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editor’sWORDS
THIS IS OUR FINAL ISSUE BEFORE CHRISTMAS AND I FOR ONE 
CAN’T BELIEVE HOW QUICKLY 2016 HAS GONE. IT’S CERTAINLY 

BEEN A NOTABLE ONE FOR MANY, INCLUDING OUR SALON 
BUSNESS AWARDS WINNERS [TWO OF WHICH ARE FEATURED 

IN THIS VERY ISSUE]. 
We’ve even got winners from previous 
years in here, showing our dedication to 
helping their businesses succeed long after 
the awards are done. 

And that’s what Salon Business is about 
– successful business. We know it can be 
tough, we know there are challenges and 
we know we can’t solve them all, but we 
do and will continue to bring you advice 

from those who have been there and 
done it before you, so you can learn from 
their mistakes. There are also some pretty 
innovative business models out there that 
we just have to share with you. 

Of course, we also have coverage from 
all the events we’ve been hitting this past 
month for a ream of inspiration, and we 
have an entire 14 pages dedicated to style 

– how to shape it, how to make your client 
think you’ve nailed it and the techniques to 
help you get there.

Stay in touch over Christmas [Twitter and 
Instagram, @salon_business] and we’ll see 
you in 2017. 

Jo Charlton
Publishing Editor
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        WE’VE ALWAYS 
FELT THAT WE OFFER 
SOMETHING RATHER 
SPECIAL TO ALL OF OUR 
CLIENTS HERE AT LAURA 
LEIGH AND, NOW WE’VE 
BEEN IN OUR SLEEK NEW 
SALON FOR ONE YEAR, 
WE REALLY WANTED TO 
STEP IT UP A NOTCH IN 
THE LUXURY STAKES BY 
OFFERING NEXT-LEVEL 
SERVICE TO EVERY 
CLIENT WHO WALKS 
THROUGH OUR DOOR. 

“

“

4

NEWS

NURTURING

S
alon Business is pleased to 
announce two new student 
ambassadors for Alan d 
Hairdressing Education, to 

represent the brand  in 2017.

“Both candidates have a 
great story and such different 
backgrounds,” says Alan. “Isabelle 
from GM’s in South London is 
only 16 and a school-leaver, but 
with an incredible 6,000 followers 
on Instagram, such is her savvy 
commitment to social media. 
Potential apprentices will really 
relate to her and hopefully feel 
inspired by her commitment and 
hard work.

“On the other hand, Jessica from 
Kinki Boutique in Norwich is 23 and 
started hairdressing relatively late. 
This meant that her employer had 
to part-fund her apprenticeship and 
pay a higher wage as she entered 
her second year. Now mid-way 
through her Level 3 and having 
made her first stage appearance 
at Salon International, we hope 
she can appeal to more mature 
students who may feel that their 
dream won’t happen.”

The ambassador role 
encompasses a number of jobs, 
from blog writing to appearing 
onstage with the Alan d team, as 
well as working on fashion shows 
and even occasionally answering 
Q&As on social media. Last year’s 
ambassador appeared on the radio!

“We felt the best way to spread 
the word about what a great 
industry we are in is by using 
their peers,” said Edward. “Both 
Isabelle and Jess are cool, but 
most importantly they’re real. 
Hopefully their stories will inspire 
others.”

every
little
helps
L

aura Leigh Hair & 
Beauty is helping 
clients relieve the 
pressure of their never-

ending to-do lists with its latest 
Salon Concierge Service.

The Cheltenham salon now 
offers clients the opportunity to 
have their every need tended 
to while visiting the salon by a 
team of assistants, completely 
free of charge.

From adding money to the 
parking meter to ensure clients 
don’t overrun their allotted 
time, they can also collect their 
lunch and pick up their dry 
cleaning.

Other highlights of services 
offered as part of the new 
Salon Concierge include 
making hotel and restaurant 
reservations, picking up 
refreshments and store 
purchases and even arranging 
in-salon makeup and personal 
style consultations.

“We’ve always felt that we 
offer something rather special 
to all of our clients here at 
Laura Leigh and, now we’ve 
been in our sleek new salon for 
one year, we really wanted to 
step it up a notch in the luxury 
stakes by offering next-level 
service to every client who 
walks through our door,” says 
Laura.

NewsJanfeb.indd   4 14/01/2017   10:21
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        TAKING INSPIRATION 
FROM URBAN EIGHTIES 
GRAPHICS – AN 
INTEGRAL PART OF THE 
URBAN LANDSCAPE 
– REBEL IS SIMPLE, 
YET SOPHISTICATED, 
ASSERTIVE AND 
SOMETIMES BITING. 
LEAVING THE STAGE TO 
THE APPLAUSE OF THE 
AUDIENCE WAS THE 
CUSTOMARY CLOSING 
RUNWAY SHOW. 

“

“

NEWS

ITALIAN DREAM
Davines saw more than 800 people 
gathered together in Italy for a night 
to remember at the prestigious 
Auditorium Teatro Manzoni.

Set in the heart of the historic city 
centre of Bologna, it played host to 
the hotly-anticipated Davines Hair 
on Stage Show, for a night fuelled 
with creativity.

The Internationally acclaimed Allilon 
Education Art Team, led by its 
directors Johnny Othona and Pedro 
Inchenko, was the first to perform, 
presenting the new Change 
collection and its surprising palette 
of colours.

Davines inaugurated a new 
exclusive partnership with Jesus 
Oliver, before giving the stage to 
the emerging talents of the World 
Style Contest – a global, annual 
competition that offers hairdressers 
the ability to express their creativity 
and talent through photography and 
onstage performance. 

The technical jury, made up of 
selected hairstylists, journalists 
and fashion experts, closely 
followed the looks as they were 
created, announcing the winners 
as Alessandra Pucci with a 
double award for Best Stylist & 
Best Cut; Andrea Gennaro won 
Best Colour, as well as the Social 
Award, voted directly on Facebook 
by salon clients and the Davines 
community.

Closing the first day of the event 
was Davines Artistic Director, 
Angelo Seminara. During his 
hour onstage – part show, part 
educational talk – he moved and 
enriched the audience with his 
extensive experience, sharing his 
passion and his philosophy.

After a show to remember, guests 
enjoyed drinks and food at the 
Palazzo Re Enzo, where everyone 
enjoyed a great time in true 
Davines style, followed by a ‘Good 
Vibes’ themed party.

The performance of Gianluca 
Sasso, founder and Artistic Director 
of F and creator of the Fusion 
Cutting Methodology, warmed up 
the stage during the second day 
followed by Sergio Laurenzi, who 
presented his collection, a personal 
tribute to the women who became 
true style icons live onstage.

Bringing the event to a close, 
Angelo returned to present the 
brand’s latest collection Rebel. 
Taking inspiration from urban 
eighties graphics – an integral part 
of the urban landscape – Rebel is 
simple, yet sophisticated, assertive 
and sometimes biting. Leaving 
the stage to the applause of the 
audience was the customary 
closing runway show.

BUSINESS WIN

work it
Goldwell is launching an 

exclusive Mark Leeson 
Mentorship Programme 
this year to offer six 

stylists under the age of 30 the 
chance to be mentored by the man 
himself.

This once in a lifetime opportunity 
will take all six stylists on an 
incredible creative journey that 
will grow their artistic skills, push 
their creative limits and grow their 
technical talent to evolve them 
into the next rising stars of British 
hairdressing.

Held at the Goldwell Academy 
in London, this sought after 
programme will include six full days 
of education and inspiration – from 
creative cutting and colouring, to 
presentation skills and session and 
editorial guidance. The programme 
will conclude with a professional 
photo shoot resulting in a first 
class photographic collection next 
September.

To enter, each stylist nominated by 
their Goldwell salon owner will need 
to submit an image of a cut and 
colour model before recreating the 
look in front of an esteemed panel 
of judges. To find out more, email 
UK.Education1@kao.com

It was a big win for Herb UK 
Ltd recently, who scooped 
the New Forest Brilliance in 
Business Award for Training 

and Development.

The parent company to Organic 
Colour Systems attended 
the eleventh annual New 
Forest Brilliance in Business 
Awards at Carey’s Manor 
Hotel, Brockenhurst, which 
recognises and celebrates 
the achievements of local 
businesses.

Shortlisted for the Brockenhurst 
College Award for Training 
and Development, Herb UK 
representatives Mark D’Arcy 
and Ian Bishop were thrilled as 
the privately-owned Lymington-
based manufacturing business 
was announced as the winners 
in the category.

“This is a fantastic award 
and we’re very proud to have 
won,” says Mark. “We strongly 
believe in education and training 
as a company and this award 
acknowledges our efforts and 
the achievements of all of 
our staff.”
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        JASON’S LOVE OF 
HAIRDRESSING IS VERY 
CONTAGIOUS AND THIS 
WAS THE FIRST THING 
THAT STRUCK ME ABOUT 
HIM. HE SHARES HIS 
TALENTS WITH LIKE-
MINDED PEOPLE AND HIS 
BODY OF WORK SPEAKS 
FOR ITSELF WHETHER 
IT BE WORKING IN HIS 
SALON, ON PHOTOSHOOTS 
OR BACKSTAGE IN NEW 
YORK, LONDON, MILAN, 
AND PARIS.

“

“

HUGE 
CONGRATS

M
ulti award-
winning Errol 
Douglas recently 
scooped the 

Best Hair Salon category 
in the Marie Claire Hair 
Awards.

For the first time ever, 
Marie Claire’s Hair Awards 
showcased their pick of 
the game-changers, time-
savers and unbelievable 
steals that will give your 
clients the best hair of their 
life.

“It was an honour to 
win the award as this 
is the first Marie Claire 
Hair Awards,” says 
Errol. “We’re a salon of 
technical excellence and 
pride ourselves on the 
professionalism of the 
award-winning team.”
Well done Errol and the 
team from all at Salon 
Business.

going
global

C
elebrity, salon and 
session stylist Jason 
Hall has joined the 
R+Co Global Artist 

Teaming to bring his fashion 
prowess to the heart of 
hairdressing.

Edinburgh-based Jason 
spends three months of the 
year travelling on the fashion 
week capitals’ circuit. He’s 
spent time with his mentors, 
Garren, Howard McLaren and 
Thom Priano during New York 
Fashion Week in September, 
for Anna Sui SS17, in addition 
to meeting his global team at 
the New York studio in early 
August.

Howard McLaren, co-founder 

and creative director of 
R+Co, said: “Jason’s love of 
hairdressing is very contagious 
and this was the first thing 
that struck me about him. He 
shares his talents with like-
minded people and his body of 
work speaks for itself whether 
it be working in his salon, on 
photoshoots or backstage in 
New York, London, Milan, and 
Paris.”

Jason will now spearhead the 
R+Co UNIVERSITY courses in 
the UK and Ireland launching in 
early 2017, which have a focus 
on the core of hairdressing, 
taking inspiration from the 
three legendary hairdressers’ 
notable accomplishments the 
brand was founded upon.

6
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NEWS

        MYNEWHAIR 
WELCOMES HAIR 
PROFESSIONALS NEW TO 
THIS AREA OF WORK BY 
PROVIDING RESPONSIBLE, 
NURSE-LED TRAINING 
AND TECHNICAL 
SUPPORT, BUILDING UP 
A NETWORK OF SALONS 
AND PROFESSIONALS 
ABLE TO PROVIDE A WIG 
CUSTOMISING SERVICE 
FOR PEOPLE SUFFERING 
FROM CANCER AND 
MEDICAL HAIR LOSS – 
WITH TREVOR AT THE 
CENTRE OF IT ALL.

“

“#SQUADGOALS

It’s huge congratulations from 
the team at Salon Business 
upon hearing that mynewhair 
is celebrating a decade in 

business.

Inspired by his own experience 
of helping a family member 
during cancer treatment, Trevor 
Sorbie MBE launched his charity, 
mynewhair, a not-for-profit 
organisation back in 2006, offering 
a wig customising service for 

After launching its national 
#SquadGoals competition 
earlier this year, Supercuts 
has finally found a group 

of friends to become the next face of 
the brand.

The leading high street salon chain 
originally called for groups of friends 
from across the UK to submit their 
#SquadGoals photos on social media, 
for the chance to be the next faces 
of the brand. The lucky winners 
were whisked off to TIGI’s iconic 
studio in Battersea, London for an 
A-list hair and beauty makeover from 
Supercuts’ style team.

The prize package – worth over 
£5,000 – also included an exclusive 
studio photoshoot, a goody bag of 
TIGI products to maintain their fresh 
hairstyle, and an overnight stay in the 
capital.

Amy Murray, 28, Jessica Murray, 
25, Danielle Kirk, 25, and Katie 
Dodson, 22, from Scunthorpe, were 
announced as the UK’s best squad 
on social media, having successfully 
beaten hundreds of hopefuls from 
across the country.

As part of the prize, the Scunthorpe 
squad have unveiled their final 
campaign shot in the window of their 
local salon, and the image is also 
featuring on Supercuts’ website and 
social media channels. DECADE

           THE LEADING HIGH 
STREET SALON CHAIN 
ORIGINALLY CALLED FOR 
GROUPS OF FRIENDS FROM 
ACROSS THE UK TO SUBMIT 
THEIR #SQUADGOALS 
PHOTOS ON SOCIAL 
MEDIA.

“ “

L
egendary session 
stylist Nick Irwin has 
been announced 
as UNITE’s Global 

Ambassador, bringing 
his unique creativity and 
inspiration to the brand.

He will be working closely 
with UNITE’s Creative Director 
Gary Baker and Director of 
Global Education Zoe Harte, 
to collaborate on UNITE 
collections, as well as working 
with UNITE salons and 
stylists, sharing his skills and 
knowledge.

“This is a really exciting 
new chapter in my career,” 
says Nick. “I love the UNITE 
philosophy and the way they 
work – uniting and supporting 
hairdressers – so I’m looking 
forward to becoming part of 
the UNITE family. For me it’s 
about adding to the UNITE 
brand and I can’t wait to get 
involved, building on their 
already great team.”

UNITE-D 
FRONT

people suffering from cancer and 
medical hair loss.

Now working with lead cancer 
centres to enable more patients to 
access the wig styling service, the 
charity is experiencing increasing 
demand and an increase in referrals.

Mynewhair welcomes hair 
professionals who want to be able 
to offer this service themselves. 
They provide responsible, nurse-
led training and technical support, 
building up a network of salons 
and professionals able to provide a 
wig customising service for people 
suffering from cancer and medical 
hair loss – with Trevor at the centre 
of it all.

Currently, there are approximately 
900 hair professionals, including 
freelance and mobile hairdressers, 
and almost 800 salons across the 
UK and Ireland in the mynewhair 
network, including Darren Stuart 
from East Boldon’s Tribeca Hair 
Design, Tyne and Wear. Darren is 
a big part of mynewhair, not only 
as a salon and a trustee but also as 
one of the trainers, who educates 
the network of salons and stylists.

“I think every woman suffering 
from hair loss should be given 
access to a mynewhair salon via 
hospitals,” says Darren. “The 
information should be readily 
available through hospitals for 
them to access the service. All the 
mynewhair salons just want to help 
hair loss sufferers feel as normal 
as possible.”
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AS A NEW YEAR ROLLS AROUND, 
IT’S A GOOD TIME TO THINK ABOUT 
YOUR EDUCATION AIMS FOR THE 
NEXT 12 MONTHS. AND, WITH 
COLOUR TIPPED TO GET EVEN MORE 
EXCITING IN 2017, WHAT BETTER 
AREA OF LEARNING TO FOCUS YOUR 
ENERGIES AND INVESTMENTS ON? 
HELEN BIRD REPORTS.

B R I G H  T E S TB R I G H  T E S T

AS A NEW YEAR ROLLS AROUND, 
IT’S A GOOD TIME TO THINK ABOUT 
YOUR EDUCATION AIMS FOR THE 
NEXT 12 MONTHS. AND, WITH 
COLOUR TIPPED TO GET EVEN MORE 
EXCITING IN 2017, WHAT BETTER 
AREA OF LEARNING TO FOCUS YOUR 
ENERGIES AND INVESTMENTS ON? 
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It’s 2017 and new year’s 
resolutions are rife: Eat 
healthier foods between 
clients, cut down on the 

weeknight wine intake, make 
more time for yourself on 
your days out of the salon… 
Whatever your personal vows 
for the next 12 months, it’s well 
worth having a couple on the 
professional front too, especially 
as trends, techniques and 
innovations continue to advance.

As ever, colour is the area of 
hairdressing in which changing 
fashions can be quite visible, 
requiring stylists’ skills to 
remain at the cutting edge. 
So refreshing your colour 
knowledge on a regular basis is 
a must in order to capture and 
retain those clients who want to 
be bang on trend.

“Salon clients are constantly 
inundated with content on the 
latest colour trends through 
social media, magazines and 
via celebrities. This is why it’s 
crucial that hairdressers are kept 
educated on the skills to create 
the most sought-after looks to 
ensure client requests can be 
fulfi lled,” explains Irene Meikle, 
UK Head of Education at Kao 
Salon Division. 

“It’s also really important that 
hairdressers feel inspired 
through colour knowledge 
and by developing new colour 
skills. They’ll be able to speak 
confi dently to clients and give 
them a fi rst-class consultation, 
which will mean clients return to 
the salon time and time again.”

Warren Boodaghians, Global 
Technical Director at TIGI, 
places immeasurable value 
on continual progression as a 
hairdresser and recommends 
setting out education goals 
early. “The new year should 
see stylists organising their 
year, booking courses, arranging 
in-salon education and working 
as a team to progress. Also 
ensuring there’s lots of creative 
stimulation from exhibitions, 
online research and watching 
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what other hairdressers are 
doing is important,” he says.

CLEVER COLOUR
Keeping one eye on the current 
and projected fashions for the 
coming seasons is imperative 
to ensure you’re prepared for 
client requests and have the 
knowledge to achieve the look 
in-salon. But what are the key 
trends awaiting us in 2017?

For Sheila Jackson, Director of 
Education and Events for Wella 
UK and Ireland, contouring is 
set to spill over from makeup 
palettes to tint bowls, she tells 
Salon Business: 

“Infl uenced by the current hot 
makeup trend now brought to 
hair, contouring uses placements 
of colour to create the deception 
of light and shade. It defi nes and 
re-contours any face shape to 
complement natural skin tone 
and eye colour by highlighting 
the most beautiful features to 
create unique, personalised 
results.”

The creative technique, 
she adds, achieves, “ultra-
personalised, optical illusions in 
hair” that work with the cut and 
texture to create a completely 
individual look.

And the demand for tailored 
colouring is set to stay, agrees 
Warren. This means investment 
in furthering your knowledge 
and skills in this area won’t be 
wasted. “Customisation isn’t 
going away any time soon,” 
he says. “It’s clear clients 
want a bespoke service and 
personalised fi nish that enhances 
their cut, their complexion, skin 
tone, eye colouring and their 
lifestyle.”

Lustrous lengths will also feature 
heavily this year, according 
to Sheila, bringing plenty of 
upselling opportunities to salons. 

SB:FEATURE

“In 2017 we’ll still be seeing a 
lot of long hair, therefore it is 
key to maintain condition and 
shine. Also styling long hair will 
continue to be a key focus, so 
in-salon treatments and styling 
products to get the look will be 
as important as ever.”

She adds: “Retail products that 
allow clients to maximise hair 
condition and styling at home 
will be big news for 2017.”

Indeed, at-home treatments 
will be an easy win for both 
client and stylist, Warren 
agrees: “Colour care is really 
important, so it’s vital to share 
information on which wash and 
care products to use, as well 
as advising clients to have an 
in-salon treatment and a weekly 
masque to use between salon 
visits.

“This is an easy upsell and will 
make your work look better,” 
he adds. So it seems that, 
alongside ensuring your colour 
knowledge and techniques are 
tip-top, refreshing upselling 
skills and having a rounded 
understanding of your product 
ranges will benefi t business 
hugely in the coming year.
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“CUSTOMISATION 
ISN’T GOING AWAY 
ANY TIME SOON IT’S 
CLEAR CLIENTS WANT 
A BESPOKE SERVICE 
AND PERSONALISED 
FINISH THAT ENHANCES 
THEIR CUT, THEIR 
COMPLEXION, SKIN 
TONE, EYE COLOURING 
AND THEIR LIFESTYLE.”

SHARE THE LOVE
‘But won’t all this training will 
be costly to business?’ many 
salon owners will be asking 
themselves as they plan their 
budgets for the next fi nancial 
year. Not if you’re smart about 
it, our experts say. 

“Have a think about what 
services you want to offer in 
your salon and speak with staff 
to see if any of them have 
skills related to these specifi c 
services. If so, their talent 
could help to develop the skills 
and educate other members of 
the team,” Irene advises. 

“Also, try speaking with your 
manufacturers to see what 
in-salon education options they 
have available for your salon 
as this is often a great way of 
educating staff without having 
to stretch the purse strings.

“There are also a lot of local 
regional events that your salon 
could get involved with – take 
a look at organisations, such 
as the National Hairdressers’ 
Federation,” she adds.

Online learning could also 
be an option, and one that 
many big brands are offering. 
Sheila explains that Wella’s 
e-education programme is free 
to register for and includes 
a range of step-by-steps and 
product training, while TIGI has 
developed an app for stylists 
which, Warren says, enables 
education and inspiration to 
continue wherever they are, at 
any time.

And the idea of sharing 
existing knowledge and skills 
between staff is a valuable 
one, he agrees. “Hold creative 
evenings, where all the team 
can put forward ideas,” he 
suggests. “Working as a team 
is always better – you can 
share ideas and experiences 
and understand other peoples’ 
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points of view and what 
inspires them, while keeping 
your own motivation high.”

STRIVE TO THRIVE
So as salon owners create 
training plans for their business 
and individual stylists, there are 
a few points worth bearing in 
mind, as Sheila explains:

“Make sure you’ve selected 
the right level of education 

SB:FEATURE

points of view and what 
inspires them, while keeping 
your own motivation high.”

“MAKE SURE YOU’VE 
SELECTED THE RIGHT 
LEVEL OF EDUCATION 
FOR YOUR TEAM 
MEMBER. AGREE 
WITH YOUR TEAM 
CLEAR OBJECTIVES 
FOR UNDERTAKING 
THE EDUCATION AND 
WHAT NEW SKILLS 
AND BEHAVIOURS 
YOU EXPECT TO SEE 
DEMONSTRATED ONCE 
BACK IN THE SALON. 
FOR EXAMPLE, IF IT’S 
FOR INSPIRATION, HAVE 
THE TEAM MEMBER 
SHARE THEIR LEARNING 
BACK IN THE SALON 
AND AGREE HOW THIS 
WILL BENEFIT YOUR 
CLIENTS.”

for your team member. Agree 
with your team clear objectives 
for undertaking the education 
and what new skills and 
behaviours you expect to see 
demonstrated once back in 
the salon. For example, if it’s 
for inspiration, have the team 
member share their learning 
back in the salon and agree 
how this will benefi t your 
clients.

“Track the results of your training 
investment and encourage your 
team to use their new skills 
to offer the highest possible 
standards in the salon and meet 
clients’ needs.”

And for Warren, passion and 
forward thinking are essential 
elements for staying ahead 
of the competition. “Clients 
have greater knowledge of 
what they want and have 
high expectations for a 
customised, individual look,” 
he says. “This means the 
colourist needs understanding 
and the confi dence to give a 
thorough consultation with 
the knowledge to create a 
personalised fi nish.

“To have this creative 
progression, colourists need 
to be aware of changing 
trends, fashion colours and 
new techniques – this means 
advancing skills continually 
and putting into practice new 
knowledge.

“Learning isn’t something that 
happens once in a while; it 
should be going on every day.”
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EDUCATION ISN’T ALL ABOUT 
THE CLASSROOM, OR EVEN 
THE SALON: CHALLENGING 
YOURSELF TO COMPETE IN 
ONE OF HAIRDRESSING’S 
MOST ICONIC COMPETITIONS: 
GOLDWELL’S COLOR ZOOM, 
CAN BE THE BIGGEST 
EDUCATIONAL TOOL OUT 
THERE. IT’S ONLY THROUGH 
ATTEMPTING WHAT YOU DIDN’T 
THINK POSSIBLE, THAT YOU’RE 
ABLE TO EXCEL. 

CHALLENGING 
EXPECTATIONS

GoldwellAdvertorial (Joanne Charlton's conflicted copy 2017-01-11).indd   18 12/01/2017   14:06



IN VOGUE
Fashion trends evolve and 
interact with each other, 
changing in character over 

time, but always typified by the 
design elements of colour, shape 
and texture.

The Goldwell Color Zoom 
Creative Team translates each 
of the design elements into 
a Hair Fashion Collection. 
This forms the basis of the 
International Goldwell Color 
Zoom competition. 

Introducing the IN·FLUX 
Collection for 2017, it sees dark, 
elegant colours coalesce with 
mysterious iridescence, creating 
a new interplay of colours in 
the hair. Shape and colour work 
seamlessly to create hair fashion 
with no discernible beginning or 
end. The atmospheric mood is 
reminiscent of deep twilight, a 
constantly changing interplay of 
shadows and radiance. Energy 
converges. Shapes merge. 
Colour morphs. 

TAKE THE CHALLENGE
Be inspired by IN·FLUX and 
take the Color Zoom Challenge 
and create your very own 
interpretation of the collection.

This is your chance to 
demonstrate your skills and boost 
your career to a national and even 
international audience, putting 
yourself and your salon in the 
spotlight on the Color Zoom stage.

You will be competing against 
the best in the country to be 
crowned gold, silver or bronze 
winner in either the Partner, 
Creative or New Talent category, 
with the national winner going 
on to represent the UK at the 
next Global Zoom Event.

The winner of that goes down in 
history as a member of the Color 
Zoom Creative Team, members 
of which are responsible for 
interpreting the trends and 
creating an inspiring collection 
for the following year.

THE BENEFITS
As a national winner you will 
raise your profile, taking your 

SB:ADVERTORIAL

“WINNING OPENS 
SO MANY DOORS 
FOR ANY STYLIST 
AND IT WILL TAKE 
YOU ON A JOURNEY 
YOU’LL NEVER 
FORGET.” NATALIE 
CARA JONES, 
GLOBAL WINNER, 
NEW TALENT 
CATEGORY 2015, UK

career to the next level. This 
happens both at a local level in-
salon and across the UK as you 
are given extensive press and 
social media coverage.

Of course, if you make it through 
to the live final at the Global 
Zoom Event in Barcelona, then 
global fame is on the cards.

You will receive international 
acclaim as a top stylist, gain 
international publicity and 
become part of the Color Zoom 
Creative Team who will be 
responsible for creating the next 
collection that will be put out 
to the masses – it doesn’t get 
much better than that.

Info: goldwell.co.uk/color-zoom

Held over two days, the 
Color Zoom Photoshoot 
Prep Day includes 

mentoring, art direction and 
coaching led by Beverly C 
MBE to ensure you push your 
creativity to the limit.

The photoshoot day includes a 
makeup artist and clothes stylist, 
plus one hour with international 
photographer Jenni Hare, while all 
retouching is included to achieve 
the perfect finished image.

At the end of the two days you 
will leave with a professionally 
taken Color Zoom entry picture, 
ready to wow the judges with.

Cost: £850
Where: London
Prep day: Thursday March 16 or 
Friday March 17, 2017
Photoshoot day: Monday April 3 
or Tuesday April 4, 2017
Info: Call  020 3540 1200 to book 
your place

get 
ready
GET TO GRIPS WITH 
IN·FLUX DURING AN 
EXCLUSIVE COLOR ZOOM 
PHOTOSHOOT PREP DAY
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HAIR: PERRY PATRASZEWSKI, ANDI 
HINTEREGGER, BRADLEY STRATTON AND 
PONT SMITH, BLUE TIT LONDON
COLOUR: HARRIET MULDOON
MAKEUP: NICKY TAVILLA
STYLING: CLAUDIA BEHNKE
PHOTOGRAPHY: MAX OPPEHIEM

THE DIRECTORY:
OUR PICK OF 
EDUCATION TO 
KEEP ON YOUR 
RADAR IN 2017.

20

THE DIRECTORY:
OUR PICK OF 
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GOLDWELL LIGHTENING 
MASTERY
WHERE? London and Leeds
WHEN? March 1; May 16; June 
27; August 8; September 19; 
October 31 [London]; May 8 
[Leeds]
HOW MUCH? £160
WHAT TO EXPECT: Gain the 
knowledge and skills you need to 
create the perfect blonde every 
time.

TIGI COMMERCIAL 
COLOUR CHANGE
WHERE? London
WHEN? Varies
WHAT TO EXPECT: Learn how to 
correctly assess your clients’ hair 
and select the correct formula, 
giving you the confi dence to 
darken, lighten and work tone-
on-tone.

GOLDWELL FOILING 
MASTERY
WHERE? London and Leeds
WHEN? August 18; March 20; 
May 8; July 7 [London]; June 5 
[Leeds]
HOW MUCH? £160
WHAT TO EXPECT: Learn the classic 
foil highlighting technique. Find 
out more about how you can 
adapt placements to achieve 
different colour effects and add 
dimension to colour.

REMI CACHET 
HOLLYWOOD WEAVE
WHERE? See Remi Cachet on 
Facebook
WHEN? February 6; March 27; 
May 8; June 26 and more
HOW MUCH? £240 + VAT
WHAT TO EXPECT: Covering 
the fundamentals of weft 
application it also includes 
the new Hollywood weave 
technique, which results in less 
tension for the client and easier 
maintenance.

TIGI CREATIVE 
CONSULTATION
WHERE? London
WHEN? Varies 
WHAT TO EXPECT: A two-day, 
intermediate course enabling 
stylists to confi dently upsell 
colour and build loyalty. TIGI’s 
unique concept creatively blends 
hair and complexion analysis, 
as well as identifying individual 
fashion tribes, resulting in 
tailormade colour.

SCHWARZKOPF 
PROFESSIONAL COLOUR 
EXPERT
WHERE? London, Manchester, 
Dublin, Belfast
WHEN? August 21 [London]; 
October 16 [Manchester]; May 
22  [Dublin]; July 24 [Belfast]
HOW MUCH? £100
WHAT TO EXPECT: From lightening, 
high-lifting and blondes, to 
colouring darker deposits of 
pigments and pre-pigmentation, 
this one-day theory class will 
provide a fundamental knowledge 
of the brand’s colour ranges for all 
colour correction services.

PAUL MITCHELL COLOUR 
WITH CONFIDENCE
WHERE? Contact Salon Success
WHEN? February 6; February 13; 
February 27; May 2; May 8; May 
15; May 22; July 3; July 10; July 24; 
September 4
HOW MUCH? £25 + VAT
WHAT TO EXPECT: A three-hour theory 
session covering the fundamentals 
of colouring and colour changes, as 
well as recommending the correct 
products and tools.

TIGI CREATIVE COLOUR
WHERE? London
WHEN? Varies
WHAT TO EXPECT: A two-day, 
intermediate course using an 
advanced technical approach based 
on classic colouring, allowing 
stylists to develop skills that give 
exciting, contemporary and creative 
results, clients will love.

WELLA MASTER COLOUR 
PROGRAMME
WHERE? Varies
WHEN? Varies
HOW MUCH? £2,400 inc VAT
WHAT TO EXPECT: The highest level 
of colour education that Wella 
offers, this is a 13-day course 
held in four stages. With a salon 
owner preview evening to help 
you select the right member of 
your team, a business-building 
seminar designed specifi cally for 
the salon owner and exclusive 
marketing and PR support, the 
programme is focused on driving 
your salon’s colour business.

SCHWARZKOPF 
PROFESSIONAL GROW 
MY COLOUR BUSINESS
WHERE? London, Glasgow, Dublin, 
Belfast
WHEN? February 20 [s]; April 9 
[Glasgow]; October 11 [Dublin]; 
October 10 [Belfast]
HOW MUCH? £250
WHAT TO EXPECT: A full day 
seminar looking at the 
opportunities and challenges of 
the ever-changing hair colour 
market, including technology, 
consumer expectations and 
understanding the business side 
of colour.

GOLDWELL ADVANCED 
FASHION COLOURING
WHERE? London and Leeds
WHEN? March 8; April 19; 
May 31; July 12; August 23; 
October 4; November 15 
[London]; June 6 [Leeds]
HOW MUCH? £160
WHAT TO EXPECT: Explore the 
unlimited possibilities of 
fashion colouring and create 
true colour statements for 
your clients.

SCHWARZKOPF 
PROFESSIONAL ENDLESS 
COLOUR CREATIVITY
WHERE? London, Manchester, 
Glasgow, Dublin, Belfast, Cork
WHEN? March 13, September 
11 [London]; April 24, October 
9 [Manchester]; March 20 
[Glasgow]; July 17 [Dublin]; 
August 21 [Belfast]; November 
6 [Cork]
HOW MUCH? £250
WHAT TO EXPECT: Go beyond your 
usual colour techniques and 
learn how to create individual, 
personal colour mixes.

Leeds]Leeds]Leeds

Explore the 
unlimited possibilities of 
fashion colouring and create 
true colour statements for 
your clients.

SCHWARZKOPF 
PROFESSIONAL ENDLESS 
COLOUR CREATIVITY
WHERE? London, Manchester, 
Glasgow, Dublin, Belfast, Cork
WHEN? March 13, September 

London]; April 24, October London]; April 24, October London
Manchester]; March 20 Manchester]; March 20 Manchester

]; July 17 [Dublin]; Dublin]; Dublin
Belfast]; November Belfast]; November Belfast

Go beyond your Go beyond your 
usual colour techniques and 
learn how to create individual, 
personal colour mixes.

Go beyond your 
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NATURAL-LOOKING BLONDE IS 
THE EPITOME OF BEAUTY. NOW 
IT CAN EASILY BE ACHIEVED 
ON ANY BASE AND EVERY 
HAIR TYPE THANKS TO THE 
NEWLY RELAUNCHED BLONDME 
RANGE FROM SCHWARZKOPF 
PROFESSIONAL. IT’S CREATING A 
NEW ERA OF BLONDE PERFECTION 
AND BY BECOMING A BLONDME 
EXPERT SALON, YOU CAN BE AT 
THE HEART OF IT.

BLONDE 
CONCEPT

INFO: GET IN TOUCH WITH 
YOUR SCHWARZKOPF 
PROFESSIONAL SALES 

REP TO BECOME A 
BLONDME EXPERT SALON 

TODAY BY CALLING 
0800 526 741

INFO: GET IN TOUCH WITH 
YOUR SCHWARZKOPF 
PROFESSIONAL SALES 

SB:ADVERTORIAL
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THE TECHNOLOGY
Bonding technologies 
are big news for 
hairdressers. They’re 

revolutionising colour services 
across the industry. They 
work by actively transforming 
damaged, broken and washed 
out hair by reconnecting and 
rebuilding the di-sulphide bonds 
within the hair’s inner structure. 
The results allow colourists 
to achieve colour they never 
thought possible.

Now, Schwarzkopf Professional 
has taken it one step further 
and simplifi ed the service 
by merging their bonding 
technology with their BlondMe 
colour and care range. This 
has reduced the need for an 
extra step during the colouring, 
lightening or lifting process, 
while the advanced care range 
helps to maintain the hair’s 
repaired condition. 

IN-SALON
You can create the perfect 
blonde on every client with 
the all-new BlondMe bond 
enforcing colours and toners 
whether they want cool, honey, 
caramel or toffee tones or 
iridescent, creamy, platinum or 
bronde looks.

Big this season? It has to be 
platinum and cool blondes 
once again, but now your 
client’s base colour won’t hold 
you back from effotrlessly 
achieveing the perfect blonde. 
Schwarzkopf Professional 
BlondMe ambassador [and 
hairdresser to Gwyneth Paltrow 
and Elle McPherson] Lesley 
Jennison, opts for BlondMe 
Bond Enforcing Blonde Lifting 
to create incredible ice tones. 
And for a sensational iridescent 
shimmer, light platinum, metal 
and grey tones can be added 
using the BlondMe Blonde 
Toning in amazing pastel tones. 

“For a less radical look, I add a 
Caramel Glow to dark hair with 
BlondMe Bond Enforcing Paint-
On-Lightener and BlondMe 
Bond Enforcing Blonde 
Highlighting,” says Global 
BlondMe Ambassador and 
hairdresser to Katherine Heigl 
and Kate Hudson, Kim Vo. “My 
clients want their blonde to be 
bright and beautiful, they want 
to illuminate. But it’s all about 
personalising the blonde tones 
to fi t their personality, skin type 
and eye colour.”

For pre-coloured or natural 
blonde hair that is brittle 
and in need of nourishment, 
hairdressers can offer an extra 
intensive bonding service, 
tailored just for blondes, using 
Schwarzkopf Professional’s 
Keratin Restore Intense Care 
Bonding Potion and Keratin 
Restore Bonding Mask.

AT HOME
The BlondMe Bonding Care 
range has been expertly 
developed to work with the 
BlondMe Bond Enforcing 
Colours, helping to maintain 
phenomenal blonde results. 
What’s more the products are 
tailored to the shade of blonde 
and condition of the hair for 
maximum results.

The Tone Enhancing Bonding 
Shampoo and Tone Enhancing 
Bonding Mask, work to rebuild and 

replenish the bonds and enhance 
the colour results to give maximum 
shine. For Cool Blondes, there is 
also the Tone Enhancing Bonding 
Spray Conditioner. 

But this is just for starters; 
there’s an entire line-up of at 
home products to boost your 
retail sales from shampoos, 
conditioners and masks to 
potions and shine elixirs. Plus, 
as a BlondMe Expert Salon 
you will get the support you 
need to ensure your clients get 
the most from the BlondMe 
service and you get the results 
in your bottom line. 

THE CONCEPT
As part of the new BlondMe 
relaunch, Schwarzkopf 
Professional is offering salons 
the opportunity to join them 
and become a BlondMe Expert 
Salon. 
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the colour results to give maximum 
shine. For Cool Blondes, there is 
also the Tone Enhancing Bonding 
Spray Conditioner. 

But this is just for starters; 
there’s an entire line-up of at 
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As part of the new BlondMe 
relaunch, Schwarzkopf 
Professional is offering salons 
the opportunity to join them 
and become a BlondMe Expert 

replenish the bonds and enhance 
the colour results to give maximum 
shine. For Cool Blondes, there is 
also the Tone Enhancing Bonding 

there’s an entire line-up of at 
home products to boost your 

potions and shine elixirs. Plus, 

need to ensure your clients get 

service and you get the results 

As part of the new BlondMe 

Professional is offering salons 

and become a BlondMe Expert 

They will receive a host of 
marketing support to ensure 
success from the off and build 
their salon’s reputation as the 
‘blonde expert’. 

Salons will also be provided 
with a bespoke Facebook 
advertising campaign, created, 
managed and promoted by 
Schwarzkopf Professional. It 
will target women interested 
in hair and beauty aged 18-55 
within a one hour radius of the 
salon’s postcode to encourage 
appointment bookings. 

If that’s not enough, a new 
BlondMe microsite is launching 
March 1, targeting the 
professional hairdresser and 
end consumer. Importantly 
for BlondMe Expert salons, 
it will contain a ‘salon finder’ 
whereby end consumers can 
enter their city/postcode in 
order to find and contact their 
nearest BlondMe Expert Salon.

There are also campaigns to 
drive consumer awareness 
with a BlondMe shampoo 
being sent to all blonde 
subscribers of Glossybox, 
the UK’s number one beauty 
subscription service. Also 
beauty blogger StyleLobster, 
will be actively promoting 
BlondMe across her extensive 
social media channels and 
driving traffic to the BlondMe 
microsite.

THERE’S NEVER BEEN A BETTER 
REASON TO TRADE UP YOUR 
BLONDE AMBITIONS.

to create incredible ice tones. 
And for a sensational iridescent 
shimmer, light platinum, metal 
and grey tones can be added 
using the BlondMe Blonde 
Toning in amazing pastel tones. 

“For a less radical look, I add a 
Caramel Glow to dark hair with 
BlondMe Bond Enforcing Paint-

Salons will also be provided 
with a bespoke Facebook 
advertising campaign, created, 
managed and promoted by 
Schwarzkopf Professional. It 
will target women interested 
in hair and beauty aged 18-55 
within a one hour radius of the 
salon’s postcode to encourage 
appointment bookings. 

If that’s not enough, a new 
BlondMe microsite is launching 
March 1, targeting the 
professional hairdresser and 
end consumer. Importantly 
for BlondMe Expert salons, 
it will contain a ‘salon finder’ 
whereby end consumers can 
enter their city/postcode in 
order to find and contact their 
nearest BlondMe Expert Salon.

There are also campaigns to 
drive consumer awareness 
with a BlondMe shampoo 
being sent to all blonde 
subscribers of Glossybox, 
the UK’s number one beauty 
subscription service. Also subscription service. Also subscription service. Also 
beauty blogger StyleLobster, 
will be actively promoting 
BlondMe across her extensive 
social media channels and 
driving traffic to the BlondMe 
microsite.

THERE’S NEVER BEEN A BETTER 
REASON TO TRADE UP YOUR 
BLONDE AMBITIONS.

“FOR A LESS 
RADICAL LOOK, I ADD 
A CARAMEL GLOW 
TO DARK HAIR WITH 
BLONDME BOND 
ENFORCING PAINT-
ON-LIGHTENER AND 
BLONDME BOND 
ENFORCING BLONDE 
HIGHLIGHTING, MY 
CLIENTS WANT 
THEIR BLONDE 
TO BE BRIGHT 
AND BEAUTIFUL, 
THEY WANT TO 
ILLUMINATE. BUT 
IT’S ALL ABOUT 
PERSONALISING 
THE BLONDE TONES 
TO FIT THEIR 
PERSONALITY, SKIN 
TYPE AND EYE 
COLOUR.”
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This month’s got five seems to be all 

about technology – video marketing, 

recruitment via social media, being a 

technophobe, but that’s what it’s all 

about, isn’t it?

got
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This year 
will see big 
changes in the 
water industry 
throughout 

England – and it could be set 
to benefi t salon owners. 

SB:GOT 5

As every salon owner 
knows, water usage 
and waste is one 
of the biggest day-

to-day expenses of running a 
salon, but that could be about 
to change. 

From April 2017, all 
businesses in England will 
be able to buy water and 
wastewater services from 
a supplier of their choice. It 
is hoped this will increase 
competition between water 
companies, who will have to 
offer their business clients 
more choice and lower prices.

Hot water for your boiler, 
providing water for customers, 
washing towels, at the 
backwash, fl ushing the toilets 

– you accept you use water, 
you get a bill from your 
regional water supplier, and 
that’s where it ends. Other 
than implementing a costly 
greywater system, or placing 
reminders at all the basins 
encouraging staff to not leave 
taps on, up until now, there 
has been little you could do to 
control costs.

Now, as the water industry 
begins to deregulate and the 
barriers to competition start 
to come down [for the fi rst 
time since its privatisation in 
1989], all businesses, charities 
or public sector organisations 
will be able to buy water and 
wastewater services in a 
very similar way to how you 
choose your gas or electricity 

supplier in the energy market.

HOW WILL THIS BENEFIT 
BUSINESSES?
Competition will mean water 
companies have to offer 
more value. This could be 
leak detection, automated 
meter readings, and lower 
prices. 

Scotland went through 
the same process in 2008. 
There, Scottish Water is the 
only wholesaler, looking after 
the water and sewerage 
network throughout the 
country. They then sell water 
and wastewater services 
to the water companies, 
which were created when 
the market opened up. The 

SAVE ON 
WATER

GOT 5SB:GOT 5
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           FROM APRIL 2017, 
ALL BUSINESSES IN 
ENGLAND WILL BE ABLE 
TO BUY WATER AND 
WASTEWATER SERVICES 
FROM A SUPPLIER 
OF THEIR CHOICE. IT 
IS HOPED THIS WILL 
INCREASE COMPETITION 
BETWEEN WATER 
COMPANIES, WHO WILL 
HAVE TO OFFER THEIR 
BUSINESS CLIENTS MORE 
CHOICE AND LOWER 
PRICES.

“

“

water companies sell these 
services to businesses. There 
is an upper limit for prices, but 
within that rate there is room for 
competition between suppliers.

Since 2008, the Scottish water 
market has seen more choice 
and lower prices, so it sets a 
positive example for England. 
The water market has also seen 
greater effi ciency and more 
innovation as suppliers look to be 
more competitive. Once these 
improvements were in place, 
businesses saw discounts close 
to 25 percent on their water bills.

HOW WILL IT WORK IN 
ENGLAND?
Currently, the network of water and 
sewerage pipes are owned and 

maintained by the regional water 
companies. When the changes 
kick in, these water companies 
will separate their services into 
wholesale and retail. 

The wholesale company will 
continue to look after the 
network of pipes in their 
region. They will sell water and 
sewerage services to the retail 
company, who will in turn sell 
these services to businesses.

Ofwat will set an upper limit for 
water prices, and prices available 
to businesses will vary within 
this rate.

WHAT WILL HAPPEN TO MY 
CURRENT WATER COMPANY?
Some of the existing water 

companies have chosen not 
to be a part of the new water 
market and will focus instead 
on the wholesale business, 
looking after the network of 
pipes, as they currently do. 

They will move their retail 
services to another company, 
and have probably already 
written to their clients to inform 
about the change.

We expect these changes to 
be benefi cial to all businesses, 
who should benefi t from lower 
prices and improved customer 
service.

So keep your eye on the ball 
come April and hopefully count 
the pounds rolling in. 

GOT 5
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DON’T 
BE A 
TECHNO
PHOBE

Technology 
is continually 
evolving 
and if you 
take your 

eyes off the ball for even 
a second, you can soon 
feel out of your depth. To 
feel it is ok, but to accept 
it, can be the beginning 
of a downward spiral that 
leads to your clients losing 
confidence in you.

SB:GOT 5

A ccording to research, 
conducted to 
support the launch of 

Worldpay’s My Business Hub till 
system, 75 percent of clients said 
alarm bells start to ring when a 
salon seems behind the times 
from a technology point of view. 

Londoners and the under 35s 
were the most judgemental. 
Eighty per cent of respondents in 
these groups said they’re more 
likely to trust retailers that use 
up-to-date technology than those 
that do not. 
 
So what are their reasons? 
Respondents said they thought 
stylists that had invested in 
up-to-date technology came 
across as more professional, and 

Got5VideoTechnophobe.indd   28 12/01/2017   22:11



2929

SB:GOT 5

         TODAY’S DIGITALLY 
DRIVEN SHOPPERS 
WANT TO BE ABLE 
TO RESEARCH THEIR 
PURCHASES ONLINE, 
SEEK ADVICE FROM 
STAFF IN-STORE, PAY 
IN ANY WAY THAT THEY 
CHOOSE, AND RETURN 
ITEMS AT THE CLICK OF 
A BUTTON. BUSINESSES 
THAT FAIL TO OFFER THAT 
LEVEL OF SERVICE ARE 
INCREASINGLY VIEWED 
WITH SUSPICION.

“

“

committed to improving the 
overall experience for their 
customers. Among the 2,000 
consumers surveyed, only 7 
percent said they had concerns 
that technology could get 
in the way of delivering the 
type of experience they were 
looking for in-store.
 
Digital anthropologist, Nik 
Pollinger, said: “Technology 
has become such a pervasive 
influence on our daily lives that 
our judgement on whether 
a business is professional, 
reputable and reliable is 
increasingly driven by their use 
of modern technology.”

All this means one thing, 
you can’t afford to shun 
technology. “It’s now relatively 
simple and inexpensive for any 
shop to deploy technologies 
that make life easier for 
digitally-driven shoppers,” 
adds Nik. “So if a shop 
seems unwilling to make that 
investment, it can trigger a 
lack of confidence. Where else 
are they cutting corners? Why 
aren’t they giving customers 
what they want?”
 
Handwritten receipts, cash 
only payments and the lack 
of a website were among the 
main ‘technology  triggers’ that 
led consumers to think twice 
about whether or not to part 
with their money. Forty-one 
per cent of consumers said 
retailers they trusted most, 
made it easy to pay by card as 
well as cash, while 39 percent 
said they trusted retailers 
who offered digital receipts to 
make returns easier – worth 
considering for your retail 
sales.
 
Businesses that refuse to 
take card payments provoked 
a particularly strong reaction, 
with one in five under 35s 
being concerned about the 
services and products on offer 
in a cash-only salon.

Nik says: “Modern shoppers 
equate in-store technology 
with the type of convenience 
they’ve become used to 
with ecommerce and that’s 
especially true when it comes 

to payments. We’ve seen 
these feelings emerge strongly 
among Gen Z consumers, 
many of whom have grown up 
with the convenience of smart 
phone shopping. But the reality 
is that our attachment to 
technology as a way to make 
our lives easier, is far more 
universal. It’s no coincidence 
that 40 percent of over 55s say 
they actively seek out shops 
that accept bank cards.“
 
Dave Hobday, UK Managing 
Director of Worldpay, says: 
“Consumers still have a 
strong connection to the 
high street, but technology 
has transformed their 
expectations. Today’s digitally 
driven shoppers want to 
be able to research their 
purchases online, seek advice 
from staff in-store, pay in any 
way that they choose, and 
return items at the click of a 
button. Businesses that fail 
to offer that level of service 
are increasingly viewed with 
suspicion.”
 
Worldpay recently released 
My Business Hub, an all-in 
one, tablet based till designed 
to help bring small and 
independent retailers into the 
digital age by replacing the 
traditional cash register.
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Fed up with the usual recruitment methods, salon 
owner Austen Thomson decided to mix things up a little. 
It involved a cameraman, some of his team from Austen 
Thomson Hair, and a little bit of scripting. The result? A 
cleverly executed video entitled Trainee-Spotting, to 

promote the benefits of modern hairdressing apprenticeships across 
social media. So the big question is, how has it gone down? 

SB:GOT 5

HOW HAVE YOU 
PREVIOUSLY 
RECRUITED STAFF?

Before, we’ve used various 
websites including Gumtree and 
this has worked for us. But when 
we came to advertise this job, I 
looked at the job description and it 
was pretty standard, detailing the 
type of person we were looking 
for, qualifications they’d gain, skills 
they’d learn, etc. I found it to be a 
bit boring and uninspiring and so 
tried to think of ways to make the 
campaign for young trainees fresh. 
This is when we came up with a 
completely new approach to appeal 
to the younger generation.

WHAT MADE YOU LOOK INTO 
VIDEO? 

RECRUITING 
THROUGH VIDEO
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           OUR CLIENTS 
REALLY APPRECIATE 
THAT WE MAKE A BIG 
EFFORT WHEN IT COMES 
TO EVOLVING THE 
BUSINESS AND ALTHOUGH 
WE DIDN’T GET THE 
RESULTS WE WANTED, IT 
STILL HAD MARKETING 
BENEFITS. WE WOULD OF 
COURSE DO IT AGAIN BUT 
IT WILL BE A NEW IDEA 
AND PROBABLY WITH A 
DIFFERENT AGENDA.

“

“

Over the last year or so there’s 
been a bit of excitement in 
Edinburgh surrounding the 
filming of Trainspotting 2 and 
social media had been spotting 
Ewan Mcgregor and the rest 
of the cast in all sorts of 
Edinburgh destinations. When 
the official trailer was released 
it gave me the idea that we 
could take some inspiration 
from it, as it was all over social 
media. I thought we could 
use its current relevance and 
engagement to try a new 
strategy to find candidates for 
the modern apprenticeship. 
Trainee-Spotting seemed 
like a cool way to do it. I got 
the team excited about the 
concept and a few days after 
the official Trainspotting 2 
trailer launch, we had shot, 
edited and posted the video. 

We wanted to show the team 
and convey the message that 
the industry is fun. 

HOW DID YOU EXECUTE IT 
– WAS IT EXPENSIVE, TIME 
CONSUMING?
Was it time consuming? It took 
one day to film and edit and 
it directly didn’t cost a penny. 
However I have been building 
up filming kit over the last year 
and spending hours and hours 
learning about film making and 
editing so that we can readily 
create video content quickly 
and often. The opening scene 
where Louise and Lauren 
are running like the opening 
scene from Trainspotting, was 
created by myself being pulled 

backwards on my skateboard 
while holding the camera in 
a tripod. Other scenes were 
created by the camera being 
positioned in various settings. 
We had a really fun couple 
of hours creating it and a by-
product of the day was that 
we had some really cool team 
building time together.

HOW HAVE YOU SPREAD THE 
WORD ABOUT THE VIDEO?
We’ve had over 6,000 people 
viewing the video and all our 
clients think that it’s a great 
fresh approach to recruitment. 
I emailed this to various local 
schools and recently visited 
one to talk to the kids about 
hairdressing as a career. I 
used this as a focus group 
rather than a presentation and 
I discovered that kids think 
that hairdressing as a career 
is the last thing they’ll do; it’s 
a backup plan if all else fails. I 
believe that I corrected them 
and the teachers loved the 
presentation and invited me 
back in January to talk to more 
kids. 

WHAT HAS THE RESPONSE 
BEEN LIKE?
We’ve received interest from a 
few candidates. If you’re in the 
industry then you already know 
how great a career this can be, 
so my mission is to educate 
kids that it can be a great 
career, but only as good as the 
person wants it to be.

WHAT HAVE YOU LEARNT 
FROM IT?
Our clients really appreciate 
that we make a big effort 
when it comes to evolving 
the business and although 
we didn’t get the results we 
wanted, it still had marketing 
benefits. We would of course 
do it again but it will be a 
new idea and probably with a 
different agenda.
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Stuck in a marketing 
rut? Wayne Hill 
of Broad Street 
Hair tells us how 
he completely 

overhauled his salon’s branding 
using online video tutorials.

SB:GOT 5

THE 
FUTURE 
IS: VIDEO

Whether it’s 
celebrity-
inspired updos, 
behind-the-

scenes sneak peeks at fashion 
week, or interviews with 
some of the industry’s best 
stylists, you can’t deny that 
online videos are hot in the 
hairdressing world. 

But it’s not only a YouTube 
movement. Stop motion 
fi lms are cropping up all 
over Facebook, and looping 
Boomerang clips are ever-
popular on Instagram – not 
to mention the witty GIFs 
that we so often see across 
marketing emails and Twitter.

By 2019, around 80 percent of 
web traffi c will be accounted 

for by video, according to 
the Cisco Visual Networking 
Index. And with the rest of the 
beauty and grooming industry 
already reaping the benefi ts, 
it’s about time UK hair salons 
got involved. 

Broad Street Hair’s Wayne 
Hill has already got on-board 
and he believes online video 
tutorials have been the key 
to his salon’s excellent client 
retention and spend rates. 

“Our new brand image was 
completely focused on setting 
up Broad Street Hair as hair 
advice experts by way of 
direct client communications,” 
he says. “Our message is 
simple – giving our clients the 
hair advice they need.
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         I SET CLEAR 
GOALS AND 
FORMULATED A 
DISTINCT STRATEGY 
TO ACHIEVE THEM. 
WE REALLY FELT THAT 
PROVIDING ADVICE, 
PRODUCT NEWS, 
COLOUR SERVICE 
EXPLANATIONS AND 
‘HOW-TO’ GUIDES 
WOULD BE THE RIGHT 
WAY TO GROW RETAIL, 
SERVICE UPSELLS AND 
CLIENT LOYALTY.

“

“

“I set clear goals and formulated a 
distinct strategy to achieve them. 
We really felt that providing advice, 
product news, colour service 
explanations and ‘how-to’ guides 
would be the right way to grow 
retail, service upsells and client 
loyalty. In effect, we’re starting 
the conversation with our clients 
before they’ve even walked 
through the door.”

So how do you successfully plan 
and execute a video marketing 
campaign? “We hired a cameraman 
on a 12 month contract, and 
set about creating advice-based 
content,” says Wayne. 

“The videos are hosted on 
YouTube, promoted on Facebook 
and emailed directly to our clients 
through our new email system. We 
use a marketing software called 
Infusion to help manage our over 
15,000 strong email database.”

The results are clear to see. In 
just 10 months, Broad Street Hair 
saw an increase of £6.50 across 
average client spend, and their 
client retention rate soared to 82 
percent in the same time frame.

“It’s all about us as a business 
educating our clients so that when 
they’re in the salon armed with 
their own knowledge, the stylist 
can focus on delivering their own 
personal expert advice – so it feels 
completely genuine for the client,” 
says Wayne. “I personally feel that 
video is the future of marketing 
– it shows that as a salon you’re 
modern and innovative.”

HERE’S TO HAIR IN MOTION!

33
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QUESTIO
N

 TIM
E THIS YEAR IS MARK CREED’S 

SIXTEENTH AS A SALON OWNER 
AND IN THAT TIME HE’S FACED 

HIGHS AND LOWS – SOME OF 
WHICH WERE QUITE UNEXPECTED! 

IN 2015 HE WAS FORCED TO 
REBRAND HIS CHAIN OF SALONS 

FROM PHILOSOPHY HAIRDRESSING 
TO IDLEWILD TO AVOID A LENGTHY 

LEGAL BATTLE. BUT EVER THE 
STRATEGIST, HE TURNED IT INTO 

A POSITIVE AND HAS QUICKLY 
BUILT THE IDLEWILD BRAND. HIS 

IN-HOUSE ACADEMY TRAINED ART 
TEAM ARE IN CONSTANT DEMAND 

ACROSS THE UK AND ABROAD. 
ONSTAGE WORK COMBINED WITH 

REGULAR EDITORIAL SHOOTS [FOR 
THE LIKES OF VOGUE, THE SUNDAY 

TIMES MAGAZINE AND MARIE 
CLAIRE] KEEPS IDLEWILD ON THE 

PULSE WITH THE HOTTEST NEW 
TRENDS. COMBINE THAT WITH 

MARK’S PERSONAL ENDEAVOURS 
– INCLUDING FELLOWSHIP 

PRESIDENT – AND HIS ARTISTIC 
FLAIR FOR HAIR COLOUR, AS WELL 
AS A PACKET-LOAD OF CHARISMA, 
AND HE HAS WHAT YOU CALL, ‘THE 

FULL PACKAGE’.
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WHAT DO YOU 
LOVE ABOUT 
HAIRDRESSING? 
The 

camaraderie within the 
industry and the unique 
position to beautify and 
make others very happy 
using our acquired skills.

HOW DID YOU GET INTO IT?
I did a traditional in-––
salon apprenticeship as I 
felt the combo of art and 
interpersonal skills suited 
me perfectly.

DESCRIBE THE TIME WHEN YOU 
REALISED HAIRDRESSING WAS 
FOR YOU?
It happened the minute I 
witnessed how great you 
can make people feel with 
beautiful hair – this coming 
from formative years as a 
young impressionable child, 
witnessing my mother’s 
hairdressers.

HOW DO YOU THINK THE 
INDUSTRY HAS CHANGED 
SINCE YOU JOINED IT?
Our supremacy as 
the global’s best has 
become solidified by the 
continued professionalism 
and pursuit of the UK’s 
artistic excellence. 

HAIR: IDLEWILD 
CREATIVE TEAM 
PHOTOGRAPHY: 
JAMIE BLANSHARD 
MAKEUP ARTIST: 
MADDIE AUSTIN
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DESCRIBE THE MOST NERVE-
WRACKING MOMENT OF YOUR 
CAREER? 
It was being onstage for 
the first time at a salon 
trade fair in USA. It was 
in front of 2,000 people 
and I was relatively 
inexperienced, aged 20.

YOU’VE ACHIEVED SO MUCH 
ALREADY, WHAT’S THE SECRET 
TO YOUR SUCCESS?
There’s no secret, it’s hard 
work and commitment to 
adhere to our mantra in 
looking after all who come 
into contact with Idlewild.

WHAT DO YOU FIND ARE THE 
MOST DIFFICULT DECISIONS 
YOU HAVE TO MAKE AS A 
SALON OWNER?
Combining commercial 
decisions with integrity and 
commitment to the craft of 
hair. Small business owners 
have to master so many 
skills in making a business 
both artistically aware and 
commercially viable.

37
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           GIVE THEM 
FREEDOM IN EVERY 
WAY THAT YOU CAN 
WHILE MAINTAINING 
THE INTEGRITY OF 
YOUR BRAND. TIME 
IS SO MUCH MORE 
IMPORTANT THAN 
FINANCIAL REWARDS 
(TO MOST) AND YOUR 
TEAM MUST ALSO 
BE GIVEN THE 
FREEDOM TO MAKE 
THIS CHOICE.  

“

“

WHAT SURPRISED YOU MOST 
ABOUT RUNNING YOUR OWN 
BUSINESS?
The stress and need to 
fulfil so many roles when 
all I really want to do is 
focus on hair colouring.

WHAT’S THE PROUDEST 
MOMENT OF YOUR CAREER SO 
FAR?
The conception and 
opening of five Idlewild 
salons.

WHAT WOULD YOU SAY TO 
OTHER POTENTIAL SALON 
OWNERS?
There’s no substitute for 
hard work and creativity; 
enjoy what you do.

WHAT DO YOU THINK IS THE 
MOST IMPORTANT THING TO 
KEEP YOUR TEAM HAPPY?
Give them freedom in every 
way that you can while 
maintaining the integrity 
of your brand. Time is so 
much more important than 
financial rewards (to most) 
and your team must also be 
given the freedom to make 
this choice.  

WHAT IS THE FUTURE OF 
HAIRDRESSING IN YOUR EYES?
In-salon services need to 
show both skill and artistic 
integrity to interpret the 
trends and ensure in-salon 
services are a completely 
different service to what 
can be created at home.

WRACKING MOMENT OF YOUR 
CAREER? 

the first time at a salon 
trade fair in USA. It was MARK CREED
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THE BEST THING 
ABOUT LEARNING 
THE RULES, IS 
GAINING THE 
CONFIDENCE TO 
BREAK THEM. THAT’S 
WHAT TIGI IS ALL 
ABOUT. SO IF YOU 
WANT FIRST CLASS 
EDUCATION TO BRING 
OUT THE CREATIVE, 
FEARLESS GENIUS 
INSIDE, LOOK NO 
FURTHER THAN TIGI 
EDUCATION. 
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THE EDUCATION
Education is at the heart of 
TIGI, central to everything 

they do; to share knowledge, 
to inspire and motivate other 
hairdressers. 

With academies in London, New 
York, Milan, Taipei and Dublin, 
TIGI has all the creative hubs 
covered, but you don’t need 
to head there to benefi t. They 
host many regional events and 
seminars across the UK, as well 
as offering intimate in-salon 
training and hosting global shows. 

The cherry on the cake is the 
TIGI 24/7 Mobile App, which is a 
fantastic tool, featuring cut and 
colour step-by-step techniques, 
an advanced interactive drawing 
tool, interactive colour moodboard 
and a stream of inspiration.

THE TEAM
Led by Anthony Mascolo, the 
TIGI International Creative Team 
is a close knit group of creatives 
whose careers have grown under 
their mentor. Together they’ve 
experienced at salon,
show and session work, so 
they’re hugely qualifi ed to 
understand the needs of the 
salon stylist and the creatively 
ambitious hairdresser.

The infl uence of the TIGI 
International Creative Team can 
be seen in all areas of the TIGI 
business [and in the stunning 
image in the centre of this page]. 
Aside from creating TIGI imagery 
year on year, they’re involved in 
the development of education, 
testing and approval of new 
products and global promotion of 
the business. 

TIGI is unusual in that its team is 
its own, a collective power that 
comes together for global
collection photoshoots, shows 

INFO: TO BOOK A COURSE 
AND DISCUSS YOUR 

EDUCATION PLAN, SPEAK 
TO YOUR TIGI ACCOUNT 
MANAGER OR CONTACT 

020 7228 5999 OR 
EMAIL UK.EDUCATION@

TIGIHAIRCARE

and events, with a focus on 
research, innovation and creation 
of new concepts, ideas and 
techniques – all of which is 
passed on to you through TIGI 
Education.

THE COURSES
With so many courses to choose 
from, be it styling, colour or 
product education, It’s important 
to choose the right one for your 
staff based on their needs and 
abilities.

All courses fall under three levels 
– Foundation, Intermediate and 
Advanced – which are decided 
based on the amount of time 
you’ve been a hairdresser, 
combined with your goals. 

“GUIDED BY THE 
TIGI INTERNATIONAL 
CREATIVE TEAM, THE 
FIVE DAY BOOTCAMP 
COVERS EVERYTHING 

FROM CLASSIC 
AND ADVANCED 

CUTTING, COLOURING 
AND STYLING, 

SESSION STYLING, 
PRESENTATION SKILLS 
AND MODEL CASTING 
TO PHOTOGRAPHIC 
TECHNIQUES AND 

WORKING TO 
CAMERA.”

It may be you want to improve 
your men’s services and so would 
benefi t from the the new Men’s 
Classics, or maybe you want to 
up your salon’s fashion ante, so 
Session Hair could get you there.

It can be a minefi eld but there 
are a host of TIGI Education 
Specialists who can work with 
you to create an education plan 
for you and your salon team. 

THE PLATFORMS
Education outside of the 
classroom [or salon, academy, or 

even the staff room] is just as 
important as traditional methods 
and TIGI offers a number of 
platforms. 

TIGI Inspirational Youth is one 
of the most respected and 
successful global youth training 
programmes in hairdressing. 
Guided by the TIGI International 
Creative Team, the fi ve day 
bootcamp covers everything 
from classic and advanced 
cutting, colouring and styling, 
session styling, presentation 
skills and model casting to 
photographic techniques and 
working to camera.

It takes education to a new 
level, delivering the next 
generation of hairdressing 
stars. The ultimate fi nale to the 
training is to appear at the TIGI 
Inspirational Youth Show.

You also have the TIGI Session 
Team who work behind the 
scenes at global fashion weeks. 
Now in its sixth year, this 
successful training programme 
gives team members the 
opportunity to widen their 
creative skills beyond the salon.

TIGI Session Team members 
are selected for their classic 
dressing skills, their ability to 
work under pressure and as a 
team. “For me it’s vital each 
team member has good classic 
dressing skills and a strong 
team ethic,” says Maria Kovacs, 
TIGI European Session Director.

At the top of the tree is the TIGI 
Collective, which was created 
to extend the work and reach 
of the TIGI Education team, 
delivering world-class education 
to salons.

Through extensive and ongoing 
training, TIGI Collective 
members become part of an 
elite team working across the 
globe to share their valuable 
knowledge of TIGI products 
and TIGI copyright colour, 
under guidance from the local 
education leaders.

The programme not only 
cultivates a regional TIGI 
Education team, but also creates 
TIGI Collective members within 
salons who have an extensive 
knowledge on the TIGI product 
portfolio, as well as excellent 
retailing skills.

DO YOU THINK YOUR SALON’S 
READY TO STEP UP? 
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girlstech
TIME FOR A NEW HOBBY? THIS 
ISSUE’S BATCH OF GADGETS OFFERS 
EVERYTHING FROM WEARABLE 
SPORTS TECH TO CAMERAS AND 
COCKTAIL-MAKING…

ON THE MOVE

FULLY EQUIPPED

MYZONE’s new sports bra with 
integrated training technology ticks 
all the right boxes, whether you’re 
kick-starting a new regime in 2017 or 
are a dedicated gym bunny.  We love 

that the device records 
effort as well as calorie-
crunching – that’s the 
most important thing, 
right? £49.99, 
myzone.org

Wearable technology is where it’s 
at for 2017, according to Mintel – 
40 percent of UK consumers are 
interested in a device that tracks 

heart rate, blood pressure and movement… 

SB:GAGDETS

40

BY FIONA WARD

STATS

are a dedicated gym bunny.  We love 
that the device records 
effort as well as calorie-

COCKTAILS MASTERED

Forget dry January – these cute 
little gadgets will make you 
want to throw a cocktail party 
immediately [why not combine 

with your xmas do]. Both the Mojito 
Master and the Martini Master have 
everything you need to make the 
perfect beverage – including a knife, a 
zester or cutter and a measuring cup. 
Cheers. £15, ROOT7.COM 

40

COCKTAILS MASTERED

F
with your xmas do
Master and the Martini Master have 
everything you need to make the 
perfect beverage – including a knife, a 
zester or cutter and a measuring cup. 
Cheers.
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DOT
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LIMITED EDITION

OH SO ZEN

A GAME

Iconic analogue 
camera brand 
Lomography 
has launched an 
exclusive winter 
edition of their Diana 
F+ Cortina model 
– with a gorgeous 
retro ski design. 
Create soft, dreamy 
square shots with 
that glowing vignette 
finish – a must for 
photography buffs. 
£89, cuckooland.com

If your salon’s beauty rooms are 
in need of a little extra chill, the 
new BeautyPro Sensory Diffuser 
will allow you to create the 

ultimate atmosphere. Customise your 
client’s experience with scent, light 
and sound – use essential oils for a 
gentle mist and choose what mood 
light you prefer from a spectrum of 
colours. You can also stream relaxing 
music through the device’s Bluetooth-
enabled speaker – utter bliss.
£79 + VAT, BEAUTYPRO.COM

If you were impressed by the 
launch of Amazon’s original 
Echo – the voice-controlled 
hands-free speaker – you’ll 

find it hard to resist their latest 
gem. The Amazon Echo Dot has 
all the functionality of the Echo, 
but in a smaller package – perfect 
for when you don’t need a high 
quality speaker for music. You 
can still use it to control lights, 
switches and thermostats, order 
takeaways, and even request 
an Uber cab. And that’s just for 
starters. £49.99, AMAZON.COM

SB:GADGETS

If 2017 is your year to take up a new 
sport, you might consider a Zepp 
sensor to polish your technique. With 
packages for football, golf and tennis, 

among others, you can track your personal 
game statistics, speed and technique – 
and get the results sent to the handy app 
on your phone. FROM £99.99, 
INTERNATIONAL.ZEPP.COM

HAPPY ACCIDENT

If your iPhone or iPad is more 
accident-prone than you are, 
it might be time to invest in 
some sturdy protection. Gear4 

recently launched its Buckingham 
tablet case for the iPad, which 
uses the same technology found 
in American football helmets and 
combat uniforms. The cases are 
also available for the iPhone and 
Samsung Galaxy phones – say 
goodbye to cracked screens. 
FROM £29.99, GEAR4.COM

ON THE
DOT

f 2017 is your year to take up a new 
sport, you might consider a Zepp 
sensor to polish your technique. With 
packages for football, golf and tennis, 

among others, you can track your personal 
game statistics, speed and technique – 
and get the results sent to the handy app 

combat uniforms. The cases are 
also available for the iPhone and 
Samsung Galaxy phones – say 
goodbye to cracked screens. 
FROM £29.99, GEAR4.COM
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CATCH UP WITH SOME OF THE BIGGEST 
NAMES IN HAIRDRESSING, HOW THEY GOT 
THERE AND WHERE THEY’RE OFF TO NEXT.

P44 FELLOWSHIP 
LUNCH KICKS OFF 
THE FESTIVITIES

P47 HAIRDRESSERS 
FLOCK TO THE 
DORCHESTER

P48 PAUL STAFFORD 
CREATES THE 
PERFECT TRIBUTE 
TO DAVID BOWIE

P50 SALON 
BUSINESS AWARDS: 
ENTIRES OPEN, 
READ ON FOR 
ALL YOU NEED TO 
KNOW TO ENTER 

P58 SAM BURNETT 
SHARES HIS 
KNOWLEDGE FOR 
ONE NIGHT ONLY

P60 TAKING 
YOUR SALON 
DOWN A GREEN 
ROAD COULD BE 
EASIER THAN YOU 
THOUGHT

P68 SALON 
BUSINESS 
AWARDS WINNER 
DANIEL GRANGER 
HAIRDRESSING, 
FLAUNTS ITS 
TALENTS

P72 HAIR DOCTOR 
CHECKS IN WITH A 
SCALP SPECIALIST

P74 STEP INTO THE 
SHOES OF ROBERT 
EATON AS HE 
TALKS ABOUT THE 
SALON THAT WAS 
ANOTHER SALON 
BUSINESS AWARDS 
WINNER

P78 THIS MONTH’S 
RETAIL LINE UP

P81 IN LOVE? YOU 
WILL BE

P82 THE 
COLLECTIONS WE 
JUST COULDN’T 
WAIT TO SHARE
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IF THERE’S ONE EVENT ON THE 
HAIRDRESSING CALENDAR 
THAT KICKS OFF CHRISTMAS, 
THEN IT’S GOT TO BE THAT OF 
THE ANNUAL FELLOWSHIP HAIR 
LUNCHEON AND AWARDS.

Held at London’s 
The Dorchester 
Hotel, Salon 
Business 

was one of over 450 
guests celebrating a 
fantastic 2016 for both 
The Fellowship and the 
industry. 

It was a chance to 
recognise those 
individuals, companies 
and project leaders who 
have contributed to an 
amazing year for The 
Fellowship for British 
Hairdressing, while also 
beginning the Christmas 
festivities.

After an indulgent 
champagne reception, 
Chancellor Karine Jackson 
welcomed guests for a 
celebration of the hair 
industry, saying: “For 
the last 70 years The 
Fellowship has given us a 
platform to openly share 
our skills and business 
experience. That is what 
makes The Fellowship for 
British Hairdressing so 
strong.”

President Bruno Marc 
and Chairman Jo Martin 
joined Karine onstage as 
they celebrated another 
memorable year – and 
an amazing 70th year 
for The Fellowship. It 
was wonderful to be 
able to take a look back 
at the past events, and 
hear from the incredible 
project leaders who 
donate their time to 
the next generation of 
hairdressers.

The Luncheon and 
Awards is a chance 
for those who have 
contributed towards 
the industry and The 
Fellowship to be awarded, 
and the room was alight 
with applause as Bruno, 
Jo and Karine announced 
those who had been 
recognised.

Congratulations to all 
of those who received 
awards!

SALUTATION AWARDS
Salon Business, Estetica, 
Good Salon Guide, HAIR 
Magazine, Hairdresser 
Journal, PRO Hair & 
Beauty, Professional 
Hairdresser, Salon NV, 
The Salon Magazine

ROLL OF RECOGNITION
Alice North, Alphonso 
Grose, Danny Eastwell, 
John Belfi eld, Gary 
Hunter, Julie Allen, Kain 
Lawrence, Kevin Day, 
Martyn Holmes, Adam 
Tudor, Jonathan Littler, 
Colin McAndrew, Gary 
Hooker, Michael Young, 
Kerry Mather, Michelle 
Griffi n, Robert Eaton, 

It’s time
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IT WAS A CHANCE TO 
RECOGNISE THOSE INDIVIDUALS, 

COMPANIES AND PROJECT 
LEADERS WHO HAVE 

CONTRIBUTED TO AN AMAZING 
YEAR FOR THE FELLOWSHIP FOR 

BRITISH HAIRDRESSING
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“FOR THE LAST 70 YEARS THE 
FELLOWSHIP HAS GIVEN US A 

PLATFORM TO OPENLY SHARE OUR 
SKILLS AND BUSINESS 

EXPERIENCE. THAT IS WHAT 
MAKES THE FELLOWSHIP FOR 
BRITISH HAIRDRESSING SO 

STRONG.”
Simon Tuckwell, Thomas Hills, 

Charlie Miller OBE, Joshua Miller, 

Jason Miller, Teresa Frise

SASSOON SCHOLARSHIP
Cilesté Rogers, BE My Guest

CHRISTOFER MANN STEP UP & SHINE

Evangeline Barrett, BLONDZ Hair

FELLOWSHIP INDIVIDUAL SALON OF THE 

YEAR
Billi Currie

FELLOWSHIP SALON GROUP OF THE 

YEAR
P Kai Hair

FELLOW WITH HONOURS
Alice North, Katie McCormick, 

Darren Messias

FELLOW WITH DISTINCTION

Michelle Griffin, Antony Licata, 

Edward Hemmings

COLOUR PROJECT STUDENT OF THE YEAr

Gareth McAughey

UMBERTO GIANNINI PROJECT X 

STUDENT OF THE YEAR
Alastair Jubbs

F.A.M.E. TEAM 2017
Gavin McIntyre, G&E McIntyres; 

James Earnshaw, Francesco Group; 

Jordanna Cobella, Cobella; Ria Kulik, 

The Hairbank

TERRY CALVERT IMAGE OF THE YEAR

Tracey Devine-Smith, Affinage

LIFETIME ACHIEVEMENT AWARD

Charlie Miller OBE

FELLOWSHIP HAIRDRESSER OF THE 

YEAR
Edward Darley46
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SEEING IN THE END OF 2016, THE BRITISH HAIRDRESSING AWARDS, CELEBRATED 
THE COUNTRY’S FINEST HAIRSTYLISTS. 

Be 
British

Hairdressers 
Journal 
International 
hosted its 

British Hairdressing 
Awards with 1,700 of 
the country’s fi nest 
hairstylists gathering 
at London’s glamorous 
Grosvenor House.

Sponsored by 
Schwarzkopf 
Professional, the 
awards celebrate the 
very best in British 
hairdressing talent 
– an industry which 
contributes £7 billion to 
the national economy 
and one which 
employs more than 
300,000 people. 

With nine regional 
and six specialist 
categories – as well 
as the ultimate award, 
British Hairdresser of 
the Year – this year’s 
ceremony was hosted 
by David Walliams, 
alongside Hairdressers 
Journal International’s 
Executive Director, 
Jayne Lewis-Orr 

and Schwarzkopf 
Professional’s General 
Manager Stuart Hamid. 

Jayne says: “The 
award demonstrates 
not only unabashed 
creativity and supreme 
technical skill, but 
also marks you out as 
one of the greatest 
hairdressers in the 
country.” 

Stuart adds: “Being 
right at the heart 
and soul of British 
Hairdressing is our 
privilege and pride. 
Winning one of these 
prestigious awards 
is the realisation of 
creativity, hard work 
and dedication, for that 
we at Schwarzkopf 
Professional 
congratulate them on 
their success.” 

Angelo Seminara 
once again took home 
the crown of British 
Hairdresser of the Year. 
Head online for a list of 
all the winners…

47
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“THE AWARD DEMONSTRATES 
NOT ONLY UNABASHED CREATIVITY 

AND SUPREME TECHNICAL SKILL, BUT 
ALSO MARKS YOU OUT AS ONE OF 
THE GREATEST HAIRDRESSERS IN 

THE COUNTRY.”
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OVER THE PAST YEAR MANY HAVE 
PAID HOMAGE TO ONE OF THE 
UK’S GREATEST EVER MUSICIANS, 
DAVID BOWIE, BUT AT THE 
ALFAPARF MILANO FANTASTIC 
HAIRDRESSER AWARDS IN 
DUBLIN, PAUL STAFFORD 
SURPASSED THEM ALL.

Headlining at 
the awards 
for the 
second year 

in a row, Paul Stafford 
was asked to pay 
tribute to the master 
chameleon by Alfaparf 
and its distributor in 
Ireland, Xpert Hair. 

More than 1,000 stylists 
and colourists, clients of 
the Milan-based haute 
couture colour house, 
gathered to celebrate 
Irish hairdressing and 
to see Paul’s new 
show. But rather than 
simply reinvent Bowie’s 
various personas to 
a soundtrack of his 
greatest hits, Paul 
reimagined the journey 
of his early life to a 
musical backdrop of 
various musicians paying 
their own tribute to his 
genius. 

His show opened with 
the Young American –

circa 1975, burnt out 
and wasted, yet hugely 
successful – and fellow 
lost spirit Kurt Cobain’s 
version of The Man Who 
Sold the World.

This was followed by 
a pair of Young Dudes 
– twin punks, with 
pastel shades softening 
their classic choppy 
cut, to representing a 
musical revolution that 
crashed and smashed 
through glam rock at the 
end of the seventies, 
challenging Bowie and 
all his stadium rock 
imitators, but done to 

Tribute 
through 
hair
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Momus’ take on Ashes to Ashes. 

Then came Beck’s live version of 

Sound and Vision, featuring 1,000 

singers and musicians, revelling 

in Bowie’s uniqueness and 

ability to set his own direction. 

Paul reimagined the iconic Ziggy 

lightning bolt as a punk-inspired 

afro counterpoised with Bowie’s 

trademark androgyny, captured 

by high texture and elegant 

beauty. 

The show closed with Bowie as 

the butterfly, who cast off his 

demons, and emerged from the 

seventies fragile yet complete; 

his feminine side unveiled and 

accompanied by Bowie’s own 

original version of Life on Mars.

Catch it all on video at youtube.com/

watch?v=glRxvhiPN8Y 

BUT RATHER THAN SIMPLY 
REINVENT BOWIE’S 

VARIOUS PERSONAS TO A 
SOUNDTRACK OF HIS 
GREATEST HITS, PAUL 

REIMAGINED THE JOURNEY 
OF HIS EARLY LIFE TO A 
MUSICAL BACKDROP OF 

VARIOUS MUSICIANS 
PAYING THEIR OWN 

TRIBUTE TO HIS GENIUS. 
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NOW OPEN FOR ENTRIES

TO APPLY HEAD TO 
SALONBUSINESS.CO.UK/AWARDS
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WHAT ARE THEY? 

Salon Business Awards have 
been staking their claim on the 
hairdressing industry for the past 
four years, and that stake is only 
set to get bigger. 

We believe awards don’t have to 
be formal, boring or difficult to 
enter. This is why entry is exclu-
sively online, quick and free to 
do and the awards presentation 
is one big party – perfect for 
networking. 

We also believe every salon 
should have an equal chance 
of winning, so we take steps 
to ensure every single entry is 
anonymous. This has resulted in 
some unexpected winners and 
unprecedented interest in the 
Salon Business Awards. 

CATEGORIES

FOR SALONS

ULTIMATE SALON 
GREEN SALON
BUSINESS SALON
CREATIVE SALON
DESIGN SALON
EDUCATION SALON
BEST LOCAL SALON
SALON TEAM
MALE GROOMING SALON
COLOUR SALON

FOUR NEW SALON CATEGORIES

ART TEAM
AFRO SALON
SALON GROUP
RETAIL SALON

FOR INDIVIDUALS

OUTSTANDING STYLIST

THE
AWARDS
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THE BIG 
DIFFERENCE
> ONLINE ENTRY

> ANONYMOUS JUDGING, 
EVERY WINNER IS A TRUE 
WINNER

> FREE ENTRY

> MARKETING MATERIAL 
FOR EVERY FINALIST 

> PR COVERAGE IN SALON 
BUSINESS FOR EVERY 
WINNER

> EASY TO ENTER

> INFORMAL AND 
ENTERTAINING AWARDS

> COMPETITIVELY PRICED 
AWARDS TICKETS

TO APPLY HEAD TO 
SALONBUSINESS.CO.UK/AWARDS

HOW TO ENTER

Head online to salonbusiness.co.uk/
awards Here you’ll find an entry 
pack with detailed information on 
each category and information on 
how you can make your award 
shine.

There are links through to the 
online entry forms direct from the 
categories on the website too, as 
well as in the entry pack when it’s 
viewed online.

You’ll be able to edit your entry as 
many times as you like once you’ve 
set up a user name and password. 
But, don’t forget the closing date of 
April 10, 2017. 
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“WHAT A NIGHT! AS A YOUNG 
BUSINESS WITH VALUES THAT 
ARE FIRMLY FOCUSED ON OUR 
GROWING TEAM, WE WERE 
DELIGHTED JUST TO BE SHORTLISTED, 
BUT TO WIN IS AMAZING. IT’S 
BEEN A REAL BOOST FOR US ALL, 
CONFIRM-ING WE’RE ON THE 
RIGHT TRACK. WE JUST OPENED 
OUR SECOND SALON AND 
HAVE SPENT A LOT OF TIME AND 
ENERGY ENSURING WE HAVE ONE 
COHESIVE TEAM RATHER THAN TWO 
INDIVIDUAL TEAMS.” COLLETTE 
OSBORNE, HAIRVEN, SALON 
BUSINESS AWARDS 2016 SALON 
TEAM  OF THE YEAR

“WE’RE SO EXCITED TO BE WINNERS. 
I PERSONALLY PUT IN HOURS OF 
BLOOD, SWEAT AND TEARS SO IT’S 
GREAT TO HAVE THAT RECOGNISED. 
WE COULDN’T BE HAPPIER AS A 
TEAM AND OUR CLIENTS LOVE IT 
TOO!” DANIEL GRANGER, DANIEL 
GRANGER  HAIRDRESSING, SALON 
BUSINESS AWARDS 2016 DESIGN 
SALON OF THE YEAR

THE BIG 
DIFFERENCE

TO APPLY HEAD TO 
SALONBUSINESS.CO.UK/AWARDS
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THE PARTY
SAVE THE DATE 
JUNE 26, 2017 

CENTURY, SOHO
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CENTURY CLUB

Opening its doors in 2001, The 
Century Club encompasses the 
perfect location for the Salon 
Business Awards 2017, in the 
heart of Soho.

Held over two fl oors, including 
Soho’s largest rooftop terrace, 
this venue continues our 
reputation for using innovative 
venues across the Capital. 

Plus with our dedication 
to making it accessible to 
all, we’ve kept the tickets 
competitively priced so salon 
owners can bring the entire 
team, and party all night long 
to our popular DJ.

“WHAT A FANTASTIC EVENING.  IT 
WAS A PLEASURE TO CELEBRATE OUR 
WIN  IN RELAXED, COSMOPOLITAN 
SURROUNDINGS WITH SOME OF THE MOST 
TALENTED HAIRDRESSERS AND SUCCESSFUL 
SALON OWNERS IN THE INDUS-TRY.” 
CHRISTIAN WILES, CHRISTIAN WILES 
HAIRDRESSING, SALON BUSINESS 
AWARDS 2016 MALE GROOMING 
SALON OF THE YEAR

“WE’RE ABSOLUTELY 
THRILLED TO WIN THIS 
AWARD. I’M INCREDIBLY 
PROUD OF THE RUSSELL 
EATON TEAM AND IT’S 
WONDERFUL TO REALLY 
SHOWCASE THE SKILL AND 
TALENT THEY HAVE.” 
RUSSELL EATON,RUSSELL 
EATON, SALON BUSINESS 
AWARDS 2016 CREATIVE 
SALON OF THE YEAR

FOLLOW US FOR NEWS ABOUT THE 
AWARDS AS IT HAPPENS
WWW.SALONBUSINESS.CO.UK/AWARDS 
    @SALON_BUSINESS
    @SALON_BUSINESS
    SALON BUSINESS    SALON BUSINESS
    @SALON_BUSINESS
    @SALON_BUSINESS

START YOUR 
APPLICATION TODAY

HEAD TO 
SALONBUSINESS.CO.UK/AWARDS

KEY DATES

ENTRIES OPEN: JANUARY 16
ENTRIES CLOSE: APRIL 10
JUDGING PROCESS: APRIL 10 TO APRIL 24
FINALISTS ANNOUNCED: 
MAY/JUNE ISSUE OF SALON BUSINESS
FINALISTS ANNOUNCED 
AT AWARDS SOIREE: JUNE 26
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IT’S BEEN A BUSY TIME FOR 
GOLDWELL WITH AN THE 
EXCLUSIVE HUB NETWORK EVENT 
AT THE BEGINNING OF DECEMBER,   
HOT ON THE HEELS OF AN 
INSPIRATION-FUELLED EVENING 
WITH SAM BURNETT.

Kicking off fi rst 
was the award-
winning Sam 
Burnett, who took 

to the stage at the Institute 
of Contemporary Arts 
in London for the HUB’s 
latest An Evening With 
event.
 
Guests were greeted with 
champagne and canapés 
before being seated in the 
auditorium for a relaxed 
Q&A session led by Irene 
Meikle, Head of Education 
in the UK for Goldwell & 
KMS, which delved into 
Sam’s exciting 20 years in 
the hair industry.
 
Sam, who is also a key 
member of the KMS Global 
Style Council, spent his 
time onstage creating some 
of the hottest on trend 
catwalk looks as seen at 
London Fashion Week and 
translated these into easy-
to-recreate salon styles for 
his audience.

Not four weeks later, Salon 
Business joined HUB 
members at London’s 
Haymarket Hotel to 
celebrate a successful 
2016.

Mark Giannandrea, General 
Manager for Kao Salon
Division UK, welcomed

guests with an overview 
of the past year as they 
enjoyed Champagne and 
canapés. Guests were 
also the fi rst to hear about 
an exclusive new HUB 
Network event to be 
launched in May this year.

During the evening, Irene 
returned once again to give 
the audience an insight 
about what 2017 will offer in 
terms of education, and also 
touched on the 2017 In-Flux 
Color Zoom campaign. She 
invited the award-winning 
Mark Leeson onstage for 
an intimate up close and 
personal hair presentation, 
where Mark wowed guests 
in the grand shooting gallery 
with his new metallic hair 
collection, inspired by the 
In-Flux theme.

It’s a journey that’s only set to 
get bigger as Goldwell Color 
Zoom gets into full swing. 

Double 
bubble
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SAM, WHO IS ALSO A 
KEY MEMBER OF THE KMS 
GLOBAL STYLE COUNCIL,
SPENT HIS TIME ONSTAGE 
CREATING SOME OF THE 

HOTTEST ON TREND 
CATWALK LOOKS AS SEEN 
AT LONDON FASHION WEEK 
AND TRANSLATED THESE 
INTO EASY-TO-RECREATE 
SALON STYLES FOR HIS 

AUDIENCE.
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ECO
THE

MOVEMENT

EVER WONDERED HOW 
ENVIRONMENTALLY-FRIENDLY 

YOUR SALON IS? SUSTAINABLE 
SALON INITIATIVES ARE 

EASIER TO IMPLEMENT THAN 
YOU MIGHT THINK, AND WILL 

IMPROVE THE WELLBEING 
OF YOUR STAFF AND YOUR 

CLIENTS…
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T he next big innovation 
is never far around the 
corner in the world 
of hair. With new 

technologies, tools, techniques 
and product formulas to keep 
up with, it’s easy to forget 
about wider issues – such as 
your salon’s carbon footprint or 
ethical stance. 

But what if our industry’s next 
big innovation is the eco-
friendly movement? A 2016 
YouGov survey showed that 
climate change is considered 
the third most concerning 
global issue to the world’s 
population, and Mintel recently 
found that 40 percent of 
consumers can only deem a 
business ethical if it promotes 
protection of the environment. 

And so, the sustainable salon 
is on the rise – with an array 
of independent businesses 
launching across the UK. 
Lorna Milton, director of Élan 
Hair Design in Aberdeenshire, 
decided to go green five 
years ago. “My husband and 

I had attended a seminar on 
LED lighting and it got us 
thinking, how else could we 
improve the environmental 
performance of our salon?” 
she says.  

“Now, we have an in-depth 
eco-friendly policy, which 
comes down to these simple 
aims: to reduce our carbon 
emissions, minimise our 
water consumption, cut 
waste production, promote 
biodiversity and promote the 
use of organic products,” she 
adds. 

In fact, the business saw a 
boost because of it. “We’ve 
definitely seen an increase in 
our client numbers since we 
introduced the eco-friendly 
project to our salon,” she says. 
“Our existing clients became 
interested in what we were 
doing and by word of mouth, 
our message has spread. Many 
of our customers now tell us 
how they efficiently recycle at 
home and even suggest things 
we can be doing in the salon to 
further cut our waste or reduce 
our electricity output.”

GET EDUCATED
It’s not only independent 
salons making changes – and 
education is at the heart of this 
growing movement. 

Industry giants L’Oréal 
Professionnel led the way back 
in 2011 when they launched 
their very first Green Academy 
in Madrid – introducing 
a whole new concept in 
salon education and giving 
students the tools to create 
a sustainable environment 
throughout their hairdressing 
careers. 

Didier Tisserand, Managing 
Director of L’Oréal Spain at 
the time, expressed the need 
for sustainability in salons, 
despite initial extra costs. “Our 
support for this pioneering 
academy in Spain, the first 
of its kind in the world, 
strengthens our commitment 
with the environment.”

It comes at a cost, although 
that too will change, according 
to Didier: “An eco-sustainable 
salon currently costs about 
15 percent more than a 

conventional one, a cost that 
will gradually come down 
through changes in legislation, 
innovation in materials and 
medium-to longer-term 
economic savings.”

The EU has specifically 
funded a new initiative 
called the Green Salon 
Project. It targets the one 
million people working in the 
hairdressing sector across 
Europe. It’s sole aim? To 
transfer ideas and knowledge 
on sustainability through 
information, education and 
training to students, schools, 
employers, employees and 
other stakeholders in the hair 
and beauty sector.

Fast-forward to 2016 and UK 
colleges are getting involved 
with the project. In fact, staff 
and students from Bridgwater 
and Taunton College’s hair and 
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“WE’VE DEFINITELY SEEN AN 
INCREASE IN OUR CLIENT NUMBERS 
SINCE WE INTRODUCED THE ECO-
FRIENDLY PROJECT TO OUR SALON; 
OUR EXISTING CLIENTS BECAME 
INTERESTED IN WHAT WE WERE 
DOING AND BY WORD OF MOUTH, OUR 
MESSAGE HAS SPREAD. MANY OF 
OUR CUSTOMERS NOW TELL US HOW 
THEY EFFICIENTLY RECYCLE AT HOME 
AND EVEN SUGGEST THINGS WE CAN 
BE DOING IN THE SALON TO FURTHER 
CUT OUR WASTE OR REDUCE OUR 
ELECTRICITY OUTPUT.”
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HAIR: CANDICE WYATT-MINTER @ WYATT 
HAIRDRESSING, JOHANNESBURG USING DAVINES 

PHOTOGRAPHY: JOHN RAWSON 
MAKEUP: KRASSI TOMA 

CLOTHING: BLACK COFFEE 
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beauty department headed 
to Spain in October 2016 to 
learn all about sustainability in 
salons. 

The trip also involved a visit 
to L’Oréal’s Madrid academy 
and a chance to develop a new 
awareness tool that will be 
used within schools, colleges 
and businesses across the EU. 

“As a college we’re so 
fortunate to be linked with 
such an important project,” 
said Lucinda Vaughan, 
Curriculum Manager for 
hair and beauty. “This trip 
has enabled our students 
to collaborate with a group 
of international students 
to discuss ideas, produce 
an industry video and visit 
Spanish salons. We’re all 
looking forward to the next 
developments that we’re 
working on.”

WHAT YOU     
CAN DO
Going green doesn’t have to 
be costly, or difficult. Shane 

Evans, Creative Director 
at Celtic Magpie Hair, has 
introduced non-toxic chemical-
absorbing paint, recycled 
furniture, air-cleaning plants 
and organic, soy ink-printed 
uniforms to his salon over the 
years, but in the beginning it 
was about simple changes. 

“When we first opened up we 
did things as cost-effectively 
as possible,” he says. “There 
are many ways of going green, 
which can be really expensive, 
such as solar panels and 
innovative technology, and so 
they’re unrealistic for many 
salons out there. Instead, 
we looked at everything we 
already did internally and saw 
where we could repurpose, 
reuse or recycle. That’s the 
best place to start.”

Looking at your product 
partnerships is another simple 
way to make a sustainable 
commitment – and there are 
many brands out there that 
offer high-quality products with 
ethical values. 

Organic Colour Systems’ 
offerings are made from 
natural and certified organic 
ingredients and packaged in 
non-aerosol bottles, while 
Davines is known globally for 
their eco-friendly initiatives. 
OWAY, the choice of Celtic 
Magpie, uses innovative 
botanical formulas based on 
biodynamic farming principles 
for a toxin-free experience. 

“Think about the products you 
use,” says Shane. “What we 
use we also ingest, inhale and 
absorb – using chemical-free 
products will dramatically change 
the atmosphere in your salon.”

OWAY offers professional 
haircare, styling and colour 
products that are rich 
in organic, bio-dynamic 
ingredients with a blend of 
essential oils, phytoperoteins 
and nourishing butters. 
What’s more, the packaging 
is recyclable and all of the 
ingredients are sourced from 
fair trade networks, without 
any compromise on quality. 

Certainly switching your 
product range to an eco-aware 
brand such as OWAY, is one 
of the easiest ways to make 
a difference, but other small 
changes, such as reducing 
paper use, can help too. 

Consider offering online 
magazines instead of physical 
ones – via an app such as 
Strawberry Comms on the 
iPad. This will minimise 
wastage and impress clients 
nonetheless. Or follow in the 
footsteps of Janet Maitland of 
Janet Maitland Hair Excellence 
and consider a sustainable 
business course for extra tips. 

“I went to Durham University 
a few years ago and signed up 
for an extremely informative 
12-week course based around 
running your business in a 
green way,” she says. “We 
picked up some great advice, 
which we’ve implemented 
throughout our two salons.”

WHY?
In the same survey mentioned 
earlier, Mintel found that acting 
responsibly and ethically is in 
a business’ best interests – it 
builds trust amongst clients 
and helps customers give 
you the benefit of the doubt 
if something does go wrong. 
Results also showed ethical 
behaviour promotes greater 
long-term loyalty of customers, 
builds better reputations in the 
industry and sets you up for a 
more profitable future.

“The key element for us is 
fulfilment – for our staff as 
well as clients,” concludes 
Shane. “The lesser the 
environmental impact, the 
more pleasant a place is 
to work in. Making these 
decisions will benefit not 
only your salon but your own 
wellbeing – it’s a knock-on 
effect. From a business point-
of-view, if my staff are fulfilled 
then my clients will be too, 
and the salon will continue to 
flourish.”

Looks like it’s time to go green 
then. 
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“AS A COLLEGE WE’RE SO FORTUNATE TO 
BE LINKED WITH SUCH AN IMPORTANT 

PROJECT,” SAID LUCINDA VAUGHAN, 
CURRICULUM MANAGER FOR HAIR AND 
BEAUTY. “THIS TRIP HAS ENABLED OUR 

STUDENTS TO COLLABORATE WITH A GROUP 
OF INTERNATIONAL STUDENTS TO DISCUSS 
IDEAS, PRODUCE AN INDUSTRY VIDEO AND 

VISIT SPANISH SALONS. WE’RE ALL LOOKING 
FORWARD TO THE NEXT DEVELOPMENTS 

THAT WE’RE WORKING ON.”
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bigambitionsbigambitionsbig
WHILE OTHERS MAY HAVE BEEN CONTENT WITH RUNNING THEIR OWN SALON 
FOR EIGHT YEARS, DANIEL GRANGER HAD BIGGER DREAMS. SO, WHEN THE 
LEASE FOR HIS FIRST SALON WAS COMING TO AN END, IT GAVE HIM THE 
NUDGE HE NEEDED FOR SOME SERIOUS INVESTMENT TO BUY A PROPERTY. 
NOW NEARLY TWO YEARS DOWN THE LINE HE’S MADE DANIEL GRANGER 
HAIRDRESSING INTO A HUGELY SUCCESSFUL BUSINESS, AND EARNED IT THE 
TITLE OF SALON  BUSINESS AWARDS 2016 DESIGN SALON OF THE YEAR. 
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One thing is certain: 
Daniel Granger 
Hairdressing 
masters the art of 

sophistication, innovation and 
practicality in one fell swoop. It 
all came down to preparation, 
preparation and an oh-so-stylish 
frame of mind. 

“We looked at several premises 
including old churches and 
places with lots of space but 
they never felt right,” explains 
salon owner Daniel Granger. 

“The current premises is an 
old casino and when I saw 
it I realised it had extreme 
potential. There was also a 
secret gem hidden under the 
floor – a whole extra space 
that was hidden under a hatch! 
With two huge floors above it, 
this I thought, might be more 
than I could handle. However, 
I was never put off by this, 
just excited at what it could 
become.”

The original décor left a lot to 
be desired with neon lights 
and old-fashioned carpets, but 
all Daniel could envisage was 
an eclectic art gallery, with tall 
ceilings and wide, open spaces 
using so many materials as to 
make it became obscure. 

“I envisioned reclaimed wood, 
concrete walls, hanging lights, 
steel backgrounds, open 
brickwork; but still a space 
where you felt at home,” he 
says. “I wanted everyone 
to walk in and feel instantly 
inspired, and also to create a 
great place for my staff, with 
luxurious, bespoke fittings; 
each element holding a story 
throughout the building.”

Daniel and co started the 
refurb themselves pulling 
down ceilings, walls, ripping 
up carpets and rebuilding the 
chimney. Daniel adds: “It was a 
bigger job than we ever thought 
but we had to create an empty 
shell. I wanted everything 
exposed, as I wanted to have 
an open space, which I could 

bigambitions
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        I WANTED 
EVERYONE TO WALK IN 
AND FEEL INSTANTLY 
INSPIRED, AND ALSO TO 
CREATE A GREAT PLACE 
FOR MY STAFF, WITH 
LUXURIOUS, BESPOKE 
FITTINGS; EACH 
ELEMENT HOLDING A 
STORY THROUGHOUT 
THE BUILDING.

“

“

utilise as a training academy/
stage platform in future, so I 
could hold shows, events and 
personal education, but this also 
means everything is on show.

To achieve his goals, he created 
moveable stations, a stage area 
fully powered and set up for a 
microphone, lighting that can 
be moved, a seating area for 70 
people, a catering area and a 
fully accessible prep room.

He used raw materials where 
he could, so lots of metals, 
coppers, woods, brick and 
steel. The exposed brickwork 
and dustiness of the grout and 
concrete offsets the black raw 
iron mouldings of the mirrors, 
and the shiny steel of the air con 
unit perfectly – not that we ever 
thought an air con unit could look 
good, but as the most expensive 
item of the refurb at £10,000, 
we bet Daniel’s glad it does.

There are also vintage lights 
above the backwash, and 
suspended rope that separates 
the backwash area and coffee 
bar. The idea behind this was 
that Daniel wanted trees but 
couldn’t get them tall enough, 
so he thought ropes and hooks 
could work, and they did!

SB: INTERIORS
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DANIEL GRANGER HAIRDRESSING: NORTHAMPTON

SB: INTERIORS

It’s the little touches that make 
all the difference though, and 
they came from Daniel’s long-
held dreams and some creativity 
of course. Daniel explains: “I 
wanted everything completely 
bespoke, even down to the foil 
and towel bin to the coffee bar/
fridge/desk that’s made out of 
my old dining table!”

His personal favourite? “I love 
my pianos that make up the 
colour bar.” Yes you read right, 
he used three pianos to create a 
seating area for colour work that 
is striking and humbling as you 
take a pew and feel like you’re 
transported to a modern day 
opera. 

The biggest challenge was 
making all three stand at the 
same height, but determination 
shone through and now they sit 
proudly under suspended tubes 
of light for a unique take on ‘in 
the spotlight’. The pianos can 
even be pushed under the colour 
bar out of the way so it can 
become a stage.

The second favourite comes 
down to business and of course 
it’s the retail area as Daniel 
explains: “The area is in the 
salon by the backwash. This was 
a big part of the design. It’s a 
big shelf of product that screens 
this area off from the rest of the 
salon, but essentially, when a 
client is sitting at the backwash 
there’s a wall of retail in front of 
them to look at. We also have a 
screen in the main salon with a 
projector showing retail images 
– it’s all about the subliminal 
messaging.” We’re not knocking 
it when it’s increased his retail by 
200 percent.

As a final word, Daniel told us: “I 
have everything I’ve ever wanted 
in a salon. Every penny I made 
in my previous salon went into 
saving for this, and the blood, 
sweat and tears I personally put 
in to creating the ideal space, has 
all been worth it.”
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//HEAD// Hair DOCTOR

//STANDFIRST// 

THE HEALTH OF THE SCALP IS SO IMPORTANT TO 
GET THE MOST OUT OF A HAIRSTYLE, YET MANY 
CONDITIONS STILL GO UNTREATED, MEANING THE 
HAIR – AND CLIENT – SUFFERS. AS THEY SAY [OR 
SHOULD] ‘BEHIND EVERY GOOD HAIR STYLE IS A 
HEALTHY SCALP’. ONE SUCH HAIRDRESSER IS SIMONE 
THOMAS WHO HAS BUILT A GLOBAL REPUTATION 
WITHIN THE INDUSTRY FOR DIAGNOSING AND 
TREATING VARIOUS HAIR AND SCALP CONDITIONS 
ON MEN, WOMEN AND CHILDREN. SHE IS KNOWN FOR 
SPEAKING AT VARIOUS EVENTS WITHIN THE INDUSTRY, 
REGULARLY APPEARING IN THE NATIONAL PRESS 
AND MAGAZINES, AS WELL AS WINNING MULTIPLE 
AWARDS. PLUS SHE HAS A NUMBER OF SPECIALIST 
CLINICS ACROSS THE SOUTH OF ENGLAND [OBVS]. 

Dandruff is a common 
skin condition that 
causes shedding of 
dead skin cells from the 

scalp. Dry white or grey fl akes of 
dead skin appear on the scalp or 
hair, thus making the scalp feel dry 
and itchy, however it’s generally 
something that hairdressers feel 
confi dent in offering remedial 
advice for.

It’s when you’re presented with 
other more severe scalp conditions 
that you may need to refer your 
clients for professional help. Sadly 
due to poor diet, poor hygiene, 
psychological stress or even the 
change of climate – numerous 
scalp conditions are becoming 
increasingly common.

MALASSEZIA FUR FUR    
This occurs when sebum 
increases due to ill health, diet, 
stress or hormonal changes, 
which encourage the production 
of this fungus. The symptoms 
include scalp itchiness, fl aking, 

infl ammation, dandruff, seborrheic 
dermatitis and other problems.  

Although the yeast is harmless, 
it can occasionally morph into 
a more persistent and invasive 
strain, which can release 
chemicals that can then go on 
to change the pigmentation of 
the skin.  Malassezia fur fur can 
be easily cured by prescribing 
anti fungal washes, creams and 
tablets, however if a change in 
pigmentation has occurred, it can 
take several months to cure as the 
damaged skin needs to shed and 
be replaced by new.

IRRITANT CONTACT 
DERMATITIS AND ALLERGY 
CONTACT DERMATITIS
ICD occurs when skin comes into 
direct contact with a substance 
that damages the outer layer of 
skin, causing redness, itching and 
a burning or stinging sensation. It 
occurs when chemicals or physical 
agents damage the surface of the 
skin faster than the skin is able to 
repair the damage. Irritants remove 
oils and moisture from its outer 
layer, allowing chemical irritants 
to penetrate more deeply and 
cause further damage, triggering 
infl ammation. The dermatitis often 
appears as a red patch with a 
glazed surface and there may be 
swelling, blistering and scaling of 
the area. It can also be itchy.

ICD on the scalp can occur from an 
allergic reaction or sensitivity to hair 
dye or shampoos and conditioners. 
Symptoms can be made worse 
by heat, cold and friction. Find the 
source of irritation, remove the 
symptoms.

PSORIASIS 
This is a skin condition that causes 
red, fl aky, patches of skin that 
can have silvery scales. People 
with psoriasis have an increased 
production of skin cells so they’re 
replaced every three to seven days 
instead of three to four weeks. This 
results in the build up of skin cells 
and effectively creates the patches 
psoriasis is known for.  

Psoriasis is thought to be related 
to a problem with the immune 
system. For people with psoriasis, 
the immune system attacks the 
healthy skin cells by mistake. 
Symptoms usually start or become 
worse with a trigger such as 
an injury or the use of certain 
medications.

+HAIR
DOCTOR
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At least half of the people who 
have psoriasis have it on their 
scalp. Scalp psoriasis can be mild, 
with slight, fine scaling but it can 
also be very severe with thick 
crusted plaques covering the entire 
area. Other skin disorders such 
as seborrhoea dermatitis may 
look similar to psoriasis, however 
psoriasis appears powdery with 
a silvery sheen, while seborrheic 
dermatitis appears yellowish and 
greasy.   

SEBORRHOEA DERMATITIS
This is a very common rash that 
affects greasy skin zones such as 
the scalp. Dandruff is a form of 
mild seborrhoea dermatitis of the 
scalp. It is thought that seborrhoea 
dermatitis is triggered by an 
overreaction of the skin’s immune 
system to the yeast. Stress can 
sometimes trigger a flare of 
seborrhoea dermatitis and it is 
more common in cold weather.

Although seborrheic dermatitis 
is not directed at the hair follicle, 
if the inflammation is near to the 
follicle, they can be affected by it 
as hair follicles find inflamed skin 
an unhealthy environment in which 
to grow. Therefore seborrheic 
dermatitis may non specifically 
cause diffuse hair loss.

The symptoms vary from person 
to person but the affected areas 
commonly tend to be itchy, sore, 
sensitive and flaking skin will 
appear. Affected areas will be 
greasy, red with skin flakes and it 

usually affects one or two body 
areas. It is very common to get 
seborrhoea dermatitis on the 
scalp. It can either be mild, which 
is known as dandruff, or can be 
redder and scalier if it’s more 
severe, which can sometimes 
lead to a weeping rash that can 
resemble psoriasis.

Generally this form of dermatitis 
is managed with treatment that 
reduces the level of skin yeast, 
which include creams that can be 
used on a long term basis. Mild 
steroid creams can also be used 
for a short period of time.

FOLLICULTITIS 
Essentially acne of the scalp, 
Follicultitis is a common chronic 

73

skin disease involving blockage 
or inflammation of pilosebaceous 
units [hair follicles and their 
accompanying sebaceous gland]. 
It occurs when the hair follicles 
become clogged with dead skin 
cells and oil from the skin. 

Genetics is thought to be a cause 
in 80 percent of cases although 
it primarily affects skin with a 
greater number of oil glands. Many 
treatment options are available 
to improve the appearance of 
it, including lifestyle changes, 
procedures and medications.  

Folliculitis keloidalis is an unusual 
form of folliculitis and citatrical 
alopecia [scarring hair loss] that 
affects the nape of the neck. The 
condition may persist for many 
years. It is more common in dark 
skinned people and often affects 
adult afro-Caribbean males.  

Initially, itchy round and small 
bumps appear within or close to 
the hair at the back of the neck and 
can be very itchy, with scratching 
sometimes leading to secondary 
bacterial infection. As time goes 
on the bumps become small scars 
and then the small scars may 
greatly enlarge to become keloids.   

The scars are hairless and can form 
a band along the hairline. Tufted 
hairs may be present, these are 
multiple hair shafts emerging from 
a single follicular opening. Some 
researches have concluded that 
folliculitis keloidalis may begin with 
an injury during a close haircut or 
use of a razor. It is thought to be 
a mechanical form of folliculititis 
where ingrown hair shafts irritate 
the wall of the hair follicle causing 
inflammation, destroying the hair 
follicle and resulting in scarring.

TINEA CAPITIS 
Called ringworm of the scalp, Tinea 
Capitis is a fungal infection. It’s 
caused by a mould-like fungi called 
dermatophytes that invade the hair 
shaft. The clinical presentation is 
usually single or multiple patches 
of hair loss, sometimes with a 
black dot pattern. A tinea infection 
is more likely if you have a major 
skin or scalp injury.

There are various treatment 
options available depending on 
the exact fungus and age of the 
patient. But, as with all of these 
conditions, if you’re not sure, refer 
your client to someone who is. 

          SCALP PSORIASIS 
CAN BE MILD, WITH 
SLIGHT, FINE SCALING 
BUT IT CAN ALSO BE 
VERY SEVERE WITH 
THICK CRUSTED PLAQUES 
COVERING THE ENTIRE 
AREA. OTHER SKIN 
DISORDERS SUCH AS 
SEBORRHOEA DERMATITIS 
MAY LOOK SIMILAR TO 
PSORIASIS, HOWEVER 
PSORIASIS APPEARS 
POWDERY WITH A 
SILVERY SHEEN, WHILE 
SEBORRHEIC DERMATITIS 
APPEARS YELLOWISH AND 
GREASY.  

“

“
          FOLLICULITIS 
KELOIDALIS IS AN 
UNUSUAL FORM OF 
FOLLICULITIS AND 
CITATRICAL ALOPECIA 
[SCARRING HAIR LOSS] 
THAT AFFECTS THE 
NAPE OF THE NECK. THE 
CONDITION MAY PERSIST 
FOR MANY YEARS. IT 
IS MORE COMMON IN 
DARK SKINNED PEOPLE 
AND OFTEN AFFECTS 
ADULT AFRO-CARIBBEAN 
MALES.  

“

“
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WITH NUMEROUS AWARDS AND STYLING CREDITS TO 
HIS NAME, ROBERT EATON IS ONE OF BRITAIN’S MOST 
EXCITING HAIR STYLISTS. HIS INNOVATIVE COLOUR 
WORK AND TECHNICAL EXPERTISE HAS GAINED HIM 
RESPECT FROM LEADING HAIR AND BEAUTY EDITORS AS 
WELL AS THE GIANTS OF THE HAIRDRESSING INDUSTRY 
NATIONWIDE. SINCE BECOMING A F.A.M.E. TEAM 
MEMBER IN 2003 AND BEING NAMED MOST PROMISING 
NEWCOMER OF THE YEAR BY THE FELLOWSHIP OF 
BRITISH HAIRDRESSING, ROBERT HAS PICKED UP 
NUMEROUS INDUSTRY AWARDS INCLUDING THE 
RENOWNED NATIONAL L’ORÉAL PROFESSIONNEL COLOUR 
TROPHY. HE IS THREE TIMES NORTH EASTERN 
HAIRDRESSER OF THE YEAR, MEMBER OF THE 
BRITISH HAIRDRESSING AWARDS HALL OF 
FAME, AND HAS ALSO BEEN NOMINATED 
THREE TIMES FOR THE BRITISH 
HAIRDRESSING COLOUR TECHNICIAN OF 
THE YEAR AWARD. MOST RECENTLY, 
RUSSELL EATON SALONS, WHERE 
HE IS CREATIVE DIRECTOR, WAS 
CROWNED SALON BUSINESS 
AWARDS 2016 CREATIVE SALON OF 
THE YEAR. 

SB:FEATURE

IN HIS SHOES
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HOW DID YOUR 
CAREER BEGIN? 
I started my career 
in 1996 when I was 

16. My fi rst ever job was as 
an apprentice at Russell Eaton 
Barnsley salon, which was 
founded by my dad.

WERE YOU ALWAYS DESTINED 
FOR A CAREER IN HAIRDRESSING? 
I believe so yes. My dad [Russell Eaton] 
would bring me into the salon as a child 
and I always felt at home there. The 
business has always been an intrinsic 
part of our family as both my mum and 
sister also work within the business. 
Being around the salon and seeing all 
the creativity was very inspiring to me 
and really became part of the driving 
force for me to pursue a career in 
hairdressing.

CAN YOU REMEMBER YOUR FIRST EVER 
HAIRCUT? 
The fi rst haircut I ever did was quite a 
memorable one. It was for one of my 
close friends who had very long hair 
and I was determined to make it as 
perfect as possible for her. As her hair 
was so long, to make sure the ends 
were even, she had to be standing 
during the haircut. I was so dedicated 
to making the cut as precise as possible 
that she ended up standing for so long 
she fainted. All ended well as her hair 
did look fabulous after and we still joke 
about it today.

ARE YOU PARTICULAR ABOUT WHO YOU 
TRUST TO CUT YOUR HAIR? 
Well to be honest I don’t have much 
hair left as mine is disappearing fast. 
When I do need a trim and a tidy up I’ll 
always go to one of my team members 
within the salon. With them I always 
know I’m in good hands.

IS THERE ANYONE’S HAIR YOU REFUSE 
TO CUT? [WE KNOW HAIRDRESSERS 
WHO WON’T EVEN RECOMMEND THEIR 
PARTNER’S HAIRDRESSER!]
Yes, I would say family is best to avoid 
doing hair for. My sister Isobel used 
to model for me and the results were 
always a lot shorter than she expected. 
Now her hair is long she wants to keep 
it that way and won’t let me touch it. I 
would also say it’s quite tricky cutting 
other stylists’ hair as every stylist 
has their own unique style, tricks and 
techniques.

SB:FEATURE
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16. My fi rst ever job was as 
an apprentice at Russell Eaton 
Barnsley salon, which was 
founded by my dad.

WERE YOU ALWAYS DESTINED 
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HAVE YOU HAD ANY UNEXPECTED 
DIFFICULTIES IN YOUR CAREER?
There are always things in 
life that take you on different 
journeys and I do try and see 
it as more of a journey than a 
difficulty. When we opened the 
Leeds salon it was a challenge 
for me personally. It was one of 
the biggest steps I’d taken and 
we opened right in the middle of 
the UK recession, which made it 
that much harder. Life will always 
have ups and downs though and 
I do truly believe that you learn 
more from those challenges than 
if everything went smoothly all 
the time.

WHAT DO YOU THINK THE KEY TO 
SUCCESS IS? 
I think it’s to always push 
yourself as much as you can. 
Set goals and do all you can to 
achieve them. I believe that no 
matter how much you think you 
know, there is always room for 
improvement. I love learning and 
am keen to always challenge 
myself, keeping my skills up to 
date and being one step ahead in 
my work. I also believe in staying 
humble and remembering your 
roots – where you’ve come from, 
how you’ve got to where you are 
and who helped you along the 
way.

YOU QUALIFIED AS A 
TRICHOLOGIST IN 2014. WHAT 
MADE YOU DECIDE TO DO THIS 
AND HOW WILL YOU USE IT?
At the beginning of my career I 
started working with wigs and 
it’s a passion that I’ve been 
developing over 10 years now. 
I’ve always been interested 
in learning the more in-depth 
medical and cosmetic aspects of 
hair and scalp care and the natural 
progression was to branch into 
Trichology. Trichology has helped 
give me a greater understanding 
within all areas of hair whether 
it is wig personalisation or 
colouring. Since qualifying as a 
Trichologist I have brought the 
practice into both the Russell 
Eaton Leeds and Barnsley salons. 
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MAKEUP: LUCY FLOWER
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         BEING INVOLVED 
IN AWARDS ALSO 
HELPS YOU BUILD 
YOUR BRAND AND 
RAISE YOUR PROFILE 
WITHIN THE INDUSTRY. 
I THINK AWARDS ARE 
IMPORTANT FROM A 
CLIENT PERSPECTIVE 
AS WELL AS SOME 
CAN BE VERY PROUD 
THAT THEY HAVE AN 
AWARD-WINNING 
HAIRSTYLIST DOING 
THEIR HAIR. 

“

“

This has opened up a whole new 
area of revenue within the salons 
and developed our clientele. 

YOU HAVE A NUMBER OF AWARDS 
TO YOUR NAME INCLUDING AND A 
RECENT WIN FOR YOUR TEAM IN 
SALON BUSINESS AWARDS 2016. 
WHY DO YOU THINK AWARDS ARE 
IMPORTANT? 
I think awards are a great 
motivator. They can really help 
inspire your team to push their 
abilities and experiment a bit 
more. An award can be a great 
goal to aim for and provide 
motivation throughout the year. 
When someone wins an award, 
whether it’s yourself personally 
or a team member, i’s always 
very satisfying and can be a 
great confi dence booster. Being 
involved in awards also helps 
you build your brand and raise 
your profi le within the industry. I 
think awards are important from 
a client perspective as well as 
some can be very proud that they 
have an award-winning hairstylist 
doing their hair. It is also a great 
way for them to enjoy the more 
creative work that they don’t 
usually see inside the salon.   

WHERE DO YOU SEE YOURSELF IN 
FIVE YEARS’ TIME?
I would like to be still developing 
the business and progressing 
within the industry. Getting that 
perfect work life balance and 
generally enjoying this amazing 
journey I am on.
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Hair feels instantly stronger and 
reinforced after one use of Triple 
Impact – the new professional 
pre-shampoo treatment made 
with olive, coconut and sweet 
almond oils. Available in three 

individual formulations for natural, 
colour-treated or grey hair.
 RRP: £30 INFO: PERA357.COM

upgrade

better than newALL IN THE 
PREP

VOLUME 
VOLUME 
VOLUME

NEW YEAR, NEW GEAR – RIGHT? THE 
COMING OF 2017 CALLS FOR LOTS OF 
LOVELY LAUNCHES. HERE’S OUR PICK 

OF THE BEST…

the kit

Goldwell has reformulated and repackaged its 
iconic Dualsenses range, following the StyleSign 

relaunch last year. In sleek new bottles, the updated 
formulas specifically target colour fading and give 
incredible luminosity. We love the brand-new Just 

Smooth range for unruly and frizzy hair types. 
RRP from £11 Info: goldwell.co.uk

Hair loss is now cited as the 
third most-searched term on 
YouTube and Google, so it’s 
worth having some product 
recommendations up your 

sleeve. L’Oréal Professionnel 
has added to its innovative 

Serioxyl range with the new 
Serioxyl Denser Hair Gelée, a 

serum-gel designed specifically 
to thicken and boost shorter 

hair. 
RRP: £30

INFO: LOREALPROFESSIONNEL.
CO.UK

Ever the innovators, Remi Cachet is 
introducing flat wefts across its cult range 
of hair extensions. It allows extensionists to 
work with wefts that no longer need to be 
folded, creating a thinner weft that’s flatter 
to the head. The first product that has it, is 
the SuperWeft. We’re sold! RRP £349 [for 
SuperWeft] Info: remicachet.com

Inanch Emir’s long 
list of celebrity clients 
love her Gold Class 
pre-bonded extension 
brand, founded by the 
lady herself. Now, she’s 
expanded it to include 
clip-in hair pieces – with 
the very same lustrous 
quality as the original 
line. The multi-layered 
wefts come as a single 
piece for simplicity, 
and clients can enjoy a 
complimentary fitting 
and styling service. 
RRP: £440 INFO: INANCH.COM 

SB:PRODUCTS

GO FOR GOLD
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Since the incredible success of 
ASP’s Kitoko Oil Treatment launch, 
the brand has expanded the range 
to include a Treatment Cleanser 

and Treatment Balm, both 
formulated with ultra-nourishing 

kitoko oil. Hair is left smooth, 
radiant and tangle-free. 

PRICE FROM £6.99 INFO: ASPHAIR.COM

There are no January blues a 
big bouncy blowdry can’t solve. 
Spritz Envy Professional Root 

Volumiser into the scalp for that 
extra oomph we all need at this 

time of year.
 RRP: £14.95 INFO: ENVYPRO.CO.UK 

Clients who are worried 
about heat styling will love 

Curlformers – just weave damp 
hair through the fl exible barrels 
and leave to dry. There’s plenty 

of curl widths, lengths and 
styles to choose from, plus the 
whole process feels a bit retro – 

in a good way. 
RRP FROM £42.95 INFO: 

CURLFORMERS.COM

We love the innovative new 
Freeplay Clay Lightener from 

Joico. It gives colourists 
complete control to lift hair up 
to seven levels – without foils, 
swelling, fl aking, dripping or 

dry-out. The unique clay-based 
formula can be mixed to your 
desired consistency, meaning 
it stays put exactly where you 
want it. Perfect for balayage. 

RRP: £19.50 INFO: JOICOEUROPE.COM

get groomed
The all-new V76 by Vaughn range celebrates 

the tradition of men’s grooming. This ultra-cool 
collection offers all the must-have classics updated 
for the modern man, covering all areas of men’s 
grooming from skincare to haircare. RRP from 

£9.95 Info: email UK@V76.com

LET’S PLAY

GUILT-FREE

HEAT FREE 
CURLS

ROOT BOOST

LUXURY 
TREATS

Hair Tools has announced it’s now 
the exclusive worldwide distributor of 
Zalon Pro London – an innovative colour 
remover. Its ammonia and bleach-free 
formula makes it quick and gentle to 
use, so clients can happily go back to 
their natural colour worry-free. 
TRADE PRICE FROM £10.95 + VAT 
INFO: HAIRTOOLS.CO.UK

SB:PRODUCTS

Schwarzkopf Professional’s hero ingredient 
in its latest BC range is brazil nut oil – which is 
extracted from the seeds of one of the largest 
trees in South America and is well-known for 
its nourishing properties. BC Brazilnut Oil 
range includes a gentle shampoo, an intense 
nourishing treatment, a leave-in milk and the 
in-salon Brazilnut Oil Refined Oil Booster, 
which comes in concentrated capsules so you 
can customise your treatments. Price from 
£12.40 Info: schwarzkopf-professional.co.uk

go nuts
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ROOTS AWAY

TANGLES BE 
GONE

Mask unwanted re-growth 
between appointments with 
Fudge Professional’s Root 
Disguisers – the ultra-fine 

powder discreetly delivers natural 
coverage to blend seamlessly with 
the rest of the hair. It’s the perfect 
upsell to clients following colour 
appointments. RRP: £14.95 INFO: 

FUDGEPROFESSIONAL.COM

Fans of Kent Brushes will 
be glad to learn the iconic 

British brush manufacturer has 
launched a brand-new detangling 
brush – the Pebble. Palm-sized 
and effective on even the most 

stubborn of knots, it comes 
in a gold, matte black or a fun 
ladybird design for kids. RRP: £7 

INFO: KENTBRUSHES.COM

Matrix’s latest offering is its very 
own bond protecting system – 
which can be used both during 
and after colouring, plus as a 

standalone treatment. We love the 
deeply nourishing formula of Bond 

Ultim8 – plus, there’s no need 
to reformulate your colour. PRICE 
VARIES INFO: MATRIXHAIRCARE.CO.UK

ultimate shave
We can’t get over the incredible value of 

this starter kit from Jack Dean, developed in 
conjunction with leading barbers for a step-by-

step hot towel shave. The set includes a Pre-Shave 
Cleansing Cream, Shaving Soap, Post-Shave 

Facial Toning Spray and Moisturising Aftershave 
Balm. PRICE: £15 plus VAT Info: jackdean.eu

SB:PRODUCTS

LINK UP

modern
blonde
It’s all about the dirty blonde 
and Hair Rehab London has 
responded to demand with 
this shade in their LUXE 
range of clip-in extensions. 
As the sixteenth shade 
available, the tone mimics 
a rooted shade to blend 
easily and offer a natural 
finish. Reality TV star Olivia 
Buckland models the look in 
the brand’s latest campaign 
– and looking lovely too. 
RRP from £159.99 Info: 
hairrehablondon.com

ProductsJanFeb.indd   80 13/01/2017   18:03



j’adore
BONDING TECHNOLOGIES HAVE BEEN GAINING 
MOMENTUM OVER THE PAST FEW YEARS AND 
NOW SCHWARZKOPF PROFESSIONAL HAS GOT US 
ALL HOT UNDER THE COLLAR WITH ITS LATEST 
RELAUNCH: BLONDME.

Already a Salon Business 
favourite for blonde tresses, 
new BlondMe now has 
SP’s revolutionary bonding 

technology built in. It means you can 
create the perfect blonde easier than 
ever before.

Dubbed BlondMe bond enforcing 
colours and toners, they’re capable 
of pretty much anything – even nine 
levels of lift when using Premium Lift 
9+. 

The proof is in the pudding with a 
clean, luminescent platinum colour 

being achieved on an Asian model, 
that makes us want to book in 
tomorrow!

It’s not all about the platinum though 
– you can achieve caramel glow, 
rose blush, champagne blend and 
everything in-between. And all safe 
in the knowledge it’s doing as little 
damage to their as possible. 

Maybe a new blonde everyday really is 
in our grasp…

INFO: SCHWARZKOPF-PROFESSIONAL.CO.UK

SB:SPOTLIGHT
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GIOVANNI PERRI AND HIS 
TEAM HAVE MASTERED 

PRECISION – EVEN ON CURLS. 

HAIR: GIOVANNI PERRI AND 
THE GIOVANNI’S TEAM

PHOTOGRAPHY: DEBORAH SELWOOD 
MAKEUP: LAURA THOMPSON 

AND MONICA MONTALVO
STYLING: EMILY LOCKWOOD
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B E A U T Y 
P E R S O N I F I E D
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ERROL DOUGLAS 
TAKES THE WAVE TO 

A NEW LEVEL.

HAIR: ERROL DOUGLAS MBE 
FOR BALMAIN PARIS 

HAIR COUTURE 
PHOTOGRAPHY: 

BENJAMIN MICHAEL
MAKEUP: FRANCESCA BRAZZO

STYLING: JAMIE RUSSELL
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O M O R F I A
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THIS COLLECTION 
IS INSPIRED BY THE 

GRACE AND SERENITY 
THAT COMES FROM 

SHAPE, TEXTURE AND 
SOFTNESS
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HAIR: MELENIE TUDOR 
PHOTOGRAPHY: JOHN RAWSON  
MAKEUP: LAN GREALIS 
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JOIN US IN A 
CELEBRATION 
OF YOUTH IN 

2017. LIKE THIS 
COLLECTION, IT’S 
FUN, INDIVIDUAL 

AND FULL OF 
COLOUR.
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HAIR: LEIGH-ANNE 
REGAN FOR INDY HAIR
PHOTOGRAPHY: 
GABOR SZANTAI
MAKEUP: 
KATY MOORE 
STYLING: BERNARD 
CONNOLLY
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E L E M E N T A LE L E M E N T A LE L E M E N T A L
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 INSPIRED BY EXPENSE 
AND LUXURY, THIS 
REPRESENTS THE 
ULTRA FEMININE 
PROFESSIONAL 

REACHING OUT TO 
THOSE WHO WANT 

TO INDULGE FOR ONE 
NIGHT ONLY. 

HAIR: YESMIN O’BRIEN
PHOTOGRAPHY: DESMOND MURRAY 

MAKEUP: IRENA ROGERS
STYLING: BERNARD CONNOLLY
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www.milkshakehaircare.co.uk
only available at professional hair salons.

NATURAL BEAUTY
Only milk_shake® combines milk and yogurt 

proteins with rich vitamins from fruits and nature  
for beautiful, healthy hair. The patented vitamin 

complex Integrity 41* protects hair color from fading 
and special conditioning agents soothe and condition 

the scalp and hair for a perfect result.

Discover beautiful hair with milk_shake®

the natural way to treat your hair.

Integrity 41* –– Helianthus annuus, sunflower seeds hydro-glycolic extract.

For more info on milk_shake®

please call 01392 365 177 or e-mail info@milkshakehaircare.co.uk

Follow us on
INSTAGRAM
milkshakehairuk

Find us on
FACEBOOK
Milk Shake Hair UK
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