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This report focusses on lash technicians within the beauty industry, looking at how both communication and motivation are essential for success in the self-employed beauty industry. This report explores communication models such as Schramm’s and Berlo’s, and motivation theories including Herzberg’s and McClelland’s, to highlight how lash technicians can improve client satisfaction, personal growth, and business performance. The application of tailored communication strategies and motivational techniques ensures professionalism, builds trust, and supports long-term success in a competitive and client-focused environment. {{{{{{{{

Introduction
Effective communication and motivation are key components of workplace success, especially in specialised fields like the beauty industry. In a self-employed context, such as a lash technician's business, managing client relationships and ensuring professional performance are strongly related to the motivational and communication strategies used. This research examines the applicability of two communication models - Schramm's Model of Communication (1954) and Berlo's SMCR Model (1960) - to real-world interactions in the beauty industry. Additionally, it examines theories of motivation and how they impact professional and personal growth, such as Herzberg's Two-Factor Theory and McClelland's Theory of Needs. Understanding how the beauty industry may employ communication and motivation to improve individual fulfilment, business success, and customer happiness is the aim.


Communication Models
Schramm's Model of Communication and Berlo's SMCR Model are two significant models that contribute to our understanding of effective communication in management because they offer precise frameworks for examining how messages are produced, disseminated, and comprehended within organisational settings.

The SMCR Model by Berlo (1960)
Berlo's theory of communication consists of four parts: Source, Message, Channel, and Receiver. It emphasises how the skills, personalities, knowledge, social structure, and culture of the sender and the recipient all affect how well a message is understood. Although feedback and noise are not specifically discussed, it focusses on how humans encode and decode data through a variety of channels (such as hearing and vision).

One of the main aspects of Berlo's model is the way it highlights the importance of audience comprehension and the role that individual factors play in communication.
However, it is a one-way model with no noise or feedback, which lessens its dynamic quality.


Schramm's Communication Model (1954)
The idea that communication is a two-way process in which both the sender and the recipient encode and decode messages was made popular by Schramm. His method holds that communication can only be effective when both parties have comparable backgrounds or understandings. One term for this is a "field of experience." (University of Missouri Extension, 2022)Schramm's recognition of the importance of feedback makes the method appear more participatory.

One of the advantages of this communication model is that it is more adaptable to real-world communication due to its emphasis on shared experience and feedback.
An issue with this model is that it assumes that there is always enough common ground between the two sides, which isn't always the case.


Both techniques address encoding and decoding, but Schramm improves communication by including feedback. Berlo focuses more on the individual factors that influence successful communication. While Berlo's approach is useful for message planning, Schramm's model is better at understanding how communication changes in real time.


Both approaches are still applicable in the modern workplace; Berlo is useful when creating messages for a range of audiences, while Schramm is essential for interactive communication, such as team meetings or feedback sessions.

With a greater grasp of these models, managers may communicate more clearly and effectively by recognising barriers and adjusting their message to the audience.


Communication tailored to the audience

For management to be understood and effective, communication must be tailored to the right audience. The following elements are especially important to ensure proper communication.

Formality
Formal communication is suitable for the highest levels of management or official publications, such as policy announcements, reports, etc.  Informal communication, such as brief staff conversations or casual emails, is beneficial for daily contacts with coworkers.  Since customers prefer a welcoming and friendly experience, informal communication is the most prevalent mode of engagement in a self-employed beauty setting (S. Belcher, 2024). Creating a relaxed atmosphere with informal language is a smart method to make sure of this.


Language:
When speaking with general staff or those who are not familiar with technical words, it is best to utilise plain, uncomplicated language, sometimes known as layman's terms.
It is acceptable to use specialised or technical jargon when speaking with experts or people who are knowledgeable about the topic.
For instance, in order for customers to grasp what they are requesting in a beauty salon, technical terms must be taught to them. Clients may get dissatisfied if personnel and clients do not have a solid understanding (BizBird, 2024).

Structure:
The structure of the information should be arranged according to its intended audience. While operational workers may require detailed instructions, executives may prefer summaries that highlight the most important points first.

Content:
The needs and role of the audience should determine the amount and depth of information provided. For instance, employees in a salon will require less detailed information about lash styles, hair dyes, etc., whereas clients and the general public will need much more description and possibly images to provide examples. (Whitehouse Marketing, 2024)

Tone:
The relationship and goal should be reflected in the communication tone, which should be cordial and authoritative for leadership and amiable and encouraging for colleagues or less experienced employees (McKeon, L. 2023).
In a salon, a friendly casual tone may be appropriate for most interactions with both clients and colleagues, but a more professional tone may be needed while communicating with landlords or salon owners for example (Auld, J. 2023).

Modes of Communication
Different types of communication can suit different contexts: email for records, meetings for discussion, instant messaging for quick updates, and presentations for group briefings.  (Jhangiani, R. S. 2021)
Direct messages on social media or text messages can be appropriate for a range of interactions within a salon, for example scheduling appointments with clients or conversing with other members of staff.  However for more formal topics, such as client receipts or company bills, email should be used to create a more serious tone.  (Indeed Editorial Team, 2025).

Verbal and written communication within the workplace
The majority of communications in the beauty industry take place with clients, the salon owner, or other employees. Building client trust, providing dependable/quality services, and preserving professional relationships all depend heavily on communication. (Angleze, 2024).
Verbal communication has several advantages over written communication, such as in-person encounters during appointments, phone calls for updates or reservations, and casual conversations with salon staff.
 For instance, it produces instant responses, which enables prompt question answering, preference clarification, and the ability to gauge clients’ reactions.  Building a personal connection with clients can also be beneficial; pleasant conversation fosters rapport and promotes repeat business. The immediacy of face-to-face conversation also speeds up the process of handling last-minute modifications or quick updates.
However, verbal communication does have associated drawbacks; agreements that are not documented in writing may result in miscommunications if specifics are overlooked, making it impractical for scheduling or providing precise information. Clarity can also be impacted by background noise in a busy salon.
Verbal communication works well for client interaction and relationship-building, but isn’t always suitable for important details like appointment policies or cancellations, which require a written record to avoid confusion or potential mistrust (University of Missouri Extension, 2022)
Clear records like appointment times, prices, and policies can be maintained and consulted later with the help of written communication; such as text messages or direct messages for reservations and reminders, Instagram posts and stories for promotions, client permission forms, and aftercare instructions. While social media helps salons swiftly disseminate information and attract new clients, written forms and procedures also demonstrate professionalism in the workplace (Nuñez, S, 2023).
Written communications, however, can be misinterpreted as having a blunt or ambiguous tone. Delays in answers may be another drawback as some clients might not always check their messages right away. Furthermore, informal connections can sometimes feel unprofessional.
Written communication is essential for clarity and professionalism, especially for sharing policies, aftercare, and marketing. (Honor Society, 2024)  However, it is important to ensure that the tone is warm and friendly to match the personal nature of the service.  Informal messaging, such as text messages, direct messages via social media, may lead clients to feel that they are owed immediate responses, therefore it is crucial to set professional working boundaries. (Karasik, C. S, 2023)


Theories of motivation 
Motivation can be either the external influence or internal drive one has to encourage themselves to take action or achieve personal goals.  In a working perspective, it can affect how committed a person is to their work, how productive they may be, and their personal satisfaction gained from working.
According to Santos-Longhurst (2019), intrinsic motivation comes from within - doing something because it is enjoyable or personally rewarding.  For example, a beautician will feel pride and fulfillment when clients express happiness with their new look from the service,or when they learn a new skill or technique to expand their portfolio (Northwest College, 2023).
Extrinsic motivation is driven by external rewards or pressure. (Cherry, K, 2023).  Examples of this can include: earning income, gaining new clients, or receiving positive reviews on social media.
Both types are important in a self employed workplace —intrinsic motivation keeps workers passionate, while extrinsic motivation helps them to grow their business.

Theories of Motivation
Maslow’s Hierarchy of Needs, 1943
Maslow suggested that people are motivated by five levels of needs, starting with basic needs: food and safety, and moving toward self-fulfilment: achievement, creativity.                  In the case of someone self employed, basic needs are met through income, while client satisfaction and business growth help fulfil higher-level needs like esteem and self-actualisation.
However, a criticism of this theory is that not everyone follows this exact order; needs often overlap in real life.



Herzberg’s Two-Factor Theory, 1959
Herzberg’s theory suggests that job satisfaction is influenced by two factors:
Motivators: Things that make us satisfied (e.g. achievement, recognition).
Hygiene factors: Things that prevent dissatisfaction but don’t motivate (e.g. working  conditions, pay).
For example, beauticians may feel motivated when a client praises their work - the motivator, but they also expect their salon space to be clean and safe - the hygiene factor.
However some factors can act as both motivators and hygiene factors depending on the person.

McClelland’s Theory of Needs, 1961
McClelland believed people are driven by one or more of these needs:
Achievement: setting and reaching goals.
Affiliation: building relationships.
Power: influencing others or control.
A weakness of this theory is that it does not explain how these needs develop or change over time.

McGregor’s Theory X and Theory Y, 1960
McGregor described two management styles:
Theory X: Assumes people dislike work and need to be controlled.
Theory Y: Assumes people enjoy work and are self-motivated.
This idea is criticised for being overly simplistic because, depending on the circumstance, people may exhibit characteristics of both theories.

Each of these theories sheds light on how motivation functions, but in reality, a combination of strategies frequently yields the best results, particularly for self-employed professionals or small firms where customer relationships and personal objectives are important motivators.
In this context, affiliation is crucial for establishing client trust, while success can inspire continued skill improvement.                                                                                                  Given that employees must be able to manage their own schedules and maintain motivation without outside guidance, McGregor's Theory Y might be the most relevant in a small beauty firm.


Motivating Others and Yourself at Work
In order to maintain excellent performance and guarantee client satisfaction as a self-employed lash technician, motivation is essential. Both extrinsic and intrinsic motivation exist.
Personal intrinsic drive for lash technicians stems from their love for what they do, the satisfaction that comes from producing stunning outcomes, and the compliments they get from customers. The financial benefits of operating a profitable company, attracting new customers, and developing a solid reputation could all serve as sources of extrinsic motivation.
Motivating others, like salon employees or possible partners, may rely on a number of factors:
· Professional growth opportunities and the opportunity to pick up new skills can inspire achievement-driven people.
· Developing close bonds with others and working in a positive atmosphere can inspire affiliation-driven people.
· Power-driven individuals may look for leadership positions or chances to have an impact on salon procedures or choices.


Factors Affecting Performance in the Workplace
Performance and motivation can be affected by a number of factors:
Motivation: Increased focus, output, and customer satisfaction are all correlated with high motivation. Poor performance or disengagement could be the outcome of a lack of motivation.
Conflict: In a self-employed environment, conflicts can occur with clients (for example, discontent with outcomes or services) or salon management (for example, disputes over policies or space usage). Focus, motivation, and general performance can all be impacted by such conflicts.
Environment: While a chaotic or stressful workplace might impair performance, a helpful, upbeat atmosphere can boost motivation.
By being aware of these elements, the lash technician can successfully handle any problems and establish an atmosphere that encourages both individual drive and performance.

Motivation Theory Used in the Workplace
Herzberg's Two-Factor Theory may be the most applicable motivation theory in the context of a freelance lash technician's job. This idea makes a distinction between hygiene factors—elements that keep people from being unhappy but don't always increase job happiness—and motivators, or things that increase job satisfaction.
In this case, motivations include positive reviews, learning new lash techniques, and client happiness; all of these things contribute to a sustained enthusiasm for the task.	Comment by Angharad Thorn: also reference
A clean workplace, dependable equipment, and equitable rental agreements are examples of hygiene considerations; while they are all required to prevent discontent, they do not serve as direct sources of motivation.

Herzberg’s theory is effective in the lash technician’s workplace, as they perform better and are more satisfied with their jobs when they concentrate on motivators like skill improvement and client happiness.  To prevent discontent, hygienic considerations like a tidy work area and the right tools must be present.
In this context, McClelland's Theory of Needs may also be helpful, especially when it comes to achievement. For instance, the technician may be more motivated by their desire to learn new skills and accomplish their own objectives than by Herzberg's hygiene criteria alone.  A self-employed professional who thrives on independence and personal accomplishment would find McClelland's emphasis on client connections and personal achievement to be highly compatible with their objectives.
Herzberg's approach is effective in creating a balanced workplace where client and job satisfaction are given equal weight. However, also applying McClelland's Theory could improve achievement-driven motivation even more and support growth in a competitive industry.

Conclusion
In conclusion, the successful operation of a self-employed beauty business is greatly influenced by the application of effective communication and motivation. By using communication models like Schramm's (1954) and Berlo's (1960), which ensure effective, concise, and clear language, a lash technician can strengthen their interactions with both clients and coworkers. Furthermore, motivational theories - particularly McClelland's Theory of Needs (1961) and Herzberg's Two-Factor Theory (1959) - provide helpful frameworks for fostering customer satisfaction, career progress, and personal fulfilment. A combination of well-thought-out incentive strategies and good communication can help ensure long-term success in the competitive world of beauty. 



Self Evaluation
A good communicator and motivator in the workplace environment will ensure that they demonstrate:

· Clarity and Conciseness; they will deliver messages clearly and efficiently, as well as tailoring the language and tone to the audience.
· Active listening; they pay full attention when being spoken to, as well as asking clarifying questions to ensure full understanding.
· Accepts and responds to feedback constructively at all times.
· Uses appropriate body language, facial expressions, and eye contact.
· Can shift communication styles depending on the audience or situation, maintaining professionalism at all times.
· Recognises effort or success or employees or team members.
· Encourages growth and development.
· Demonstrates confidence when speaking.


I asked a close colleague to rate me personally on a 1-5 scale based on this criteria.  Using these results, I compiled a personal development plan in order to improve my professional communication skills within the workplace.
{{{{{{{


	What do I want/need to learn?

(Specific & Relevant)
	What will I do to achieve this?

(Specific)
	What resources or support will I need?

(Achievable)
	What will my success criteria be?

(Measurable)
	Target dates for review and completion

(Timebound)

	Confidence when speaking, especially to clients.
	Prepare talking points ahead of time to reduce anxiety.
	Support from a colleague/mentor for feedback.
	Receive positive verbal or written feedback from at least 2 colleagues or supervisors.
	Review: August 1, 2025

	To consistently demonstrate professionalism in communication, behavior, and appearance in the workplace.
	Observe and model behaviors of respected professionals in my workplace.
	Time for regular self-reflection.
	Demonstrate respectful and appropriate communication in 100% of work interactions.
	Review: September 1, 2025

	To accept constructive feedback without defensiveness and use it to improve my work.




	Practice active listening when receiving feedback (e.g., not interrupting, asking clarifying questions), and thank people who give feedback and apply it to future tasks.
	Trustworthy colleagues or mentors willing to give feedback regularly.
	Respond positively to at least 5 pieces of feedback.
	Review: September 15, 2025
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