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Beauty Systems Group 

ÅProfessional division of  
Sally Beauty Holdings 

ÅLargest distributor of beauty 
products in North America 
selling to beauty salons and 
beauty professionals 

ÅOver 700 Distributor Sales 
Consultants 

ÅOver 900 CosmoProf® 
Beauty Stores 

An introduction 



Group 3 Marketing 

ÅFounded in 1988 

ÅPioneer in database and 
loyalty Marketing 

ÅFull service marketing 
agency focusing on helping 
specialty retailers and B2B 
marketers maximize their 
marketing (and sales) 
growth potential 

An introduction 



Three Truths 

Change is 
inevitable 

ÅIt always  
has been 

(From Gutenberg  
to Zuckerberg) 

Change is 
constant 

ÅIt always  
has been and  

will be 

You canôt  
keep up 

ÅBut you can 
manage the 

process  



Reality 101 

Author and marketing guru  
Seth Godin said it besté 



Technology 
ÅMulti-dimensional 

ÅRollercoaster ride 

ÅLight Speed 

Consumers 
(B2B & B2C) 

ÅMulti-dimensional 

ÅRollercoaster ride 

ÅLight Speed 

Marketing 
ÅMulti-dimensional 

ÅRollercoaster ride 

ÅLight Speed 

The New Reality 



Your Real World Reality 

Points of 
Pain  

Greatest 
Marketing 

Opportunities 

Failure to 
look under 

the rug 

Failure to 
grasp the 
situation 



Letõs Define MARKETING 



#1 Takeaway 



Marketingôs four primary 
challenges in 2012 

ÅDetermine what motivates consumers  
to buy in our categories 

ÅHow to build the story 

ÅHow to deliver the story 

ÅHow to prove the business case ï  
measuring results 

Takeaway #2: Itõs Complicated ð Itõs Personal 



ÅA new rainbow of 
communications 
opportunities 

ÅNew media balances 

ÅFiguring out ñwhat worksò 

ÅNo simple success formula 

Agencies 
and 

Marketers 

Dangerous Curves Ahead ð New Media Channels 

ÅEroding historical business base 

ÅNo longer just ink on paper 

ÅNeed a new business model to 
compete in the new marketplace 

ÅNew marketing and sales skill 
sets required 

Printers 
ï 

Printing 
Industry 



Why Marketing Channels Matter 

They are ALL important  

They do different things 
to influence the next sale 
ÅWebsite 

ÅE-mail 

ÅMobile & Social Marketing 

ÅE-commerce 

ÅDirect Mail 

ÅMass Media 

They meet specific  
marketing needs 

ÅAcquisition 

ÅRetention 

ÅGrowth 

ÅDefections 

They meet the customer 
where she or he wants to 
be met 

ÅItôs a complicated marketplace 

ÅItôs personal 



Itõs Complicated ð Itõs Personal ð SIMPLIFY 

Simplify 
by staying 
focused 
on your 

customers 

Simplify 
by 

building 
the story 
around 
them 

Simplify 
by telling 
the story 

about 
them 



PROCLUB® - The ñLoyalty 
Marketingò initiative for 
CosmoProf® stores 

ÅMore than 1,000,000 active members 

ÅShop more than 900 North  
American Stores 

The Business of Beauty 

ÅDiverse professional industry 

ÅMultiple professional brands competing 
for sales against retail store brands that 
do not sell through professional beauty 
salons and stores 

ÅCompetitive distributors and 
professional stores competing for 
market share 

Case Study 



Why Marketing Channels Matter 

They are ALL important  

They do different things 
to influence the next sale 

Å Mass Media 
Å Website 
Å E-mail 
Å Mobile (Texting) & Social Marketing 
Å E-commerce 
Å Direct Mail 

 

They meet specific  
marketing needs 

ÅAcquisition 

ÅRetention 

ÅGrowth 

ÅDefections 

They meet the customer 
where she or he wants to 
be met 

ÅItôs a complicated marketplace 

ÅItôs personal 



ÁHow Data Mining changed 
communications strategy 

Á Prior to launching PROCLUB, 
Shopping Guides were sent to all 
beauty professionals from 
purchased lists every month 

Á By tracking sales of PROCLUB 
members, marketing identified 
significant variances in shopping 
patterns 
Á Low value shoppers shop about once a 

quarter ï but we were mailing monthly 

Mass Media ð Shopping Guides 



ÁThe repository of all  
that is good 

ÁWe call it a HOME PAGE for a 
reason 

Á Information Resource 

Á Electronic Shopping Guides 

Á Articles 

Á Store Locator 

Á Links to brand information 

ÁPortal to e-Commerce 

 

CosmoProf Website 



ÁA mass form of engagement 

ÁSmall groups ï in relation to the 
total universe of customers 

Á Influential? 

Á Trackable? 

Á Important? 

ÁNot competitive to other 
marketing channels 
Á Complimentary 

Á Viral 

Á May drive customers to explore your brand 

Social Marketing 



Database Driven ð Now it gets personal 

Data mining is the cornerstone of brand 
and store marketing campaigns 

POS system tracks 96% of membersô  
store sales  

Every member is tracked based on total 
sales, brand sales and SKU sales 

ÅEvery member has an RFM and decile ranking 

ÅMarketing knows the value of every member 

Promotions are created based on the 
insights we learn from sales data 



ÅAt Risk Groups 

ÅPotential 
Defectors 

ÅDeclining sales 

ÅWelcome Groups 

ÅHigh Value Groups 

Member 
Marketing 

ÅUnderperforming 
stores 

ÅCompetitive 
pressures 

ÅNew distribution 

Store 
Marketing 

Brand Marketing 

ÅWhoôs buying 

ÅWhoôs not buying 

ÅWho should be buying 

Segmentation ð The art of database management 



ÁMore than 20% of the 
PROCLUB members have 
valid e-mails 

ÁIndustry average open rates 

ÁLow promotional response 
rates compared to Direct 
Mail postcards 

ÁHigh ROI 

ÁSent almost five million  
e-mails in 2011 

Á Segmented 

Á Personalized 

E-Mail 



ÁNew to CosmoProf 

ÁExciting opportunity to 
expand the marketing 
reach of CosmoProf 
communications 

Á Promotions 

Á Education classes by store 

ÁNew product launches 

Á Shows 

ÁHave not tested impact on 
promotional offers 

ÁResponse 

ÁROI 

Mobile - Texting 



Direct Mail 

More than four million  
mailed in 2011 

EVERY postcard based on 
segmentation analysis 

ÅBrands purchased 

ÅPersonal activity 

ÅHigh value customer strategy 

ÅLow value customer strategy 

Significant impact on  
overall business results 

ÅHigh response rates  
(20%+) 

ÅHigh ROI 



At-Risk 


