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Increases 3.5%

34% of Nail SaloNS added 
ServiceS ThiS Year
And 66% of Those Added Gels

Salons Using Facebook
GrowS from 4% To 50%

66% of Techs Don’t Receive an 
Incentive on Retail Sales
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here. You can find our full survey on the Vietnamese market on 
our website at www.nailsmag.com. We know enough about the 
variances between the groups in service prices, number of  
services offered, and work week to make these projections. 

You can’t calculate the industry’s mood, but if you could I 
think you’d find it increasingly optimistic. This year brought a  
completely new product/service category that is clearly the 
source of the optimism. The new gel-polish hybrids, as we’re  
calling them, have injected new life into the nail salon service 
menu, providing nail techs an easy, profitable new service that 
clients — and the beauty press — are gushing about. The gel 
category has been booming the last few years, but this newest 
gel incarnation has really taken off. of the salons that added a 
new service this year, 77% added some type of gel service, 
whether it be soak-off,  hybrid, or gel toes. I think we’re going to 
see a much bigger  increase in those  numbers in 2011. 

And, finally, it is without any contradiction at all that I express 
appreciation to the team at oPI Products, as always, for making 
this expansive statistics section possible. Suzi Weiss-Fischmann 
and George Schaeffer are two creative individuals who put a lot 
of faith in hard data and use this information themselves. Their 
sponsorship of this section makes it possible for us to provide 
this valuable tool and we appreciate it greatly. 

  — Cyndy Drummey

When it comes to developing the annual Big Book statistics 
about the nail industry, I find myself fascinated as much by  
the contradictions as the patterns. I wonder: If 15% of nail 
technicians say they increased the prices on their basic pedicures 
and only 1% decreased prices, why are prices for pedicures 
essentially flat? Shouldn’t the average service price have 
shown some lift? 

If 72% of nail techs say that they like purchasing their prod-
ucts online, why haven’t we seen a bigger increase in the 
number of online dealers and why do beauty supply stores 
remain so enduringly popular among nail techs? 

And if it’s true that it’s hard to get men  — who have traditionally 
looked at nail salons as the domain of women — why are the  
majority of your male clients over 45? It seems like that particular 
demographic would be the most difficult to persuade to come into 
a nail salon.  

More than three-quarters of nail techs say they sell retail  
products for clients’ at-home use, but why is it that I rarely see 
retail displays in nail salons across the country? 

And if NAILS says that there are about 375,000 nail techs in 
the U.S., why does the U.S. Bureau of Labor Statistics think we 
have only a fraction of that? (The actual number of working nail 
techs is somewhere in the middle of those two numbers.)

These are questions our editors are considering now in  
planning new material for the coming year. 

We have our own patterns and contradictions here at NAILS 
too. We love the Big Book, with its fun- and fact-filled pages; 
yet, we loathe it, as it makes the month of october a month 
filled with late nights, missed trick-or-treating, and lunch at our 
desks. We know how useful the Big Book is for the industry and 
yet we go bleary-eyed fact-checking our Excel sheets in fear of 
transposing a telephone number or misplacing a decimal in a 
service price.

So, a few words on how we develop this data.  
We conduct a major survey among our readership and others 

in August. however, because we do not get a representative re-
sponse from Vietnamese salons, we survey that group separately. 
We combine the Vietnamese and non-Vietnamese information 
to calculate our market size, but not to figure the general statistics 

An Industry of ContrAdICtIons 
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NAILS’ market size projection 
figures are estimates derived 
from our own research. They are 
calculated (in a proprietary way) 
based on the number of salons 
in the U.S., the number of nail 
technicians per salon in each 
state, the average service prices 
of four key salon services, and an 
estimate of the number of prac-
ticing nail technicians. The final 
figure represents, to the best of 
our ability, the total amount of 
money spent in the U.S. in nail 
salons for services.

Nail SaloN ServiceS markeT Size

“iNduSTrY PulSe”

Overall price increase of 4.3% 
on basic salon services 

Natural nail care services up 0.3%

Acrylic services up 0.9%

Gel services up 10.1%
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 AXXIUM, the 
fi rst professional 
product
advertised 
directly to the 
consumer.
Seen in Ladies’ Home 
Journal, Lucky, More, and 
Self. OPI – supporting the 
professional nail technician.

Effortless overlays and sculpts 
with exceptional strength, clarity 
and color! Your clients will delight 
in the beauty, the wear, and the 
weightlessness. Beautiful nails have 
never been so easy to achieve.

 Call 800.341.9999 or visit www.opi.com 
©2010 OPI Products Inc.
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New England/Mid-Atlantic 16.9%

North Central 20.8%

South Atlantic 19.8%

South Central 16.0%

Mountain 7.6%

Pacific Coast 16.0%

International 2.9%

where do You live?

Vietnamese  40%

Caucasian 39%

hispanic 10%

African-American 8%

korean 2%

other 1%

*2009-2010 Big Book

which title best 
deScribeS Your PoSiTioN?

Nail technician/booth renter 24.5%

Nail technician/employee 17.3%

Salon owner (doing nails) 35.2%

Salon owner (not doing nails) 3.5%

Salon manager/nail dept. 
manager (doing nails) 3.7%

Salon manager/nail dept.
manager (not doing nails) 1.1%

Student/apprentice 7.2%

Cosmetologist 7.5%

Nail Tech demoGraPhicS

how old are You?

25 or younger 8.7%

26-30 12.1%

31-35 14.6%

36-40 16.7%

41-45 15.7%

46-50 14.4%

over 50 17.7%

        3% male
97% female      

GeNder*: 

eThNiciTY*

one of the most fascinating aspects of the professional 
nail industry is its  ethnic diversity, especially the dominance 
of one particular ethnic group: the Vietnamese. To see 
statistics on the Vietnamese nail  industry go to   
www.nailsmag.com/vietstats.

 >>>



OPI TITANIUM TOOLING • Combining beauty, precision, and performance, high-quality 
OPI Titanium Tooling implements are engineered with superior 420 satinless steel and coated 
with ultra-hard, corrosion-resistant Titanium for sharper, longer-lasting tools.

CUTICLES NEVER HAD IT SO GOOD!

CHECK OUT OPI’S ENTIRE COLLECTION OF NINE COOL TOOLS 

AND THE GO-ANYWHERE TITANIUM TOOLING WALLET AT www.opi.com
For more information, contact your local OPI distributor. 

Call 800.341.9999  ©2010 OPI Products Inc.
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Some high school 3.5%

Finished high school 30.5%

Some college/AA degree 40.1%

Finished college 16.6% 

Some graduate school 2.9%

Finished graduate school 6.4%

medical iNSuraNce

I have insurance through my spouse’s policy.   38.3% 

I have my own insurance policy,  
not through work or a spouse.  21.1% 

I do not currently have medical insurance.   20.9%

I have insurance coverage through the  
salon that the salon pays for. 2.5%

I am covered by Medicaid, based on my income.   4.9%

I am covered by Medicare, based on my age.   3.7%

I have insurance coverage through the salon  
that I pay for personally. 6.2%

other  2.4%

how long have you 
been doiNG NailS?

one year or less 21.0%

2-3 years  16.5%

4-5 years 10.2%

6-7 years 6.4%

8-9 years 4.7%

10+ years 41.2%

Married with kids 51.5%

Unmarried with kids 15.1%

Married with no kids 14.2%

Unmarried with no kids 19.2%

home life

what is the hiGheST level of 
School you have completed?

Nail Tech demoGraPhicS

 >>>



Call 800.341.9999 or visit www.opi.com  ©2010 OPI Products Inc.

FINISH FAST
OPI’s fastest-setting system, Competition offers winning performance and colors, including the industry’s 
whitest white. Advanced formula glides on smoother and thinner, without sacrifi cing strength and fl exibility. 
Six ultra-fi ne-textured powder shades, including Ultimate White plus warm and cool pinks, allow customized 
results that flatter every client.

ADVANCED FORMULA ACRYLIC SYSTEM

Competition Acrylic Powder is available in:

WARM

PINK

COOL

PINK

ULTIMATE

WHITE
OPAQUE

WHITE
TOTALLY

NATURAL

VERY

CLEAR
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$150 or less 12.4%

$151-$200 2.4%

$201-$250 6.2%

$251-$300 11.7%

$301-$350 18.3%

$351-$400 15.2%

$401-$450 3.4%

$451-$500 10.3%

More than $500  15.9%

“A percentage of  4.1%
my service income”

how much is your 
  moNThlY booTh reNTal? 
  $367 (average) [5 years ago: $295]
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Just me 50.9%

2 nail techs 22.1%

3 techs 8.8%

4 techs 6.2%

5 techs 3.0%

6 techs 3.3%

7+ techs 5.7%

 >>>

Does your salon have a 
dreSS code or 

require a uNiform?

YeS
No

32.8% 
67.2%

Nails-only salon 56.4%

Full-service salon 25.3%

Day spa 3.6%

home-based salon 2.6%

Mobile salon/spa 0.6%

Resort/hotel/
destination spa/salon 0.3%

other 11.2%

how would you 
deScribe Your SaloN?

YeS58.8% 

No41.2%

Do you carry 
ProfeSSioNal 
liabiliTY iNSuraNce 
for yourself or 
your salon?

how many nail technicians 
work iN Your SaloN? 

what is the Square fooTaGe 
of your salon?

5,000 square feet or larger 4.2%

3,000-4,999 square feet 5.9%

2,000-2,999 square feet 9.1%

1,000-1,999 square feet 18.7%

501-999 square feet 15.0%

101-500 square feet 12.6%

less than 101 square feet 5.4%

I don’t know 29.1%

SaloN eNviroNmeNT



 Cleans and disinfects tools, 
hard surfaces, and pedicure 
spas and tubs

Hospital-grade, EPA-
registered disinfectant

Effective against a broad 
spectrum of bacteria, viruses, 
fungus, mold, and mildew

Deodorizes

Built-in chelator dissolves 
hard-water mineral deposits

Degreaser cleans residue 
left by oily pedicure scrubs

Non-acid, pipe-safe cleaning

Economical – one gallon 
makes up to 128 gallons of 
cleaning solution

Meets most state board 
sanitation regulations

 THE #1 REASON WOMEN 
RETURN TO NAIL SALONS? 

CLEANLINESS!
 

OPI makes it easy and economical 

to keep your salon compliant with 

state regulations with just one single 

product – OPI Spa Complete 

One-Step Cleaner and Disinfectant.

Call 800.341.9999 or visit www.opi.com  
©2010 OPI Products Inc.

AVERAGE COST PER USE
HARD SURFACES 
 (using the gallon size) 

   Clean and disinfect your station 

     20 times for just 1 penny.

      IMPLEMENT 

         DISINFECTION      
             Disinfect implements for 

              20 cents a day.

            PEDICURE 

             SPAS & TUBS

                  Clean and disinfect for 

                   39 cents per gallon of water.

    

Call 800.341.9999 or visit www.opi.com  
©2010 OPI Products Inc.

HARD SURFACES 
 (using the gallon size) 

   Clean and disinfect your station 

     20 times for just 1 penny.

      IMPLEMENT 

        DISINFECTION      
           Disinfect implements for 

               20 cents a day.

     PEDICURE 

      SPAS & TUBS

          Clean and disinfect for 

         39 cents per gallon of water.



in
d

u
st

ry
 s

ta
tis

tic
s

10    |   NAILS MAGAZINE    |   2010-2011 ThE BIG Book

$150 or less 20.9%

$151-$250 12.4%

$251-$350 13.9%

$351-$450 21.1%

$451-$550 10.9%

$551-$650 9.1%

$651-$750 6.8%

More than $750 14.0%

 >>>*2009-2010 Big Book

Service PriceS
2010         2009overall iNduSTrY averaGe

Basic manicure $18.79 $18.65

Deluxe manicure $27.12 $26.61

Basic pedicure $30.99 $31.33

Deluxe pedicure $42.66 $42.88

Full set acrylics (sculpt) $45.06 $44.79

Full set acrylics (tips) $40.78 $41.11

Gels (full set) $48.66 $46.69

Wraps (full set) $38.46 $33.67

Colored acrylics (full set) $47.06 $45.22

Pink-and-white acrylics (full set) $47.38 $47.19

Acrylic fill  $25.87 $25.85

Gel fill $29.93 $29.19

Gel toenails (full set) $37.03 $33.95

UV top coat $7.80 $6.27

Soak-off gel application $28.68    n/a

Soak-off gel removal $14.30    n/a

Nail Tech iNcome

10 or fewer    14.0%   

11-20    13.7%  

 21-30    21.4%     

 31-40    28.1%     

 41-50    15.4%     

 More than 50    6.6% 

on average,  
how many 
hourS do You  
work each week? 

I am the salon owner/manager.    36.2%   

I am a booth renter, I pay rent to the 
salon and I keep all my service fees.    27.9%   

I am a booth renter, I pay rent to the salon 
and I keep a percentage of my service fees.    1.6%     

I am an employee and I receive a salary and 
keep my tips.   1.6%     

I am an employee and I receive a salary plus 
a percentage of my service fees.   2.0%     

I am an employee and I receive just a 
percentage of my service fees.    11.6%   

I am an employee and my compensation 
is based on the number of clients I serve.
(I receive a higher commission if I bring 
in more clients.) 3.9%

other.    15.2%   

which best describes your 
comPeNSaTioN SYSTem?

average weekly income

whaT commiSSioN PerceNTaGe 
 do you receive on services?

55.7% (average)* 



Because you want nothing to get between 
you and your work, OPI Artist Series Brushes 
are designed with sleek, short handles and 
handcrafted using the fi nest materials to deliver 
perfection from the fi rst brush stroke to the last.

61/2

51/2

41/2

31/2

21/2

11/2

1/2

7

6

5

4

3

2

1

SHORT•SLEEK•SENSATIONAL

For more information about OPI Artist Series Brushes, log on as a professional at www.opi.com or contact your Authorized OPI Distributor.

©2010 OPI Products Inc. Call 800.341.9999 or visit opi.com

ACTUAL SIZE

IN INCHES

A
rt

is
t 

S
er

ie
s 

O
va

l G
el

 B
ru

sh

A
rt

is
t 

S
er

ie
s 

Fl
at

 G
el

 B
ru

sh

A
rt

is
t 

S
er

ie
s 

2
-P

ie
ce

 K
ol

in
sk

i G
el

 B
ru

sh

A
rt

is
t 

S
er

ie
s 

2
-P

ie
ce

 A
cr

yl
ic

 O
va

l B
ru

sh

A
rt

is
t 

S
er

ie
s 

K
ol

in
sk

i M
in

i G
el

 B
ru

sh

A
rt

is
t 

S
er

ie
s 

A
cr

yl
ic

 O
va

l B
ru

sh

Artist Series 2-Piece Kolinski Gel Brush
Compact 4 1/2 inches – #4 brush head 

ideal for OPI gels. Great for travel.

Artist Series Oval Gel Brush
Tapers to a sharp point, excellent for details 

and clean, crisp smile lines.

Acrylic Oval Brush
Lightweight handle for a comfortable 

grip and effortless brush control.

2-Piece Acrylic Oval Brush
Compact 4 1/2 inches – 

perfect for travel!

Artist Series Flat Gel Brush
Perfect for moving quantities of gel for 

fast nail coverage.

Artist Series Kolinski Mini Gel Brush
#2 brush head with a slim handle for 

precision and comfort.



in
d

u
st

ry
 s

ta
tis

tic
s

12    |   NAILS MAGAZINE    |   2010-2011 ThE BIG Book

Manicures 97%

Pedicures 92%

Polish changes 87%

Nail art 83%

Specialty manicures/pedicures 71%

Full set acrylics (tip-with-overlay) 69%

Pink-and-white acrylics 66%

Paraffin dips 65%

Full set acrylics (sculpts) 63%

Gels/UV light systems 63%

Waxing (for hair removal) 62%

Eyebrow shaping 57%

Colored acrylics 53%

UV top coat service/gel overlay 51% 

Soak-off gels 50%

Brush-on gel polish 49%

Colored gels  47%

Gel toenails 46%

Acrylic toenails  45%

Skin care 45%

hair care 43%

Makeup application 33%

Eyebrow tinting 31%

Massage 30%

Wraps (silks or linen) 26%

Fiberglass wraps 24%

Eyelash tinting 24%

Eyelash extensions 23%

Nail jewelry 21%

Reflexology 19%

Body wraps 16%

Powder/glue extensions 14%

Microdermabrasion treatments (for hands and feet) 11%

Tanning 11%

Ear piercing 11%

Airbrushing 10%

Ear coning/candling 9%

Airbrush tanning 9%

Permanent makeup 8%

Non-waxing hair removal 6%

Teeth whitening 2%

what ServiceS are offered iN Your SaloN?

2010

 >>>

SaloN ServiceS

33.6% have added a new service.      

10.3% have discontinued a service.      

soak-off gels/gel hybrids/Shellac 64.2%

rock star toes, gel toes 8.8%

gel services 3.7%

eyelashes extensions 3.7%

specialty manicures/pedicures 3.5%

Minx 2.8%

paraffin 2.6%

colored gels 1.6%

UV-top coat service 1.4%

spray tanning 1.4%

Do you want to know how salon  
services have changed over the last five 
years? Log on to www.nailsmag.com/resources and 
click on  Industry Stats. You can also compare how 
  average service prices, salon trends, and other 
 industry  statistics have changed from year to year. 

Go 
online!for more information 

what ServiceS have you 
added ThiS Year?

Have you added aNY  
New ServiceS this year? 



Call 800.341.9999 or visit www.opi.com  ©2010 OPI Products Inc.

NEW!
ROYAL VERBENA

ROYALLY PAMPERING

 Natural sugar crystals reduce 
calluses and smooth away dry, rough skin, 

plus botanical extracts to help soothe 
and revitalize. Triple-action fruit-derived 

AHA’s leave skin silky smooth.

 Ultra-hydrates with shea butter extract. 
Botanical extract helps soften with botanical 

extracts and revitalize.

 Botanicals and revitalizing
extracts, plus antioxidant vitamins 

provide the ideal slip for a 
non-greasy massage while being 

the perfect lightweight moisturizer.

scrub mask massage

 Inspired by the blossoming verbena plant with its crisp, green aroma, and fi lled 

with the extracts of soothing botanicals and revitalizing citrus, new Manicure/ 

Pedicure Royal Verbena is a luxury spa service. Princess-worthy results; soft, 

smooth hands and richly cared-for feet.
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4.

3.

bruSh-oN Gel-PoliSh. The new crop of brush-on gel-polish lines is 
the single biggest trend we’ve seen over the last several years. At least 64% of 
nail techs added this new service in 2010. The hook? It goes on like polish (with 
a polish-like brush out of a polish-like bottle with a thinner viscosity than most 
soak-off gels) and wears like a gel (complete with UV cure, soak-off removal, and 
two-week wearability). The beauty of it? It’s a longer-lasting, chip-free manicure.

bruSh-oN Gel PoliSh. Yep, it’s #1 and #2 on my trends list. Not 
only do techs love this new service, which allows them to charge $10-$15 more 
for practically the same amount of time as a manicure, but clients are flocking to 
salons and asking for the new “14-Day Manicure” by name. The amount of press 
CND received for Shellac (“The Today Show,” The New York Times, and countless 
local news and print coverage) has clients — many of whom previously shunned 
any type of nail enhancement — considering new salon service options. As of 
press time, there are at least 12 brands (and counting) of these hybrids. And 
that’s not even including all of the great color soak-off gels in pots that are also 
getting an added boost from all the press.

Social media.  It’s an understatement to say that Facebook has taken off 
in the salon world. More than 75% of you told us you have a personal Facebook 
page (compare that with just 23% with a personal page last year)and 45% of you 
told us you have a business Facebook page (compare that with just 5% with a 
business page last year). The most effective method for marketing your services 
is Facebook (62% of you are doing that). Facebook has automated the client 
referral process that has forever been a nail tech’s best advertisement. You can 
do so much by way of social networking — from offering your clients last-minute 
deals in order to fill open time slots, to networking with your peers around the 
world. It’s only going to increase in the months and years to come.

NeTworkiNG eveNTS. In addition to networking online, we’ve also 
seen a boom in localized, home-grown networking events. There’s one in the 
Smokies, one in Long Island, one in New hampshire, one in the Northwest — and 
those are just the high-profile ones. There’s The high Road to Education (hRTE), 
which acts as sort of a traveling networking event. And there’s the ever-popular 
BeautyTech.com networking event in orlando every year. These groups offer 
hands-on demos, business lessons, and a great place to hang out with other like-
minded nail professionals. And with 51% of you being the sole nail tech at your 
salon, it makes it even more important to get together with your peers to learn 
new techniques and talk shop.

SmarTPhoNeS, iPhones, Blackberrys, Droids — you know what I’m talking 
about. Many of us (myself included) can’t put them down. At least 58% of you 
own some type of smartphone, and of those, 69% are using it as your business 
phone. That sounds like you’re making yourself available to your clients more 
than you ever have. I’ve talked to techs who text appointment reminders: 64% of 
you use your smartphone for business texting. There are also online scheduling 
apps that make it quick and easy, and it’s like having your book on you at all 
times. A word of warning though: We need to put the devices down from time to 
time in order to step away from our jobs (I know, that’s not very easy for some of 
us) and take some time for personal lives.     — Hannah Lee

SaloN TreNdS

This year we saw a slight upturn in the economy (3.5% increase in market size over last 
year) and a new product category took flight. In addition, networking — both online and 
in person — proved that it’s vital to your business.
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HOW 
CAN
A  DRIP 
DRY?

LACQUER DRYING DROPS

Easily!
Drip Dry dries nails to the touch in one minute, 

completely in fi ve, with just 1 to 2 drops. 
Any other questions?

Call 800.341.9999 or visit www.opi.com 
©2010 OPI Products Inc.
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which daYS are You 
open and/or open late?

Open
Late

Summer 54.7%
Spring 19.1%
Winter 16.2%

Fall 10.1%

1) Saturday
2) Friday
3) Thursday

who are Your clieNTS?

what percentage  of your  
business is aPPoiNTmeNTS vS. walk-iNS? 

Regular appointments 49.1%

Standing appointments     34.7%

Walk-in appointments    13.9% 

other (filling in for another  2.3%
tech, for example)  

10 or fewer    30.2%   

11-20    26.7%  

 21-30    22.8%     

 31-40    11.2%     

 41-50    5.1%     

 More than 50    4.0% 

oN averaGe, 
how maNY clieNTS do 
You See each week?

clieNT demoGraPhicS

Sunday 19.3% 5.3%

Monday 51.2% 23.3%

Tuesday 78.3% 43.6%

Wednesday 78.4% 44.3%

Thursday 77.1% 54.5%

Friday 79.1% 37.4%

Saturday 73.6% 18.0%

your buSieST days:

your buSieST seasons:

Open

Girls under 20 8.4%

Women 21-25 13.4%

Women 26-35 21.0%

Women 36-45 25.6%

Women 46+ 27.3%

Men 4.3%



Call 800.341.9999 or visit www.opi.com  ©2010 OPI Products Inc.

BUBBLE-FREE
A new defi nition of exceptional acrylic performance, Absolute delivers beautiful, bubble-free results with 
incredible workability and smooth, fl uid consistency. The self-contouring monomer formula offers the ideal set time 
for ultimate sculpting control. And seven impeccable powder shades - including transforming Makeover Pink 
and three additional pinks - allow you to design enhancements that complement every shade of skin.

LIQUID & POWDER TECHNOLOGY

Absolute Acrylic Powder is available in:

OPAQUE

PINK

TRANSLUCENT

PINK

CRYSTAL

CLEAR

PERFECT

WHITE

BRILLIANT

PINK

TRULY

NATURAL

MAKEOVER

PINK

your buSieST seasons:
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SaloN markeTiNG

where do You 
adverTiSe Your buSiNeSS? 

 1. word of mouth/client referral system 62.4%
 2. Facebook and other social networking tools 8.8%
 3. newspaper (local, including school papers) 6.8%
 4. my website 5.8%
 5. direct marketing/mail or e-mail 3.1%
 6. local magazines 2.3%
 7. online salon referral/online booking programs 1.9%
 8. flyers 1.6%
 9. radio 1.4%
 10. signage 1.1%

Client referral system    76.0%  49.4%

I have a Facebook page   49.5%   3.8% 

The salon has its own website    39.1%     34.4%

Local newspaper    29.8% 51.5%

Sponsor charity events    25.5%  24.9%

Yellow Pages (printed)    25.1%     37.5%

other online directories 
(including salon finder sites)   20.0%  20.2%

Local or city magazines    18.5% 17.6%

Direct mail to local area residents    17.2%  26.8%

high school or other school papers    16.1% 23.0%

Cooperative advertising 
with other local businesses    15.1% 11.1% 

online Yellow Pages    13.6%  18.8%

Door hangers or windshield flyers    12.0% 18.7%

Radio    10.3% 9.7%

I have a MySpace page    8.2% 18.0%

Local TV    4.4%  5.7%

Sponsor local sports teams    4.0% 8.3%

Billboards or bus benches    2.6%  4.3%

2010 2008

ToP 10 moST effecTive markeTiNG 
meThodS for Nail SaloNS

28% raised the price of services  
(17% increased pricing on deluxe pedicures)

2% lowered prices 
(6% lowered the price of a basic manicure)

4% discounted prices 
this year due to economic conditions or competition  

have You raiSed or 
lowered PriceS ThiS Year?



Call 800.341.9999 or visit www.opi.com  ©2010 OPI Products Inc.

DON’T FORGET TO RECOMMEND A MATCHING BOTTLE 

OF OPI LACQUER FOR AT HOME MAINTENANCE.

SOAK-OFF GEL LACQUER SYSTEM

Model is wearing Lucky Lucky Lavender and DS Radiance

Truly an affordable luxury for you and your clients. 
Average cost per set is $1.33
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I spend less than five hours a week online. 49.4%

I spend 5-10 hours per week on online. 35.3%

I spend 11-20 hours a week online. 10.0%

I spend more than 20 hours a week online 5.2%

2010

I use a computer to handle 
some business functions. 73.9%

I access the Internet to do 
research on the nail business. 85.1%

I access the Internet to learn 
more about new products. 90.8%

I access the Internet to look at 
different product manufacturer websites. 84.6%

I access the Internet to look at 
the sites of trade magazines. 68.7%

I go online to chat with 
other nail technicians. 28.6%

I go online to order products. 76.3%

I look at nail-related videos online. 71.9%

I subscribe to various nail-related 
e-mail newsletters. 56.9%

I’m interested in receiving information 
about nail products via e-mail. 59.3%

E-mail is a good way to reach me. 75.1%

I have my own website. 17.8%  13.9%

My salon has its own website. 48.5% 32.3%

I have a MySpace page for myself. 14.8% 27.9%

I have a MySpace page for my salon. 5.2%  9.9%

I have a Facebook page for myself. 76.9% 22.7%

I have a Facebook page for my salon. 44.8% 5.1%

I have a nail-related blog. 8.2% 4.2%

I have a Twitter account. 14.2% n/a
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Tech-SavvY TechS

Personal phone 92.6%

Personal text messaging 86.4%

Business phone 69.3%

Business text messaging 64.2%

Personal applications 61.3%

Researching companies online 30.7%

online appointment booking 19.1%

other uses 7.8%

whaT do You uSe Your  
SmarTPhoNe for?

Do you have a 
SmarTPhoNe?

YeS57.5% 

how do You do buSiNeSS oNliNe? 
We asked techs which of the following  
statements were TRUE for themselves.

are You oNliNe? 

2010 2008



Call 800.341.9999 or visit www.opi.com 

©2010 OPI Products Inc.

OPI Disinfectable Foot File 
with Disposable Grit Strips
A convenient, economical new way to offer pedicure services with the highest level 

of sanitation – the new OPI Disinfectable Foot File with Disposable Grit Strips, 

so that each client gets a fresh strip.

• Disposable strips available in 80-grit   

 (quickly reduces calluses) and 120-grit   

 (buffs skin to a smooth fi nish) abrasives.

• Easy to use! Paddle features a larger

 working surface for faster callus removal.

120-Grit

Refi ll Pack

80-Grit

Refi ll Pack

5-pc. Display

Peel-off disposable 

strip for maximum 

sanitation.
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Yes, I provide all my own supplies, 
including tools and equipment. 70.2%

I provide some supplies, the 
salon provides some supplies. 8.3%

The salon provides all my 
supplies, except my tools.  12.3%

The salon provides all supplies, 
including tools and equipment.  9.1% 

Do you PurchaSe your 
owN Nail ProducTS?
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where do You ShoP for nail supplies? 

I shop in a professional beauty supply store.    89.0%          

I order online from my dealer’s catalog.    37.4%     

I buy products at tradeshows.   35.4%   

I order from an online-only distributor.   34.8%   

I order over the phone from my dealer’s 
catalog or deal sheets.    34.0%  

I buy direct from the manufacturer.    29.4%

I shop in an open-to-the-public beauty store.    25.5%    

A distributor’s sales consultant comes to the 
salon and takes my order.    21.1%   

For some items, I buy from non-traditional places 
that don’t carry traditional professional nail supplies.   13.3%    

I shop at the drugstore or other general store.    7.3%     

I shop from a mobile or van dealer 
who comes to my salon.    1.9%  

other    3.4%

Respondents chose the sources they use “regularly.”

buYiNG habiTS

how ofTeN do you 
purchase supplies? 

Less than once a month 11.7% 16.0%

once a month 25.3% 41.0%

Twice a month 24.6% 27.1%

once a week 13.0% 14.5%

More than once a week 2.1% 1.3%

No set pattern  23.3%  n/a

2010

how much do You SPeNd 
per month on nail supplies?

Less than $100 per month 48.1%

$101-$200 per month 29.2%

$201-$300 per month 11.5%

$301-$400 per month 4.2%

$401-$500 per month 3.3%

More than $500 per month 3.7%

2009



NAILS to ENVY
get andkeep

original
NAIL ENVY
Maximum strength 
formula with Hydrolyzed 
Protein and Calcium 
helps nails grow harder, 
longer, and stronger.

dry&brittle
NAIL ENVY
Moisturizing formula helps 
maintain fl exibility and 
protects with antioxidant 
vitamins E & C.

matte 
NAIL ENVY
Same maxiumum 
strength as Original 
Nail Envy, but with
a natural-looking 
matte fi nish.

soft&thin
NAIL ENVY

Strengthening
formula fortifi es soft, 
thin nails with extra 

calcium.

sensitive&peeling
NAIL ENVY

Formaldehyde-free
formula protects against
peeling with antioxidant

vitamin E, kukui nut
oil, and aloe vera to 

soothe sensitive nails.

maintenance
NAIL ENVY

Once your chosen 

Nail Envy formula 

has done its job, 

switch to Nail Envy

Maintenance Formula

to maintain results. 

Call 800.341.9999 or visit www.opi.com 
©2010 OPI Products Inc.
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buYiNG habiTS

1 light 36.8%

2 lights 31.6%

3 lights 11.6%

4 lights 10.8%

5+ lights 9.1%

87.2% of nail techs have 
uv liGhTS iN The SaloN.

1 pedi spa 44.3%

2 pedi spas 29.1%

3 pedi spas 9.5%

4 pedi spas 8.8%

5 to 10 pedi spas 7.4%

more than 10 pedi spas 0.9%

87.2% of nail techs have 
Pedicure SPaS iN The SaloN.

Tell uS where You PurchaSe each of The followiNG ProducTS

Professional-
only supplier 
(ordering by 

phone or online)

Discount 
supplier, 

order online

Direct 
from the 

manufacturer

oTC beauty 
supply store

TradeshowsProfessional-only 
beauty supply 

SToRE

Whoever has 
the best price

UV light (for curing gels) 87.2%

electric file 76.1%

paraffin unit 73.8%

pedicure spa (“throne” type) 50.0%

local area exhaust system (for ventilation) 39.3%

professional towel warmer 37.9%

air purifier 37.8%

vented manicure table 29.3%

high-level sterilizing equipment (not autoclave) 28.9%

autoclave 18.9%

airbrush (for nails) 18.6%

airbrush tanning equipment 11.8%

tanning bed 9.0% 

microdermabrasion equipment  
(for hands and feet) 8.9%

which of the following pieces  
of SaloN equiPmeNT do you  
have in your salon? 

nail polish 61.3%  13.2% 2.4% 5.6% 2.4%  0.5%  14.5% 

sanitation products 53.6%  21.0%  5.7%  3.8%  3.2%  0.3%  12.4% 

glue 51.9%  20.2%  7.6% 5.6%  5.0%  0.6%  9.1% 

lotions 51.4%  19.7%  3.9% 8.7%  4.2% 0.8%  11.2% 

implements 50.1% 22.3%  5.6%  5.6%  1.9%  1.9%  12.5% 

acrylic products 49.8%   22.6%  5.7%  12.1% 0.7%  1.3%  7.7% 

acetone 49.2%  13.3%  5.6%  1.9% 11.9%  0.0%  18.1% 

nail tips 46.2%  23.0%  9.7% 8.5% 2.5%  0.6% 9.4% 

gel systems/products 44.4%  27.1%  4.6%  15.0%  1.0%  1.6%  6.2% 

nail files 44.3%  23.0%  10.0%  6.8%  2.7%  1.6%  11.6% 

electric files 42.4%  21.9%  5.6%  12.3%  1.7%  4.3%  11.9% 

cosmetics 40.1%  15.9%  3.2%  11.9%  4.0%  2.0%  23.0% 

disposable goods 39.6% 19.0%  9.5% 1.9%  5.1%  1.1%  23.8% 

salon furniture 30.8%  14.9% 7.1% 8.5% 2.4% 2.7%  33.6% 

Respondents chose their most frequently used sources.



Keep clients’ hands smooth, soft, and comfortable with
Avoplex High-Intensity Hand & Nail Cream and Avoplex Cuticle Oil to Go. 

THE PERFECT PAIR

Call 800.341.9999 or visit www.opi.com.  ©2010 OPI Products Inc.

AVOPLEX HIGH-INTENSITY

HAND & NAIL CREAM 

INTENSE CARE FOR HANDS
IN NEED OF SERIOUS REPAIR

Increases skin elasticity
and nail fl exibility

Contains deep-penetrating
protein peptides; a rich blend
of Shea, Cocoa, Avocado,
and Almond butters; 
OPI’s Advanced Avocado 
Lipid Complex

Display features two sizes plus a 
FREE tester so that spa clients 
can see dramatic results instantly

AVOPLEX CUTICLE

OIL TO GO 

CUTICLE CARE ANYWHERE

Replenishes essential
moisture and lipids

with antioxidant Vitamin E
plus Avocado, Sunfl ower,

Sesame, and Kukui Nut oils

A no drip formula perfect 
for pocket or purse

Display including a 
FREE tester so that spa clients 

can try before they buy

The essence of rich avocado
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1. hair care
2. Nail polish
3. hand lotion
4. Clothing
5. Skin care products

6. Nail strengtheners/treatments
7. Cuticle treatments
8. Purses
9. Jewelry
10. Makeup/cosmetics

less than 10% 53.4%

11%-20% 29.0%

21%-40% 11.4%

41%-60% 2.9%

More than 60% 3.3%

*2009-2010 Big Book

ToP 10 beST-SelliNG 
reTail ProducTS for Nail SaloNS

10% commission 40.3%

Commission/percentage of sales 24.4%

20% commission 7.1%

More than 20% commission 5.5%

Commission is variable/tiered 4.6%

Discounts on salon services 
or retail products for myself 4.6%

1%-9% commission 4.2%

Points systems/awards 3.4% 

11%-19% commission 2.9%

Counted toward my salary/bonus 2.1%

Rental rebate 0.8%

Do you receive an 
incentive on reTail 
ProducTS You Sell?

YeS33.5% 

If you do receive an 
incentive on retail products, 
whaT iS The iNceNTive? 

SaloN reTail

whaT ProducTS do You reTail?

polish-drying products 96%

nail files, nail buffers 96%

top/base coats 96%

cuticle treatments 95%

jewelry 94%

skin care products 93%

hand lotions 93%

nail strengtheners/nail treatments 93%

makeup/cosmetics 93%

nail polish 92%

other boutique items 92%

hair care 90%

candles 90%

adhesives/nail glue 89%

implements or personal implement kits 89%

purses 88%

vitamins, nutritional supplements 83%

toe rings 81%

clothing 80%

what percentage of SPace aT 
Your SaloN iS devoTed To reTail?*

76.6% of nail 
techs retail 

products for 
clients’ at-
home use.



Call 800.341.9999 or visit www.opi.com ©2010 OPI Products Inc. 

SKIN QUENCHERS HAND & BODY LOTION

SAME PURE REFRESHMENT
NEW LOOK

Discover happy skin in a bottle, bursting with 
   naturally hydrating essences, for silkier,

smoother, more touchable skin.

Ginger Lily
NEW FLAVOR!
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Being environmentally  
conscious is important to me. 93.1%

Being environmentally conscious  
is VERY important to me.  58.4% 

I have instituted some ‘green’ or  
‘sustainable’ business practices in my salon.  65.2% 

We recycle at this salon.   63.9% 

We use low-energy  
lightbulbs at this salon.  69.2% 

We have reduced our water  
consumption at this salon.  65.1% 

We dispose of our unused products in  
an environmentally correct fashion.  83.4% 

I choose my salon products —  
at least in part — based on the manufacturer’s  
commitment to environmental issues.  45.6% 

When I can, I choose ‘organic’ or ‘natural’ products. 56.5% 

I  believe my environmental consciousness  
is important to my clients. 68.0% 

I’m more aware of potentially dangerous  
chemicals in my products.  93.6%

I think the ‘green business movement’ is a fad.  19.3% 

I haven’t given much thought to  
the ‘green movement.’  28.7%

 >>>

Looking to go green? The National Association of Eco-
Friendly Salons & Spas (NAEFSS) offers a certification  
program that awards points for 11 categories that make up its 
Salon & Spa Sustainability Model. Visit www.naefss.org for 
more information.

The coNSciouS SaloN

With the continued emphasis on the green 
movement, we know that many salons are 
trying to become more environmentally 
conscious. We asked whether the following 
statements were true for respondents. 

2010

If you want to read more about 
what salons are doing to go green, 
log on to The Conscious Salon channel 
online (www.nailsmag.com/conscious). You’ll 
find profiles and links to eco-conscious  salons, 
eco-friendly products, and info on ways you can 
turn your salon GREEN.

Go 
online!for more information 



 PROFESSIONAL FILES BY OPI

  Call 800.341.9999 or visit www.opi.com 

©2010 OPI Products Inc.

OPI QUALITY COMPETITIVELY PRICED!

Professional Files by OPI with an exclusive shape that is superior
by design and uniquely contoured for maximum ease. 

The arched sides follow the motion of the arm for more accurate fi ling, helping to 

reduce effort and fatigue. The seven-inch length provides the maximum fi le surface. 

The smaller end can be used to push cuticles; 

the wider end is ideal for creating straight sidewalls.
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nAIl teChs nAIl sAlons
 2010 2008 % change 2010 2008 % change
Alabama 1,917 1,919 -0.1% 853 827 3.1%
Alaska 880 350 151.4% 124 125 -0.8%
Arizona 8,381 8,236 1.8% 1,165 1,170 -0.4%
Arkansas 1,581 1,422 11.2% 487 461 5.6%
California 92,967 85,822 8.3% 7,690 8,097 -5.0%
Colorado 7,951 6,779 17.3% 905 914 -1.0%
Connecticut 2,932 3,184 -7.9% 940 939 0.1%
Delaware 438 462 -5.2% 179 192 -6.8%
Dist. of Columbia 230 185 24.3% 100 91 9.9%
Florida 46,730 45,041 3.8% 4,082 4,190 -2.6%
Georgia 5,546 5,162 7.4% 2,053 2,058 -0.2%
hawaii 1,620 1,749 -7.4% 229 230 -0.4%
Idaho 1,380 1,321 4.5% 220 222 -0.9%
Illinois 8,873 8,314 6.7% 2,175 2,164 0.5%
Indiana 3,275 3,039 7.9% 853 837 1.9%
Iowa 1,202 883 36.1% 362 347 4.3%
kansas 913 913 0.0% 417 439 -5.0%
kentucky 2,141 2,078 3.0% 576 563 2.3%
Louisiana 3,196 3,008 6.3% 1,039 949 9.5%
Maine 1,166 752 55.1% 175 181 -3.3%
Maryland 7,453 6,418 16.1% 1,004 1,001 0.3%
Massachusetts 13,207 11,822 11.7% 1,405 1,390 1.1%
Michigan 13,052 12,042 8.4% 1,540 1,639 -6.0%
Minnesota 2,941 2,703 8.8% 685 683 0.3%
Mississippi 1,943 1,793 8.4% 424 441 -3.9%
Missouri 5,536 4,864 13.8% 945 925 2.7%
Montana 445 417 6.8% 164 163 0.6%
Nebraska 884 793 11.5% 321 295 8.8%
Nevada 5,708 6,034 -5.4% 476 518 -8.1%
New hampshire 1,192 898 32.7% 186 199 -6.6%
New Jersey 8,277 8,125 1.9% 2,426 2,585 -6.2%
New Mexico 1,329 1,174 13.2% 364 356 2.3%
New York 16,335 16,172 1.0% 4,051 4,076 -0.6%
North Carolina 7,507 6,721 11.7% 1,759 1,736 1.3%
North Dakota 158 114 38.6% 67 64 4.7%
ohio 13,019 11,742 10.9% 1,508 1,578 -4.4%
oklahoma 4,938 4,494 9.9% 676 665 1.7%
oregon 16,838 14,854 13.4% 615 636 -3.3%
Pennsylvania 9,894 9,098 8.8% 2,528 2,576 -1.9%
Rhode Island 1,695 1,459 16.2% 219 210 4.3%
South Carolina 2,197 1,938 13.4% 803 771 4.2%
South Dakota 33 30 9.3% 58 54 7.4%
Tennessee 4,080 3,810 7.1% 1,093 1,043 4.8%
Texas 24,994 24,029 4.0% 5,150 5,139 0.2%
Utah 1,753 1,592 10.1% 332 336 -1.2%
Vermont 213 201 6.0% 59 61 -3.3%
Virginia 6,950 5,781 20.2% 1,491 1,482 0.6%
Washington 7,300 7,300 0.0% 1,325 1,296 2.2%
West Virginia 682 614 11.1% 197 179 10.1%
Wisconsin 1,868 1,727 8.2% 894 932 -4.1%
Wyoming 425 368 15.5% 116 104 11.5%
totAls 376,165 349,746 7.6% 57,505 58,129 -1.1%

sources: This data is derived from several sources: state boards’ self-reported figures (in some cases, we confirmed the data by looking 
at the actual name file); business lists and NAILS’ own estimates when a number is not provided or figures from various sources were 
inconsistent. our own estimates are based on known information about the number of salon businesses in each state and the average 
number of nail technicians per salon.

reGioNal aNalYSiS



Get Instant
PERFECTION!
Discover instant perfection with new Perfection Nail Tip by OPI! Crisp, 
sleek, modern lines, a consistent 50% C-Curve from smile line to free edge, and 
the industry’s sharpest corner points allow you to quickly achieve the latest 
look in pinks and whites! 

OPI nail tips consistently outperform other nail tips with superior fit, maximum
adhesion, and durability.  Manufactured using pure, non-yellowing, crack-resistant
ABS plastic.  Made in the USA – quality you can trust!

Crisp smile lines and sharp corner  
points for perfect pinks and whites

50% C-Curve from 
smile line to free edge

Straight under-arch and sleek 
taper require minimal shaping 

Matte finish eliminates buffing  
prior to acrylic overlays

Introducing...
Perfection Nail Tip by OPI

©2010 OPI Products Inc. 
Call 800.341.9999 or visit www.opi.com

Quality-Made in the USA

Available in: 400, 200, 50 and 20 count packs
in White; also available in Natural (not shown)

NA0210opitipsfp.indd   1 12/15/09   2:26:58 PM



DS radiance
SHOWN

DS classic DS glow DS illuminate DS jewel DS reserve DS opulence DS refl ection DS extrava-
gance

DS mystery DS magic
SHOWN

DS top coat

NEWNEW WNEW

NEW
DS RADIANCE & DS MAGIC

Style is all about dazzling color and luxurious texture!

The new DS radiance and DS magic from Designer Series by OPI 

complement both of these elements brilliantly. Formulated 

with real diamond dust and ultra rich color, 

Designer Series is high fashion for your nails.

DS magic
An intriguing, deep blue.

DS radiance
Luxuriously rich, brilliant silver.

ULTIMATE GLAMOUR. EXTRAORDINARY BRILLIANCE.

CONTAINS NO DBP, TOLUENE, OR FORMALDEHYDE  Features OPI’s exclusive ProWideTM Brush (Patent Pending).  Call 800.341.9999  ©2010 OPI Products Inc.

 Try it on at opi.com


