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Special points of interest:

Advanced Planning
Conference:

October 16-18, 2006
Atlanta, GA (pp 5-6).

BOBSA Online Beauty
Supply Store - 5 Sold
Own one today!

BOBSA addressing the
condition of the Black
American Economics

Do you know your black
products and
manufacturers?
Non-African American
Owned Beauty Brands

BOBSA Newsletter

keeping us connectg

Message from the Chairman

My message to you this issue reinforces the thoughts of advocates working to “Bring
Back Black " in America. In the article “An Open Letter to Black Americans: It Is Time
to Bring Back Black,” the authors cited the matter of some prominent Black leaders
resenting being considered Black leaders, as they want the world to know that they are
capable of leading anyone. It tells us that we have had enough of Black leaders who
are afraid to commit to the real needs of Black Americans. | am in agreement with this
letter as it raises some very important points of which we must all be aware. There-
fore, | feel it is my duty as chairman of an organization fighting for Black economic em-
powerment within the Hair and Beauty Industry, and for overall betterment of Black
communities, to share an excerpt from this powerful article with you.
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As | move forward with BOBSA’s mission to support Black entrepreneurs in the Hair
Industry, | implore members, supporters, and friends to take on the challenge of lead-
ership roles in your own rights. Empower yourselves to grow your businesses and to
support one another to build a sustainable financial system within our Black communi-
ties. Let us buy our own black products, acquire our own stores, and serve our people
with dignity.

The Dots is the new name for our newsletter. This issue contains a wealth of informa-
tion on BOBSA's movements and events. Please read and stay connected.

Sincerely,

Sam Ennon
Chairman, BOBSA

Sponsors of Bring Back Black are listed on page 9 of this newsletter. For the entire article, please send a

request to contact@bobsa.org
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BOBSA News
NEWS RELEASE

FOR IMMEDIATE RELEASE
TODAY, MONDAY, October 16, 2006

CONTACT: BOBSA: SAM ENNON, 650-346-8992 www.bobsa.com
DPN: TERRY DAVIDSON, 404-758-6200 www.digitalpictureworks.com

BLACK HAIR ASSOCIATION JOINS WITH DIGITAL PICTUREWORKS TO BUILD
OUT-OF-HOME TV NETWORK IN SALONS, BARBERSHOPS

ATLANTA (October 16) --- The fledgling advertising medium, Out-of-Home television networks, just got a new beauty
makeover today with the announcement of a strategic alliance between the Black-Owned Beauty Supply Association
and Atlanta-based Digital Pictureworks Network.

Announced today at a regional conference of the Black-Owned Beauty Supply Association (BOBSA), the alliance will
bring advertiser-supported flat-screen plasma televisions to potentially thousands of hair salons, barbershops, beauty
supply retailers and beauty schools nationwide. BOBSA’s Advancement Planning Conference is being held from Oc-
tober 16-18, 2006 at the Holiday Inn Atlanta Airport North with attendance by over 300 member storeowners.

Stated BOBSA president Sam Ennon, “This is a major step for our organization to help create nationally distributed
programming, advertising and advocacy messages to an audience that spends billions of dollars annually on beauty
and hair-care products.”

The San Francisco based executive continued, “When DPN approached us we immediately saw our future with them
as partners in taking black-owned beauty entrepreneurs to the next level of technology.”

Digital Pictureworks Network (DPN) will provide plasma screens, servers, and customized content to BOBSA mem-
ber stores. DPN will also provide sales support to attract advertisers to the new television network. DPN also has an
office in Los Angeles.

According to DPN CEO Terry Davidson, “The BOBSA connection offers an opportunity for hair-care and cosmetics
manufacturers to communicate directly to black females as they wait for hair appointments and as they are being ser-
viced in their favorite hair salon, or for men, their Saturday morning haircut.”

BOBSA, founded in 2004, has over 500 members in all 50 states, and sponsors conferences and seminars through-
out the year for current and potential members. Presently, BOBSA members reach over 100,000 consumer impres-
sions monthly.

BOBSA is also an advocacy group whose current campaign “Connecting the Black Dots” seeks to educate black con-
sumers and business owners to the need to exert greater control over the $8 billion dollar black hair care and cosmet-
ics industry, particularly distribution.

Ennon declared, “As one of the few modern American industries founded by African-American women, it is our duty
to repossess this heritage for the benefit of future generations of business owners”.

According to “The Buying Power of Black America” published by Target Market News, US black households’ overall
consumer spending is almost $700 billion annually, with over ten percent going to personal care products and ser-
vices.

DPN is the only African-American owned out-of-home, or digital signage, television network to date. The three-year
old DPN has agreements with select fast-food franchise-owners nationwide; the 115 historically black colleges and
universities; and shopping malls. Currently, DPN has screens in Atlanta and Miami McDonald’s reaching almost

800,000 impressions; Atlanta University Center; and Plaza Fiesta shopping mall in suburban Atlanta, the largest
Continued next page




NEWS RELEASE (Continued from page 2)

Latino-targeted mall in the state. Upcoming installations include Florida A&M, Alabama A&M and Texas Southern
University.

DPN is lead by media technology entrepreneur Terry Davidson. He served as East Coast Sales Representative for
ITT, Vice-President at US Sprint and Director of Sales and Marketing for Garrett Diversified. Among his many career
highlights was winning the bid to provide the wireless communication system for the Georgia Dome, in collaboration
with BellSouth Communications. Davidson also installed high-end LCD units in the world’s largest aquatic exhibit, the
Georgia Aquarium. He created and managed the highly successful interactive studio "Digital Brainstorm" which spe-
cialized in developing digital content and Digital Press Kits for clients like GE, NCR and Panasonic just to name a
few. Davidson's background and experience make DPN a natural extension and logical next step in a successful
career of building strong relationships of value.

“The out-of-home TV network was a natural advancement of my vision for the future of advertising to the elusive con-
sumer,” said Davidson, 42, “and the urban consumer is certainly the busiest, most stimulated by a multiple of con-
sumer and informational messages, but also very savvy as to how to effectively communicate advertising.”

Advertising clients for DPN have included General Motors, GMC (insurance), DeVry University, T-Mobile, Mercedes-
Benz, Chevrolet and State Farm.

Davidson also cited opportunities for marketers to utilize these screens to advertise in retail beauty supply stores.

“Wal-Mart, Borders, Best Buy, are all major retailers that have discovered that in-store digital signage propels sales of
advertised products and increases impulse buying of goods displayed on the screens,” stated Davidson.

HiHE

BOBSA Mission Statement (www.bobsa.orq)

BOBSA's mission is to assist entrepreneurs in owning and operating Black Owned Beauty Supply Stores internation-
ally. Also, to provide vocational training, job placement, and educational scholarships to the black community.
BOBSA's success is marked by connecting manufacturers, to black beauty supply stores, to salons, to the black cos-
metologist and ultimately to the Black community. The attainment of our mission will come about by networking and
training both in and outside of our organization, mastering relationships with our partners. We will continue,

as always to provide the best for our people, to improve and evaluate our members’ needs in order to meet the refor-
mation of excellence within the Black community.

BOBSA in the News— The Black Hair Care Tragicomedy
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James E. Clingman, an adjunct professor at the &isity of Cincinnati's African American Studies aement, is former editor of the Cincinnati Heraldws-
paper and founder of the Greater Cincinnati Africamerican Chamber of Commerce. He hosts the ragigram, "Blackonomics,” and has writtéeveral
books, including Black-o-Knowledge-Stuff. To botkdinan for a speech or purchase his books, gag®reb site, www.blackonomics.com or call him at
(513) 489-4132.
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BOBSA News

BOBSA “Connecting the Black Dots” and addressing th e Condition of Black American Economics

BOBSA is clear that a for-profit enterprise is necessary to realize the vision of the non-profit organization. Whereas,

memberships can meet the needs of only a sparse amount of the budget; actualization of the goals and objectives to
nationally increase Black Entrepreneurs is underway, with the opening of several BOBSA Black Owned Beauty Sup-
ply Stores. While Black manufacturers and distributors are gearing up for volume increases, BOBSA is working hard
to build significant infrastructure to sustain the demands rising daily. Even though these stores are owned independ-
ently, with the

Assistance of BOBSA to connect the manufacturer to the distributor and the distributor to the retailer, success is im-
minent. BOBSA benefits from these partnerships to offset

With the increased pres- K Operating expenses and other costs associated with running an organization. Other en-
_ deavors are being planned to garner the attention of the consumer base as well.
ence of Black Americans
online, BOBSA Online | A multi-layered marketing plan is underway that will brand BOBSA in the Black commu-
nity. As you may already be aware, the Black community is unique in many facets. Se-
lecting the correct communication tools that will reach the Black community is imperative.
outperform any of its Critically speaking, the many unsuccessful methodologies used to heal the brokenness
that slavery and psychological oppression have caused; continuing what our great leaders
started, BOBSA is leading the charge to bring about change through the Black Beauty
headaches of competition. | Supply/Cosmetology Industry. Through creative marketing strategies, our goal is to create
win-win scenarios for everyone involved.

Stores are anticipated to

predecessors, minus the

Below are the answers given to a staff writer atth e Chicago Defender:
Black Hair Story - BOBSA

We are “increasing the presence of Black-Owned Beau ty Supply Stores (BOBSS) in the Black community” in

several ways:
- An assertive membership promotion will not only illuminate the presence of Black Owned Beauty Supply

Stores in the Black community, it also brings light to the need for more of them.

List Black Owned Beauty Supply Stores already in existence on our website (they do not have to be a

member of BOBSA).

List all BOBSA Black-Owned Beauty Supply Stores

Through an aggressive marketing campaign for BOBSA, Black Owned Beauty Supply Stores will be in

line for what is anticipated and labeled a “Massive Referral Program (MRP).”

Membership with BOBSA has benefits. Our intentions are to connect the black dots through a highly in-

tegrated Membership Card program for Black consumers. Redeemable, ONLY at BOBSA Black Owned

Beauty Supply Stores.

Annual BOBSA Tours to states will bring both excitement and presence for Black Owned Beauty Supply

Stores in the hosting county and State.

Also, Black Entrepreneurs interested, may apply to open a BOBSA Beauty Supply Store.

These are some of the projects that are underway, with specific dates of release unconfirmed at this time.

The BOBSA Internet Movement

We have available - BOBSA Black-Owned Online Beauty Supply Stores in states where there is a vacancy. BOBSA
Online Stores serve as the distributor to the brick and mortar Black Owned Beauty Supply Stores in that state. Once
again, this is connecting the black dots. This provides a seamless approach to supply and demand. Of course, then

Black manufacturers will have streamlined distribution channels for their products.

Continued on page 5
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BOBSA Roundtables

“The primary objective of thes
Roundtables is to help BOBY
meet its mission to support,
promote and enhance the st
bility and growth of African
American Operators in the

Beauty/Hair Industry.”

If you would like to partici-
pate in one of the national
BOBSA Members
RoundTables
contact:

Sam Ennon at
sam@bobsa.org or
Norma Anderson at

norma@salonvoices.org.
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Upcoming Event
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BOBSA “Connecting the Black Dots”  Continued from page 4
With the increase presence of Black Americans online, BOBSA Online Stores are an-
ticipated to outperform any of its predecessors, minus the headaches of competition.

What was once a concern and labeled “the digital divide” is no longer true, in its former
definition. Through the advent of improved technologies in the entertainment and tele-
communications industries, these alone have helped to increase the number of Black
Americans online. BOBSA understands there are a rapidly growing number of ad-
vanced technological users that will find great benefit to buying and selling online.

Through skillful and inspired leadership, strong networking abilities, community trust,
and a strengthened economic comprehension in the open market, connecting the
black dots are more than a dream, it is our reality.
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Member News

Welcome New Members

650-357-0073
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Industry News

New Revlon Boss Ousts Top Execs, Including Marketin g Chief

250 Jobs Cut; Also Pulls the Plug on Disappointing Vital Radiance Line
By Stephanie Thompson

Published: September 25, 2006

NEW YORK (AdAge.com) -- Troubled beauty marketer Revlon is axing its chief marketing officer, chief creative officer
and marketing director of the Revlon brand one week after ousting President-CEO Jack Stahl.

Kills product line
The company is also discontinuing its baby-boomer-targeted Vital Radiance line, which has been a major sales disap-
pointment.

The cosmetic marketer's new president-CEO, David Kennedy -- tellingly, the former chief financial officer -- is sweep-
ing out 250 jobs, among them several executives from Mr. Stahl's team, notably CMO Stephanie Klein-Peponis; Chief
Creative Officer Rochelle Udell; and Revlon Director-Marketing Maura Mottolese. No successors were hamed; the
company said brand managers would report to Mr. Kennedy. A spokeswoman did not return calls for comment by
press time.

‘We were fat'

According to an executive close to Revlon, the cuts are a part of Mr. Kennedy's strategy to develop a more cost-
effective structure. "We were fat in terms of senior-level marketers," the executive said. The team is also likely taking
the fall for the failure of a multitude of recent efforts intended to turn the company around, among them the launch of
the Vital Radiance brand aimed at older women.

Mr. Kennedy said the company has decided to discontinue the line, taking a negative hit of $110 million, figuring it
was unlikely to receive space at Revlon's "best [retail] accounts." Instead of building Vital Radiance, the investment
saved will be used to leverage the mainstay Revlon brand, he said.

Despite Revlon spending $17 million in measured media behind Vital Radiance over the last three months, according
to data from TNS Media Intelligence, the brand failed to take off at major drug chains including Rite Aid and CVS.

Skeptical of changes
Industry observers met the changes with a healthy skepticism, noting they've seen it many times before with Revlon.

"There have been a lot of management changes at Revlon over the years, lots of different leaders," said Carrie Mel-
lage, industry manager-consumer products at Kline & Co. "It's no secret they've been suffering for over a decade and
haven't been profitable for a long time and they're still looking for someone to turn the company around."

Ms. Mellage said Revlon's biggest hurdle is its deep-pocketed competitors, L'Oreal and Procter & Gamble, giants that
have "huge marketing budgets and are constantly coming up with new innovation."

Despite the success of a lot of anti-aging products on the market, Ms. Mellage said Revlon failed with Vital Radiance
likely by failing to put its Revlon name brand on the line. "There are a lot of competing products out there for boomers
to choose from and having the Revlon brand equity associated with it could have helped consumers navigate through
the clutter."

In August, the company reported that Vital Radiance sapped $40 million from its operating profit in the second quarter
ended June 30. Net loss in the quarter was $87 million.

Reprinted
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BRAND NAMES
African Pride
African Best
African Gold
Affirm

Always Natural
Afro sheen
Ampro

AtOne

ApHogee

Bantu Hair color
Better Braids
Bone Strait
Botanicals

Black Sassy
Black and White Ointment
Blue Magic

Care Free Curl
Classy Curl
Créme of Nature
Dark & Lovely
Dax

Doo Gro

Duke

Dr. Miracle's
Excelle

European Silky Wrap
Fabulaxer
Folicure

Gentle Treatment
Glover's

GiGi

Hollywood Beauty Imports
IC Prouducts
Infusium 23
Johnson Products
KeraCare

Leisure Curl
LeKair

Let's Jam

Long Aid
Lustrsilk

Mane 'n Tail
Mizani

Motions

Murray's Hair Pomade
Nadinola

New Era

Opion

Optimum Care
Paul Mitchell
Parnevu

Pantene

Perm Repair
Posners

Precise

Prpffctiv

Industry News

Did You Know? The following companies are non-African American@a Beauty Brands.

BRAND NAMES (Cont'd)
Prosonique

Pro-Line

Queen Helene

Raveen

Right On Curl

Revlon Permanent Relaxer
Royal Crown

Sebastion

Smooth'n Shine Polishing
Soft & Beautiful
Sof-N-Free

Sulfur 8

Sportin Waves
Sta-Sof-Fro

TCB

Tress Tranzitions

Ultra Sheen

Ultra Glow

Wave Nouveau

Wellite

World of Curla

Vigorol

Vitale

Zuri Cosmetics

4+4 Product Guide

MANUFACTURERS
ADVANCED RESEARCH LAB
ADVANTAGE LAB

AFRICAN BEAST
ALBERTO CULVER
ALLEGHANY PHARMACAL
AMERICAN INTERNATIONAL
AMPRO

AVALON INDUSTRIES
AVLON

BIOCIDE LABS

CLAIROL INCORPORATED
COLOMER REVLON

COLOMER REVLON PROF.

CORONER USA
DIANE PRODUCTS
DR. MIRACLE'S LLC
FANTASIA INDUSTRIES
HOLLYWOOD BEAUTY
IMPERIAL DAX

J. STRICKLAND

JF LABS

JOHN PAUL MITCHELL SYS.
JOHNSONPRODUCTS
KEYSTONE LAB
L'OREAL

MURRAY'S WORLDWIDE
NISHMOTO TRADING

MANUFACTURERS (Cont'd)
PARA LAB

POSNER COSMETICS
PROCTER & GAMBLE
REVLON

RIGHT ON CURL
SCIENTIFIC RESEARCH CO.
SEBASTION LABS
SPARTAN BRANDS INC
STRAIGHT ARROW PROD
STRENGTH OF NATURE
SULFUR

THE WELLS

VIGOROL

Bring Back Black

% 8

“It Is Time To Bring Back Black,
and hundreds of thousands of us
are ready to do just that. What
about you?”

Hood Research, Detroit

Black Chamber of Commerce of
Akron, Ohio

National Leadership Alliance, NYC
Black Waxx, Jersey City NJ

Harvest Institute, Washington DC

The Coalition of Artists & Activists,
NYC

Los Angeles Council Of Elders
Blackonomics, Cincinnati, Ohio
Reparations Now, LA

Recycle Black Dollars, California
BAFCA: Black American Family.
Christian Agenda. California

KUJI Economic Development Initia-
tive, Cincinnati, Ohio
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Making Connections

Advertise in “The Dots”

Telephone: 650-357-0073

Email: info@bobsa.org

Want to get your message out?

We Help You Make Connections.
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Making Connections

BOBSA Online Stores Sold!

Georgia
lllinois
New York
Tennessee

Call BOBSA for information on
starting your own online beauty
supply store.

BOBSA offers the support you
need to get through the start-up
phase. It's all about “connecting
the black dots!”.

i BOBSA Online Stores Available !
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Hot Off The Press!

Rudy Aunk
Email: raunk@iname.com
Cultural Health Central
http://lulu.com/aunk
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Making Connections

Want to get your message out?

Advertise in “The Dots”

We Help You Make Connections.

Telephone: 650-357-0073

Email: info@bobsa.org
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World Wide Opinions

Online Comments

Our online guests have signed our guest book and posted comments. You can get an idea here of what is on their
minds. Please visit the website http://www.bobsa.org to read additional comments. While you are there, please take
a moment to sign our guest book.

Tu (Los Angeles, CA) September 22, 2006

PLEASE HELP - NEED BLACK OWNED BEAUTY PRODUCTS & RRPLY STORES. | am a braider in LA (over 20 years)
& | have a lot of customers. | would like for mystamers (black women) to be able to recycle thieickbdollars, by purchasing
black hair & supplies. Here is a list of what | ded_ocation of Black Beauty Supplies (online oii®\.) -Black owned Human
& Synthetic Hair suppliers -Black owned Braid Spr&yack owned Blow Dryer with a comb attachmentad&d owned hair

Bro Wesley (Minnesota) September 19, 2006

RIGHT ON! The women who are getting their Hair &ildadone by these Koreans are contributing to tkielis college educa-
tion, while not one dime comes back to help theindids. Simultaneously they are selling us knotfk-and getting away with
it. We gotta wake up!

Gloria Muhammad (Chicago, lllinois) September 18, 200¢

| once owned a beauty supply store that struclknfiizd hardship for lack of support from the blackranunity. | would like to
someday get involved with BOBSA. Thank you

gilka (Sé&o Paulo - Brasil) September 17, 200¢

In S&o Paulo City, almost 33% of our populationldeek people.. So, | would like to find as soarpassible some of yours
products in my city.

Jean-maire (Jean-maire) September 14, 200¢
Shocking! Shocking to learn what we have given aw@ep educating our black people and keep up dbe gvork.

Rissa (Alberta, Canada) September 14, 200¢

| am shocked, but could someone please give mdeanaf some black owned hair products, i could dinly a list of Non- Afri-
can American Owned Beauty Brands.

Inspiration & Resources
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P. O. Box 281915
San Francisco, CA 94128

Your feedback is
very important to us.
Please send comments
about this newsletter to
contact@bobsa.org.
Thank you!

BOBSA’s mission is to assist in entrepreneurs and job training, in providing

jobs and scholarships to the black community. We represent the $8 billion

dollar Black Hair Care & Cosmetic Industry, one of the few modern American

industries that was founded by African-American women.

Our success is attributed to “BOBSA” connecting manufacturers, to black
beauty supply stores, to salons, to the black Cosmetologist and ultimately t

O our

community. We can attain our mission by networking and training both within
our organization and with our partners. We will continue to always provide the

best for our people, to improve and evaluate our customers’ needs in order

meet the community’s objectives for excellence.

to

You are now part of a large and expanding association. Thanks to many people

like you, we are one of the most respected new associations in the country.
“BOBSA” is proud of its short history of bringing together those who seek to

“CONNECT THE BLACK DOTS?” in this country and around the world.




