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The Safety of the Barbershop

“The barbershop is the only place
where a black man can really go
and express hisself...Because we
don’t really have the country club
or the club with golf. Even at the
basketball court at the YMCAs or
your recreational gyms and what
not, you still can’t talk openly
because there’re other you know
ethnic groups around.”

Linnan, L., Ferguson, YO. (2007). Beauty salons: A promising health promotion setting for reaching
and promoting health among African American women. Health Education and Behavior. 6(37): 517-530.




[
>
@
—
'®©
S
=)
=
o
<

(<< -

N (=<( 2((

See articles by Russ Glasgow and visit www.re-aim.org
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See also several articles by Russ Glasgow and visit www.re-aim.org
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BEAUTY & Barbershop
Advisory Board Members  (o00-present

Morris Boswell* Ed Hooker

— Guilford Technical College, — E-Style Barbershop
Cosmetology and Barbering Al Richmond*

— State Board of Cosmetic Art — NC Institute for Minority
Roxana Murfree-Alston* Economic Development

— Dudley Beauty School (Sales) — NC Minority Prostate Cancer
Clastine Pool- Covington* Awareness Action Team

— Dudley Beauty School (Training) Joyce Thomas*
Jerry Head, Jr. — Central Carolina Community
College, Cosmetology and
Barbering

Cornell Wright
— Center for Health & Healing

— Cancer Survivor
D. Hooker/S. Martin *
— Donna’s Hair Salon

B.Levitas/B.Minor/L.Krajewski*
Cancer Information Service

*8/10 individuals were original members of BEAUTY Ad  visory Board
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BEAUTY Project
STUDY DESIGN

KEY
TM = targeted magazine
TC = trained cosmetologist







Customer Salon Behavior
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Customer Barriers to Cancer Screening
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Intervention Development

Quarterly Campaigns

(7 total over 18 mo)

— Theme + 3-5 key campaign
messages

— Theory (SCT), social

marketing and evidence-
based (WWT/pilot studies)

— Components:

targeted health magazine
(sent to customers at home)

training workshop (stylists)
educational display (in- salon)
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% Change in knowledge: crc

% Change In self-efficacy re:

Helping customers become more
Knowledgeable about crc

nitiating conversations re: crc

Overall satisfaction (1=low/5=high)

Very or extremely likely to attend
another workshop




Themes: Prevention/Seeking Care — Family/Car Care/Sp  orts
“Healthy Black Man Rules” (3-5 messages for each cam  paign)
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Trimming Risk in Men (TRIM)
Brochures & Posters
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