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Mari Lassa bags, (Sold at 
LuLu's in downtown Bend; at 
the Workhouse, in Southeast 
Bend; and at www.marilassa. 
com) - Handbag trends for this 
year emphasize fun shapes and 
sizes, including micro-minis, 
a variation of the bucket style, 
cinched purses and oversized 
totes and fold-over bags, said 
Mari Lassa Designer Anne Scott. 
Bright colors for spring are also 
a must, she said, as is mixing 
canvas and leather. 

1 excited to have some variations of my classic 
IS for this spring," said Scott, who is also a 
dentist. "I'm working on a cinch bag and a fun 
:zed messenger bag, as well as playing with 
ixturcs and bright colors for the upcoming 

Current purse styles are trending toward tiny and functional 
according to local boutique owners and nnanâ ers. Smaller 
handbags with outside pocicetsfor cell phones are in dennar 
and today's favorites are designs with shoulder straps, safetA 
features such as zippers and built-in anti-fraud lining, and 
brightly colored inside liners for ease in locating contents. 
Here are what a few local fashion experts have to say. 

Desperado (Old Mill District) - Top sellers at Desperado include Hobo purses that have both 
handles and a strap so that they can be worn either as a shoulder bag or across the body. These bags 
have access pockets on the outside for cell phones, and have bright colors on the inside to make it 
easier to find contents. 

"Hand-made is also a big deal," said Haleigh Newbeck, store manager. "McFadin 
purses out of Texas are designed by two sisters and a mother. 
They use high-quality leather, so the longer you 
carry the pu'"ses, the better they look." This line also 
designs purses with uplifting statements on the front, 
which Newbeck said is big this year, as are fringe 
and studwork, and purses with a cause, such as the 
top-selling backpack purse made by Mo & Company. 
Tlie Portland company donates 5 percent of all wholesale 

Sara Beha Upcj'cled, (Purses sold at Wabi Sabi in downtown 
Bend; studio/workshop scheduled to open March 1 in 
Southeast Bend) - "Women seem to want to go small, as small 
as passport pouches, because they are finding that their 
shoulders are hurting," said Sara Wiener, store owner. Wiener 
also creates purses, totes and other items from recycled 

plastic bags. Her top three 
sellers, she said, include 
the "Passport Pouch," the 
"Portland Purse" and the 
"Pocket Purse." 

"People seem to love 
zippers," Wiener said. 
"They want every pocket 
and every pouch closed 
by a zipper They like the 
security factor," she said. 

Karlin Hedin, manager 
of Sara Bella Upcycled, 
agrees that women are 
downsizing their bags, 
realizing they don't need 
as many accessories and 
don't want to lug around 
heavy purses. 

Local Joe, (downtown Bend) -
Local Joe carries Will Leather Goods 
bags, which Store Owner A J Cohen said 
are popular because of their reliability 
and longevity. The purses are higher-
end bags made from top-quality 
leather, and they come with a lifetime 
warranty. 

"Women want to have at least one 
really nicebag," he said. "It's abigselling 

point that i f 
something 
h a p p e n s 
to a bag 
five j'ears . • —— 
down the 
road. Will 
Leather wi l l take care of it." 

Styles currently trending, 
said, include hobo and crc 
body designs and little clutcf 
which can be used as wallets 
evening bags. 

Faveur (locations in downtown Bend and in Sisters) - Customers in Central Oregon 
want to look unique but not formal, said store owner Jennifer Steigman. 

"Bend women come from all over and bring their own tastes, but want to 
acclimate to the Bend lifestyle." 

Steigman agrees that what customers want most now are small, 
portable cross-body purses with outside pockets for phones. "Even when 
a purse is bigger, it still has to have the outside pocket for the phone," 
she said, adding that in larger styles "bucket" purses with cinch tops are 
still good seUers. As for colors, gray leather that mixes with other colors, 
wine and burgundy shades and blacks and browns are favored. 

"We have a line of purses made out of recycled military canvas that -
is popular" said Steigman. "They are stylish but rugged. The line goes 
so well with our Bend lifestyle." 

Shoe Inn (Old Mi l l District) - Shoe Inn s( 
Vera Bradley bags, and Karen Saunders, sti 
owner, concurs that small purses with crc 
body straps are most popular right now, 
are leathers and faux leathers. 

As for accents and features, "Women w 
lots of compartments for credit cards £ 
easy access to cell phones," Saunders said 
new feature that is gaining in popularity 
built-in fraud protection. Some purses ha\ 
special lining, she said, that prevents woi 
be thieves from being able to scan erf 
cards through the bags. 
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What's in 
Your Purse? 
\A/om6n spill the beans about the fan and 

^ fri\/oloa2 contents of their handbags. 

Den i se E n g l i s h 
Best i tem: A $5 eyebrow 
shaping coupon. "Every 
t ime I pass b y th is sliop, 
the lady gives me a 
coupon. I get i t ; I have 
bad eyebrows. But I ' m 
not hav ing i t done today. 
So please excuse m y 
ej^ebrows." 

hy Ronni Wilde, for Tlie Bulletin Special 
Projects / Photos by Kevin Prieto 

Maybe you can't jud^e a boofc by its cover. "But, you can tell a lot about a 
wonnan by what's in her purse. On a recent sunny day during lunch hour in the 

Old Mill District, a randonn selection of women on the street and in shops were 
willing to reveal the contents of their purse, and the results were varied and 

fun. Here are a few of the more interesting and amusing finds: 

Ha le i gh IVewbeclt 
Best i tem: Absolutely every­
th ing . Her purse resembles 
a bottomless p i t . Treasures 
inside include a g iant make­
up bag w i t h mu l t ip l e l ips t i ck 
tubes. " I choose m y l ips t i ck 
based on m y mood, and be­
cause it's so w i n d y here, I wa i t 
u n t i l I get to work to put i t on 
so my ha i r won' t stick to i t , " she 
said. "Plus, I never k n o w what 
k i n d o f mood I ' m going to be 
i n . " Newbeck also has goji ber­
ries, and a k i t tha t she said "has 
everjrthing I could ever need." 
A few o f the select i tems i n this 
k i t are stress drops for her dog, 
ear drops, Dramamine , s ta in 
remover pads, deodorant and 
oh-so m a n y other things. 

M i l i k i K r o h n 
Best i tem: Candy, and 
p lenty of i t . " I have lots o f 
candy, because I ' m a sugar 
addict. I love m y candy. I 'm 
always prepared." 

Mary Brou i l l e t te 
Best i tem: "Healthy 
Hoo-Hoo" f em in ine 
wipes. "Thej ' were 
a Christmas gi f t . I 
want to be happy 
f r o m head to toe." 

K e r r i Stamderwiclc 
Best i tem; Granola 
bar. " I always have a 
Kashi granola bar i n 
m y purse, because 
you never k n o w 
when j ' o u are going 
to get hungry." 

Nicole A rmst rong 
Best i tem: A pocketkni fe . 
" I carrjr i t for safet3' and 
extra precaution, and for 
practical ity, l i ke i f I need 
to open up a beer bottle. I 
use i t every day because it's 
so handy." 

U Magazine 1 February I 1, 















With the summer season upon us, body and sl<in care services move into the forefront, and despite the less-than-
wonderful economy, this may be just the t ime to consider a spa business or to revamp an existing one. 

Claudio Lazo, a longtime hairdresser and salon owner, says that the addition of day spas to his bustling salons was 
a natural progression. As co-owner and creative director of the busy Los Angeles-area Allen Edwards Salons and 
Serenity Spas, Lazo sees up to 500 clients pass through the doors of each of his salons every week. "We grew into the 
day spa business," says Lazo. "Because we are so busy, we decided to expand rather than open another salon." 

The expansion was still serious business. "We went from a two-facial-room salon to a salon with a 1,600-square-foot 
day spa next door," he says. To accommodate his growing clientele, Lazo tore out the two facial rooms and used the 
space to add six new chairs to his existing 16, then leased out the space next door to him when it became available. 

"We're happy we opened the spa, but it takes a lot more time to build a spa clientele than a salon clientele," he says. 

<D 



"The spa was not a home run right away and stiil isn't, be^ 
cause Sept. 11 hurt us and the recession hurt us. It could just 
be that we are hair people and not spa people, but you need 
to keep that in mind when doing this." 

Laurent D., a stylist of 20 years who opened his posh Los 
Angeles Prive Salon and ONA Spa last year, says his expan­
sion was also a natural progression. "It was the next step 
for me. I found a fabulous place and wanted to do more than 
hair for my customers," he says. "I can do a great hair style, 
but if my client doesn't feel good inside, it doesn't matter. 
We live in a stressful t ime; we need spas now." 

So determined is Laurent D. to help his clientele unwind that 
his service rooms can even be customized with special light­
ing and music to provide the sensation of being in the forest or 
by the ocean. 

Joe and Karen DeAnda, owners of Trios Salon, Spa and 
Store in Fort Collins, Colorado, opened their salon/spa facil­
ity in June of 1998. Karen had been the owner of a booth 
rental salon for 10 years and is also an esthetician, and Joe 
has a business background, so one romantic 
Valentine's evening, they made the decision to go 
into business together. 

"We decided we wanted to build a salon where 
clients could come in and escape for a few stolen 
moments , " says Joe DeAnda. Their current 
3,400-square-foot facil ity houses the spa, an 
Aveda Concept Salon and a large retail area that 
brings in $30,000 to $40,000 per month. "We are 
glad we did this," he says, "but if you'd asked me 
a year or two into it, I would have said 'no.' The 
f irst two years were rough because we were a 
new venture. People told me I'd lose a lot of staff 
early on, and I didn't believe it. But it was true." 

Despite the early struggles, the DeAndas expanded 
their previous 1,800-square-foot facility to its current 
size in December 1999. "We started with 300 clients 
in 1998, and now we have more than 14,000 in our 
data base," says DeAnda. "Not all are repeat cus­
tomers, but we see 2,500 clients a month in the spa 
and salon." 

On the Menu 
"For summer, waxing, body facials and body bronz­
ing become most popular," says Lazo. "Bronzing is 
fantastic, because people get it done before they 
go on vacation or if they don't go on vacation. It's a 
hot seller because everyone is anti-sun now, but they 
still bare their skin." 

According to Annet King, training and develop­
ment manager of the International Dermal Institute, 
the big skin care trend for summer will be microfoli-
ation rather than exfoliation, and she says clients 
will be most interested in treatments with "cosme-
ceutical" ingredients. "These help take away the 
signs of aging, remove hyperpigmentation and 
diminish lines." 

Shot on location at ONA Spa at Prive, Los Angeles 

In Colorado, Joe DeAnda says his pedicure sales go off the 
chart in the summer months. "We're revamping our pedicures to 
reflect that," he says. Currently there are two on the menu, 
priced at $35 and $50. "Our $50 pedicure is the most expensive 
nail service, but it's our most popular, so we're upping it a notch 
by adding a $75 pedicure." Trios will also offer a pedicure spe­
cific to summer that incorporates citrus and floral. 

At the 4,000-square-foot Spa at Marge Blue in Charlotte, North 
Carolina, owner Margo Blue is contemplating adding a sandal 
boutique near her pedicure area and will offer airbrush tanning 
on her summer menu. "Guests get a sprayed-on tan that lasts a 
week. It's really an innovative service," she says. 

"Summer is a time when we add new services because it 
helps create excitement within the salon and spa, and it's also 
a good time to train new staff because it's not the height of the 
holiday season," says Kirk Marlow, western regional vice presi­
dent of the Elizabeth Arden Red Door Salon & Spa chain. His fa­
cilities will launch an aloe cucumber wrap this summer designed 
to be soothing, cooling and moisturizing. • 



G r o w t h unde r Pressure 
Despi te t he di f f icul t economy, M a r l o w says it 's not imposs ib le 

to g r o w a spa business; you just have to be creative. 

"Get ou t into the c o m m u n i t y and suppor t char i t ies," he sug­

gests. "As a spa, w e believe in we l lness and wel l -being, so this 

lets the c o m m u n i t y k n o w w e care, especial ly since Sept. 1 1 . " 

Value-added promot ions are another w a y to help boost sales, 

he says. "Give someth ing away to help cross-promote services. 

It can be retail or other services; you could even pair a salon ser­

vice like a manicure w i th a spa service." 

Laurent D. says i t 's key to r e m e m b e r w h o your c l ien te le is 

w h e n providing cus tomer service. "If the client is a business per­

s o n , o f fe r t o send a fax fo r t h e m or ask t h e m if t hey need to 

check their e-mails," he says. "Or of fer t h e m lunch, or anyth ing 

else they wan t . " To fur ther cater to work ing cl ientele, he keeps 

his salon and spa open seven days a w e e k and stays open late 

each night. "Sundays are amazing. They are huge for us, espe­

cially w i th couples. " 

To help keep her business booming. Blue says she focuses on 

maximizing the services that are seasonally popular "For example, 

dur ing the peak nail season ( summer ) , make sure you have 

enough pedicure stations," she says. "Then during the off-season, 

market those services heavily It took m e four years to learn this." 

The addi t ion of "express" and "m in i " services has also upped 

Blue 's b o t t o m line, she says. " W e are a relaxat ion fac i l i t y but 

s o m e of our guests w a n t maintenance rather than luxury." To ad­

d ress th is , she o f fe rs shor te r ve rs i ons of m a n y serv ices and 

pairs t h e m together w i th other shorter services so busy cl ients 

can ge t in and ou t quick ly . "Even t h o u g h t h e s e serv ices are 

shorter, the percept ion of the visit is the same as a luxury visit be­

cause they have t w o people work ing on t h e m at the same t ime. 

This can also create really terrif ic t e a m w o r k w i th in the salon." 

King s u g g e s t s c rea t ing a c u s t o m serv ice tha t w i l l b e c o m e 

your spa's signature t reatment . "Put together someth ing unique 

that wi l l be the foundat ion to your business," she says. "It cou ld 

be a t rad i t iona l t r e a t m e n t , but i nco rpo ra te extra deta i ls like 

s teamed towe ls , extra foo t ref lexology or t u m m y pi l lows." 

The DeAndas credit their success to three pr iman/ strategies. 

First, they estab l ished a no- t ipp ing pol icy w i th in the salon and 

spa. They bel ieve cl ients can get con fused abou t w h o m to t ip 

and h o w m u c h to give, so they factor t ips into their overall price, 

and cl ients s e e m to love the idea. 

Second ly they have their spa staff c o m e into the salon to of­

fer f ree mini services, w h i c h ent ices these cus tomers to try out 

t he spa. " W e have spa techn ic ians do comp l imen ta rv sensory 

serv ices like hand massages or hand facials in t he sa lon, and 

w h e n a hair cl ient is having a chemica l process, they get a f ree 

bubb l i ng f o o t ba th . " Joe says t hey c o n d u c t e d a s tudy w i t h i n 

the salon and f ound that the cus tomers w h o received the f ree 

sen/ ices w e r e m u c h m o r e likely to book spa t r e a t m e n t s or t o 

purchase gift cert i f icates to the spa. 

The DeAndas also offer compl imentary services to the salon's 

repeat cus tomers . By perusing their database, they f ind those 

c l ients w h o have had th ree or more serv ices in the sa lon, and 

they send t h e m an appreciat ion note offering a free 30-minute fa­

cial , m a s s a g e or man icu re . " W e c h o o s e the serv ice they ge t 

based on staffing and wha t the cl ient's histon/ is," says Joe. "If I 

know they've had a facial, I'll send t h e m a massage, or vice-versa, 

because I wan t t hem to sample a different service." These clients 

are also given the opt ion of upgrading the 30-minute freebie to a 

full 60-minu te t rea tmen t at half the regular pr ice. 

The third t icket to their success, he says, has been an increase 

in market ing efforts. Immediate ly fo l low ing the terrorist at tacks 

in Sep tember , Trios had a s ign i f i cant s l o w - d o w n in bus iness . 

So the DeAndas increased their print advert is ing, took ou t radio 

ads and sent a mailer to their t op 200 cl ients. The result? 

"By Oc tobe r of last year, w e had a big b o o m in all areas, in­

c luding retail, and by December, w e saw a 25-percent increase 

in gi f t cer t i f icate sales over t he prev ious Chr i s tmas , " he says. 

" D u h n g February of th is year gi f t cer t i f icate sales w e r e up 47 

percent . Because of our ef for ts to beef up bus iness, w e really 

haven't seen a s l o w - d o w n at all." • 
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Darcy’s Dispensary: Advice on Salon Etiquette 

  

By Ronni Ross 

Coloring conundrums. Stylists soaking up rays instead of education. Last-minute bridal 
party cancellations. The dog days of summer bring vacations, barbecues and afternoons at 
the park, but let’s be real…sometimes working in the salon is no picnic. Never fear, Darcy’s 
here.  I’ve contacted some of my closest confidants to help puzzle your worst pickles – 
which are far better on your burgers than in your life!  

Dear Darcy: 
I’m a relatively new stylist, and even though I work hard and keep taking classes, 
when it comes to color, I have “re-dos” from time to time. My managers aren’t happy 
about it, and I’m starting to lose confidence. What should I do? – Samantha, Chicago 

Dear Samantha: 
Ruth Hollander-Soukup, owner and director of Biella by Ruth Michelle in Tacoma, WA, 
had a stylist with the exact same struggle, but found a way to help.  Working together, she 
and her stylist overcame the hurdle and lived happily ever after. “We are a very high-end 
salon, and we can’t have any one stylist uncomfortable with color; that just doesn’t work 
here,” says Hollander-Soukup. “Having a few incidences with color can really shake you.” 
When the stylist in question had “issues” with coloring, Hollander-Soukup says the first 
step they took – at the suggestion of the stylist – was to suspend her color services for a few 
weeks to buy her time to re-train. “I had her go to as many classes as possible, and I told her 
to have as many friends and family members as possible come in for her to practice on,” 
says Hollander-Soukup. The stylist paid for supplies and invited only people she felt 
comfortable with to come in for free color services. This helped build her confidence,  
“Now, she’s really great and gets tons of requests,” says Hollander-Soukup. “She is one of 
our best stylists and she has a very loyal following.” Ah, I love a happy ending. 

 

 



 

Dear Darcy: 
I recently had a bridal party booked for early on a Saturday morning. The morning 
came and went, and they didn’t show up. Later that day, I happened to check my 
email and discovered that they had sent an email the night before, telling me they 
wouldn’t be coming. I don’t check my emails that frequently -- is this an acceptable 
way of canceling an appointment? – Danielle, Kansas City, KS 

Dear Danielle: 
My sympathies to you on this one.  Nothing drives me crazier than to have my time wasted 
by waiting for a no-show; much less a bunch of them! But, you can learn by this mistake, 
and prevent it from happening again. My pal Jason Stiller, co-owner of Tres Jolie Salon in 
Minneapolis, says that you must be proactive to run your business and to keep clients 
accountable. “At Tres Jolie, it is made very clear at the time of booking that we require a 
24-hour cancellation, and we secure a credit card number to assure that we will be 
compensated if such an event should occur,” he explains. “Upfront, clear communication is 
the key, so that no one assumes anything.” However, he does contend that if the bridal party 
cancelled 24 hours ahead via email, and you neglected to check your emails in a timely 
fashion, then the mistake was yours, not theirs. “That said, any salon needs to weigh the 
pros and cons of every situation,” says Stiller. “Sometimes we have to bite our tongues and 
smile, and do what is best for guests to keep them coming into our doors.” 

SO MUCH TO LEARN, SO LITTLE TIME:  Check the BTC Bookstore for these 
career-enhancing tools! 

ROBERT CROMEANS’ “SERIOUSLY” CD SET 

ERIC FISHER’S “90 DAYS TO A LIFETIME OF BIG EARNINGS” 

Dear Darcy: 
I am moving to a new salon, but I am hoping to retain as many of my existing clients 
as possible. Would it be wrong of me to ask my manager if I can see the records for 
my clients? I’d like to get their phone numbers and addresses so I can send them a 
card with my new information. – Natalie, Morris Plains, NJ 

Dear Nat: 
Thirty lashes with a wet noodle! Most salon owners would agree that client records are the 
property of the salon, and it’s a bit brazen of you to expect to see the files. However, if you 
approach your owner in just the right way, you should be able to work out an agreement 
that is fair to you both. Joelle Ray, co-owner of Samuel Cole Salon and Salon Moxie in 
Raleigh, NC, suggests: “The best way to approach your owners is to tell them you 
understand that they cannot turn over records, but that you would appreciate it if they would 
accept your new contact information and give it out to clients upon request.” This is a 
compromise that doesn’t burn any bridges. As an owner, she says that when a client of a 
recently departed stylist calls her salon, the offer is made for the service to be provided by 

http://www.behindthechair.com/shop/catalog/output/catalogdetail.aspx?IID=9229&SID=2&CID=976&OCID=282
http://www.behindthechair.com/shop/catalog/output/catalogdetail.aspx?IID=3585&SID=2&CID=282&OCID=282


another stylist. If the client declines and inquires about the stylist who has moved on, the 
receptionist then provides the contact information. “If you tell a caller, ‘No, we don’t know 
where Stylist X went,’ you are just going to anger the client and they will never come into 
your salon again,” says Ray. “We want to build long-term relationships in our salon.” 

Dear Darcy: 
I work in an upscale salon with about a dozen very good stylists. Our owner 
occasionally requires that we attend educational seminars out of town, which we all 
happily do. The problem is, a couple of the girls in the salon don’t take these classes 
seriously. We often travel to locations with lots of things to do, so these stylists skip the 
classes to lay out by the pool, sightsee or party. Our owner isn’t aware of this, because 
the stylists come back with just enough information to get by. But the rest of us feel 
that this isn’t fair, and that the clients who frequent these stylists suffer because they 
don’t get the full benefit of what our salon has to offer. Should we tell our owner about 
this? Or should we just mind our own business and let the girls slowly fail on their 
own? – Sophie, Los Angeles 

Dear Sophie: 
Minding your own business is one thing, being an accomplice is quite another. When an 
owner pays to have a stylist attend a class, blowing off the class to go have fun is actually 
stealing. “If, as an owner, I had sent a group of stylists to a seminar, and some of them had 
not attended classes that I had paid for, I would be really angry,” says Ruth Hollander-
Soukup. “If I found out after the fact that some of the stylists knew about the others playing 
hooky and didn’t tell me about it, I would reprimand them too and possibly even fire them.” 
As Hollander-Soukup reminds us, the salon and spa world is relatively small, and nothing 
remains a secret for very long. Remember, dear Sophie, your owner is the one who employs 
you, and even if you are friends with the class-cutting stylists, you owe it to your boss to 
come clean. 

Dear Darcy: 
I work with a stylist who has trouble with color, so I often give her some quiet advice 
in the back room. I wouldn’t mind, but once her client leaves (thrilled with her color), 
she starts bragging about what a skilled colorist she is! Should I stop helping her out? 
Or should I let people know that her color wouldn’t be “all that” if it wasn’t for me? – 
Gina, Fresno, CA 

Dear Gina: 
As an owner, Jason Stiller says he hopes that stylists who feel “unrewarded” feel 
comfortable enough to come to him to share their frustrations. “By going through the proper 
channels, we try to make the entire team feel good about the quality of work that goes out 
our doors,” he says. “If we have a stylist who is unsure of his or her skill in color 
formulation, we would prefer it be brought to our attention rather than having a co-worker 
constantly bailing them out.” Stiller says he and his co-owner view such situations as 
“opportunities” to educate their team. But, he says, “Never stop helping a team member if 
they need it, because the guest will be the one who suffers if you do. But by all means bring 



the issue to the manager to prevent it from happening again.” 

Don't forget to pick this one up in the BTC Bookstore! 
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