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Introdugtigr-\Why.irivateslabel for Kalons

Welcome to the world of salon entrepreneurship! This guide will walk you through the complete process
of launching your own private label nail polish brand. By creating your own product line, you're not just
selling services—you're building a destination brand that clients can't find anywhere else.

KEY INSIGHT: Salon clients are 3x more likely to purchase products recommended by their technician
compared to retail store recommendations.

The Salon Private Label Advantage

For Your Clients:
For Your Business:

o Trust in Expertise - You know what works
 70-80% Profit Margins vs. 40-50% with best

national brands .
o Exclusive Access to salon-only products

o Exclusive Products that competitors can't

» Personalized Solutions for their specific
copy

needs
« Client Retention increases by 68% on

 Quality Assurance from professional-
average

grade formulas
» Higher Average Ticket by adding retail

| o Complete Experience from service to
sales

take-home
o Brand Equity that adds value to your salon

What You'll Learn in This Guide:

This 25-page guide provides a comprehensive roadmap for launching your salon brand. We cover
everything from initial market research to post-launch marketing. Each section includes actionable steps,
templates, and real-world examples from successful salon partners.

REAL RESULTS: Urban Nail Lounge increased monthly retail revenue from $3,200 to $18,600 within 6
months of launching their private label collection.
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Salon Industry at a Glance

Market Segment 2025 Size Growth Rate Private Label Penetration
Nail Salons (US) $8.5B 12.3% CAGR 15% (growing)

Day Spas $18.2B 10.8% CAGR 22%

Resort Spas $5.7B 8.5% CAGR 28%

Medical Spas $6.4B 15.2% CAGR 18%

Consumer Behavior Trends

What Salon Clients Want (2025 Survey)

Clean/Non-Toxic Formulas
82%

Salon-Exclusive Products
74%

Technician Recommendations

68%
TherRrietGapDpportunity
cub3%......... ey e e e e i i s ot sy s e v+ PFICE FANQe:
Luxury Market ($18-25)

Mass Market ($8-12)

Chanel, Dior, Tom Ford

o OPI, Essie, Sally Hansen ) )
o Too expensive for many clients

Widely available everywhere Limited client base

¢ 40-50% salon margins

60-70% salon margins
¢ No differentiation



OPPORTUNITY ZONE: The $12-18 range is underserved. Clients are willing to pay more than drugstore
prices but less than luxury. This is where salon private label excels.

Competitive Landscape

Competitor Advantages

Type

National Brand recognition, wide
Brands distribution

Online Direct-to-consumer,
Brands lower prices

Brands

Disadvantages

Low margins, no exclusivity

No professional application,
quality concerns

imited resources, inconsistent

Other Salop . | %%Eﬁ@%‘?é‘f%bg?'8gnﬁdemﬁg

lity

Your Opportunity

Higher profits, unique products

Professional expertise, in-person
experience

4
FDA-registered manufacturing,
proven formulas
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Understanding Your Target Client

Before creating products, you must understand who you're creating them for. Complete this client profile
exercise:

Client Profile Worksheet
Demographics:

¢ Age Range:

¢ Occupation:

e Household Income:
e Location:

Psychographics:

* Values:

Lifestyle:

Beauty Habits:

e Purchasing Triggers:
Pain Points:

e Current frustrations:
¢ Unmet needs:
¢ Price sensitivity:

¢ Time constraints:

Competitor Analysis Framework

Analyze 3-5 competitors in your area. Use this framework:

Competitor Price Range Product Types Brand Positioning Gaps/Weaknesses

Salon A




Salon B

Salon C

Defining Your Brand Positioning

Positioning Options:

o Luxury/Premium: Highest quality,
exclusive ingredients, elevated experience

o Professional/Expert: Salon-grade
formulas, tech-focused, performance-

driven

 Clean/Natural: Non-toxic, organic,
environmentally conscious

» Trendy/Fashion: Fashion-forward colors,
seasonal collections, Instagram-worthy

o Local/Artisanal: Handcrafted, small batch,
community-focused

Your Positioning Statement:

For [TARGET CLIENT], who needs
[CLIENT NEED], our brand provides
[PRODUCT/SERVICE] that offers
[BENEFIT]. Unlike [COMPETITION], we
[DIFFERENTIATOR].

COMMON MISTAKE: Trying to appeal to everyone. Successful brands target a specific client profile and serve

them exceptionally well.

SWOT Analysis

Strengths

Weaknesses

Opportunities

Threats  Page | LuxeFormulatabs=Confidentiat




Step 2: Rredhict Line Development cuie

Building Your Core Collection

A well-structured product line balances core essentials with seasonal highlights. Here's a recommended
structure:

Specialty Products (20%)
Essential Products (50%)

« Effect Polishes: Holographic, magnetic,
o Core Colors (8-12): Your signature shades thermochromic

h Il -
that sell year-round o Professional Tools: Nail art brushes,

» Base Coat: Ridge-filling or strengthening stamping plates

formula « Gift Sets: Curated collections for gifting

« Top Coat: Quick-dry or high-gloss formul
op Coat: Quick-dry or high-gloss formula « Limited Editions: Exclusive, small-batch

» Treatment: Nail strengthener or cuticle oil releases

Seasonal Products (30%)
PRO TIP: Start with a Minimum Viable Product

(MVP) of 8-12 core products. Expand based on

Spring Collection (4-6): Pastels, florals

sales data and client feedback.

Summer Collection (4-6): Brights, neons

Fall Collection (4-6): Berries, neutrals

Holiday Collection (4-6): Reds, metallics,
glitters

Product Development Process

Phase Timeline = Activities Deliverables

Discovery 1-2 Cllgnt research, trend analysis, competitive Product brief, color
weeks review palette

Formula Selection 2-3 Sample testing, fgrmula adjustments, Approved formulas,
weeks performance testing test results

Finalization 1-2 Color matching, batch approval, quality Production-ready
weeks checks formulas

Working with LuxeFormula Labs



Our streamlined process makes product development simple:

Option B: Custom Development
Option A: Standard Catalog

Create unique formulas from scratch
¢ Choose from 150+ existing formulas

Full R&D and testing
e Custom colors and names

8-12 week development
e 4-6 week turnaround

Minimum order: 2,000 units
e Minimum order: 500 units

Best for: Established brands
¢ Best for: First-time launches

COST EXAMPLE: A 12-product launch with standard formulas, 500 units each = $6,000-$9,000 initial
investment. At $15 retail price, break-even at 400-600 units sold.

Quality Standards Checklist

v 21-Free formula (no formaldehyde, toluene, DBP, etc.)

v Cruelty-free & vegan certification

v FDA-registered manufacturing facility

v Batch testing for consistency
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Step 3: Branding &Packaging Hesign.

Creating Your Brand Identity
Your brand is more than just a logo. It's the complete experience clients have with your products.

Logo Design Elements:
Brand Name Considerations:

Simple: Works at any size
o Memorable: Easy to spell and pronounce

Versatile: Looks good in color and B&W
» Relevant: Reflects your salon's personality

Appropriate: Matches your brand
o Available: Check domain and social positioning

handles

Timeless: Won't look dated in 5 years
o Trademarkable: Unique enough to

trademark

Ownable: Distinctive and unique

o Scalable: Works for future expansions

Packaging Options
Component Standard Options Custom Options Cost Impact
Bottle Clear glass, standard shape Custom shape, colored glass +$0.50-$2.00/unit
Cap Black or white screw cap Metal caps, custom colors +$0.25-$1.50/unit
Brush Standard flat brush Custom width, angled brush +$0.10-$0.50/unit
Label Standard rectangle Die-cut shapes, foil stamping +$0.05-$0.50/unit
Box Standard white box Custom printing, specialty paper +$0.10-$1.00/unit

DESIGN TIP: Invest in great label design. It's the first thing clients see and touch. Consider textured paper, foil
accents, or unique shapes to stand out.

Label Requirements Checklist

e Product name
Front Label (Must Include): Net weight (0.5 fl 0z / 15 ml)
o wei . Y4

¢ Brand name/logo o Key benefit or descriptor



Back Label (Must Include):

e Full ingredient list

¢ Directions for use

Design Timeline & Costs

Stage Timeline

Brand Strategy 1-2 weeks
Logo Design 1-2 weeks
Packaging Design 2-3 weeks
Print Production 2-3 weeks

o Warnings/cautions

o Manufacturer information

o Batch code/expiration

Budget Range
$500-$2,000
$300-$1,500
$500-$3,000

Varies by quantity

Deliverables

Brand guide, positioning
Logo files, color palette
Label designs, mockups

Printed labels, boxes

LEGAL REQUIREMENT: Aii cosmetics soid in the US must compiy with FDA iabeiing requirements’ e
provide coraptiahtitemplatéadesigniofiddmiraducts.
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Understanding Cost Structure

To set profitable prices, you must understand all costs involved:

Direct Costs (Per Unit):

Product Manufacturing: $

Packaging Materials: $

Label Printing: $

Shipping to You: $
Total Cost: $

Pricing Strategy Options

Strategy Formula
Cost-Plus Cost x 2.5-3.5

Competitive ~ Match competitors + 10-20%

Value- .
Based Based on perceived value
Tiered Different prices by product

type

Indirect Costs:

Example
$6 cost — $15-21 retail

OPI $11 — Your brand $13-15

Unique formula — $18-25

Basic: $12, Effect: $16, Treatment:
$20

Staff Training: $

Design & Development: $

Marketing & Photography: $

Inventory Storage: $

Payment Processing: %

Best For
Simple, predictable
Market positioning

Differentiated
products

Multiple product lines

PRICING EXAMPLE: Standard polish costs $5 to produce. At 3x markup = $15 retail. Salon keeps $10 profit
(67% margin). Compare to OPI at $11 retail with $4.40 profit (40% margin).

Profit Margin Calculator

Your Product Cost: $ per unit

Target Retail Price: $

Profit Margin: % (Retail Price - Cost) + Retail Price



Monthly Units to Break Even: (Monthly Costs + Profit per Unit)

Recommended Pricing Structure

Premium Products:
Core Products:

Effect Polish: $16-18
e Standard Polish: $12-15

Limited Edition: $18-20
» Base/Top Coat: $14-16

Gift Sets: $25-50
e Treatment: $16-20

Tools/Accessories: $8-15
e Remover: $10-12

Promotional Pricing Strategies

« Introductory Offer: 15% off first month

o Bundle Pricing: Buy 3 get 1 free

» Seasonal Discounts: 20% off last season's colors
 Loyalty Program: 10% off for members

« Service Add-On: $5 off with any nail service

PRICING PSYCHOLOGY: Prices ending in .95 or .99 ($14.95) feei iike better vaiue than round nuntoers.
Consider 844<95 insteadhofe3 ths - Confidential
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Step 5 Markating.& kayneh Strateayqe

Pre-Launch Preparation (4-6 Weeks Before)

Marketing Materials:
Internal Preparation:

Product photography
« Staff training completed

Social media graphics
¢ Display area designed

Email templates
¢ Inventory received & organized

In-salon signage
¢ Pricing set in POS system

Customer handouts
¢ Marketing materials printed

Launch Day Strategy
Activity Timing Details
Grand Opening Event Launch Day Ribbon cutting, champagne, giveaways
Limited Time Offer First 7 Days 15% off all products
Free Gift with Purchase First 30 Days Free cuticle oil with any 2 products
Social Media Contest Launch Week Tag & share to win complete collection
Press Release Day Before Local media, beauty bloggers

Social Media Launch Plan

Content Ideas:
Instagram Schedule:

Swatch videos showing colors
o 4 Weeks Out: Teaser posts, behind-the-

scenes

Before/after application

Staff favorites & recommendations
o 2 Weeks Out: Product sneak peeks

Client testimonials
¢ 1 Week Out: Countdown, influencer

unboxing How-to tutorials

o Launch Day: Live video, product demos

o Post-Launch: Client photos, tutorials



HASHTAG STRATEGY: Create unique hashtags like #[YourSalon]Brand and #[YourSalon]Nails. Encourage
clients to use them for a chance to be featured.

Email Marketing Sequence

Email Timing Goal Call to Action
Announcement 2 Weeks Before Build excitement Join waitlist
Sneak Peek 1 Week Before Show products View colors
Launch Day Day of Launch Drive sales Shop now
Follow-Up 3 Days After Retarget interest Limited time offer
Review Request 1 Week After Collect testimonials Leave review

In-Salon Marketing Tactics

o Product Display: Eye-catching, well-lit, accessible
o Sampling Station: Testers for every color

« Staff Recommendations: Commission on sales

» Service Add-On: Include mini bottle with service

 Loyalty Program: Points for product purchases

NTIVES: Ofier 10-15% comimission on produci saies. Siail wiho beiieve in the produci® wiii seii

aturaly. | LuxeFormula Labs - Confidential
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Step 6: QparalionsS<nyaniony. Masagement

Inventory Planning Framework
Proper inventory management prevents stockouts while minimizing capital tied up in inventory.

Reorder Points:
Initial Order Quantities:

» Reorder Trigger: When stock reaches 20
» Best Sellers: 75-100 units each units

e Core Colors: 50-75 units each

Lead Time: 4-6 weeks for production

« Seasonal: 30-50 units each « Safety Stock: Keep minimum 10 units

» Specialty: 20-30 units each

Reorder Quantity: Initial order + 2

o Treatments: 25-40 units each

Inventory Tracking Template

Product SKU Initial Qty Current Qty Reorder Point Last Order Reorder Date
Signature Red LF001-RED 75 - 15 - -
Classic Nude LF002-NUD 60 . 12 - .

Base Coat LF010-BAS 50 . 10 o .

Top Coat LF011-TOP 50 10

Storage & Handling Guidelines

» Security: Locked storage for high-value

Storage Requirements: items

Temperature: 60-75°F (15-24°C) Display Guidelines:

Humidity: Below 60% relative humidity
o Cleanliness: Wipe bottles daily

Light: Away from direct sunlight
o Organization: Group by collection

Organization: First in, first out (FIFO)



o Accessibility: Easy for clients to touch « Signage: Clear pricing and descriptions

o Lighting: Accent lighting to show colors

Shipping & Receiving Process

Step Responsibility Checklist

Order Placement Owner/Manager Confirm quantities, delivery date
Receiving Designated staff Count boxes, check for damage
Quality Check Manager Open sample from each batch
Inventory Entry Manager Update POS/system, label shelves
Storage Staff Organize by collection/color

QUALITY CONTROL: Always test a bottle from each batch before putting products on display. Check for
consistency, color accuracy, and packaging integrity.

POS System Setup

Ensure your point-of-sale system is ready:

¢ v All SKUs entered with correct pricing

v Product photos uploaded

v Inventory tracking enabled

v Commission tracking set up for staff

v~ Saies reports configured 10
Page | LuxeFormula Labs - Confidential

v Barcode labels printed (if applicable)
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Comprehensive Staff Training Program

Your staff are your best salespeople. Proper training ensures they can confidently recommend and sell
your products.

Training Materials:
Training Schedule:
Product information sheets

o Week 1: Product knowledge

Application videos

Week 2: Application techniques FAQ cheat sheets

o Week 3: Sales strategies
Swatch books

Week 4: Client consultations

Sales scripts

Ongoing: Monthly refreshers

Product Knowledge Checklist

Each staff member should know:

For Each Product:

» Key ingredients and benefits

o How it differs from competitors
» Best application techniques

¢ Recommended uses

+ Common client questions & answers

Sales Scripts & Techniques

At Checkout:
During Service:

"The color | used on you today is [Color Name]. It
"I'm using our salon’s exclusive [Product Name] would look beautiful with your skin tone. Would
on you today. It's specially formulated with [Key you like to add it to your purchase today?"
Benefit]. Would you like to take one home?"



Commission Structure Recommendations

Sales Level Commission Rate Monthly Target Additional Incentives
Entry Level 10% $500 $25 bonus at target
Intermediate 12% $750 $50 bonus at target
Advanced 15% $1,000 $75 bonus + product gift
Top Performer 15% + 5% bonus $1,500+ $100 bonus + spa day

TRAINING TIP: Role-play sales scenarios during staff meetings. Practice handling objections like "It's too
expensive" or "l have too much polish already."

Client Consultation Framework
Teach staff the "3-Step Consultation Method":

1. Assess: Ask about client's needs, preferences, lifestyle
2. Recommend: Suggest specific products based on assessment

3. Demonstrate: Show product, let client test, explain benefits

Handling Common Objections

Objection: "I have too much polish already."
Objection: "It's too expensive."

Response: "This color would complement your
Response: "Our formula contains [premium collection perfectly. It's our exclusive [color name]
ingredient] that lasts twice as long as drugstore that you can't find anywhere else."
brands. At just [cost per wear], it's actually more
economical."

Performance Tracking

Staff Sales Tracker - [Month]

Staff Member Units Sold Total Revenue Commission Earned Conversion Rate Avg. Sale

Sarah

Jessica
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Complete Launch Budget Template

Expense Category Estimated Cost =~ Actual Cost Notes

Product Development

Lnr:tlltzl) product order (12 SKUs x 500 ggggg - Varies by formula type
g);;ltigranb:‘g)rmula development (if %;888 - One-time fee

Branding & Design

Logo design $300 - $1,500 Can be done in-house
Label & packaging design $500 - $2,000 One-time fee

Marketing & Launch

Professional photography $300 - $1,000 rlis;sdeigtial for social
Launch event $200 - $500 ggggr’a(:irci)rr];s’

Printed materials $100 - $300 tsaiggs' brochures, price
Operations

Display fixtures $200 - $800 Shelves, lighting, testers
Storage solutions $100 - $300 g%ixiizg’rsbms’

Total Estimated Investment g;’{gg& Varies based on choices

8-Week Launch Timeline

Weeks 1-2: Planning

e Finalize product selection

¢ Approve formulas & colors



» Begin logo/brand design Staff training begins

¢ Place initial order

Marketing materials created

Social media teaser campaign
Weeks 3-4: Development

o Display area designed
» Finalize packaging design

Weeks 7-8: Launch
e Approve label proofs
e Production begins ¢ Receive inventory

¢ Develop marketing plan

Final staff training

) e Launch event planning
Weeks 5-6: Preparation

e GO LIVE!

BUDGET TIP: Start with the essentials. You can always upgrade packaging or add more products later. Focus
on getting quality products to market first.

Cash Flow Projection (First 6 Months)

Month Product Sales = Cost of Goods = Gross Profit Marketing Costs Net Profit Cumulative Profit

Month 1 $2,500 $833 $1,667 $500 $1,167 $1,167
Month2  $3,750 $1,250 $2,500 $300 $2,200 $3,367
Month 3 $4,500 $1,500 $3,000 $200 $2,800 $6,167
Month4  $5,250 $1,750 $3,500 $200 $3,300 $9,467
Month5  $6,000 $2,000 $4,000 $200 $3,800 $13,267
Month 6  $6,750 $2,250 $4,500 $200 $4,300 $17,567

Assumptions: $15 average price, 67% margin, gradual sales growth

Funding Options

¢ Business profits
Self-Funding:

o Family/friends investment

¢ Personal savings o Pros: No debt, full control



o Cons: Personal risk, limited capital e Business credit card
. e Pros: More capital available
External Funding:
o Cons: Interest payments, qualification

¢ Smaii business ioan needed 12

. Page | LuxeFormula Labs - Confidential
o Line of credit
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Key Performance Indicators (KPIs)

Track these metrics monthly to measure success:

o Gross Margin: (Revenue - COGS) +

Sales Metrics: Revenue

« Units Sold: Total products sold  Inventory Turnover: Cost of goods sold +

average inventory
o Revenue: Total dollars generated

o ROI: (Net profit + Investment) x 100
» Average Sale: Revenue + transactions

o Break-Even Point: Investment + Profit per

o Conversion Rate: Clients who buy + total
month

clients

» Customer Acquisition Cost: Marketing
o Best Sellers: Top 3 performing products
spend + new customers

Financial Metrics:

ROI Calculation Template

Initial Investment: $

Monthly Revenue (Average): $

Monthly Costs (Average): $

Monthly Net Profit: $

Payback Period: months (Investment + Monthly Net Profit)

Annual ROI: % ((Annual Profit - Investment) + Investment x 100)

Monthly Performance Dashboard

Metric Target Actual Variance Notes



Units Sold
Total Revenue
Average Sale
Gross Margin % % %
Conversion Rate % % %

Top Product

ANALYSIS TIP: Review performance weekly for the first 3 months, then monthly. Adjust inventory, pricing, or
marketing based on what the data tells you.

Break-Even Analysis

Calculate how many units you need to sell to cover your investment:
Example:

Formula:

$10,000 investment + ($15 price - $5 cost) =

Break-Even Units = Total Investment + (Price - 1,000 units

Cost per Unit)

Customer Lifetime Value (CLV)

Understanding CLV helps justify marketing spend:

Calculation: (Average Sale x Purchase Frequency x Customer Lifespan)
Example: $25 x 4 times/year x 3 years = $300 CLV

This means you can spend up to $300 to acquire this customer and still break even.

Benchmark Goals
Timeframe Success Metric Good Performance Excellent Performance
Month 1 Units Sold 50-75 units 100+ units
Month 3 Monthly Revenue $3,000-$4,500 $5,000+
Month 6 ROI 25-50% 75%+

13
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Troubleshegting SGemmen Mistakes.

Common Launch Challenges & Solutions

Challenge

Low Initial Sales

High Inventory, Low Turnover

Staff Not Selling

Client Complaints

Cash Flow Issues

Product-Specific Issues

Thickening/Consistency:

Possible Causes

Poor product visibility,
inadequate staff training, wrong
pricing

Ordered wrong quantities, poor
product mix, seasonal timing

Lack of product knowledge, no
incentive, poor training

Product issues, unmet
expectations, application
problems

Too much inventory, slow
collections, high marketing
spend

Solutions

Improve displays, retrain staff, adjust
pricing, run promotions

Run clearance sales, bundle slow
movers, adjust future orders

Implement commission, provide better
training, recognize top performers

Replace defective products, improve
education, offer refunds if needed

Adjust order quantities, improve payment
terms, reduce non-essential marketing

Color Separation:

o Cause: Settling during storage

o Cause: Exposure to air, temperature

changes

o Prevention: Rotate stock, store properly

¢ Solution: Shake well before use

o Prevention: Store properly, use thinner as

needed

o Solution: Add polish thinner, replace old

stock

QUALITY ISSUES: If you receive defective products, contact us immediately. We'll replace any products that

don't meet quality standards.

Marketing & Sales Challenges

o Post consistently (3-5x/week)

Low Social Media Engagement:
» Use high-quality photos/videos



+ Engage with comments

Set clear expectations

¢ Run contests/giveaways

Provide sales scripts

¢ Use relevant hashtags

Offer incentives/competitions

Lead by example
Poor Staff Sales Performance:

¢ Reuvisit training

When to Pivot Your Strategy

Consider these adjustments if results aren't meeting expectations:

After 1 Month:

e Adjust pricing if needed
» Increase/decrease marketing spend

» Provide additional staff training
Atfter 3 Months:

« Discontinue poor performers
¢ Introduce new best sellers

* Revise marketing strategy
After 6 Months:

» Consider formula improvements
¢ Explore new product categories

¢ Evaluate expansion opportunities

Getting Support from LuxeFormula

Technical Support: Formula questions, application issues

Business Support: Sales strategies, marketing ideas

Operational Support: Inventory management, reordering

Quaiity Support: Product issues, repiacements

Page | LuxeFormula Labs - Confidential

Contact: salons@luxeformulalabs.com or (406) 479-0215
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Urban Nail Lounge - New York, NY

Solution:
Background:

12-color core collection
e 4-|ocation nail salon chain

3 treatment products
o Established 2018

"Urban Chic" branding
o Target: Professional women 25-45

Staff commission program
o Challenge: Differentiation in competitive

market
Results (6 Months):
Metric Before After Change
Monthly Retail Revenue $3,200 $18,600 +481%
Retail % of Revenue 7% 24% +17 points
Client Retention 52% 68% +16 points
Average Service Ticket $42 $57 +36%

QUOTE FROM OWNER: "Private label transformed us from a service provider to a destination brand. Clients
now come specifically for our exclusive products.”

Serenity Spa & Wellness - Scottsdale, AZ

Solution:
Background:

Spa-inspired collection

Luxury resort spa

Natural, calming colors

High-end clientele

Aromatherapy-infused formulas

Challenge: Guests wanted to take spa

. Luxury packaging
experience home

Goal: Increase per-guest spending



Key Learnings:

o Resort guests willing to pay premium for "take-home experience"

Spa attendants effective at recommending products during services

Gift sets popular for special occasions

High seasonality requires careful inventory planning

Nail Couture - Los Angeles, CA

Innovative Approach:
Background:

Monthly limited edition colors

¢ Boutique nail studio ) ) i
Collaborations with local artists

e Creative, fashion-forward clientele

Instagram-focused marketing

¢ Challenge: Standing out in saturated ) .
ot ¢ Nail art workshops using products
marke

o Opportunity: Nail art community

Success Factors:

o Created buzz with limited availability
o Built community through workshops
o Leveraged social media influencers

¢ High margins on limited editions

LESSON LEARNED: All three success stories started with a clear understanding of their target client and built
products specifically for that client's needs.

Common Success Factors

Operational:
Strategic:

Staff buy-in and training

Clear target client definition

Effective inventory management

o Diff tiated itioni

ifferentiated positioning . Strategic pricing
« Quaiity product formuiation , , 15
Consistent marketing

Page | LuxeFormula Labs - Confidential
o Professional packaging
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Your 30-Day Launch Preparation Checklist

Week 1: Foundation

» 0 Complete client profile worksheet (page 6)

¢ 0 Conduct competitor analysis (page 6)

o Define brand positioning statement (page 6)

o Schedule consultation with LuxeFormula

Week 2: Product Planning

e 0 Select initial product line (8-12 SKUs)
¢ 0 Determine order quantities
* 0 Review formula options

* 0 Place initial product order

Week 3: Brand Development

o Finalize brand name
¢ 0 Begin logo design
» 0 Start packaging design

e 0 Create marketing plan
Week 4: Preparation

¢ 0 Set up budget and timeline
e o Order display materials
e 0 Begin staff training plan

o Schedule launch date

Working with LuxeFormula Labs

¢ Product development guidance

Our Support Includes: .
e Formula recommendations



o Packaging design templates o Phone: (406) 479-0215
* Regulatory compliance support o Website:

« Marketing best practices luxeformulalabs.com/clients/salons-spas/

« Ongoing business consultation o Consultation: 30-minute free strategy

session
Get Started Today:

o Email: salons@luxeformulalabs.com

NEXT ACTION: Schedule your free consultation today. We'll review your current business, discuss goals, and
create a customized plan for your salon brand launch.

Additional Resources
Continue your learning with these resources:

o Product Catalog: Complete list of available formulas

« Pricing Guide: Detailed cost breakdowns

o Design Templates: Ready-to-customize label designs

o Marketing Kit: Social media templates, email scripts

« Staff Training Videos: Product knowledge and sales techniques

» Monthly Webinars: Salon business growth strategies

Final Words of Encouragement

Launching your own salon brand is one of the most rewarding business decisions you can make. While it
requires investment and effort, the benefits—increased profits, client loyalty, and brand equity—are
substantial and long-lasting.

Remember:

Start with a clear vision of your target client

Focus on quality over quantity

Invest in staff training

Be patient—success builds over time

Learn and adapt as you grow



Ready to Begin?

Contact us today to schedule your free consultation and take the first step toward launching
your salon brand.
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