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editor’sWORDS
WE KNOW CREATIVITY IS AT YOUR HEART, BUT WHEN RUNNING A 

BUSINESS, IT EVENTUALLY ALL COMES BACK TO PROFIT AND BEAUTY IS 
ONE WAY YOU CAN INCREASE YOURS. HAVE A READ UP ON THE SERVICES 

YOU CAN EASILY INCORPORATE INTO A HAIR DOMINANT SPACE WITH 
OUR DEDICATED FEATURE ON PAGES 10 TO 15. 

Or maybe you’re still building your salon’s 
brand and so awards are [or should be] 
a bigger focus for you. We’ve got all 
you need to know about Salon Business 
Awards on pages 66 to 71 including 
categories, how to enter and the looming 
deadline.

We’ve also got more details about the 

party where the winners will be crowned 
so make sure you start your entry today, 
if you haven’t already. Follow us on social 
networks in the meantime [Twitter/
Instagram @salon_business] for all of the 
news as it happens. 

If colour is more your thing [there is a 
Colour Salon of the category in the Salon 

Business Awards] then we’ve also got the 
deets on Goldwell Color Zoom – open to 
every hairdresser it’s one to have on your 
radar. 

That’s us for now, so ’til next time.

Jo Charlton
Publishing Editor

JC Publishing Ltd, Offi ce 104, 176 South Street, Romford, Essex, RM1 1BW
e: info@salonbusiness.co.uk t: 020 3291 3681

NB: The views expressed in Salon Business do not necessarily represent those of the publisher. Salon Business does not accept responsibility for the loss 
or damage of material submitted for publication. Reproduction of any material without permission of the publisher is strictly prohibited.
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        I HAVE LONG 
ADMIRED JOICO THE 
COMPANY AND BRAND, 
AND IT IS A DELIGHT 
THAT I HAVE BEEN 
INVITED TO PLAY 
ALONGSIDE SUCH 
TALENTED ARTISTS AND 
PROFESSIONALS. WE 
HAVE SOME AMAZING 
PROJECTS PLANNED 
FOR 2017…BUCKLE 
YOUR SEATBELTS 
WE’RE GOING FOR A JOY 
RIDE.

“

“

4

NEWS

IMAGE OF  THE 
YEAR

LA Hairvolution hair 
extensions studio 
owner Lisa Archer has 
won Remi Cachet’s 
Image of the Year 

after receiving the most likes in 
its social media competition.

In January, extension brand Remi 
Cachet asked its stylists to select 
one image that best represented 
their work to enter into the 
Image of the Year competition. 
It received a great response and 
five finalists were put up for 
public vote on Facebook before 
Lisa was named the winner.

“It was quite difficult to short list 
the entries down to just five,” 
explains educator Phil Tapping. 
“The finalists’ looks showcased 
beautiful natural looking hair 
extensions and I’m glad I 
didn’t have to pick the outright 
winner.”

The hair featured in the winning 
image was created using a Remi 
Cachet Hollywood Weft in 16� 
and colour 6/22, with the end 
look styled using a 45mm wand. 
Lisa describes her hair extension 
application style as romantic, 
feminine and glamorous, which 
is definitely portrayed in this 
winning image.

Vivienne 
Mackinder 
joins Joico

T
he talented 
Vivienne Mackinder 
is joining Joico 
as Guest Artistic 
Director and in her 
role will develop 

and teach the techniques and 
help to drive the professional 
creative vision presented to 
artists. 

Vivienne has educated many 
professional hairstylists through 
her seminars, classes, video how-
to’s, stage presentations around 
the globe and online, and in one-
on-one sessions. Tracing her start 
back to the London College of 
Fashion, she’s had a career filled 
with what most artists would 
consider a dream career.

Her talent has been seen on the 
runway for Vivienne Westwood, 
VH1 and MTV awards, and at 
Paris, London and New York 
fashion weeks.

“I have long admired Joico the 
company and brand, and it is a 
delight that I have been invited 
to play alongside such talented 
artists and professionals. We 
have some amazing projects 
planned for 2017…buckle your 
seatbelts we’re going for a joy 
ride,” says Vivienne.

Vivienne Mackinder will also 
be one of the headliners at 
Global Destination Education, 
an international Joico education 
event taking place in January 
2018 in Dominican Republic.

NewsMARCHNEW.indd   4 01/03/2017   09:49
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        THE EVENING WAS 
ABOUT THE ACADEMY 
SALON’S SUCCESS 
NOT ONLY IN CUTTING 
HAIR, BUT ALSO THE 
TOTAL CLIENT JOURNEY.  
FROM FRONT OF HOUSE 
AND CONSULTATION 
TO CUTTING, COLOUR 
AND BEAUTY, THE 
STRENGTHS OF THE 
AMAZING ACADEMY 
TEAM WERE 
CELEBRATED. 

“

“
NEWS

the other 
academy 
awards!

BE ALTERNATIVE

T his year the 
Alternative Hair 
Show celebrates 
its 35th anniversary 
with a Gala 

Show that promises another 
outstanding celebration of 
the art and craft of global 
hairdressing linked with the 
overwhelming generosity of 
the profession.

The background is a simple 
story of love, determination 
and commitment to fight 
leukaemia, a cancer of the 
blood notorious for the way 
it affects children and their 
families.

This year’s show, ambitiously 
entitled UTOPIA, will take 
place at the Royal Albert Hall 
on Sunday October 15, and 
will be a special anniversary 
and celebration of 35 years of 
Alternative Hair.

The evening promises to 
be both poignant and, as 
ever, filled with creativity, 
imagination, excitement and 
entertainment, inspired by 
today’s leading stars from the 
world of hairdressing.

BARRIE’S GOT 
TALENT

The glamour and 
excitement of awards 
season spread to 
Leicester recently 
as the entire Barrie 

Stephen Hair team came together 
at The Case Restaurant in Leicester 
city centre to celebrate another year 
of successes. Celebrity hairdresser 
Andrew Barton hosted the event 
and was anchor for the awards 
presentation.

Fifteen prestigious and much 
sought after awards were handed 
out with Kellie Valance taking home 
the title of Manager of the Year.

“I wanted the team to have a 
big party this year, they live out 
the brand every single day being 
ambassadors and this was a night 
to celebrate each other,” says salon 
owner Barrie Stephen.

H airdressing 
hotshot Josh 
Goldsworthy 
was the host 
and compere 

for the third Academy Hair & 
Beauty Salon Awards, which 
recognised and celebrated the 
stellar achievements of the 
Academy group’s salons and 
team.
 

The black tie event was held 
at the prestigious Brookland’s 
Hotel in Weybridge with six 
hotly contested Business 
Awards; including Best Client 
Retention and Record Average 
Takings; three for Education, 
and also 15 Creative Awards.

Josh said: “The evening was 
about the Academy Salon’s 
success not only in cutting hair, 
but also the total client journey.  
From front of house and 
consultation to cutting, colour 
and beauty, the strengths of 
the amazing Academy team 
were celebrated.”
 
The award ceremony portion 
of the evening climaxed with 
the presentation of the prize for 
the individual Salon of the Year, 
which went to Claygate, while a 
genuinely surprised but hugely 
ecstatic Maurizio Ferraro from 
the Hersham Salon scooped 
Hairdresser of the Year for the 
first time. 
 
Photography: Tim Fox 
PortfolioPhotography.co.uk

COLOR PASSION

Paul Mitchell invites 
stylists to Color Outside 
The Lines and show off 
their hair colouring skills 
in its latest competition.

Stylists can enter one of two 
categories – Charming Illusions for 
pastel tones and muted hues, or 
Graphic Block for strong geometric 
shapes and bold shades. 

There are a host of prizes up 
for grabs, including a trip to 
Italy to show off their work at 
Global Gathering – the industry 
extravaganza for Paul Mitchell 
salon professionals.

Visit salon-success.co.uk/color-
outside-the-lines for more info

NewsMARCHNEW.indd   5 01/03/2017   09:49



NEWS

           THE SEANHANNA 
CREATIVE TEAM TOOK TO THE 
STAGE TO DEMONSTRATE 
THEIR SKILLS. THIS INCLUDED 
A SPECIAL SHOWCASE 
FROM LUCIE MONBILLARD, 
PREVIOUS WINNER OF THE 
AVANT GARDE HAIRDRESSER 
OF THE YEAR AWARD AND 
A SPECIAL APPEARANCE 
BY SEANHANNA CREATIVE 
DIRECTOR SKYLER 
MCDONALD.

“

“

GOOD 
EDUCATION

Applications for ghd’s 
2017 Style Squad 
and Graduate Styling 
Programme are now 
open. Now in its 

fi fth year, the ghd Style Squad will 
take talented young stylists on a 
12 month course with the aim of 
teaching them how to become 
fashion-forward artists at the 
forefront of hairdressing. 

Students will be mentored by 
leading names from ghd and 
enjoy an array of money-can’t-buy 
education experiences. Diversity 
is paramount and students train in 
everything from photoshoot skills 
to how to excel at social media 
mastery. To celebrate the team’s 
achievements, the style squad year 
ends with a graduation ceremony 
at the ghd London Studio. 

Those wishing to fi nesse their 
styling skills can take part in the 
Graduate Styling Programme. Now 
in its third year, the programme 
is an industry fi rst, designed to 
be the ultimate fi nishing school 
for hairstylists and the fi rst 
solely-styling education, which 
is regulated and certifi ed by the 
VTCT.

Email seminars@ghdhair.com 
or call 0845 33011033 for more 
information.

6

Seanhanna held a 
Dirty Dancing style 
awards ceremony 
to honour the hard 
work, dedication and 

creative talent of its team, as the 
salon group celebrates 35 years 
in business.

Kicking off at the prestigious The 
Rivoli Ballroom, the venue was 
fi lled with professionals from 
the industry and representatives 
from sponsor L’Oréal, including 
Education Director Darren Oram.

The awards consisted of 16 
categories, some of which were 
judged by a judging panel, others 

including Special Recognition 
and Outstanding Contribution 
were judged internally. In-
keeping with the Dirty Dancing 
theme, the entertainment for the 
night was a host of dancers who 
re-enacted the famous movie 
scenes.

The seanhanna creative team 
took to the stage to demonstrate 
their skills. This included a 
special showcase from Lucie 
Monbillard, previous winner of 
the Avant Garde Hairdresser of 
the year award and a special 
appearance by seanhanna 
Creative Director Skyler 
McDonald.

seanhanna 
awards

NewsMARCHNEW.indd   6 01/03/2017   09:49
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V
iviscal 
Professional 
has been 
dedicated 
to helping 
hairdressers 

worldwide offer their clients 
the solution to healthy hair by 
giving it a valuable boost from 
the inside. 

Seven years ago they took it 
one step further, infusing their 
supplements with increased 
levels of hero ingredient, 
marine protein complex 
AminoMar C. Combined with 
Biotin and Zinc it specifically 
nourishes hair follicles to help 
maintain healthy hair and bring 
back a more youthful zest.

When taken twice daily, 
its key ingredients help 
hair follicles produce 
healthy, strong hair strands, 
strengthening thin and wispy 
hairs. Over time breakage 
and thinning decline and 
normal healthy hair growth 
is encouraged, with hair 
becoming stronger, healthier 
and more vibrant. 

SB:ADVERTORIAL

“STOCKING VIVISCAL 
PROFESSIONAL REALLY 
ENDORSES TO OUR 
CLIENTS THAT WE 
WANT TO HELP WITH 
ANY HAIR ISSUES, 
PARTICULARLY HAIR 
LOSS. THIS, COUPLED 
WITH GREAT PROFIT 
MARGINS AND 
MINIMAL SHELF 
SPACE, MEANS IT’S 
A MUST-HAVE SALON 
PRODUCT.”

7

With an ever increasing role 
call of supermodels and red 
carpet royalty from Natalia 
Vodianova to Cameron Diaz, 
and Paloma Faith to Abbey 
Clancy extolling the brand’s 
virtues, your clients will soon 
be asking you for it.
“I take Viviscal, have you 
heard of it? It’s a hair 

supplement. It works,” says 
Paloma Faith, although you 
don’t have to take her word 
for it: Scientific studies show 
an 111 percent increase in 
terminal hairs after three 
months of taking Viviscal 
supplements.

Plus it looks good on your 
retail shelf [and in Vogue 
it seems, where it makes 
a regular appearance], and 
commands a premium price, 
which can only be good news 
for you.  

 

7777

Viviscal Ambassador, Steven 
Goldsworthy adds: “Stocking 
Viviscal Professional really 
endorses to our clients that 
we want to help with any hair 
issues, particularly hair loss. 
This, coupled with great profit 
margins and minimal shelf 
space, means it’s a must-have 
salon product.”

Info: viviscalprofessional.co.uk  
enquiries@viviscalprofessional.com 
0207 936 9871

LOOK
INSIDE
YOU’VE HEARD THE PHRASE ‘YOU ARE WHAT YOU EAT’ AND IT’S TRUE, 
WHICH IS WHY VIVISCAL HAS BEEN IN THE BUSINESS OF SCIENTIFICALLY 
FORMULATED FOOD SUPPLEMENTS FOR HAIR FOR THE LAST 25 YEARS. 
NOW YOU CAN MAKE IT YOUR BUSINESS TO OFFER HEALTHY HAIR TO ALL.

NewsMARCHNEW.indd   7 01/03/2017   09:50
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TIME FOR A CHANGE? BOOSTING BUSINESS BY ADDING BEAUTY TREATMENTS TO YOUR OFFERING 
CAN BE BOTH REWARDING AND LUCRATIVE – AND THERE ARE PLENTY OF OPTIONS TO CONSIDER.

WORDS: FIONA WARD
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H
air and beauty 
go hand-in-
hand – but it 
can seem a 
daunting task to 
expand into all 

things brows, bronzer and back 
rubs when it’s unfamiliar to you. 
Whether you want to go all-out 
with a full beauty menu or just 
dip your [perfectly manicured] 
toe in the water by starting low-
key, there are plenty of options 
for salons both big and small – 
and stacks of lucrative benefits 
too. 

We’ve rounded-up a selection of 
the most popular treatments on 
the market right now, but first 
thing’s first: before you make 
any decisions, decide how you’re 
going to staff it, if training is 
needed, how it will affect your 
insurance and if you will need 
a new license from your local 
council. Now let’s get to the 
good stuff…

GET LASHED
Eyelash treatments are widely 
popular, and can be easily 
slotted into your everyday salon 
schedule without too much 
upheaval. “Eyelash extensions 
are a great opportunity to upsell 
on standard hair services,” 
says global lash expert Agnes 
Dos Santos. “You can achieve 
impressive profit margins 
– charging from £70-£150, 
depending on how qualified the 
lash technicians are and the 
type of extension used. Your 
salon will also benefit even more 
from their ongoing client base 
because customers must always 
book in for infills on a regular 
basis.” To setup, you’ll need a 
massage bed and a good lamp 
for visibility – it’s best to have a 
separate beauty room for client 
privacy. 

BROW GAME
Brows still mean big business 
in the beauty world, and 
semi-permanent options have 
become more and more popular 
for those who’ve over-plucked 
or sadly lost their hair due to 
cancer treatment or alopecia. 
Microblading, or ‘eyebrow 
embroidery’, is a popular 
innovation, mimicking the look 
of real hairs with tiny strokes, 
giving a realistic finish. Contact 
your local council for advice 
before you commit though – you 
will need a special license for the 
premises and there are specific 
requirements to fulfil, but each 
treatment can bring in anything 
upwards of £200. If you’re going 
to train from scratch, make sure 
you choose a reputable company 
– try Phibrows or Karen Betts.

BEAUTIFUL 
BEARDS
With grooming booming, adding 
to your gentlemen’s treatments 
is an ideal way to boost your 
takings. Men’s beauty is on the 
rise and many probably wouldn’t 
brave visiting a separate salon 
for different treatments, so 
offering a full service to get them 
looking their best at one time 
is the ideal way around it. Hot 
shaves, beard trims and brow 
threading are all great options 
for gents and can be done in 
the barber’s chair – but make 
sure the price is right. When 
cutting and shaving beards and 
facial hair, it’s imperative that the 
precision, style and execution is 
spot on. It’s not a quick or easy 

job and takes just as much care 
and time as a regular haircut. 
With this in mind, beard trims 
should be charged for the time 
and professionalism required. 
Check out Mark Sproston at 
The Shavedoctor for brilliant hot 
shaving courses. 

GET NAILED
Arguably the easiest way to add 
a beauty service to your salon is 
to set up a nail bar – you don’t 
need much space for the table 
and you have the option of 
renting out the setup or bringing 
a nail technician in-house. Either 
way, it’s a fairly straightforward 
system and outlays won’t be too 
costly – particularly if you offer 
the popular gel manicures such 
as Gelish or Shellac, which don’t 
require too much equipment or 
treatment time. West Midlands-
based salon Bei Capelli did just 
that to test the waters before 
expanding their beauty business 
even further. “Isn’t everyone 
looking for that one stop shop?” 
says Salon Director Hannah 
Gardner. “Adding our nail bar 
was the perfect way to kick-off 
our new beauty offering. What 
a great opportunity to make 
extra revenue while your clients 
are already in your salon, in the 
chair, waiting for their colour to 
develop.”

ALL MADE UP
The rise of beauty gurus on 
Instagram and YouTube is 
only fuelling the demand for 
flawless faces, smokey eyes 
and statement lips, so adding 
makeup services to your 
menu could prove beneficial, 

          BROWS STILL MEAN BIG BUSINESS 
IN THE BEAUTY WORLD, AND SEMI-

PERMANENT OPTIONS HAVE BECOME 
MORE AND MORE POPULAR FOR THOSE 

WHO’VE OVER-PLUCKED OR SADLY LOST 
THEIR HAIR DUE TO CANCER TREATMENT 

OR ALOPECIA. MICROBLADING, OR 
‘EYEBROW EMBROIDERY’, IS A POPULAR 

INNOVATION, MIMICKING THE LOOK OF 
REAL HAIRS WITH TINY STROKES, GIVING A 

REALISTIC FINISH.

“
“

SB:FEATURE
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particularly during prom and 
wedding season. And if you 
don’t want to train up or hire 
a makeup artist, you could 
consider stocking a makeup 
retail range to boost sales. 
Many brands will provide a full 
professional range and stand that 
won’t take up too much room in 
your reception area. “Offering 
eye-catching retail ranges in the 
beauty arena will encourage your 
clients to come to you for beauty 
purchases, rather than the high 
street,” says Anna Pickford, 
Head of Marketing at High 
Definition. 

STUD MUFFIN
You might consider offering 
something a little different in ear 
piercing – which has become 
more sought-after across 
generations thanks to the likes 
of cult New York piercer Maria 
Tash, who’s popularised the 
multi-studded lobe look. You 
can take a course with leading 
authority Caflon for just £20 
plus VAT, but bear in mind that 
like semi-permanent makeup, 
there are certain licenses and 
regulations to abide by in order 
to offer piercing in your salon 
– so contact your local council 
for their requirements before 
making any decisions. Once 
qualified, you can offer lobe 
piercing [further training and 
different equipment is required 
for other areas] and make a good 
margin – individually packaged 
surgical studs can be purchased 
from wholesalers for a very 
reasonable price.

PICK ME UP
Quick, time-saving treatments 
will be your busier clients’ 
best friends – so consider 
offering easy add-ons that can 
be done during routine hair 
appointments. “Clients will 
appreciate additional treatments 
that don’t take any extra time 
and can be done while they’re 
already having another service. 
These express treatments 
often don’t cost much to 
introduce and are a great way 
to increase revenue,” says Ruth 
Atkins, Salon System Educator. 
“Strip lash and individual lash 

applications are a really easy 
add-on to a hair treatment, as 
they can be applied ‘sat up’ in a 
normal chair and need no extra 
equipment. You could also offer 
a lash lift that can be applied 
at the beginning of a blowdry 
appointment – by the end the 
client will have voluminous hair 
and lashes!” With lash courses 
from £115 plus VAT, initial outlay 
is low.

THE FULL MONTY
Many salons market themselves 
as broader hair and beauty 
destinations with a full offering of 
treatments, and do very well as 
a result. To extend your beauty 
menu widely you will most 
likely need a larger premises 
to accommodate the different 
services, though one beauty room 
with a treatment couch should 
suffice to start out with. Karen 
Thomson of KAM Hair & Body 
Spa decided to take the plunge 
and add an extensive beauty 

offering to her salon when she 
moved to a different property 14 
years ago – and hasn’t looked 
back. “Our beauty department has 
four rooms, a nail bar and a spray 
tanning room,” she says. “Our 
clients are always amazed how 
tranquil, calm and quiet our beauty 
area is in contrast to the buzzing 
hair salon, it’s like a separate 
world! It works really well having 
all the services under one roof 
as clients love the fact they can 
come for all their treatments in 
one location. It’s also great for 
cross-promoting our hair and 
beauty services alike.” Though 
business is now thriving, she 
does admit her strategy had its 
tough moments – so work out 
what works and what doesn’t. “I 
think beauty is a great add-on to 
hairdressing and although some 
costs can be expensive and some 
of the treatments don’t have such 
a good margin, others can really 
make up for it - bringing beauty 
into the salon was definitely 
worth it,” she adds.

          YOU CAN TAKE A COURSE WITH LEADING AUTHORITY 
CAFLON FOR JUST £20 PLUS VAT, BUT BEAR IN MIND THAT 
LIKE SEMI-PERMANENT MAKEUP, THERE ARE CERTAIN 
LICENSES AND REGULATIONS TO ABIDE BY IN ORDER TO 
OFFER PIERCING IN YOUR SALON – SO CONTACT YOUR 
LOCAL COUNCIL FOR THEIR REQUIREMENTS BEFORE 
MAKING ANY DECISIONS. ONCE QUALIFIED, YOU CAN OFFER 
LOBE PIERCING [FURTHER TRAINING AND DIFFERENT 
EQUIPMENT IS REQUIRED FOR OTHER AREAS] AND MAKE 
A GOOD MARGIN – INDIVIDUALLY PACKAGED SURGICAL 
STUDS CAN BE PURCHASED FROM WHOLESALERS FOR A 
VERY REASONABLE PRICE.

“

“
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BLONDE IN ALL 
ITS FORMS – 
HIGHLIGHTS, 
BALAYAGE AND ALL 
OVER BLONDING 
– IS THE MOST 
REQUESTED SALON 
SERVICE. THIS 
IS WHY JOICO IS 
CRAZY ABOUT 
BLONDES AND IT IS 
THE VERY REASON 
FOR THE CREATION 
OF BLONDE LIFE.

THE 
JOI OF 
BLONDE

SB:ADVERTORIAL
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J
OICO, the healthy hair 
company, has created 
BLONDE LIFE, a 
lightening and brightening 
system just for blondes 
and those who want to 

be lifted to new heights, without 
sacrifi cing on the shine or condition 
of hair. 

BLONDE LIFE offers a new 
opportunity with a breakthrough, 
fast acting lightener, and a care line 
that addresses the needs of those 
who want to ensure their hair is 
always free of residues and can 
shine bright at all times.

JOI FROM THE INSIDE
Featuring Arginine, plus an exotic 
blend of Tamanu and Monoi oil 
to replenish, hydrate and protect, 
BLONDE LIFE products provide 
maximum conditioning benefi ts 
for strong, healthy and luminous 
blonde hair. 

ARGININE – Helps to strengthen 
and reduce breakage for healthier 
blondes. 

TAMANU OIL – Packed with Omega 
6 and 9, this exotic oil from 
Southeast Asia deeply hydrates 
hair, bumps up shine, protects 
hair colour, and helps to smooth 
away brittleness with every single 
application, plus has natural UV 
absorption properties*. 

MONOI OIL – Rich in essential fatty 
acids, this rare exotic blend of 
Coconut Oil and Tahitian Gardenia 
Flower, fi ghts frizz and boosts 
shine while protecting hair from 
environmental damage.

Key ingredients continue into 
the BLONDE LIFE care line: 
It exclusively features natural 

BLONDE LIFE BRIGHTENING 
MASQUE

Quick-acting, it instantly 
hydrates, softens and 

illuminates blonde locks by 
neutralising chlorine and 
removing trace minerals 
to prevent that perfectly 
blonde tone from dulling 

and yellowing. The perfect 
companion for Blonde Life 
Shampoo and Conditioner, 
this treatment transforms 

bleached, brassy, fried hair 
into soft, glossy, refl ective 

strands that have body and 
elasticity – the kind that 
makes everything move, 

bounce, and shine in that ‘I 
want her hair’ way.

BLONDE LIFE LIGHTENING 
POWDER

As a high-lift formula 
this lightening powder 
addresses stylists’ need 

for more lift without 
multiple applications, 

while also keeping 
hair in the healthiest 

condition possible. 
Achieving up to 9+ 

levels of lift, it is the 
quickest** way to 

achieve healthy and 
beautiful looking blonde 
hair with no additives, 

no higher developer 
needed and no extra 

steps.

THE PRODUCTS 

BLONDE LIFE 
BRIGHTENING SHAMPOO
Designed specifically 
for bleached, double-

processed, and high-lift 
blondes, this gentle 

sulfate-free cleanser 
uses a high-tech system 
that lifts and suspends 
dirt and oil in micelles 

and quickly rinses them 
away. Along with it go 
unwanted yellow tones 
that turn blonde hair 

brassy.

BLONDE LIFE 
BRIGHTENING 
CONDITIONER

With the lightness of 
a lotion and the power 
of a serum this ultra-

nourishing conditioner 
revives blonde hair 

and renews its vitality. 
It leaves hair glowing 

and radiant for 
healthy, soft-to-the-

touch blonde.
detoxifi ers to neutralise chlorine 
and remove trace minerals, 
knocking out brassy and yellow 
tones on contact to keep blondes 
bright and perfectly on-tone 
between touch-ups.

The entire range also contains 
Bio-Advanced Peptide Complex, 
Joico’s exclusive blend of smart, 
hair-identical keratins, which repair 
hair from the inside out. These 
optimised proteins actively “seek 
out” and lock in on damaged sites, 
providing around-the-clock hair 
repair and protection.

The wonderful fragrance is down 
to soft yet seductive notes of 
jasmine and vanilla, complimented 
by the freshness of nectarine, 
green melon and Meyer lemons, 
while a hint of woody musk gives 
the sent a sophisticated sensuality 
that conjures up visions of an 
exotic getaway. 

Using BLONDE LIFE will widen 
your portfolio of tools to allow you 
to be successful in offering the 
very best blonde services, from 
achieving the initial beautiful blonde 
to maintaining it, so get it in your 
salon today. Live the BLONDE 
LIFE.

For more information on BLONDE LIFE 
visit joico-blondelife.com
For more information on JOICO visit 
joicoeurope.com

SB:ADVERTORIAL

*natural UV absorption properties are specifi c to 
the BLONDE LIFE Care products only

** vs other JOICO lighteners 

THESE OPTIMISED 
PROTEINS ACTIVELY 

“SEEK OUT” AND 
LOCK IN ON DAMAGED 

SITES, PROVIDING 
AROUND-THE-CLOCK 

HAIR REPAIR AND 
PROTECTION.
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Read on for five minutes of insightful 

advice on customer complaints, 

changes to apprenticeships and the 

all-important education.
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Complaining customers: Every salon 
owner gets them, at one stage or 
another, but whether justified or not, 
the outcome lies in the way in which it’s 
handled. That’s why we’ve been talking 

to S J Forbes Co-Director, Hayley Gibson-Forbes, on 
how she thinks you should best deal with them. 

SB:GOT 5

DEALING WITH 
COMPLAINTS

LISTEN AND DON’T 
INTERRUPT
It’s important when a 
client complains, to listen 
to the problem and what 
they have to say, without 
interruptions. Often when 
people complain they have 
worked themselves up to 
do so, so make sure they 
can vent their anger or 
annoyance without being 
cut off mid sentence. 
Constructive criticism is all 
part of running a business, 
so listening is essential; the 
complainant may have a 
case and it could potentially 
be something you can work 
on in the future, to benefit 
your business.

UNDERSTANDING IS KEY
After a complaint has been 
made, it’s important to show 
empathy and then clarify 
what the problem is with the 
customer. Showing that you’re 
being understanding will also 
help to calm the client down. 
Working with customers all 
day means you will already 
have great communication 
skills, so make sure you show 
this by being empathetic, 
yet authoritative. Show you 
understand the problem and 
you are in a position where you 
would like to rectify it.
 

HOLD YOUR HANDS UP
If the problem has been 
caused by you, or a member 
of staff, then the best thing 

Got5Complaints.indd   20 28/02/2017   13:06
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           SHOWING 
THAT YOU’RE BEING 
UNDERSTANDING 
WILL ALSO HELP TO 
CALM THE CLIENT 
DOWN. WORKING WITH 
CUSTOMERS ALL DAY 
MEANS YOU WILL 
ALREADY HAVE GREAT 
COMMUNICATION 
SKILLS, SO MAKE SURE 
YOU SHOW THIS BY 
BEING EMPATHETIC, YET 
AUTHORITATIVE. 

“

“

to do is hold your hands up and 
take the blame. Even if you 
believe it’s not your fault, you 
still have an unhappy customer 
on your hands. There is no 
need for aggression in these 
situations and you shouldn’t 
take any either. Unfortunately 
most complaints in a salon will 
take place in a public space, in 
front of other customers, so be 
aware of the people around you 
and don’t try to win the battle 
as you’ll end up loosing the war 
– and the customers. If a client 
starts to act disrespectfully, or 
their anger is increasing, calmly 
explain that you want to try and 
rectify the situation. If the anger 
– or on the rare occasion abuse 
– persists, you are perfectly 
within your right to terminate 
the conversation. You can only 

solve the problem with some 
cooperation from them.
 

LOUDER ACTIONS 
Customers who complain 
often do so because they want 
to continue doing business 
with you, with some changes. 
So once a problem has been 
raised, tell the customer calmly 
that you personally want to 
solve it and lay out how you 
plan to do so. Ask them to 
return to the business, and 
when they do, make sure you 
or a senior member of staff 
takes care of them. This will 
help relieve any anxiety they 
may have when they return and 
assures them that the problem 
is unlikely to be repeated.
 

LEARN FROM IT
When a customer has 
been dissatisfied with their 
experience, the best thing 
you can do for your business 
is to stop it happening again. 
Ensuring staff have an in-depth 
and thorough consultation with 
their client, at the beginning 
of an appointment, before any 
hair colour has been applied 
or any locks have been cut, 
will guarantee that everyone is 
on the same page. It is much 
easier to retain clients than 
it is to recruit new ones, so 
make it a high priority within 
your team that if a problem 
has arisen, everyone knows 
how to minimise the risk of it 
happening again.
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APPREN-
TICE-
SHIPS 
CHANGES

The 
government 
has 
approved 
plans for 

assessing hairdressing 
and barbering apprentices 
within new employer-
developed “trailblazer” 
apprenticeships, an 
important milestone in 
the process of getting the 
new-style apprenticeships 
ready for delivery in 
England.

SB:GOT 5

T
he Department for      
Education gave its    
backing to the 
assessment plans 
submitted to ministers 
and drawn up by a 

cross-industry trailblazer group of 
employers, supported by the NHF and 
sector skills body Habia.
 
The move is being hailed as an 
important step forward in transforming 
how apprentices are trained and tested 
within the industry. The apprenticeship 
standards for ‘hair professionals’ have 
already been approved and published 
on the GOV.UK website.  Although the 
‘beauty professional’ standards have 
been approved, the beauty assessment 
plans are waiting for final government 
sign-off.
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          IT’S GREAT NEWS, 
AND A VINDICATION OF 
ALL THE HARD WORK 
BY THE TRAILBLAZER 
GROUPS TO GET TO 
THIS STAGE. MORE 
IMPORTANTLY, IT SHOWS 
WE’RE NOW MAKING REAL 
PROGRESS TOWARDS THE 
GOAL OF SALONS BEING 
ABLE TO TAKE ON PEOPLE 
WHO ARE ‘SALON READY’ 
AT THE END OF THEIR 
TRAINING.

“

“

 
Now that the standards and meth-
ods of assessment are in place, the 
focus will switch to preparations for 
launching, expected to be May this 
year. It is hoped that by 2019, when 
the first cohort completes their 
training, hairdressing and 
barbering apprentices, all 
apprentices will come out into the 
world of work much more salon 
ready.
 
Hellen Ward, Managing Director of 
Richard Ward Hair and Metrospa, 
who is leading the strategic 
trailblazer group on hairdressing, 
said: “This is an important step 
forward in creating more relevant 
and practical training and 
assessment standards, education 
that works for apprentices, 
employers and training providers 
alike.”
 
The new hairdressing and barbering 
apprenticeships will include a 
mandatory qualification. The final 
part of that qualification will be an 
end-point assessment carried out 
by an independent examiner, 
appointed by the Awarding 
Organisations, at the end of the 
training programme to check the 
apprentice’s skills and knowledge 
are up to scratch.
  
Hellen adds: “It’s great news, and 
a vindication of all the hard work by 
the trailblazer groups to get to this 
stage. More importantly, it shows 
we’re now making real progress 
towards the goal of salons being 
able to take on people who are 
‘salon ready’ at the end of their 
training.”
 
Alongside reforms to the delivery 
and assessment of training, the 
government has also changed how 
the new apprenticeships will be 
funded. A new apprenticeship levy 
will be introduced in April 2017, 
which will mean large employers 
with a pay bill of £3m or more will 
have to pay 0.5 percent of their pay 
bill into a pot to be spent on 
apprenticeship training. Although 
the levy is UK-wide, the devolved 
nations will have a say in how 
the levy money can be spent by 
employers.
 
Non-levy-paying employers in 
England will contribute 10 percent 
towards the cost of apprenticeship 
training and assessment. There is 
an exemption for employers with 
fewer than 50 people and who take 

on 16-18 year olds or those aged 19-
24 who have been in care, or who 
have a local authority care plan. 

In these circumstances, the 
smallest employers will not pay 
anything towards the cost of 
apprenticeship training and 
assessment. An incentive payment 
of £1,000 will also be available to 
them and to their training provider 
to support the additional costs of 
training these groups.

The government has confirmed 
that hairdressers and barbers will be 
located in Funding Band 9, which 
means that government funding will 
be capped at £9,000 per 
apprentice. Employers will be 
expected to contribute one tenth of 
the cost, a sum of £900. 

There are a lot of changes for 
employers to take in, but a 
programme of workshops to explain 
the changes agreed so far, and what 
they will mean for salons and 
training providers, will be put in 
place over the coming months.
 
“There is still much to do, particularly 
in preparing employers and training 
providers for delivering the new 
standards, training independent 
examiners and conducting 
assessments,” says Hellen, adding: 
“That’s why we will be focusing 
on workshops to prepare every-
one involved over the next few 
months. But this important mile-
stone brings us closer to the new 
dawn for apprenticeships so many 
of us in the industry have been 
crying out for.”
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Be it an assistant, hairdresser, colourist 
or salon owner, education is one of 
the most important aspects of the job. 
One man who realises the importance 

of continual training for all his staff is Spargo 
Hairdressing’s owner Ian Marshall. It’s what saw 
his salon take home the crown of Salon Business 
Awards Education Salon of the Year 2016. Now, 
after launching his very own training academy, he 
spills the beans on how to make your education first 
class, once and for all.

SB:GOT 5

MAXIMISE YOUR EDUCATION
If you don’t already, this year is the 
year to do more with less. To keep 
training costs down, it’s a good idea 
to send one or two members of 
the team on training courses and 
ask them to prepare a presentation 
to educate the rest of the team on 
what they’ve learnt. This gives staff 
the opportunity to become much 
more confident and learn valuable 
presenting skills. If this is something 
that they’re uncomfortable with, 
they can opt to do a short internal 
course on presentation skills to 
help them prepare. It’s so valuable 
as it helps to improve their manner 
with clients, on front of house and 
gives them the opportunity to see 
if a career in educating would be of 
interest to them.

FIRST FOR 
EDUCATION
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           WE HAVE RECENTLY 
BEEN FOCUSING ON OUR 
FRONT OF HOUSE STAFF 
AND HAVE ARRANGED 
FOR THEM TO ATTEND 
A TRAINING COURSE 
TAILORED TO HOTEL 
RECEPTIONISTS. THE 
AMAZING CUSTOMER 
SERVICE THAT YOU FIND 
IN FOUR AND FIVE STAR 
HOTELS IS SOMETHING 
THAT WE’RE AIMING TO 
BRING TO SPARGO. 

“

“

IMPROVE YOUR 
RESOURCES
It’s time to stock up on your 
educational tools. Never 
underestimate the importance 
of going back to basics and 
picking up a book. We have 
an entire library of books and 
DVDs available to borrow 
in-house – not only on 
hairdressing but also about 
motivation, the mind and 
how to work on yourself as a 
person. We also keep a large 
range of trade magazines and 
our staff enjoy being able to 
make use of these tools to 
better themselves and learn 
away from the salon floor. It’s 
important to offer your team 
a place to grow, learn and be 
inspired.

THINK OUTSIDE THE BOX
If you feel like you’re repeating 
the same training sessions year 
in year out, think beyond the 
usual schedule. Yes, technical 
hairdressing courses are key, but 
being a great hairdresser is not 
only about cutting and colouring 
hair. Look into management 
courses that are available as this 
will not only improve the way 
staff work together, but it may 
open new doors to staff members 
who may not have considered 
becoming a manager before. We 
have recently been focusing on 
our front of house staff and have 
arranged for them to attend a 
training course tailored to hotel 
receptionists. The amazing 
customer service that you find 
in four and five star hotels is 

something that we’re aiming to 
bring to Spargo.

GET AN AWARDS CEREMONY 

Schedule one in for the end of 
the year. It’s something for the 
team to look forward to and they’ll 
feel motivated to work towards 
winning a few awards. Not only 
that, but it’s so important to reward 
your highly performing staff. At 
Spargo, we run staff training 
awards ever year to repay those 
who have really given their all, 
throughout the year. This definitely 
helps to increase motivation and 
keeps them committed to their 
education. They enter the new 
year full of drive and passion, 
knowing they’re doing something 
right and feeling ready to reach the 
next level.
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NIOXIN HAS BEEN 
EASING THE WOES 
OF SUFFERERS OF 
THINNING HAIR FOR 
THE LAST 30 YEARS. 
THIS MADE IT A 
NATURAL CHOICE OF 
PRODUCT PARTNER 
FOR SALON OWNER 
KAY MCINTYRE 15 
YEARS AGO. OVER 
THE NEXT THREE 
ISSUES, WE’LL BE 
FOLLOWING HER 
SALON GROUP 
MCINTYRES AND 
FINDING OUT 
EVERYTHING ABOUT 
THEIR EXPERIENCES 
WITH THIS HUGELY 
SUCCESSFUL 
THINNING HAIR 
BRAND.

BE A 
THINNING 
HAIR PRO

SB:ADVERTORIAL
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K
ay McIntyre has 
always had a 
passion for helping 
those suffering 
with thinning hair 
so after setting up 

her own salon in Dundee in 1992, 
it was inevitable that she would 
specialise in thinning hair services 
at some point. 

In 2007 she took on NIOXIN and 
hasn’t looked back. “I initially 
brought it into the salon to complete 
a full service offering; throwing 
light onto the rising problem with 
thinning hair and hair loss,” said 
salon owner Kay.

Over the last decade, thinning hair 
has come into the spotlight and she 
has certainly noticed more clients 
asking for solutions for thinning 
hair, whether caused by medical 
conditions, genetics or as a result of 

the ever-changing environment in 
which we live.

“People’s lives have changed; we 
live in a faster-paced environment 
with more stress and perhaps less 
time to focus on ourselves. As part 
of my consultation, I always discuss 
lifestyle to see where I can offer 
solutions,” adds Kay.

“I’ve seen clients experience life 
changing transformations with 
NIOXIN. Hair loss is very emotive, 
so helping a client to regenerate the 
scalp and reintroduce new hair can 
be very rewarding.”

McIntyres has benefi tted from 
taking on the range but did they 
need a great deal of investment in 
the beginning?

“There weren’t any concerns to 
bring the brand in – we’d identifi ed 

SB:ADVERTORIAL

“I’VE SEEN CLIENTS 
EXPERIENCE 

LIFE CHANGING 
TRANSFORMATIONS 

WITH THE NIOXIN 
RANGE. HAIR LOSS 
IS A VERY EMOTIVE 

THING TO GO THROUGH, 
HELPING A CLIENT 
TO REGENERATE 
THE SCALP AND 

REINTRODUCE NEW 
HAIR CAN BE VERY 

REWARDING.”
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the increasing problem with 
thinning hair and hair loss and 
knew NIOXIN could be part of the 
solution,” adds Kay.

“We’d seen the results and 
believed in the products. Once 
we had it in salon there was a lot 
of peer-to-peer learning to best 
understand the product; something 
that continues today.”

But for any other salon owners who 
have any reservations Kay advises: 
“The products have demonstrated 
proven results since their launch. 
We’ve seen fi rst-hand the life 
changing improvements to peoples’ 
lives. NIOXIN is a prescriptive 
results-driven brand suitable to 
those with thinning hair concerns 
or, anyone who just wants fuller, 
thicker hair – and who doesn’t?”

Info: nioxin.co.uk

MCINTYRES’ KIT

3-PART CARE SYSTEM
The innovative 3-part system kit applies 
advanced skincare technology to cleanse, 

optimise, and treat hair and scalp 
environment, formulated to meet each 
client’s specifi c hair and scalp needs.

SCALP RENEW DERMABRASION 
TREATMENT 

Scalp Renew is designed to help 
regenerate the scalp surface, and 

reduce hair loss by accelerating the 
removal of stubborn scalp debris and 

follicle build-up.

DIABOOST
An innovative approach to the 

treatment of thinning hair, Diaboost is 
proven to increase the diameter of each 
existing hair strand, penetrating hair 

to leave it fuller, more manageable, and 
strengthened against breakage.

SCALP RENEW DENSITY 
PROTECTION TREATMENT

Infused with crystalline, it helps 
restore a dense, vibrant, and healthy 
appearance to hair, and reduce hair 

loss by an average of 54 percent*.

NIGHT DENSITY RESCUE
A leave-on nighttime scalp treatment 
with a blend of antioxidants, Night 

Density Rescue is proven to promote hair 
density by reducing hair fall associated 

with scalp oxidation, within three months.

3D STYLING
The 3D Styling range complements 
the 3-part system kits by addressing 
the same three causes of thinning, 

and providing effective products for 
thicker, fuller looks.

HAIR BOOSTER 
Hair Booster is formulated with KeraPro 

Complex, which conditions hair and 
forms a protective barrier to help boost 

protection against cuticle damage.

DEEP REPAIR HAIR MASQUE 
This masque strengthens the shaft 

against damage for up to 97 percent 
reduction of hair loss** and delivers 
improved condition, manageability, 

and added smoothness.*A
ve

ra
ge

 re
du

cti
on

 in
 h

ai
r l

os
s d

ue
 to

 b
re

ak
ag

e a
nd

 en
vi

ro
nm

en
ta

l f
ac

to
rs

 **
D

ue
 to

 b
re

ak
ag

e, 
vs

. n
on

-c
on

di
tio

ni
ng

 sh
am

po
o

NioxinAdvertorial.indd   27 01/03/2017   10:04



QUESTIO
N

 TIM
E

SB:INTERVIEW

Q
Q

Q
QU

Q
UE

Q
ES

Q
ST

Q
TI

Q
IO

Q
O

N

Q
N

TQTIQIMQM
EQE

28
QuestionTimeMarch.indd   28 28/02/2017   22:19



29

SB:INTERVIEW

QUESTIO
N

 TIM
E

SALON LIFE IS DEPENDANT ON A 
NUMBER OF FACTORS, AS IS THE 

SUCCESS OF THE BUSINESS. FOUR 
YEARS AGO, CAROL FALKNER SET 
UP THE HAIR SHACK IN VENTNOR 

ON THE ISLE OF WIGHT, WHERE 
A CONSISTENT BRAND IS VITAL. 

HERE SHE REVEALS HOW SHE 
CATERS TO THE LOCALS, MAKES 

SURE HER SALON STANDS OUT 
FROM THE CROWDS AND KEEPS 

THE CLIENTS COMING BACK FOR 
MORE. WE THINK SHE’S NAILED IT, 

WHICH IS WHY THE HAIR SHACK 
WAS SALON BUSINESS AWARDS 

ULTIMATE SMALL TO MEDIUM 
SALON OF THE YEAR 2016. TAKE 

A LEAF OUT OF HER BOOK AND IT 
COULD BE YOU IN 2017.
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TELL US ABOUT YOUR 
SALON, ITS LOCATION 
AND ITS BRAND 
IMAGE.
Our salon is based 

in a small town called Ventnor 
on the Isle of Wight. We 
have a very vibrant artistic 
community and a good array of 
independent shops. We even 
have our own Ventnor Fringe 
Festival every year. From the 
outset I wanted to create an 
extension of my ethos and 
values in my day to day life, so 
we are very sustainable. 

HOW DO YOU GO ABOUT BEING 
MORE SUSTAINABLE?
The green ethos of the salon 
is present in everything we 
do. The build for the salon 
was constructed completely 
from recycled floorboards 
recovered from a house that 
was being demolished only 
one mile from the salon. The 
floorboards were sanded 
then used as material to build 
the backwash area, window 
frontage areas and product 
shelving. Our unique design 
for the stations is constructed 
from upcycled scaffold boards 
and poles, incorporating old 
leather trouser belts from 
local charity shops as binding 
straps. Meanwhile our flooring 
is sustainable bamboo and the 
paint we used for decorating 
is produced by a company 
who collects waste paint 
from landfill and recycle it for 
re-use. New for 2016 we have 
constructed our reception desk 
from old pallets and recycled 
wooden joists.

AND WHAT ABOUT PRODUCTS?
We use Organic Colour 
Systems as our main brand, 
which is an ethical choice 
for a vegan colour. Any other 
brands that we use we also 
research to make sure they 
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HOW HAS IT BENEFITTED YOUR 
BUSINESS? 
Obviously being recognised for 
such a good accolade has been 
amazing for us as a new small 
salon in a tiny place that some 
people have never heard of. 
It also recognises the team’s 
consistency of achieving such 
great work on a day to day 
basis within our community 
and the island as a whole.

WHAT WERE THE REACTIONS 
OF YOUR STAFF AND CLIENTS 
TO THE AWARD WIN?
On the actual day we were 
very surprised and super 
excited. It was a great 
afternoon and fantastic that 
all the team were able to 
be there. Our clients were 
amazing and such great 
feedback from all of them 
as they have supported us 
from the beginning.

WHAT WOULD YOU SAY 
TO OTHERS THINKING OF 
ENTERING SALON BUSINESS 
AWARDS THIS YEAR?
Do it, you have nothing to lose 
and everything to gain.

31
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           WE DO THIS 
WITH OUR VALUES; 
OUR ETHOS IS VERY 
DIFFERENT FROM 
OTHER SALONS ON 
THE ISLAND. WE 
TRY AS BEST AS 
WE CAN TO REDUCE 
OUR IMPACT ON THE 
ENVIRONMENT AND 
OF COURSE WORKING 
WITH ORGANIC COLOUR 
SYSTEMS COLOURS 
AND PRODUCTS 
DEFINITELY MAKES US 
STAND OUT FROM THE 
CROWD. 

“

“

fit our criteria. Everything 
about the client’s visit from 
the magazines we have, to 
the teas, coffees, colours 
and products, help to create 
an ethical, mindful organic 
experience from start to finish.

WHAT DO YOU THINK ARE THE 
BIGGEST CHALLENGES SALON 
OWNERS FACE?
Staff and quality training 
providers. We’re exceptionally 
lucky; we have an amazingly 
loyal and talented team, but 
it’s has taken a while to get 
there. On the journey I think 
you learn a lot about yourself, 
how you react to people and 
how to be empathetic while 
encouraging people to be the 
best they can be.

HOW DO YOU MAKE YOUR 
SALON STAND OUT FROM THE 
CROWD?
We do this with our values 
– our ethos is very different 
from other salons on the 
island. We try as best as we 
can to reduce our impact on 
the environment and of course 
working with Organic Colour 
Systems colours and products 
definitely makes us stand out 
from the crowd.

HOW DO YOU ENSURE YOUR 
SALON CONTINUES TO BE THE 
BEST?
We’re always moving forwards 
as a team, with continual 
training, competitions and 
research into new products, 
and looking at whether they’ll 
fit into our ethos. We’re also 
active on social media, with 
other OCS salons, exchanging 
news, colour formulas and 
techniques.

YOU RECENTLY WON SALON 
BUSINESS AWARDS ULTIMATE 
SMALL TO MEDIUM SALON OF 
THE YEAR. WHAT DID YOU DO 
TO WIN THIS AWARD?
For two years running we 
were finalists for Green Salon 
of the Year Award. Actively 
taking part in these awards is 
a great way to showcase all in 
the industry from the smallest 
to the biggest. We feel for a 
relatively new salon we have 
actively put ourselves out 
there in everything we do 
to celebrate the best of our 
industry.

QuestionTimeMarch.indd   31 28/02/2017   22:19



girlstech
GET GEEKY WITH THIS ISSUE’S 
RANGE OF GIZMOS AND GADGETS, 
WHICH OFFER EVERYTHING FROM 
BATTERY BOOSTS TO DIY MUSIC 
PLAYERS…

1 IN 10

Fitness and wellbeing are 
big buzzwords for 2017 – and 
wearable health trackers 
are becoming more and more 
popular. Our top pick is the 
Bellabeat offerings, which 
tune into more than just an 
active lifestyle by monitoring 
stress, sleep and mindfulness. 
Even better, they look like 
beautiful pieces of jewellery. We’re feeling 
zen already. 
From £95.30, webshop.bellabeat.com

A recent survey by the Direct Marketing 
Association found that only one in 
10 businesses think their marketing 
emails are relevant to all their 

customers. Are your digital newsletters making 
waves or missing the mark?

SB:GAGDETS
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BY FIONA WARD

STATS

PEACE OF MIND

Wi re-free home security 
and video monitoring 
system Blink launched in 
the UK recently. Entirely 

accessible via an app, the monitor immediately sends a 
notification to your phone on detection of any movement 
– the user can then disarm if they need to and live stream 
video anytime and anywhere. Pretty nifty – we reckon it 
could make a worthy salon security system. FROM £109.99, 
BLINKFORHOME.CO.UK

Fitness and wellbeing are 
big buzzwords for 2017 – and 

are becoming more and more 
popular. Our top pick is the 
Bellabeat offerings, which 
tune into more than just an 
active lifestyle by monitoring 
stress, sleep and mindfulness. 
Even better, they look like 
beautiful pieces of jewellery. We’re feeling 

LOOK GOOD FEEL BETTER
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DESK TIDY

BOOMTOWN

POCKET ACCOUNTANT

We love these genius 
silicone drops that 
can be attached to 
any surface and keep 
those much-used 
cables, chargers and 
wires where you 
want them. Available 
in small and large 
sizes, they could even 
be used to stop your 
hair electricals getting 
tangled… Cable 
Drop Mini, £10.65, 
designist.ie

Add some quirky style to 
your home salon with this 
super-cool Berlin Boombox, 
which is actually made of 

cardboard. Arriving flat-packed, you 
can quickly assemble it and slot in 
any smartphone to play your music 
with astonishingly good sound quality. 
Sourced, designed and produced in 
Berlin, it truly is your own piece of 
German engineering. Great fun. 
FROM £39.95, CUCKOOLAND.COM

There’s a term for the rising 
panic you feel when your 
phone battery reaches just 20 
percent; Low Battery Anxiety. 

It’s a genuine condition that affects 
9 in 10 people, according to global 
technology giant LG [of course]. In 
all seriousness, a fl at phone battery 
when you’re out and about [or 
working a long shift in the salon] is no 
fun, so the credit card-sized Dubleup 
is the ideal safety blanket – holding 
up to a day’s worth of charge, and 
small enough to slip in your wallet. 
Launching on Kickstarter this month.
PRICE ON REQUEST, DUBLEUP.COM

SB:GADGETS

Reckon One – the popular online 
accounting software for small 
business owners – has recently 
launched an app to help you 

manage your finances wherever you are. 
The interactive dashboard allows you to 
see overdue invoices, bills and net income, 
as well as set up employees to add their 
expenses using the app. FREE WITH A SOFTWARE 
SUBSCRIPTION, RECKON.COM

MOTION PICTURE

Action types will love 
the Sunnycam Xtreme 
Camcorder Sunglasses, 
which capture all manner 

of adventures with a built-in HD video 
camera. With 16GB of storage, a 
generous battery-life, touch controls 
and water-resistant lenses – plus 
touch controls for easy use – you can 
record every escapade with your very 
own eyes. After all, life’s too short 
to view everything through a phone 
screen. £149.99, SUNNYCAM.COM

APPS

£149.99, SUNNYCAM.COM

expenses using the app. FREE WITH A SOFTWARE 
SUBSCRIPTION, RECKON.COM
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THE GOLDWELL COLOR ZOOM 
COMPETITION BRINGS TOGETHER 
HAUTE COUTURE FASHION AND 
HAIRDRESSING ARTISTRY. NOW IN 
FULL SWING FOR 2017, WE CATCH 
UP WITH TWO HAIRDRESSERS 
WHO KNOW EVERYTHING THERE 
IS TO KNOW ABOUT IT FROM 
PREPARING YOUR ENTRY, TO 
THE GLOBAL FAME THAT MAY 
FOLLOW. CUE GOLDWELL GLOBAL 
AMBASSADOR BEVERLY C AND 
2015 GOLD NEW TALENT WINNER, 
NATALIE CARA-JONES.

COL-
   OUR-
IFIC
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BEVERLY C 
HOW LONG HAVE YOU BEEN A COLOR ZOOM 
JUDGE?
I’ve probably done it for the last eight 
years. I’ve always judged the UK 
and I’ve been lucky enough to judge 
globally three times now. 

WHAT HAVE YOU LEARNT OVER YOUR TIME 
AS A JUDGE?
As a judge it’s important to 
understand the categories and what’s 
being asked of the competitors. It can 
be very subjective if the competition 
is too open, so you can start judging it 
from an emotional level. 

Color Zoom is quite specifi c as it’s 
based on the trends created by 
Goldwell, which are based on global 
trends. Competitors have to create 
something within these parameters 
so it makes it easier to judge in that 
respect. 

IS THERE ONE ENTRY THAT STANDS OUT AS 
YOUR FAVOURITE OVER ALL YOUR TIME AS 
JUDGING?
There are lots that have stood out 
out for me. I loved last year’s trend 
D!SRUPT. It was very in-keeping with 
what was happening with hair, and it 
was wide open to a creative audience. 
Almost anything went. We saw a lot 
of diversity with it. There are always 
two or three standouts every year and 
they normally end up being the global 
winners – you can see it very early on. 

WHAT ARE YOU LOOKING FOR IN THIS 
YEAR’S COMPETITION?
That this year’s trend, IN•FLUX, is 
interpreted correctly. IN•FLUX is 
beautiful; it’s all about the fl uidity of 
colours merging together. I’m also 
looking to see how creatively they get 
the cut and colour to work together. 
It’s about being clever enough to 
not be over-infl uenced by Goldwell’s 
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presentation of their version. 
They need to come away from 
that and start afresh – do it 
themselves. It has to have the 
wow factor but commercial 
viability so it’s about getting that 
balance. Shock value is easy, 
trying to contain it and make it 
wow and yet be beautiful is what 
makes a winner. 

WHAT WOULD YOUR ADVICE 
BE TO ANYONE ENTERING THE 
COMPETITION?
Work really hard on coming up 
with at least two or three cut 
and colour ideas and practice on 
a mannequin, before looking at 
models. Sam McKnight, Guido, 
myself, Mark Lesson...we all 
work on mannequins, to see if 
it works. Then we start looking 
for models that will fit along 
those lines and practice it. When 
looking for a model, try to find a 
photogenic one because you’re 
being judged on a photographic 
entry. Remember they have to be 
able to carry the live stuff too, iIf 
you make it through to the final – 
they must be able to stand there 
for 15 to 20 minutes while the 
judges look at them. 

WHAT CAN WINNING THE 
COMPETITION DO FOR A SALON?
Winning in the UK offers 
recognition and press coverage 
but it also gives a colourist the 
opportunity to showcase their 
work on a global platform at 
Global Zoom. That alone is an 
incredible journey for anybody. If 
they then win on globally, it takes 
them to another level. They go 
on to create the new Goldwell 
trend photographically the 
following year, so they’re opening 
themselves up to becoming 
master colourists on a global 
level. The kudos it gives them 
stays with them. 

HAS BEING A JUDGE CHANGED YOU 
AS A COLOURIST?
I think it has. Goldwell is probably 
the most creative colouring 
company I’ve worked with in 
my career. They’re very good at 
teaching the effect of their colour 
and the meticulousness of the 
way they colour. It opens your 
mind up to colour and pushes 
the boundaries. 

36
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WHY IS IT IMPORTANT TO ENTER 
COMPETITIONS? 
For me entering competitions 
plays a big role in the 
development of your 
techniques, ideas and 
confi dence in the hairdressing 
industry. They help you learn 
from any mistakes and develop 
your creativity further.

WHAT MAKES GOLDWELL COLOR 
ZOOM SO GOOD?
It’s an amazing competition to 
enter and taking home Gold 
not only ends with a trophy 
but a three year involvement 
in the development stages of 
future competitions. This is an 
incredible opportunity that I’ve 
never known elsewhere. 

YOU TOOK HOME GOLD YOURSELF 
IN 2015. TELL US ABOUT YOUR 
WINNING LOOK?
My winning look was based on 
the genre Traditional Rebels. It 
had a twist from the past and I 
gave it a modern take. This was 
relayed in both clothing and the 
model’s hairstyle.

WHAT DO YOU THINK THAT YOU DID 
THAT MADE YOU STAND OUT FROM 
THE CROWD?
For me the key aspect is 
keeping it to the genre; keeping 
it simple but still striking.

HOW DID IT FEEL TO WIN?
It was such an overwhelming 
feeling to win in the UK and 
then globally too. It was the 
best moment in my career 
to date and will still keep me 
pushing myself further.

WHAT WOULD YOU SAY TO SOMEONE 
ELSE THINKING ABOUT ENTERING?
Plenty of prep and research, 
stick to the criteria, don’t 
overthink it and let your 
imagination run.

HOW HAVE YOU USED YOUR WIN TO 
PROGRESS YOUR CAREER?
Since winning I’ve moved 
salons and towns to be more 
involved in the hairdressing 
industry, whether it be photo 
shoots, hair events or further 
training. You’ll never know 
everything so there’s always 
room for new ideas and 
techniques.

         IT’S AN AMAZING 
COMPETITION TO 
ENTER AND TAKING 
HOME GOLD NOT 
ONLY ENDS WITH A 
TROPHY BUT A THREE 
YEAR INVOLVEMENT 
IN THE DEVELOPMENT 
STAGES OF FUTURE 
COMPETITIONS. THIS 
IS AN INCREDIBLE 
OPPORTUNITY THAT 
I’VE NEVER KNOWN 
ELSEWHERE.  

“

“

         IT’S AN AMAZING 

GLOBAL 
ZOOM 2015 
NEW TALENT 
GOLD WINNER 
NATALIE 
CARA-JONES
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D R E A M
THE TURN OF THE NEW SEASON HAS BROUGHT WITH 
IT A VIBRANT BATCH OF NEW COLOUR TECHNIQUES. 
WE CAUGHT UP WITH THE COLOURISTS BEHIND THESE 
NEW METHODS TO FIND OUT THEIR INSPIRATIONS, 
RECOMMENDATIONS AND TOP APPLICATION TIPS…

WORDS: FIONA WARD
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THE NEW  
BLONDE
Blonde services are continually 
the most popular choice when 
it comes to colour – in fact 
they make up 60 percent of 
total salon sales – and just 
because you’ve done a lot 
of them, don’t go resting 
on your laurels. With this in 
mind, and to go alongside 
the brand’s new-and-
improved BlondMe range, 
Schwarzkopf Professional 
colour experts Lesley 
Jennison and Kim V� have 
devised a range of new 
blonde techniques for 
2017. Our favourites? 
The ‘hologram’ method 
– an effect using a halo 
section in the front of 
the hairline, alternating 
ice and lilac tones; 
another is the ‘lacing’ 
technique – achieved by 
taking wide sections of 
the mid-lengths to ends 
and backcombing them 
to ensure a soft gradient 
between colours, and lastly 
‘dip ‘n’ tip dappling’ using a 
freehand approach to create 
a partial blonde colour with a 
‘dappling’ effect on the hair. 
It leaves a soft sunkissed look 
that’s particularly effective on 
curly textures.

PANTONE 
GREEN
Since global colour authority 
Pantone announced its colour of 
2017 as the shade ‘Greenery’, 
the lush and leafy tone has 
begun to appear in salons far and 
wide – as a natural progression 
from the vibrant tones we 
already saw a lot of last season. 

“Colour trends have defi nitely 
been shifting from soft pastel 
shades to bright nineties acid 
tones,” says Ken Picton’s Colour 
Director Paul Dennison. “There 
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are so many options for this 
shade, from deep teals and 
greens through to soft mints, 
via pine and even emerald. For 
a true acid green, start by pre 
lightening the hair to a yellow 
undercoat, then apply a mix of 
L’Oréal Majirel 30g 10 plus 20g 
green over the section on dry 
hair, and process visually.”

SPEEDY 
QUICK
With busy clients and hectic 
lifestyles on the rise, king of 
balayage Jack Howard has 
created a new range of quick 
techniques for clients wanting 
his signature handpainted finish 
in the nick of time – and named 
them after his favourite cities 
nonetheless. The New Yorker, 
inspired by Sienna Miller, is 
done in just 15 minutes at the 
backwash with super quick 
highlights at the root, while The 
Rio takes face-framing pieces 
around the parting in a half-hour 
appointment. Also at 30 minutes 
is The Londoner, for which no 
pieces touch the root – a creative 
balayage for a cool, more lived-in 
look. Finally, The LA - which 
takes 45 minutes - is ideal 
for “blondes who want to be 
blonder,” in Jack’s own words. 
By adding super blonde pieces 
in a combination of root touch 
around the face and a more 
lived-in finish everywhere else, 
the natural base is also lifted 
to soften the colour and make 
the blonde appear much more 
intense. 

IN A SPIN
Colour specialist Karine Jackson 
was inspired by the cross-
section of a swiss roll for her 
innovative ‘swirl’ technique for 
Organic Colour Systems, which 
coincidentally follows on nicely 
from the candy-pastel tones of 
last season. “I apply the colour 
in alternating circular sections to 
create that swirling effect,” she 
says. “This can be as subtle or 
as bold as your client wants to 
go and can be achieved using 
any shade combination.” 

THE NEW YORKER, 
INSPIRED BY SIENNA 

MILLER, IS DONE IN JUST 
15 MINUTES AT THE 

BACKWASH WITH SUPER 
QUICK HIGHLIGHTS AT 

THE ROOT, WHILE THE RIO 
TAKES FACE-FRAMING 
PIECES AROUND THE 

PARTING IN A HALF-HOUR 
APPOINTMENT. ALSO 

AT 30 MINUTES IS THE 
LONDONER, FOR WHICH 
NO PIECES TOUCH THE 

ROOT – A CREATIVE 
BALAYAGE FOR A COOL, 
MORE LIVED-IN LOOK.

PLAID FAD
“Even long, commercial hair can 
be made ‘arty’ but wearable,” 
says Rae Palmer, Revlon 
ambassador and Director at 
WeLove Salons – whose own 
new colour technique was 
inspired by her love of tartan and 
its linear, colourful accents. “To 
achieve the look, after bleaching 
I create a tartan pattern on foil. 
These foils are placed around 
a halo section, following the 
pattern on the foil. Each section 
of the hair is then placed onto 
the patterned foil. Using an 
artist’s brush, I then colour in 
the pattern on the foils. I use a 
blue mixed with water to create 
a lighter and pure tone as a 
secondary blue. Then the red 
accent colour is used to create 
the woven tartan effect.”

41
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COLOUR 
FLASH
Salon group Blue Tit’s offering 
for spring summer 17 is 
‘miraging’ – developed by 
Directors Perry Patraszewski 
and Andi Hinteregger, along 
with Stylist Bradley Stratton. 
A blend of bold or contrasting 
colour patterns within the hair 
concealed under the veil of a 
natural base, the look is created 
by taking a section around the 
parting, using it to conceal or 
‘mirage’ the colours underneath. 
Colours can be soft and natural, 
with fl ashes of pastel for a lift, 
or more dramatic, using bright 
colours to create patterns and 
panels that change when the 
hair moves. “The colours can be 
brought out or hidden depending 
on the chosen hairstyle,” 
says Perry. “This technique 
will suit both commercial and 
creative consumers, taking 
into consideration the 
haircut and length. It 
all depends on the 
colour tones used 
and what effect they 
want to achieve.”

‘miraging’ – developed by 
Directors Perry Patraszewski 
and Andi Hinteregger, along 
with Stylist Bradley Stratton. 
A blend of bold or contrasting 
colour patterns within the hair 
concealed under the veil of a 
natural base, the look is created 
by taking a section around the 
parting, using it to conceal or 
‘mirage’ the colours underneath. 
Colours can be soft and natural, 
with fl ashes of pastel for a lift, 
or more dramatic, using bright 
colours to create patterns and 
panels that change when the 
hair moves. “The colours can be 
brought out or hidden depending 
on the chosen hairstyle,” 
says Perry. “This technique 
will suit both commercial and 
creative consumers, taking 
into consideration the 
haircut and length. It 
all depends on the 
colour tones used 
and what effect they 
want to achieve.”
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PAINTED 
LADY
Watercolour hair is set to be 
2017’s version of last season’s 
‘rainbow’ - with a softer, more 
fl uid fi nish than its vibrant 
predecessor. L’Oréal Colour 
Trophy winner Tasha Stevens 
was inspired by the Matrix Color 
Sync range for her take on the 
trend, which seamlessly blends 
shades in a painterly, chromatic 
way. “You can either work with 
pure colours, or mix with a clear 
gloss to create a multitude of 
tones,” she says. Elsewhere 
independent Aberdeen salon 
Linton & Mac has added its own 
take on watercolour to its service 
menu – applying highlights 
freehand and leaving to develop 
for just 20 minutes for a more 
natural, sunkissed fi nish. 

TOE THE 
LINE
Goldwell’s ‘In Flux’ collection, 
put together by the brand’s Color 
Zoom 2017 creative team, made 
use of innovative geometric 
colour placement against dark, 
neutral backgrounds – creating 
a statement look while still 
remaining accessible and 
commercial. Key to the fi nish is 
root shading – using cool tones 

to achieve contour and depth 
– all the while creating 

fl uidity with more 
iridescent colours 
that are generally 
placed on the 
surface of the 
hair to support 
the structure of 
the cut. While 
dynamic and 
vivid, these 
shades are 
also subdued 
with a matte 
fi nish, giving 
that wearable, 
commercial 
feel despite 
the modern 
placement and 
contrast. 

“KEY TO THE FINISH 
IS ROOT SHADING – 
USING COOL TONES TO 
ACHIEVE CONTOUR AND 
DEPTH – ALL THE WHILE 
CREATING FLUIDITY 
WITH MORE IRIDESCENT 
COLOURS THAT ARE 
GENERALLY PLACED ON 
THE SURFACE OF THE 
HAIR TO SUPPORT THE 
STRUCTURE OF THE CUT.
WHILE DYNAMIC AND 
VIVID, THESE SHADES 
ARE ALSO SUBDUED 
WITH A MATTE FINISH, 
GIVING THAT WEARABLE, 
COMMERCIAL FEEL 
DESPITE THE MODERN 
PLACEMENT AND 
CONTRAST. ”
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Organic Colour Systems’ 
comprehensive range is Karine 

Jackson’s colour product of 
choice – particularly popular is 
the semi-permanent No Limits 

range, which she uses to create 
her ‘swirl’ technique. Mix the 

brand’s nourishing Power Build 
Treatment with any shade to 
create softer pastel tones.  

RRP FROM £10.95 INFO: 
ORGANICCOLOURSYSTEMS.COM
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YOU CAN’T PUT YOUR 
NEW SKILLS TO THE 
TEST WITHOUT THE 
RIGHT KIT! WE’VE GOT 
YOU COVERED WITH THE 
BEST COLOUR PRODUCTS 
ON THE MARKET RIGHT 
NOW…

THE 
COLOUR 
KIT

CREATED BY:
TASHA STEVENS

MATRIX 
COLOR SYNC 
WATERCOLORS

LABEL.M HIGHLIGHTING TONER

The Matrix watercolour 
range is Tasha Stevens’ 
choice for creating those 
fl uid, painterly looks. Mix 
with a gloss for a sheer 
and muted effect.
TRADE PRICE ON REQUEST 
INFO: MATRIXHAIRCARE.
CO.UK

As the Offi cial Haircare Product of London 
Fashion Week, label.m marks the arrival of an 
industry fi rst, with the launch of Highlighting 

Toner. Comprising of four unique sprays, they’re 
directly inspired by the trend for makeup 

strobing, with an incredible luxe-metallic fi nish, 
to give colour highlights with an iridescent glow.

RRP: £10.95 INFO: LABELM.COM

Organic Colour Systems’ 
comprehensive range is Karine 

Jackson’s colour product of 
choice – particularly popular is 
the semi-permanent No Limits 

range, which she uses to create 
her ‘swirl’ technique. Mix the 

brand’s nourishing Power Build 
Treatment with any shade to 
create softer pastel tones.  

RRP FROM £10.95 INFO: 
ORGANICCOLOURSYSTEMS.COM

KIT
MATRIX 
COLOR SYNC 
WATERCOLORS
The Matrix watercolour 
range is Tasha Stevens’ 
choice for creating those 
fl uid, painterly looks. Mix 
with a gloss for a sheer 
and muted effect.
TRADE PRICE ON REQUEST 
INFO: MATRIXHAIRCARE.
CO.UK

ORGANIC COLOUR 
SYSTEMS NO LIMITS
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SCHWARZKOPF 
PROFESSIONAL 

BLONDEME

VIBRANT SEXY HAIR 
RANGE

CRAZY COLOUR

L’ORÉAL 
MAJIREL

REDKEN SHADES EQ

MONTIBELLO 
OALIA

RE-KOLOUR HAIR COLOUR REMOVER

PAUL MITCHELL 
THE DEMI

Schwarzkopf Professional has taken 
the next step in bonding technology 
by adding its innovative formula into 

its BLONDEME colour and care 
collection. Perfect for recreating 
Lesley and Kim’s new blonde 
techniques. RRP FROM £13 INFO: 

SCHWARZKOPF-PROFESSIONAL.CO.UK

Encourage your clients to 
look after their new ‘do with 
the Vibrant range from Sexy 

Hair – we love the Colour 
Guard Post Colour Sealer for 

its prolonging qualities. 
RRP FROM £13.95 INFO: 

SEXYHAIR.CO.UK

One of the original semi-permanent 
colour houses, Crazy Color is a go-to for 
vibrant, on-trend shades. 
RRP FROM £3.99 INFO: CRAZYCOLOR.CO.UK

The permanent 
Majirel range is 
Paul Dennison’s 
choice for that 
statement acid 
green look – 
though with over 
100 shades, you 
can create any 
tone you desire!
TRADE PRICE ON 
REQUEST INFO: 
LOREALPROFES-
SIONNEL.CO.UK

The PPD and 
ammonia-free 
formulation of 
MONTIBELLO’s 
Oalia range is 
perfect for sensitive 
clients – but still 
offers 100 percent 
grey coverage and a 
lightening capacity of 
up to four tones. 
TRADE PRICE: £6.40 
INFO: MONTIBELLO.COM

Give clients the freedom to change 
their colour completely with Re-Kolour, 
which removes artifi cial colour with a 
patented formula that won’t damage or 
alter the natural pigment. TRADE PRICE: 
£40 STARTER KIT INFO: PERA357.COM

For clients looking for gentle, 
commitment-free colour that 
lasts for four to six weeks, The 
Demi is a no-brainer. Mixed to 
a unique gel consistency that 
works well for both bottle and 
brush application, the vibrant 
selection of shades won’t 
disappoint.
TRADE PRICE: £5.97 PLUS VAT 
INFO: PAUL-MITCHELL.CO.UK

Popular for its versatility 
and wide range of colours 
– with 85 intermixable 
shades across 19 tonal 
groups – the Fudge 
Professional Headpaint 
range is a good place to 
start for a wide variety 
of modern looks and 
techniques.
TRADE PRICE FROM 
£4.95 PLUS VAT INFO: 
FUDGEPROFESSIONAL.COM

FUDGE PROFESSIONAL 
HEADPAINT

GOLDWELL 
ELUMEN
One of the key products used 
for Goldwell’s ‘In Flux’ collection, 
the demi-permanent Elumen is a 
hero product for its unique ability 
to treat the hair from the inside 
out, for intense results that last. 
TRADE PRICE: ON REQUEST 
INFO: GOLDWELL.CO.UK

MONTIBELLO 
OALIA
The PPD and 
ammonia-free 
formulation of 
MONTIBELLO’s 
Oalia range is 
perfect for sensitive 
clients – but still 
offers 100 percent 
grey coverage and a 
lightening capacity of 
up to four tones. 
TRADE PRICE: £6.40 
INFO: MONTIBELLO.COM

their colour completely with Re-Kolour, 

patented formula that won’t damage or 

though with over 
100 shades, you 

Conditioning Colour Gloss,
Redken’s cult gloss product, 
is a favourite amongst 
many colourists for its 
supreme shine and long-
lasting results. TRADE PRICE: 
£7.30 INFO: REDKEN.CO.UK
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THE MALE GROOMING 
MARKET IS SET TO 
OVERTAKE THE FEMALE 
MARKET IN SKINCARE AND 
HAIR – AND IT’S NOT SET 
TO PLATEAU THERE. GET 
ON THE SAME PAGE WITH 
A HIGH PERFORMANCE 
RANGE OF PRODUCTS NEW 
FROM BED HEAD FOR MEN, 
TO RULE BOTH BEARD AND 
HAIR, CREATED AND TESTED 
BY HAIRDRESSERS AND 
BARBERS.

DON’T 
LOSE FACE

TIGIAdvertorialBH4M.indd   46 27/02/2017   16:50



SB:ADVERTORIAL

O
ver the last 
few years the 
popularity of 
male facial 
hair has 
grown rapidly, 

from a fashion-led trend for 
unshaven facial hair to the full, 
thick beard, requiring serious 
maintenance, and that’s good 
news for all barbers wanting to 
build their business.

Inspired by this Global trend, 
Anthony Mascolo, TIGI 
International Artistic Director 
[currently also sporting 
a beard] and his Team, 
have launched new, high 
performance products within 
the Bed Head for Men range. 

Tested by barbers on both 
sides of the Atlantic, the 
new products are designed 
to rule both hair and 
beards supporting barbers 
everywhere.

To show the versatility of 
the new products TIGI has 
created step-by-step guides 
to achieve the essential new 
ritual. Available to all barbers 
using and retailing Bed Head 
for Men, The Cut, Style and 
Grooming Guide supports 
internal education, provides 
inspiration and gives technical 
support.

You can even access TIGI’s 
exclusive education to improve 
your male services when 
you’re out and about, through 
the TIGI 24/7 mobile app. 
Featuring a comprehensive 
library of cut and colour step-
by-step techniques and videos, 
available at your fingertips, it 
has all you need to learn how 
to tame the beast.

TO SHOW THE 
VERSATILITY OF THE 
NEW PRODUCTS TIGI 
HAS CREATED STEP-

BY-STEP GUIDES 
TO ACHIEVE THE 
ESSENTIAL NEW 

RITUAL.  AVAILABLE 
TO ALL BARBERS 

USING AND RETAILING 
BED HEAD FOR MEN, 
THE CUT, STYLE AND 
GROOMING GUIDE 

SUPPORTS INTERNAL 
EDUCATION, PROVIDES 

INSPIRATION AND 
GIVES TECHNICAL 

SUPPORT.

Packed with super fuel 
ingredients including 

Sacha Inchi Seed Oil with 
a potent combination of 
omega 3 and vitamin A, 

and Vitamin E that works 
to revitalise, reduce 

irritation, hydrate and 
provide anti-infl ammatory 

and anti-oxidant 
properties, these are the 
products to have on your 

radar.

BALM DOWN £12.95
COOLING AFTERSHAVE
A soothing 
aftershave and 
daily moisturiser, to 
hydrate and soften 
the skin, reducing 
dryness and irritation.

1

2

3

LION TAMER £12.95
BEARD & HAIR BALM

The fi rst balm 
designed for both 

beard and hair, 
providing light control 
and conditioning as it 
refreshes, nourishes 

and softens the beard 
and hair. Perfect for 

out-of-control full 
beards.

33

The fi rst balm The fi rst balm The fi rst balm 
designed for both designed for both 

beard and hair, beard and hair, 
providing light control providing light control 
and conditioning as it and conditioning as it 
refreshes, nourishes refreshes, nourishes 

and softens the beard and softens the beard 
and hair. Perfect for and hair. Perfect for 

out-of-control full out-of-control full 
beards.beards.

MO RIDER £9.95
MOUSTACHE CRAFTER
Mo Rider features a 
subtle fragrance and 
special properties to 
nourish facial hair, 
sculpt and shape 
any moustache, 
with a strong hold 
to maintain the 
desired shape.

Info: tigiprofessional.com 
bedhead.com
Instagram: 
TIGIProfessionals  
BedHeadbyTIGI
Facebook: BedHead by TIGI
Visit Google Play or the 
Apple Store and download 
the TIGI 24/7 app on your 
smartphone or tablet.

47

USING AND RETAILING 
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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.
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HEADMASTERS CELEBRATED IN 
STYLE REVEALING ITS STARS OF 
2016 AT A RIO CARNIVAL-THEMED 
CEREMONY, HOSTED BY TELEVISION 
PERSONALITY JOEY ESSEX. 

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 
2016.  

The Headmasters 
Awards comprised of 
seven awards from 
Business, judged on in-
salon performance and 
fi ve from Creative. The 
latter were independently 
judged by renowned 
hairdressers Jack Howard, 
Sophia Hilton and Darren 
Oram ,Education Director 
at L’Oréal and Karine 
Jackson, Chancellor from 
The Fellowship.

Celebrating a successful 
year, Headmasters 
Chairman John 
Sanders opened with a 
congratulatory speech 
to the team detailing the 
brand’s success of 2016 
and expansion plans

for 2017. Meanwhile 
Raju Raymond, CEO of 
Headmasters, enthused 
that the salon group 
has had an extremely 
successful year.

Once all award winners 
had been congratulated 
the party got started as 
staff danced the night 
away sipping wine and 
cocktails while the DJ 
pumped out high octane 
fl oor-fi llers 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 
2016.

Rio 
meets 
Essex
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CELEBRATING A 
SUCCESSFUL YEAR, 

HEADMASTERS CHAIRMAN 
JOHN SANDERS OPENED 

WITH A CONGRATULATORY 
SPEECH TO THE TEAM 

DETAILING THE BRAND’S 
SUCCESS OF 2016 AND 
EXPANSION PLANS FOR 

2017. 
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CELEBRATING ANOTHER 
PHENOMENAL YEAR, WITH THE 
OPENING OF 11 NEW SALONS, 
INCLUDING THE MOST NORTHERN 

RUSH SALON IN MANCHESTER, 
PLUS THE CONTINUAL GROWTH 

OF THE COMPANY BOTH ON A 
BUSINESS LEVEL AND CREATIVELY, 

THE RUSH OSCARS ONCE AGAIN 

PROVIDED THE PERFECT WAY TO 

GET 2017 OFF TO A FLYING START. 

Cele-
brating 
success

H
eld at the 
beautiful art 
deco Savoy 
Theatre. the 

Rush Oscars began with 

a welcome speech from 

CEO Andy Phouli, who 

welcomed 2017 as a 

‘new year, new direction 

and new venture’.

Andy went on to share 

Rush’s plans for building 

and developing the 

brand, with Lloyds 

Banking Group at the 

heart of it after coming 

on board as an investor 

to accelerate the national 

expansion of the salon 

chain. 

Fellow CEO, Stell 

Andrew later took to 

the stage to give a 

compassionate speech, 

calling 2016 the best 

year Rush has ever had 

and promising for 2017, 

the team will step up 

to the challenge. The 

audience also heard how 

Rush Live raised £14,800 

for Great Ormond Street 

Hospital bringing the 

total raised over seven 

years to £120,000. 

It was then on to 

the awards and the 

keenly anticipated 

creative categories 

with Shelly Sumner 

being inducted into the 

Workshop Team and 

Ryan Humpage winning 

the Photographic 

Competition, the prize 

including a photographic 

shoot and a toolkit 

courtesy of ghd. 

Andy drew the evening 

to a close bringing on 

daughters Sophia and 

Georgia to present the 

fi nal award for London 

Salon of the Year to 

Baker Street. 

After, there was ample 

time for winners to revel 

in their glory before 

home time and a good 

night’s rest, ready to 

tackle an exciting 2017. 52
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THE AUDIENCE ALSO HEARD HOW RUSH LIVE 
RAISED £14,800 FOR GREAT ORMOND STREET 
HOSPITAL BRINGING THE TOTAL RAISED OVER 

SEVEN YEARS TO £120,000. 
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TAKING SMART BLONDE ACROSS THE GLOBE, HOOKER & YOUNG HAVE BEEN HOSTING THEIR ‘MADE IN ENGLAND MEETS BLONDME’ ROADSHOW, IN THE NAME OF SCHWARZKOPF PROFESSIONAL.

Greece 
is the 
word… 

International show 
and seminar 
favourites Hooker 
& Young have 

just returned from 
Greece, where they 
were inspiring, training, 
demonstrating and 
wowing audiences 
with cutting, colouring 
and styling work. 

With two fully sold 
out auditoriums of 
Schwarzkopf salon 
owners and teams 
in both Athens and 
Thessalonika, Gary 
Hooker and Michael 
Young headed up 
the team to show 
their own brand of 
accessible, engaging 
hairdressing. 

“We’ve had a fantastic 
time in Greece with a 
fast paced programme 
we showcased what 
are honestly the best 
blondes we’ve worked 
with so it’s great to 
share the love!” says 
Michael.

The purpose of the 
tour [which sees them 

heading to Australia 
this month] is to 
demonstrate a world 
of blonde looks on 
12 models. It doesn’t 
end there though: 
on May 12, they’re 
opening Schwarzkopf 
Professional’s Essential 
Looks Global Launch 
show at The Troxy in 
London, proving 2017 
as one on the road for 
the Geordie duo. 

“Gary and Michael 
are the consummate 
professionals; 
their knowledge of 
the Schwarzkopf 
Professional collection, 
particularly BlondMe, 
is outstanding and they 
share their passion 
for the brand, and the 
success it has in their 
own salons with their 
teams and clients. The 
way they bring their 
personal message to 
audiences is incredibly 
inspiring,” adds 
Stephen McDowell, 
Head of Education 
for Schwarzkopf 
Professional UK and 
Ireland. 53
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GARY AND MICHAEL ARE THE 
CONSUMMATE PROFESSIONALS, THEIR
 KNOWLEDGE OF THE SCHWARZKOPF 

PROFESSIONAL COLLECTION, 
PARTICULARLY BLONDME, 

IS OUTSTANDING. 
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IT’S 
SHOW
TIME

SB:FASHION

54
FashionEdit.indd   54 28/02/2017   15:11



OUR BROADEST 
SEASON YET, SS17’S 
STIMULUS OF 
CATWALK TRENDS 
WILL SATISFY 
EVERYONE FROM 
TRADITIONALISTS TO 
RISK-TAKERS. TIME 
TO GET INSPIRED.

SB:FASHION

55

S
pring summer 17 was 
a great season for 
hair. In a time of such 
constant and quick 
development – when 
the very reason for 

fashion shows is changing [the 
digital world allowing audiences 
to view collections as and when 
they’re happening] – the whole 
experience has become immersive 
and all-encompassing. 

With that in mind, the approach 
to hair has become progressively 
more exciting – it’s time to really 
put on a show. “This season 
wasn’t about towing the line,” 
says Wella Global Creative Director 
Eugene Souleiman. “All the looks 
had a real point of view. I was 
really energised by the creativity.” 

Boundary-pushing, imaginative and 
at times anarchic, this season is 
certainly one to take note of.
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ALL OF A 
FLUTTER
Soft, whimsical texture made a 
regular appearance across the 
fashion capitals – contradictory to 
the ultra-polished celebrity looks 
that are so common within the 
realms of social media at present. 

At Reem Acra, the collection 
begged for hair that followed suit 
from its secret garden-inspired 
themes, so R+Co Educator and 
Lead Stylist Thom Priano created 
a soft, pulled-back style with wild 
falling curls. 

Braiding techniques – a catwalk 
staple – were updated with wispy 
details, meanwhile at Erdem, 
ghd Session Stylist Anthony 
Turner teased out loose strands 
from his plaited chignons for a 
‘shipwrecked’ fi nish.

Interestingly, at Michael Kors – 
usually the epitome of glamour 
and uptown luxe – the models 
were asked by stylist Orlando Pita 
to sleep on their hair wet the night 
before, for the ultimate undone 
wave. 

SOFT, WHIMSICAL 
TEXTURE MADE 
A REGULAR 
APPEARANCE 
ACROSS THE 
FASHION CAPITALS 
– CONTRADICTORY 
TO THE ULTRA-
POLISHED CELEBRITY 
LOOKS THAT ARE SO 
COMMON WITHIN THE 
REALMS OF SOCIAL 
MEDIA AT PRESENT.

AS SEEN AT:
ERDEM  AND 
REEM  ACRA

For a similar look in-salon, 
Francesco Group’s James 
Earnshaw suggests wrapping 
damp hair into four low buns and 
spritzing with salt spray before 
blasting with a hairdryer. “It gives 
natural movement to the hair 
instead of a set blowdried look,” 
he says.

NEW 
MOVEMENT
Speaking of waves, we most 
prominently saw a kink over a 
curl this season – with many 
shows displaying relaxed surfer 
girl styles and brushed-out 
ringlets. Moroccanoil’s Antonio 
Corral Calero was inspired by the 
mystery of the rainforest for his 
wild and animalistic look at Kristian 
Aadnevik, which he dubbed a 
‘broken wave’ – created with a 
medium barrel tong and plenty 
of dry shampoo. His backstage 
trick? Finish the hair upside-down, 
roughening with fi ngers – suggest 
it to your more open-minded 
clients for a mussed-up look. 

At Hellessy, a modern bend was 
created in the hair by securing 
tightly with a pony before 
removing, then exaggerating the 
kink with a large tong. Meanwhile 
at Topshop Unique the texture 
was reminiscent of left-in braids 
that had just been released – loose 
at the top, and tapering to a tight 
crinkle towards the ends. This 
aesthetic was pushed further 
at the likes of Gucci and Ashley 
Williams, where some models 
wore a completely crimped look 
for maximum impact.

 JET SET
        HAIR 
HEROES

There’s no need to compromise on style or space, with the limited edition 
ghd ultimate travel gift set. Featuring our ghd platinum® styler and 

ghd flight® travel hairdryer, save over £30 and room for that extra pair of shoes. 

Contact your ghd account manager today or 
 call 0845 3301133 for more information.
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AS SEEN AT:
PIERS ATKINSON

FashionEdit.indd   58 28/02/2017   15:11



59

SB:FASHION

“IMAGINE ALL THE 
GLAMOUR OF EIGHTIES 
SUPERMODELS...CINDY, 
CLAUDIA… BUT GIVEN 
A MASCULINE EDGE 
WITH THE ADDITION 
OF THE DRAMATIC 
PARTING, CREATED 
WITH A STRONG GEL.”

AS SEEN AT:
DSQUARED2 

AND HELLESSY

THROWBACK 
THURSDAY
Every season sees an iconic 
decade given new life, and most 
notably this time around it was the 
eighties, with mega volume and 
texture taking centre stage. 

A signature deep side-part was 
favoured by many, seen at 
Balmain, Dries Van Noten and 
Prada to name just a few – at Louis 
Vuitton, the lesser side was swept 
back with a barrette for a truly 

nostalgic nod to the decade. 

Session Specialist Sam 
McKnight brought two very 
opposing interpretations of the 
retro trend to both Chanel and 
DSquared2. 

For the former, a cheeky take on 
the obvious – low, side-swept 

ponys fi xed with hairbands 
embossed with the 
brand’s iconic logo [the 
models wore sideways 
neon baseball caps to 
complete the look], while 
the latter featured a 
smoother, more modern 
aesthetic:

“Imagine all the glamour 
of eighties supermodels,” 
he said of the look. 
“Cindy, Claudia… but 
given a masculine edge 
with the addition of the 
dramatic parting, created 
with a strong gel.”
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THE KEY TO 
ACHIEVING THE 
PERFECT FRINGE 
IS TO LEAD WITH 
THE NATURAL HAIR 
STRUCTURE; THE 
SHORTNESS OF HAIR 
POSITIONED ON THE 
FOREHEAD CAN OFTEN 
BE THE HARDEST TO 
STYLE, SO WORK 
WITH WHAT YOUR 
CLIENT’S GOT.”

AS SEEN AT:
HOUSE OF HOLLAND 
AND JEREMY SCOTT

60
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BANG BANG
As the direct opposite to the 
slick side-part, fringes also saw 
a resurgence for spring summer 
17 – with everything from choppy, 
blunt, parted and micro, making it 
onto the runway. 

Guido cut in some statement, 
poker straight bangs for a select 
few models at Versace, while 
at Givenchy he created a glossy 
side-swept look across the 
forehead. At House of Holland we 
saw everything from daring micro 
fringes to mid-parted curtains, 
but one of the most stand-out 
looks came at Rochas, where 
Paul Hanlon made use of clip-ons, 
tonging them to create a rockabilly-
style look. 

For Harriet Franks of Blue Tit 
Peckham, a fringe is the ideal way 
to take a haircut from last season 
into this one. “Cut it super-blunt 
for a sharp, sophisticated look, or 
follow the crowd and go for messy, 
bed-head bangs,” she says. 

“The key to achieving the perfect 
fringe is to lead with the natural 
hair structure; the shortness of hair 
positioned on the forehead can 
often be the hardest to style, so 
work with what your client’s got.”

BREAK THE 
RULES
The element of fun was certainly 
an undercurrent beneath many 
of this season’s hair looks – with 
plenty of vibrant, zany and one-off 
styles to offset against more 
natural looks elsewhere. 

“What emerged were two 
dominant aesthetics: very real or 
very avant-garde,” said backstage 
colourist Josh Wood.

Firmly in the avant-garde category 
were Sam Burnett’s creations 
for Piers Atkinson using KMS 
California – with incredible over-
sized fl oral pieces and plenty of 
alternating textures. 

“The hair was inspired by artifi cial 
beauty enhancements and over 
the top self-indulgence,” he 
tells us. “There’s a combination 
of oversized bunches, slicked-
back hair, afros and exaggerated 
shapes. I intentionally created 
artifi cial shine to give that ‘plastic 
fantastic’ feeling!”

At Jeremy Scott, the statement 
was in the cutting with Eugene 
Souleiman’s Sassoon-inspired 
beret styles, shown on the catwalk 
in varying shades. “It’s all about 
boundary-pushing cuts,” he 
declares. “A chop that says: ‘I’m 
breaking the rules’. They’re bold, 
assertive and anti-conformity.” 

But for Eugene, no matter how 
striking the look, there’s one rule 
that must always be abided by 
when recreating theatrical catwalk 
styles. “However dramatic the 
cut, the hair should always be 
touchable,” he says. 

Sounds like spring summer 17 is 
a season of contradictions – edgy 
yet approachable, wearable yet 
excessive, modern yet retro. 
Luckily for us, opposites attract. 
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high end
MARC ANTONI HAS BEEN IN BUSINESS FOR OVER 50 YEARS, LAUNCHING THE 
FLAGSHIP HENLEY SALON IN 1984 HEADED UP BY BRUNO GIAMATTEI FROM 
THE START. THE SHOP, WHICH USED TO BE A RECORD STORE, STARTED OUT 
WITH SIX WORK STATIONS AND FOUR STAFF AND CATERED FOR BOTH SEXES 
FROM THE OUTSET. NOW, THERE ARE 12 STYLING STATIONS, 15 STAFF AND A 
GRAND SPANKING NEW INTERIOR SINCE A RECENT REFURB. HERE ARE THE 
EXCLUSIVE PICS FROM INSIDE…

62
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From the moment you 
step into Marc Antoni’s 
Henley salon [they 
have another four in 

Woodley, Caversham, Fleet 
and Bracknell], it’s clear that 
everything was designed for 
maximum comfort. 

With furniture sourced from 
their hometown of Italy, owner 
Simon Giamattei designed the 
refurbishment from concept 
to delivery with much of the 
furniture handmade with his 
own fair hands.   

Talking about why he decided 
to give the salon a facelift, he 
says: “There were a number 
of reasons but the priorities 
were our clients and staff. We 
wanted to ensure that they 
both enjoyed the experience 
when they were in the salon. 
It’s important for our team to 
feel motivated and work in 
an environment that speaks 
creativity and comfort.”

Conscious of their long standing 
staff, Simon says they were 
wary of changing the interior 
too drastically, but what they 
have achieved is a warm and 
inviting salon with an effortless 
style. 

And while style was important, 
function was paramount. The 
salon has a very long line vision, 
so from the reception desk 
you can see straight through 
the salon. The backwash area 

63
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         WE SPENT A LONG 
TIME LOOKING AT 
LIGHTING; IT’S ENERGY 
EFFICIENT THROUGHOUT 
BUT ALSO IMPROVES 
MOOD, LESSONS FATIGUE 
AND ENSURES CLIENTS 
AND STAFF FEEL THE 
BENEFIT OF NATURAL 
LIGHT AS MUCH AS 
POSSIBLE.

“

“

is now at the back of the salon, 
which Simon says enables 
clients to feel more secluded, 
while before it was in the 
middle.

The entire refurb took 18 days 
from start to fi nish [or nights, 
as Simon jokes], which was 
quite some feat, considering 
the changes. It was achieved 
through a huge amount of 
planning and good organisation 
from Simon and Paul Fogarty 
of PJF Builders. “Planning 
on design, the team, building 
regs and planning permission 
were just some of things 
that were vital,” adds Simon. 
“Communication with staff and 
clients was another important 
part – we had to make sure 
everyone knew when we were 
closing and when we were 
opening.”

Quality is always important so 
the fl ooring is made of Amtico, 

to stand the test of time, 
meanwhile the reception area 
has been adapted to include 
seating and a table – with the 
added bonus that it’s in full view 
of the retail display.

The furniture and pieces were 
all bespoke and sourced from 
around the world as far as New 
Zealand, although Simon’s 

SB: INTERIORS
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MARC ANTONI : HENLEY

SB: INTERIORS

favourite aspects of the redesign 
are the staircase and reception 
desk. 

“They’ve both have made a 
dramatic difference to the overall 
look of the salon,” he says, 
and it certainly is a large open 
space, thanks in part to the high 
ceilings. During the refurb they 
added sky lights to the offi ce 
space too, which provides light 
to the mezzanine and salon fl oor. 

It wasn’t the easiest of 
transformations as the building 
is listed, so planning permission 
wasn’t straightforward, although 
I’m not sure it proved as 
problematic as giving the staff 
some input as Simon exclaims: 
“We asked the offi ce staff what 
colour carpet they wanted in the 
offi ce…well…never ask a group 
of people their opinions…”

The colour scheme was a little 
easier – white walls with accents 
of black for chairs and chrome 
tables for a simple scheme 
to ensure it’s not fussy and 
cluttered. And what painting 
couldn’t do, lighting did: 

“We spent a long time looking 
at lighting; it’s energy effi cient 
throughout but also improves 
mood, lessons fatigue and 
ensures clients and staff feel the 
benefi t of natural light as much 
as possible.”

SIMON’S TOP FIVE 
WHEN PLANNING A 
RENOVATION

PLAN – never think you’ve done 
enough planning 

DON’T ALLOW too many people to 
have an opinion 

WORK WITH people you trust 

GIVE YOURSELF TIME – you never 
know what might come up 

ALLOW enough budget

InteriorsMarch.indd   65 28/02/2017   20:21



SBAwardsMarch.indd   66 03/03/2017   17:55



THE CLOCK IS TICKING
ENTRIES CLOSE APRIL 10, 2017

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

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

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

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

CATEGORIES

FOR SALONS

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

FOUR NEW SALON CATEGORIES

ART TEAM
AFRO SALON
SALON GROUP
RETAIL SALON

FOR INDIVIDUALS

OUTSTANDING STYLIST

THE
AWARDS

KEY DATES

ENTRIES OPEN: JANUARY 16
ENTRIES CLOSE: APRIL 10
JUDGING PROCESS: APRIL 10 TO APRIL 24
FINALISTS ANNOUNCED: 
MAY/JUNE ISSUE OF SALON BUSINESS
WINNERS ANNOUNCED 
AT AWARDS SOIREE: JUNE 26
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THE BIG 
DIFFERENCE
> ONLINE ENTRY

> ANONYMOUS JUDGING, 
EVERY WINNER IS A TRUE 
WINNER

> FREE ENTRY

> MARKETING MATERIAL 
FOR EVERY FINALIST 

> PR COVERAGE IN SALON 
BUSINESS FOR EVERY 
WINNER

> EASY TO ENTER

> INFORMAL AND 
ENTERTAINING AWARDS

> COMPETITIVELY PRICED 
AWARDS TICKETS

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’ll be able to edit your entry as 
many times as you like by selecting 
save, at which point a link will be 
sent to your email for you to pick 
up the entry where you left off. But, 
don’t forget the closing date of April 
10, 2017. 
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Opening its doors in 
2001, The Century Club 
encompasses the perfect 
location for the Salon 
Business Awards 2017, in 
the heart of Soho.

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

Plus with our dedication 
to making it accessible to 

all, we keep the tickets 
competitively priced so 
salon owners can bring 
the entire team, and 
party all night long to our 
popular DJ. 

BUY YOUR TICKETS 
NOW ONLINE AT 
SALONBUSINESS.CO.UK
£90 PER HEAD +VAT

THE PARTY
SAVE THE DATE 
JUNE 26, 2017 

CENTURY, SOHO

THE BIG 
DIFFERENCE

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

//HEAD// Hair DOCTOR

//STANDFIRST// ++CANDY-COLOURED HAIR, PALE 
PASTELS OR RAINBOW STRIPS, 
ONCE AN EXCLUSIVE BADGE OF 
HONOUR FOR THE YOUNG AND 
FEARLESS, HAVE ESCAPED THEIR 
GREEDY HANDS AND MOVED 
DECIDEDLY MAINSTREAM. BUT 
DOES THE CONSUMER, SEDUCED 
BY THE ARRIVAL OF BOX DYE 
VERSIONS OF THESE SHADES, 
REALLY UNDERSTAND WHAT IT 
TAKES TO ACHIEVE THE PROMISE 
OF PALE PURPLE OR THE GLORY OF 
GRANNY GREY? COLIN MC ANDREW, 
OWNER OF THE MEDUSA GROUP IN 
EDINBURGH, HAS SEEN EVIDENCE 
THEY DON’T. REQUESTS FOR 
SERIOUS COLOUR CORRECTION HAS 
RISEN DRAMATICALLY AT HIS SALON 
IN RECENT YEARS, SO HE KNOWS 
EXACTLY WHAT TO DO. NOW YOU 
CAN, TOO.

+HAIR
DOCTOR
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SB:HAIR DOCTOR

WHY ARE THE 
PASTELS SO 
EASY TO GET 
SO WRONG?

I love the new shades that have 
come through and I’m convinced 
they’re here to stay, but as with 
any new trends, it doesn’t take 
long for home colouring kits 
to appear and that’s when you 
start to experience a sudden 
hike in tearful people on the 
phone asking for help. For 
the pale shades it’s all about 
the base colour – it has to be 
spot-on or the toner will look 
patchy – and this is what the 
consumer doesn’t understand. 
Few appreciate how diffi cult it 
is to lift the colour enough for 
these shades and how damaging 
it can be for hair when not done 
properly. They bleach up their 
hair, it goes brassy or there 
is banding or, worse, there’s 
breakage.

HOW DO YOU DEAL WITH A 
TEARFUL CLIENT ON THE 
PHONE?
It’s heartbreaking when you 
hear of these tales of woe so 
we try to respond as quickly as 
possible. We’ll get them in at 
the earliest opportunity; that day 
if possible. We’ve even stayed 
open late in to the evening 
to help fi x a colour disaster, 
because it’s a very emotional 
and upsetting experience and 
you can’t help but want to do as 
much as you can for them. 

+HAIR DOCTOR+HAIR DOCTOR

++TEARFUL CLIENT ON THE +TEARFUL CLIENT ON THE 
PHONE?+PHONE?
It’s heartbreaking when you +It’s heartbreaking when you 
hear of these tales of woe so +hear of these tales of woe so 
we try to respond as quickly as +we try to respond as quickly as 
possible. We’ll get them in at +possible. We’ll get them in at 
the earliest opportunity; that day +the earliest opportunity; that day 
if possible. We’ve even stayed +if possible. We’ve even stayed 
open late in to the evening +open late in to the evening 
to help fi x a colour disaster, +to help fi x a colour disaster, 
because it’s a very emotional +because it’s a very emotional 
and upsetting experience and +and upsetting experience and 
you can’t help but want to do as +you can’t help but want to do as 
much as you can for them. +much as you can for them. 
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HOW LUCRATIVE CAN COLOUR 
CORRECTION BE?
We’ve a reputation for being able 
to deal with the most extreme 
scenarios, probably because 
we’ve got so many colour 
specialists on the team, including 
ex-Wella, GenNow member 
Peter Mellon. A colour correction 
done well can create a client 
for life, so it’s worth taking the 
time and effort to do it really well 
from a business point of view 
as well as just wanting to help. 
We charge for it based on the 
time it takes to get it right, which 
can be four or fi ve hours. It also 
might take repeat appointments. 

HOW DO YOU MANAGE THE 
CLIENT’S EXPECTATIONS?
Obviously, in situations like this 
the consultation is absolutely 
crucial. We approach it as 
sensitively as possible, even 
taking the client into a private 
room so she doesn’t feel 
embarrassed as we discuss 
exactly what happened and 
what she was trying to achieve. 
At this point we’ll do a strand 
test. We always under-promise 
at this stage and it’s important 
to be absolutely straight and 
transparent about costs, time 
and risk. To raise expectations 
by saying a colour correction 
is possible that day is naïve, 
because there are a whole host 
of reasons why it might actually 
make things worse. And if you 
under-promise and then achieve 
a really good result, the client 
is delighted. Better that than 
raising expectations that can’t be 
met. We also reiterate again 

          A COLOUR 
CORRECTION DONE 
WELL CAN CREATE A 
CLIENT FOR LIFE, SO 
IT’S WORTH TAKING THE 
TIME AND EFFORT TO DO 
IT REALLY WELL FROM 
A BUSINESS POINT OF 
VIEW AS WELL AS JUST 
WANTING TO HELP. WE 
CHARGE FOR IT BASED 
ON THE TIME IT TAKES 
TO GET IT RIGHT, WHICH 
CAN BE FOUR OR FIVE 
HOURS. 
  

“

“
and again how important it is 
that they’re completely honest 
about the chemical history of 
their hair. 

WHAT’S THE MOST COMMON 
COLOUR DISASTER YOU SEE?
Banding is very diffi cult to avoid 
with DIY colouring and diffi cult to 
correct in-salon. You have to work 
on the bands in isolation, often 
section by section, washing off 
quickly so it doesn’t over-process. 
It can be a lengthy process 
and you have to be so patient. 
You also have to be positive, 
to reassure the client so she’s 
confi dent you can deliver what 
you promised. The client never 
has an inkling of how stressful 
this process can be for us. Also, 
hair going darker than the picture 
on the box happens frequently, or 
the colour clashes with the skin 
tone, so it looks awful. Then it’s 
all about lifting the pigment and 
that can take multiple visits. 
Of course, there are the dreaded 
chunky highlights too, or where 
they’ve blended and left huge 
patches. We see this less often 
with DIY colouring, although it 
does happen. But this is usually 
someone coming from a botch 
job at another salon. 

HAVE TECHNOLOGICAL 
ADVANCES IN PRODUCTS MADE 
IT EASIER TO CORRECT COLOUR?
Without question. The arrival 
of bonding technologies has 
been incredible because you 
can actually repair hair as you 
treat it. We add Olaplex into the 
mix and we advise on follow-
up treatments in-salon and the 
home care product. Previously, 
I’ve seen disasters that were 
unfi xable because you knew the 
minute you started the hair would 
simply break, but with Olaplex 
you can protect as you work. 
Cleansing treatments are also 
fabulous on minor discolouration 
or where chlorine has given hair 
a green sheen, especially if the 
hair was virgin prior to the ill-
advised home attempt. It can be 
easily and quickly applied at the 
backwash without any harm to 
the hair. Same with toners to take 
out the yellow or brass of badly 
lightened hair. We will often apply 
a mild combination – equal parts 
shampoo, water and bleach – to 
a bad colour as a starting point, 
and then go in for more extreme 
correction if necessary.

HAIR: COLIN 
MCANDREW

PHOTOGRAPHY: 
JOHN RAWSON

MAKEUP: HANNAH 
DAVIES

STYLING: 
MAGDALENA 

MARCINIAK AND 
JARED GREEN
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WITH MANY BRITISH HAIRDRESSING 
GREATS SUCH AS JENNIFER CHEYNE, 
CHARLIE TAYLOR AND TRACEY DEVINE 
PROVING SCOTLAND IS WHERE THE 
TALENT’S AT, IT’S NO SURPRISE THAT 
FELLOW SCOT, PAUL PATTERSON WAS 
INSPIRED TO JOIN THEM SETTING UP 
TWO SALONS OF HIS OWN. OWNER 
OF ISHI SALON IN EDINBURGH, PAUL 
BELIEVES SCOTLAND IS THE PLACE TO 
WATCH FOR HAIRDRESSING, SO WE 
DECIDED TO SPEND A LITTLE MORE 
TIME WITH HIM, AND WE THINK 
YOU’LL AGREE IT WAS WORTH IT.

SB:FEATURE

IN HIS SHOES
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W HAT’S THE 
STORY 
BEHIND 
ISHI?

My business partner Chris 
and I both worked for an 
Edinburgh-based salon chain 
for many years. We wanted 
to stretch our creativity and 
vision more. It was our vision 

to create a salon where not only 
our team could freely expand their 
potential, but I could too and ISHI 
was born.

ARE THERE ANY HAIRDRESSERS WHO 
HAVE TRULY INSPIRED YOU OVER 
THE YEARS? 
Sophie Laidlaw, owner of 
Wonderland Salon. Her work 
with long hair that she and her 
team create blows my mind 
every time. Also, Peter Melon, of 
Medusa. His creativity is endless 
and his kindness and ease to work 
with is always respected. Austen 
Thompson, owner of Austen 
Thompson, I follow on Instagram 
and I love his technical ability. He 
creates great classic techniques 
with edge.

BEHIND EVERY GREAT HAIRDRESSER 
THERE IS OFTEN A STRONG 
NETWORK OF FAMILY AND FRIENDS – 
WHO’S IN YOURS?
My fiancé India is my best friend 
and a huge support, and my two 
girls Pixie and Missy really put 
perspective on everything. I’m very 
blessed. 

WHY DO YOU THINK SCOTLAND IS SO 
STRONG FOR HAIRDRESSING?
Scotland is full of exceptionally 
talented hairdressers. We Scots 
have created a huge supportive 
network with little animosity 
between salons. This, combined 
with the passion we all have, is 
something really special. Added to 
that, I also feel the partnership in 
Scotland with product manufacturers 
really sets us up for success. 

HOW DO YOU KEEP YOUR TEAM 
INSPIRED? 
We’ve allowed and fully supported 
our staff to push themselves 
and to follow their own creative 
journeys. Motivation is so different 

SB:FEATURE

W
My business partner Chris 
and I both worked for an 
Edinburgh-based salon chain 
for many years. We wanted 
to stretch our creativity and 
vision more. It was our vision 
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for each individual, it’s about 
finding that and encouraging 
it. Reading industry and 
consumer magazines is 
key and something that we 
encourage. Following icons in 
the industry on social media 
channels is a huge part of 
learning and helps bring new 
ideas into the salon but it’s 
also about networking. We 
want our staff to have the 
passion and drive in their 
career.  

DO YOU FEEL THE NEED TO 
TRAVEL TO LONDON FOR 
INSPIRATION? 
No, not at all. Of course 
London is a hub of creativity 
and I love it for that, but the 
whole of the UK is together 
as one creative force and 
it’s thanks to publications 
like Salon Business, industry 
associations like HABB and 
The Fellowship, who all 
do their part bringing the 
different elements together. I 
encourage people to come and 
visit events and seminars in 
Scotland; we’d welcome them 
with open arms.

WHAT ADVICE DO YOU HAVE 
FOR OTHER SALON OWNERS IN 
SCOTLAND? 
Look after your team; they’re 
yours and should be cherished. 
I really admire Cheynes and 
Marc Antoni in this area – 

SB:FEATURE
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         OF COURSE 
LONDON IS A HUB OF 
CREATIVITY AND I 
LOVE IT FOR THAT, BUT 
THE WHOLE OF THE 
UK IS TOGETHER AS 
ONE CREATIVE FORCE 
AND IT’S THANKS TO 
PUBLICATIONS LIKE 
SALON BUSINESS, 
INDUSTRY ASSOCIATIONS 
LIKE HABB AND THE 
FELLOWSHIP WHO 
ALL THEIR PART 
BRINGING THE DIFFERENT 
ELEMENTS TOGETHER. 

“

“

many of their team members 
have been with them since 
they first trained. They treat 
their team as part of the family 
and that goes a long way to 
trust and collaboration. We 
want ours to stay with us 
throughout their career, then 
share and educate, and we 
believe the key to that is to 
share successes and failures 
together.  

TELL US ABOUT THE WORK YOU 
DO FOR THE FELLOWSHIP? 
I first joined the Fellowship 
three years ago as I wanted 
to be part of the networking 
and education they provide. It 
really helps us as hairdressers 
step out of our comfort zone. 
I joined Project X team, which 
has led to some amazing 
opportunities, especially with 
my product partner Wella. 

WHAT ARE YOUR DREAMS FOR 
THE FUTURE? 
I would personally love to 
expand the brand and open 
some more salons and 
possibly a salon academy. 
However, I’m keen to ensure 
that I nurture and protect 
what we have at the moment. 
I would also love to travel 
with the salon and extend my 
photographic skills to create 
award winning imagery. Overall 
I want my family and I to be 
happy and healthy. 
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Cantu’s ethos is to celebrate 
those that embrace their 

hair’s natural state – and as 
the number one multi-textural 
haircare range in America for 
10 years now, they’re finally 

bringing their expertise to the 
UK. Specifically formulated for 

wavy, curly and coily hair types, 
the products are made with 
100 percent shea butter for 

maximum hydration. 
TRADE PRICE FROM £4.70 PLUS VAT 

INFO: CANTUBEAUTY.COM

fashion fix

long live blondesAFRO WOW

BRIGHT 
BLONDE

SPRING IS FINALLY HERE! TIME TO FORGET ABOUT 
WINTER HAIR WOES AND LOOK FORWARD TO 

LIGHTER, BRIGHTER LOOKS AND CAREFREE STYLING. 
CELEBRATE BY REFRESHING YOUR KIT WITH THESE 
LATEST LAUNCHES – PACKED WITH EXCITING NEW 

TECHNOLOGIES AND FORMULAS 
FOR EVERY CLIENT…

the kit

Help your blonde clients stay lighter and brighter with 
Joico’s Blonde Life range, which makes maintaining 
those fairer shades a little more manageable. With 

products across the colouring process and for aftercare 
too, the collection covers all bases – our pick is the 

Lightening Powder, which lightens the hair up to 9+ 
levels faster than any previous Joico lightener. 

RRP from £15.50 INFO: joicoeurope.com

Fudge Professional’s 
Clean Blonde Violet Toning 
Shampoo is its best-selling 

care product – it’s no wonder 
with its instantly neutralising 

effects. For the first time 
ever, the brand has launched 
the popular staple alongside 
its matching conditioner in a 
duo pack, which would make 
an ideal retail opportunity for 

brassy blondes. 
RRP: £17.95 INFO: 

FUDGEPROFESSIONAL.COM

It’s no surprise that label.m saw last 
month’s London Fashion Week as the 
perfect opportunity to launch its Weightless 
Hairspray – a session-styling essential that 
allows you to rework any style over long 
periods of time. We love the non-sticky 
formula and micro-sized spray nozzle for 
the finest mist application. 
RRP: £12.95 INFO: labelm.com

Whether it’s down 
to aging, genetics or 
hormonal changes, 

hair thinning is a key 
concern for many 

clients, so we’re loving 
the Scalp Care range 
from Paul Mitchell. A 
preventative system 

that will slow the 
process, the unique 

botanical blend 
promotes scalp health 
and encourages thick 

and healthy hair. 
Sensitive hair types 

will love this too – it’s 
ultra-gentle, while still 

leaving the hair soft and 
shiny.

RRP FROM £7.25 INFO: 
PAUL-MITCHELL.CO.UK

SB:PRODUCTS

SCALP STRENGTH
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Hair Rehab Dirty Rooted Blonde 
extensions are a favourite of 
Little Mix’s Perrie Edwards, 

who wore the new shade in the 
group’s recent music video for 
Touch. A mixed blend of honey, 
ash blonde and golden tones, 
the result is the brand’s most 
natural-looking hair extensions 

to date – ideal for clients 
wanting the on-trend rooted 

look. RRP FROM £139.99 
INFO: HAIRREHABLONDON.COM

Revamping your salon 
interiors? The Italian-

designed Pietranera salon 
furniture line has recently 
added the Doney chair to 
its lineup, which can be 

upholstered in a variety of 
colours and fi nishes. 

RRP FROM £725 
INFO: LSEHAIR.COM

With spring fi nally here and 
celebs such as Kylie Jenner 

fl ying the fl ag for colourful hair 
looks, Zen Hair has extended 

its popular Luxury Tape 
Extensions collection with 

four pastel shades. Ideal for 
session stylists working on 

creative briefs or clients opting 
for something a little more 
adventurous this season. 

TRADE PRICE FROM £48 PLUS VAT 
INFO: ZENHAIR.CO 

The ever-popular KMS 
California range [now known 

simply as KMS] has had a 
makeover for 2017, adding 
some unique new products 
in the process. Among the 

brilliant Texture Crème, 
Liquid Dust and Cleansing 

Conditioner, is our hero product 
the Anti-Breakage Spray, which 
not only repairs but adds body 

too. RRP FROM £17 
INFO: KMSHAIR.COM

SUPER CAPES
Make a statement with these new capes from 
Reuzel – which have the brand’s classic-cool 
barbershop feel without compromising on 

quality. Our favourite? The traditional burgundy 
and white striped Super Barber Cape. TRADE 
PRICE from £22 plus VAT INFO: reuzel.co.uk

NEW YEAR 
NEW LOOK

STYLE WITH STYLE

RAINBOW 
LENGTHS

BE SEATED

BACK TO 
YOUR ROOTS

Beautiful rose gold details against a 
classic matte black casing make the 
Valentino hairdryer by Alfa Italia hard 
to resist – luckily, it’s also lightweight, 
quiet and incredibly powerful! As one 
of the only hairdryers on the market 
to offer a two year guarantee, we 
suggest you snap it up immediately. 
RRP: £199 INFO: ALANHOWARD.CO.UK

SB:PRODUCTS

Responding to the growing 
need for male skin and 
shaving products as well as 
hair offerings, TIGI has added 
to its male-focused range for 
barbers and salons wanting to 
extend their men’s business. 
Including the Balm Down 
cooling aftershave, the Lion 
Tamer beard and hair balm 
and the Mo Rider moustache 
crafter, all the products are 
softening and hydrating.  RRP 
from £9.95 INFO: tigi.com

grooming 
boom
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GREAT BRITISH

STRAIGHT 
AND NARROW

You can’t beat the history and 
heritage behind Kent Brushes, 
which has recently released 
two additions to its luxurious 

KentSalon range. With its petite 
size, the XS Ceramic Brush was 
designed specifi cally for fringes 

and accurate styling, while the XL 
Curling and Straightening Brush 

will create the biggest curls in the 
shortest amount of time. 

RRP FROM £20 
INFO: KENTBRUSHES.COM

Since launching an innovative 
hairdryer to great acclaim, 

Collexia has turned its attention 
to another salon must-have 
– the straightener. A product 

of in-depth research and 
development, the Collexia 

Straightener uses a Nanosilver 
coating – an anti-bacterial 

agent that improves hygiene 
and reduces the risk of cross-

contamination between clients.
RRP: £74.99 INFO: COLLEXIA.CO.UK

Spanish haircare brand Montibello 
recently unveiled DECODE – an 
extensive styling collection that 

covers all bases for both male and 
female clients. With fi ve ranges 

across curl, volume, smooth, 
fi nish and texture, you’ll be spoiled 

for choice – we also love that all 
the formulas contain protective 

sunscreen. RRP FROM £12 
INFO: 01264 334466

As Alan Howard’s first-ever in-house brand, 
the Velvasilk range is certainly out to make its 
mark in the industry – and with innovative 
formulas and a very pleasing price point, 
it’s certainly doing a good job. With silk 

proteins, the products work to improve the 
hair’s elasticity, resilience and shine, all while 

delivering outstanding vibrancy.  
RRP from £2.99 INFO: alanhoward.co.uk

SB:PRODUCTS

STYLE STAPLES

STRENGTHENING COLOUR

STYLE STAPLES

ash luxe
In-keeping with the continuing 
trend for subtle, cooler shades, 
uber-luxe hair extension experts 
Balmain has launched its 
innovative Memory Hair wefts 
in four on-trend ashy tones. 
Alongside them comes the new 
Ash Toner, which comes in a 
handy spray bottle and eliminates 
any pesky yellow hues.
RRP from £21.50 
 INFO: balmainhair.com
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j’adore
BEAUTIFUL HAIR IS WHAT WE’RE ALL ABOUT, 
WHICH IS WHY NEW GOLDWELL DUALSENSES HAS 
MADE IT AS THIS MONTH’S J’ADORE. WITH A HOST 
OF INGREDIENTS TO TARGET NINE DIFFERENT HAIR 
TYPES, ALL IN A SLEEK, MODERN DESIGN, WHAT’S 
NOT TO LOVE?

We confess we were 
already in love with 
the Dualsenses 
formula and 
apprehensive 

about its transformation, but we 
needn’t have worried: the enhanced 
technology means hair is left smooth 
and healthy for longer than ever. 
Plus colour fade is reduced for a truly 
professional fi nish. 

The results are down to the innovative 
microPROtec complex, which 
distributes essential care ingredients 
quickly and evenly for instant results 
you can see and feel. In addition to 
Goldwell’s FadeStopFormula, which 
is as gentle as pure water, the new 
Dualsenses colour segments formulae 
have been created with a unique 
colour technology called Luminescine. 

This technology works to transform 
non-visible UV light into visible light for 
incredible shine, which provides the 
next generation of colour luminosity. 

There are nine ranges to choose 
from including Color, Color Extra Rich, 
Blondes & Highlights, Silver, Rich 
Repair, Ultra Volume, Curly Twist, Scalp 
Specialist and the new range Just 
Smooth. 

This new segment is designed 
specifi cally for unruly and frizzy hair, 
providing manageability and control, 
resulting in amazingly soft hair with 
a brilliant shine [yes believe it, we’ve 
seen it].

ADD TO THAT THE SLEEK NEW DESIGN AND 
YOUR CLIENTS WILL SOON BE BEGGING FOR 
MORE.  

W
about its transformation, but we 

technology means hair is left smooth 
and healthy for longer than ever. 

The results are down to the innovative 

distributes essential care ingredients distributes essential care ingredients distributes essential care ingredients 
quickly and evenly for instant results 
you can see and feel. In addition to 

colour technology called Luminescine. 
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SB:FEATURE

HOW TO:
PLATINUM 
PURITY
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STEP 5
Apply COLOUR 3 from roots to 
ends, leave to develop until the 

desired colour result is achieved.

STEP 3
Apply COLOUR 2 at the 

root area. 

STEP 2
Leave one to two cm from the 
root area out. Continue until the 

full head is completed. Keep visual 
control on the development.

STEP 1
Start in the nape area, take 

fi ne sections in foil and apply 
COLOUR 1.

COLOURS USED
COLOUR 1

>Premium Lightener 9+
>Premium Developer 6%

>1:2

COLOUR 2
>Premium Lightener 9+

>Premium Developer 2%
>1:2

COLOUR 3
>T- Sand + T- Ice
>Keratin Restore
>Bonding Mask

> Premium Developer 2%
>:1):1

AS PART OF THE BLONDEME 
CAMPAIGN, SCHWARZKOPF 
PROFESSIONAL HAS 
CREATED A SERIES OF 
STUNNING LOOKS TO 
SHOWCASE THE COLOUR’S 
POTENTIAL. WE’RE IN LOVE 
WITH THEM ALL, BUT WE 
DON’T THINK YOU CAN 
BEAT THIS LOOK, PLATINUM 
PURITY, FOR THAT STRIKING 
WOW FACTOR. HERE’S HOW 
YOU DO IT. 

APPLICATION

STEP 4
Rinse, shampoo and condition.

SB:FEATURE

BEFORE
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SECTIONING
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A CLEAN USE OF LINES 
AND SILHOUETTES MEANS 
THIS COLLECTION EXUDES 
CONFIDENCE, INSPIRED BY 
CLASSIC SHAPES, PUSHING 
THEM TO A MODERN 
INTERPRETATION. 

HAIR: GARY BAKER 
ASSISTED BY: NATASHA PEARSON, NARAD KUTOWAROO 

COLOUR: GARY BAKER AND MICHELLE KELLY BURKE 
PHOTOGRAPHY: ROBERTO AGUILAR 

MAKEUP: JENNY MORRELL 
STYLING: FRANCESCA CAPPER 
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COLIN MCANDREW MASTERS 
SEDUCTION IN THIS STUNNING 

COLLECTION, WHY IS WHY ONE 
OF THE IMAGES MADE IT TO 

OUR COVER THIS MONTH! .

HAIR: COLIN MCANDREW
PHOTOGRAPHY: JOHN RAWSON

MAKEUP: HANNAH DAVIES
STYLING: MAGDALENA MARCINIAK AND 

JARED GREEN
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F R A C T U R E
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FUSING PROGRESSIVE, 
DRAMATIC TEXTURE WITH 
MONOCHROME SHARPNESS 
EMPHASISES THE PERFECT 

COMBINATION OF LIGHT 
AND DARK, CREATING A 

DISTINCTIVE AND POWERFUL 
STRENGTH IN THESE IMAGES.
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HAIR: SHAUN HALL
PHOTOGRAPHY: ANDREW O’TOOLE 
MAKEUP: NAOKO SCINTU 
STYLING: BERNARD CONNOLLY
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A N D 
N I G H T

GalleriesMarch.indd   92 03/03/2017   17:18



REVEL IN THIS 
DEMONSTRATION 
OF PUSHING THE 

BOUNDARIES 
WHERE LIGHT 

AND DARK PLAYS 
TRICKS ON THE 

EYE. D A Y 
A N D 
N I G H T
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HAIR: KAM HAIR AND BODY SPA
PHOTOGRAPHY: JACK EAMES 

MAKEUP: MADDIE AUSTIN 
STYLING: CLARE FRITH
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HAIR: KAM HAIR AND BODY SPA
PHOTOGRAPHY: JACK EAMES 

MAKEUP: MADDIE AUSTIN 
STYLING: CLARE FRITH
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