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CONSEQUENCES OF LOSING CLIENTS 

It seems to me that many salon owners spend a lot of time focusing their energy on 
the question: “How do I get more new clients into the salon/spa?”   
 
Ever thought about why you need so many new clients? 
 
There will always be reasons beyond your control why a client leaves and needs to 
be replaced by a new one. There are, however, a lot of reasons why clients don’t 
return to your salon that are within your control. If you really examine what’s 
happening and take appropriate action you can minimise client drift and maximise 
client retention, which is definitely what we all want.  
 
If we look in depth at why clients leave, that will give us some key focus points to 
creating client loyalty which in turn means retention. The possible negatives that 
you may have happening in your salon/spa will lead you to a positive action list that 
you can start working on from today. 
 
Let’s look at the top 4 reasons.  
 
 
1. INDIFFERENCE - THE BIGGEST NEGATIVE OF ALL. 

The single biggest reason that people do not choose to return to your salon/spa is 
a thing called indifference. 
 
What exactly is indifference? 
 
Indifference, by definition: lack of interest, concern, or sympathy. The client will 
perceive indifference when their experience in your salon does not make him or her 
feel welcome or special. 
 
This occurs every day in salons, and the worrying thing is in many cases salon 
owners and team members are completely unaware of the impact this has on their 
salon business. In fact, many owners and staff don’t realise what constitutes 
indifference or more importantly, perceived indifference in the eyes of their clients. 
After all it’s not what you feel that matters, but what your client feels. 
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There is a great saying - “People will not always remember what you say but they 
will always remember how you made them feel”. Take a moment to think about this 
statement.  
 
What would your client say, if you asked: What do want from us during your visit to 
our salon/spa. Would it be:  
 
“I want to feel significant to your salon from the moment I walk in your door.” 
“I want to feel like I am appreciated.” 
“I want to feel like you value me.” 
“I want to feel that you like me.”? 
 
Recent surveys by a group known as the ‘American Society For Quality’, concluded 
that the number one reason that customers/clients leave is due to an attitude of 
indifference on the part of one employee. One employee! Not the whole staff, just 
one can do it. It may not be the therapist who is doing the actual service, it might be 
the receptionist, the spa assistant, or it might be the salon owner as they walk 
through reception on their way to a meeting. All it takes is one person. 
 
We have identified that indifference is a significant factor in the matter of client 
retention. So here are some ideas to show how you can minimize this risk to your 
business. 
 
Are clients greeted or welcomed? 

Ask yourself the question because there is a significant difference. A greeting occurs 
when you say the right words to a client. A welcome is very different to a standard 
greeting. 
 
A welcome consists of a genuine smile, warmth and words that make the client feel 
important. The client feels, “I am glad I chose this salon. They make me feel 
comfortable and special.” 
 
Don’t rush. 

Even if you are busy never make the client feel like they are an interruption. This 
applies to both the phone and an in salon. If you have had to leave a client to go to 
the reception area you do need to get back to your ‘in treatment client’ as quickly 
as possible, but always remember the person you are attending to at the desk is 
also a client or a potential client.  
 



 

This resource is property of the Aesthetic Beauty Industry Council. This document must not be distributed to other individuals 

or businesses without permission, doing so is a breach of copyright. This information provided is general in nature and does 

not constitute legally binding advice. ABIC will endeavour to update the information in this document and on our website as 

needed from time to time, however information can change without notice and ABIC does not guarantee the accuracy of 

information provided, including information provided by third parties at any time. We strongly recommend reading ABIC’s 

standard Terms and Conditions and our website’s Terms of Use in conjunction with the information provided. 

 

 

Speak slowly and as efficiently as possible. It is a juggling act, but you need to be 
clever enough to keep two clients happy. Try and get this as right as soon you can. 
You can come up with lots of excuses as to why this is difficult, but you must work at 
it and try and make each client feel like they are getting special attention.  
 
Give your undivided attention. 

The client in front of you needs to feel they are the most important person. Give 
them 100% of your attention and interest. They expect it and they deserve it.  
 
The first point of contact, if it is a pleasurable and a memorable experience, will set 
the mood for the “experience” to come. Make sure it is a welcome not just hollow 
words said without any feeling. 
 
Make sure indifference is not being cultivated by you in your salon.  
 
 
2. THE LACK OF A TRUE CONSULTATION 

As therapists I believe many of us have developed hearing skills but not necessarily 
good listening skills. We hear what the client is saying but we don’t always convey 
to the client that we are concentrating and interested in what they are 
communicating. 
 
We hear on occasions “The therapist just did not listen.” 
 
The true art of consultation needs to be re-focused in today’s salon and spa 
environment. Consultation is about the meeting of two minds, the clients and the 
therapists, so there is total understanding and trust. Where there is genuine 
communication combined with following steps you will have happy clients. 
 
1. Listening. 
2. Hearing. 
3. Seeing. 
4. Touch.  
5. Advising in a professional manner. 
 
Remember to listen with your ears but also listen with your eyes. Therapists 
physically see a lot that needs to be acknowledged and used to help your clients. 
Don’t ever ‘see’ and not ‘discuss’.  
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Your client’s voice tone and body language will tell you a lot about how they are 
feeling and responding to you.  
 
Your voice tone and body language will tell them how you are feeling and 
responding to them. Don’t ignore these non-verbal messages, yours or theirs. It can 
mean the difference between losing and retaining clients. Think about this, it maybe 
not something you have considered, you really can tell a lot from voice tone and 
body language and so can our clients. If you are in a grumpy mood, or feeling like 
you can’t be bothered, do you think your clients can tell? Of course, so you need to 
leave your negativity in the car park.  
 
 
3. DO YOU REALLY VALUE TIME, THE CLIENTS TIME, THAT IS? 

Not respecting time is one of the other key areas, why people leave a beauty salon 
or spa never to be seen again. Yes, we are talking of the client’s time not the 
therapist time. 
 
We have become a “time poor” society. We are always so busy. On our day off, after 
work or in between dropping the children and collecting them we arrange our day. 
We squeeze-in a multitude of tasks. 
 
If our ‘leisure’ day happens to consist of a visit to a beauty therapist for a service 
such as a facial, pedicure and several waxing services in our schedule we would 
allow maybe 2-2 1/2 hours, because that is how long it usually takes. Our flexibility 
might stretch a little, but we would definitely have a time expectation. 
 
We arrive to be told our therapist is running a little late. During the service if there 
are more delays, the therapist is not organised and needs to leave me on several 
occasions to find things, she seems to be fiddling around instead of being efficient, 
talking way too much and stopping when she talks, the expected 2-21/2 hours can 
stretch to 3 hours. The extra time (and yes, it is valuable time to your client) that was 
“coffee with friends time” is now gone.  
 
 
4. PLANNING THE NEXT VISIT AND INVITING THE CLIENT BACK 

I am going to put these two together because they go together. The icing on the 
cake, if you don’t share with the client why they need to return, include what will 
give them the best results and invite them to, there is a 40% chance that they will 
not give you a 2nd thought. This also links in with indifference. ‘She did not make me 
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feel like she wanted to do my waxing again. I did not feel special. Sure, I was hair 
free but it was average service.’ Good treatment, average service does not win, it 
just means they wander to the next salon. 
 
Can you control each one of these things?  
Can you make sure that you get each one, right? 
These strategies are not difficult to implement, but the big question is - do you want 
to do it? 
 
In today’s tough market you absolutely must win each and every client, and you can’t 
rely I the fact that another one will fall through the door. 
 
 

 

 

 


