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editor’sWORDS
We’ve got it all going on this issue from beauty and the hairy beast [do you think they work 

together?] to colour, colour products, colour trends and everything else colour. One of 
hairdressing’s biggest thinning hair brands has also taken over the magazine, merging it from 

day to night throughout the issue [can you spot the transition?].

Of course, we’ve also got coverage of 
all the latest awards. It certainly seems 
it’s awards fever right now – salons have 
done it, franchises are doing it and brands 
including Wella, L’Oréal and Goldwell 
are on tour spreading the excitement of 
theirs. But obviously the biggest deal for 
awards right now is the launch of our 
very own Salon Business Awards.

The big kick off is March 14 when we’re 
expecting entries to start flooding in. 

We’re very excited about it and even 
more excited about the new venue 
for 2016. It’s in the heart of London 
overlooking St Paul’s Cathedral, it serves 
divine cocktails and it has a terrace for our 
guests to bask in [come on sunshine].

The date for your diary is Monday, July 
4, so head to page 72 and read what 
you need to do to get involved. Don’t 
forget to keep watching our website 
[salonbusiness.co.uk] and social networks 

[Twitter @salon_business, Facebook 
Salon Business] for news as it breaks too. 

In the meantime, enjoy this month’s 
issue, it’s a corker, even if I do say so 
myself!

‘til next time.

Jo Charlton
Publishing Editor
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the brand’s day to 

night service. [Check 
out the colours of our 
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anything different?]
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be a master

BREAKING 
NEWS

One of the largest fashion 
events outside of London, 
Hobbs Show welcomed over 
450 fashionistas to Bristol’s 
Passenger Shed for the Spring 
Summer showcase.

The show organiser, Bristol 
hairdresser Doug Hobbs, 
created this year’s show to 
raise awareness of Meningitis 
after his son lost his battle 
with this terrible disease 40 
years ago. 

Sponsored by TIGI, the 
annual show, aptly named 
Born & Raised in Bristol 
for 2016, took place in the 
spectacular Passenger Shed 
for a celebration of local 
fashion designers, boutiques, 
musicians, dancers and 
artists, with the aim to raise 
awareness for the Meningitis 
Research Foundation. 

There were 85 models seen 
taking to the 20 metre catwalk 
wearing a variety of upcycled 
clothes, designer bags, 
antique Japanese kimonos, 
vintage wedding dresses 
and swimwear, as well as 
showcasing fashions for Spring 
Summer 2016. 

After the show Doug said: “It 
was a truly special evening 
and the amount of support 
and love we’ve been given 
has been overwhelming. The 
Hobbs team and I were all 
taken back by the success of 
the event and most importantly 
how much awareness we 
raised for Meningitis Research 
Foundation. I’m so pleased to 
say we reached more than 3 
million people across social 
media and local newspapers, 
magazines, TV and radio.”

coming to you

passenger shed

Image from Brooks & Brooks LCT 

passenger shed

Image from Brooks & Brooks LCT 

This FREE-THINKING 
competition puts 

EXPERIMENTATION 
and INDIVIDUALITY 

at its core.

Fudge Professional is launching its Paintbox Mixology 
Master Competition, designed for colourists who 
want to make a name for themselves and share their 
energy and creativity with the rest of the World. This 
free-thinking competition puts experimentation and 
individuality at its core and welcomes colourists from 
around the globe to join in.

The Paintbox Mixology Master 2016 will win a two night 
break in London for two people. Here, they’ll take part in 
a photo shoot, working alongside some of the industry’s 
fi nest hairdressers and benefi t from a full regional, 
national and International PR package to promote their 
success. 

Entry is simple and it’s open now so get your before and 
after pics sorted and upload them to the Fudge website 
before May 16, for your chance to be a Master.

NewsMarch.indd   4 01/03/2016   20:51



Three time Northern Ireland Hairdresser of the Year, 
Shane Bennett, will be representing the UK at the much 
anticipated 2016 Global Zoom event in Stockholm.  He’ll 
be onstage at the artists sessions showcasing the skills 
that have got him where he is today, including being the 
youngest UK stylist to ever make it into the Hall of Fame.  

The Global Zoom event will take place in the Swedish 
capital from October 1 to 3, 2016, bringing together 
thousands of hair stylists from around the world that will 
compete live in three categories to win a place on the 
renowned Global Color Zoom Creative Team. 

The L’Oréal Colour Trophy 2016 
Backstage Tour is kicking off 
in Belfast on April 3 for three 
weeks of inspiration for one of 
the industry’s biggest colour 
competitions. 

There are nine regional events 
in total, with the L’Oréal Colour 
Trophy STAR Award fi nalists 
[formerly the Young Colourist 
Award] now competing in each 
region alongside the L’Oréal 
Colour Trophy award and L’Oréal 
Men’s Image award categories.  

You’ll be able to watch all the 
competitors across the categories 
as the clock ticks down. They 
have  30 minutes to create a look 
that will impress the judges and 
get them closer to lifting one of 
those coveted trophies.

As the judges get to work you 
can check out all the latest 
happenings with The L’Oréal 
Professionnel ID Artists in the 
Trend and Inspiration Zones, 
catch a quick Demo, get a new 
look at the Makeover Bar and 
take a quick selfi e in the Photo 
booth.

Get your tickets for £15 by calling 
020 8762 4199.

coming to you

passenger shed As sponsors of Britain’s Next Top Model, Wella 
Professionals has been inviting some of the 
industry’s fi nest stylists backstage to create 
show-stopping styles using the über versatile 
Eimi range. 

Renowned runway and celebrity stylist, Matthew 
Curtis was the ‘mane’ man behind the Makeover 

Episode. This is the one where the contestants 
are taken out of their comfort zone and given a hair 
makeover. 

Matthew says: “I can immediately see the look and 
style that will bring out their features; sometimes 
its drastic (and a bit scary), other times it can be 
enhancing what they already have. Ultimately, their 
new hairstyle has to work for them and the career 
they’re going to have after the show.”

The team at Salons Direct has also been invited 
backstage, to fi nd out more about the stylists and 
inspirations for their looks. 

They caught up with stylist Josh Goldsworthy, who 
said of models Alex and Billie: “With some of the 
other clients, the looks we’ve created have been 
more controlled, whereas today they’ve given us 
more of an inspiration to style the way we want. 
Each girl has an individual look, from crimps and 
waves to super sleek parts and polished hair.”

Check out Britain’s Next Top Model on Thursdays at 
9pm on Lifetime Channel.

model it
As sponsors of Britain’s Next Top Model, Wella 
Professionals has been inviting some of the 
industry’s fi nest stylists backstage to create 
show-stopping styles using the über versatile 
Eimi range. 

Renowned runway and celebrity stylist, Matthew 
Curtis was the ‘mane’ man behind the Makeover 

Episode. This is the one where the contestants 
are taken out of their comfort zone and given a hair 
makeover. 

Matthew says: “I can immediately see the look and 

model it

headlining
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Daniel Galvin’s fl agship 9,000 square foot 
salon in the heart of London has taken 
on Gold Class hair extensions to offer 
beautiful enhancements for the hair.

With a huge celebrity following including 
Mischa Barton, Rochelle Humes and 
Michelle Keegan, they’re sure to be a 
success.

“At our salon, hair extensions have 
become an essential service,” says 
Daniel Galvin OBE. “There are very few 
clients not wishing they could have more 

hair. For us, the addition of extensions 
is not purely about adding length, 

but more about adding 
volume…we want our hair 

extension clients to look 
so natural that no one 
will notice.”

easy does it

guys at work

BREAKING 
NEWS

Easydry has been shortlisted for a staggering 
seven awards in The Green Awards 2016, 
including Green Small Organisation of the Year 
2016 and Green Manufacturer 2016.

CEO Anne Butterly has also been honoured with 
two award nominations for Green Leader 2016 
and Green Entrepreneur 2016. She previously 
won the awards for Green Entepreneur 2015 and 
Green Leader 2011. 

The Easydry Green Team has been recognised for 
their work on the Save Water Drink Champagne 
project, which saw salons issued with an 
Easydry Water Savings Certifi cates. Easydry then 
launched a competition where they invited clients 
to post a fun photo of themselves with their 
certifi cate online, with the winner of 
best photo winning a bottle of 
champagne.

Talking about the 
nominations Anne 
said: “I’m very proud 
to see our hard work 
recognised.”

The winners will be 
revealed at the gala 
awards ceremony 
on April 14 in Dublin.

In another sign of the booming men’s 
hairdressing industry, Alan Howard Stockport 
hosted an intimate workshop focusing on 
the skills and expertise of male hairdressing.

Hosted by Robert Eaton on behalf of The 
Fellowship it was a fantastic addition to the 
calendar and demonstrated the extension of 
the Fellowship family throughout the North.

There was a real buzz in the room as the 
workshop got underway with students 
benefi tting from a one to one experience 
with the Masters including Simon Tuckwell 
of Zullo & Holland and James Earnshaw of 
Francesco Group.

The Masters showcased their own skills 
as they worked to enhance confi dence 
demo’ing skills such as scissor over comb, 
fading and disconnection, to ensure the 
students created strong shapes and blended 
fi nishes.

Simon said: “I had a great time mentoring 
the fi rst Fellowship Men’s Hair Workshop. 
The students were already confi dent 
haircutters; it was great to showcase our 
different techniques so they could take it 
back to the salon and see something new.”

The talented team at Top to Toe in 
Wisbech have got their year off to 

a great start with salon co-owner and 
Managing Director Sarah Davies winning 
one of the prestigious Fenland Enterprise 
Business Awards.

Presented with the prestigious Business 
Person of the Year award at the Braza Club 
in the local town of March, the judges said: 
“Sarah’s self-motivation, resourcefulness 
and vision have resulted in a family business 
growing from strength to strength.

“Following a move to high-profi le 
premises in Wisbech – even though she 
had no experience in the industry – Sarah 
implemented a business model that’s made 
Top to Toe the successful salon it is today. 
Her staff are well motivated and customers 
keep returning.”

Sarah said: “I felt very humbled to collect 
the award and appreciated all the judges’ 
comments. Our team have helped build the 
salon to the popular destination it is. We’re 
very proud.”

all gold

is not purely about adding length, 
but more about adding 

volume…we want our hair 
extension clients to look 

so natural that no one 
will notice.”

best photo winning a bottle of 

The talented team at Top to Toe in 
Wisbech have got their year off to 

a great start with salon co-owner and 

cream of 
the crop
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To discover how partnering with a cruelty free brand could help 
your business, call 0845 659 0011 or visit salon-success.co.uk

Find us on     and    at Paul Mitchell UK   #IHEARTPM

Paul Mitchell® has been cruelty free since it was  
founded in 1980 by animal lovers and philanthropists  
John Paul DeJoria and Paul Mitchell. 
Never have tested on animals, never will.  
We believe in being kind to bunnies!  
Supporting Cruelty Free International in 2016. 

�  a�ordable luxury   �  cruelty free   �  truly professional
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The ghd global education 
programme is built on four 
pillars to guarantee outstanding 
education every time: Innovate, 
Create, Inspire and Succeed. 

Over recent years, ghd has 
launched the ghd Style Squad, 
which has grown ever more 
successful year on year. And 
now the ghd Graduate Styling 
Programme qualification is 

transforming education for stylists 
all over. 

The ghd Graduate Styling 
Programme, led by Zoë Irwin and 
Anton Alexander, develops skills, 
knowledge and confidence under 
the tuition of the ghd creative 
team and expert guest artists.
“The programme pushes 
students intellectually to boost 
confidence, styling skills and 

 Styling and 

dressing hair is an art in 

its own right. Now your 

staff can benefit from 

the styling artistry of 

ghd’s finest. 

upstyle REGISTER YOUR 
INTEREST AT 

SEMINARS@GHDHAIR.COM

GHD_Advertorial.indd   8 29/02/2016   16:54
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technical knowledge,” says 
Jo Robertson, Head of Global 
Education at ghd.

Now in its second year, this 
programme is a hairdressing 
first. It includes eight modules, 
with attendees specialising in 
six, so students can focus on 
their areas of interest.

The ghd team believes in starting 
with the fundamentals of styling 
to provide a solid foundation 
from which to build further skills. 
Once these core skills are in 
place, stylists can refine them 
to progress as a successful 
hairdresser. 

This programme is perfect for 
any stylist who is looking for 
more than a one-off seminar. 
Regulated and certified by 
VTCT, each graduate will 
hold the QCF ghd styling 
qualification on completion of 
the course.

Most importantly, students 
will walk away with a styling 
qualification that will set them 
on the path to success. Craig 
Jones from Revamp Hair Salon 
in Bloxham took part in the 
first year of the ghd Graduate 
Styling Programme.

Talking about his experience, 

he said: “It has given me the 
opportunity to work one to one 
with industry professionals 
who love what they do; their 
knowledge and passion has 
inspired me to not just be a 
great hairstylist, but to try and 
be ahead of the rest in the 
industry.”

Your salon will benefit too, 
as Samuel Hankin from 
Headmasters in Soho says: 
“Since I’ve started, not only 
have I been creating beautiful 
blowdries and wicked curls, 
but I’ve been making double 
the money and become the 
fourth top taker in my salon; 
absolutely fabulous!”

Set your stylists and salon on the 
path to success.

“...their knowledge 
and passion has 
inspired me to 

not just be a great 
hairstylist, but to try 
and be ahead of the 
rest in the industry.”

GHD_Advertorial.indd   9 29/02/2016   16:54
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Our mission is to help you do business as well as is 
humanly possible. That’s why we cram this section 
of the magazine with tangible advice from some of 

the best in hairdressing.

P12 A GUIDE TO ADD-ON BEAUTY SERVICES

P18 GOT FIVE
FIVE ON NIOXIN’S DAY TO NIGHT SERVICE 

FIVE ON PERFORMANCE REVIEWS
FIVE ON KEEPING THE BUZZ ABOUT YOUR 

SALON

P26 DARREN AMBROSE ANSWERS OUR QU’S

P30 WHAT OUR TECH GIRLS HAVE DISCOVERED 
THIS MONTH

P34 COLOUR FOCUS:
P36 COLOUR KIT 

P40 THE COLOURFUL WORLD OF HAIR
P48 EDUCATING THROUGH A NEW MEDIUM

DowntoBusinessMarch.indd   11 29/02/2016   23:28
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For the average hair salon, 

the move to add beauty 

services to its menu 

seems a risky one. But 

approached in the right 

way, branching out can 

boost revenue, widen 

your client base and allow 

you to compete with 

the growing number of 

‘one-stop shops’ in the 

marketplace, as Helen 

Bird discovers.

the
BEAUTY

of it
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Hair: Creative Team @ Blushes, Ottawa, Canada

Photography: John Rawson
Makeup: Lan Grealis
Styling: Jared Green
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Do you dare diversify? It’s a question many 
salon owners are no doubt asking themselves 
as add-on services become increasingly popular 
in the hair industry. But how big an investment 
does it need to be? And will it distract focus 
from the hair?

The decision to expand a business should not 
be taken lightly but, as is evident from today’s 
marketplace, salon owners could be missing a 
trick if they don’t think outside the proverbial box 
and look at offering additional services.

So says Lisa Stone, Salon System educator: 
“Including beauty treatments in your salon 
menu can really enhance your profi le and 
increase customers, which will inevitably boost 
your revenue.” 

Whether yours is a small, independent salon 
or a large franchise, additional services can be 
tailored to meet your requirements.

Isn’t it a no-brainer? Hair and beauty goes hand 
in hand, and since clients are already investing 
in self-improvement when booking in for a 
hairdressing service, it seems like an ideal time 
to capitalise. 

Amy Vears, who is PR and social media 
manager for Salon Success, says: “It’s a logical 
add-on. When you have a hair service, one of 
the fi rst things many women reach for is the 
make-up in their handbag before they leave the 
salon. It’s the perfect environment to upsell to 
guests.”

nail the change
When it comes to assessing the add-on services 
that are both fi nancially viable and appealing to 
your client base, the amount of available fl oor 
space seems an obvious primary consideration. 

For smaller salons, says Lisa, nail treatments 
are an excellent addition. “This ever-growing 
industry can offer a great variety of options, 
from a simple manicure to deluxe services,” 
she explains. “A nail station could fi t neatly into 
limited space and can be very eye-catching to 
potential clients. 

“Also, work can be carried out while the client 
is relaxing, having their hair styled or waiting for 
their colour to develop. It’s an easy sell – a client 
will always fi nd the money to get her hair and 
nails done.”

Another small-scale addition that works well 
within a salon environment is a brow station. 
“Providing brow tinting, waxing, threading and 
retailing brow pencils, stencils and powders will 
help to increase your bottom line,” says Lisa.

And requiring no extra space at all are 
treatments that can be carried out at the 
backwash, such as an Indian head massage. 

This, Lisa adds, is a service that blends 
seamlessly into the hair salon, since it can 
be carried out as part of a conditioning hair 
treatment to help the client relax and unwind. 
“A relaxing setting would enhance this service 
– a trendy salon playing loud music wouldn’t 
create the same effect,” she adds.

For those salons with more fl oor space to spare, 
add-on services that require a private area can 
be considered. Waxing, for example, is a staple 
of any beauty salon and can fi t well alongside 
hairdressing services. 

It can also offer appeal to male clients; a market 
that should not be overlooked when entering 
the world of beauty add-ons. “From back and 
chest waxing to intimate areas, this can be a 
very lucrative service to offer,” says Lisa.

capture the 
market
Targeting existing clients is an obvious fi rst step 
towards marketing additional services in the 
salon. At Richard Ward Hair & Metrospa, beauty 
treatments have always been offered on the 
menu, and for good reason, as Salon Manager 
Gavin Hoare explains: 

“Statistics tell us that in offering just one service 
to a client, our chances of keeping them for 
longer than a year is only 50 percent; add a 
second service and client retention increases to 
65 percent, and when clients buy fi ve services 
or more, we have over 95 percent chance of 
keeping them for longer than a year,” he says.

When it comes to promoting the extra services, 
the salon team is fully engaged, Gavin adds. 
“We approach marketing additional services 
on a number of levels but primarily through 
encouraging our reception, cutting and technical 
teams to link-sell or upsell services. 

“The team is always briefed on new services, 
and always aims to introduce them to clients 
across all departments by talking about them and 
recommending their colleagues.”

A slightly different approach was taken by 
Rainbow Room International’s salon in Stirling, 
Scotland. Here, beauty specialist Thalia McQuillan 
says marketing had a community feel. “We did 
a lot of advertising in our local papers and ran 
competitions to promote new beauty services, 
which gained a lot of notice,” she explains. “We 
also had a window display designed showcasing 
the new beauty offers and brands we work 
with, and we had a heavy presence on our social 
media platforms to gain more interest.”

The result of external advertising, Thalia 
confi rms, has been an increase in new clients 
coming to the salon, while the interest of 
existing clients was also captured through 
internal marketing. 

“Statistics tell us that 

in offering just one 

service to a client, our 

chances of keeping 

them for longer than a 

year is only 50 percent; 

add a second service 

and client retention 

increases to 65 

percent, and when 

clients buy fi ve services 

or more, we have over 

95 percent chance 

of keeping them for 

longer than a year.”
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By offering express beauty services, including 
HD Brows, LVL Lashes and Jessica nails, the 
salon has seen a 5 percent increase in revenue, 
with lashes being the most popular service.

seek out quality
Of course, marketing efforts and well-known 
beauty brands mean nothing unless the 
standard of staff carrying out the treatment is 
consistent with the rest of the business. 

Lisa says: “Your therapist will need to be able 
to engage confi dently with your customers and 
the rest of the team. They will need to be self-
motivated and show enthusiasm to be able to 
drive and grow this new side of your business.”

Whether it’s existing stylists or an employed 
beauty therapist delivering the additional 
services, good retailing skills and product 
knowledge are essential, Lisa adds, generating 
quick add-on sales and boosting profi ts.

one-stop shop
Thanks to the rise in social media, particularly 
image-driven apps such as Instagram and 
Pinterest, clients are increasingly looking to 
achieve a whole, head-to-toe look as opposed to 
individual elements, which is why having several 
services available to them on one site makes 
perfect sense.

RUSH is one brand that has taken this concept 
and run with it. At its fl agship Piccadilly salon, 
House of RUSH, a spa is integrated within the 
salon premises.

“It was built around offering a 360-degree hair 
and beauty experience,” says RUSH co-founder 
Stell Andrew. “While in the salon, we actively 
encourage clients to speak to one of our beauty 
experts who can advise on all our beauty 
treatments, including facials, massage and 
tanning services.”

At Rainbow Room, Thalia adds, clients “want 
a full makeover experience when they visit the 
salon”. The salon is even extending its menu 
further to offer eyebrow threading and waxing, as 
a result of client demand.

It seems that a joined-up approach between the 
hair and beauty sectors is the way forward at a 
time when spending is up, but time is precious. 
Gavin agrees that hair and beauty “sit very 
comfortably together, so it makes sense to bring 
the two together”. 

“Even if space is an issue within the salon, 
remember that by simply adding one extra 
service into the mix, client retention can be 
increased.”

broaden your 
horizons
Gavin Hoare, Salon Manager at 
Richard Ward Hair & Metrospa, 
gives his top tips for offering   
add-on beauty services:

SURVEY YOUR REGULARS – which services 
would they be happy to have within a salon 
environment and what do they pay elsewhere 
for these services?
CHECK OUT THE COMPETITION – what are your 
competitors offering? 
MAKE SURE IT’LL WORK FOR YOUR SALON AND YOUR 
CLIENTELE – tailor the services you offer to appeal 
to your key demographic.
START SMALL – even just one extra service can 
increase client retention.
LINK-SELL SERVICES – for example, manicures and 
pedicures, which can be an easy way to attract 
clients who are already loyal to you. REQUEST YOUR ENTRY PACK TODAY!

Speak to your Wella Account Manager, contact the Wella Events Team on 0845 6018 128 / wellaevents.im@pg.com, 
or download your entry form from www.wella.co.uk/trendvision 

Become a fan of Wella Professionals @wellapro #tva

ARE YOU READY FOR THE JOURNEY OF A LIFETIME? 
THE WELLA PROFESSIONALS TRENDVISION AWARD 2016 

IS NOW OPEN FOR ENTRIES! 

COULD THIS BE 

YOUR YEAR?

CHOOSE TO ENTER ONE OF TWO CATEGORIES

NO AGE LIMIT! 

WE HAVE INTRODUCED SOME EXCITING CHANGES TO THE COMPETITION AND THERE ARE 
NOW EVEN MORE OPPORTUNITIES TO GET INVOLVED AND TO WIN PRIZES!

CREATIVE VISION replaces the Young Talent Category 
and is open to hairdressers of all ages. Show the 

world your creative vision with a cut & finish and/or 
dressing hair with an editorial catwalk feel.

COLOR VISION is open to hairdressers of all ages 
and recognises the best in class colour work 

with a focus on beautiful, wearable and inspiring 
salon relevant hair.

NEW
FOR

2016

ENTRY DEADLINE: 24 MARCH 2016
Download your entry form from www.wella.co.uk/trendvision

TVA Entry SP Ad SB.indd   2 11/02/2016   10:25BeautyEdit.indd   16 29/02/2016   23:21
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or download your entry form from www.wella.co.uk/trendvision 

Become a fan of Wella Professionals @wellapro #tva

ARE YOU READY FOR THE JOURNEY OF A LIFETIME? 
THE WELLA PROFESSIONALS TRENDVISION AWARD 2016 

IS NOW OPEN FOR ENTRIES! 

COULD THIS BE 

YOUR YEAR?

CHOOSE TO ENTER ONE OF TWO CATEGORIES

NO AGE LIMIT! 

WE HAVE INTRODUCED SOME EXCITING CHANGES TO THE COMPETITION AND THERE ARE 
NOW EVEN MORE OPPORTUNITIES TO GET INVOLVED AND TO WIN PRIZES!

CREATIVE VISION replaces the Young Talent Category 
and is open to hairdressers of all ages. Show the 

world your creative vision with a cut & finish and/or 
dressing hair with an editorial catwalk feel.

COLOR VISION is open to hairdressers of all ages 
and recognises the best in class colour work 

with a focus on beautiful, wearable and inspiring 
salon relevant hair.

NEW
FOR

2016

ENTRY DEADLINE: 24 MARCH 2016
Download your entry form from www.wella.co.uk/trendvision
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Every now and again someone throws a 

curve ball that transforms the way you run 

your business. The way you overcome it is 

where your strengths lie. This month’s got 

five, aims to equip every salon owner with 

the business know-how to tackle every 

problem, head on. 
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Kay McIntyre is three times Scottish 
Hairdresser of The Year and British 
Hall of Fame member so she knows 
a thing or two when it comes to hair. 
This is why she was so excited about 
NIOXIN’s latest launch and wanted 
to get it onboard at her Scottish salon 
McIntyres, as soon as was humanly 
possible.

Already an avid fan of the NIOXIN 
range [so much so she became an 
ambassador for the brand], Kay has a 
loyal following of clients who love it as 
much as she does.  

So, when NIOXIN announced 
a product designed specifically 
for overnight use, it piqued Kay’s 
interest. Working with the rest of 
the range, but with breakthrough 
NIOXYDINE24 technology, it’s 
clinically proven to promote hair 
density while your clients catch up 
on their beauty sleep. It does this 
by reducing hair fall associated with 
scalp surface oxidative damage 
caused by UV exposure, pollution and 
environmental factors.

“All the clients I’ve used it on have 
said they’ve seen and felt the 
difference,” says Kay. While its 
success when used alone is easy to 
see, it really comes to its own when 

used to offer the full prescription 
service to sufferers of fine and 
thinning hair. 

Talking about the entire line Kay adds: 
“I love NIOXIN because it works. It’s 
a great system, simple and easy to 
use and allows me to be consistent 
and get it right for every client. Each 
personalised NIOXIN program starts 
with a comprehensive consultation. 
The consultation identifies each 
individual’s specific concerns and 
signs of thinning, and is the first step 
to an effective and tailored treatment 
that works.”

THE FULL 
CIRCLE 
APPROACH

While your clients sleep, their 
bodies are naturally regenerating 
their cells. This is why night 
creams have become so vital for 

skin for millions of women, and 
now NIOXIN is set to do the same for 

hair. With the launch of NIOXIN Night Density, 
you can offer round the clock care for all of 
your clients.
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It’s a great system, 
simple and easy to 
use and allows me 
to be consistent 
and get it right for 
every client. Each 
personalised NIOXIN 
program starts with 
a comprehensive 
consultation.
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The in-salon treatment provides the ideal 
opportunity to promote NIOXIN Night 
Density, at McIntyres you’ll also see 
point of sales and posters. “We will also 
use Social media and digital platforms 
to communicate the benefits to our 
customers. Most importantly our teams 
are fully trained and love the product too,” 
says Kay.

“A full service from day to night is great 
for my salon because it will offer my 
clients round the clock care. Today, NIOXIN 
enters a new era of support for the scalp 
delivering a complete Day and Night 
approach to thinning hair.”

Got5NIOXIN.indd   21 29/02/2016   21:25



22

“The purpose of the annual 
employee performance review 
originally was to formalise 
communication between 
management and employee, to 
review targets and set new ones, 
to identify problems and generally 
improve employee engagement with 
the company. But over time it has 
lost credibility. 

“Few employees in any industry 
have ever relished the event, 
seeing it more as an opportunity 
for management to criticise their 

performance. Most managers fi nd it 
just as awkward and time-wasting. 

“I’m on the side of the big boys – 
the major fi nancial houses, retail 
giants and even software providers 
that have dumped this agonising 
ritual. There are much better ways to 
engage with your team.

“To start with, sitting down with 
each employee once a year is 
ridiculous. You need to be talking to 
them every week about all of their 
targets. When you do meet it should 
be a positive experience, not an 
opportunity to fi nd fault. 

“The introduction of software has 
had the biggest impact on how we 
manage at Medusa. We can pull 
up reports on all aspects of our 
business, making comparisons year-
on-year, month-on-month, employee-
v-employee, even salon-to-salon. We 
can look at client retention, retail, 
upselling of services and more. It 
takes minutes to chart everyone’s 
progress. 

“So instead of spending one hour 

TO REVIEW 
OR NOT?

“Our teams are our greatest 
assets, yet as an industry we 
sometimes aren’t the most 
progressive of employers. Being 

small businesses, many salons 
still tend to approach employment 

in a pretty informal way. Few have HR 
departments or systematic frameworks 
for promotion and rewards, but many still 
carry out that most formal of management 
processes; the dreaded annual employee 
performance review. It’s ironic because 
many of the big corporations are quietly 
consigning it to the trash and I can 
understand why.” Colin McAndrew, Medusa.
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a year reviewing performance, my 
five salon managers meet with each 
member of their team at least once a 
week – usually the day their week starts 
and on a Friday – for five minutes to 
review targets, provide consistent, clear 
feedback on how they’re doing and to 
help them remain focused and motivated. 
It’s just five minutes but the time is 
scheduled in advance and not rushed. If 
longer is required, then it’s given. Once a 
month, a longer meeting is held to review 
and set targets.

“The easy access to the incredibly 
valuable data on our software has 
changed the emphasis of performance 
review. There’s no need for me as 
managing director to sit down once a year 
for an hour with each individual to discuss 
engagement and productivity. It would 
be too repetitive. But I do still meet every 
single one of my 60-strong team on a 
formal basis every 12 months. 

“However, the focus is not on 
performance; we look at Continuing 
Professional Development. I ask them to 
come with a wish-list that identifies any 
areas where they feel they’re weak and 
suggested training they believe will help 
them improve. It’s their time to argue 
what and why they want the training 
opportunities they’ve identified. Even if 
there are issues or targets not being met, 
focusing on CPD ensures a more positive 
approach when we talk about solutions 
rather than problems.

“I have an open-door policy so anyone 
can come and talk to me at any time, and 
I visit each salon every week, but I still 
feel the formal approach to CPD adds to 
the strength of the team and the Medusa 
salon group overall. 

“Having an ethos that makes education 
a priority, keeps our team as focused 
throughout the year as their weekly 
review meetings do in the shorter term. 
It’s their right, not a reward.”
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Tim Scott Wright opened The Hair 
Surgery just over two years ago, and 
as he says, they’ve been living on 
the high of the new salon since then. 
Now that’s over, they’re looking at 
ways to keep up that motivation and 
momentum, but also streamline so 
they keep to budgets and ensure 
they still have enough time for 
clients.

There are seven areas of focus for 
Tim, as he says here;

REVIEW: 
We’ve done so much over the 
last two years to promote the 
business to ‘get out there’ – some 
of it very successful and some 
not. Sometimes you have to try 
something and then analyse the 
success. Now we know what makes 
the most noise for us, so we’ve 
picked out those activities and 
structured them into a plan to keep 
up regular exposure throughout the 
year.

FOCUS ON THE TEAM: 
When you open a salon a lot of 
attention is on you as the owner and 
so a lot of the press and publicity 
is about you, which at the time is 
great. But a salon is a team effort, 
so this year is very much about 
supporting the team. With this in 
mind we’ve looked at additional 
training for advanced styling work, 
we have one of our young colourists 
in the Fellowship Colour Project this 

year and we’re looking at some new 
team incentives and bonus ideas 
including giving every team member 
the day AFTER their birthday off as 
an extra holiday day.
 
AWARDS: 
I’m such an avid supporter of 
industry awards. They help to create 
news about the salon, they motivate 
the team and also clients LOVE to 
say they go to an award-winning 
salon. We were lucky enough in 
2015 to win two awards – including 
the Salon Business Awards Creative 
Salon of the Year and the Best 
Regional Salon at the Hair Awards. 
We will definitely continue to enter, 
choosing the categories really 
carefully and whether we win or not 
we always make a big noise about it.

KEEPING UP 
THE NOISE

In the first year of business 
everything is fresh and new, you 
open with a bright smart looking 
new salon, a new team, fresh ideas 

and lots of interest because you’re 
NEW! Which was great, but what 

happens when you get a bit further down the 
line, when you are no longer new, but not quite 
one of the established set either?
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When you open a 
salon a lot of attention 
is on you as the owner 
and so a lot of the press 
and publicity is about 
you, which at the time 
is great. But a salon is a 
team effort, so this year 
is very much about 
supporting the team. 
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REFURBISHING: 
When we started the salon we had to 
work on a very tight budget. We knew 
that we would outgrow it, but actually 
didn’t think it would be this quickly! 
However, we did allow for expansion 
as and when we needed it. It has now 
become necessary to make a few 
changes to allow us more space, so that 
we can build where we are and not look 
to move premises or take a second salon. 
This small refurb also helps to give us 
something to talk about with clients and 
with the press.

EVENTS AND PROMOTIONS: 
We’ve built up a great client base over 
the last two years, and although of course 
we want to attract more, we now need 
to ensure that we have a programme 
that encourages loyalty from our existing 
clients and involves them in our business. 
We run regular client events for our 
existing clients to try new things and this 
year we’re formalising our client loyalty 
scheme.

EXPANDING OUR COMMUNITY: 
After focusing very much on our own 
business – now we’re looking out and 
seeing how we can be more involved 
in our local community to build good 
relationships and strengthen our position 
as a local business. We’re working 
with some local schools to do talks on 
hairdressing as a career with school 
leavers and getting involved in their 
evening events for parents.

KEEPING IT SOCIAL: 
We had really good results with Facebook 
in our first two years. On the whole 
we find our clients like our interaction. 
Through checking the insights we know 
the type of posts they like and what they 
don’t. 

We’re also careful not to bombard our 
clients with texts, emails, newsletters 
etc, as we know how these can get 
annoying, so we communicate deals, 
new products, services and our salon 
news through our Facebook page – as 
well as internally in the salon. 

“Here’s to our third year, one in which we 
hope to carry on building our turnover and 
of course our profit, while having a great 
time and keeping passionate about the 
business,” concludes Tim. 

All the best guys!
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He’s Britain’s Best Hairdresser right now 

according to the British Hairdressing Awards, 

with a heap of other accolades to his name to 

boot. Darren Ambrose is definitely one to watch, 

so an interview with the man himself was top 

of our list. And we’re glad we did. Not only is he 

hugely talented, he’s incredibly humble and easy 

to talk to, or in his own words: “Focused, low 

maintenance and kind of chilled…”

timequestion 
with Darren Ambrose

QuestionTime_March.indd   26 29/02/2016   23:06



QuestionTime_March.indd   27 29/02/2016   23:07



28

HOW DID YOU GET INTO HAIRDRESSING?
I knew right from when I was a child of 
eight that I wanted to be a hairdresser; 
it was in my family and my genes. I was 
lucky enough to start my career aged 17 
at Clipso with Terry Calvert, who nurtured 
and encouraged me to shoot for British 
Newcomer of the Year when I was 23, 
which I won – the most unforgettable 
experience.

WHAT’S THE SECRET TO BECOMING BRITAIN’S 
BEST HAIRDRESSER? 
For me, it’s just when I walk into the 
studios to create my looks for British 
or anything else that I do, I fulfill what’s 
coming from my heart – what I’m 
passionate about and want to see in print. 
The emphasis for me is on keeping it 
beautiful and directional.

IF YOU HAD TO DESCRIBE YOURSELF IN ONE 
SENTENCE, WHAT WOULD IT BE?
Focused, low maintenance, kind of 
chilled... 

WHAT ADVICE WOULD YOU GIVE OTHERS 
WANTING TO FOLLOW IN YOUR FOOTSTEPS? 
I’d say to be focused, keep your head 
down and stay channeled. Learn as much 
as you can and be respectful. 

HOW DID BEING A SALON OWNER CHANGE YOU 
AS A HAIRDRESSER [IF AT ALL]? 
I think it changes a lot of things – you can 
be a creative, inspired person but owning 
a business is a completely different ball 
game; it opens you up to other sides of 
life such as dealing with staff, running 
concepts, building a brand, and for that 
reason it’s made Jackie [his wife] and I a 
stronger unit. Having an understanding 
of all these elements is another life 
achievement really. 
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WHAT ARE THE BIGGEST CHALLENGES YOU’VE 
FACED AS A SALON OWNER?
Firstly opening the salon and building the 
brand were a challenge but we kept focused 
and true to ourselves and we’re now in 
our twentieth year! We like to to think we 
run a creative, chilled environment; when 
our team are with a client, they’re focused 
solely on them but then we also spend 
a lot of time discussing new ideas and 
encouraging creativity.

WHAT WOULD YOU SAY IS THE KEY TO RUNNING A 
SUCCESSFUL SALON TEAM? 
To listen, to open your mind and hear what 
your team members have to say. Allow 
them to run with some ideas and support 
and respect them. This gives you a stronger 
unit and then you’re all singing from the 
same song sheet.

TELL US SOMETHING ABOUT YOURSELF THAT 
WOULD SURPRISE US? 
I love fashion and so as a company we’ve 
built a huge wardrobe of designer clothes 
to use in shoots and shows – Jackie and I 
could open a shop!

WHAT’S NEXT? 
There are so many interesting things on the 
agenda. Different avenues are opening up 
and it’ll be interesting to see how it unfolds, 
enough said. 

“I think it changes a lot 

of things – you can be a 

creative, inspired person 

but owning a business is 

a completely different ball 

game; it opens you up to 

other sides of life such as 

dealing with staff, running 

concepts, building a brand, 

and for that reason it’s 

made Jackie [his wife] and his wife] and his wife

I a stronger unit. Having an 

understanding of all these 

elements is another life 

achievement really.”
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Want to keep up to date with the latest salon tech? From 

the latest software systems to help you stay connected 

with clients, to the newest apps and gadgets worth 

investing in, our dedicated team of tech-savvy girls have 

got it covered.

apps

We don’t need to tell you 
how high temperature 
styling tools can damage hair 
but like us, you’ll be pleased 
to hear there’s a new re-
volutionary hair conditioning 
system in town. The Inverse 

Hair Conditioning System 
looks like a swishy pair of 
hair straighteners but instead 
of using heat to smooth hair, 
the system uses sub-zero 
temperatures to lock in mois-
ture, smooth and improve 

elasticity. Our verdict? It’s 
set to turn the hair industry 
on its head. 

£99 PLUS VAT 
ALANHOWARD.COM

HAVE YOU HEARD?

Wahanda, Europe’s largest online hair 
and beauty market place has been 
rebranded and is now called Treatwell. 
It provides the same amazing service 
but is much better looking. What are 
you waiting for? Fill empty appoint-
ments, reduce no-shows and help 
build a strong reputation online through 
customer ratings and reviews – all by 
getting onboard with Treatwell.

REVERSE THE RULES

girlstech
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SHORTCUTS 
MYSALON

What would you say if we 
told you that your salon 
Shortcuts software system 
can now be linked to your 

smart phone? The new 
mySALON app has made our 
week and is guaranteed to 
make life a little easier when 
it comes to keeping tabs 
on appointments. Bookings 
made on smart phones are 
automatically updated on 
your front of house software 
and can even link to 

Facebook too. “As con-
sumers are increasingly 
glued to their smartphones, 
these types of technologies 
really help salons stand out 
from their competitors,” 
says Trevor Jennings, 
General Manager at 
Shortcuts Software. 

SALON SPIES

A recent study by 
BrightLocal revealed 
88 percent of 
consumers say they 
trust online reviews 
as much as personal 
recommendations. 
Why? “It’s become 
the norm for con-
sumers to search 
online for reviews 

before booking a 
hair appointment 
and the chances 
are they’ll stumble 
across your salon’s 
online reviews on 
Google, Yelp or 
one of the industry 
specific review sites 
such as SalonSpy 
or the Good Salon 
Guide,” explains 
Alice Kirby MD of 
Lockhart Meyer 
Salon Marketing. 

BE SMART

Experts at OfCome, a communication 
company, have revealed 66 percent of adults 
own a smart phone, making it the UK’s 
number one device for internet use. With 

this in mind, it’s essential your salon website 
is mobile-friendly. The easiest way to find 
out is to ask staff and clients to test the 
salon website on their phones to see how it 
performs on a range of different devices. 

SOURCE: OFCOME.ORG.UK

stats
88 percent 

of con u er  y they tru t 
onl ne re e   uch  
per on l reco en t on
SOURCE: BRIGHTLOCAL.COM

8 percent  
of ret ler  no  u e eo to help 
pro ote pro uct  n  er ce  
to cl ent   p rt of the r t l 

r et n  tr te y
SOURCE: 
SALONMEDIASCREEN.COM

44 percent 
of e l rec p ent  e t le t 
one purch e per ye r e  on 
pro ot on l e l
SOURCE: SALESFORCE.COM

SAVVY
SCREENS

Charles Worthing-
ton’s flagship store 
and Muse of London 
have just installed 
SM Slimline light 
boxes made by 
Salon Media Screen 
to showcase their 
latest collections, 
offers and pro-
motions on digital 

screens. Interested? 
You should be. 
Salon Media Screen 
also offers styling 
station mirrors with 
televisions built in; 
reception desks with 
integrated projection 
screens and interact-
ive touch screens. 

TO FIND OUT MORE 
ABOUT THE LATEST 
AND GREATEST 
DIGITAL SALON 
TECHNOLOGY VISIT 
SALONMEDIASCREEN.COM
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8 DIRECT DYES FOR BOLD COLOUR EFFECTS THAT
LAST UP TO 20 WASHES*:

Experience our most intense and longest-lasting direct dyes ever.
* Depending on hair condition and pigment concentration color may last longer.

IGORA COLORWORX
NEW

Find us on Facebook: www.facebook.com/schwarzkopfprofessionalunitedkingdom

For more information call 0800 526741

www.schwarzkopfpro.comTogether. A passion for hair
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8 DIRECT DYES FOR BOLD COLOUR EFFECTS THAT
LAST UP TO 20 WASHES*:

Experience our most intense and longest-lasting direct dyes ever.
* Depending on hair condition and pigment concentration color may last longer.

IGORA COLORWORX
NEW

Find us on Facebook: www.facebook.com/schwarzkopfprofessionalunitedkingdom

For more information call 0800 526741

www.schwarzkopfpro.comTogether. A passion for hair
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As spring summer kicks off we’re 

bringing you the hottest colours of 

the season, with a little help from 

the sponsors of Colour Focus, TIGI. 

The starkest trend we’ve seen has 

stepped away from your blonde, 

brunette or even blue hues, the 

focus now is on customisation. 

See how TIGI does it on pages 46 

to 47, after reading up on what the 

colour queens are sporting. 

Image from the TIGI Spring/Summer 
2016 ©ustom collection
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The opportunities for 
colour are endless. And 

then some...

kaleidoscope
THE WORX

HI VIS
BLONDE BOMSHELL

EASY CHOICE

Schwarzkopf Professional has 
launched Igora ColorWorx, an 

incredible range of bright shades 
that last for up to 20 washes. A high 
concentration of pigments ensures 

each of the eight shades – from 
vibrant red to fresh green and dazzling 

violet – offer especially 
intense colour results. 

SALON PRICE: £12 
INFO: SCHWARZKOPF-PROFESSIONAL.CO.UK

L’Oréal Professionnel DIA Richesse 
Hi Visibility is a visible tone-on-
tone that will reach out to the 

style conscious, selfie loving but 
time starved client looking for 

maximum impact with minimum 
commitment. Sound familiar?

PRICE ON REQUEST
INFO: LOREALPROFESSIONNEL.CO.UK

L’Oréal 
Professionnel 
INOA Blonde 

Resist contains a 
patented formula 

that lastingly binds 
to the inside of the 
h r re re ult n  
in an anti-brassy 

blonde that lasts up 
to 28 he  he 

en  re ult   cool  
natural looking 

lon e full of 
depth and different 

tone  th 1  
percent grey hair 
co er e n  t o 

NEW shades.
Price on request
Info: loreal.com

o  th 1 h e  
to choo e fro  

nclu n  the ne  
e u  h ro n  
dark red purple 

blonde and lightest 
ol en lon e  

MONTIBELLO’s 
Oalia range offers 

 e cho ce  
It’s odour and 

ammonia free too 
and covers up to 

1  percent of h te 
h r  e n n  you 

c n colour th 
ease. 

Salon price: 
4   nfo  

z-oneconcept.com
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MAKE ME BLUSH

COLOUR PROTECT

INFUSION

Indola understands nudes is no longer 
just a trend but a lifestyle change. PCC 
Blush Nudes redefi ne classical natural 
colours through fi ve permanent nude 
shades enhanced with subtle beige 
undertones to deliver understated 

shimmer and gorgeous sultry refl exes.
SALON PRICE: £5.50 INFO: INDOLA.COM

Indola has launched KERA BOND, 
a super-SMART Bond Enforcing 
system that protects hair during 

chemical processes in just two easy 
steps – an additive in the colour 

mixture and a post-colour treatment. 
PRICE ON REQUEST
INFO: INDOLA.COM

ol  r nt n  
f h on for r  u e 
Professional has 
rel unche  t  r  

nn n  nt o  
Creative Conditioning 

olour r n e o  th 
1  core h e  nclu n  
t o p tel  t offer   
truly bespoke colour 
p lette  25 nfo  
fudgeprofessional.com

TIGI Copyrightcolour 
 l unch n   ne  

n  h e  fro  
high-lift blonde to 
oft  cool h tone  
designed by the 

TIGI International 
Creative Team to create 

©ustomised blonde 
re ult  n  out ore 
on p e  8 n  

Price on request. Info: 
tigiprofessional.com

bespokepalette

Scrummi has launched 
a new hero product 
designed to protect salon 
clients and make your life 
easier; the Scrummi Super 
Cape. It does everything 
a traditional fabric gown 
does but without the 
washing; once you’re 
fi nished throw it in the 
recycling bin. With water 
and colour resistance and 
anti-static properties, it’s 
also strong enough to be 
used all day.
RRP: £60 FOR 100
INFO: SCRUMMI.COM/CAPES

capesuper
CUSTOMISED APPROACH

Help your clients revive colour 
vibrancy between appointments 

with Joico’s Color Infusing 
Shampoos and Conditioners that 

instantly refresh and enhance 
colour to fi ght the fade. There’s 
also a Color Balancing Shampoo 
and Conditioner that neutralise 

unwanted brass tones in dark hair.
RRP FROM £15.50

INFO: JOICOEUROPE.COM

ULTIMATE INDULGENCE

Indulge in a little chocolate without 
the calories with Davines’ Alchemic 

Chocolate range. A duo of luxury 
products, it includes a pigmented 

shampoo and conditioner, both designed 
specifi cally to enhance dark 

brown to black hair.
RRP FROM £14.35  INFO: DAVINES.COM
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Aveda Salon Business Ad - Left Hand Side 
Trim size: 410mmx275mm (width x height)



Colour: Ian Michael Black. | *From plants, non-petroleum minerals or water. Learn more at aveda.co.uk.

with infinite colour
YOUR ARTISTRY
unleash

Create endless colour with customisable full spectrum deep,™ our extra lifting 
and depositing conditioning creme colour — now with three new shades 

formulated to deliver our highest lift, truest reds and coolest results, even on 
dark hair. 93% naturally derived.* Every strand instantly feels healthier. 

CAll 0370 192 5650 OR vISIT AvedA.CO.Uk TO leARn mORe.

©Aveda Corp.
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PALETTE 
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HOT UP YOUR 
COLOUR FOR THE 

NEW SEASON. 
SPRING SUMMER 
16 IS ALL ABOUT 

MULTI-TONAL 
HUES FOR A RICH 

LOOK THAT’S 
WEARABLE AND 
SOPHISTICATED.
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mixed up
There promises to be an eclectic mix of 
customised colour, pearlescent metallics and 
moody blues for the season ahead, seen 
across the catwalks last September. 

Stretching across the spectrum, at one end 
there’s a bolder, more standout aesthetic 
than we’ve seen already, with the pastel 
palette set to evolve further with the addition 
of blue hues and the vibrant metallics. At the 
other, those courting a more natural approach 
to colour, whether blonde or brunette, will 
have a more multi-tonal look with varied 
shades, designed to give a fi nish that 
highlights client’s natural features. 

in the 
elements 
This summer, the standout colour 
statements are inspired by metallic hues 
and coloured gemstones. “The pastel trend 
has been around for fi ve years or so, but this 
season I see more of an opal trend, a pearl 
effect,” says Kate. “There will be lots of 
variety of colour in the hair.”

“Cool tone pastels were seen on the catwalk 
at Louis Vuitton. It’s a trend that’s been 
around for a while, but this time we’re back 
to icy shades of mauve, purple and pink,” 
adds Jenny.

Blondes will be ice cool too with hints of 
white topaz and white gold. “The emphasis 
is on natural hues, not brassy or yellow 
highlights, with an emphasis on shading to 
create a natural, casual colour. Soft shading 
conjures up incredibly smooth dimensions 
and subtle shadows,” says Goldwell Creative 

“Cool tone pastels 
were seen on the 
catwalk at Louis 

Vuitton. It’s a trend 
that’s been around 
for a while, but this 
time we’re back to 

icy shades of mauve, 
purple and pink,”

Schw
arzkopf Professional

Schw
arzkopf Professional

Aveda

W
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Director John Moroney.  “This new technique 
creates a lived-in look, which perfectly highlights 
ice-cold blonde. 

“Deep shading also creates a smooth transition 
of cool brown and blonde nuances that melt into 
one another,” adds John. “This technique unites 
the elegance of brown with the sexiness of 
blonde, creating a wonderfully feminine look.” 

Taking on  a metallic edge, Wella has also 
evolved the signature Ecaille look at the core 
of last season’s collection to give it an edgier 
fi nish for their Spring Summer 16 collection. 
“Colour [this season] is inspired by molten 
metallics – imagine they’ve been heated to 
create these beautiful greys, coppers and golds 
which all fl ow together,” says Josh Wood, Wella 
Professionals’ Global Creative Director, Colour.

This look is all about subtle enhancements, but 
expect to see metallic shades translated into 
more vibrant looks as well. “The new season 
there are a lot of bold colour statements,” says 
Lesley Jennison, Global Colour Ambassador 
for Schwarzkopf Professional. “Deep layers of 
intensive copper and orange tones command a 
truly traffi c-stopping look.” 

moody blues 
Marking another brave move towards an 
eclectic look is the denim trend – an evolution 
from the grey hues of 2015 it’s heavily inspired 
by celebrities and the catwalk. Karine Jackson 
says: “The denim trend is exploding this year, 
and it’s really easy to achieve for those with 
blonde or pre lightened hair.” 

And age is irrelevant, as it’s a versatile “anything 
goes” trend according to Darren Ambrose: “It’s 
an ageless colour. I have clients in their sixties 
wearing denim blue in small fashion placements 
of hidden colour so it just peeks through, while 
teens and twenties/thirties can wear a more 
vibrant version.”

Darren says to get a really blue base you would 
have to pre-lighten, but he doesn’t believe that’s 
a necessity. “It’s easy to change any existing 
bronde, balayage, or adventurous blonde colour 
into a high fashion look by quick toning. It can 
change your client’s look for spring summer and 
revamp their haircut.

“It will instantly change caramel and blonde to 
a more mysterious tonal palette, while a navy 
blue or denim would fade up to a greenish-blue, 
then pale greens and lighter, so the journey out 
is really interesting too.”

It isn’t seen as out there as it once did either, 
as Aveda’s Global Artistic Director Ian Michael 
Black describes it as a “wearable bold” colour. 
“The blue of the season isn’t about being wild or 
different; it’s a really chic, prestige looking blue. 
It has a cool quality to it that we haven’t seen 
for a long time. And the colour is for anyone that 
wants to feel bold or empowered by their hair 
colour.” 

“It will instantly 
change caramel and 

blonde to a more 
mysterious tonal 

palette, while a navy 
blue or denim would 
fade up to a greenish-
blue, then pale greens 

and lighter, so the 
journey out is really 

interesting too.”Hair, clockwise from top left: Darren Ambrose,  
Karine Jackson, Ken Picton, Katie Miulcahy, Aveda
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work that 
tone
Contouring comes off the face and onto 
hair this season. “Contouring is a massive 
technique trend and great to update a look 
and feel lighter and enhance features,” 
says Warren Boodaghians, TIGI’s European 
Technical Academy Director. 

It’s perfect for ethereal shades seen for 
spring summer as Warren highlights apricot, 
pale papaya and peach as the colours to look 
out for.

The romantic nuances of these hues can 
be interlaced for this trend, which works 
on the same principle as face contouring; it 
enhances the best features and plays down 
the things your client wants to hide, explains 
Jenny.

The key to mastering contouring is to take 
note of everything about your client from 
face shape, facial features, hair colour, type 
and texture. “Someone with a narrow face 
shape can be given darker routes with fi ne, 
lighter pieces added around the face to give 
the appearance of a fuller face,” adds Jenny. 

Layered, contour’d tones are key to Wella’s 
Molten Ecaille collection. “Each look uses 
a rich assortment of hair colour shades and 
techniques, tailored to each client’s tone and 
eye colour,” says Claire Chell at Francesco 
Group and Wella Professionals Colour Club. 

Contouring lends itself nicely to tailored 
colour. TIGI’s ©ustom collection showcases 
fi ve exclusive, on-trend techniques that 
cnan be adapted and even be used to create 
completely new colours for the client that 
wants that extra special service. Creating a 
truly customised colour formula, based on in-
depth hair analysis, enables the colourist to 
select the correct technique and customise 
colour placement to suit every client’s needs. 

And it’s not just for blondes as Kate Mulcahy 
at Rusk says: “On blondes it will be peaches 
and pinks; on darker hair we can see this 
trend with greens and blues.”

“The most personalised look, the trend 
puts the artistry fi rmly in the hands of the 
hairdresser, allowing for customised colour 
placement and a fl awless fi nish,” sums up 
Wella Colour Club member Dan Spiller.

“Someone with a 
narrow face shape can 
be given darker routes 
with fine, lighter pieces 
added around the face 
to give the appearance 

of a fuller face,”

H
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For sales enquiries please call: 020 7274 6128
www.tangleteezer.com
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Personalised art, customised shoes 

and tailored clothing are all part of 

everyday modern life. Now bespoke 

colour is a possibility for every client 

too, thanks to The Custom Collection 

from TIGI.

the 
approach

customised
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WHAT CONSUMERS WANT
The TIGI Technical Creative Team has dedicated 
itself to discovering what makes consumers 
tick, and in turn where salons need to be. They 
found brands are continually searching for ways 
to interact with consumers in personal, intimate 
and relevant ways, which has made consumers 
demand more customised 
products and experiences. 

From their research, the TIGI 
Technical Creative Team came to 
the conclusion that professional 
hair colour should be viewed 
similarly, so they’ve used the 
customisation trend as inspiration 
for the Spring/Summer 2016 
©ustom collection.

“We understand clients want 
tailored services for their individual 
needs and lifestyles. On-trend 
Lightening Techniques empower 
the colourist to personalise clients’ 
colour, delivering the ultimate 
colour service, supported by TIGI’s 
bespoke consultation model, 
Creative Consultation,” says Christel 
Lundqvist, TIGI Global Technical 
Creative Director.  

“This gives colourists the confi dence 
to create stunning individual shades. 
Creating a truly customised colour 
formula, based on in-depth hair 
analysis, enables the colourist to select 

the correct 
technique and 
customise 
colour 
placement 
to suit every 
client’s needs.”

TIGI COPYRIGHTCOLOUR
TIGI Copyrightcolour is launching 
six new amazing shades, from 
high-lift blonde to soft, cool ash 
tones, designed by the TIGI 
International Creative Team to 
create ©ustomised blonde results. 

Showcasing fi ve exclusive, on-trend 
techniques, the ©ustom collection 
gives colourists the power to create 
beautiful, tailored results to excite 
clients and increase loyalty.

“The collection showcases fi ve 
individual colouring techniques, 
perfect to use on clients wanting an 

on-trend, blonde 
look. All the 
techniques can 
be custom-
made to suit a 
client’s fashion 
identity and 

natural complexion. This gives the 
colourist the creative power to design 
an individual colour and gives the client 
her own customised blonde,” adds 
Christel.

Brand love grows from genuine 
conversations with consumers, 
whether it’s the daily coffee with 
your name on it, personalised NIKE 
trainers, mobile apps or weekly online 
supermarket shops.

Make your clients fall in love 
with your brand with TIGI 
Copyrightcolour.

the correct 
technique and 
customise 
colour 
placement 
to suit every 
client’s needs.”

TIGI COPYRIGHTCOLOUR
TIGI Copyrightcolour is launching 
six new amazing shades, from 
high-lift blonde to soft, cool ash 
tones, designed by the TIGI 
International Creative Team to 
create ©ustomised blonde results. 

WHAT CONSUMERS WANT
The TIGI Technical Creative Team has dedicated 
itself to discovering what makes consumers 
tick, and in turn where salons need to be. They 
found brands are continually searching for ways 
to interact with consumers in personal, intimate 
and relevant ways, which has made consumers 
demand more customised 
products and experiences. 

From their research, the TIGI 
Technical Creative Team came to 
the conclusion that professional 
hair colour should be viewed 
similarly, so they’ve used the 
customisation trend as inspiration 
for the Spring/Summer 2016 

“We understand clients want 
tailored services for their individual 
needs and lifestyles. On-trend 
Lightening Techniques empower 
the colourist to personalise clients’ 
colour, delivering the ultimate 
colour service, supported by TIGI’s 
bespoke consultation model, 
Creative Consultation,” says Christel 
Lundqvist, TIGI Global Technical 

“This gives colourists the confi dence 
to create stunning individual shades. 
Creating a truly customised colour 
formula, based on in-depth hair 
analysis, enables the colourist to select 

The TIGI Technical Creative Team has dedicated 
itself to discovering what makes consumers 
tick, and in turn where salons need to be. They 
found brands are continually searching for ways 
to interact with consumers in personal, intimate 
and relevant ways, which has made consumers 

Creative Consultation,” says Christel 

the correct 
technique and 
customise 
colour 
placement 
to suit every 
client’s needs.”

TIGI COPYRIGHTCOLOUR
TIGI Copyrightcolour is launching 
six new amazing shades, from 
high-lift blonde to soft, cool ash 
tones, designed by the TIGI 
International Creative Team to 
create ©ustomised blonde results. 

Showcasing fi ve exclusive, on-trend 
techniques, the ©ustom collection 
gives colourists the power to create 
beautiful, tailored results to excite 
clients and increase loyalty.

“The collection showcases fi ve 
individual colouring techniques, 
perfect to use on clients wanting an 

Creative Consultation,” says Christel 

“This gives colourists the confi dence 
to create stunning individual shades. 

analysis, enables the colourist to select 

Showcasing fi ve exclusive, on-trend 
techniques, the ©ustom collection 
gives colourists the power to create 
beautiful, tailored results to excite 
clients and increase loyalty.

“The collection showcases fi ve 
individual colouring techniques, 
perfect to use on clients wanting an perfect to use on clients wanting an 

“All the techniques 
can be custom-
made to suit a 
client’s fashion 

identity and natural 
complexion.” 

For information on TIGI 
copyrightcolour and TIGI Colour 
Education go to tigiprofessional.com
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Boost your salon’s colour status 
by signing your staff up to TIGI 
24/7 App and unlocking a world 
of education. 

Launching this month, it’s 
packed with features on an 
interactive platform for 
professional hairdressers who 
want constant inspiration and 
ongoing creative education.

Designed to compliment the 
brand’s Academy experience, it 
includes step by steps for cut
and colour, information on 
courses at all TIGI Academies 

globally, with the facility to enrol 
and book through the app. 

There’s also a colour inspiration 
section with swatches and 
formulas. The App 24/7 includes 
a unique interactive drawing 
tool allowing students to select 
specifi c head-sheets to create 
sectioning patterns and applica-
tions and even design haircuts.

It can be downloaded for free 
and the tools available are 
getting better all the time so get 
downloading and see your salon 
team to new colour knowledge.

Get your staff on the right 

track for the colours that 

are happening right now 

with the new 24/7 TIGI App.

colour-ed
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gold
 Strong shapes meet 

organic fl uidity. Shiny 

materials meet matte 

and frizzy textures. Deep 

neutral backgrounds 

meet vibrant accents…

it’s time to D!SRUPT.

standard
SHAPE. COLOUR. TEXTURE. 
Inspired by the work of fashion scouts and 
pushing it one step further, the creative 
Color Zoom Team has broken down the 
orthodox to bring a new level of style in 
Goldwell’s annual Hair Fashion Collection.

Setting the standard for the coming year, 
the Color Zoom ’16 Collection creates a 
new trend that challenges expectations 
and adds a truly disruptive twist to hair and 
fashion: Cue D!SRUPT.

It’s about changing perspective. Becoming 
a disruptor. Reinventing the shape, colour 
and texture of hair for unexpected creativity. 

This trend creates the basis of Global Zoom 

– one of the most inspiring live events for 
stylists from all over the world. To be a part 
of it, you need to D!SRUPT.

GLOBAL ZOOM
Dare to engage with an inspiring Hair 
Fashion Collection that breaks with the 
conventional and invites your team to 
challenge their own ideas of styles and 
you’ll both reap the rewards.

The Global Zoom Event is an epic three 
days packed with hair fashion and idea-
sharing with other creative stylists. It fuels 
creativity in all who attend, elevating their 
career, while raising the bar in your salon, 
all at once.
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Be part of this world, attend the 
Global Zoom Event in Stockholm, 
witness the launch of the new 
Color Zoom ’17 Collection 
and meet like-minded creative 
individuals.

DARE TO D!SRUPT
Encourage your team members 
to create their version of the Color 
Zoom ‘16 D!SRUPT Collection and 
they could be one of the stylists 
competing live onstage. 

It’s the creation of sexy, distorted 
round shapes and larger-than-life 
textures. Discover techniques such 
as Light Play to create unique and 
disruptive colour and become a 
part of Color Zoom.

Every country will announce three 
national winners in each category, 
with the Gold Award Winners 
competing in the International Live 
Competition at Global Zoom in 
Stockholm in October 2016.

The winners will become part of 
the team that creates the new 
Color Zoom ‘18 Collection, placing 
their work across the globe.

They’ll be recognised as a top 
international stylist and be part of the 
Color Zoom Creative Team, providing 
inspiration to the entire hairdressing 
world and putting your salon firmly 
on the international map.

key to success
BE ONE STEP AHEAD AFTER YOU’VE 
SEEN THE TECHNIQUE HEADS IN 
3D DETAIL WITH THE GOLDWELL 
EDUCATION PLUS APP. IT’S EASY TO 
DO. JUST DOWNLOAD, INSTALL AND 
ACTIVATE THE APP, SELECT COLOR 
ZOOM, FOCUS YOUR SMARTPHONE 
CAMERA ON THE PAGES MARKED 
WITH THE AUGMENTED APP ICON 
AND ENJOY THE FUTURISTIC 360 
DEGREE VIEW OF THEIR 3D MODELS.

#DARETODISRUPT

Be part of the Global Color 
Zoom Challenge ’16. The 

application documents can 
be downloaded from 

colorzoom.com/briefingkit
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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.

P54 TRENDVISION KICKS OFF 
ACROSS THE REGIONS

P62 GLOBAL TALENT IN LA 
WITH DAVINES

P64 FUDGE DISTRIBUTORS 
GET TOGETHER

P66 HEADMASTERS BRINGS 
NEW YORK TO LONDON

P68 GATSBY&MILLER DOES 
IT FOR THE TEAM

P69 SEAN HANNA SAYS 
THANK YOU 

P70 A WORTHY CAUSE WITH 
MILK_SHAKE

P71 RUSH CELEBRATES A 
GOOD YEAR

P72 SALON BUSINESS 
AWARDS: LAUNCHING SOON. 
GET YOUR ENTRY READY 

P78 ITS AWARDS TIME AT 
ANDREW COLLINGE

P79 HENSMANS PUTS ON A 
PARTY

P80 ENTER A WORLD 
OF LUXURY WITH PAUL 
MITCHELL

P82 COLOR ZOOM GOES ON 
TOUR

P84 IN HER SHOES: CHARLIE 
TAYLOR

P88 STEP INSIDE A HAVEN 
FOR COLOUR

P92 THERE ARE SOME 
PRETTY COOL NEW 
PRODUCTS WE THINK 
YOU’LL LOVE

P95 HERE’S ONE WE LOVE

P96 THE WORK OF YOUR 
PEERS. #CRUSH
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1    is all about 
the beauty you  creates 
you. True  and 
perfect  with 

quality versus .
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The Insight events give the audience 
the opportunity for an up close and 
personal, with top industry icons with their 
interpretations of the SS16 AW16 trends.

Guests were treated to top tips on how to 
get the best from their TrendVision Award 
entry, while the NEW True Colour Service 
was also revealed.

The UK tour saw 2016 UK GOLD Color 
and Platinum ITVA Winner Craig Clark 
from HOB Salons and UK GOLD Young 
Talent winner Shabaz Hussain from HOB 
Salons, give their top tips on entering the 
TrendVision Award. 

Sharon Cox and Leonardo Rizzo from 
Sanrizz were given the task of presenting 
the TrendVision Trends 2016: SS16 Ecaille 
and AW16 Bronde Luxe.

SS16 Ecaille trend is all about the 
beauty you create, creates you. True 
craftsmanship and perfect concentration 
with quality versus quantity. It’s inspired by 
jeweller’s art, enamelling, forging, shaping 
and creative oxidation. 

AW16 Bronde Luxe will see a fusion of 
comfort and luxurious beauty. It’s Premium 
Comfort Zone live life with all senses 
awakened; more tactile, more sensorial. 
Wellbeing goes premium – it’s irresistible 
softness of fur and woollens; cashmere 
textures, precious silk and smooth leather.

There are two categories, Color Vision and 
Creative Vision, and no age limit on either 
so it’s a competition for all.

Enter before Thursday, March 24 and make 
sure you save the date Monday, October 
10 for the UK & Ireland final. 

wella.co.uk/trendvision

55

Wella Professionals 
TrendVision Award 
2016 Insight Events 
are in full swing with 
stunning presentations 
from Marc Antoni, 
Sanrizz and D&J 
Ambrose Art Team.

trendies
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Beauty has seen a revolution in 

recent years: NIGHT TIME RITUALS 

are the gospel of the beauty guru. 

Now NIOXIN is making the most of the 

body’s NOCTURNAL REPAIR functions 

with NEW NIGHT DENSITY RESCUE 

treatment. Joining the comprehensive 

NIOXIN range, it gets to work to 

PROMOTE HAIR DENSITY* while they 

sleep, meaning you can now offer 24 

HOUR CARE for every client.

nighttoday

*In three months
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Thinning hair is an issue that affects 
half of all men and women across 
the UK and as such, it requires the 
attention of all hairdressers.

Just like skin, hair and scalp needs 
round the clock care to tackle this 
growing issue. 

There are many products on the 
market targeting this problem, but 
while most just camouflage the 
problem for day time glamour, NIOXIN 
offers customised technologies that 
get to the root of the problem to 
deliver thicker, fuller looking hair.

Now, the 3-step NIOXIN System Kits 
and new Night Density Rescue caters 
to the entire hair regime, from day to 
night.

57
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the NIOXIN 
approach 
The NIOXIN 3-Part System made up 
of a Cleanser, Scalp Revitalizer and 
Scalp Treatment provides the optimum 
environment for thicker, fuller-loooking hair. 
There are six custom fi t kits tailored by 
normal to thin-looking hair and noticeably 
thinning hair. Sub categories look at whether 
the hair has been chemically treated or 
is in its natural state, ensuring your client 
maximises the potential of NIOXIN. 

Every kit starts with NIOXIN Cleanser, which 
purifi es Derma by removing follicle-clogging 
sebum, fatty acids, and environmental 
residues from the scalp skin and hair. It 
cleanses to provide Thicker-Looking hair.*

The NIOXIN Scalp REVITALIZER is the 
second stage and works to balance moisture 
and help protect hair Density by reducing 
hair loss due to breakage.

Then NIOXIN Scalp Treatment increases 
the Diameter of each hair strand. It contains 
botanicals that help to provide a refreshed 
scalp environment.

care
hour24

*vs. unwashed hair
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NIOXIN allows salons 
to deliver round the clock care for 
men and women wanting fuller, 

thicker-looking hair.

*vs. unwashed hair

85 percent of people 
would recommend the 
NIOXIN Day + Night 

regimen1

NIGHT DENSITY 
RESCUE
A leave-in night treatment, Night Denisty 
Rescue is proven to promote hair density 
by reducing hair fall associated with scalp 
surface oxidation.**

The fi rst of its kind across the hair industry, it 
also presents a fi rst for NIOXIN.

Night Denisty Rescue is the brand’s 
pioneering leave-in treatment solution 
designed exclusively for overnight use, when 
the body is naturally repairing itself.

Breakthrough NIOXYDINE24 technology 
targets and neutralises oxidative damage 
at the scalp surface, promoting hair density 
within three months. 

85 percent of people 
would recommend the 
NIOXIN Day + Night 

regimen

A leave-in night treatment, Night Denisty 
Rescue is proven to promote hair density 
by reducing hair fall associated with scalp 
surface oxidation.**

The fi rst of its kind across the hair industry, it 
also presents a fi rst for NIOXIN.

Night Denisty Rescue is the brand’s 
pioneering leave-in treatment solution 
designed exclusively for overnight use, when 
the body is naturally repairing itself.

Breakthrough NIOXYDINE
targets and neutralises oxidative damage 
at the scalp surface, promoting hair density 
within three months. 

[ ]

**In three months
1 Based on survey among 112 US panelists concerned with thinning hair conducted by StrataMark Dynamics Solution in 2015
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Set to become 

as essential to 

your client’s 

night time ritual 

as night cream, 

NIOXIN Night 

Density Rescue 

is the brand’s 

first ever leave-

in treatment 

solution 

designed 

exclusively for 

overnight use.

m
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um
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60
NIOXIN_Advertorial.indd   60 01/03/2016   22:44



Formulated with breakthrough 
NIOXYDINE24 technology, this 
innovative product is clinically proven 
to promote hair density at night; a 
key time for cell regeneration as part 
of the body’s natural repair functions. 

NIOXYDINE24 technology features 
powerful antioxidants including 
Vitamin E Acetate, Ginger Root 
Extract, Caffeine and Biotin that 
are known to target and neutralise 
oxidative damage at the scalp 
surface.  

These antioxidants help the body 
fight against oxidative damage by 
donating an electron to neutralise 
free radicals that can accumulate on 
the scalp surface and in turn trigger 
hair fall. Clinical and scientific studies 
demonstrate that an increased level 
of scalp oxidation is found in people 
who are suffering from thinning hair.

It works by reducing hair fall 
associated with scalp surface 
oxidative damage caused by 
UV exposure, pollution and 
environmental factors, promoting hair 
density within three months.  

The unique pre-bedtime treatment 
works in tune with your client’s body 
clock to take the strain out of tackling 
thinning hair while helping them to 
feel more confident about their hair 
each morning. 

HOW TO USE IT
Suitable for both wet and dry hair, 
NIOXIN Night Density Rescue 
is applied directly onto the scalp 
surface using the provided pipette. 
It has a soothing fragrance for night 
time use, leaves no residue on your 

client’s pillow and is suitable for all 
hair types. 

BUSINESS OPPORTUNITIES
The success of overnight treatments 
is well documented within skincare 
so it is sure to be a hit in hair too. In 
fact, research shows 84 percent of 
consumers would use a treatment 
while they sleep to reduce hair fall^. 

As the first product of its kind, 
NIOXIN Night Density Rescue is 
revolutionising the hair market and 
providing a unique 24 hour service. 
By getting it in your salon, you can 
too. 

Join NIOXIN on a journey as it enters 
a new era of support for the scalp, 
delivering a complete Day and Night 
approach to thinning hair. 

Now that’s a service that goes above 
and beyond.

INFO: NIOXIN.COM OR CONTACT YOUR 
WELLA ACCOUNT MANAGER

Free radicals can 
accumulate on the scalp 
surface resulting in 
oxidative damage which 
can lead to hair fall. 
NIOXYDINE24 

technology contains 
powerful antioxidants 
including Vitamin E 
Acetate, Ginger Root 
Extract, Caffeine and 
Biotin known to neutralise 
free radicals on the scalp, 
preventing further damage.

^ Among US salon clients concerned with thinning hair

the 24 hour cycle
DAY – DURING THE DAY, THE BODY IS 

EXPOSED TO MORE TOXINS, THE SCALP HAS 
A HIGHER PRODUCTION RATE OF SEBUM 
COMPARED TO AT NIGHT AND IT IS MORE 

SUSCEPTIBLE TO ENVIRONMENTAL FACTORS.

NIGHT – AT NIGHT, THE BODY’S NATURAL 
REPAIR FUNCTION IS STRONGER AS THE BODY 

IS RESTING AND CELLS REGENERATE. THE 
NIGHT PROVIDES A GREAT OPPORTUNITY FOR 
THE BODY TO REPAIR AGAINST DAMAGE THAT 

HAS OCCURRED DURING THE DAY.
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The city’s Opheum Theatre, in the 
heart of Downtown LA, was the 
breathtaking venue for the Davines 
Worldwide Hair Tour 2016, which 
saw more than 1,700 international 
hairstylists get together. 

The annual stage event has 
become globally-renowned 
for bringing together creativity, 
innovation, ideas and trends, and 
for celebrating true industry talent 
– 2016 was no different. 

The three-day show opened with 

an extravagant Romeo & Juliet-
themed tribute to award-winning 
film hairstylist, Aldo Signoretti, 
key stylist on the set of the classic 
movie starring Leonardo DiCaprio. 
Davines’ Artistic Director and 
three-times British Hairdresser of 
the Year, Angelo Seminara, also 
took to the main stage to perform 
two shows, presenting the new 
Your Hair Assistant line and the art 
of blowdrying. 

Also demonstrating their 
abundance of talent, technique 

The Davines Worldwide Hair Tour 2016 
arrived in LA, for what was a glamorous 
and spectacular display of hairdressing 

talent from across the globe. 

LA style
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and creativity onstage, were members of 
the Davines community, including the UK’s 
Allilon team, Canadian stylist Anna Pacitto, 
who created the magic atmosphere of 
Cirque du Soleil with an engaging artistic 
performance; the Danish duo Brian Suhr 
and Kirsten Demant, Ion Studio NYC, 
Anthony Polsinelli from Canada, and the 
Davines North America Artistic Team. 

The annual World Style Contest also took 
place, which shines the spotlight on young, 
emerging styling talent. The winner of 
the 2016 edition was South-African stylist 
Maggie Semaan. Ryan Bush won the 
Best Cut category, while British stylist Bec 
Sun from Pimps & Pin Ups in Spitalfields, 
London, scooped the Best Colour award.

Last but not least, the brand launched 
the second edition of its I Sustain Beauty 
campaign – a global initiative aimed at 
celebrating sustainable beauty. Davide 
Bollati, Davines founder and chairman, 
invited everyone to join the mission of 
making the world more beautiful by 
creating artistic, social or environmental 
projects that can generate, promote or 
protect beauty. Stylist and trainer, Salvatore 
Giaquinta, was awarded the prize of 
the first edition and was welcomed by 
the audience with a standing ovation, 
confirming the appreciation of his training 
project aimed to improve the quality of life 
of women living in Lima, Peru.

Davines Artistic Director, Angelo Seminara, 
confirmed why LA was the obvious choice 
of venue for this year’s event: “LA was 
the perfect location for bringing together 
the very best of talent from Davines; often 
referred to as the Creative Capital of the 
World, and with the World Wide Hair Tour 
a celebration of creativity, it provided the 
perfect backdrop to this year’s event.”
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The day opened with Head of 
Fudge Professional, Stephanie 
Bruce introducing the conference 
and continued with an afternoon of 
sales, marketing, and educational 
updates.

The presentations focused 
on a 2015 overview from 
sales success, product 
launches and collaborations to 
events. It progressed to 2016 
announcements with an overview 
on new product launches, 
educational programmes, and 

hairdresser-focused activities 
with the highlight focusing on the 
launch of the Paintbox Mixology 
Master Global Competition.

Following the internal 
presentations, the conference 
progressed to introduce the new 
2016 collaborations with London 
School of Barbering and continued 
projects with Mazella&Palmer.  

Taking to the stage, London 
School of Barbering co-founder 
Justis McEvilly presented the 

Fudge distributors from 19 different 
countries headed to the Capital for the 

annual EU Conference. 

fudge focus

Fudge.indd   64 29/02/2016   21:57



academy’s philosophy and the educational 
collaborations that will be developed with 
Fudge Professional for Fudge salons within 
the UK and Europe.  

Later, co-founder and Artistic Director, 
Michael Kontos helped present the latest 
barbering looks to the audience.

The presentations continued with Dove 
Palmer, co-founder of Mazella&Palmer, 
elaborating on their ongoing creative 
collaborations with Fudge Professional and 
the educational projects available to the 
distributors.

Guests ended the conference with an 
evening meal and entertainment at 
London’s cabaret club, Circus.

“It was an afternoon of bringing together 
key people from Fudge Professional, 
introducing our partnerships with London 
School of Barbering and Mazella&Palmer 
and being able to talk up close with the 
business owners and sales representatives 
of our distributors.  It was a great day 
of networking, education and of course 
entertainment,” says Stephanie. 65

It was an AFTERNOON of 
bringing TOGETHER key people 

from FUDGE PROFESSIONAL, 
introducing their partnerships 

with LONDON SCHOOL OF 
BARBERING and Mazella&Palmer.
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Attended by over 1,000 of 
the Headmasters team, the 
glittering Grand Finals, which 
took place at Battersea Evolution, 
acknowledged the achievements 
and creativity of the Headmasters 
team internationally throughout 
2015.  

There was an impressive New 
York New York themed ceremony 
– including stage sets and neon 
lights – while adio presenter 
Mark Wright was the host for the 
evening.

There were seven awards for 
Business, judged on in-salon 
performance, and a further 
eight for Creative, which were 
independently judged by 
internationally renowned celebrity 
hairdressers Guy Kremer, Zoe 
Irwin, UK Brand Ambassador at 
ghd and AJ Blackadder, Technical 
Director at Urban Retreat. 

Celebrating a successful 
year, Headmasters Chairman 
John Sanders opened with a 
congratulatory speech to the team 

Always a party to remember, the 
Headmasters Awards brought New York 

to Battersea to celebrate the salon group’s 
achievements over the past year.

new york, 
new york.
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detailing Headmasters success of 2015 
including another record breaking year with 
over 550,000 client visits. 

He announced that 2016 will be the year 
of colour for Headmasters, with details on 
a colour competition with a Mini Cooper 
car as the prize! Raju Raymond CEO of 
Headmasters enthused that Headmasters 
have had an extremely successful year 
including the opening of Headmasters in 
Stockholm, Sweden and expansion plans 
for 2016. 

Once all award winners had been 
congratulated, the party really got started 
as staff danced the night away sipping 
wine and cocktails while the DJ pumped 
out high octane floor-fillers into the small 
hours. If dancing wasn’t on the cards, 
attendees were treated to dodgem cars 
and casino tables, keeping them more than 
entertained.

Congratulations to the Headmasters stars 
of 2015.
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The Gatsby & Miller team day brought 
together staff from both the Amersham 
and Harpenden salons for a day of 
invaluable learning about a whole range 
of industry know-hows, capped off with 
the much-anticipated 2016 Gatsby & 
Miller awards.
 
Designed around the team, the action-
packed event got off to a flying start 
with the introduction of guest artist for 
the day, Jayson Gray, Wella Professional 
Guest Artist, who gave an inspirational 
overview of his impressive career, 
including a Q&A session, and demo. He 
also hosted a workshop with the team 
and models in the afternoon session.
 
It was non-stop buzz all the way for the 
Gatsby & Miller team as they worked 
alongside the expert in the workshops, 
brimming over the very latest advanced 
techniques. The team then presented 
their own finished models’ looks 
onstage.

The grand finale, of course, was the 
presentation of the 2016 team awards, 
voted for by clients at the two Gatsby 
& Miller salons. Voting took place via 
website poll allowing clients to offer their 
personal feedback and comments too.
 

The Gatsby & Miller Best Colourist 
Award went to Lauren Roads, the Best 
Retailer Award to Kat McEwan, the 
Customer Care Award to Gianlucca 
Sessa and the Best Assistant Award to 
Hannah Green.
 
The hotly-contested Gatsby & Miller 
2016 Award was won by Jo Siberini-
Wilkins from their Amersham salon.
 
“I had a fantastic day, which was topped 
off by winning the Gatsby & Miller 
award,” said Jo. “I’m proud to have won 
this award and grateful for all of John 
and Julie’s support and recognition of 
my work.”
 
“What a day – it’s been incredible,” said 
John. “Jason’s demo work was a true 
treat and the whole event has been 
an inspirational and exciting occasion – 
we’re enormously proud of our team 
and they deserve to be given a day to 
enjoy and remember.”

Gatsby & Miller certainly knows how to put on 
the style as they held their spectacular team 

day at London’s Wella World Studio.

#gatsby
millerday
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“I’m proud to have won this award and 
grateful for all of John and Julie’s support 
and recognition of my work.”
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Stylists, colourists, managers and front 
of house descended on one of Balham’s 
finest watering holes for a night of 
bonding and recognition.

The team from head office joined the 
staff from the brand’s eight salons to 
experience incredible shows put on by 
the Creative Team and Session Stylist, 
Yesmin O’Brien, who demonstrated the 
talent that seanhanna hairdressers have.

With the drinks flowing and the 
atmosphere electric it was time to 
honour the exceptional talent of 
seanhanna, with Putney scooping Salon 
of the Year and Punam Tailor, Manager 
of the Year. 

 Sean Hanna invited his 
entourage to Bedford 
Arms in Balham for 
the seanhanna Annual 
Awards.

show-
stopping

69
seanhannah.indd   69 29/02/2016   22:33



Providing a self-proclaimed “pinnacle” 
in his career, milk_shake ambassador 
Neville Ramsay styled Anna Wintour’s 
hair ready for The Northern Youth 
Fashion Show in Aid of Refugee Crisis. 

The sold-out show at the University of 
York’s Central Hall showcased the work 
of some of the best student designers 
in the North, while Anna Wintour gave a 
rare Q&A about her career.

“It’s fantastic to be involved with a 
show like this,” said Neville. “The North 
often gets overlooked, when really it’s 
home to some amazing talent. This 
fashion show really helps to put the 
North on the map and show that the 
future talent of the fashion industry isn’t 
limited to London.

“Everybody talks about Anna’s slick, 
voluminous bob – her iconic identity 
along with her sunglasses.  It’s the 
pinnacle moment in my career to have 
worked with Anna Wintour. She was 
fabulous.”

Neville also led the hair team to create 
the models’ catwalk looks, which took 
inspiration from youth movements 

and the photography of Hedi Slimane 
where he catches fugitive glimpses 
of nightlife; sweaty kids together in 
the club or making music. The models 
were styled with an androgynous, 
sweaty look to give a vibe of energy 
and excitement. 

Live performances came from North 
Yorkshire folk singer Bille Marten, and 
Friendly Fires and Metronomy, who 
collaborated for the first time for the 
show. Proceeds from the event will 
be split between Refugee Action York, 
which helps to integrate refugees into 
the local area, and the Xavier Project, 
which delivers mentoring schemes, 
offers job opportunities and runs 
schools for refugees across the world. 

Celebrity stylist Neville Ramsay styled the hair of 
Editor-in-Chief of American Vogue and Artistic 
Director of Condé Nast, Anna Wintour, for a sell 

out university show. 

she’s all that
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“Everybody talks about Anna’s slick, 
voluminous bob – her iconic identity 
along with her sunglasses.  It’s the pinnacle 
moment in my career to have worked with 
Anna Wintour. She was fabulous.”
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Held at the Phoenix Theatre, in 
London’s West End, the RUSH Oscars 
were a retrospective of a stellar year.

It saw the brand branch out from its 
London roots to open 14 new salons as 
far afield as Liverpool, as well as launch 
a stunning second flagship salon in 
Westfield Stratford.

It was a big year for awards too, 
with Chairman Andy Phouli scooping 
Business Director of the Year, while 
RUSH creative supremo, Andy 
Heasman, was named Fellowship 
Hairdresser of the Year and Artistic 
Team member, Jamie Benny, secured a 
coveted place on the Fame Team. 

Last year also marked another 
wonderful milestone for RUSH as it 
hit the £120,000 donation mark for 
Great Ormond Street Hospital. To 
celebrate this fantastic achievement, 
Andy Phouli was delighted to welcome 
GOSH Fundraising Executive, Lauren 
Ellis onstage to explain how much the 
longstanding relationship means to the 
hospital.

As well as looking back at 2015, 2016 
was high on the evening’s agenda with 
continued growth and expansion the 

mantra for the next 12 months. With 
news of a further 20 new salons in 
the pipeline and a new state-of-the-
art academy in the heart of London’s 
Covent Garden, the audience was 
captivated by the progression plans. 

Then it was the turn of International 
Colour Director, Chris Williams, to 
introduce the new RUSH Colour Team 
for 2016, while the ever-glamorous 
Editorial Director, Tina Farey took centre 
stage to give a touching tribute to co-
founder Stell Andrew.

The Special Award went to Michelle 
J Farmer who was inducted into the 
RUSH Artistic Team and two Special 
Achievement Awards were presented 
to Ruth Brown and Ruby Stone 
who started as the company’s first 
assistants back in 1994 and are still 
enjoying their #RushforLife experience 
22 years later.

Then it was time for the company’s 
leading Stylists, Front of House and 
Beauty Therapists from RUSH salons 
across the UK, along with the Head 
Office team to be rewarded for their 
continuous support and dedication to 
the brand. 

After its most successful year yet, the RUSH 
gang celebrated in style at the glittering annual 

awards ceremony, The RUSH Oscars. 

head rush
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OPEN FOR ENTRIES ON 
MARCH 14, 2016

TO APPLY HEAD TO 
SALONBUSINESS.CO.UK/AWARDS

DEADLINE FOR ENTRIES
MAY 4, 2016
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WHAT
ARE THEY?

COMPETITION

Remi Cachet, sponsor of the Salon Business Awards 2016 

Education Salon of the Year, is offering one starter kit to one 

lucky hairdresser who can answer the following question. 

What does it take to be a first class extensionist?

A Good looks

B Passion and the support of Remi Cachet and its products

C A fast car

To enter Tweet @remicachet using #SBAwards with the letter 

that corresdpons to the correct answer or email it to info@

salonbusiness.co.uk with #SBAwards in the subject line.

The winner will be picked at random from correct answers  

submitted and be announced at the awards ceremony on 

Monday, July 4, 2016. Full Ts and Cs available on our 

website [salonbusiness.co.uk].
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Already three years in and 

the Salon Business Awards are 

becoming a firm fixture in every 

discerning hairdresser’s diary. 

With a dedication to the fun side 

of business, they’re revolutionising 

how salon owners DO awards 

and the entries for this year are 

expected to be even higher than 

ever.

Open to every salon owner, 

they’re quick, easy and free 

to enter, with entry exclusively 

online. 

The awards ceremony itself 

should not be referred to as a 

ceremony but a soirée where 

awards are announced – there’ll 

be networking, there’ll be dancing 

and there’ll be a huge amount 

of hype surrounding one of the 

industry’s finest parties. 

THE BIG D… 
> The awards are held at the 

exclusive rooftop cocktail bar 

Madison’s in the heart of London, 

making sure finalists and winners 

have fun
> Tickets are competitively priced 

at £85 per head meaning you can 

bring the whole team along to 

celebrate
> They celebrate talent, they 

reward outstanding business and 

they do it with one heck of a party

> Entry is exclusively online 

to make it easier and faster to 

enter. It also ensures consistency 

across entries with regards to 

presentation
> Your entry form can be easily 

shared with other team members 

before it’s submitted across our 

dedicated online portal

FOR SALONS

ULTIMATE SALON

GREEN SALON

BUSINESS SALON

CREATIVE SALON

DESIGN SALON

EDUCATION SALON

BEST LOCAL SALON

SALON TEAM
MALE GROOMING SALON

COLOUR SALON

FOR INDIVIDUALS

STYLIST OF THE YEAR

> Entry is free
> Winners are guaranteed to 

be featured in Salon Business 

within the 12 months following 

the champagne soiree [not 

including coverage of the 

awards themselves]
> Entrants can fill out the entry 

form in less than 30 minutes per 

category.
> The awards ceremony 

is relaxed and informal 

providing the ideal networking 

opportunity
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THE
PARTY
MADISON’S, ST PAUL’S, LONDON, 

MONDAY, JULY 4, 2016
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This year’s party is being held at 

the exclusive roof top Madison’s 

champagne bar with a front seat 

view across the historical St Paul’s 

Cathedral.
 
There promises to be bubbly, mouth-

watering canapés and a lively DJ [as 

well as a professional compere, 12 

awards announcements and as many 

designer trophies].

With our dedication to making it 

accessible to all, we keep the tickets 

competitively priced at £85 per head 

so you can bring the entire team 

[and from the feedback last year, this 

is exactly what you will be doing]. 

HOW TO ENTER
Head to salonbusiness.co.uk/awards 

Here you’ll fi nd 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 will 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 

May 4, 2016. 

GOOD LUCK.

KEY DATES

ENTRIES OPEN: 

MARCH 14

ENTRIES CLOSE: 

MAY 4

FINALISTS NOTIFIED: 

MAY 30 TO JUNE 6

CHAMPAGNE SOIREE:

JULY 4

IN ASSOCIATION WITH
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The 2016 Andrew Collinge Awards, 
supported by TIGI Professional, were 
held to celebrate the success of the 
brand and the launch of their new CO 
by Andrew Collinge product range.

The evening kicked off with the 
announcement that Sarah Collinge, 
the sister of Andrew, would be retiring 
from her position as Training Director. 
Sarah was a pioneer in establishing the 
benchmark for NVQ training, which saw 
the company becoming a Government 
Management Agent for Vocational 
Training in the North West. Her endless 
enthusiasm and commitment to raising 
standards secured the brand their third 
consecutive Grade 1 from Ofsted in 
2007. 

During the day, 12 finalists from 
all levels of hairdressing, who had 
previously secured their place in 
the first round competitions held in 
November, created a contemporary 
cut and colour look in the Castle Street 
salon. 

Guests and finalists enjoyed dinner 
while The London Essentials provided 
the entertainment. A collection of five 

acoustic musicians travelled around the 
room serenading and interacting with 
the audience, astounding everyone with 
their entertaining renditions of popular 
songs by Justin Bieber, Bruno Mars and 
Rihanna, to name a few. 

After dinner, Andrew Collinge retuned 
to the stage to announce the 2016 
winners, with David Lennon from 
Castle Street salon taking home 
Overall Best Performing Stylist of the 
Year, while salon of the year went to 
Graduates. Guest presenters included 
close friends Anthony and Pat Mascolo 
and TIGI President Tom Monaghan. 

Titanic? Rum? You’d be forgiven for thinking it’s a 
rendition of Kate and Leo’s performance but no 
this is the Andrew Colling Team Awards – held at 

the Titanic Hotel and Rum Warehouse.

winning
formula
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The evening kicked off with the 
announcement that Sarah Collinge, the 
sister of Andrew, would be retiring from 
her position as Training Director. Sarah was 
a pioneer in establishing the benchmark 
for NVQ training...
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The teams at Hensmans have had a 
busy start to 2016; their apprentice 
stylists have been creating their 
own collection while Salon Director 
Gemma Hensman started her role 
as Schwarzkopf Professional’s Press 
Ambassador, but this is just the 
beginning of a brilliant year for them! 

This month the Northampton 
and Milton Keynes salons came 
together for a day of team building 
and planning for an exciting 2016. 
Together they celebrated what was 
an incredible 2015 at their annual 
conference, awards and gala dinner 
held at Highgate House, a stunning 
country retreat in Northamptonshire. 

Directors Julie Hensman and daughter 
Gemma reflected on the successes 
of the past year then set goals and 
targets along with upcoming training 
for the team. There were also new 
product innovations from Schwarzkopf 
Professional and events to look 
forward to. This year will continue 

with a strong focus on the Hensmans’ 
customer service and their motto 
“You’re at the heart of all we do”. 

The afternoon held some team 
building activities to align their plans 
and focus for this year followed 
by celebrating the successes of 
individual team members who 
went above and beyond their roles. 
Highest Number of Client Pro Rata 
went to Leah Inwood while Charlea 
Evans was named as Rising Star. 
Other awards included Apprentice 
of the Year [Zara Chapman], Most 
Entertaining [Zac Driscall] and many 
more. 

The day ended with a gala dinner and 
party – what a great year it’s been at 
Hensmans! 

“We’re very proud of both of our 
teams, they all really enjoyed the 
weekend and are looking forward to 
a very busy and exciting year,”  says 
Gemma.

Highgate House, a stunning country retreat 
in Northamptonshire, welcomed dozens of 
Hensmans staff for a day of team building 

and celebration.

in the
country
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Personal guests of Paul Mitchell 
co-founder, John Paul DeJoria 
headed to one of London’s 
finest hotels, fitted out with 
ornate frames, gold accents and 
elaborate chandeliers, to launch 
an equally decadent product line.  

They were welcomed with 
elegant cocktails into a large and 
elaborate dining room, where 
they could network with fellow 
guests. 

The exclusive launch of Marula Oil 
began with an introduction from 
the hugely humble John Paul 
DeJoria, who spoke about the 
history of the brand and where it 
began. 

Then it was time for the 
introduction of Marula Oil, 
including its many benefits, 
before some elegant models 
showcased the power of the 
product line with healthy , über 
shine. 

Attendees heard Marula Oil 
reduces spilt ends by 80 percent, 
improves the condition of the 
hair by 80 percent and creates 
more shine to the hair by up to 80 
percent, which is just what you 
need when it comes to looking 
after your clients’ hair.

We have the pictures from the 
soiree right here…

Golden goddesses sashayed down 
the runway at London Piccadilly’s Hotel 

Café Royal in the name of Paul Mitchell’s 
luxurious Marula Oil. 

nature’s 
finest
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MARULA OIL reduces spilt 
ends by 8   improves 
the condition of the HAIR by 8  

 and creates  
 to the hair by up to 
8  
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BOTH EVENTS were a huge 
SUCCESS and showcased 

INNOVATIVE colour and CUTTING 
TECHNIQUES from the best in the 

INDUSTRY and CREATIVE HAIR 
presentations. 
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Amazing fashion meets stunning hair – 
that’s the essence of Color Zoom. Now, 
after much anticipation, the Goldwell UK 
Color Zoom D!SRUPT Tour  has begun. 

Starting at the Royal Horticultural Halls and 
then Brunel’s Old Station – two of Bristol’s 
most iconic venues – guests were given 
the chance to meet and network with 
other salons from across the UK and get 
exclusive brand updates. 

Both events were a huge success and 
showcased innovative colour and cutting 
techniques from the best in the industry 
and creative hair presentations. The Color 
Zoom D!SRUPT collection was also 
brought to life onstage with a stunning 
catwalk show and insightful interviews 
with Color Zoom reigning global winner 
Natalie Cara Jones from the UK and top 
fashion stylist Bernard Connolly. 

Three times winner of Northern Ireland 
Hairdresser of the Year and winner of 
Artistic Team of the Year 2015, Shane 
Bennett, took to the stage ahead of his 
headline role in Stockholm at Global Zoom 
2016. Meanwhile the extremely talented 
Mark Leeson, showcased his spectacular 
new collection and gave his unique 
insight into judging the global Color Zoom 
competition and mentoring the UK Color 
Creatives Team. 

Now to the global final… 83

Over 600 guests took 
over two of Bristol’s 
finest venues for the 
first ever UK Color 
Zoom D!SRUPT Tour 
from Goldwell. 

a
goldwell
first
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MEET CHARLIE TAYLOR. SHE’S 
2015’S BEST FEMALE STYLIST IN THE SH&B 

AWARDS; 3 TIMES SCOTTISH HAIRDRESSER OF THE 
YEAR; MEMBER OF THE BRITISH HAIRDRESSING HALL 
OF FAME; INTERNATIONAL STYLIST AND EDUCATOR 
AND ONE OF THE UK’S FOREMOST HAIRDRESSERS. 

BUT IF YOU SPEAK TO CHARLIE AND ASK HER ABOUT 
HERSELF, SHE WON’T TELL YOU ALL OF THAT. FOR 

CHARLIE, HER FAMILY ARE HER NUMBER ONE, WHICH 
IS CLEAR TO SEE AFTER A DAY IN HER SHOES. 

shoesin her 
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HOW HAS YOUR LIFE CHANGED OVER THE 
PAST 10 YEARS?
My children have grown up and fl own 
the nest [well, almost].
 
WHAT IS YOUR PROUDEST MOMENT IN 
HAIRDRESSING?
Without a doubt it was picking up my 
BHA Hall of Fame Award, witnessed 
by mum. Sadly, she died several years 
ago, but she was a huge support to me 
and I know she had a proud moment 
that night.
 
DESCRIBE YOUR BEST EVER DAY [REAL OR 
IMAGINED].
Any day that I have my three kids 
together doing something nice, either a 
meal or some special family occasion. 
The reality is that as they get older 
it becomes harder to organise those 
times together and pin everyone down. 
When it does happen I’m the happiest 
person in the world.
 
NOW DESCRIBE YOUR WORST.
The day my mother left this earth. I 
particularly remember the day of her 
funeral when everyone had left, feeling 
extremely vulnerable and deeply sad.

WHAT DO YOU LOVE MOST ABOUT 
YOUR JOB? 
I’ve been doing my job for 40 years 
and in that time I’ve taken every 
opportunity that has come my way. I 
love the fact that if you push yourself 
out there in this industry, you just 
never know what’s coming next. I love 
the excitement of that and the thrill of 
meeting the challenge. 

I SHOT AN AMAZING 
WINNING COLLECTION 
WITH THE LEGENDARY 
CLIVE ARROWSMITH. I 
HAVE ALWAYS ADORED 
THE IMAGES WE 
PRODUCED TOGETHER. 
WE HAD SEVERAL 
MEETINGS PLANNING 
THE SHOOT AND IT WAS 
BLOOD, SWEAT AND 
TEARS ALL THE WAY. WE 
ENDED UP WITH A VERY 
CLASSY, SLIGHTLY EDGY 
COLLECTION THAT WENT 
ALL THE WAY.

 
WHAT EXCITES YOU MOST ABOUT 
HAIRDRESSING?
It has to be the people. I travel all over 
the world for work and still meet the 
most amazing, creative, inspirational 
and nice people. I’m often asked where 
my inspiration comes from; it’s the 
people I work with. 

WHAT IS YOUR PERSONAL BEST 
COLLECTION?
I shot an amazing winning collection 
with the legendary Clive Arrowsmith. 
I have always adored the images we 
produced together. We had several 
meetings planning the shoot and it was 
blood, sweat and tears all the way. We 
ended up with a very classy, slightly 
edgy collection that went all the way.

IS THERE A PHRASE OR SENTENCE THAT 
SOMEONE SAID TO YOU ONCE THAT HAS 
STUCK WITH YOU? 
My mum always drilled it into me that 
there is a right way and a wrong way 
to do most things, and it’s generally 
just as easy to do it the right way. She 
is wholly responsible for my obsession 
with high standards. 

TELL US ABOUT YOUR PROUDEST MOMENT.
I have three equally proud moments, 
for the gift of each child I have been 
blessed with.

YOU’VE HAD DIVERSE EXPERIENCES WITHIN 
HAIRDRESSING FROM WORKING FOR SOME 
OF THE BIGGEST NAMES IN HAIRDRESSING. 
IF YOU COULD SUM UP YOUR CAREER SO FAR 
IN ONE SENTENCE, WHAT WOULD IT BE?  
This is one hell of a ride; let’s do it.
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When you’re fantastic 

at colour and there 

comes an opportunity 

to gain a show space 

next to your current 

salon, what do you 

do? Well if you’re 

Mark Mountney, 

owner of Zoology, you 

create your very own 

colour lab.

lab
colour
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We noticed a lot of clients 
want to have just a colour 
without having to be part 
of the hustle and bustle 
of the main salon. Our 
new Zoology Colour 
Lab provides the perfect 
environment for them to 
get their hair coloured in 
luxury with a dedicated 
colour service. 

A hub of style and expertise, Zoology has 
defined itself as the go-to salon in the rural 
gem of Wanstead discreetly hidden amidst 
the hub-ub of the urban capital. With a list 
of accolades under its belt and a dynamic 
and committed team, it’s earned itself a 
reputation that keeps regulars and new 
clients rolling in. 

But now they have even more reason to set 
foot inside: It’s called Colour Lab. “At Zoology 
we’ve always been passionate about colour. 
All our staff have colour expertise so it was 
only natural that we extended this passion 
into a salon of its own to really shout about 
our skills,” says Mark.

“We’ve also recently become an Affinage 
salon, so it all fit in perfectly, even more so 
now that the amazing Tracey Devine has 
joined our team. Tracey is a genius with hair 
and works miracles with colour.”

The Colour Lab comes at a time when 
Zoology was seeing a surge in demand for 
colour services and provides the perfect 
environment for them. 

“We noticed a lot of clients want to have 
just a colour without having to be part of 
the hustle and bustle of the main salon. 
Our new Zoology Colour Lab provides the 
perfect environment for them to get their hair 
coloured in luxury with a dedicated colour 
service. It provides them with a much more 
VIP, bespoke and personalised service in a 
dedicated environment,” adds Mark.

Fully equipped with the best in salon 
equipment and boasting sensational décor, 
the Colour Lab is a place of beauty, expertise 
and opulence. Gilded mirrors deck the walls 
of each styling station and gold bejewelled 
curtains create a more private and intimate 
backwash area. Clients are able to consult 
with the finest colour experts in the most 
luxurious of settings.
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It was designed by a local company called T-Space 
Architects who designed the salon in conjunction with 
Mark.

As a result, there are some impressive design 
elements: “I love the clever design of the salon, how 
it’s open plan but with the use of the beaded curtain 
and other furniture, there are different zones that are 
all connected but intimate. 

“Some of my favourite features are the gilded 
mirrors, the gorgeous tiling in the backwash area and 
the birch trees.”

And it’s gone down superbly: “Clients love it, we 
have had a hugely positive response which is great 
because as mentioned, we really had our clients in 
mind when we created the new Colour Lab salon.”

“The biggest surprise has been seeing how a space 
can be cleverly transformed with the slightest of 
touches,” explains Mark. “The Colour Lab is quite 
a small space but with the design and layout it has 
really utilised all the space and maximised on open 
areas. 

“Subtle tricks with the placement of the lighting and 
the angle of the mirrors all make the salon seem a lot 
more spacious than you would expect. It’s amazing 
and I’m thrilled with the results.”
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Harness the power of rare, natural 
Marula Oil with Paul Mitchell’s 
newest, luxurious range. Wild-
harvested in Africa, the oil is 
COLD-PRESSED to preserve its 
superior quality and nutrients, while 
a high concentration of nutrients 
and oleic acids help hydrate, repair 
and moisturise hair at the deepest 
levels. Present your clients with the 
opportunity to reduce split ends 
y 8  percent n  pro e the 

con t on of the h r y 8  percent  
Price on request
Info: paul-mitchell.co.uk

SWIM TIME

Oil Wonders Volume Rose is 
Matrix’s first oil range to target 
fine hair and offer lightweight 
volumising results for clients 
who may have shied away from 
oils in the past. This oil-based 
haircare regime, including 
Shampoo Oil, Shampoo 
and Conditioner, combines 
the softening, conditioning 
properties of oil with 
lightweight volume. 

 fro  
Info: Matrixhaircare.co.uk

de-lux

Introducing the fi rst fragranced 
version of the Philip Kingsley 

Swimcap – the Citrus Sunshine 
Swimcap, which is infused 

with the lively, summery scent 
of oranges, lemons, rose and 

bergamot. RRP: £13 
INFO: PHILIPKINGSLEY.CO.UK 

92

revival

Don’t be scared 
to spruce up 
your kit bag 

with some of 
this month’s 

fabulous 
products. 

You may be 
surprised. 

kit
WHITE TOUCH

Suitable for everyday use, the 
luxurious White Spa Brush is a 

timeless hair essential that keeps 
hair in perfect condition. It cleans 
the hair, stimulates the scalp and 
increases the blood circulation to 

the hair roots. 
SALON PRICE: £27.95

INFO: BALMAINHAIR.COM/UKWEBSHOP

Oil Wonders Volume Rose is 
Matrix’s first oil range to target 
fine hair and offer lightweight 
volumising results for clients 
who may have shied away from 
oils in the past. This oil-based 
haircare regime, including 
Shampoo Oil, Shampoo 
and Conditioner, combines 
the softening, conditioning 
properties of oil with 
lightweight volume. 

 fro  
Info: Matrixhaircare.co.uk

revival
WHITE TOUCH

Suitable for everyday use, the 
luxurious White Spa Brush is a 

timeless hair essential that keeps 
hair in perfect condition. It cleans 
the hair, stimulates the scalp and 
increases the blood circulation to 

the hair roots. 
SALON PRICE: £27.95

INFO: BALMAINHAIR.COM/UKWEBSHOP

Oil Wonders Volume Rose is 
Matrix’s first oil range to target 
fine hair and offer lightweight 
volumising results for clients 
who may have shied away from 
oils in the past. This oil-based 
haircare regime, including 
Shampoo Oil, Shampoo 
and Conditioner, combines 
the softening, conditioning 
properties of oil with 

Info: Matrixhaircare.co.uk

WHITE TOUCH

Suitable for everyday use, the 
luxurious White Spa Brush is a 

timeless hair essential that keeps 
hair in perfect condition. It cleans 
the hair, stimulates the scalp and 
increases the blood circulation to 

Introducing the fi rst fragranced 
version of the Philip Kingsley 

Swimcap – the Citrus Sunshine Swimcap – the Citrus Sunshine 
Swimcap, which is infused 

with the lively, summery scent 
of oranges, lemons, rose and 

bergamot. RRP: £13 
INFO: PHILIPKINGSLEY.CO.UK 

the hair, stimulates the scalp and 
increases the blood circulation to 

the hair roots. 
SALON PRICE: £27.95

INFO: BALMAINHAIR.COM/UKWEBSHOP

the hair, stimulates the scalp and 
increases the blood circulation to 

SALON PRICE: £27.95
INFO: BALMAINHAIR.COM/UKWEBSHOP

fine& rose-y
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GIRL’S BEST FRIEND

GIRL’S BEST FRIEND

STAYING POWER

TIME TO TRANSFORM

MAKE A STAND

label.m Diamond Dust Collection is a luxury 
range featuring the exclusive Micro-Diamond 
Complex – a unique blend of hair perfecting 
ingredients and real diamonds, to reveal 
sumptuous body, silkiness and intense radiance. 

 fro  1 5
Info: labelm.com

Building on an international reputation 
for world-class furniture and equipment, 
Takara Belmont sets a new benchmark 

in styling station design with the 
introduction of the new Themis Series. 
This capsule collection includes Alvis 

Dio, a two seater fully functioning styling 
station; a four seater alternative called 
Alvis Tetra; Adrienne is a two seater 

station featuring two full length, angled 
backlit mirrors, a centre table and three 

tired shelving unit with four power 
outlets; Aubrey is the essence of timeless, 

uncomplicated style and practical 
functionality in a styling station while 

Sappho is a practical and sophisticated 
full length backlit mirror featuring a 
 o t n  tor e lco e n  h r ryer 

hol er lon pr ce l  o 1 8  l  
etr  28  r enne 1  ppho 

1 4  u rey 2 8
Info: takarahairdressing.co.uk

The Keratin Complex Transformer 
Interchangeable Styling Rod takes 

heat styling to a whole new level. This 
revolutionary styling system creates 
long-lasting, versatile texture with 

brilliant shine. Powered by advanced 
heat technology that ensures consistent 

temperatures and faster styling, the 
Transformer features three multi-coated 

Tourtanium barrels for endless style 
exploration.

RRP: £139.95 INFO: 0845 521 0707 

Developed to meet the 
demand of backstage styling, 
Tecni ART 60s Babe Savage 
Panache puts the tricks of 

the session stylist into your 
hands. This lightweight 

mineral texturising powder 
spray includes an innovative, 

powerful triple diffuser 
dispenser to create layers and 
layers of voluminous texture 
with serious staying power 
that remains weightless. 

RRP: £14.99
INFO: LOREAL.COM

Thick & Curly takes all the brilliance of 
The Original – palm friendly

design and fl exible teeth that don’t tug 
or pull on wet and dry hair, but have

supersized the detangling experience. 
Teeth are 4mm longer and stronger,

with FIRMFLEX technology, so no type 
of hair is too diffi cult. It makes for one

very liberating hair revolution.
RRP: £10.60

INFO: TANGLETEEZER.COM

Offer fresh salon style and 
share Paul Mitchell’s culture of 

cruelty-free this spring with their 
leaping bunny-approved bonus 
bags. No matter what remedy 
your hair needs; colour care, 

moisture, strength, smoothing 
or an extra boost of volume, 
Paul Mitchell has it covered.

RRP FROM £12.25 
INFO: PAUL-MITCHELL.CO.UK

GIRL’S BEST FRIEND

Developed to meet the 
demand of backstage styling, 
Tecni ART 60s Babe Savage 
Panache puts the tricks of 

the session stylist into your 
hands. This lightweight 

mineral texturising powder 
spray includes an innovative, spray includes an innovative, 

powerful triple diffuser 
dispenser to create layers and dispenser to create layers and 
layers of voluminous texture layers of voluminous texture 
with serious staying power with serious staying power 
that remains weightless. 

INFO: TANGLETEEZER.COM

capsule collection
big love

CAPSULE COLLECTION
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test of time

Inverse fl ips the phenomenon of heat styling on 
its head, as a tool that harnesses the power of ice. 
According to Alan Howard if you treat the keratin 
in your hair at a sub-zero temperature, the fi bre 

itself changes; looking in moisture and improving 
strength and elasticity within the hair. As a result, 
your hair can become softer, smoother, healthier 

and more manageable, amongst many other 
benefi ts. Cue the Inverse styling tool, which works 

straight out of the freezer.
SALON PRICE: £99 PLUS VAT INFO: ALANHOWARD.CO.UK

Remi Cachet is introducing Ultra Tips with 
Russian/Mongolian hair, sitting within the 

le nce n e h   of 1  percent 
human hair can last over nine months with 
the right care and maintenance. Currently 

l le n 2  len th  n  of the f ourte 
shades from the Remi Cachet colour chart.

lon prce fro  4
Info: additionallengths.co.uk

NIOXIN has raised the bar once again 
with the launch of its latest product, 

designed specifi cally for night time use. 
NIOXIN Night Density Rescue is the 
brand’s fi rst ever leave-in treatment 

solution for thicker, fuller-looking hair.
RRP: £39.99   INFO: NIOXIN.COM

Viviscal Professional hair growth 
supplements are scientifically proven to 
help nourish thinning hair and promote 
healthy hair growth from within. Only 
Viviscal Professional supplements contain 
the exclusive marine protein complex 
AminoMar C, created by a professor who 
spotted the unique benefits of a similar 
protein in the diets of Inuits.

 18  for three onth
Info: viviscalprofessional.co.uk

HIGHLIGHT

DAY TO NIGHT

POWER OF ICE

AFTERCARE
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Remi Cachet is introducing Ultra Tips with 

human hair can last over nine months with 

l le n 2  len th  n  of the f ourte 
shades from the Remi Cachet colour chart.

NIOXIN has raised the bar once again 
with the launch of its latest product, 

designed specifi cally for night time use. 
NIOXIN Night Density Rescue is the 
brand’s fi rst ever leave-in treatment 

solution for thicker, fuller-looking hair.
RRP: £39.99   INFO: NIOXIN.COM

Salon Elite in Midnight Black 
has been brightened up with a 
pop of Lime, Orange and Pink. 

A highlight in any salon with the 
signature Tangle Teezer detangling 

teeth, it’s time to mix it up.
PRICE ON REQUEST

INFO: TANGLETEEZER.COM

AFTERCARE

russian way

Keeping extensions looking as good as 
the day they leave the salon is about the 
right at-home care [as well as a fantastic 
quality product to start with]. Gold Class 
extensions has it sorted with a growing 

aftercare range to offer a comprehensive 
service to its customers. Now offering 
everything from a shampoo to a paddle 
brush and pH Balancer, all with intensely 
moisturising properties, it’s a must for 

every extensions service.
RRP FROM £12

INFO: INANCH.COM/SHOP

benefi ts. Cue the Inverse styling tool, which works 
straight out of the freezer.

SALON PRICE: £99 PLUS VAT INFO: ALANHOWARD.CO.UK

has been brightened up with a 
pop of Lime, Orange and Pink. 

A highlight in any salon with the 
signature Tangle Teezer detangling 

russian wayrussian wayrussian way
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j’adore
We love Remi Cachet; we love the convenience of clip-ins, so 

when the two became one and the same, we were already sold, 

but it was even better than we expected. 

Made of 100 percent human hair [a must for anyone 
who wants the flexibility of styling with heat tools], the 
Remi Cachet Clip In Delux range undergoes a delicate 
production process, where the hair is hand selected to 
ensure a high quality and a rating of AAA*.

With your customers demanding high quality, 
versatility with their style and a choice of colours, you 
need to make sure you’re offering a first class product. 

Even for the less ‘extension-savvy’ client, you want 
to be able to offer a product that surpasses their 
expectations. And these provide the solution.

The best thing about clip-ins is you can even reach 
out to non-extensions clients as Remi Cachet founder 

Victoria Lynch told us: “Clip-ins are a great way to 
introduce customers to hair extensions before the 
commitment of a more permanent method, but also 
an essential tool to add volume quickly for brides and 
other special occasion hair dos.”

Each presentation box has 150g of clip-ins in three 
pieces to be able to create a full head of extensions. 
Application is simple and the discreet clips gently hold 
the hair in place and easily snap open to remove when 
desired.

WITH PRICES STARTING AT £93.99 FOR 16 INCH DARK 
SHADES, WE RECKON YOU SHOULD GET IN QUICK. 

INFO: ADDITIONALLENGTHS.CO.UK
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 ATELIER

CH
IC

INSPIRED BY THE LATE 

SIXTIES CAREFREE 

POLITICALLY MOTIVATED 

HIPPIE MOVEMENT 

ORIGINALLY, PANIC IN 

DETROIT IS STRIVING FOR 

CHANGE IN EVERY WAY.
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ATELIER CHIC WAS UNVEILED 

AT UNITE GLOBAL SESSION 

LONDON IN LATE 2015. THIS 

PHOTOGRAPHIC VERSION 

NOW DELIVERS SKILLFUL LED 

PASSION, A SOFT EDGED CHIC 

WITH ROBUST COLOUR AND 

BOTH SHARP AND TAILORED 

SILHOUETTES.

Hair: Jason Liddiard Art Team
Photography: Lisa Kennedy

Makeup: Megan Coull 

HAIR: MATT STARK

PHOTOGRAPHY: OSCAR MARTIN LINDQVIST

MAKEUP: ANDREA BAYLISS

STYLIST: SELOMAMOA-WOODE
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ATELIER CHIC WAS UNVEILED 

AT UNITE GLOBAL SESSION 

LONDON IN LATE 2015. THIS 

PHOTOGRAPHIC VERSION 

NOW DELIVERS SKILLFUL LED 

PASSION, A SOFT EDGED CHIC 

WITH ROBUST COLOUR AND 

BOTH SHARP AND TAILORED 

SILHOUETTES.

Hair: Jason Liddiard Art Team
Photography: Lisa Kennedy

Makeup: Megan Coull
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SASSOON PROFESSIONAL PRESENTS THE NEW SS16 
TORQUE COLLECTION, INSPIRED BY SASSOON’S RICH 

MID-20TH CENTURY HERITAGE AND DESIGN CUES TAKEN 
FROM THIS ERA. REINTERPRETING THE WHITE SPACE-AGE 
STYLE OF THE MID-CENTURY MODERNISTS, THE INTERNA-

TIONAL CREATIVE TEAM PRESENTS A SERIES OF LOOKS 
HONOURING MODERN, LUXE MINIMALISM.
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