- T
e g oy P e Do | I A | iy il et =3y reararnl gl s memada pisesmalibng S e i) ey . 4
3j 3 e st e g perieatal by ) Al gl 4l p [T 1| LRI R RE T LT e el oy il ey Ry T4rd iy i ] TE] i Philiey & z

- N @
-
L] [
-

[

‘_-‘I‘
XK
:




UNIAE'S

-

s

b

Brief History of Cosmetology
Career Paths for a Cosmetologist
A Bright Future




Learning Objectives

After completing this chapter, you will be able to:

®  Describe the origins of appearance enhancement.

Describe the advancements made in cosmetology during the 19th, 20th, and early 21st
centuries.

List the career opportunities available to a licensed beauty practitioner.

Key Terms

Page number indicates where in the chapter
the term is used.

cosmetology
pg. 4




BRIEF HISTORY OF COSMETOLOGY

Cﬂimetﬂlﬂg 5 4 term E.IEEE] o CNCOMPAss 4 ]J]'I:]‘Ell:l. range GF EPCCi.EJ.r}?
areas, including hairstyling, nail technology, and estherics. Cosmerology
defined is “the arr and science of beaurifying and improving the skin,
nails, and hair, and the study of cosmetics and their application.” The
rerm comes from the Greek word Fesmreribos, mea ning “skilled in the use
of cosmerics.” Archaeological studies reveal that haircurring and hairstyling,
were practiced in some form as early as the Ice Age.

The simple burt effective implements used at the dawn of history were
shaped from sharpened Hinrs, oyster shells, or bone. Animal sinew or
strips of hide were used to tie the hair back or as adornment. Ancient
people around the world used coloring matter on their hair, skin, and
nails, and pracriced tattooing, Pigments were made from berries, tree
bark, minerals, insects, nurs, herbs, leaves, and other materials. Many of
these colorants are still used today.

THE EGYPTIANS

The Egyptians were the first to cultivate beauty in an exrravagant fashion,
and to use cosmerics as part of their personal beaurification habirs,
religious ceremonies, and preparing the deceased for burial,

As early as 3000 b.c., Egyptians used minerals, insects and berries o
create makeup for their eyes, lips and skin, and henna to stain their hair and
nails a rich, warm red. They were also the first civilization to infuse essential
oils from the leaves, bark and blossoms of plants for use as perfumes and
for purification purposes. Queen Nefertiti (1400 B.c.) stained her nails
red by dipping her Angertips in henna, wore lavish makeup designs and
used custom-blended essential oils as signature scents. Queen Cleoparra
{50 B.C.) took this dedication to beauty to an entirely new level by erecting
a personal cosmerics factory next o the Dead Sea.

Ancient Egyprtians are also credited with creating kohl makeup—
originally made from a mixture of ground galena (a black mineral), sulfur
and animal fac—to heavily line the eyes, alleviate eye inflammarions and
protect the eyes from the glare of the sun,

In both ancient Egypt and Rome, military commanders stained their
nails and lips in matching colors before important battles (Figure 1-1).

CHINESE

History also shows that during the Shang Dwynasty (1600 B.C.), Chinese
aristocrats rubbed a tinted mixture of gum arabic, gelatin, beeswax and
egg whites onto their nails to turn them crimson or ebony. Throughour
the Chou Dynasty, (1100 B.C.) gold and silver were the royal colors.
During this early period in Chinese history, nail tinting was so closely
tied to social status that commoners caught wearing a royal nail color
faced a punishment of death.
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Flgure 11 The Egypilans wore elaborate hairstyles and cosmetics.

THE GREEKS

During the gu]d:n age of Greece (500 5.¢.), h:airsl:}-'l[ng became 2 highi}r
developed art. The ancient Greeks made lavish use of perfumes and
cosmetics in their religious rites, in grooming, and for medicinal purposes.
They built elaborate baths and developed excellent methods of dressing
the hair and caring for the skin and nails. Greek women applied
preparations of white lead on their faces, kohl on their eyes, and
vermillion on their cheeks and lips. The brilliant red pigment was made
by grinding cinnabar, a mineral that is the chief source of mercury, to a
fine powder. It was mixed with ointment or dusred on the skin in the
same way as modern cosmetics are applied today.

THE ROMANS

Roman women made lavish use of fragrances and cosmertics. Facials made
of milk and bread or fine wine were popular. Other facials were made of
corn, flour, and milk, or flour and fresh butter. A mixture of chalk and
white lead was used as a facial cosmeric. Women used hair color to
indicate their class in sociery. Noblewomen tinted their hair red, middle-
class women colored their hair blond, and poOI wWomen colored their hair

black,

MIDDLE AGES

The Middle Ages is the period of European history between classical
antiquity and the Renaissance, beginning with the downfall of Rome in
476 A.D., and lasting until abour 1450. Beaury culrure is evidenced by
rapestries, sculptures, and other artifacts from this period. All show
rowering headdresses, intricate hairsryles, and the use of cosmetics on
skin and hair. Women wore colored makeup on their cheeks and lips, bur
not on their eyes. Around 1000 A.D., a Persian physician and alchemist
named Avicenna refined the process of steam distillation, This ushered in
the modern era of steam distilled essential oils thar we use roday.

RENAISSANCE

This is the period in history during which Western civilization made the
rransition from medieval to modern history. Paintings and written
records tell us a grear deal about the grooming practices of the time. One




The barber pole—symbol of the barber
surgeon—nhas its roots in a medical
procedure called bloodletting that was
once thought ta strengthen the immune
system. The pole is believed fo represent
the staff that patients held tightly to make
the veins in their arms stand out during
the procedure. The bottom-end cap
represents the basin used to catch the
blood. The white bandages that stopped

the bleeding were hung on the pole to dry.

As the wind blew, these bandages would
become twisted around the pole, forming
a red-and-white pattern. Up until the 19th
century, many barbers also performed
mingr surgeries and practiced dentistry.

The madern barber pole, then, was
originally the symbol of the barber
surgeon, and is believed to represent the
bandages (white), Mood (red), and veins

{blue} involved in bloodletting (Figure 1-2).

Flgure 1=2 A traditional barber pole.

of the most unusual practices was the shaving of the eyebrows and the
hairline to show a greater expanse of forehead. A bare brow was thoughr
to give women a look of greater intelligence. During this period, both
men and women took great pride in their physical appearance and wore
elaborarte elegant clothing. Fragrances and cosmetics were used, although
highly colored preparations of lips, cheeks, and eves were discouraged.

VICTORIAN AGE

The reign of Queen Victoria of England between 1837 and 1901 was
known as the Victorian Age. Fashions in dress and personal grooming
were drastically influenced by the social mores of this austere and
restrictive period in history. To preserve the health and beauty of the skin,
women used bmur}-' masks and p;-u:l-Ls made from honev, eggs, millk,
oatmeal, fruits, vegerables, and other nawral ingredients. Vicrorian
women are said to have pinched their cheeks and bitten their lips to
induce natural color rather than use cosmetics such as rouge or lip colot.

Z0TH CENTURY

In the early 20" century, the invention of motion pictures coincided
with an abrupt shifr in American artitudes. As viewers saw pictures of
celebrities with flawless complexions, beauriful hairstyles, and manicured
nails, standards of feminine beauty began to change. This era also
signaled the onser of industrialization, which brought a new prosperity
to the United States, and all forms of beaury began o follow trends.

1901-1910

In 1904 Max Faktor emigrared from Lodz, Poland to the United Stares.
By 1908, he had Americanized his name to Max Factor and moved to
Los Angeles, where he began by making and selling to movie stars
makeup that wouldn't cake or crack, even under hot studio ]ighrs.

On Ocrober 8, 1906, Charles Nessler invented a heavily wired
machine thar supplied elecrrical current to meral rods around which
hair strands were wrapped. These heavy units were heated during the
waving process. They were kepr away from the scalp by a complex system
of counterbalancing weights, suspended from an overhead chandelier
mounted on a stand.

Two methods were used to wind hair strands around the metal unirs,
Long hair was wound from the scalp to the ends in a technique called
spiral wrapping. After World War [, when women cur their hair into the
short bobbed style, the crequignole wrapping technique was introduced.
In this method, shorter hair was wound from the ends toward the scalp.
The hair was then styled into deep waves with loose end curls.

One of the most notable success stories of the cosmerology industry is
that of Sarah Breedlove, She was the daughter of former slaves and was
orphaned at age seven when she went to work in the cotron fields of the
Mississippi delra, In 1906, Sarah married her third husband, C, J. Walker,
and became known as Madame C, |, Walker, Sarah had suffered from a
scalp condition and began to lose her hair which caused her to experiment
with store-bought products and homemade remedies. She began ro sell
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her scalp conditioning and healing treatment called “Madam Walker's
Wonderful Hair Grower.,” Devising sophisticated sales and marketing
strategies, she traveled extensively giving product demonstrations. In
1910, she moved her company to Indianapolis where she built a facrory,
hair salon, and rraining school. As she developed new products, her empire
erew. She devored much time and money to a variety of causes including
the Narional Association of the Advancement of Colared People (NAACP)
and the YMCA in Indianapolis. In 1917, she organized a convention for
her Madam C. ]. Walker Hair Culrurists Union of America. This was one
of the first national meerings for businesswomen ever held. By the rime
of her death, she had established herself as a pioneer of the modern black
hair care and cosmetics industry.

N Sls reslrelser recpiae il

ehiomik ambier & lapnedsk

sl T the

1920°'S

The cosmetics industry grew rapidly during the 1920s. Advertising
expenditures in radio alone went from $390,000.00 to $3.2 million berween
1927 and 1930. At first, many women's magazines refused adverrisements
for cosmerics—deeming them improper—but by the end of the 1920s,
cosmetics provided one of their largest sources of advertising, revenue.
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1930°'S
In 1931, the prtht‘at perm method was introduced, Hair was 1=.'mpptd using
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the croquignole method. Then clamps, preheated by a separate elecrrical
unit, were placed over the wound curls, An alternarive to the machine perm
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McDonough pioneered a method rthar used external hear generared by
chemical reaction. Small, flexible p;lds Cﬂnmining a chemical mixture were
wound around hair strands, When the l:lalds were moistened with warer, a
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chemical hear was released that created long-lasting curls. Thus the first,
machineless permanent wave was born. Salon clients were no longer
Subjt{ttd to the L{;mgtn-; and discomforts of the Nessler machine.

allet de vl

In ]932—ntur]}' 4,000 years after the first recorded nail color craze—
Charles Revson of Revlon fame markered the first nail polish—as opposed
to a nail stain—using formulas that were borrowed from the automobile
paint industry. This milestone marked a dramacic shift in nail cosmetics,
as women fnally had an array of nail lacquers available to them. Early
screen sirens, Jean Harlow and Gloria Swanson glamorized this hip new
nail fashion in silent pictures and early talkies by appearing in Alms
wearing matching polish on their fingers and toes.
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Also in 1932, Lawrence Gelb, a Wew York Chemist, introduced rhe
first permanent haircolor product and founded a company called Clairol.
In 1935, Max Factor created pancake makeup to make acrors” skin look
natural on color film. In 1938, Arnold E Willatr invented the cold wave
that used no machines or hear. The cold wave is considered to be the
precursor to the modern perm.
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1940'S
In 1941, scientists developed another method of permanent waving thar
used waving lotion. Because this perm did not use heat, it was called a
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Figure 1-3 Spas arae increasing in
number and popularity.

cold wave. Cold waves replaced virrually all predecessors and competitors,
and the rerms cold waving and permanent waving became almost
synonymous. Modern versions of cold waves, usually referred to as
alkaline perms, are very popular today. The term texture services is used
today to refer to the variery of permanent wave services available for
different hair types and conditions.

1951-2000

The second half of the 20™ century saw the introduction of tube mascara,
improved hair care and nail products, and the boom and then death of
the weekly salon appointment. In the late 1960%, Vidal Sassoon turned
the hairstyling world on its ear with his revolurionary geometric cuts.
The 1970 saw a new era in highlighting when French hairdressers
introduced the art of “hair weaving,” using aluminum foil. In the 1980%
makeup went full circle, from being barely there to cat-eyes and the heavy
use of eye shadows and blush. In the 1990 hair color became gentler,
aflm-.'[ng all ethnicities to enjoy being blonds, brunettes, or redheads. In
1998, Crearive Nail Design introduced the firse spa pedicure system to
the professional beauty industry,

21T CENTURY

-[-'UI'.{;-I}', hairsryli.sr& have far gtnrlcr. no-fade hair color, and estheticians can
noticeably rejuvenate the face, as well as keep disorders such as sunspots and
mild acne ar bay. The beauty industry has also entered the age of
specialization, where cosmetologists frequently specialize in either hair color
or haircutring; esthericians specialize in estheric or medical-estheric services;
and nail technicians can either offer a full array of services, or specialize in
artificial nail enhancements, narural nail care, or even ptd[turts.

Since the late 1980%, the salon industry has evolved to include day
spas, a name that was first coined by beauty legend Noel DeCaprio, Day
spas now represent an excellent employment opportunity for beauty
practitioners (Figure 1-3).

Men's-only specialty spas and barber spas have also grown in popularity,
providing new opportunities for men’s nail care specialists,

PART 1— ORIENTATION Chapter 1 — History and Opportunities
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CAREER PATHS FOR A COSMETOLOGIST

Once you have completed your schooling and are licensed, you will be
amazed at how many career opportunities will open up for you. The
possibilities can be endless for a hard-working professional cosmerologist
who approaches her or his career with a strong sense of personal integrity.
Within the industry there are numerous areas vou may wish to specialize

in, such as rhe following:

* Haircolor specialist. This may include training }-'nurseIF or others to
perform color services in the salon or working for a product
manufacturer, where youl will be expected to train others in how best

o pr:rﬁ:nrm color services according ro rhe companys guidelines and
pmdLlL‘l INSCructions lil"i'f:ur-:' | -4).

* [exrure sptcidlist.'l'his MLy include rraining }r-uursr_'Jlfur others to pr:rl:{mrm

rexture services in the salon, or working for a manufacturer where vou will . .
? 2 JoL Figure 1=4 Haircolor spacialists are In

be expected to rrain others on how best to perform texture services great demand,
according to your company’s guidelines and product instructions.

(S DR L
[

* Curtting specialist, This tvpe af position requires a
dedicared interest in learning various curing styles and
rechniques. After perfecting your own skills and

developing your own method of cutting (everyone
develops their own unique way of curting hair), you may
want o study with other reputable haircurters in the
business to learn and adopt their systems and techniques.
This training will allow you o perform top-quality
haircurting in your own salon as well as coach those
around you how to hone their skills (Figure 1-5).

=il ww dhpdivated, ni wisle an
w averal

el rasdinnig
al el

= Salon trainer. Many companies such as manufacturers
and salon chains hire experienced salon professionals and
train them to train others. This kind of training can take

many forms, from rechnical rraining to management and
interpersonal relationship training, A salon trainer can
work with small salons as well as large organizations and
rrade associarions o help develop the beaury industrys
most valuable resource—salon staft and personnel.

* Distributor sales consultant. The salon industry
depends heavily on its relationships with its product
distributors to learn about new products, new trends,
and new techniques to stay abreast of whar is ’ =
n-::currinf__'r in the ma F]{EEP]HEE- This n:l,:;;inns]jip Figure 1-8 Cutting hair in a salon s one of the many cholces _ .
provides an excellent opportunity for a highly skilled “P°" b you s
and trained cosmetology professional to become a
distributor sales consultant {(DSC), The DSC is the salon and salon
staff’s link with rthe rest of the industry, and this person is the most
efficient method outside companies have to reach the salon seylist.

hax decmael
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* Cosmetology instrucror. Have you ever wondered how your inscructor
decided to start teaching? Many instrucrors had fantastic careers in the
salon before they decided ro dedicate themselves to teaching new
professionals the tricks of the trade, If this career path interests you,
spend some time with vour school’s instructors and ask them why they
fele the call to go into education. Educating new cosmetologists can be
very trying, but it can also be some of the most rewarding work a
person can do.

‘These are but a few opportunities for career paths thar await you on the road
to a life-long cosmetology career. The wonderful thing about the professional
beauty industry is that there are truly no limits to whar you can do if you
have a sincere interest in learning and giving back to your industry. Keep
developing your skills in whatever way that interests you and soon you'll be
coupling your skills and building a most creative and unique career.

SALON MANAGEMENT

If business is your calling, you will find that management opportunities
in the salon and spa environment are quite diverse. They include being
an inventory manager, department head, educaror, special events manager
(promotions), assistant manager and general manager, With experience,
vou can also add “salon owner” to this list of career possibiliries. To
ENSUre your success, it is wise to enroll in business classes to learn more
about managing products, departments, and, above all, people.

Beyond defining your area of expertise, you must also decide whether
l'!."ﬂll want to "Fi.’ﬂl'J'{ i.l.‘.l d:

. Spcc[ah}r salon

» Full-service salon (hair, skin and nail services)

* Day spa (skin, body, nail, and hair services that emphasize beauty and
wellness) (Figure 1-6)
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Figure 1=6 A day spa may offer nall, hair, body, and skin services.

PART 1— ORIENTATION Chapter 1 — History and Opportunities




11

To learn more abour the various Types of salon business models, see

Chaprer 32. There you will find a wealth of choices including national
and rc‘g[t:-u;t] chains, and low- and h[gh—e;u‘l salon opportunities,

A BRIGHT FUTURE

Clearly the field of cosmetology has broadened to encompass areas of
specialization including esthetics and nail technology. As the cosmerology
industry conrinues to grow, opportunicies tor professionals also increase,
o make each day in school positively impact your future, focus on your
studies, read rrade publications cover to cover, become a member of
relevant trade associations, and attend workshops outside of school. = 3
Remember, your license will unlock countless doors, bur it is your
personal dedicarion and passion that will fuel your career.

R N TIONS

1. What are the origins of appearance enhancement?

2. Mame the advancements made in cosmetology during the 19th, 20th, and earier centuries 3 ;_

3. List some of the career opportunifies available o licensed beaufy practitioners. z ;-

CHAPTER GLOSSARY

The art and science of beautifying and impraving the skin, nails, and hair, and the study of cosmetics and
their applicabions.
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CHAPTER

The Psychology of Success

Managing Your Career

Goal Setting

Time Management

Study Skills

Ethics

Personality Development and
Attitude



Learning Objectives

After completing this chapter, you will be able to:

List the principles that contribute to personal and professional success.

Explain the concept of self-management.

Create a mission statement.

Explain how to set long- and short-term goals.
Discuss the most effective ways to manage time.
Describe good study habits.

Define ethics.

List the characteristics of a healthy, positive attitude.

Key Terms

Page number indicates where in the chapter
the term is used.

ethics

pa. 21
game plan
Pg. 17

goal setting
po. 18

iission sbatement
pg. 18

perfectionism

P, 16

priaritize
pg, 18

procrastination
pg. 18




hile going through cosmetology school has its own set of
challenges, staying on course for your entire career can be
difficult without having great life skills. This is particularly true
of cosmetology since the hard-and-fast rules that apply to more
structured industries are frequently absent in the salon business.
By its nature, the salon is a creative workplace where you are
expected to exercise your artistic talent. It 1s also a highly social
atmosphere that requires strong self-discipline and excellent
people skills. Besides making a solid connection with each client,
you must always stay focused, and feel both competent and
enthusiastic about taking care of every client’s needs—no matter
how you feel, or how many hours you have already worked. Your
livelihood, as well as your own personal feelings of success,
depend on how well you do this,

There are a great many life skills that can lead to a more
satisfying and productive beauty career. Some of the most

important life skills include:

* Being genuinely caring and helpful to others.

* Successfully adapting to different situations.

Sticking to a goal and seeing a job to completion.

* Being consistent in your work.

¢ Developing a deep reservoir of common sense.

* Making good friends.

* Feeling good about yourself.

* Maintaining a cooperative attitude,

¢ Defining your own code of ethics, and living within your
definition.

* Approaching all your work with a strong sense of responsibility.

e Mastering techniques that will help you become more organized.

* Having a sense of humor to bring you through difficult
situations.

* Acquiring one of the greatest virtues: patience.

* Always striving for excellence.
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RULES FOR SUCCESS

To be successtul, you must take ownership of your education. While your
instructors can create motivational circumstances and an environment to
assist you in the learning process, the ultimate responsibility for learning
is yours. To get the greatest benefits from your education, commir yourself
to the following “rules” that will take you a long way down the road of
SLCCES5

* Atend all classes.

Arrive for class early.

Have all necessary marerials ready.

Listen attentively to your instructor.

Highlight important points,

Take nortes for later review.

Pay close artention during summary and review sessions.

When something is not clear, ask, ask, ask.

Continually seek further education. Never stop learning. The cosmetology
industry is always changing. There are always new trends, techniques,
products, and information. Read industry magazines, books, and artend
trade shows and advanced educational classes throughout your career.

THE PSYCHOLOGY OF SUCCESS

Are you passionate abour studying? Do you see yourself sustaining this
passion 1 year, 5 vears, or even 10 years from now? While cosmerology
school is definitely challenging, it becomes much easier when you pur
thar extra amount of effort, enthusiasm, and excitement into your
studies. If your talent is not fueled by the passion necessary to sustain you
over the course of your career, you can have all the talent in the world

and still not be successful (Figure 2-1).

GUIDELINES FOR SUCCESS

Defining success is a very personal thing. There are some basic principles,

however, that form the foundartion of all personal and business success.

You can begin your path to success right now by examining and putting

these principles into practice.

Build self-esteem. Self-esteem is based on inner strength and begins with
trusting your ability to reach your goals. It is essential that you begin
working on improving your self-esteem while you are still a student.

Visualize. Imagine yourself working in your dream salon, competently
handling clients, and feeling at ease and happy with your situation,
The maore you pracrice visualizarion, the easier you can turn the pos-
sibilities in vour life into realities.




Figure 2-1 Loving your wark is critical to your success

Figure 2-2 Spend time on the things
you do well.

Build on your strengths. Practice doing wharever it is
that helps you maintain a positive self-image. If you are
good at doing something (e.g., playing the guitar, run-
ning, cooking, gardening, or singing), the time you invest
in this activity will allow you to feel good abour yourself
(Figure 2-2). Also remember that there may be things vou
dIC gDCI{:I dl TI.'l':I.T }"I:}'L'I CANNOT s8¢, .'ﬁ}'l] -I'_'{]LI:][{ IJI: d gl'.'ll.'.l'l'_i ]i.."i"
tener, for instance, or a caring and considerate friend.

Be kind to yourself. Pur a stop to self-critical or nega-
tive thoughts thar can work against you. If you make a
mistake, rell yourself that it is okay and you will do your
best next rime.

Define success for yourself. Do not depend on other
people’s definitions of success; be a success in your own
eyes. What is right for your father or sister, for instance,
may not be right for you,

Practice new behaviors. Because creating success is a
skill, you can hc]p d-::w_'lnp i h}-’ pracricing positive new
behaviors such as speaking with conhdence, standing
tall, or using goed grammar.

Keep your personal life separate from your work.
Talking abour yourself and others ar work is personally
EULI.EIIEFFI'UdLlCTi‘I.’C. EI.EII'.I. CALSES tJ'.I.t' 'l.'r'hl:lj.t' SHI.UEI. o Ellﬂ:'fl'.

Keep your energy up. Successful cosmetologists do not run themselves
ragged, nor do they eat, sleep, and drink beauty. They take care of their
personal needs by spending time with tamily and friends, having hob-
bies, enjoying recreational activities, and so on.

Respect others. Make a point of relating to everyone you know with a
conscious feeling of respect. Exercise good manners with others by us-
ing words like “please,” “thank you,” and “excuse me.” Do not interrupt
people and pracrice being a good listener.

Stay productive. There are three bad habits that can keep you from
maintaining peak performance: (1) procrastination, (2) perfectionism,
and (3) lack of a game plan. You will see an almost instant improvement
when you work on eliminaring these rroublesome habits.

Procrastination is putting off until tomorrow what you can do today.
This destrucrive, ver commaon habir is a characreristic of poor study
habits (*I'll study tomorrow™). It may also be a symprom of raking
on too much, which, in turn, is a symprom of faulty organization.

Perfectionism is the unhealthy compulsion to do things perfectly.
Success is not measured by always doing things right. In fact, some-
one who never makes a mistake may not be trying hard enough. A
better definition of success is to not give up, even when things get
really rough.

PART 1— ORIENTATION Chapter 2 — Life Skills
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Lacking a game plan. Having a game plan is the conscious act of
planning your life, instead of just letring things happen. While an
overall game plan is usually organized into large blocks of time (5
or 10 years ahead), it is just as important to ser daily, monthly, and
yearly goals. Where do you want to be in your career 5 years from 3
now? What do you have to do this week, this month, and this year
to get closer to your goal?

MOTIVATION AND SELF-MANAGEMENT

Motivation PEUPL']L-Z you to do .'.-;umtrh:ing; 5l:lf—m;_|[13gm]tm is a well-
thoughr-our process for the long haul. When you are hungry, for example,
vou are motivated to eat. But it is self-management thar helps you to
decide how you will ger food. A motivated student finds it much easier
to learn. The best motivation for you ro learn comes from an inner desire
to grow your skills as a professional—a lifelong pursuir thar is motivared
by the ever-changing world of professional beauty.

sk, iy oL Timplesisg

i

il e

If you are personally drawn to cosmetology, then you are likely to be
interested in the material vou will be studying in school. It your mortivation
comes from some external source—for instance, your parents, riends, or a
vocational counselor—you will have a difficult time finishing school and
jump-starting your beaury career. To achieve success, you need more than an
external push; you must feel a sense of personal excitement and a good reason
for staying the course. You are the one in charge of managing your own life
and learning, To do this successfully, you need good self-management skills,

e R

i
e 1S=Eves

eng. e i

YOUR CREATIVE CAPABILITY

One self-management skill we can draw on is creativity. Creativity means

el

having a talent such as painting, acting, cutting hair, applying makeup,
or deing artificial nails. Creativity is also an unlimired inner resource of
ideas and solutions. To enhance your creativity, keep these guidelines in

il
LS L

mind: =
A

Do not be self-critical. Criticism blocks rthe is
: ; g : 5 2
creative mind from exploring ideas and dis- 1

; : e
covering solutions to challenges. $3

¥ . = i

Do not look to others for motivation. Tap- g 4
ping into your own creativity will be the best g i
Way [0 MAnage youLr own SUccess. § j

Change your vocabulary. Build a positive
vocabulary by using acrive problem solving
words like “explore,” “analyze,” "determine,”
and so on,

Do not try to go it alone. In today’s hectic and
pressured world, many talented people find
that they are more creative in an environ-
ment where people work together and share
ideas. This is where the value of a strong sa-
lon team comes into play (Figure 2-3),

Figure 2-3 Bulid strong relationships for support.

PART 1— ORIENTATION Chapter 2 — Life Skills
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MANAGING YOUR CAREER

Figure 2-4 An cxample of a personal mission
etatemeant.

No marter how crearive, ralented, or motivated vou are, as you navigare
vour beauty career, you will come up against shallow spots, rocks, swift
currents, and even an occasional iceberg. Knowing how to manage your
career will make all the difference in staying afloar,

DESIGN A MISSION STATEMENT

Every successful business has a business plan. An essential part of this
plan is the mission statement that establishes the values the business
wants to live by, as well as future goals (Figure 2-4). If you are going to
succeed in life, you also need a well thought-our sense of purpose and a
reason for being,

Tty to prepare a mission statement in one or two sentences that
communicates who you are, and what you want for your life. One
example of a simple, yer thoughttul mission statement is: "l am dedicated
to pursuing a successful career with digniry, honesty, and integrity.”
Wharever vou want for your turture will be based on the mission statement
vou make now. It will point you in a solid direcrion, and help vou feel
secure when things are temporarily not working out as planned. For
reinforcement, keep a copy of your mission statement where you can see
it and read it every day.

Some people never have a fixed goal in their minds, They go through life
one day ar a rime without really deciding whar they want, where they can
find it, or how they are going to live their lives once they get it. They drift
from one activity to the next with no direcrion. Does this describe you?
Or do you have drive, desire, and a dream? If so, do you have a reasonable
idea of how to go about meeting your goal?

Goal setting helps you decide what you want out of your life. When
you know what you want, you can draw a circle around your destination
and charr the best course to get you there. By mapping out your goal, you
will see where you need to focus your attention, and whart you need to
learn in order to fulfill your dreams,

HOW GOAL SETTING WORKS
There are two types of goals: short term and long rerm. An example of a
short-term goal is to get through a comperency exam successfully. Another
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short-term goal waould be your graduation from L'nsm-:mlng}f school, Short-
rerm goals are usually those you wish ro accomplish in a year or less.

Long-term goals are measured in larger sections of time such as 5 years,
10 years, or even longer. An example of a long-term goal is telling yourself
thar in 5 years you will own your own salon, u

Once you have organized your thinking around your goals and written
them down in “short-term” and “long-term” columns, divide each ser of
roals into workable segments. In this way, reaching your goals will not
seem out of sight or overwhelming, For example, one of your biggest
goals art the moment should be getring your license to practice your
chosen career path. At first, the prospect of gerting this license might
seem to require a huge amount of time and efforr. When you separate
this goal into short-term goals (such as going to class on time, completing
homework assignments, and mastering techniques), you begin to see how
vou can accomplish each one without too much difhculty.

ruliy = heapied s
eyl g el e e
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The impaortant thing to remember about goal setting is to have a plan
and re-examine it often to make sure thar you are staying on track. Even
i-lﬁ.'t]' EUCL'CSSFU[ ]_'IEU]_'II.t' hi:'l"."t' atcunlu]attd Fi:ll'.l.'ll‘, l:l'_'l'l'tl..ll'lt. i:'l]'ll'.l. TESFl‘t'{_'l', T]'H'_'}’

still ser goals for themselves. While they may adjust their goals and action
plans as they go along, they never lose sight of the fact that their goals are
what keep them going.
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Many experrs have researched how to make rime more manageable. One
thing they all agree on is thar each of us has an “inner organizer.” When
we pay attention to out natural rh:,rthml_-:, we can learn how to manage

il
weradl Hsam

L sazdiiri
al el O

our time most cFFicin:nr]}' and reach our goals fasrer and with less
frustration. Here are some tips from the experts.

* Learn to prioritize by making a list of rasks that need to be done in
the order of most-to-least important.

vl My nid s
eril i T

* When designing your ewn time management system, make sure it will
waork for you. For example, if you are a person who needs a fair amount
of flexibility, schedule in some blocks of unstrucrured rime.

il Rl
suppEeEal .

* Mever take on more than you can handle. Learn to say “no” firmly bur
kindly, and mean it. You will find it easier to complete your rasks if you
limit your activities, and do not spread yourself too thin, =

* Learn problem-solving techniques that will save you time and needless £
frustration. 3

* Giveyourself some down time whenever you are fruserated, overwhelmed,
worried, or feeling guilty about something, You lose valuable time and

energy when you are in a negative state of mind. Unfortunately, there
may be situations—Ilike being in the classroom—when you cannort ger

PART 1— ORIENTATION Chapter 2 — Life Skills




Figure 2-5 Keep a schedule Tor
yvourgelf and ba sure to refer to It on a
frequent basis,

Figure 2-8 An sxample
of a to-do kst

g.k.a‘

Figure 2-F Studying with a friend can
be aeffective and Tun.

up and walk away. To handle these difficulr times, try practicing the
technique of deep breathing. Just fill your lungs as much as you can and
exhale slowly. After about 5 to 10 breaths, you will find that you have
calmed down, and your inner balance has been restored.

* Carry a notepad or an organizer with you ar all rimes. You never know
when a good idea might serike. Write it down before it slips your mind!

o Make daily, weekly, and monthly schedules for study and exam times,
and any other regular commitments, Plan your leisure time around
these commirments, and not the other way around (Figure 2-5),

. [rlcntiﬁ,' the times nFrI:{:-,r when you are highly energetic, and when you
just want to relax. Plan your schedule accordingly.

» Reward yourself with a special treat or activity for work well done and
rime managed efficiently.

* Do not neglect physical activity. Remember that exercise and recreation
stimulare clear thinking and planning-

» Schedule at least one additional block of free time each day. This will
be your hedge against events that come up unexpectedly like car
trouble, b;ﬂ]}r—sirring pmblcm:-;, 1 friend in need, and so on.

* [Understand the value of to-do lists for the L{H}' and week. Th::].-f can h::]p
you prioritize your rasks and acrivities, which is key to organizing your
time Efﬂcitntl}' {Figu:t‘ 2-6).

* Make time Management a habi.

If you find Stud:{ing -m-'frwhtlming, focus on small rasks at a time. For
example, instead nfrr}'ing [0 _'-'.rurl}f for 3 hours ar a screrch and :-'.uﬂ:ering
a personal detear when yvou fold afrer 40 minutes, ser the bar lower by
studying in smaller chunks of time. If your mind tends to wander in class,
try writing down key words or phrases as your instructor discusses them.
Any time you lose your tocus, you can stay after class and ask questions

based on your notes.
Another way to ger a berter handle on studying is to find other students
who are open to l]ting h-::]]:uﬁ]l; and supportive. The maore vou discuss new

material with others, the more comforrable you will become with it, and
the more successful you will be. If possible, study rogether (Figure 2-7).

ESTABLISHING GOOD STUDY HABITS
Part of developing consistently pood srudy habits is knowing where,
when, and how o study.

WHERE
Establish a comfortable, quiet spot where you can study uninrtrrup[td_
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Have everything you need—books, pens, paper, proper lighting, and Focus on ...

s0 on—before you begin studying, The Goal

Remain as alerr as possible by sitting upright. Reclining will make you
sleepy! : :

B Determine whether your goal-setting
WHEN plan is a good one by asking yourself
* Starr out by estimating how much study rime you need. these key questions:

* Study when you feel most energeric and mortivared, Are there specific skills | will need

* Make good use of your time by planning to study while you are waiting to leam in order fo meet my goals?

in the doctor’s office, tul{ing a bus across town, and so on. :
Is the information | need to reach

HOW my goals readily available?
* Study a secrion of a chaprer at a time, instead of the entire chaprer ar
once.

Would | be willing to seek out a

* Make a note of key words and phrases as you go along, SR
earning «

* Test yourself on each section to ensure that you understand and
remember the key points of each chaprer, What s the best method or

approach that will allow me to

Remember that every effort you make to follow through on your
education is an investment in your future. The progress you make with
vour learning will increase your confidence and self-esteem across the Am | always open to finding better
board. In facr, when you have mastered a range of informarion and ways of putting my plan intg

techniques, your self-esteem will soar right along with your grades.

accomplish my goals?

practice?

Ethics are the moral principles by which we live and work. In cosmetology,
each state board sets the ethical standards for sanitation and safery thar all
professionals working in thar state must follow. In the salon setting, echics
also entail the role you assume with your clients and fellow employees.
When your actions show that you are respectful, courteous, and helpful,
you are behaving in an ethical manner,
Here are five ways to show that you are an ethical person:

I. Provide skilled and competent services.

2. Be honest, courteous, and sincere.

3. Never share whar clients have told you privately with others—even
your closest friend.

4, Participate in ongoing educarion and stay on rrack with new infor-
mation, techniques, and skills.

5. Always give correct information o clients abour trreatments and any
products that they may want to purchase.

PART 1— ORIENTATION Chapter 2 — Life Skills




Focuson...
Professional
Ethics

Ethical people often embody the
following qualities:

Self-care. Many service providers
suffer from stress and eventual
burnout because they focus most of
their energy and time on other people
and very lite on themselves. If you
are to ba truly helpful to others, it is
gssential to take care of yourseli. Try
the self-care test to see how you rate
( .

Integrity. Maintain your integrity by
making sure that your behavior and
actions match your values. For
example, if you believe that it is
unethical to sell products just to make
money, then do not do 0. On the other
hand, if you feel that a client needs
products and additional services, it

would be unethical notto give the

client that information,

Discretion. Do not share your personal
problems with clignts. LIKEwiSe, never
breach confidentiality by repeating
personal information that clients have
shared with you.

Communication. Your responsibility
and ethical behavior extend to your
communication with your customers
and the other people with whom you
WOrk,

The Self-Care Test

some people know intuitively when they need to stop, take a break, or even
take a day off. Other people forget when to eat. You can judge how well you
take care of yourself by noting how you feel physically, emotionally, and men-

tally, Here are some questions to ask yourself to see how you rate on the self-
care scale.

Do you wait until you are exhausted before you stop working?
Do you forget to eat nutritious food and substitute junk food on the fly?
Do you say you will exercise and then put off starting a program?
Do you have poor sleep habits?
Are you constantly nagging yourself about not being good enough?
Are your relationships with people filled with conflict?
When you think about the future are you unclear about the direction you
will take?

8. Do you spend most of your spare time watching TV?

9. Have you been told you are too stressed and yet you ignore these con-

cerns?

10. Do you waste time and then get angry with yourself?

e b BE L a

Score 5 points for each yes. A score of 0-15 says that you take pretty good care
of yourself, but you would be wise to examine those questions you answerad
yes to. A score of 15-30 indicates that you need to rethink your priorities. A
score of 30-50 is a strong statement that you are neglecting yourself and may
be headed far high stress and burnout. Reviewing the suggestions in these
chapters will help you get back on track.

Figure 2-8 Self-care test.

PERSONALITY DEVELOPMENT
AND ATTITUDE

Some occupations require less interaction with people than others. For
example, if you are a computer programmer, you may not be exposed to
all difterent sorts of people every day. As a cosmerologist however, dealing
with people from all walks of life is a major aspect of your work. It is
useful, therefore, to have some sense of how different personalities and
artitudes can affect your performance,

Refer often to the following ingredients of a healthy, well-developed
artitude to see if they march your recipe.

Diplomacy. Being assertive is a good thing because it helps people know
where you are coming from. However, it is a shorr step from being as-
serrive to becoming aggressive, and even bullying. Take your arritude
temperature to see how well you pracrice the art of ract. Being racdul
means bcing stmighrfnrward, not critical. This is called “d[plnmac}-:"

Tone of voice. Here is 2 pood example of an inborn personalicy trair that
=4 P P ¥
you can modify by softening the sound of your voice and speaking
clearly. Also, if you have a positive artitude, you can deliver your words
more pitamntl}t
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Emotional stability. Our emotions are important. Some people, though, Focus on ...
have no control over their feelings, and may express themselves exces- the Whole
sively ot inappropriately. When they are happy, they get almost fran- Person
tic; when they are angry, they fly into a rage. Learning how to handle
a confrontation, as well as sharing how you feel withour going over-
board, are important indicators of maturity. total of her or his inborn

— Cae A - . characteristics, attitudes, and
Sensitivity. Sensitivity is a combination of understanding, empathy, and i =

acceptance. Being sensitive means being compassionate and responsive behavioral traits. While you may not be
to other people able to alter most of your inborn

An individual’s personality 15 the sum

characteristics, you certainly can work
on your attitude, This is a process that
continues throughout your life. In both

Values and goals. Neither values nor goals are inborn characreristics; we
acquire them as we move through life. They show us how to behave,

and what to aim toward.

. . : . . your business and personal life, a
Receptivity. To be receprive means to be interested in orher people, and y F

to be responsive to their opinions, feelings, and ideas. Receprivity in-
volves taking the time to really listen, instead of pretending to do so
(Figure 2-9),

pleasing attitude gains more
associates, clients, and friends,

Communication skills. People with a warm, caring personality have an
easy time talking abourt themselves and listening to what others have to
say. When they want something, they can ask for it clearly
and directly,

PART 1— ORIENTATION Chapter 2 — Life Skills
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N C TIONS

How do you personally define success?

List and explain 10 basic quidelines for personal and professional success, .
What are three common habits that can prevent people from being productive? :
List at least three steps thal you can take to enhance your creativity. - 1
In one to five sentences, write a mission statement for yourself

List three short-term and three long-term goals you have set for yourself.
Define “game plan” and how it can keep your career on target. o |

Why is it so important to learn how fo manage your tima? : 4

R A Eloi EERS e

List seven characteristics of a healthy, weil-developed athtude.

—
&=

List the qualities and characteristics of professional ethics.

CHAPTER GLOSSARY

Principles of good character, proper conduct, and moral judgment, expressed through personality, human
retations skills, and professional image.

game plan The conscious act of planning your life rather than just lefting things happen.
goal setting The identification of long- and short-term goals.

mission statement A statement that sets forth the values that an individual or instifution lives by and that establishes future
goals.

perfectionism A compulsion to do things perfecthy.

prioritize To make a list of tasks that need to be done in the order of most to least important

procrastination Putting off until tomorrow what you can do today.
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Learning Objectives

After completing this chapter, you will be able to:

Understand professional hygiene,
Explain the concept of dressing for success.
Use appropriate methods to ensure personal health and well-being.

Demaonstrate an understanding of ergonomic principles and ergonomically correct
postures and movement.

Key Terms

Page number indicates where in the chapter
the term is used.

ERgonomics
pg. 20

personal hygiene
pg. 27

physical presentation
pPo. 28

professional image
pg. 28

stress
pg. 28




ecause you are in the image business, how you look and present
yourself has a big influence on whether you will be successful
working in your chosen career path within the field of cosmetology.
If you are talking style, then you need to look stylish; if you are
advising your clients about makeup, then your makeup must be
current and beautifully applied. If you are recommending hand care
services, it is critical that your hands and nails are well manicured.
When your appearance and the way that you conduct yourself are
in harmony with the beauty business, your chances of being
successful in any area of cosmetology increase by as much as

100 percent! After all, when you look great, your clients will

assume that you can make them look great, too (Figure 3-1).

BEAUTY AND WELLNESS

PERSONAL HYGIENE

Being well groomed begins with looking and smelling fresh. This is
especially important in the beauty business where practitioners are
frequently only inches away from their clients during services. It is a
given that you should shower or barhe every day, use deodorant before
going to work, and generally be near and clean. Beyond that, though,
there are special considerations when working in a salon,

Figure 31

image,

One weak moment of drinking coffee right before perﬁ:u rming a service,
for instance, ot wearing Sn::nmfrhiug that needs ]aundcring because you did
not p]an ghead, could :-:pc]] disaster. Rather chan rtlling you thar you smell
oftensive, most clients will simply not return for another service, Equally
distressing, they will typically tell three of their friends abour the bad
experience they had while sitting in your chair.

Personal hygiene is the daily maintenance of cleanliness by pracricing
good sanitary habits (Figure 3-2). Working as a stylist behind the chair, or
duing nmktup, nail care, or skin care means that you must be extremely
meticulous abour your hygiene,

One of the best ways to ensure thar you always smell fresh and clean
15 to creare a h}'gi-tnt' ;:uack Lo kt'tp In your station or locker. Your hygic‘nf
|:|:|-:k should include:

Figure 3-2
parsonal hyg

* Toothbrush and woothpaste * Floss
* Mouthwash * Deodorant or antiperspirant
* Sanitizing hand wipes or

liquid to freshen your

hands berween clients
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Your hygiene pack will be useful in following these guidelines:

* Wash vour hands throughout the day as required, including at the
beginning of each service.

* Use deodorant or antiperspirant.

* Brush and floss your teeth, and use mouthwash or breath mints
throughour the day as needed.

* Do self-checks periodically to ensure thar you smell and look fresh.

* If you smoke cigarertes, do not smoke during work hours. [f you cannort
wait until after work, make sure to smoke in a well-ventilared area at
least 30 minurtes before seeing your next client. Always brush your
teeth, use mouthwash, and wash your hands after smoking if you are
still servicing clients!

LOOKING GOOD

CAUTION
PERFUME

Many salons have a no-
fragrance policy for staff
members during work hours
because a significant
number of people are
sensitive or allergic to a
variety of chemicals,
including perfume oils.
Whether or not your salon
has a no-fragrance policy,
perfume should be saved
for after work,

Nalrurall}', in the line of work that you have chosen, an exrremely
important element of your image is having well-groomed hair, skin, and
nails that serve as an advertisement for your commitment to professional
beaury. Make sure that you:

* Put thought into your appearance every day.

* Keep your haircut and color in tip-top shape.

Keep your skin well groomed.

-

Determine the best length and grooming for your nails and meticulously
maintain their appearance.

Change your style frequently, or as often as you feel comfortable, to
keep up with wrends.

PERSONAL GROOMING

Many salon owners and managers view appearance, personality, and poise as
being just as important as technical knowledge and skills. One of the most
vital aspects of good personal grooming is the careful maintenance of your
wardrobe, First and foremost, vour clothes must be clean—nor simply free of
the dirt thar you can see, but stain free, a feat that is sometimes difficult o
achieve in a salon environment. Because you are constantly coming into
contact with products and chemicals char can stain fabric in a nanosecond, it
is a good idea to invest In an apron or smock to wear while handling such
products. Be mindful about spills and drips when using chemicals, and avoid
leaning on counters in the work area—particularly in the dispensary.

DRESS FOR SUCCESS

If you want to go out on the weekend and wear something wild and
crazy, this is your choice, But while you are at your place of employment,
vou will need to consider whether your wardrobe selection expresses a
professional image that is consistent with the image of the salon.

PART 1 — ORIENTATION Chaptar 3 — Your Professional Image
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Common sense as well should rule when ir comes to choosing clothes to
wear at work, When shopping for work clothes, you should always
visualize how you would look in them while performing professional
client services, Is the image you present one thar is acceprable to your
clients?

To a large degree, your clothing should reflect the fashions of the season
by embodying current styles, colors, textures, and so forth, Depending on
where you work, you may be encouraged to wear stylish torn jeans and
faded tees, or they may be expressly forbidden. Just remember to “tune in”
to yvour salon’s energy and clientele so that you can make the best clothing
choices that promote your career as a promising stylist.

You should always be guided by your salon’s dress code with regard
to these matters, bur the following guidelines are generally appropriate
(Figure 3-3).

* Make sure that your clothing is clean, fresh, and in step with fashion.
* Choose clothing that is functional, as well as stylish.

* Accessorize your outfits, bur make sure thar your jewelry does not
clank and jingle while working. This can be irritating to fellow
professionals and drive clients to distracrion.

Wear shoes that are comfortable, have a low heel, and good support.
11l -ﬁ'rring shoes, and any type with high heels, are not the best choices to
wear when performing services within the salon (Figure 3-4).

THE ART OF MAKEUP

Makeup is an exciting category for beauty professionals. It helps
promote your professional image, and is an area where some of your
most lucrative sales can be made. You should always use makeup to
accentuate your best fearures, and mask your less flattering ones, With
thar said, it is viral o always wear makeup at work. A freshly scrubbed
face may look great for a leisurely day ar the beach, but it does nothing
to promote your image as a beauty professional while at work. Likewise,
unless you are working in a trendy urban salon, things like heavily
blackened eyes are generally best lefr to the club scene. Ler the salon’s
image be your guide on the right makeup choices to wear for work
(Figure 3-3).

YOUR PHYSICAL PRESENTATION

POSTURE

Good posture is a very important part of your physical presentation. [t
shows oft your figure to its best advantage, and conveys an image of
confidence. From a health standpoint, it can also prevent fatigue and many
other physical problems. When you work within the field of cosmetology,
sitting improperly can pur a grear deal of stress on your neck, shoulders,

PART 1 — OQRIENTATION Chapter 3 — Your Professional Image
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Flgure 3-3 Be gulded by your salon's
dress coda.

Figure 3=4 ‘Working in high hesls
can throw off the body's balanoe

Figure 3-5 Expertly applied makeup

iw= part of having a professional image,
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follow:

« Lift

back, and legs. Having good posture, on the other hand, allows you to ger

through your day feeling good, and doing your best work.

Some guidelines for achieving and mainrtaining good work posture

* Keep the neck clung:a’rtcl and balanced dirr:n:tl}..r above the shoulders.

vour upper body so that your chest is out and up (do not

slouch).
Hald your shoulders level and relaxed, not scrunched up.
Sit with your back straight,

Pull your abdomen in so thar it is Hat (Figure 3-0).

ERGONOMICS

Figure 3-8 Good physical Each year, hundreds of cosmetology professionals report musculoskeletal
b I , i Ing Carp: nn ndrome and back injuries. ;
presentation disorders, including carpal tunnel syndrome and back injuries. Beaun
professionals expose their bodies to potential injury on a daily basis,

Many

positio

have to stand or sit all day and hold their bedies in unnarural
ns for long periods of time. They are susceptible to problems of

the hands, wrists, shoulders, necl, back, feer, and ]n:gs. If not actended o,

Figure 3-7F Proper pasitioning of the cliant on the
Tacial bed.

these problems can become career threatening,

Prevention is the key to alleviating these problems. An awareness
of your body posture and movements, coupled with better work
habits and proper tools and equipment, will enhance your health
and comfort (Figure 3-7). An understanding of ergonomics is
useful as well. Ergonomics is the study of how a workplace can
best be designed for comforr, safety, efficiency, and productivity.
[t atrtempts to fic the job to the person, rather than the other way
around. One example is a hydraulic chair that can be raised or
lowered to accommodarte different heights, Another is having
ergonomically designed curring shears and blow-dryers.

Stressful reperitive motions have a cumulative effect on the
muscles and joines. Monitor yourself as you work to see if you
are:

* (ripping or squeezing imp]r:menrs too tightly.

* Bending the wrist up or down constantly when using the tools
of your profession.

* Holding your arms away from your body as you work.

* Holding your elbows more than a 60-degree angle away from
your body for extended periods of time.

. E:ncling forward and/or rwisting your bud}r to get closer to
your client.

Try the following measures to avoid some of the problems
discussed above (Figure 3-3).

PART 1 — ORIENTATION Chapter 3 — Your Professional Image
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* Keep your wrists in a stra ighr or neutral position as much as pnf-;f-;ihlc
(Figure 3-9). >

* When giving a manicure, do not reach across the table; have the client
extend her hand across the rable to you (Figure 3-10).

* Use ergonomically -’.iu.'-.'[gntd implements,

* Keep your back and neck straight.
If you work in an environment that has any ph}rsit;il discomfore buile

into ir, as maost places do, try to counter the problem by including regular

stretching intervals ro break up the repetitiveness of the motions you use.

And, in every aspect of your work, allwal}'s put your healeh first and then

the task ar hand. It will serve you well in the beaury business, and ensure
a long, injury-free career.

aih dmbioy & T hmplesis

Figure 3-8 Imprapar halreutting
position.
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Figure 3-9 Correct wrist and hand
pasition for haircutting.
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. List the elements of professional image

List three basic habils of personal hygiene.

Identify what is included in a "hygiene pack.” Where is it kept?

How often should you freshen up throughout the day?
List the general quidelines of dressing for success.

What is the role of posture in good health?

AssesS your own work posture. How can it be improved?
Define the term “ergonomics.”

List equipment or tools with ergonomic features.

List steps you can take to prevent potential injury to yourself with regard to ergonomics.

CHAPTER GLOSSARY

ergomomics
personal hygiene
physical presentation

professional image

Study of how a workplace can best be designed for comfort, safety, efficlency, and productivity.
Daily maintenance of cleanliness by practicing good sanitary habils.

Person's physical posters, walk, and movements.

Impression projectad by a person engaged in any profession, consisting of outward appearance and
conduct exhibited in the workplace.

Inability to cope with a threat. real or imagined, to our well-being, which results in a series of responses
and adaptations by our minds and bodies; tension caused by a situation,
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Learning Objectives

After completing this chapter, you will be able to:

List the golden rules of human relations.

Explain the importance of effective communication.
Conduct a successful client consultation.

Handle delicate communications with your clients,

Build open lines of communication with co-workers and salon managers.

Key Terms

Page number indicates where in the chapter
the term is used.

client consulteation
pg. 40

communication
e 37

reflective listening
PO 43




o you have outstanding technical skills? Artistic
talents? If you do, you are definitely on your way to
becoming successful in your chosen career path within

the field of cosmetology. It is important to realize,
though, that technical and artistic skills can only take
you so far. In order to have a thriving clientele, you
must also master the art of communication (Figure
4-1). Effective human relations and communication
skills build lasting client relationships, aid in your
growth as a salon practitioner, and help prevent
misunderstandings and unnecessary tension in the
workplace.

HUMAN RELATIONS

No matter where you work, you will not always ger along with

everyone. [t is not [:n;}:-;sihlt‘ to ulways understand what pfc}]:lle Figure 4-1 Communication |s
pl’EGtiﬂGﬁE rfolient relationshig

need, even when vou know them well. Even if you do think
voll understand whar people want, you cannot always be sure
that you will satisfy them. This can lead to tension and misunderstanding,

The ability to understand people is the key to operating effectively in
many protessions. It is especially important in cosmetology where customer
service is central to success. Most of your interactions will depend on your
ability to communicate successfully with a wide range of people: your boss,
co-workers, clients, and the ditferent vendors who come into the salon to
sell products. When vou clearly undersrand the motives and needs of others,
vol are in a better position to do vour job professionally and easily.

The best way to understand others is to begin with a firm um{crstam]ing
ni:}-'nursclﬁ When you know whar makes you rick, it is easier ro appreciare
others and to help them ger whar they need. Basically, we all have the same
needs. When we are treated with respect and people listen to us, we feel
good abour them and ourselves. When we create an atmosphere where
customers and staft have conhdence in us, we will get the respect we deserve,
Good relationships are buile on mutual respect and understanding, Here is
a brief look ar the basics of human relations along with some pracrical tips

for dealing wich situations that you are likely to encounter.

* A fundamental factor in human relations has to do with how secure we
are ['-ff]il'lg_. thﬂ Wi Ft'f] SECUDS, we are hﬂlJFl}', -I'_"i-lh'l'l, ':'I.I:IILI co I.'.Iﬁdf]'l.t-..
and we act in a cooperative and trusting manner. When we feel
insecure, we become worried, anxious, overwhelmed, perhaps angry

: m.- =
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and suspicious, and usually we do nor behave very well. We might be
uncooperative, hostile, or withdrawn.

* Human beings are social animals, When we feel secure, we like o
interact with other people. We enjoy giving our opinions, we take
pleasure from having people help us, and we take pride in our ability
to help others. When people feel secure with us, they are a joy to be
with. You can help people feel secure around you by being respectful,
rrastworthy, and honest.

* No matter how secure you are; there will be times when you will be
Faced with people and sicuarions thar are difficule ro handle. You may
already have had such experiences, There are always some people who
create conflict wherever they go. They can be rude, insensitive, or so
full of themselves rthar being considerate just does nor enter their
minds. E-"u"l.']'l tlmugh _"'r"l:i'Ll l'.l.'.l.:l}' Wﬂﬂdfr ].'.I.D"r"-" .ll'l}’l_'l'ﬂf E‘UHI.LE ]JI'.' 1l
unfeeling, just try to remember thar cthis person at this particular time
feels insecure or hel/she wouldn't be acting this way.

To become skilled in human relations; learn ro make the best of siruations
that could otherwise drain both your time and your energy. Here are
some good ways o handle the ups and downs of human relations,

Respond instead of reacting. A fellow was asked why he did nor get
angry when a driver cut him off. “Why should 1 let someone else
dictate my emotions?” he replied. A wise tellow, don't you think? He
might have even saved his own life by not reacting with "an eye for an
eye” mentality.

Believe in yourself. When you da, you rrust your judgment, uphold your
own values, and stick to what you believe is right. [t is easy to believe in
yourself when you have a strong sense of self-worth. It comes with the
lenowledge thar you are a good person and you deserve to be successtul,
Believing in yoursell makes you feel strong enough to handle almost
any situation in a calm, helpful manner.

Talk less, listen more, There is an old saying thiat we were given two ears
.lﬂd ane I'H‘EIEJI.'}! fﬂr d TCHEOTT. 1|I'I-I:I'lj EE[’ 4 gﬂl.d SIAr in ].'lL'I.EI]ﬂl'.I fEJ.ﬂri.UﬂE
when you listen more than you tall. When you are a good listener, you
are fully artentive to whar the other person is saving. [f there is some-
thing you do nor understand, ask a question o gain understanding,

Be attentive. Each client is different, Some are clear abour whar they
want, others are aggressively demanding, while others may be hesi-
tant. If you have an aggressive client, instead of trying to handle it by
yourself, ask vour manager for advice, You will likely be told that what
usually calms difficult clients down is agreeing with them and then
asking what you can do to make the service more to their liking. This
approach is virtually guaranteed o work (Figure 4-2),

Take your own temperature, [f vou are tired or upset about a personal
problem, or have had an argument with a fellow student, you may
be feeling down abour yourself and wish you were anywhere burt in
school. If this feeling lasts a short time, you will be able to ger back on

PART 1 — ORIENTATION Chapter 4 — Communicating for Success
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track easily enough and there is no cause for alarm. If, however, you
begin to notice certain chronic behaviors about yourself ence you are
in a job, pay careful attention to what is happening. An important part
of being in a service profession is taking care of yourself first and resolv-
ing whatever conflicts are going on so thar you can rake care of your :
clients. Trust can be lost in a second without even knowing it—and,
once lost, trust is almost impossible to regain,

IHAHET 10k

ruliy = heapied s

To conclude, human relations can be reward ing or dfnmralli:.:.ing. It all
depends on how wil]ing you are to give,

THE GOLDEN RULES OF HUMAN RELATIONS
Keep the following guidelines in mind for a crash course in human
relations that will always keep you in line and where you should be:

sl Hrswn the eBasil
ualr

* Communicare from your heart; }'.nmhlcm solve from your head.,

il iy e HpHIE

* A smile is worth a million times more than a sneer.

* It is easy to make an enemy; it is harder to keep a friend.

* See whar happ:ns when you ask for hclp insread nFju!-:r rc::.-::'ring__

* Show pc-:np|r: you care by ]isrcning to them and Irying ro understand
their poinr of view.

I T,
I hy =

* Tell people how great they are (even when they are nor acring so grear).

* Being righe is different from acting righteous.

* For every service you do for others, do not forget to do something for
l'!."".'_'ll.lr“.'.'il']ﬁ

I
=
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* Laugh often. £
* Show patience with other people’s flaws.

* Build shared gr.'-;ﬂ!-:; be a ream player and a partner to your clients,

il
weradl Hsam

* Always remember thar listening is the best relationship builder.

al el O

COMMUNICATION BASICS

vl My nid s

el e e

Communication is the act of successfully sharing information berween
two people, or groups of people so that it is effectively understood. You
can communicate through words, voice inflections, facial expressions,
body language, and visual tools {(e.g., a portfolio of your work). When r
vou and your client are both communicating clearly about an upcoming 5
service, your chances of pleasing that person soar. ;;

il Rl
suppEeEal .

MEETING AND GREETING NEW CLIENTS E 5
One of the most important communications you will have with a client
is the first time you meet that person. Be polite, genuinely friendly and
inviring (which you will continue to be in all your encounrers), and
remember thar your clients are coming to you for services for which they
are paying hard-earned cash (Figure 4-3). This means you need to court
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rhem every rime Th::; COME 10 §e¢ you; orherwise,

you may lose them o another stylist or salon,
To @arn clients rrust and loyalry, you need to;

* Always approach a new client with a smile en
your tace, If you are h.wing a difficult J:q.r or
have a prr:-hh:m of some sorr, I-:Eep IT To ].'nnTsEH".
The time you are with your client is for her
I'IL'L'I:L'-. NG :-'['!"I.'IJ'E...

L ;"ll.l.’t"f"cl:r".'- ]]'i[[L'ILl Hee Yo l]!'.'.':t.'“-. Names are PU"-.'-'-.'.'F].-LI.I.

and they are meant to be used. Many clients
have had the experience of being greeted by rhe
teceptionist, ushered back to the service area,
and when the service has been performed and
the appointment is over, they have nor learned
the name of a single person,

o Ser aside a few minutes to take new clients on a

quick rour of the salon.

® Introduce them to people they may have
interactions with while in the salon, including
potential service providers For other services such
as skin care or nail services,

* Be yourselt, Do not try to rrick your clients into
thinking you are someone orsomething that you
are not, Just be who you are. You will be
surprised ar how well this will work tor you,

Figure 4-3 Walcoma your clienl to the salon,

INTAKE FORM

An intake form—also called a “client questionnaire” or “consuleation
card™—should be filled out by every new client prior to sitting ar your
station. Whether in the salon or in school, this form can prove to be
extremely useful (Figure 4-4).

Some salon intake forms ask for a lor of derailed informarion; and
some do not. In cosmerology school, the consultation form may be
accompanied by a release statement in which the client acknowledges that
the service is being provided by a student who is still learning, This helps
protect the school and the scudent from any legal action by a client who
miay be unhappy with the service.

How to Use the Client Intake Form

The client intake form can be used from the moment a new client calls
the salon to make an appointment, When scheduling the appointment,
let her know that you and the salon will require some informartion before
vou ¢an begin the service, and that it is important tor her to arrive 13
minutes prior to her appointment time to fill our a brief form. You will
also have to allow time in your schedule ro do a5 minute to 15 minute
chient consultation, depending on the type of service you will be
performing and the needs of the client.
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Client Intake Form

Dear Client,
Our sincaragst hape is o serve you with the best hair care services you've ever recaived! We nol only wan! you to be
happy with today's visit, we also want to build a long-lasting relationship with you, the client,

It arder for us lo do so, we wouwld ke to learm more about you, your hair care needs and your preferences. Flease lake
a moment now fo answer the guestions below as completely and as accurately as possible

Thank you, and we look forward to building a “beautiful” relationship!

ruliy = eapied s

Name: -

Address: _
Phone Mumber: (day) _{evening) leall) _
Email address _ E
Sex: Male Female Age: =: 2

How did you hear about our salon?

If you were referred, who refarred you?

Fleasa answar the following quastions in the space provided, Thanks!

1. Approximately when was your last salon visit? _

2 In the past year have you had any of the following services either in or out of a salon? 5

___Haireut — Manicure -

Haircolor Artificial nail services (please describe) : '

____ Permanent Wave or Texturizing Treatment _ Pedicure ‘

__ Chemical Relaxing or Straightening Treatment Facial/Skin Treatment L 3

______Highlighting or Lowlighting __ DOther (please list any other services you've :

Full head lightening anjoyed at a salon that may not be listed hara). : q

3 What are your expectations for your hair service(s) today? :
4. Are you now, or have you ever been, allergic to any of the products, treatments, or chemicals you've :

received during any salon service—hair, nails, or skin? (Please explain)

5 Are you currently taking any medications? (Please list)

1
al el

Flease list all of the products that you use on your hair on a ragular basis,

e Ml

What tools do you use at heme to style your hair?
What is the one thing that you want your stylist to know about youfyour hair?

el May i L

S ]

Ara you interested in receiving a skin care, nail care or makaup consultation? E!
Would you like to be contacted via email aboout upcoming promotions and special events?
Yes Mo

LD ND

Flgure 4-4 The client intake fTorm gives you an apportunity to build an excellent relationship with your clients. Continued
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NOTE: If this card were used in a cosmetology school setting, it would include a release form at the

bottom such as the one below,

Statement of Release. | hereby understand that supervised cosmetology students render these services for the
sole purpose of practice and |earning, and that by signing this form, | recognize and agree not to hold the school,
its employaas or the student liable for my satisfaction or the service outcome.

Client signature

Date

Taday's Date:

Today's Services:

Motes:

Service Notes

Today's Date:

Today's Services:

Motas:

Today's Date:

Today's Services:

Motas:

Today's Date:

Today's Services:

Motes:

Today's Dale:

Today's Services:

Motes:

Figure d4-4 [continusd)

THE CLIENT CONSULTATION

The client consultation is the verbal communication thar derermines
the desired resules. It is the single most important part of any service and
should always be done before beginning any part of the service, Some
professionals skip the client consultation altogether, or they make time
for it only on a client’s first visit to the salon. These professionals are
making a serious mistake. A consultarion should be performed, ro some
degree, as part of every single service and salon visit. It keeps good
communication going, and allows you to keep your clients looking
current and feeling satistied with your services.

PART 1 — ORIENTATION Chapter 4 — Communicating for Success
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PREPARING FOR THE CLIENT CONSULTATION

In order for your time to be well spent during the client consultation, it
is important to be prepared. To facilitate the consultation process, you
should have cerrain important items on hand. These include styling
books and hair swatches.

Have a variety of styling books that your clients can look through.
There should be at least one thar depicts short hair, one for medium-
length hair, and one with longer styles, as well as an assortment of photos
representing all hair color possibilities, such as blonds, reds, and darker
colors.

In addition, it is always a good idea to have a portfolio of your own
work on hand. Keep a camera ar your station (a disposable or digital
camera is fine) and take photos of whatever cuts, colors, perms, and other
rypes of chemical or styling work you perform, A portfolio will help
put new clients ar ease abour your abilities, and will help them decide
what they want to have done. As you show the photos, explain why you
performed the various services the way you did. This will help new clients
understand why certain things can or cannor be achieved, and will also
reassure them that you are knowledgeable and serious abour their needs.

A handy tool, great for discussing haircolor, is a swarch book or ring,
These are provided by the companies that manufacrure hair color, and
are generally packaged in a ring, book, or paper chart. Swarches are
bundles of hair dyed to match a particular haircolor shade offered by the
manufacrurer, Usually made from a syntheric marterial, swarches are very
durable and easy to use in consultations. If the swarch is long enough, it
can be held up to the client’s face or integrated into her own hair to see
how it looks. Swatches are perfect “symbols” to help the stylist and client

Figure 4=5 A “classic" look.

Figure 4=-6 A& “dramatic” ook,
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Focuson ...
Understanding
the Total Look
Concept

While the enhancement of your client's
image should always be your primary
concern, It is Important to remember
that the nails, skin, and hair adorn the
body and are reflective of an entire
lifestyle. How can you help a client
make choices that reflect a personal
sense of style? Start the process by
doing a little research. Look for books
or articles that describe different
fashion styles, and become familiar
with them. This exercise Is useful for
developing a profile of the broad
fashion categories that you can refer

to when consutting with clients.

For example, a person may be
categorized as having a "classic” style
if simple and sophisticated clothing.
monochromatic colors, and no bright
patterns are preferred. A person who
prefers classic styling in her clothing
would likely want a simple, elegant,
and sophisticated look with respect to
ner nails, makeup, and hair .

sgomeone who prefers 8 more dramatic
look, on the other hand, will choose
nall designs, hairstyles, clothing and
accessories that demand greater
attention and allow for more options.
These clients are likely to be more
willing to try a variety of new products
and spend more time having additional
services that will help achieve the
desired ook | and ).
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reach a working level of communication
on the subject of haircolor (Figure 4-7).

Many rimes, you will And yourself
consulting with a client who asks for a
specific curting technique or color that she
may have heard about from a friend or a
previous stylist. You know that not every
technique or color will work for everyone,
and just because her friend was happy with
the results does not mean thar she will
be. (Guess who will catch the blame?) In
this situation, it may be the time o rake
her step-by-step through the process,
explaining why a certain color is either
right or wrong for her hair color, skin type.
and lifestyle factors.

THE CONSULTATION AREA

Presentation counts for a lor in a business
that is concerned with styleand appearance.
Once you have brought the client to your
station to begin the consultation process,
make sure she is comfortable. You and
she are about to begin an important
conversation that will clue you in to her
needs and preferences. Your work area

Figure 4-7F Usze a photo callastion to help canfirm yaur client's chaice, needs to be FTUFhJIr' cleaned and unclurtered.

Have your photos, magazine clippings, and
all other appropriate aids for the desired service available. You should
read the intake form carefully, and refer to it often during the consulration
process. Throughour the consultation, and especially once a course of
action is decided on, make notes on the intake form. Record any
formulations or products that you use and include any specific techniques
vou follow, or goals you are working rtoward, so that you can remember
them for future visits.

10-STEP CONSULTATION METHOD

Every complete consultation needs to be structured in such a way that you
cover all the key points that consistently lead to a successtul conclusion.
While this may seem like a lot of informarion to memorize, it will become
second nature as you become more experienced and have many consultations
under your belt. Depending on the service requested, the consultation will
vary to some degree. For example, a full-head of high-lights will require a
maore detailed consuleation than a haircut. To ensure thar yvou always cover
your bases, ]-.'.t't:p a list of the fuiluwing 10 1-:1:}' points ar your starion tor
referral, and mr:-diF_',.r it as needed for the acrual service.

1. Review the intake form thar your client has filled our and feel free to
make comments to break the ice and ger the consultation going,
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Assess your client’s current style. Is it soft and unseructured? Carefully
styled? Classic? Avant-garde? Is it in synch with her style of clothing
and personal image?

Preference. Ask your client whar she likes least and most about her
curtent style, Is it too conservative? Does she love the facr thar she
only has to spend 10} minutes a day styling her hair? Was she happy
with the style when it was first cur?

Analyze. Assess your clients thickness, rexture, manageability, and
condition. Is she particularly thin on top or ar the temples? Check for
strong hair growth patterns, including unruly cowlicks,

Lifestyle. Ask your client abour her career and personal lifestyle.

* Does she spend a grear deal of time outdoors? Does she swim every
day?

[s she a businesswoman? An arrise? A stay-ac-home mom?

Does she have a strong personal style that she wishes to project?

Whar are her !-:r}rling habits? How often does she 5|1:1mpnr:- her har?
* How much time does she want to :-;pr:m{ on her hair each [{:{}r?

Show and tell. Encourage her to fHip through vour style books and
point out styles, or even parts of styles, that she likes and why. This is
a good time to gert a real grasp on whether she not only understands,
but accepts the limitations of her hair. Does she consistently point
out rthick, full hairsryles, for instance, when her own hair is quirte
thin? Is her hair curly, vet she consistently chooses smooth sryles?

In addition, listen to how she describes hair length. If she says she
wants her hair short, for instance, does she mean up to her shoulders?
Her ears? One-inch all over her head? When her bangs are dry,
does she want them to still rouch her eyebrows? Reiterating what
she rells you using specific rerms like “chin length” or “resting on
the shoulders™—as opposed to short or long—and reinforcing your
words both with pictures and your hands by pointing to where the
hair would fall, are critical to having a clear understanding of whar
both of you are really saying,

],isrening to the client and then Tepe;\ring, in your own words, whart
you think the client is telling you is known as reflective listening.
Masrering this listening skill will help you ro always be on targer with
your services, and o build a deep crust wich your clients,

Suggest. Once you have enocugh informartion to make valid style
suggestions, narrow your selections based on the following:

* Lifestyle, The styles you choose must fit her styling parameters (time
and effort), and meet her needs for business, personal, or both,

* Hair type. You must base your recommendartions on whether your
client has (a) thick, medium, or thin hair; (b) fine, medium, or
coarse hair; and (b) straight, wavy, curly, or extremely curly hair,

* Face and body. Point out hairstyles that would look good with
her face shape. [s she narrow across the temple area? If she is, you

PART 1 — ORIENTATION Chapter 4 — Communicating for. Success

43

bl = heapied s

sl Hrsnn the eBasil

il iy e U=

e i 41 e, [hae b eleatsoane nplhis, =

Wl Brghts Berevvel, May i e copie

1T 10k

weradl Hsam

al el O

Sl e e




a4

should suggest styles thar add a little fullness in this area. If she has
a noticeably small head, then a hairstyle thar closely hugs her scalp
would not be the best choice.

When making suggestions, qualify them by referencing the above
parameters, For example: “I chink this hairstyle would work well
with the rexture of your hair.” Tactfully discuss any unreasonable
expectations that she may have shared with you by picking out
photos that are unrealistic based on her hair and personal needs. If
her hair is damaged, you need to address intensive hair treatments,
berter home-care products, lifestyle changes, and the need to trim
UI].'F I'.I.i-l]'l'll:'lgtd L‘]'II'.{E.

Never hesitate to suggest addirional services to make her new
haircur complere or berter in some way. In addition to color, this
f_"i'_'ILlI.l.'j I.'It' a texture service FI'JT Elddf_'l'.{ movement or IJI'_'I‘I‘J.}", d ]'t'I.EI.IiI'I.g
to tame her curls, a makeup lesson to complement her new style,
and so on.

8. Color. Unless she ahsﬂlutel}r does not want to talk about color,

9.

10,

color recommendations should be part of every consultation service,
Everyone can use a glossing treatment, have their hair color enriched,
or add some highlights or low lights to make their hair (and your
work) even more attracrive,

Ask if she has colored her hair in the past. If she already has haircolor,
find out how long it has been since it was last applied. Has she had
color challenges in the past? Does she color her hair ar home? Would
she like to make a subtle or dramaric hair color change?

When talking abour color, be very careful to make sure you are
both speaking the same language. Hairseylists are accustomed ro the
technical side of color and tend to use rerms like "mulridimensional
highlighting,” or "no-ammonia semi-permanent tint.” This can be
very confusing and misleading to clients. Make sure you explain
yourself every step of the way, and use pictures whenever possible,

Another thing you have to be very careful abour is not taking clients
literally when they say things like, "I want to be blond,” or "I want to
have red hair.” Blond to a stylist may be Gwen Stefani platinum, while
blond ro a client may mean a few thin streaks of medium blond around
the hair line. Red is also a sensitive subject. You may be dreaming of
turning her conservarive brown hair into a screaming blue-red work
of art, and she may be envisioning brown with just a hint of red. Be
careful and ler picrures be your guide. Take hair swarches and twist
them with the client’s own hair strands so she can see the contrast.

Upkeep. Counsel every client on the salon maintenance, lifestyle
limitations (blond hair and chlorine, for instance, are not a guud
match), and home maintenance that she will need to commirt ro in
order to look her best,

Repeat. Reiterate everything thar you have agreed upon. Make sure to
speak in measured precise terms, and use visual tools to demonstrare
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the end result. This is the most critical step of the consultation process
because it derermines the ultimare service(s). Take your time and be

thorough.
CONCLUDING THE SERVICE

Once the service is finished and the client has ler you know whether she B
is satisfied, take a few more minurtes to record the results on the record
card. Ask for her reactions and record them. Note anything you did thar
I'!."ULl Tlfligl.'lt wiant to l'.|.1'.'l Elg':li.l'.l-. F: K "."r't“ A5 ':lﬂ:r'th.i.]'.lg thi-]l' l'.{'L'IC'E not L'H:':ll'
repeating. Also, make note of the final results and any retail products thar
vou recommended. Be sure to date your notes and file them in the proper
P].':I.L'L'.

ruliy = heapied s

ehiml
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SPECIAL ISSUES IN COMMUNICATION

Although you may do everything in your power to communicate :
effectively, you will sometimes encounter situations that are beyond your
conrrol. The solution is nor to try to concrol the circumstances, bur to
communicate past the issue. Your reactions to situarions, and your ability T
to communicate in the face of problems, are critical to being successtul
in a “people” profession such as the beaury industry,

(8 JI]5
(UL Rt g =

HANDLING TARDY CLIENTS

Tardy clients are a fact of life in every service industry. Because beauty
professionals are so dependent on appointments and scheduling to
maximize working hours, a client who is very late for an appointmenr, or
one who is habirually late, can cause problems. One tardy client can

duphiczaneal, in whede

make you late for every other client you service thar day, and the pressure
involved in making up for lost time can take its toll. You also risk
inconveniencing the rest of your clients who are prompt for their

al el

appointments.

BT

el May nid L

Here are a few gui[{c]incs for h;an{“ing late clients.

* Know and abide by the salons tardy or lare policy. Many salons ser a -
limited amount of time they allow a client to be late before they E
requite them to reschedule. Generally, if clients are more than 15
minutes late, they should be asked to reschedule. Most will acceprt
responsibility and be understanding abour the rule, but you may come
across a few clients who insist on being serviced immediarely. Explain
that you have ocher appointments and are responsible ro chose clients i
as well. Also explain thar rushing through the service is unacceprable 2 |
to both of you. :

* If your tardy client arrives and you have the time to take her withour
jeopardizing other clients’ appointments, let your client know why you
are taking her even though she is late. You can deliver this informarion
and still remain pleasant and uphear. Say, "Oh, Ms. Lee, we're in luck!

PART 1 — ORIENTATION Chapter 4 — Communicating for. Success
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Even though you're a bit late, [ can still take you because my next
appointment isn't for rtwo hours. Isn't it great thar it worked out?” This
lets her know that being late is not acceptable under normal
circumstances, but that if you can accommeodate her, you will,

* As you get to know your clients, you will learn who is habitually late.
You may want to schedule such clients for the last appointment of che
day or ask them to arrive earlier than cheir actual appointments. In
other words, if a client is always 30 minutes late, schedule her far 2:30
burt tell her vo arrive ar 2:00!

Imagine this scenario. In spite of your best efforts, you are running late.
You realize that no marter what has happened in the salon that day,
vour clients want and deserve your promprness. If vou have your
clients’ telephone numbers, call them and ler them know abour the
I‘J.EI.EI.:r"E. Gi"r‘t‘ th’:‘]'l'.l TI'IE' DPPUTIL[FI.ET}" Lo ffEEhthIE, or to Come a I.[Ttl.t'
later than their scheduled appointments. If you cannor reach them
beforehand, be sure to approach them when they come into the salon
and let them know that you are delayed. Tell them how long you think
the wait will be, and give them the option of changing their
appointment. Apologize for the inconvenience and show a lirtle extra
attention by personally offering them a beverage. Even if these clients
are not happy abourt the delay, or they need to change their appoint-
ment, at least they will feel informed and respected.

HANDLING SCHEDULING MIX-UPS

We are all human, and we all make misrakes. Chances are you have gone
to an appointment on a cerrain day, at a certain time, only to discover
that you are in the wrong place, at the wrong time. The way you are
rreated at that moment will determine if you ever patronize that business
again. The number-one thing to remember when you, as a professional,
get involved with a scheduling mix-up is to be polite and never argue
about who is correct. Being right may sound good, bur this kind of
situarion is not abour being right; ir is abour preserving your relationship
with your client. If you handle the marter pootly, you run the risk of
never seeing that client again.,

Even if you know for sure thar she is mistaken, rell }-'nurSL']F that the
client is always right. Assume the blame if it helps keep her happy. Do nov,
under any circumstances, argiee the point with the client.

Once you have the chance to consult your appointment book, you
can say;, “Oh, Mrs. Montez, | have you in my appointment book for
10:00, and unfortunately [ have already scheduled other clients for 11:00
and 12:00. I'm so sorry about the mix-up. Can 1 reschedule you for
romorrow at 10:002" Even though the client may be fuming, you need
o stay disengaged. Your focus is to move the conversation away from
who is at fault, and squarely in the direction of resolving the confusion.
Make another appointment for the client and be sure to get her telephone
number so that you can call and confirm the derails of the appointment
in advance (Figure 4-8).
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Figure 4-8 Accommodate an unhappy cllent promptly and calmby. 4

HANDLING UNHAPPY CLIENTS

Mo matter how hard you try to provide excellent service to your clients,

5 LEY T}

ance in a while you will encounrer a client who is dissatistied wich the
service. The way you and the salon handle this difficulc situation will
have lasting effects on you, the client, and the salon, so you need to know

how best to proceed.

Once again, it is important ro remember the ultimate goal: make the § 3
client happy enough to pay for the service and return for more of the
same,

Here are some guidelines to follow.

el May i L capesl

* Try to find out why the client is unhappy. Ask for specifics. If she 2 =
has a difficult time expressing herself, break the service down for her &
piece by piece until you determine exactly whar has caused the E
dissatisfaction,

(LA Ly S Tt

= If it is possible to change what she dislikes, do so immediately. If
thar is not possible, look atr your schedule ro see how soon you can
do it. You may need to enlist the help of the receprionist in g
rescheduling your other appointments. If the client seems open to

s

the suggestion, ask her to return to che salon ar a rime when you are
tree. If chis is not possible, explain that you will begin her service,
but will need ro take your next client and will be relying on help

from another pracritioner. Do whartever yvou have to do to make her
happy, and explain along the way who will be working with her and
what the other pracritioner will be doing,.
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Focuson...
Communication

At some point in your caregr you will
ng doubt have a disgruntled client who
is unhappy about something that was
dong either during the service or in
scheduling. No matter how well you
communicate, handling a situation like
this can be difficult. The best way to
prepare is to practice. Role-play with a
classmate, taking turms being the
client and the practitioner. Role playing
hoth sides of the issue will give you a
better understanding of the entire
situation.

Focuson...
Professionalism

A long-time client reveals to you one
day that she and her husband are
going through a messy divorce. You
care for her and try to be
understanding as she reveals
increasingly personal details, Other
praciitioners and their clients are soon
listening to every word of this
conversation. You want to be helpful
and supportive, but this is not the right

time or piace. What can you do?

Try this: Tell her you understand the

in the salon, you want to do everything
in your power o give her a break from
it. Let her know that while she is in your
care, you should both concentrate on
her enjoyment of the services and not
on the things that are stressing her.

she will appreciate the su tion, and
you will have put her back on the track

of her real reason for coming to see you

* If you cannot change what the client does not like, or it is simply
impossible to change, vou must honestly and ractfully explain the
reason why you cannot make any changes. The client will not be
happy, but you can offer any options thar may be available,

* Again, never argue with the client or wy to force your opinion,
Unless you can change whar has caused the dissatistaction, this will
just fuel che fire,

* Do not hesitate to call on a more t:{pcritnc:cl St}’]i'.-'.l: Or your salon
manager for help. They have encountered a similar sitruation at some
point in their careers and have insights thar can help you.

» If, after you have tried everything, vou are unable to saristy the
client, defer to your manager’s advice on how to proceed. The client
may be too upser to handle rthe siruation maturely, and it may be
easier for her to deal with someone else, This does not mean thar
you have failed; it simply means thar another approach is needed.

* Confer with your salon manager after the experience. A good
manager will not hold the event against you, bur view it instead as
an inevitable fact of life from which you can learn. Follow your
manager'’s advice and move on to your next client. Use whatever you
may have learned from the experience to perform furure client
consultations and services better.

GETTING TOO PERSONAL

Sometimes when a client forms a bond of trust with her stylist she may
have a hard time differentiating between a professional and a personal
relationship. That will be fer problem, but you must not make it your
problem. Your job is to handle your client relationships tactfully and
sensitively. You cannor become your clients' counselor, career guide,
parental sounding board, or morivational coach. Your job and your
relationship with your clients are very specific: the goal is to advise and
service clients with their beauty needs, and nothing more.

IN-SALON COMMUNICATION

Behaving in a professional manner is the first step in making this
meaningful communication possible. Unfortunately, many beauty
professionals act immarurely and get overly involved in the salon rumor
muill.

The salon community is usually a close-knit one in which people
spend long hours working side by side. For this reason, it is important to
mainrain boundaries around whar you will and will not do or say ar the
salon. Remember, the salon is your place of business and, as such, must
be treated respectfully and carefully,
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COMMUNICATING WITH CO-WORKERS

As with all communication, there are basic principles that must guide your
interactions. In a work environment, you will not have the opportunity to
handpick your colleagues. There will always be people you like or relate to
better than others, and people whose behaviors or opinions you find
vourself in conflict with. These people can try your patience and your
nerves, bur they are vour colleagues and are deserving of your respecr.

1T 10k

bl = heapied s

Here are some guidelines to keep in mind as you interact and
communicate with fellow staffers.

Treat everyone with respect. Regardless of whether you like someone,
your colleagues are professionals who service clients who bring revenue
into the salon. And, as practicing professionals, they have information
they can offer you. Look at these people as having something to teach
you, and hone in on their talents and their rechniques.

sl Hrsnn the eBasil
ualr

il iy e U=

Remain objective, Different types of personalities working side by side
over long and intense hours are likely to breed some degree of dissen-
sion and disagreement. In order to learn and grow, you must make
every effort to remain objective and resist being pulled into spars and
cliques. When one or two people in the salon behave disrespecttully
toward one another, the entire ream suffers because the atmosphere
changes. Not only will this be unpleasant for you, but it will also be fele
by the clients who may decide to take their business elsewhere if they
find the armosphere in vour salon too ense.

UL N, -
S hj =

Be honest and be sensitive. Many people use the excuse thcing honest
as a license ro say anything to anyone. While honesty is always the best It
policy, using unkind words or actions with regard to your colleagues is

I
=

L ISR}

never a good idea, Be sensitive. Pur }rm]r_'an:ll:' in the other ]'.ucr.'-'.njfs place
and think through what you want to say before you say it. That way,
any negative or hurtful words can be suppressed.

il
weradl Hsam

Remain neutral. Undoubtedly, there will come a time when you are clled

al el O

on to make a statement or to pick a side.” Do whartever yOu can to avoid
getring drawn into the conflict. It vou have a problem with a colleague, the
best way to resolve it is to speak with her or him directly and privately.

vl My nid s

Sl e e

Speaking ro, or gossiping with, others abour someone never resolves
a problem. It only makes it worse, and is often as damaging to you as
it is to the objecr of your gossip.

Wl Rl

Seek help from someone you respect. If vou find yourself in a position
where you are ar odds with a co-worker, you may wanr o seek our a
third party—someone who is not involved and who can remain objec-
tive—such as the manager or a more experienced practitioner. Ask for
advice abour how to proceed and really listen to whar this mentor has :
to say. Since this person is not involved, he or she is more likely to see 5
the situation as it truly is and can offer you valuable insights, .

Do not take things personally. This is often easier said than done. How
many times have you had a bad day, or been thinking abour something
totally unrelated, when a person asks you whar's wrong, or wonders if
you are mad at them? Just because someone is behaving in a certain

PART 1 — ORIENTATION Chapter 4 — Communicating for Success




Focuson...
Your Skills

Too much time spent on your personal

life means time away from the task of

perfecting your skills and artistry, and
building up the business for yourself

and the salon,

manner and you happen to be there, do not interprer the words or
behaviors as being meant for you. 1f you are confused or concerned by
someone’s actions, find a quier and private place to ask the person about
it. The person may not even realize she was giving off any signals,

Keep your private life private. ['here is a time and a place for :\rcr}rrh ing,
bur the salon is never the place to discuss your personal life and rela-
tionships. It may be tempring to engage in that kind of conversation,
especially if others in the salon are doing so, and to solicit advice and
opinions, but that is why you have friends. Co-workers can become
friends, bur those whom you selectively turn into friends are different
[:IEI'J.T.I. thL‘ IES ".’I-'J.'lf.li'it' C]'.I.ﬂj.]"."- hHF‘P-El'l To I:IE NEXt to }"DL'I.IE.

COMMUNICATING WITH MANAGERS

Another very important relationship for you within the salon is the one
you will build with your manager. The salon manager is generally the
person who has the most responsibility for how the salon is run in terms
of daily maintenance and operations and client service. The manager’s
job is a very demanding one, Otften, in addition to running a hecric
salon, she also has a clientele thar she personally services.

Your manager is likely to be the one who hired you and is responsible
for your training and for how well you move into the salon culture.
Therefore, your manager has a vested interest in your success. As a salon
employee, you will see the manager as a powerful and influential person,
but it is also important to remember that she is a human being, She isnt
perfect, and she will not be able 1o do everything you think should be
done in every instance. Wherher she personally likes you or not, her job is
to look beyond her personal feelings and make decisions that are best for
the salon as a whole, The best thing you can do is to try to understand the
decisions and rules thatr she makes whether you agree with them or nor,

Many salon professionals urilize their salon managers in inappropriate
ways by asking them to solve personal issues between staff members,

Inexperienced managers, hoping to keep everything owing smoothly,
may make the mistake of getting involved in petty issues. You and your
manager must both understand thar her job is to make sure the business
is running smoothly, not to baby-sit temperamental pracitioners.

Here are some guidelines for interacting and communicating with your
salon manager,

Be a problem solver. When you need to speak with your manager abour
some issue or problem, think of some possible solutions beforehand.
This will indicate thar you are working in the salon’s best interest and
are trying to help, not make things worse,

Get your facts straight. Make sure that all your facts and information
are accurate before you speak to your salon manager. This way you will
avoid wasting time solving a "problem” that really does not exist.

Be open and honest. When you find yourself in a situation you do not
understand or do not have the experience to deal wich, tell your salon
manager immediately and be willing to learn,
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Do not gossip or complain about colleagues. Going to your manager
with gossip or to “rattle” on a co-worker tells your manager thar you
are a troublemaker. If you are having a legitimate problem with some-
one and have tried everything in your power to handle the problem
yoursell, then it is appropriate to go to your manager. Bur you must
approach her with a true desire to solve the problem, net just to vent.

Check your attitude. The salon environment, although fun and friendly,
can also be stressful, so it is important to take a momenr berween cli-
ents to “take your temperarure.” Ask yourself how you are feeling. Do
you need an attitude adjusiment? Be hanest with yourself,

Be open to constructive eriticism. [t is never easy to hear thar you need
improvement in any area, but keep in mind thar part of your manager’s
job is to help you achieve your professional goals. She is supposed to
evaluate your skills and offer suggestions on how to increase them,
keep an open mind and do not rake her criticism personally.

watetl iy T auppesses] from the elioak ambier < apedsk

COMMUNICATING DURING AN EMPLOYEE
EVALUATION

Salons that are well run will make it a priority to conduct frequent and
thorough employee evaluations, Sometime in the course of your first few
days of work, your salon manager will tell you when you can expect your
first evaluation. If she does not mention it, you might ask her abour it
and request a copy of the form she will use or the criteria on which you
will be evaluared.

Cengage Leanning reserve The right o pavesye sulilitorsl comBent al any e o seleaguest gl resiadesoes secpiee il

Take some time to look over this document. Be mindful thar the behaviors
and/or activities most important to the salon are likely to be the ones on
which you will be evaluated. This is very useful information. You can begin
ro watch and rate yourselt in the weeks and monrchs ahead so you can assess
how you are doing. Remember, everything you are being evaluared on is

SUITFE BA [ETIErRE

there for the purpose of helping you improve, Make the decision to approach
these communications positively. As the time draws near for the evaluartion,
try hlling out the form yourself. In other words, give yourself an evaluation,
even if the salon has not asked you to do so. Be objective, and carefully think

allet de vl

ealirrall

out your comments. T hen, when you meet with the manager, show her your
evaluation and tell her you are serious about your improvement and growth,
She will appreciate your input and your desire. And, if you are being honest
with yourself, there should be no surprises (Figure 4-9).

N E=l 5
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Betore your evaluarion meeting, write down any thoughrs or questions
vou may have so you can share them with your manager. Do not be shy. If
vou want to know when you can take on more services, when your pay scale
will be increased, or when you might be considered for promotion, this
meeting is the appropriate time and place ro ask. Many beaury professionals
never take advantage of this crucial communication opportunity to discuss
their future because they are too nervous, intimidated, or unprepared. Do
not ler that happen to you. Participate proacrively in vour career and in
vour success by communicating your desires and interests,
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At the end of the meeting, thank your manager for taking the time to
do an evaluation and for the feedback and guidance she has given you.
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Figure 4-8 Your employes avaluation is a
good time to discuss yaur progress with
YOUr manager.

: FW ( TION
1. List the gedden rules of hurman relations. =
2. Define “communication,” ;
3. How should you prepare for a client consultation? _ _
4, What is the “total look" concept? :
5. List and describe the 10 elements of a successful client consultation. =
6. Name some types of information that should go on a client consultation card. i
7. How should you handle tardy clients?
8. How should you handle a scheduling mix-up? — :
9. How should you handle an unhappy client? g
10. List at least five things to remember when communicating with your co-workers, :
11. List at least four guidelines for communicating with salon managers.

CHAPTER GLOSSARY

client consultation Verbal communication with a client to determine desired results.

communication The act of accurately sharing information between two people, or groups of peopls.

reflective listening Listening to the client and then repeating, in your own words, what you think the client is talling you.




