ARTEMIS’ GUIDE:

How to Manage Seasonality
as a Beauty Business Owner
C R E AT E D B Y
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H O W TO M A N AG E S E A S O N A L I T Y

Why is seasonality
important?
Depending on the types of services
that you offer at your beauty location,
your business could be very seasonal
in nature. If it is, it‘s important to
know when these cycles ebb and
flow because you will need to save up
during the busy times so that when the
leaner times arrive, you are prepared
financially.
If this is the case for your business,
don’t get caught off guard. This
whitepaper outlines the strategies and
tactics that you could employ to make
sure your business stays in balance all
year round.

4

Data on seasonality
Google Trends data is one of the most useful and accurate ways to look at data trends over time—
especially since most people use Google. Survey data based on asking consumers what they think
they will do is theoretical since people don’t always do what they say, Google Trends data provides
information on what consumers actually do (i.e. search queries).
Consumer demand is the underlying reason for seasonality in your beauty business. This can vary
slightly depending on geography and climate. For the purpose of this analysis, we looked at all of
the US. We utilized 2019 data since 2020 and 2021 had some “noise” as a result of COVID and the
ensuing lockdowns affecting what people searched for.
Let’s start with “fat loss” as many beauty business owners are adding products like Cryoskin
to help clients reduce fat. For this, we have compared the term “fat loss” with “Coolsculpting”.
Coolsculpting is a class 2 device (so you generally need a doctor’s oversight to use it), but as it’s the
market leader in the cold-temperature fat reduction business it gives us a good guide on overall
consumer demand in this area.
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As you can see, this business is very seasonal in terms of demand with a strong interest in the
category between February to August with demand significantly dropping off after that (60%
drop). If a product like Coolsculpting or Cryoskin is a key part of your business and you don’t have
other products to balance this out, you need to be prepared for the September to January period
(we will cover some ideas on this later).
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Build muscle
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Sticking with the body theme, for now, we can see that “build muscle” has some seasonality - with
demand being stronger at the start of the year. However, the demand here is more consistent with
a less significant drop-off (approx 25%) in the latter part of the year. So, if you offer services like
Emsculpt this could provide you with some ballast for the drop in fat loss demand.
Cellulite

Stretch marks
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Cellulite and stretch marks have an even more pronounced seasonal effect than fat loss - with a
significant peek into the spring/summer months that coincide with bikini season.
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Finally, for anti-aging, facials, acne, and peels you see a much flatter trend in consumer demand.
Some of these services even start to peak around December when people attend holiday parties.
These services can therefore be a good combination with more body-based treatments, which
peak earlier in the year.
The summary of this data is that consumers’ behavior changes significantly throughout the year.
While you want to blame yourself for the slower times in your business, in actuality it could be
the mix of products and services you are offering that are exposing your business to the seasonal
demands of consumers.
If you are an established business, you can do more analysis on how seasonality is affecting you
by looking at your revenue by month over the past few years. In 2020 and 2021 you will have to
consider the effects of COVID/lockdowns as these could have significantly skewed your data.
You should then review the services you offer to make sure you are set up to balance out the
seasonality of consumer demand.
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How to take advantage
of seasonality
S AV E U P D U R I N G T H E F I N A N C I A L LY G O O D T I M E S
Many things in life require a sacrifice now for a gain at a later date. This same concept applies when
your business is seasonal. You should set aside some money during the stronger periods to help
you get through the weaker months. If you are an established business you can analyze what you
might need based on past trends. If you are a newer business, be as conservative as you can when
saving money during profitable periods. Having spare money gives you optionality, which is the key
to survival in business.

A DA P T YO U R M A R K E T I N G S T R AT E G I E S
Marketing is how you promote your business (you can read more about this by downloading
this free eBook). You should adapt your marketing strategies to address the seasonality of
your beauty business. This includes promoting different products depending on what is most
seasonally relevant (e.g. Body treatments when people start booking vacations, facials during the
holiday period, facial treatments with downtime when the sun is less strong). It also means taking
maximum advantage of seasonally stronger times. For example, if your paid advertising is working
well, you should spend more during busy periods.
To help you visualize this you can prepare a marketing calendar to show when you will focus on
promoting different services. Here is an example:

Jan

Feb

Mar

Apr May

Fat Loss

Summer body promotions

Cellulite

Summer body promotions

Stretch marks

Summer body promotions

Skin tightening
Anti-aging

Jun

Jul

Aug

Oct

Nov Dec

Black Friday
Promotions

Always on campaigns
Promotions for
the new year

Promotions for
Christmas

Acne

Always on campaigns

Facials

Always on campaigns

Peels

Sep

Promotions for
Christmas
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SKIN + BODY CONCERNS - 30s

C R E AT E R E C U R R I N G
REVENUE STREAMS

SELL GIFT CARDS DURING
T H E H O L I DAY S

Recurring revenue is a strong business model.
It means you don’t have to find money to
cover your overhead at the start of every
month. It is worth giving up some margin
to have that security each month. Some
customers also like to pay for things monthly
as a subscription so they can set it and forget
it. Think of services you offer and what you
can turn into a membership. Add as much
value to membership offerings as you can to
increase the amount of recurring revenue
you can generate. A good initial target is to
generate enough membership revenue to
cover your overhead expenses. You can look
at what other local businesses offer in terms
of membership so you can compare what you
can offer as part of a monthly subscription
offering.

Gift cards are great to offer during your Black
Friday promotion and you can also consider
promoting these more actively to customers
during the holiday season as a simple gift idea.
You can also use these around other seasonal
holidays like Valentine’s Day and Mothers Day.

TA K E A DVA N TAG E O F
B L AC K F R I DAY/C Y B E R
M O N DAY
The holiday season can be one of the quieter
times, especially if your business is more
focused on the body (as people generally
don’t have to get their bodies out during this
season!). However, Black Friday is a time
when everyone is looking for offers. This is the
first Friday after Thanksgiving, so prepare to
take full advantage of this weekend by having
specials on packages and gift cards. You can
also consider extending the period you offer
these deals to a week to give your team more
time to sell. Our usual recommendation at
Artemis is that you are either expensive or
free. However, this short period is one of the
only times when we think it’s acceptable to
discount—even top luxury brands will run
offers during this time.

TA RG E T R E G U L A R
C U S TO M E R S W I T H S P E C I A L
OFFERS
Quieter times can be good periods to offer
your best customers something extra for
their loyalty. One idea is to have a “bring a
friend week” where you allow clients to book
a service and bring a friend along. The friend
gets a free service (the same as what your
customer booked). This allows you to use the
extra time during the quieter periods, helps
your customer do something nice for their
friend, and hopefully creates a new customer
for you! It’s a win, win, win!

U S E Q U I E T T I M E S TO T R A I N
During quieter times, you and your team will
have some time on your hands. Don’t let this
time go to waste! Use it as an opportunity
to train the team on new techniques or new
additional offerings you can provide with the
existing equipment you have. This can then
turn into more revenue and better quality
services during the stronger periods.

U S E Q U I E T T I M E S TO W O R K
ON INTERIOR DESIGN
Your location’s look and feel will impact return
visits from your customers. You can use
quieter times to consider how to improve your
location (costs allowing) and also make sure
you have deep cleaned everything!
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P R E PA R E C O N T E N T F O R
SOCIAL MEDIA
During busier times it can be hard to find the
time to do things like taking photography and
video you need for social media posts/reels.
Spend some time brainstorming ideas for
social media content and filming/taking the
pictures you need. You don’t always need to
immediately post everything you create. The
content can be saved in your bank to use at a
later date!

Summary
As with any business challenge, we
recommend you start by looking at the data.
Ideally, this is your revenue data over the
past few years. However, if you are a newer
business you can use Google Trends to
give you an idea of what might happen with
your current product mix. The next step is
to carefully consider your product mix to
balance the services you offer to give you
demand at different times in the year. Then
you can consider other tactical things you
can do to save money for leaner times, and
take maximum advantage of strong times.
and mitigate the effect of the weaker periods.
Finally, be positive with yourself and your
team, even in quieter times. You can use
the additional time to do work that is more
challenging to do when you are rushed and
have limited time.

Thanks for reading!
To contact Artemis email sales@artemis.co

