylist develop a career flourishing. A support network can look 
something like this. 

Figure 6: A Support Network
While not all family members and friends can be counted on for support, 
many can be. It’s valuable for stylists to have a wide range of people to 
talk to about different situations. Stylists should also ensure they don’t 
continually burden one person with problems. Some people can handle 

higher levels of adversity than other. Stylists should learn who is available 
for certain kinds of situations and challenges. This is another reason why 
a mentor is so valuable in this, or any other industry. They are often the 
‘go to’ person when challenging situations arise. 
Stylists should ensure their network is solid. Stylists shouldn’t assume 
that people will be there. Others have challenges to deal with in their 
own life too. Also, many professional associations and groups are 
available in person, by e-mail, or via Skype. Stylists who choose to 
become a member of these associations build an extra layer of support 
for themselves. 
Some helpful organizations within the United States include:
1. The Salon and Spa Association: www.salonspaassociation.com 

This is an Internet-based group that is worth checking out. 
2. The International Salon Spa Business Network: www.

salonspanetwork.org. This international organization may also be 
able to provide some support and information. 

3. The National Aesthetic Spa Network: www.nasnbiz.com. This 
group had its beginnings in Florida but has now expanded. They 
describe themselves as a volunteer network of licensed skincare and 
spa professionals who organize regional educational events.

Support networks provide a number of key roles: 
1. They serve as a foundation in people’s lives. 
2. They serve as a sounding board. All too often, the end of a 

workday or work week sees many people tired both emotionally 
and physically. While a person may love their work, it is often 
inherently stressful to deal with people day in and day out. A 
support network can provide relief and perspective.

3. A support network is a two-way street! This is a must. Stylists who 
rely on others must also give the same support in return. 

4. Support networks make life inherently happier and more 
meaningful. They are an intimate and integral connection. 
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5. Support networks provide people with a sense of belonging. It lets 
people know they are valued and are not alone. 

6. Support networks offer people a sense of security in life. 
7. People who have strong support networks tend to live longer, healthier 

lives. That has been repeatedly proven by scientific research. 
8. People who have strong support networks tend to have more self-

confidence. They know people out there care about them, and they feel 
that sense of caring about them as they go about their daily lives. 

9. People who have a strong support network tend to handle stress better. 
10. People who have a strong support network tend to be more social 

and experience a greater enjoyment of life. 
The key is to keep developing the network. Let people know you care 
about them and you are there for them as much as they will be there for 
you. 

BUILDING CLIENT RELATIONSHIPS:  
COMMUNICATION SKILLS FOR SALON PROFESSIONALS

Final Examination Questions
Select the best answer for each questions and mark your answers 

 online at Cosmetology.EliteCME.com

1. It is considered unprofessional to repeat things to a client when 
speaking with them on the telephone. 
a. True.
b. False.

2. Stylists should never give a client an insincere compliment.
a. True.
b. False.

3. One of the ways stylists build loyal clientele is to remember to 
thank clients each and every time. 
a. True.
b. False.

4. The quality people seek the most from a stylist is professionalism. 
a. True.
b. False.

5. People who have a strong support network tend to have more 
self-confidence. 
a. True.
b. False.

CNC04CRE18

Cosmetology.EliteCME.com  Page 24


