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ABOUT COSMOBIZ SALON

THE WIGSTENSIONS AUTHORITY

CosmoBiz Salon is a monthly beauty and hair in-
dustry trade magazine specializing in wigs and hair 
extensions, or “wigstensions,” as we lovingly refer 
to them, non-surgical hair replacement systems 
and salon business. Published by BBIM (Beauty 
Business Industry Monitor) institute which pro-
vides in-depth research and training within the 
beauty industry, CosmoBiz Salon serves hair care 
industry professionals, including salon owners 
and hair stylists.
 
CosmoBiz Salon is devoted to keeping you in-
the-know on all things beauty, but our special fo-
cus is on bringing hair extensions and wigs into 
the spotlight where they belong. Wigstensions 
are no longer just for celebrities. As reported by 
the Professional Beauty Association, the hair ex-
tension market is rapidly growing; the number of 
hair salons offering extensions increased by 28.5% 
over the last two years! Also, our internal research 
indicates sharp increase in sales of wigstension 
products among the mainstream consumers. Cos-
moBiz Salon seeks to satisfy this growing business 
community that includes both hair professionals 
in the field and hair product companies.

Our editorials are geared toward hair care profes-
sionals who have already provided or are interested 
in  providing wigstension and trichology services.  
In every issue, you will find the latest and most ac-
curate information on new wigstension products 
as well as hair products for salon professionals.
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JU324, 
Harlem125MAMA MIA, 

Janet Collections

ROXIE, 
Estetica DesignsEVA, 

Vivica Fox

Julianne Hough looks stunning in 

this sleek pixie cut with a longer, 

side-swept bang. It’s so easy to go 

from day to night with this effort-

less look. Hough’s cropped mane 

is all elegance and sophistication, 

pictured here at The Kaleidoscope 

Ball, Beverly Hills Hotel.

STYLEBOOK

The Janet Collection by Beauty 

Plus is a “pioneer in the evo-

lution of hair products…,” 

constantly evolving to fit the needs 

of its consumers. Beauty Plus is a 

leading manufacturer of human and 

synthetic hair products.

Im
ag

es
 c

ou
rte

sy
 o

f P
BA

 (P
ro

fe
ss

io
na

l B
ea

ut
y 

As
so

ci
at

io
n)

The Professional Beauty Association announced the 
winners of the North American Hairstyling Awards 
(NAHA) on July 13th, 2014. More than 3,000 beauty 
professionals attended NAHA at the Mandalay Bay Re-
sort & Casino and congratulated the winners of NAHA 
2014. Alain Pereque from Montreal, Quebec, was an-
nounced the winner of the top honor of NAHA, Hair-
stylist of the year.

NAHA is the most prestigious photographic hairstyling 
and beauty competition in North America and just cele-
brated the 25th anniversary of the competition. Here are the winners of the 8 distinctive hair categories.

ANNOUNCING the NAHA 2014 WINNERS!

Hairstylist of 
the Year - Alain 
Pereque, Saco 
Salon Drummond.  Montreal, Quebec: Photographer 

John Rawson

Master Hairstylist of the Year - 
Anna Pacitto, 
Pure Salon.  
Montreal, Quebec: Photographer Ara Sassoonian

Avant Garde – 
Jake Thompson, Lunatic Fringe.  

Salt Lake City, 
UT: Photographer Jake Thompson

Men’s Hairstylist of the Year – 
Paula Pereira, 
Solo Base.  
Toronto, Ontario: Photographer 

Richard Sibbald

Salon Design - 
Zolton Salon and Spa.  Scottsdale, AZ: Photographer Brad Reed

Contemporary 
Classic – Sonna Brado, Jaazz 

Salons, Inc.  
Spokane, WA: 
Photographer 
Alec Wilson

Haircolor - Chry-stofer Benson.  
South Weber, UT: Photographer 

Joseph Cartright

Salon Team of the Year - Van Michael Salons.  Atlanta, GA: Photographer Babak

Im
ages courtesy of PBA (Professional Beauty Association)

The “wigstensions” (wigs and extensions) mar-

ket in the U.S. is rapidly changing. Sales of 

wigstension products for Caucasian consum-

ers are on the rise while African-American 

consumers are spending less than they once did. Of 

course, it is important to read these two markets indi-

vidually since they are unique in sales trends, types of 

products and distribution channels. 

 
While there is actually no conclusive data on the wig-

stension markets, BBIM, a research institute which 

studies the hair industry, estimates that sales of wigsten-

sions  grew from $200 million in the 1960’s to about 

$2.7 billion by 2008 when market growth reached its 

peak. After half a century of steady growth, the mar-

ket peaked and then took a hit. (These numbers include 

both Caucasian and African American market sales, 

though Caucasian sales are virtually insignificant when 

compared to those of African Americans who make up 

90% of the wigstension consumer demographic.)

 
From 2008 to 2012 the African American wigstension 

industry experienced about a 30% loss in sales, says 

Travis Johng, a market researcher at BBIM. The de-

cline in sales is also detailed by the three largest hair ex-

tension manufactures who also report about 30% order 

reduction during the same period. In 2013 the market 

continued to decline, seeing another 12% loss. BBIM 

projects the industry may suffer a further loss of about 

9% by the end of this year but is hopeful that decline 

will come to a halt by 2016. These losses, according to 

Johng, are due to a dramatic price hike which began to 

go into effect in 2008. More on that later. 

 
Looking, on the other hand, at the market trends for 

Caucasian consumers, we see that there has actually 

been growth of hair extension sales beginning in the 

late 90’s and continuing to trend upward through today. 

The ponytail extensions of the late 90’s sparked signif-

icant growth in the market. This trend was followed 

by the introduction of fusion extensions in the early 

2000’s, causing the Caucasian market to see slow but 

steady growth over the last 16 years. However, it is just 

in the last four to seven years that the market’s size has 

US Hair Extension and Wig Market

Trichology may be the next big thing to hit the cos-
metology world. Although some have been skep-
tical in the past, trichology has started to receive 
significant interest in the US and abroad.

What is trichology?
Trichology is a set of cosmetology services that pro-
motes healthier hair growth. It is not a medical service, 
nor a newly developed study. In fact, it is a 110 year 
old practice that was first introduced by The Institute of 
Trichologists in London. The Institute defines trichol-
ogy as “the science of the structure, function and dis-
eases of the human hair.” It goes on to say, “Clinical 
trichology is the diagnosis and treatment of diseases 
and disorders of the human hair and scalp.”

If you read just this definition you may mistake it for a 
medical service which only licensed doctors can per-
form. In reality, it is an unregulated wellness service 

that can be preformed by almost anyone, provided 
they have some level of training. Ideally, the treatment 
would be provided as a part of a cosmetology service.When trichology was first introduced, a group of doc-

tors, scientists and cos-metologists foresaw it as a 
separate medical specialty. But since the study of the 
hair and scalp overlaps with the study of dermatology, 
it failed to get recognized as such. In 1972, with the 
help of Dr. David Salinger, the University of Southern 
California reviewed studies of trichology but came to a 
similar conclusion.

Despite this disappointing outcome, The Institute of 
Trichologists continues to train trichologists, and many 
well-trained trichologists are providing professional 
services throughout the world. Some work side by side 
with dermatologists, and others are operating their own 
non-medical clinics. Trichology rests in a liminal space, 
not classified as medical nor purely cosmetic. It is par-
tially due to this lack of classification that trichology 
has not attained popularity.What should you expect at a trichology center?

step 1. The scalp is viewed with a microscopic digital camera with 200X to 500X lenses. Still imag-es can be saved for future reference. 

step 2. You will be able to see the close-up view of your scalp. Depending on the conditions of your scalp a set of treatment processes will be determined.

step 3. Water is mist-ed over the hair and scalp to soften any residues on the surface for optimum cleansing. 

 Microsopic VieW of scalp condition
classifying client’s scalp type Micro Mist -softening

The proce-
dure may vary depending 
on the scalp condition, but the following are some of the common procedures of a trichology service.

Industry Watch

70 C O S M O B I Z   S A L O N   S E P T E M B E R  2 0 1 4

COSMETOLOGY SECTION

• Reviews on up and coming personal care prod-
ucts, professional hair care products and tools 
our staff carefully selects after extensive re-
search

• Latest news on hair extension and wig trends 
and non-surgical hair replacement systems

• Hair industry analysis and market forecasting
• Beauty and hair event coverage
• How-to tutorials and hair trend analysis from 

leading hair stylists 

BUSINESS SECTION
 
• Showcasing high-end salons in the United 

Sates and abroad, revealing their keys to suc-
cess

• Salon business tips 
• Company profile where leading companies in 

the beauty industry are featured
• National and international hair and beauty in-

dustry news categorized by region: the US, Eu-
rope, Asia, Latin America, as well as Africa and 
the Middle east.

• News and announcements from beauty and 
hair schools and cosmetology boards

As a leading media outlet, CosmoBiz Salon will 
continue to be a platform for the growing wigsten-
sion community.

In each issue, CosmoBiz Salon introduces a com-
pany and its products.  This advertisement package 
includes cover with manufacturer branding and 
products, 2 pages of advertising and CosmoBiz Sa-
lon website and Facebook promotion. 
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REACH
CosmoBiz Salon is published monthly and reaches thousands of readers with each 
publication.  CosmoBiz Salon’s distribution channels include print copies for sa-
lons, hair schools and beauty supply stores nationwide, web content on our new 
website, digital copies for ipad and tablets and an app for smartphone use. We are 
also active on social media (twitter, Facebook, Pinterest and Instagram)!

• 20,000 print copies distributed to salon owners, beauty and hair schools and 
beauty supply retail store owners nationwide 

• Free on-line magazine download (www.comsmobiz.com )
• Reaches more than 1,000 facebook fans weekly (www.facebook.com/Cosmo-

bizSalon) 
• Youtube Hair TV channel will be launched in the coming months

STATISTICS FOR THE SALON INDUSTRY IN THE UNITED STATES

Total salon and spa

Annual sales of salon 
and spa
Personal care product 
market

Ethnic beauty product 
market

Hair extension services

Wig stores

1.1 million establishments

$46 billion

$32 billion

$7.2 billion

more than 4,000 salons provide hair extension 
services

900 stores
Source: BBIM, Professional Beauty Association

Wigstension sales $2.6 billion
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ABOUT BBIM

BBIM (Beauty Business Industry Monitor) is an 
organization that promotes research and learning 
within the beauty industry. BBIM was founded by a 
group of industry leaders and beauty organizations 
in 2009 with a mission to research and monitor the 
latest developments in the beauty industry. The re-
search institute offers in-depth courses on becom-
ing a wig specialist or beauty consultant, as well 
as courses on becoming a trichologist and courses 
and seminars on hair extensions. 

• Publishing a comprehensive textbook on re-
tail beauty consulting; the 460 page book titled 
Standard Retail Beauty Consultant. 

• Wigs and Hair Extensions Specialist Training; 
BBIM institute provides professional training 
programs for beauty supply operators and wig 
specialists both domestically and internation-
ally.  The training programs vary according to 
level and specialty.  

• Currently publishing Standard of Hair Prosthe-
sis and Hair Extensions, the most comprehen-
sive textbook on non-surgical hair replacement 
systems. It has been recognized as the official 
textbook for cosmetology courses in many col-
leges and institutions.

• Providing trichology courses; BBIM is one of 
the pioneers in the trichology industry, the 
course presents a unique opportunity for stu-
dents to learn the art of Herbal trichology. 

• Business Seminars and Forums; throughout the 
year, BBIM institute organizes various seminars 
and forums with industry insiders and opinion 
leaders.  BBIM is planning to expand this pro-
gram into personal care product companies for 
more active marketing partnership.
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Search

CosmoBiz Salon

Updated daily, CosmoBiz Salon’s social 
media channels provide the latest infor-
mation on new products, training classes 
from hair companies and beauty & hair 
events. Like us, Tweet us, and Pin us. 

Current Advertisers

• Bobbi Boss
• Janet Collection
• Femi Collection
• Shake-N-Go
• Vivica Fox 
• Harlem 125
• Sina
• Estetica Designs
• Lord & Cliff

• Polaris
• Sensationnel
• Vanessa Hair
• Onyx
• EON Hair
• Kanekalon
• Unolon Eco
• Hair Plus
• Tressential

• Cilya
• Demert Brands
• Cebu

ALL ACCESS

(As of August 2015)
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Advertising Rates ( unit: dollar, price per issue)

AD Actual Size (not including bleed)

AD Mechanical Guideline

Size / Placement

Outside Back Cover

Inside Front Cover

Inside Back Cover
Full Page Premium

Half Page

(Page 3-10)

(Vertical or Bottom Half)

Full Page Regular

One-third (1/3) Page

Quarter (1/4) Page

Color

V

V

V

V

V

V

V

V

1 Time

@4200 @4000 @3800 @3500

@4000 @3500 @3100 @2700

@3500 @3200 @2900 @2500

@3400 @3000 @2600 @2300

@2500 @2100 @1700 @1400

@1800 @1600 @1400 @1100

@1700 @1500 @1300 @1000

@1500 @1300 @1100 @950

3 Times 6 Times 12 Times

To ensure that your ad reproduces with the highest quality possible, please follow the guidelines below.
• PDF, PDF/X-1a is preferred submission format for all advertising files, PDF/X-1a is widely accepted and extremely reli-

able.
• All high-resolution images and fonts must be included when the PDF/X1a file is saved.
• Do not forget to create ‘outlines’ before saving it in PDF format.
• Allow 0.15 inch bleed on all sides in addition to trim size and include crop marks.
• Images must be SWOP (CMYK or Grayscale) TIFF or EPS 300 dpi or greater.
• No RGB or JPEG Images. Do not insert EPS file into other EPS files.
• All required trapping must be included in the file(s).
• Total area density should not exceed SWOP 300% TAC.
• Proof fils in JPG format can be submitted along  with the original PDF file.

Full Page
8” x 10.9”

1/3 Page-Vertical
2.85” x 10.9”

Half Page-Vertical
4” x 10.9”

1/3 Page-Bottom
8” x 3.65”

Half Page-Bottom
8” x 5.45”

Quarter Page
4” x 5.45”

sold

sold

sold

sold

Bleed Zone - 0.125”

Safe Zone - avoid 
text or images here
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EDITORIAL CALENDAR

ISSUE

JANUARY

FEBRUARY

MARCH

APRIL

MAY

JUNE

JULY

AUGUST

SEPTEMBER

OCTOBER

NOVEMBER

DECEMBER

2016  EDITORIAL

Industry Leaders Special

Ethnic Hair & Skincare

Celebrity Hairstyles & Recreation with 
Wigstensions

Bridal Hair

Hair Color

Summer Hair Trend & Care Essentials

Green Issue (Organic, Natural & 
Eco-Friendly Products)

Hair Replacement System

Fall Hair Trend

Men’s Grooming

Holiday Gift Guide & Party Hair

Hair Strengthening & Conditioning
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BE OUR PARTNER
For additional information:

Editorial Office
1010-A Westmore Ave.
Rockville, MD 20850

T. 301-577-0606
F. 301-577-0708

For Advertising Information:
Ellaine Llamada
T. 317-520-9641

editor@cosmobiz.net

For Press Release:
F. 301-685-6383

kate@cosmobiz.com  


