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Aymen Eldabli (@mohesco) 
Aymen is a master colorist and salon 
owner with a focus on textured hair. 
He is also an educator and the CEO 
of Blonde Solutions.

J Ladner (@itsmrjladner)  
J is a stylist based in Los Angeles. 
He is also an independent educator, 
author, co-creator of the No Stylist 
Left Behind podcast, and Oligo 
Professionnal digital creative director.

Larisa Love (@larisadoll) 
Larisa is an educator and salon owner 
based in Los Angeles who seeks to 
empower her industry peers. She is 
also the brand ambassador for Joico 
and creator of her eponymous salon 
apparel line. 

Casey Powell (@updoguru) 
Casey is a cosmetologist of 18 
years, owner of JawDropper Salon 
in Jacksonville, Florida, and has a 
luxury on-location hairstyling business 
that takes her all over the world. As 
@updoguru on Instagram, Casey’s 

stunning architectural creations have been referred to as 
America’s answer to Russian hairstyling.

Josh Boynton (@josh.does.hair) 
Josh is a 25-year-old haircolor specialist 
located outside of Nashville. He has 
been licensed for six years and is an 
educator for @Guy_Tang #MyDentity 
and an advocate for Olaplex.

Chad Kenyon (@chadkenyon) 
Chad is a celebrity colorist, Olaplex 
ambassador and creator of Colormelt. 
He is based in Los Angeles and 
works behind the chair at Ramirez 
Tran Salon.

Dawn Bradley (@dawnbradleyhair) 
Dawn is a mentor for creative service 
providers, teaching how to earn more 
while stressing less. She is the creator 
of Rock Your Business (a stress-free 
guide to earning six figures) and host 
of The Anxious Creative podcast.

Sofie Pok (@staygold31) 
Sofie is a global barber educator with 
BaBylissPRO and a brand ambassador 
for Mizutani, in addition to being the 
co-creator of the STMNT grooming 
collection for men. Along with a 
rich career in the hair and grooming 

industry, Sofie is also a professional videographer, and has 
shot videos for talent including Usher, Ciara and more. 

Paula Peralta  
(@hairbypaulaperalta) 
Paula is a Los Angeles-based salon 
owner and artistic director for John 
Paul Mitchell Systems.

Elizabeth Faye  
(@heyelizabethfaye) 
Elizabeth is known for her hair-
painting education, world-class Hair 
Love Retreat, business coaching 
and color program, The Workshop 
In a Box. 

Keya Neal (@keyaartistically) 
Keya is an industry activist, diversity 
and inclusion strategist through her 
Texture vs. Race initiative. She is a 
texture specialist, educator, ABCH-
certified, and member of Intercoiffure. 

Nina Tulio (@ninatulio) 
Nina is an industry-leading salon 
business consultant, speaker, and 
educator helping salon owners and 
stylists around the world to grow their 
business along with their confidence. 
She is also the co-creator of the No 
Stylist Left Behind podcast.

Tippi Shorter (@tippishorter) 
Tippi is the founder of Texture Hair 
Elevated, a platform that educates 
beauty pros on how to work on myriad 
curl types, and is also the global 
artistic director for Mizani and a color 
artist for L’Oréal Professionnel. She is 

a celebrity stylist, who counts Alicia Keys, Rihanna, Lady 
Gaga and Jennifer Hudson as clients. 

Olivia Smalley (@omgartistry) 
Olivia’s vast experience in the 
professional beauty industry, plus a 
substantial and engaged social media 
following along with her degree in 
videography, makes her an expert in 
creating viral content that appeals to 
both pros and consumers.

Missy Megginson  
(@soyoureahairstylist) 
Missy is a stylist of 19 years, salon 
owner, beauty business educator and 
Alfaparf brand ambassador.

Christin Brown (@curlfactor) 
Christin encourages both pros and 
clients to embrace texture of all types, 
and is an Olaplex ambassador and 
Kenra Professional artistic creator.
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MAGAZINE MEDIA PLANNER
Use our Media Planner to take advantage of opportunities across Beauty Launchpad’s media universe  
throughout the year.

JAN/FEB THEMES

WELLNESS
•	�Physical/Mental Health
•	Wellness Products 

BRUNETTES
•	�Brunette Color Dye & 

Developer
•	Color Tools
•	Color Supplies
•	Brunette Color Care

TOP 20 SALONS
•	Shears, Razors, Clips
•	Hair Cleansing & Care
•	Hair Treatment Products
•	�Hair Tools
•	Color

SUPPLIER INSIGHTS (DM)*
•	�New Product Releases

Magazine Due Dates 
Editorial: 12/01/24 
Ad Close: 12/09/24

Bonus Distribution:  
Premiere Anaheim (DM)* 
IBS New York & IECSC New 
York (co-locating with IECSC)

MAR/APR THEMES

ECO-CHIC
•	Natural/Organic Products
•	Eco Salon Supplies
•	Sustainability
•	Eco-Salon Tools 

WEDDING
•	Styling Products
•	Hair

EXTENSIONS
•	Wefts
•	Tie-in Extensions
•	Clip In Extensions
•	Hair Cleansing & Care

SUPPLIER INSIGHTS (DM)*
•	�New Product Releases

Magazine Due Dates 
Editorial: 02/01/25 
Ad Close: 02/05/25

Bonus Distribution:  
Cosmoprof Bologna (DM)* 
America’s Beauty Show (ABS 
(DM)*) 

MAY/JUN THEMES

30 UNDER 30
•	�Spotlights 30 Stylists Under 

30 Years of Age

VIVIDS
•	Vivid Colors
•	Color Tools
•	Color Supplies
•	Vivid Color Care

BLONDES
•	�Blonde Shampoos & 

Conditioners
•	Blonde Color Products
•	�Color Enhancement Products
•	Color Tools & Supplies 

SUPPLIER INSIGHTS (DM)*
•	�New Product Releases

Magazine Due Dates 
Editorial: 04/01/25 
Ad Close: 04/04/25

Bonus Distribution:  
Cosmoprof North America- 
Las Vegas

JUL/AUG THEMES

MEN
•	Hair Loss Products
•	�Barbering Tools & Products
•	Shaving Tools & Products
•	Clippers
•	Hair Thickeners

TRENDING CUTS
•	Clippers
•	Razors
•	Shears
•	Hair Cleansing & Care
•	Hair Treatment Products
•	Hair Tools

SCALP CARE
•	�Scalp Exfoliation Products/

Tools
•	Scalp Treatments
•	Supplements
•	Dandruff products
•	Scalp Instruments

SUPPLIER INSIGHTS (DM)*
•	�New Product Releases

Magazine Due Dates 
Editorial: 06/01/25 
Ad Close: 06/06/25

Editorial content is subject to change. 
All bonus distributions are tentative. Please contact Angelina for up-to-date show distribution information.

READERS’ CHOICE
•	Hair Care
•	Cleansing & Care
•	Cutting Tools
•	Treatments
•	Styling

BALAYAGE
•	Dyes
•	Color Tools
•	Color Supplies
•	Color Care

SALON SOFTWARE AND 
SUPPLIES
•	�Furniture
•	�Linens
•	�Shears
•	Salon Tools
•	Color Supplies

SUPPLIER INSIGHTS (DM)*
•	�New Product Releases

NOV/DEC THEMES

Magazine Due Dates 
Editorial: 10/01/25
Ad Close: 10/06/25

REDS/COPPERS
•	�Red Color Dye & Developer
•	Color Tools
•	Color Supplies
•	Red Color Care

TEXTURE/CURLS
•	Cleansing & Care
•	Cutting Tools
•	Treatments
•	Styling

25 UNDER 50K
•	�Spotlights 25 Stylists Under 

50k Instagram Followers

SUPPLIER INSIGHTS (DM)*
•	�New Product Releases

SEP/OCT THEMES

Magazine Due Dates 
Editorial: 08/01/25 
Ad Close: 07/29/25

*(DM) - Digital Magazine

BEAUTY BOX
Green Beauty Box

BEAUTY BOX
Blondes Beauty Box

BEAUTY BOX
Innovative Beauty Box

BEAUTY BOX
Readers’ Choice Beauty Box
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Benefits
1.	 As a magazine display advertiser, you’ll receive additional coverage in the 
very popular news sections of the magazine.  

2.	 Following the coverage in the magazine, your product information will 
be scheduled in the monthly “Product Roundup” newsletter that includes 
marketing inquiries (soft leads).

3.	 Additionally, your product information will be posted on Beauty Launchpad’s 
website and will be included in the monthly Product Roundup feature page.

4.	 Highlights of the Product Roundup featured page will be promoted via 
Beauty Launchpad’s daily newsletter and social media channels.

Marketing Inquiries
1.	 As buyers demonstrate interest in your product by clicking to learn more, 
you will receive email contact information to follow up with an e-blast on the 
products you featured.

2.	 Best Practice – for following up on marketing inquiries: Offer qualified 
prospects more information about your new product and special offers to build 
more engagement.

Qualification for the New Product Roundup Program
1.	 Schedule a minimum 4x display ad program in Beauty Launchpad  
magazine in 2025.

2.	 For every display advertisement placed, you may submit a product to be 
published in that issue of the magazine.

Scheduled magazine display advertisers receive an additional value of inclusion in Beauty Launchpad’s Product Roundup program. This special Product 
Roundup program extends your reach and frequency by more than 400% and includes marketing inquiries.

Product Roundup Program for magazine display advertisers
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ValbrunPRO Og V-10 shears feature a 
Japanese Hitachi cobalt alloy V-10 blade, 
an octagon ring base to avoid slipping 
and the True Relax shaft for stability 
and control. The cutting blade provides 
leverage and support to reduce pressure 
on the thumb. @therealvalbrun
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Eufora Protreatment System in-salon service can 
be customized to the individual needs of each client. 
Blended on demand, each treatment consists of a 
supercharged base, booster and sealer. The system 
includes a variety of products, including nutriBase, 
nutriBase Lite, rapidRepair, frizzControl, scalpRemedy 
and Sealant. @eufora.pro

Hydro Rush Intense Moisture Collection from 
amika comprises a shampoo, conditioner and 
leave-in conditioner formulated with squalene 
and hyaluronic acid. The line not only provides 
long-lasting moisture to manes, but also 
detangles and reduces frizz. @amikapro

reSURGE Shaver from Andis assuages 
skin irritation brought on by shaving with 
gold titanium, hypoallergenic foils. The easy 
pivot head glides through wet or dry hair 
and closely contours the face, head and 
neck while the long hair trimmer reduces 
pre-trimming before shaving. @andisclippers

Billion Dollar Brows offers its 
sharp, pointed-nose Spring 
Scissors for precise, detailed 
trimming. The scissors are 
designed to be easy to 
squeeze and use on clients.  
@billiondollarbrows

NanoThermic PowerGrip Brush Collection from 
Olivia Garden provides similar tension to boar bristles 
combined with the drying power of a thermal brush. 
Ideal for cowlicks, bangs and beveling ends, the brushes 
utilize a wavy barrel design that gathers bristles in rows 
with outstanding grip and tension control, allowing easier 
and faster shaping and smoothing for medium to thick or 
coarse hair. @oliviagarden_int

Bleach Collection from Maria Nila begins at the salon 
and ends at home. The in-salon products include 
Balayage Bleach Powder, Silver Bleach Powder and 
five developers. The post-care Silver Shot, a 2 oz. violet 
pigment finishing treatment, allows clients to use it at 
home to nourish their hair and prolong color between 
salon visits. @marianilaprofessional 

Cali-Curl Beach Wave Service is a 45- to 65-minute salon texture 
service developed with waving tools and liquid technology that 
achieves beautiful beach waves and volume. Lasting from three to 
six months, the service can be used on most hair types and color-
processed hair. The Cali-Curl service is created with the Cali-Curl 
Beach Wave System, Cali-Curl Rings (in sizes small, medium, 
medium+ and large) and Cali-Curl Foam Diffuser Rings. @cali.curl 

Add on-trend flair to your Dyson tools 
with the Nickel/Copper Colorway. The 
Supersonic, Corrale and Airwrap are all 
now available in the influencer-approved 
metallic hue. @dysonhair 

No. 4C Bond Maintenance 
Clarifying Shampoo from 
Olaplex is a weekly gentle deep-
cleansing shampoo formulated 
to remove impurities that weigh 
down hair and cause damage. 
The brand recommends following 
the shampoo with Olaplex No. 5 
Bond Maintenance Conditioner 
or Olaplex No. 8 Bond Intense 
Moisture Mask. @olaplex

Check out this month’s roundup of new 
and noteworthy goods.

MAGAZINE
PRODUCT ROUNDUP 

Material Specifications and Deadlines
Qualifying advertisers will receive an email with a link to submit the following: 

1.	 A 50-word product or service description

2.	� A single image–Image requirements: .jpg, .gif or .png, at 300 dpi.  
No company logos, trademarks or additional verbiage on images.

3.	 A URL link to the specific product page on your website 

4.	� Your company name, phone number and website as you would like it to 
be seen 
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Ensure your position in the industry is a statement in itself.

The accompanying 4-page folio will educate the Beauty Launchpad audience on your thought leadership in an area you wish to push to the forefront.

Designers work with the scale and crop of each image to arrive at a 

final cover. 

Example shows original image and how it can be manipulated for use 

on a cover. All covers are vertically oriented.

Cover Image Examples
Images should be dramatic, fashion-forward and hair focused. 

All cover images need to be vertically oriented.

Beauty Launchpad – Everything Beauty for Salons & Stylists 
Beauty Launchpad is the resource for the latest trends, business tips, techniques and products for the professional salon industry. Our vision is to inspire, 

educate and elevate salon owners, stylists and colorists to excel behind the chair—and beyond.

Final Cover Image - cropped Original Image
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The cover sponsorship allows you to provide the image for Beauty Launchpad’s cover. This 
gives you the opportunity to use an image of your choice to tie in with your brand in the 
minds of our subscribers. 

Inside the magazine our editors will help you create a 4-page story specifically about your 
products, company, and unique value proposition. Below are some design 
examples of what it might look like. In addition to going into Beauty Launchpad and on our 
website, we will provide you a PDF version for your use in marketing and to place on your 
website. 

What’s Included 
•	Sponsored cover image + cover story blurb
•	Optional branding on cover [corner or circle]
•	Sponsored 4-page folio that becomes a web exclusive
•	Mentioned in editor’s note
•	 Included 3x in Beauty Launchpad daily newsletter
•	1 social media post
•	PDF version for your marketing purposes

•	20 print copies of your sponsored issue

Rate:  $22,000

Optional Cover Branding - Corner Optional Cover Branding - Circle
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POWERED BY HAIRSTORY

Great For Your Hair, 
Great For Our Planet
We all want our clients to leave with great hair. What if you could 
do that with gentle ingredients, less environmental impact and 
less products, yet make more money and with education that was 
exactly what you needed? That might sound impossible, but it’s 
all reality with Hairstory.

Meet Wes Sharpton,  
 Hairstory Educator

HOW DID YOU GET YOUR START IN SALON?
I wanted something as a career that would lead me to 
interesting and exciting places. I moved to New York City 
after my friend Amy got a job at Bumble & Bumble. I was 
invited by Amy to do a test shoot. After I did it, she went to 
her salon manager and said, “are you going to hire this kid or 
what.”  When I went in there, I was hungry to learn. I said, 
‘I will mop these floors if you let me learn,’ and that’s how I 
started my apprenticeship at Bumble & Bumble and learned 
the craft of razor work and editorial.

HOW DID THAT LEAD YOU TO HAIRSTORY?
I met Michael Gordon [Founder of Bumble & Bumble and 
Hairstory] when I was at Bumble & Bumble. He sold the 
company to Estée Lauder and moved on, but we reunited 
when he was making a movie on Vidal Sassoon. Years later, 
he ask me and a few other to begin shooting with him.We 
started testing products and New Wash and that photoshoot 
quickly turned into Hairstory. Eli Halliwell enter a year later 
with this brilliant idea about a link. Eli said that he was going 
to give hairdressers a link that was unique to them. It would 
allow them to sell Hairstory products, but the link syncs up 
with their client so whenever their client visits to buy products 
again, they get the commission. I felt like I had been heard. 
They were creating this thing that actually considered us. I 
said sign me up. 

SO, WHEN DID THE HAIRSTORY PRODUCTS COME IN?
At the same time, Eli and Michael were like, ‘we aren’t going 
to use shampoo anymore.’ I had always told my clients not 
to shampoo that much. We were trying to change our client’s 

behavior as opposed to the products being suitable for them. 
When I started using New Wash, it cleansed the hair well – 
and people with fine hair felt clean and not weighed down. 
All this skepticism I had moving to a non-shampoo was 
minimized because the product actually worked.

HOW IS EDUCATION AT HAIRSTORY DIFFERENT?
We dismantled the way we educate hairdressers about product. 
If we are going to talk about healthy hair, let’s talk about 
healthy mindsets. Rather than having a curriculum that 
people had to adhere to, we celebrate people who are using 
the product in their own unique way. We educate with stories 
of what people have learned rather than hard yesses or nos. 
When you are behind the chair, you find your own way. You 
learn by people sharing why they did something and were real. 
They didn’t need to be hair gods, they needed to be humans 
that learned something through their experience and were 
generous enough to share that knowledge. 

HOW HAS THE BRAND CHANGED YOUR SUCCESS?
Before, I was always battling with shampooed hair, but now 
I use less products in styling to create something that was 
more successful for my clients. I no longer have to educate my 
clients on how to blow-dry perfectly like mini-hairdressers. 
I now train them to work with their hair naturally. They can 
airdry their hair and be minimal with product application. We 
are reducing their steps, which is more successful for them. 
Those clients that feel great with great hair, then made referrals 
to their friends.

Because Hairstory recognizes me as the educator to every 
client, I am always synced to them. I still get a commission 
from those sells. When the pandemic hit and we couldn’t 
work anymore, we were saving thousands of salons because 
they leaned into their links. By moving clients to online, we 
hold less inventory on our shelves and still make great money. 

HAIRSTORY DOES THINGS DIFFERENTLY—creating 
more sustainable products by using non-toxic ingredients 
and recyclable materials.New Wash cleans and conditions 
without the use of damaging detergents and harsh foams, the 
ingredients that make shampoos foam.

Hairstory was founded with the intention of being a more 
sustainable and mindful business, and financially supports 
like-minded, hands-on nonprofits that do the heavy lifting 
in defending and improving the environment. The impact is 
clear and notable:

 Decreases individual plastic usage by 91% and emissions 

from plastic by 85% every time someone replaces their 
bottles of shampoo and conditioner with 32 oz.  
New Wash.

Uses 60% less packaging material for 32 oz. New Wash 
pouches, compared to the 8 oz. size.

 Lowers water consumption by 38% when rinsing once 
with New Wash (instead of twice with shampoo and  
conditioner.)

Donated $160,000 through 1% for the Planet, a global 
network of nearly 6,000 businesses, nonprofits, and 
individuals working together for a healthy planet. 

Say Goodbye to 
Damaging Detergents

POWERED BY HAIRSTORY

You’ve been telling your clients not to shampoo too much, for as long as you can remember. 
Not only is traditional shampoo bad for your clients’ hair, it’s also bad for our planet. 

SINCE 2018, HAIRSTORY HAS FUNDED DONATIONS 
TO NEARLY 50 ORGANIZATIONS, including Alliance 
for the Great Lakes, the Billion Oyster Project, California 
Coastkeeper Alliance, Coral Reef Alliance, London 
Waterkeeper, Nordic Ocean Watch, Riverkeeper, Watershed 
Watch Salmon Society, Whale and Dolphin Conservation, 
and Winyah Rivers Alliance. 
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POWERED BY HAIRSTORY

Hairstory’s first-of-its-kind, cleansing 
clean New Wash gives client 
their best hair day, every day. The 
custom formula nourishes, cleans, 
conditions, detangles, strengthens, 
and repairs hair, all in one step. 

HEALTHY
You can use New Wash however you’d like.  
New Wash never overcleans, gives you more  
time between washes, and prevents color from 
fading. Healthy hair starts at the scalp. New  
Wash does not have the damaging detergents 
found in traditional shampoos. No detergent 
means no stripping of oils. No stripping means  
a healthy scalp and stronger, shinier hair.

CLEAN
New Wash cleans and conditions with gentle 
ingredients–Aloe Vera, Sunflower Seed Oil,  
Jojoba Seed Oil and Evening Primrose Oils. 
Unlike co-washing, which fails to properly 
clean the hair and the scalp. New Wash cleans, 
nourishes, balances, soothes, and strengthens.  
Detergent free. Sulfate free. Paraben free. Silicon 
free. Non-toxic. And biodegradable. Hairstory  
is creating a foam-free future.

SIMPLE
What if your clients didn’t need a dozen  
products for their hair? That’s awful for basic 
shampoo brands, but great for you and your 
clients and for our environment. Hairstory’s 
selection of New Wash – Original, Rich, and 
Deep – along with our curated styling lineup  
are designed for your individual hair needs.

With Hairstory, you will simplify your routine, 
leading to less bottles in the shower and in the 
landfill. Plus, with a subscription membership  
and reusable containers, you will receive refills 
always at a special price, delivered on your 
schedule with free shipping.

SPECIAL PRICING FOR YOUR 
CLIENTS
 Help your clients save money. 

FREE 8OZ NEW WASH + 
SCALP BRUSH
 You can try New Wash  
on us! 

CASH COMMISSIONS
 Earn 25% commission, 
forever – in salon and 
online – on all sales 
referred with your custom 
link. Plus, you’ll earn 
money on purchases made by 
hairdressers you refer as well.

WHOLESALE PRICING 
Unlock generous Backbar and 
membership access.

FREE EVENTS AND EDUCATION SERIES
 Building and running your own business  
isn’t easy. We’re here to help.

GET ALL THE DETAILS.

Q: HOW DO I EARN MONEY?
Hairstory makes it easy for you to 

make money, even when you’re not 
working. When your clients, your 
community on social media, or 
anyone else uses your special link 
to purchase Hairstory products, 
you’ll earn commissions on 
all their purchases in salon 
and online. Not just that first 
purchase — but every purchase 

they make (forever!) as long as 
they use your link during their first 

purchase.  

Q: DO I HAVE TO CARRY INVENTORY? 
IS THERE A MINIMUM I NEED TO 
BUY?
No. You don’t have to carry inventory 

and Hairstory doesn’t have a minimum order requirement. As 
a Hairstory Pro member, you’ll receive a custom referral link 
to share with clients and your social community.

Q: DO I HAVE TO BE IN A SALON TO SELL?
No. Just share your custom referral link with your clients and 
your social community. 

Q: DO I HAVE TO BE A PROFESSIONAL HAIRDRESSER 
TO PARTICIPATE IN HAIRSTORY PRO?
Yes. It’s our job to educate clients as they make the switch to 
New Wash and discover a new way to wash their hair. Our 
custom formula is made with gentle ingredients – Aloe Vera, 
Sunflower Seed Oil, Jojoba Seed Oil, and Evening Primrose 
Oils – that balance, soothe, strengthen, nourish, and clean 
hair. With New Wash, you won’t need a dozen hair products 
in your shower. That’s bad for basic shampoo brands –– but 
great for your hair and great for our planet! 
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4 Lived-In Looks 
From Wes

Like 
Shampoo, 
But Good  
for Hair

Join Hairstory Pro: Make You  
And Your Client Happy!

POWERED BY HAIRSTORYPOWERED BY HAIRSTORY

In this haircut that I did on Monique, I softy undercut the 
side and the back while taking the on top and doing more of 
classic g-bob line. This shoot is example of  how the the razor 
and right products can transform someone’s look with very 
little work at home. 

LOOK 1 
I started with damp hair and sprayed Undressed 
as base. Undressed is like a texture spray but 
without any salt, so it’s great for undone  looks  
(which I wanted to create later) without being 
dry or hard to work with. 
Then I added Hair Balm and combed it through. 
Later I just gave it a little squeeze on top to create 
more volume and a little separation. The Hair 
Balm is just enough moisture and a little bit hold 
to create this classic almost 1950s look.

LOOK 2  
I just shook the hair out with my hands, spraying 
just a mist of Undressed. This created just a 
timeless and effortless look of a classic g-bob.

LOOK 3  
This was all about adding lot of Undressed. This 
reactivated the Hair Balm that was already in 
the hair to create  a more wild, almost Edward 
Scissorhands vibe. This one was fun for me, 
but I wanted Monique to leave the shoot with 
something a little more street ready and more  
like herself.

LOOK 4 
This was all about creating something more 
tousled, but not wet looking like the other looks. 
I went in and diffused the hair while twirling 
sections. I love razor haircuts that transform. I 
also love the idea that Monique could start her 
week slick back and with minor adjustment like a 
squeeze or diffuse can change her look thoughout 
the week.

Are you passionate about giving your clients their healthiest, happiest hair ever?  
How about without using harsh foams and damaging detergents found in traditional 
shampoos? We’d love for you to join our community of professional hairdressers.

It’s easy to apply—and once selected our Hairstory Pro members receive  
incredible benefits:

SCAN HERE TO CLAIM FREE NEW WASH!

Example 4-Page Folio
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WANT MORE?
Check out our digital magazine exclusives!

www.beautylaunchpad.com/DM
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Turn to Page 24 to  
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find out more.
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MAGAZINE  
ADVERTISING SPECIFICATIONS

Reach over 59,000 qualified subscribers dedicated to hair salon services.

Printing:	 Four-color (CMYK) web offset

Binding:	 Saddle-Stitch

Paper:	 Cover 100# with a Matte varnish, 50# gloss text  

Proofs:	� No proof is required. The printer will produce pleasing color based on acceptable SWOP industry standards.  
If you require a proof before printing, one can be sent for approval at an additional charge to the advertiser.  
Please allow sufficient time to proof and ship.

Angelina Lutsenko
Business Development Manager

angelina@allured.com

630-344-6052

www.beautylaunchpad.com

ADVERTISING SIZES  All dimensions are width by height.

Full page
Trim 8.188” x 10.875”
208 mm x 277 mm
Bleed 8.438” x 11.125” (1/8” bleed)
214 mm x 282 mm

Live Area
7” x 10”
176 mm x 252 mm

1/2-page vertical
3.333” x 10”
85 mm x 254 mm

1/2-page horizontal
7” x 4.833”
178 mm x 123 mm

1/3-page horizontal
7” x 3.167”
178 mm x 80 mm

1/4-page horizontal
7” x 2.333”
178 mm x 59 mm

1/3-page vertical
2.167” x 10”
55 mm x 254 mm

1/4-page vertical
3.333” x 4.833”
85 mm x 123 mm

Spread
Trim 16.376” x 10.875”
416 mm x 277 mm
Bleed 16.751” x 11.25”
425 mm x 283 mm

1/2-page horizontal spread
Trim 16.376” x 5.333”
416 mm x 135 mm
Bleed 16.626” x 5.458”
422 mm x 138 mm
Note: Bleeds 1/8”  left,  right and 
bottom of spread
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MAGAZINE  
ADVERTISING SPECIFICATIONS CONT’D

Angelina Lutsenko
Business Development Manager

angelina@allured.com

630-344-6052

www.beautylaunchpad.com

PREFERRED FILE FORMAT 

High-resolution PDF (300 dpi). Ad page templates for InDesign and PDF  
presets are available. Contact your sales representative. 

Professional Tip: When creating your PDF, be sure to offset your crop marks to the bleed size, otherwise the crop marks will appear 
within the bleed area and potentially print in the magazine. There is no need to create crop marks for partial ad sizes.

•	•	On full-page ads, all vital copy should be no closer than 1/4” to the trimOn full-page ads, all vital copy should be no closer than 1/4” to the trim.. Less than 1/4” there is a chance the text could be  Less than 1/4” there is a chance the text could be 
trimmed off. Allow 1/8” bleed beyond trim, if ad bleeds.trimmed off. Allow 1/8” bleed beyond trim, if ad bleeds.

•	•	Any lines must be 1/2 pt. or larger.Any lines must be 1/2 pt. or larger.

OTHER IMPORTANT INFORMATION

•	Furnish graphics to size. PDF or EPS formats are preferred. JPEGs are accepted, but must be 300 dpi resolution or higher.  
Web graphics will not work.

•	Save all files including the graphic elements in CMYK mode unless a spot color is going to be used for output.

•	Provide all files at a resolution of 300 dpi or higher.

•	Include copies of all fonts and graphic elements used to create the file.

•	Use only OpenType fonts.

•	Use collect functions found in layout software.

•	Please do NOT send Quark, Corel Draw, Microsoft Word, PowerPoint or Publisher files.

SENDING FILES 

If your file is 20 MB or smaller, email it to Ethan Grisham at egrisham@allured.com. Please indicate which magazine and issue  
the ad is for.

•	For larger files, send through free large file transfer online services, such as Dropbox, WeTransfer, TransferBigFiles, etc.

ELECTRONIC FILES
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ADVERTISING SPECIFICATIONS CONT’D

Angelina Lutsenko
Business Development Manager
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DIGITAL EDITION ADVERTISING

Issue Ready E-mail & Digital Edition Banner Ad (includes Mobile Ad) 

Rate: $3,525

Issue Ready Email Ad	 300 x 250 px, 72 dpi

Reader Banner Ad	 728 x 90 px, 72 dpi

Mobile Banner Ad	 320 x 50 px, 72 dpi

Belly Band		  7.875” wide x 4”-5” tall

Rate: $6,900
MAY/JUNE 2023

Creating 
Perfect 
Curls

COVER STYLIST
NAHA 2023 Styling & 

Finishing Winner 
Caidy Brasure

NAHA 2023 
WINNERS

WANT MORE?
Check out our digital magazine exclusives!

www.beautylaunchpad.com/DM

• FLIP TO PAGE 18 TO CHECK OUT OUR ANNUAL LIST OF RISING COLORISTS •

30UNDER30
thirtythirty
3030
thirtythirty

THE 
ANNUAL

SPONSORED BY:

BLP2305_06 Cover_IRV.indd   1BLP2305_06 Cover_IRV.indd   1 5/18/23   11:42 AM5/18/23   11:42 AM

3"

3"

3"x 3" trim size
with .125" bleed

3”

3”

3”x 3” trim size 
with .125” bleed

COVER CORNER

Promotes a corporate brand, product, website, tradeshow  
participation or direct readers to an interior ad.

•	The ad can be placed in the top right

Cover Corner: $2,795

Cover Corner With Ad: $2,350

Digital Belly Band 

WANT MORE?
Check out our digital magazine exclusives!

www.beautylaunchpad.com/DM

MARCH/APRIL 2024

IT’S GLAM SEASON
(with How-Tos)!

Top Tips for  
EXTENSION  

SUCCESS

Cover  
Sponsored By

Turn to Page 1 to  
find out more.

See how ARETÉ brings purpose 
and performance to salon.

Conscious 
Beauty CreationYour company 

message and logo here
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ADVERTORIAL Angelina Lutsenko
Business Development Manager 

angelina@allured.com

630-344-6052
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Excellent content marketing lets you control the conversation while amplifying your brand awareness.

This is your opportunity to educate hair professionals on your offerings, demonstrate thought leadership and build trust within the industry. Provide in-depth 
information on your products, including benefits and best practices, or talk about your positive impct on the industry.

2-Page Advertorial
A 2-page layout will fit approximately 800-1,000 words, 2-3 images and  
one headshot.

Who You Reach
Qualified Hair Salon Professionals across multiple media channels.

•	59,000 Magazine Subscribers
•	40,000 Daily Newsletter Subscribers
•	6,400 Registered Website Users
•	38,300 Monthly Website Visitors
•	923,000 Social Media Followers

What’s Included
•	Placement in the magazine
•	10 print copies of the issue
•	Inclusion in the Table of Contents
•	Placement on the website marked as “Sponsored”
•	60 day marketing push marketed as a Web Exclusive
•	3x inclusion in the daily newsletter
•	Rotating website listing in Sponsored Positions
•	Cross-posted on social media
•	PDF content asset for your website or to use for marketing purposes
•	Automated Reporting

Rates
2 Page Advertorial (Supplied*)		  $8,150
2 Page Advertorial (Q&A Interview**)	 $9,100
Per Additional Page (after 2 pages)         $2,525

*Supplied: You supply production ready content & images, we lay out the article.

**Q&A Interview: You participate in an interview, supply images and we write, edit 
and lay out the article.


