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AS WE HEAD ON INTO THE SUMMER MONTHS WE HAVE TO BRACE OURSELVES FOR THE 
BARRAGE OF ABUSE OUR MANES ARE SET TO ENDURE. IN COMPARISON TO YOU GUYS, 
WE HAVE LITTLE TO KEEP US UP AT NIGHT THOUGH – WE, LIKE MOST OF YOUR CIENTS, 

PUT THE ONUS ON YOU TO SORT OUR TRESSES. WITH A FULL COLUMN, THAT ADDS UP TO 
A LOT OF PRESSURE FOR YOU. SO, WE THOUGHT IT WAS ABOUT TIME WE LOOKED AT THE 
SUMMER RANGES HITTING THE SHELVES AND THE TRENDS THAT THEY’RE SUPPORTING 

TO SEE YOU SAIL THROUGH THE SUMMER DEMAND.
As product manufacturers continue 
to innovate there’s little that can’t be 
achieved now – beach waves, sleek 
braids, even multi-tonal curls. Yet still we 
fi nd ourselves eagerly awaiting the news 
of the latest launches. Feast your eyes 
on them in our summer focus: Turn Up 
The Heat, and let us know what you think 
[Twitter/Instagram @salon_business].  

Meanwhile the boys have been capturing 

our hearts with new age styling. We’ve 
been talking some of the best male 
groomers out there on what it takes to 
really serve your male client base – and it’s 
not just a bottle of beer and an iPad!

Not forgetting, the most important event 
on the SB calendar, we’re fast approaching 
Salon Business Awards 2017 with the 
exclusive unveiling of the fi nalists in this 
issue. We’re proud of each and every one 

of them and look forward to celebrating 
with them on Monday, June 26, when 
we’re also set to reveal the winners. 
Follow news of the Salon Business 
Awards as it happens across Twitter 
and Instagram @salon_business, using 
#SBAwards

Jo Charlton
Publishing Editor
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             SINCE WE LAUNCHED 
OUR SALON IN 2015, 
WE’VE WORKED REALLY 
HARD TO CREATE SOCIAL 
MEDIA PLATFORMS 
THAT SHOWCASE 
THE LINTON & MAC 
PERSONALITY. THE POSTS 
AREN’T ALL ABOUT 
BUSINESS AND GAINING 
NEW CLIENTS, BUT INSTEAD 
ABOUT OUR BRAND, AS 
FRIENDS, AS REAL PEOPLE, 
AND THAT AUTHENTICITY 
HAS BEEN REALLY 
IMPORTANT TO THE WHOLE 
TEAM FROM THE START.

“

“

4

NEWS

COLOUR PRO

Director and 
colour specialist, 
Alessandra Ferrera, 
of Ross Charles 
Hairdressing in 

York, has graduated as a L’Oreal 
Professionel Colour Specialist. As 
one of the most coveted colour 
certificates in the hairdressing 
world, the graduates of this 
degree have a knowledge of 
colour that is a cut above the rest.

The course spans just over 
two weeks and requires skill, 
determination and focus from the 
students. Unparalleled training 
is provided throughout this 
prestigious course and a final 
exam must be sat at the end to 
grant graduate status.

Alessandra was already the 
colour specialist at Ross Charles 
Hairdressing but her knowledge 
and understanding of colour is 
now paramount. The demand 
for colour experts is higher than 
ever before and it is an honour for 
a hairdresser to be granted this 
prestigious title.

Alessandra celebrated in style at 
the L’Oréal Ceremony alongside 
the other graduates. She is now 
putting her newly learned skills 
and techniques into practice in-
salon.

Look 
& Learn

Linton & Mac, the award-
winning hair salon in 
Aberdeen, has been 
shortlisted in the 2017 
Look Awards for Best 

Use of Social Media.

The shortlisting is fantastic 
recognition for the brand, which has 
worked hard to produce a visually 
stimulating social media strategy 
that oozes the brand’s personality, 
and most importantly, engages with 
its impressive client base.

The judges were impressed by the 
fact that many of Linton & Mac’s 
competitors have also re-invented 
their social media, trying to mimic 
the behaviour that Linton & Mac 
excels with online.

Jennifer Linton and Jaye 
MacDonald, Co-Directors, Linton 
& Mac said: “We’re super excited 
to have been shortlisted for this 
award. Since we launched our salon 
in 2015, we’ve worked really hard 
to create social media platforms 
that showcase the Linton & Mac 
personality. The posts aren’t all 
about business and gaining new 
clients, but instead about our brand, 
as friends, as real people, and 
that authenticity has been really 
important to the whole team from 
the start.”

Linton & Mac will go head to head 
with BLOW, Notorious Nails, and 
ONYX Labs, at a glittering awards 
ceremony in Glasgow on May 14.

NewsMayJune.indd   4 08/05/2017   16:44
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        WE HAD A GREAT 
DAY WITH THE F.A.M.E 
TEAM. EVEN THOUGH 
WE HAD A PLAN OF HOW 
THE DAY WAS GOING TO 
RUN, AFTER SPEAKING TO 
THE TEAM AND GETTING 
TO KNOW A BIT ABOUT 
THEM INDIVIDUALLY, 
WE TAILORED THE DAY 
TO THEIR SPECIFIC 
NEEDS AND INTERESTS 
OFFERING A PERSONAL 
AND BESPOKE DAY.

“

“
NEWS

THE BRAID    
BRIGADE

F .A.M.E. Team’s 
latest workshop was 
with the renowned 
Cos Sakkas and Efi 
Davies, Toni&Guy’s 

International Artistic Directors, 
at the Toni&Guy Academy in 
London.

Cos and Efi conducted an 
insightful but challenging day 
for the team, themed around 
editorial hair and braiding. The 
morning was led by demos 
while they discussed the 
inspiration behind Toni&Guy’s 
latest collection, ‘Duality’, 
followed by an afternoon tour 
of all eight studios within the 
Academy and the chance to 
meet and chat to all the 
educators.

The team’s practical session 
was spent perfecting their 

MASTERED

Who doesn’t 
love that ‘just 
stepped out 
of a salon 
feeling’? 

While going to the salon is 
a truly luxurious experience, 
maintaining that salon feeling 
at home is a challenge for 
many customers. Dean Jones 
Hairdressing has got it covered 
with its Blow Dry Master Classes 
designed to teach hair clients 
exactly how to get the perfect 
blowdry at home.

Dean Jones and his team teach 
clients everything from how to 
hold the hairdryer to how to use 
their round brush correctly. The 
Master Classes are group events 
and are held in the evening. A 
model is usually used and one 
of the stylists will take clients 
through, step by step, how to 
blowdry the hair to keep it feeling 
like they just left the salon.

At these evenings a group of up 
to six friends can get together 
over a glass of fizz and enjoy a 
masterclass from the Dean Jones 
Hairdressing team on blowdrying 
and styling. The masterclass is 
free to regular clients provided 
they bring along five friends and 
they guarantee a great time. 
Perfect to spread the word about 
their skills. 

precision braiding skills, creating 
looks that wouldn’t look out of 
place on the pages of a fashion 
mag.

The pair also spent time prepar-
ing the F.A.M.E. Team mem-
bers for their upcoming trip 
to Australia to perform at Hair 
Expo and shoot with BaByliss 

PRO. They talked the team 
through how to prepare for 
international showcases, 
knowing your audience 
and shared tips and tricks on 
how to get the best out of 
performing abroad. They an-
swered all the team’s 
questions and helped them 
spark some ideas and 
inspiration.

Cos said: “We had a great day 
with the F.A.M.E Team. Even 
though we had a plan of how 
the day was going to run, after 
speaking to the team and 
getting to know a bit about 
them individually, we tailored 
the day to their specific needs 
and interests offering a 
personal and bespoke day.”

Think you’ve got what it takes 
to be a member of the F.A.M.E 
team? The search for 2018’s 
F.A.M.E. Team has officially 
begun. To apply, visit fellow-
shiphair.com/fame-application
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NEWS

           THE TEAMS WERE 
NOT ONLY INTRODUCED 
TO THE NEW TRENDS AND 
CONCEPTS WITHIN THE 
NEW COLLECTION, BUT 
WERE FULLY IMMERSED 
IN IT WITH STEP BY STEPS 
AND DETAILED TALKS 
FROM SCHWARZKOPF 
PROFESSIONAL 
AMBASSADOR’S AND 
NATIONAL EDUCATORS 
SUZIE MCGILL AND DYLAN 
BRITTAIN FROM RRI. 

“

“
NEW HEAD

The Fellowship is delighted 
to announce that Karine 
Jackson has been 
appointed as the new 
President – a tenure that 

runs from April 2017 to April 2019.

Karine is the third female President 
to take this esteemed role. A 
popular choice for President, with 
a unanimous vote from the AGM, 
Karine brings a multitude of skills to 
this role: business owner, visionary 
and creative talent in her own right, 
and of course her own brand of 
energy.

With a passion for taking the highest 
levels of education, inspiration and 
connections to The Fellowship 
membership, and having just 
completed a two year role as 
Chancellor, Karine is an ardent 
advocate for British hairdressing and 
this passion comes through in all that 
she embraces.

She says: “I’m really looking forward 
to this new role, it’s a real honour 
for me. I can’t wait to get started, 
working closely with the team and 
council to promote the hairdressing 
industry and our professional 
standards. Now in it’s 71st year, I’m 
looking forward to building on the 
brilliant foundations of the Fellowship 
to take it into the future.”

Outgoing President Bruno Marc said: 
“I can’t think of a better president 
to hand over the baton to, Karine 
has been an amazing asset to The 
Fellowship she has huge energy and 
vision for the next phase and she is 
driven by maintaining enormous value 
for the members and also to growing 
the membership throughout the 
UK and I have no doubt she will be 
hugely successful in this.”

6

S
chwarzkopf 
Professional’s Young 
Artistic Team spent two 
days at Rainbow Room 
International in Glasgow 

getting familiar with the new 
SS17 Essential Looks collection: 
Modern Ikon.

The teams were not only 
introduced to the new trends 
and concepts within the new 
collection, but were fully 
immersed in it with step by 
steps and detailed talks from 
Schwarzkopf Professional 
Ambassador’s and national 
educators Suzie McGill and Dylan 
Brittain from RRI. 

The teams were taken through a 
few of the most versatile looks 

within the collection and taught 
how to recreate them, from the 
cut and colour to the exact body 
positioning and posture required 
during each cut.

“What an inspiring two days to 
spend with the amazing Suzie 
and Dylan!” says YAT team 
member Bevan Scott Clark from 
Hooker & Young. “I loved learning 
about the trends and recreating 
them, but just getting to work 
with Suzie and Dylan was by far 
the main highlight for me. I’d do it 
all over again tomorrow.”

The ‘Modern Ikon’ collection is 
the latest edition of Essential 
Looks and consists of three 
trends; Opulent, Beat Icon and 
Colorama.

youth
club

The Culture of Hairdressing
FORMULATED WITHOUT PARABENS + SULFATES*. VEGETARIAN. CRUELTY + GLUTEN FREE.

CREATIVE CULTURE BRANDS         UK@RANDCO.COM         TEL +441442248104 

*SLS OR SLES
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NEWS

STRAIGHT TALKING

Pall Mall Barbers has 
been featured in the London 
Evening Standard, urging 
other hairdressers across 
London to follow suit 

and join a nationwide brotherhood 
of barber shops aiming to combat 
the devastatingly-high rates of male 
suicide.

Headlining the movement, which Pall 
Mall Barbers joined one year ago, are 
the Lions Barber Collective, a group 
of barbers that utilise their hands on, 
one-on-one time with customers to 
offer a listening ear to men who may 
be suffering from depression or other 
mental health problems. 

The international initiative now 
organises events across the UK to 
promote ‘Barber Talk’ – tups and 
advice to help barbers to recognise, 
talk, listen and devise. Their overall 
aims being to change the stereotype of 
male-dominated spaces being devoid 
of talk about feelings.

Speaking to the London Evening 
Standard, Daniel Davies, General 
Manager of Pall Mall Barbers says: 
“Barbers see so many different 
people. I don’t think there’s another 
trade in the world where you interact 
with so many different people. Once 
you get to know your clients, you can 
tell if some things are not quite right.

“Just by simply asking how they are, 
or going a bit beyond and asking if 
they want to grab a coffee can make a 
big difference. I’d urge barbers across 
the world to get involved. When you 
consider the biggest killer of men 
under 45 is suicide, that’s not right.’’

Congratulations to Sixth Sense 
Salon on its relaunch in 
Sutton Coldfi eld, Birmingham 
– in the same year as it was 
crowned Salon Business 

Awards 2016 Best Local Salon. 

After two years in business, Sixth 
Sense decided to invest all profi ts back 
into the salon – striving to create a 
space that exudes a unique atmosphere 
throughout different areas of the layout.

The fi rst step was encouraging 
their landlord to grant more square feet 
so that they could expand, while step 
two was planning a new interior that 
would set the brand apart from the 
competition and offer clients a truly 
unique experience.

Scandi-inspired exposed/distressed 
wood, the use of on-trend Pantone 
colours, and original takes on quirky 
artwork, were combined to build a 
brand identity. With “boutique style” 
moodboards in hand, work began over 
Christmas 2016, opening with an 
improved look on Saturday Jan 7.

THE ONLY WAY

T  he Matthew Curtis Creative 
Team were recently selected 
by the BAFTA award-winning 
ITV documentary drama 
series, The Only Way is 

Essex, to style the stars.

They were asked to create a run of 
stunning looks on the Brentwood-based 
celebrities, who are now infamous for 
their polished appearances, for the 
launch of the new television series.

Alice Trout, a Matthew Curtis Creative 
Team stylist, said: “We’re really proud 
of our continued creative involvement 
with The Only Way is Essex and we 
thoroughly enjoyed creating this latest 
range of looks. The TOWIE cast are 
renowned for their glamourous style and 
aren’t afraid to experiment with new 
trends, so to be the stylists of choice 
for such a discerning clientele is a real 
honour.”

The Creative Team tended to the tresses 
of the entire cast, with stylists Alice 
Trout and Carl Bembridge styling Chloe 
Sims, Chloe Lewis, Georgia Kousoulou, 
Amber Turner, Chloe Meadows, Megan 
McKenna, Kate Wright and Courtney 
Green.

The show, which is which is now in its 
20th season, airs on Wednesdays and 
Sundays on itvBe.

re
vamp

           JUST BY SIMPLY ASKING 
HOW THEY ARE, OR GOING A BIT 
BEYOND AND ASKING IF THEY 
WANT TO GRAB A COFFEE CAN 
MAKE A BIG DIFFERENCE. I’D 
URGE BARBERS ACROSS THE 
WORLD TO GET INVOLVED. WHEN 
YOU CONSIDER THE BIGGEST 
KILLER OF MEN UNDER 45 IS 
SUICIDE, THAT’S NOT RIGHT.’’ 

“

“
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THE MEN’S 
GROOMING MARKET 
SHOWS NO SIGN OF 

SLOWING, AND MALE 
CLIENTS ARE MORE 
TREND-LED THAN 

EVER. TIME TO TALK 
BEARDS, BARNETS 
AND BARBERING...

WORDS: FIONA WARD

YOU’VE 
GOT

MALE
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GROOM BOOM
It’s no industry secret that male 
grooming has become a huge 
focal point for salon businesses 
in the UK in recent times – in 
fact, it was reported last year 
that an average of 12 grooming 
salons were opening per week 
in the UK. 

Though the popularity of bushy 
beards, ‘manscaping’ and men’s 
facials has been on our radar for 
a while now [need we mention 
the perennial short back and 
sides?], 2017 brings a set of new 
challenges as blokes become 
even more savvy when it comes 
to trends, techniques and 
treatments. 

“When I started off in the 
business, the trend for grooming 
was very niche,” says Richard 
Marshall, founder of Pall 
Mall Barbers. “Now, with a 
growing acceptance and more 
education on male grooming, 
men everywhere are investing 
in treatments and want to enter 
this new world of self-care.” 

TAP THAT TREND
Apparently, men are now more 
trend-aware than ever when it 
comes to grooming. “The daily 
celebrity presence in our lives – 
through social media channels 
such as Instagram – has given 
men more access to new styles 
and trends,” says Sean McElhill, 
Co-director of S J Forbes. “This 
has translated to men wanting to 
emulate these looks.” 

Staying up-to-date with trends 
will stand you in good stead 

when catering for your male 
clients. For example, this season 
has seen a shift in the approach 
to facial hair – after years of 
the beard being at its most 
prominent, we’re starting to 
notice a move towards a more 
pared-back, trimmed look. 

“2017 sees a neater, shorter 
beard style, with some opting 
to forgo the beard altogether,” 
says Stephen Shortt, Founder 
of grooming brand Hawkins & 
Brimble. 

“The clean-shaven look was 
seen at the AW16 Dunhill show 
and gathered momentum during 
SS17 shows such as Rag & 
Bone. But for those not wanting 
to get rid of their facial fuzz 
altogether, subtle stubble is the 
perfect in-between look.” 

If you’re offering trend-driven 
beard trims, Shortt suggests 

sculpting the stubble to suit each 
face shape. “This will lay the 
foundations for your clients to 
maintain it at home,” he says.

When it comes to hair, texture 
and length were key on the 
catwalks for this season. 
“Longer and more unkempt 
styles are back, with the 
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resurgence of trends from 
the seventies and nineties,” 
says Simon Webster of Simon 
Webster Hair. “It’s more casual 
and less coiffed, so perfect for 
summer cool.” 

With length, comes curls, 
kinks and waves – styled loose 
and free, or scraped into the 
infamous ‘man-bun’, which saw 
a resurgence at the Agi & Sam 
show for SS17. 

“A volumising mousse applied 
to damp hair will help to enhance 
natural kinks, while a diffuser 
attachment will give natural 
curls an added boost, for a softly 
tousled curly look,” advises 
Sean. 

When it comes to shorter 
styles, the quiff and fade is fast 
disappearing, making way for a 
heavier, military-inspired fringe. 

There is a defi nite shift towards 
colour for this year too fuelled 
by celebs like Zayn Malik, who 
recently opted for a bright green 
hue from the team at Percy and 
Reed. 

Many salons we spoke to 
have reported a rise in male 
colour services, and thus are 
introducing exclusive treatments 
to meet demand. 

Aberdeen salon Linton & Mac 
added a Water Colour service 
to its men’s menu, applying 
freehand colour at the basin 
and leaving to develop for just 
fi ve minutes – the result is a 
very natural, sunkissed look. 
“It’s been really popular with 
the guys because it’s so quick,” 
says salon Co-director Jennifer 
Linton. “The service can easily 
be done in a regular 45-minute 
cut appointment time.” 

CONSULT AND 
SOLVE
Hair loss is still the top issue for 
men when it comes to grooming 
– a recent survey found that 
fellas spend 35 minutes a day 
fretting about their appearance, 
and their second biggest worry 
[coming closely behind weight] 
is thinning hair. With this in mind, 
it’s important to develop an 
action plan for any clients who 
are hoping to seek advice. 

          THERE IS A 
DEFINITE SHIFT 
TOWARDS COLOUR 
FOR THIS YEAR TOO 
FUELLED BY CELEBS 
LIKE ZAYN MALIK, WHO 
RECENTLY OPTED FOR 
A BRIGHT GREEN HUE 
FROM THE TEAM AT 
PERCY AND REED. MANY 
SALONS WE SPOKE 
TO HAVE REPORTED A 
RISE IN MALE COLOUR 
SERVICES, AND THUS 
ARE INTRODUCING 
EXCLUSIVE TREATMENTS 
TO MEET DEMAND. 

“

“
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“The key is as simple as 
understanding our clients and 
their daily lives,” says Jason 
Miller, Joint Managing Director at 
Charlie Miller. “As a stylist, we 
chat with and listen to our clients 
every time they’re in the chair 
and get to know and understand 
their lifestyle and what they’re 
going through. 

“Conversations about thinning 
hair will come naturally because 
of this relationship – often, the 
condition has happened due 
to illness and medication, or 
stress.”

When approaching a sensitive 
subject, the key is to start 
a conversation by listening, 
according to Jason’s colleague 
Salon Director Natalie Cole. 
“There are little comments 
that trigger the invitation for 
conversation,” she adds.

LOOK WHO’S 
TALKING
Communication is one of the 
most important ways you can 
successfully cater for male 
clients. “When it comes to 
marketing new or enhanced 
services, the key is mastering 
the language in which men want 
to be spoken to,” says Richard. 

“If your salon currently caters 

mainly to women, you’ll want 
to ensure your treatment menu 
has a ‘Just for Men’ section. It 
doesn’t need to be extensive 
– the necessities are more 
appealing and less intimidating. 
You’ll also want to remove words 
such as ‘pamper’ and ‘relaxation’ 
from your male-orientated 
menu.”

A straight-forward conversation 
– before the appointment and 
for any retail opportunities – is 
the best way to succeed with 
male clientele, according to 
Westrow Director and Co-
founder Steve Rowbottom. “The 
client consultation is essential 
for understanding and therefore 
meeting your male client’s 
needs,” he says. “Often men, 
just like women, will fi nd it hard 
to put into words exactly what 
they’re hoping to achieve with 
their new style. We encourage 
male clients to bring in photos, 
and go through images from 
men’s magazines and Instagram 
during the client consultation.

“When it comes to products, 
men are spending more 
money on grooming. The client 
consultation is a very effective 
retailing tool, if used correctly. 
Men are very visual and they 
like to see results; they’re 
not taken in with gimmicks or 
fancy packaging, and prefer to 
know what the benefi ts will 
be, so show off your product 
knowledge and retailing 
expertise and let the client see 
the real benefi ts of the products. 
Men don’t like the hard sell, 
but once they buy they tend to 
be very loyal, and will be more 
inquisitive next time around.”

BUSINESS SENSE
The way you talk to the guys 
isn’t the only thing that needs 
to be different; your marketing 
techniques need to be changed 
too. 

“Men still tend to need far more 
encouragement than our female 
clients,” says Sean. “It’s still 
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important for a salon to boost 
male clientele by holding regular 
men’s grooming evenings, 
persuading female clients to 
bring their partners along and by 
ensuring the salon environment 
is welcoming. 

“A selection of up-to-date men’s 
magazines in the waiting area, a 
good range of retail stock from 
male-specifi c haircare brands 
and beers on offer to weekend 
and evening clients will all help 
to make a salon more male-
friendly.” 

Here come the boys. 

          THE KEY IS 
AS SIMPLE AS 
UNDERSTANDING OUR 
CLIENTS AND THEIR 
DAILY LIVES,” SAYS 
JASON MILLER, JOINT 
MANAGING DIRECTOR AT 
CHARLIE MILLER. “AS A 
STYLIST, WE CHAT WITH 
AND LISTEN TO OUR 
CLIENTS EVERY TIME 
THEY’RE IN THE CHAIR 
AND GET TO KNOW 
AND UNDERSTAND 
THEIR LIFESTYLE AND 
WHAT THEY’RE GOING 
THROUGH. 

“

“
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See what PHAB’s Nergish Wadia-Austin 

has to say about encouraging the best 

performance from your team. And 

read up on what Trevor Sorbie’s John 

Spanton has to say about their colour 

services – and maybe steal a few ideas 

for your salon.
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SALONS ACROSS THE UK HAVE BEEN 
UPPING THEIR COLOUR GAME BY 
ADOPTING THE NEW SCHWARZKOPF 
PROFESSIONAL BLONDEME, AND IN 
TURN HAVE JOINED THE ELITE OF 
BLONDEME EXPERT SALONS. FOR 
THIS ISSUE WE’VE CAUGHT UP WITH 
STEPHEN PLACE, MANAGER OF HOOP 
HAIRCUTTERS, TO SEE WHY THEY 
JOINED THE CONCEPT AND WHAT IT’S 
DONE FOR THEIR ESSEX SALON. 

UP YOUR 
COLOUR

BlondeMe_Advertorial.indd   20 08/05/2017   16:09
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“WE’VE ALWAYS BEEN 
A BLONDE SALON AND 
WE OFFER A LOT OF THE 
DIFFERENT BLONDE 
SERVICES, BUT WE HAVE 
SEEN A HUGE INCREASE 
IN TREATMENTS AS 
WE OFFER THE BOND 
ENFORCING TREATMENT 
AS A SERVICE. ALMOST 
ALL BLONDE CLIENTS 
ARE NOW TAKING THE 
HOME-CARE PRODUCTS 
TO MAINTAIN THEIR 
COLOUR AND CONDITION 
AT HOME TOO, WHICH 
HAS HELPED INCREASE 
OUR RETAIL SALES.” 21

H
OW LONG HAVE YOU 
BEEN A BLONDEME 
CONCEPT SALON?
We’ve been a 
Schwarzkopf 
Professional 

BlondMe concept salon since the 
relaunch in January. We chose 
to stock the full range because it 
because it contains the Advanced 
Bonding System, where we 
previously only stocked some of 
the range. 

WHAT ATTRACTED YOU TO THE 
BRAND?
There’s such a great range of 
different blonde colour options, 
which allows us to experiment 
with creativity and versatility. 
We can create beautiful blondes 
on most previous colour stories 
using the bleach and tone without 
damaging the hair, or even great 
silver tones with the BlondeMe 
steel blue high lifts. Essentially 
the possibilities are endless, and 
not limited to just naturally blonde 
clients.

WHAT DO YOU LIKE ABOUT THE 
BRAND? 
Its commitment to improving the 
condition for all blondes, whether 
a caramel tone or a full-head 
of bleach client, the Advanced 
Bonding System keeps the hair 
in premium condition. The retail 
products are great, as all blondes 
leaving the salon can maintain 
their healthy and shiny look. The 
shampoo and treatments contain 
the Advanced Bonding System 
too so they continue to improve 
the condition of the hair and 
help to keep caramels warm and 
platinums cool.  

WHAT SUPPORT HAVE YOU RECEIVED 
SINCE BECOMING A BLONDEME 
EXPERT SALON?
We’ve attended BlondeMe events 
in London – seeing the legendary 
Hooker and Young present their 
take on six iconic BlondeMe 
looks inspired us to create our 
own. We’ve had BlondMe 
specifi c training days with our 
Schwarzkopf Professional trainer 
too who has taught us all the 
product knowledge we need and 
we have access to all of the iconic 
looks with step by step videos on 
the Schwarzkopf website. We’ve 
used this to recreate the iconic 
looks with our own twist and take.

HOW HAS IT BENEFITED YOUR 
BUSINESS?
Allowing us to create bespoke 
colour looks for each individual 
client while maintaining the 

condition of their hair, is a 
huge benefi t for our business. 
Clients these days aren’t afraid 
of changing their colour or 
experimenting as trends are 
constantly changing and this 
allows us to do this.

HAVE YOU SEEN AN INCREASE IN 
COLOUR SERVICES OR REVENUE?
We’ve always been a blonde salon
and we offer a lot of the different
blonde services. Since offering 
the Advanced Bonding System 
treatments as a service we have 
noticed an increase in service 
requests. Almost all blonde clients 
are now taking the home-care 
products to maintain their colour 
and condition at home too, which 
has helped increase our retail 
sales. 

HOW DID YOU MAKE YOUR CLIENTS 
AWARE OF THE RELAUNCHED 
BLONDEME?
Since the training there has been 
a buzz in the salon about the new 
colours and products so all of our 
stylists have naturally been talking 
about them to their clients. We’ve 
also shared BlondMe content 
on our social media and we’ve 
had a great response; lots of 
people are asking about the new 
treatments and the products are 
literally walking out of the salon. 
We’re also spreading the word 
of our amazing new colours and 
products through local PR and 
by creating our own gallery of 
BlondMe looks.

WHAT WOULD YOU SAY TO OTHER 
SALON OWNERS THINKING OF TAKING 
ON THE BRAND? 
Just do it, there isn’t another 
blonde range like it on the market 
and the results you’ll achieve 
without compromising the 
condition of your client’s hair are 
literally priceless. The support 
you receive from Schwarzkopf 
Professional is great too, whether 
it’s the technical training to get 
to grips with the product or the 
beautiful point of sale materials; 
they’re there every step of the 
way to make it a success. 

WHY BECOME 
A BLONDEME 
EXPERT SALON
–  GET YOUR HANDS on a fully-

fl edged colour and care range 
that contains Schwarzkopf 
Professional’s groundbreaking 
Advanced Bonding System

–  OFFER YOUR CLIENTS a one-step 
colour service that not only 
creates fantastic colour with 
a high level of lift, but actually 
conditions the hair

–  RECEIVE A HOST of marketing 
support to ensure success 
from the off and build your 
salon’s reputation as the 
‘blonde expert’

–  APPEAR UNDER SALON FINDER 
on BlondeMe’s microsite 
[blondme.co.uk] so the end 
consumer can fi nd Expert 
Salons in their area

INFO: GET IN TOUCH WITH YOUR 
SCHWARZKOPF PROFESSIONAL 
SALES REP TO BECOME A BLONDME 
EXPERT SALON TODAY BY CALLING 
0800 526 741 FIND OUT MORE AT 
BLONDME.CO.UK
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GETTING 
THE BEST 
PERFORMANCE

Recognising 
the high 
standards 
of so many 
hair and 

beauty salons out there is 
something we advocate 
without hesitation. There 
are a few organisations 
out there working to make 
that happen, while also 
helping salons raise their 
standards. PHAB is one 
of those as a members 
organisation with a host 
of tools for salon owners 
to better their business 
and get it the recognition 
it deserves. The brainchild 
of Nergish Wadia-Austin, 
we’re bringing you her top 
tips on how to encourage 
the best performance 
standards among your 
team.

SB:GOT 5
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A LWAYS DELIVER THE BIG 
PICTURE TO YOUR TEAM 
FIRST
Often, managers don’t 
communicate with the 

team what the salon’s goals and 
focus are for the year ahead, yet in 
order to encourage teams to work 
hard, they need to understand the 
big picture. Without that, how can 
staff be expected to become focused 
on salon objectives and salon goals? 
Managers should tell staff what 
the priorities are and tell them why 
they’re important. Explain how that 
will help the business and how in 
turn its success will affect them as 
individuals. That’s how you secure 
‘buy in’, commitment and everyone 
working to achieve the same thing.

ASSESS THE TRAINING NEEDS, BOTH FOR 
THE TEAM AND FOR INDIVIDUALS
Next on the list, establish [via their 
performance reviews, their results – 
found in their key performance 
indicators or by structured 
observation] what sort of training 
is required in order to get everyone 
to the big picture [which of course 
you’ve now communicated to your 
team]. Book it and make sure it’s 
delivered, but most importantly, en-
sure that all are applying the 
learning to their day-to-day practice. 
This ensures that everyone has the 
tools to deliver the salon’s objectives.

PUT YOUR ACTION PLAN INTO PLACE
Keep a close eye by monitoring the 
results. Follow up regularly on who’s 
achieving their results and who needs 

further assistance. This is when 
most managers lose their focus. 
After training is delivered, few will 
ask employees what was learned, if 
they found it helpful, what they have 
implemented into daily practice, how 
it has impacted their performance, if 
their revenues have been positively or 
negatively impacted by the learnings 
and if they need further training, etc. 
If any of your staff are finding it hard 
to deliver what they need to, don’t be 
afraid to talk to them.

PRAISE GREAT PERFORMANCE LOUDLY
Shout about the people who have 
successfully applied recently acquired 
knowledge and made a huge 
contribution to the salon’s objectives. 
Privately chat with the few who have 
not quite had that level of success 
as yet and return back to basics 
with them. Remind them of the big 
picture, revisit the training with them, 
and ask them to observe the more 
successful colleagues for ideas of 
how to put the new training into 
practice. Re-emphasise the 
importance of their contributions and 
what a difference they can make to 
the outcome of the bigger picture. 
Keep it positive at all times. 
Remember, the biggest part of a 
manager’s job is to repeat; the great 
leaders of this world find creative 
ways to repeat themselves without 
sounding repetitious, all the while 
keeping their eyes firmly on the 
bigger picture while leading their 
team straight to it!

NERGISH WADIA-
AUSTIN RUNS THE 
PHAB BUSINESS 
HELPLINE – 
a business solution service 
designed for Nail, Beauty, 
Spa, Hair and Barbershop 
managers around the 
world. Time with 
Nergish can be purchased 
in 15-minute slots via 
phabstandard.com and 
can be used to ask for 
solutions to any business 
or professional dilemmas.
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Colour is 
a big part 
of most 
salons’ 
business, 

so time and energy 
spent getting it right will 
never be wasted. One 
salon that has it pretty 
much mastered is 
Trevor Sorbie, and 
now, just for you, John 
Spanton from the 
salon, is spilling the 
beans and on how 
they get it so right. 

24
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T
o offer the best 
colour services 
within a salon, 
colour training 
is an essential 
part – it should be 

part of your business approach 
from day one. If you haven’t got 
this in place, start today. Learning 
gives knowledge, which in turn 
creates a more confident stylist 
and colourist. This means you’ll 
instinctively offer advice and talk 
more to your clients about the 
different options they have when 
it comes to their hair, naturally 
upselling new services.

“All manufacturers offer education 
and training but we have an 
extensive and comprehensive 
in-salon training program that 
contains the infamous Trevor 
Sorbie vardering process. This 
will break down and rebuild not 
only techniques but also improve 
standards. 

“On joining Trevor Sorbie, every 

member of staff has to complete a 
trade test where they present five 
models. If they pass that, the next 
step is to go through the vardering 
process. 

“This takes place over an intensive 
four week period and ends with 
a final test showcasing their 
technical skills on 11 models, all 
marked by Trevor Sorbie himself. 
The training manuals are written by 
myself, and our fellow Education 
Director Tiziana Di Marcelli and 
Trevor. They consist of a clear 
break down of every haircut and 
colour, we find this ensures we 
maintain a level and a standard 
within our salons. 

“Education must be ongoing, 
whether this is as simple as 
discussing ideas in the pub, a 
nominated member of the team 
doing hair or even the whole team 
presenting ideas. It’s about the 
motivation of doing it. Look at 
doing things slightly differently, 
such as filming things or starting 

your own YouTube channel, 
whatever it is you enjoy doing 
make sure you do more of it. It’s 
good to encourage different types 
of education and push people into 
uncomfortable areas. This is the 
point that people start to think 
differently.

“We consistently seek out new 
and original ideas and techniques, 
which are then shared in monthly 
art team evenings. Each session is 
different; a different team member 
leads the session each month 
and the team will either present 
moodboards, their actual hair work 
or talk about some outside source 
that has had an impact on them 
and their work. These evenings 
inspire a lot of energy for me, and 
I feel inspiration is sparked more 
in the conversations we have – 
my inspiration is not always hair 
related but being engaged with 
people. 

“I think it’s crucial to keep staff 
talking and interested as this 

NAILIN’ 
COLOUR
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           WE 
CONSISTENTLY 
SEEK OUT NEW AND 
ORIGINAL IDEAS AND 
TECHNIQUES WHICH 
ARE THEN SHARED IN 
MONTHLY ART TEAM 
EVENINGS. EACH 
SESSION IS DIFFERENT; 
A DIFFERENT TEAM 
MEMBER LEADS THE 
SESSION EACH MONTH 
AND THE TEAM WILL 
EITHER PRESENT 
MOODBOARDS, THEIR 
ACTUAL HAIR WORK 
OR TALK ABOUT SOME 
OUTSIDE SOURCE THAT 
HAS HAD AN IMPACT 
ON THEM AND THEIR 
WORK. 

“

will keep them motivated. If this 
is something you’re looking to 
incorporate into your salon then it’s 
vital to know that these sessions 
need to have a set time frame. 
Create a date and time for them 
each month, any longer than a 
month and people will start to drop 
out and not attend. Have a clear 
calendar with set dates in and give 
it to your team in advance so they 
have plenty of notice to schedule it 
into their diaries.

“For us as a team it’s not about 
keeping up or creating new 
‘trends’, in fact I don’t like the 
word trend. For us it’s about 
creating visually interesting and 
beautiful work and sharing ideas 
and techniques to create this 
really beautiful work. Our latest 
collection Unified, was based on 
this method. For it we thought, 
‘What could be the worst colour 
you could have in your hair? What 
would be the worst haircut?’ We 
approached the collection with 
the idea of the ‘anti-beautiful’, 

making the wrong right or the bad 
beautiful using green shades.

“When it comes to clients, we 
offer complimentary consultations 
in the salon, which for colour, 
we would highly recommend 
booking in for prior to a new client 
appointment or a colour change. 
A vital part of creating the best 
colour services is knowing every 
client is different; they have 
different needs and different 
budgets. 

“Knowing the latest techniques is 
crucial but the approach should be 
about the individual, not what the 
latest ‘trend’ may be. Each colour 
we create should be suited to 
how often the client can visit the 
salon, their lifestyle, their budget 
and what’s going to suit them. Our 
consultations are about allowing 
the client to make an informed 
choice. Letting them know the 
implications of any choice made 
and making the client aware of 

the whole story and what they’re 
committing to. 

“Every time a client visits 
there should be a follow up 
conversation. Create a call to 
action, not a hard sell. It’s about 
prepping the client for some sort 
of evolution of style, so whether 
they do it this appointment or in a 
month’s time, the advice has been 
given and a plan created.

“Hairdressers don’t see 
themselves as sales people so 
when it comes to products it’s 
about informing the client on 
the changes you’ve made and 
preserving colour. We know it’s 
not always about spending the 
most amount of money on the 
most expensive products, so it’s 
up to us to let the client know 
what’s right for them and their 
hair type.

“We’ve found, even making small 
changes will make a difference to 
your colour business.”

NAILIN’ 
COLOUR

“
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THE THINNING HAIR MARKET IS BIG BUSINESS 
AND NIOXIN HAS BEEN PIONEERING SOME OF THE 
MOST INNOVATIVE PRODUCTS OVER THE PAST 20 
YEARS. NOW IT’S DONE IT AGAIN WITH INSTANT 
FULLNESS, ITS FIRST ON-THE-GO PRODUCT 
TO GIVE HAIR SOME ADDED OOMPH.

ON THE GO
THE THINNING HAIR MARKET IS BIG BUSINESS 
AND NIOXIN HAS BEEN PIONEERING SOME OF THE 
MOST INNOVATIVE PRODUCTS OVER THE PAST 20 
YEARS. NOW IT’S DONE IT AGAIN WITH 
FULLNESS, ITS FIRST ON-THE-GO PRODUCT 
TO GIVE HAIR SOME ADDED OOMPH.

ON THE 
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F
uller hair, fuller life
For busy urban 
millennials, life 
is about to get a 
whole lot fuller 
thanks to NEW 

Instant Fullness from NIOXIN.

It means no matter where your 
clients are they can give their 
hair an instant fi x leaving it up to 
twice as full in seconds. 

HOW DOES IT WORK? 
Sebum is a waxy, oily substance 
that is continually secreted from 
sebaceous glands found on the 
scalp. Even washing hair does 
little to help as the scalp returns 
to its pre-washing oil and sebum 
levels within three hours, which is 
where Instant Fullness steps in. 

A dry cleanser, it absorbs the oil 
using Fusion Fibril™ Technology 
and is designed to prolong the 
fullness of the NIOXIN 3-Part 
System kits, while it can be 
easily brushed out of the hair, 
removing the oil, leaving the 
scalp cool and refreshed. 

FUSION FIBRIL™ TECHNOLOGY
Packed with two types of 
particles to absorb the excess 
oil and add dimension between 
individual hair strands, Instant 
Fullness has all bases covered.

Tapioca starch is an oil absorbent 
material with a spherical shape, 
so it can easily absorb follicle 
clogging sebum. 

Meanwhile silica is used to help 
separate and add diameter to 
individual hair strands via micro-
bonding to each hair strand for a 
fuller end look.

THE UPSELL
Attract new clients to NIOXIN 
in your salon with an even 
bigger product offering and an 
entirely new category of styling 
on the go.

You can also increase the spend 
of current NIOXIN clients with 
this innovative new product that 
will prolong the fullness effect of 
the NIOXIN 3-Part System kits.

It’s a no-brainer.

ELL US WHY YOU 
LOVE NIOXIN. 
Over these last 
few years we 
have been greatly 

encouraged by the product 
development at NIOXIN, 
looking to replicate skincare 
regimes on the scalp; after all 
the scalp should be treated as 
an extension of your existing 
regime. With Diaboost, Night 
Density and now Instant 
Fullness, there is a full solution 
to help with scalp and hair 
health. We recommend this 
regime alongside the cleanser 
and revitaliser for best results.

DO YOU THINK IT IS IMPORTANT 
TO TAKE ON THE ENTIRE RANGE?
Although we’re a premium 27

multi-brand salon, when it  
comes to NIOXIN, the products 
complement each other so well 
that we do tend to recommend 
them together. For example, 
Diaboost is a treatment to use 
in the morning, then when 
you’re out and about carry 

WE’VE BEEN FOLLOWING SALON OWNER 
AND NIOXIN UK AMBASSADOR KAY 
MCINTYRE OVER THE PAST FEW MONTHS 
TO DISCOVER HER EXPERIENCES OF 
WORKING WITH NIOXIN. IN THE LAST OF 
OUR SERIES, SHE  TELLS US WHAT IT IS 
SHE LOVES ABOUT THE BRAND AND WHY 
SHE SEES A STRONG FUTURE AHEAD.

CASE 
STUDY: 
MCINTRYES

MCINTRYES

Instant Fullness, which will 
immediately refresh the scalp 
and add volume. It’s a perfect 
combination. We do fi nd once 
our clients start to use NIOXIN 
they want the entire range 
anyway.

WHAT HAS BEEN THE BIGGEST 
INNOVATION OF THEIRS THAT 
HAS EXCITED YOU THE MOST?
Without a doubt Diaboost is 
our hero. It’s the one product 
that we recommend to every 
client and by far our best-selling 
product. The results can be life-
changing, and we’ve been lucky 
enough to witness this fi rst-
hand. The product quite literally 
increases the hair’s diameter 
making hair stronger and more 
robust and adding volume, 
who doesn’t want that?  It’s 
McIntyres’ go-to product. 

WHAT DO YOU SEE IN YOUR 
FUTURE WITH NIOXIN?
We have stocked NIOXIN for 
15 years, and I have been the 
UK NIOXIN Ambassador for the 
last fi ve years. Our passion for 
scalp and hair health will never 
dissipate so if anything I can only 
see this relationship growing 
stronger.  

T
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QUESTIO
N

 TIM
EQGOLDSWORTHY HAS BEEN A NAME 

SYNONYMOUS WITH HAIRDRESSING 
SINCE THE LAUNCH OF THE AWARD-

WINNING FAMILY BUSINESS IN 
1961. SECOND GENERATION STEVEN 

GOLDSWORTHY HAS DEEPENED 
THAT BRAND, WHILE CREATING 
A NAME FOR HIMSELF IN HIS 
OWN RIGHT. HE HAS BECOME 
KNOWN FOR HIS EXCELLENT 
TRAINING, INNOVATIVE SHOW 

WORK AND MOST RECENTLY HIS 
AMBASSADORSHIP FOR VIVISCAL 
PROFESSIONAL. AS A MAN WITH 
A WEALTH OF EXPERIENCE, BOTH 

HIS OWN AND THAT PASSED DOWN 
FROM HIS PARENTS, WE COULDN’T 

THINK OF ANYONE BETTER FOR 
THIS MONTH’S QU TIME.
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WHEN DID YOU 
FIRST KNOW 
YOU WOULD 
WORK WITH 
HAIR?

My Dad, Peter, and sister, 
Nicola, were already working 
in the family business, but I’d 
shown no interest in following 
in their footsteps. I was quite 
academic and it was assumed 
I’d go on to further education 
as I quite fancied becoming 
an architect. However, I was 
creative and I liked the lifestyle 
hairdressing had given my 
parents so decided at 15 I was 
going to give it a go after all.

DESCRIBE YOUR FIRST HAIRCUT?
Our salon used a cutting 
system devised by Marc Young 
[ex Sassoon] and so my Dad 
contacted their chief educator 
and, at the age of 15, I was 
sent to their salon for three 
weeks’ intensive cutting 
training. My first model style 
was a wedge cut, which was 
the current trend and very 
difficult to execute.

HOW DO YOU THINK EARLY 
EXPERIENCES INFLUENCED YOUR 
CAREER?
As a schoolboy punk I always 
liked to be out there and not 
follow the crowd, and this 
influenced my early creativity 
in hair competitions. My first 
success was a very punk 
inspired look; colourful with 
short panels of disconnected 
hair. Even when I went on to 
compete for the British World 
Cup team I still brought my 
own radical flavour to the 
traditional styles they were 
creating.

QuestionTimeMayJune.indd   30 09/05/2017   15:27



 
HOW HAVE YOUR LIFE EXPERIENCES 
AFFECTED YOUR WORK AND ROLE 
AS VIVISCAL AMBASSADOR?
It’s seeing fi rsthand the 
devastation hair loss can 
cause to women. I don’t think 
anyone truly has an “oh well,” 
reaction to seeing it thin, 
fall out or look weaker. Hair 
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           I DECIDED TO 
STUDY TRICHOLOGY 
AS I’VE ALWAYS LOVED 
THE SCIENCE OF HAIR. 
PLUS HAVING HAD 
CLIENTS WHO HAVE 
EXPERIENCED HAIR 
THINNING AND HAIR 
LOSS, I WANTED TO 
BE ABLE TO OFFER 
THEM EFFECTIVE 
SOLUTIONS. VIVISCAL 
WAS AVAILABLE TO 
THE PROFESSIONAL 
MARKET AND I 
CONTACTED THEM FOR 
FURTHER INFORMATION 
WITH A VIEW TO USING 
IT FOR MY CLIENTS. 

“

“

HOW DID YOUR PARTNERSHIP WITH 
VIVISCAL EVOLVE?
I decided to study trichology 
as I’ve always loved the 
science of hair. Plus having had 
clients who have experienced 
hair thinning and hair loss, I 
wanted to be able to offer them 
effective solutions. Viviscal was 
available to the professional 
market and I contacted them 
for further information with a 
view to using it for my clients. 
I struck up a friendship with 
the company, based on my 
experience and new career 
path, and so it was a natural 
transition to represent them.
 
WHAT IS A TYPICAL WEEK FOR 
YOU?
I work in the salon fi ve days 
a week. Tuesday is devoted 
to offi ce based work, but I 
focus on clients the rest of 
the week. On Mondays I see 
my trichology clients. I have a 
clinic in Harley Street and see 
patients there once a month. I 
also work in conjunction with a 
few transplant clinics and see 
patients there who perhaps 
can’t be helped by transplants, 
or who are not ready yet for 
this option. Currently I’m also 
property developing with my 
son, Josh, and every spare 
moment sees me in builder, 
electrician and plumber mode, 
as we start refurbishing our 
Marlborough salon in the 
summer.

is one of the foundations of 
femininity, and seeing it lose 
its strength and vitality is tough 
on women whatever their age 
or circumstances. Properly 
prescribed, oral supplements 
encouraging healthy growth, 
like Viviscal Professional, 
will help, as will a skilled and 
sympathetic hairdresser – one 
who stresses the importance 
of routine, time, patience and a 
positive attitude.
 
WHAT HAS BEEN THE BIGGEST 
CHALLENGE IN YOUR CAREER SO 
FAR?
Being a salon owner always 
provides you with many 
challenges; expanding, 
recruiting, employing people, 
government generated red 
tape, surviving recessions 
and so on. I think the biggest 
challenge of all is adapting 
your business to cope with 
these, and always being 
progressive. Our current 
challenge is trying to dictate 
the future of the salons when 
this industry is rapidly changing 
before our very eyes.
 
WHERE DO YOU SEE YOURSELF IN 
FIVE YEARS’ TIME?
I’d like to be doing less! I 
hope to make trichology my 
main focus leaving the salons 
to be run by my son Josh 
and daughter Sophie. We’re 
currently working to make 
sure that we’re heading in that 
direction, but I don’t expect 
to retire any time soon. I will 
still be actively involved even 
if I spend less time behind the 
chair.

VIVISCAL

Steven Goldsworthy has long 
appreciated the devastation 
caused by thinning hair, 
which is why he’s advocate 
for Viviscal Professional. 
This food supplement is 
gaining momentum for its 
transformative effects on 
hair loss clients. Infused 
with increased levels of 
hero ingredient, marine 
protein complex AminoMar 
C, combined with Biotin and 
Zinc, it specifi cally nourishes 
hair follicles to help maintain 
healthy hair and bring back a 
more youthful zest. One your 
clients try it, we know they’ll 
love it and you’ll have a retail 
client for life.
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THEY’RE THE NIGHTMARE 
OF HAIRDRESSERS, THE 
ENEMY OF HUMIDITY AND 
THE TYRANT OF THOSE THAT 
WEAR THEM, BUT WHEN YOU 
NAIL THEM, NOTHING BEATS 
THEM. WE HEART CURLS.

EMBRACE 
THE CURL
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N
ailing the perfect 
curl, for the 
perfect girl is all 
about the product. 
That’s where 
Bed Head by 

TIGI comes in to ensure cool-girl 
style, the whole day through.

TIGI Stylers fi ght frizz, add 
defi nition and fi ght humidity for 
up to 72 hours.

So, next time you’re faced with 
a wave warrior or a coil queen, 
you can embrace it. Don’t be 
put off by curly hair’s tendency 
towards being dry, dull, harder 
to manage and prone to frizz, as 
Bed Head’s Calma Sutra, Screw 
it, Get Twisted and co – have 
your back. 

The new range from Bed Head 
covers wash and care, as well 
as some super-styling faves 
that will leave your curly-haired 
queens hot to trot.

Meet the players…

CALMA SUTRA
CLEANSING CONDITIONER 
FOR WAVES AND CURLS 
Stimulate tired waves and 
curls with this moisturising 
cleansing conditioner infused 
with nourishing babassu and 
Brazil nut oil. The sulphate-free, 
no-foam formula gently removes 
product build up and residue to 
leave the scalp refreshed and 
hair cleansed without stripping 
it of its natural oils. A hydracurl 
blend penetrates the hair fi bres 
to hydrate from within, while the 
anti-tangle complex detangles 
and improves manageability by 
aligning the hair fi bres.  
RRP: £17.95

SCREW IT
CURL HYDRATING JELLY OIL 
Lock in moisture and add 
shine to thirsty curls with 
this transformative jelly oil. 
Containing 40 percent glycerine, 
it penetrates the hair fi bre to 
condition from within, while 
TIGI’s unique frizz-fi ghting 
complex smooths the outer layer 
of hair, reducing frizz and taming 
fl yaways. Can be used on its 
own or be cocktail’d with your 
favourite curl styler. 
RRP: £13.75

long-lasting hold without 
stickiness, while anti-frizz 
agents fi ght humidity and other 
environmental enemies.
RRP: £13.50

FOXY CURLS
CONTOUR CREAM
The new and improved Foxy 
Curls Contour Cream 
formula features 
TIGI’s latest curl 
technology to 
provide waves and 
curls with improved 
defi nition. Superior 
styling polymers 
deliver light hold, 
allowing waves 
and curls to retain 
their desired shape 

33

throughout the day, while an 
anti-frizz blend combats humidity 
and calms frazzled strands.  
RRP: £13.50

ON THE REBOUND
CURL RECALL CREAM
Reform rebellious curls into 
soft, defi ned ringlets. Thanks to 
TIGI’s curl recall technology, On 
The Rebound instantly reforms 
fl attened, collapsed curls, 
ensuring they spring back into 
shape with just one scrunch.
RRP: £15.50
shape with just one scrunch.
RRP: £15.50long-lasting hold without 

stickiness, while anti-frizz 
agents fi ght humidity and other 
environmental enemies.

The new and improved Foxy 
Curls Contour Cream 

agents fi ght humidity and other 

shape with just one scrunch.
RRP: £15.50

78 PERCENT OF 
TEXTURED HAIR 

CONSUMERS 
COCKTAIL UP TO 
FIVE OR MORE 

HAIRCARE PRODUCTS 
SIMULTANEOUSLY – 
60 PERCENT MORE 
THAN THOSE WITH 

STRAIGHT HAIR
Info: bedhead.com 
0844 844 0944
Instagram @bedheadbytigi 
Facebook BedHeadbyTIGI

#YOURHAIRYOURWAY

GET TWISTED 
ANTI-FRIZZ 
FINISHING SPRAY 
Keep curls in check 
with this lightweight, 
fast-drying 
spray containing 
nutrient-rich, super 
hydrating coconut 
water.  Flexi-setting 
polymers lock-
in your client’s 
style by providing 
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Since the Samsung Galaxy S8 
finally launched – to rave reviews no 
less – of course it’s essential to get 
the accessories right. FLAVR has 
launched a range of cases for the new 
model, with real, pressed flowers in 
each transparent shell. Perfect for 
summer. RRP: £19.99, shopflavr.com

girlstech
TIME TO GET TECHY AGAIN – 
THIS TIME AROUND, WE’VE GOT 
EVERYTHING FROM CAR ACCESSORIES 
TO LIGHTING INSTALMENTS IN OUR 
GADGET GOODY BAG…

SB:GAGDETS

34

BY FIONA WARD

SITE SPRUCE

Über-cool styling brand R+Co has recently 
revamped its website with a new focus – an 
exceptional mobile experience. Now, you can 
watch creative director Howard McLaren’s 

in-depth tutorial videos, scroll through lookbooks and 
brush-up on your product knowledge directly from 
your smartphone or tablet. You can even use it to 
show clients your hero products with ease. We love 
it and we’re not the only ones: the site has won a 
Domani Design award. RANDCO.COM

FLOWER POWER
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DRIVE
SAFE
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STYLISH
SOUNDS
Maverick style and music 
icon will.i.am has finally 
launched his range of 
BUTTONS earphones 
to the UK, which he 
was seen wearing every 
Saturday night on ITV’s 
The Voice. With a host of 
celebrity fans including 
Naomi Campbell and 
Kendall Jenner – who star 
in a slick campaign shoot 
styled by André Leon 
Talley – the headphones 
are the ultimate statement 
for those who want a style 
accessory as well as great 
sound quality. Love. 
RRP: £169, amazon.co.uk

In 2015 – the last year on 
record – sales of car dash 
cams increased by a huge 
395 percent, as more drivers 

looked to cover themselves in 
the event of an incident. The 
Thinkware F770 is sleek and 
unobtrusive enough to fit into 
your vehicle without fuss, and 
allows you to control it via your 
smartphone for complete peace 
of mind – it might even save you 
money on your car insurance, 
too. Can’t argue with that! 
RRP: £199, THINKWARE.COM

SB:GADGETS

THATS AMORE

With summer on its 
way, the prospect 
of freshly-cooked 
wood-fired pizzas 

couldn’t be more appealing; but 
you don’t need a fancy stone 
oven to make your own at home. 
Enter the Uuni wood-fired oven, 
which is completely 
portable and easy to 
use, with extreme heat 
that allows you to cook a 
pizza in – wait for it – 60 
seconds. Say goodbye to 
microwave meals after a 
busy Saturday in the 
salon. RRP: £199, 
cuckooland.
com

SKIN SET STRAIGHT

The new Skin Matters app will be your 
beauty best friend when it comes 
to choosing your skincare products. 
Developed by leading facialist and skin 

expert Joanne Evans, the app gives explanations 
for over 2000 skincare ingredients, including 
a select few that we should be avoiding all 
together. RRP: £0.99, AVAILABLE ON THE APP STORE

NAME IN LIGHTS

Vibrant, neon lighting has seen a 
resurgence in the last few years, 
with the electrifi ed glass tubes 
even showing up in quirky salon 

interiors of late. The installations can be 
pretty pricey, but this little DIY number from 
The Fowndry allows you to create exactly 
what you want for a high street price. 
Simply craft your letter/s or shape, clip into 
place and affi x where you want it. Retro! 
RRP: £14.99, THEFOWNDRY.COM

DRIVE
SAFE

n 2015 – the last year on 

which is completely 
portable and easy to 
use, with extreme heat 
that allows you to cook a 
pizza in – wait for it – 60 
seconds. Say goodbye to 
microwave meals after a 
busy Saturday in the 

RRP: £199, 
cuckooland.
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WHEN IT COMES TO EDUCATION, 
WELLA HUSH CLUB EVENTS ARE 
A FIRM FAVOURITE. THIS MONTH 
IT WAS THE SASSOON ACADEMY 
TEAM WHO TOOK THE CROWD BY 
STORM.

As always, Hush 
Club promised an 
informal evening 
packed with 

education and inspiration 
– and that’s exactly what it 
delivered. 

Sassoon Senior Creative 
Director, Silvia Salerno, 
and Colour Director Pink 
Grubb, took to the stage 
to deliver a presentation of 
six models from their latest 
SS17 Academy Collection, 
Underpass and Salon 
Collection, Urbane.

The cuts celebrated the 
Sassoon heritage and were 
inspired by some of the key 
iconic looks created over 
the decades, with a truly 
original 2017 twist. “A lot 
of people associate us with 
blunt cuts and straight hair, 
but there’s a lot of texture in 
this collection,” said Silvia. 

The duo talked of Helmut 
Lang’s 1997 show, with 
strong nineties nuances. 
Texture, movement and a 
lot of colour mapping with 
large sections, resulted in 
pretty wearable hair that 
gave the audience plenty of 
inspiration to take back to 
the salon. 

“There’s a truly multi-tonal 
feel to this collection, but 
the sections are large and 
less intricate than previous 
seasons. The fi nished

look is very pretty still and 
there’s a lot of scope to use 
this technique in the salon,” 
added Pink. 

The audience heard how 
the Colour Mapping 
technique works with large 
graphic sections of colour 
placed next to one another 
over the head. “Colours 
of the same tone follow 
a slow transformation, 
diffusing through to give 
softness to the look and 
building the shape,” said 
pink.

In addition to watching 
their incredible talents 
live in action, guests also 
gained a rare insight into 
working within Sassoon 
Academy, how they 
develop collections, and the 
processes behind many of 
the brand’s iconic looks.  

Heritage

Club promised an 

six models from their latest 
SS17 Academy Collection, 
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THERE’S A TRULY MULTI-
TONAL FEEL TO THIS 

COLLECTION, BUT THE 
SECTIONS ARE LARGE AND 

LESS INTRICATE THAN 
PREVIOUS SEASONS. THE 
FINISHED  LOOK IS VERY 

PRETTY STILL AND THERE’S 
A LOT OF SCOPE TO USE 

THIS TECHNIQUE IN 
THE SALON...
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TRANSFORM YOUR 
CLIENT’S HAIR 
QUICKER THAN 
EVER BEFORE 
WITH NEW 
INSTANT ENERGY 
FROM SYSTEM 
PROFESSIONAL. 
AS THE FIRST 
DRY SPRAY TO 
CONTAIN THE 
EXCLUSIVE 
ENERGYCODE™ 
COMPLEX, IT’S 
THE IDEAL WAY TO 
INTRODUCE THE 
ENTIRE SYSTEM 
PROFESSIONAL 
RANGE. I’S 
TIME TO OFFER 
EVERY CLIENT A 
PERSONALISED 
CARE SYSTEM 
THAT LEAVES 
HAIR FEELING 
REBORN. 

ENERGY 
ON THE GO
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about the transformative 
EnergyCode™ Complex. 

For the best results it should 
be used as part of their regular 
care regimen, based on their 
EnergyCode™, so make sure 
whenever you or your stylists 
reach for Instant Energy, it 
follows an EnergyCode™ 
Consultation. 

THE 
CONSULTATION
System Professional created 
the EnergyCode™ Complex to 
ensure every client receives 
personalised haircare for 
transformative results.  
It begins with the EnergyCode™ 
Consultation, where stylists 

“LOVE LOVE LOVE 
INSTANT ENERGY! 
THE SMELL WAS 
FAB, ESPECIALLY 
WHEN YOU APPLY IT 
IN THE EVENING. I 
WILL DEFINITELY USE 
INSTANT ENERGY IN-
SALON, I LOVED IT.” 
HOB SALONS

THE CRAZE
Beauty is big business and it’s 
why women and girls across the 
UK dedicate a big chunk of their 
time to looking their best – but 
they want it fast and they want it 
now. It’s seen the emergence of 
the blowdry bar to huge success, 
while retail for products that 
offer instant results has soared.  

NEW Instant Energy from 
System Professional fi ts in 
perfectly with this craze: 
It energises the hair for 
transformative results every time 
it’s used, and sits comfortably in 
the System Professional Instant 
Care line-up – products created 
for when there’s no time to 
rinse.

As the fi rst dry spray to contain 
EnergyCode™ Complex it is 
sure to be a hit with current 
EnergyCode™ clients, while 
providing the ideal introduction 
to those who aren’t.

THE BENEFITS
Instant Energy is a unique 
product bringing to life the 
brand proposition of hair full 
of energy and enabling stylists 
and their clients to see hair 
transformations immediately.

It gives clients the luxurious 
feeling they get after they’ve just 
conditioned their hair with their 
EnergyCode™, but they can get 
it anywhere, any time, without 
having to wash it every day.
They get instantly soft, 
irresistibly touchable hair with a 
fresh scent whenever they want 
it – who isn’t going to love that?

WHEN TO USE IT
Everyday. Instant Energy is the 
perfect product for an afternoon, 
evening and next day restyle 
and to protect during rushing – 
ensuring less breakage.

It’s also an essential at every 
blowdry, plus it works in synergy 
with System Professional 
products for outstanding results. 

And with 80 percent of clients 
opting for a blowdry when 
visiting your salon, it’s an easy 
upsell to boost your retail sales 
AND get clients asking questions 

ENERGISE YOUR 
CLIENTS’ HAIR 
AND NAILS! 

OFFER A 
COMPLIMENTARY 
OPI NAIL 
STRENGTHENER 
WORTH £18.80 
WITH THE 
PURCHASE OF 
NEW INSTANT 
ENERGY

INFO: CONTACT YOUR WELLA 
ACCOUNT MANAGER OR HEAD TO 
SYSTEMPROFESSIONAL.CO.UK

identify their client’s unique 
energy profi le, out of over 174 
million possible combinations.

Once the client’s unique 
EnergyCode™ has been 
identifi ed, it’s easy to prescribe 
the System Professional products 
that leave their hair feeling 
reborn. 

Now to achieve that feeling 
anywhere, any time, 
EnergyCode™ clients have NEW 
Instant Energy.
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TURN UP 
THE HEAT

SB:EVENTS

Photo 
first

Wella’s 
TrendVision 
Award 

Photographic judging 

day took place at 

the Wella World 

Studio London with a 

wide range of highly 

acclaimed hairdressing 

experts and icons 

who worked their way 

through the record 

number of entries. 

“We’ve been hugely 

impressed by the 

standard of the entries 

this year and the 

competition has been 

tough. Thank you to 

everyone who has 

taken the time to enter 

and congratulations to 

our regional fi nalists. 

Special thanks must 

go to our judges who 

have given up their 

time to support this 

amazing competition,” 

said Wella’s Director 

of Education, Sheila 

Jackson. 

Finalists will now 

compete at the UK 

Regional & Ireland 

Heats, where they will 

be required to create 

their look on a live 

model. The winners 

from that stage will 

then compete at the 

UK & Ireland fi nal on 

Tuesday, September 

5, 2017 at The 

Roundhouse, Camden, 

London. 

The winners of the 

two international 

categories [Color Vision 

and Creative Vision] 

will then compete 

at the International 

TrendVision Award Final 

in London in October.    

42

WELLA’S ELITE HAVE BEEN 

CHOSEN TO GO THROUGH TO 

THE TRENDVISION 2017 UK AND 

IRELAND FINAL FOLLOWING THE 

PHOTOGRAPHIC ROUND OF THE 

ICONIC COMPETITION. 

“WE’VE BEEN HUGELY IMPRESSED 
BY THE STANDARD OF THE 

ENTRIES THIS YEAR AND THE 
COMPETITION HAS BEEN TOUGH. 
THANK YOU TO EVERYONE WHO 
HAS TAKEN THE TIME TO ENTER 
AND CONGRATULATIONS TO OUR 

REGIONAL FINALISTS. 
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TURN UP 
THE HEAT

IMAGE COURTESY OF TIGI

APRIL HAS CERTAINLY SHOT UP AND DOWN THE MERCURY, WHICH ASIDE FROM 
CAUSING NO-END OF WARDROBE NIGHTMARES, PLAYS HAVOC WITH YOUR CLIENT’S 

HAIR. STILL, AS THE MONTHS PROMISE [EEK] TO GET HOTTER, OR YOUR CLIENTS HEAD 
SOUTH IN SEARCH OF MORE SUN, YOU CAN NEVER BE TOO PREPARED. THAT’S WHAT 

TURN UP THE HEAT IS ALL ABOUT. 
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THE SUNSHINE SEASON IS 
FINALLY ON THE HORIZON – 

AND WHILE WE CAN’T REALLY 
PREDICT WHAT THE WEATHER 

HAS IN STORE, WE CAN 
PROVIDE A CLIENT-FRIENDLY 

HAIR FORECAST…

WORDS: FIONA WARD

S U M M E R
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M
any would 
argue that 
summer is 
the best of all 
seasons when 
it comes to 

hair. “It’s certainly an exciting 
time,” says Suzie McGill, 
International Artistic Director at 
Rainbow Room International. 
“There are so many special 
occasions for clients to try 
something different to their 
usual cut and blowdry, be it 
weddings, festivals or even race 
events that will encourage them 
through the salon doors.”

Whether it’s cut, colour or coif, 
the dawn of a new season 
always brings a host of new 
inspiration and this time round, 
things are looking pretty low-
maintenance.

SHORT AND 
SWEET
You only have to look to the 
latest legion of celebrity hair 
transformations to know that the 
statement crop is this season’s 
‘it-cut’, and the more daring, the 
better. 

Kristen Stewart led the way 
with her fearless blonde buzzcut 
courtesy of red carpet stylist 
Bridget Brager, with Katy Perry 
in close pursuit [having recently 
taken her peroxide pixie even 
shorter], but the likes of Nina 
Dobrev and Chloe Grace Moretz 
show short doesn’t have to be 
scary with their newly-chopped, 
just-above-the-shoulder bobs. 

“Think Madonna in her ‘Holiday’ 
video, or the way Jennifer 
Hudson is wearing her hair right 
now,” says Simon Webster of 
Simon Webster Hair, in support 
of the former. “Short, croppy 
haircuts with defi ned shape and 
lots of texture – it’s a powerful 
statement but still a feminine 
look.” 

Meanwhile, Callum Standen  
from cult new salon Standen 
May is adding a twist to the chop 
this season. “I love creating a 
shoulder-length hidden layered 
bob,” he says. “It looks like a 
heavy, one-length bob but has 
a soft undercut layer through 
the underneath to add texture. 
Soft, short, sexy shapes are 
everything this summer, adding 
full head colours with soft baby 
lights for extra dimension.” 

CAREFREE COOL
Natural styling will take the 
lead when it comes to fi nish, 
making use of organic texture, 
minimal hot tools and an undone, 
effortless approach. 

After another epic stint 
backstage at the spring summer 
17 shows, Eugene Souleiman 
explains why a natural, unforced 
aesthetic is best this season: 
“It’s about the not-too-polished 
look,” he says. “It’s about 
celebrating the beauty of 
imperfection and offering a more 
realistic proposition for women.” 
This carefree, uncoiffed look 
was seen at Roland Mouret, 
J.W. Anderson, Peter Pilotto and 
Roksanda, to name a few. 

The catwalk infl uence has 
certainly translated to the 
everyday, as salons are seeing 
more and more clients opting for 
beachy texture over a bouncy 
blowdry. 

“Natural fi nishes are so much 
more modern than the perfect 
blowdry – our clientele have 
been moving away from that 
look for some time now,” 
says Ashley Gamble of Ashley 
Gamble Hair and Beauty. 

“With people’s lives getting 
busier, that scruffi er, sexier 
look has never been bigger, 
particularly in summer when an 
undone look is so effortlessly 
cool.” 
 
Leicester-based Barrie Stephen 
Hair has even dubbed the look 
the ‘anti-blowdry’, as explained 
by salon consultant Olivia 
Stevens. “It’s a perfect cool-girl 
style that’s the ideal blend of 
natural shape and texture,” she 
says. 

“It’s all about easy-going and 
natural looks and as this look is 
so easily achieved at home, it’s 
the perfect style to promote to 
your clients. Offer it as a fi nish 
and maybe even add it to your 
styling menu.”

To encourage the airy, laid-back 
feel, Callum recommends opting 
for minimal product during 
summer, using dry shampoos, 
texturising and salt sprays to 

          KRISTEN STEWART 
LED THE WAY WITH HER 

FEARLESS BLONDE BUZZCUT 
COURTESY OF RED CARPET 
STYLIST BRIDGET BRAGER, 

WITH KATY PERRY IN CLOSE 
PURSUIT [HAVING RECENTLY 
TAKEN HER PEROXIDE PIXIE 

EVEN SHORTER], BUT THE 
LIKES OF NINA DOBREV 

AND CHLOE GRACE MORETZ 
SHOW SHORT DOESN’T HAVE 

TO BE SCARY WITH THEIR 
NEWLY-CHOPPED, JUST-
ABOVE-THE-SHOULDER 

BOBS. 

“

“
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create texture where needed. 
“Keep all your products sheer 
to keep that lightweight, loose 
feel,” he says.

NEW WAVE 
BRAIDS
“Braids are nothing new,” says 
Eugene. “Everyone from the 
Egyptians to the Vikings wore 
them; they were probably the 
fi rst style women ever learnt, 
but the opportunities for braids 
are limitless. We’re fi nding new 
techniques all the time.” 

It seems that the habitual plait 
will go one of two ways this 
summer; structured and street 
or soft and bohemian. On the 
runway, a whimsical, slightly 
unkempt look was mostly 
preferred, with pulled-out 
strands and wispy texture. 

“They’re created by hand,” 
Eugene continues. “These 
braids are about being less 
bothered and not sitting in front 
of the mirror for hours. There’s a 
lightness to the whole thing.”

Conversely, super-tight, not-a-
hair-out-of-place scalp braids 
have become increasingly 
popular too, with a host of 
different patterns and styles 
emerging since Kim Kardashian 
stepped out wearing sleek boxer 
braids [aka double dutch braids] 
back in 2016. 

Whichever direction you choose, 
try brushing-up on your braiding 
skills with an intensive day 
course – ghd art team members 
Leighanne Regan and Billy Fry 
run a brilliant trend-led seminar. 

COLOUR ME 
SEASONAL
When it comes to colour, 
summer is always an excuse to 
opt for, or suggest, a change. 
“Many clients want to change 
their hair in the lead up to 
summer to give it that ‘summer 
glow’,” says Suzie. 

“Whether it’s going blonder or 
opting for highlights or balayage, 
there are so many different 
ways to get the hair ‘summer-
ready’. Some will be willing to 
experiment too, with bright and 
bold or pretty pastel shades.” 

Statement summer colour is 
going nowhere, though this 
time around it’s gone grunge. 
“Pastel shades are still appearing 
throughout industry shows and 
are popular with clients in-salon, 

but with dirtier, grittier tones 
rather than the clean baby blues 
and pretty pinks that have been 
quite popular over the last couple 
of years,” says Simon. 

At the Marc Jacobs SS17 show, 
the models’ locks were still 
sugary-sweet in colour, but 
styled into piled-high dreadlocks 
for that all-important edge.

THE BIG EVENT
Of course, one thing summer 
always brings with it is occasion 
hair, be it for weddings, ladies 
days or even festivals. Bridal hair 
specialist Anna Sorbie predicts 
that – as we’ve seen elsewhere 
– wedding hair will be fresher, 
more modern and less ‘done’ 
this summer. 

“The dishevelled updo is 
something more and more 
brides are asking for,” she says. 
“It’s a more contemporary way 
to wear bridal hair; effortless, yet 
still elegant. Prep the hair with a 
texturising spray, and whatever 
style you create, gently tease 
some wisps around the face for 
a softer fi nish. The look you want 
to achieve is that of a bride on 
the evening of her big day, after 
a few hours of really enjoying 
herself!”

The same rule applies to festival 
hair; less maintenance, more 
ease. Toni&Guy International 
Artistic Director Efi  Davis 
recommends styles that will 
work across numerous days 
[and if they’re lucky, the whole 
festival]. 

Start with a completely braided 
‘do that keeps all hair off the 
face, then advise your clients to 
let some of it down for day two 
[perhaps a half-up-half-down 
look, or a half-braided ponytail], 
and fi nally let it all down for 
day three. “Crimped hair was 
everywhere at London Fashion 
Week, and makes the perfect 
DIY option for festivals,” she 
says. 

So there you have it, 2017’s 
summer hair menu is set be 
our coolest yet. Fine by us…

          THE 
DISHEVELLED UPDO 
IS SOMETHING MORE 
AND MORE BRIDES ARE 
ASKING FOR,  IT’S A 
MORE CONTEMPORARY 
WAY TO WEAR BRIDAL 
HAIR; EFFORTLESS, 
YET STILL ELEGANT. 
PREP THE HAIR WITH 
A TEXTURISING SPRAY, 
AND WHATEVER STYLE 
YOU CREATE, GENTLY 
TEASE SOME WISPS 
AROUND THE FACE FOR 
A SOFTER FINISH. THE 
LOOK YOU WANT TO 
ACHIEVE IS THAT OF A 
BRIDE ON THE EVENING 
OF HER BIG DAY, 
AFTER A FEW HOURS 
OF REALLY ENJOYING 
HERSELF!”
 

“

“
SB:FEATURE
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perhaps a half-up-half-down 
look, or a half-braided ponytail], look, or a half-braided ponytail], look, or a half-braided ponytail
and fi nally let it all down for 
day three. “Crimped hair was 
everywhere at London Fashion 
Week, and makes the perfect 
DIY option for festivals,” she 

So there you have it, 2017’s 
summer hair menu is set be 
our coolest yet. Fine by us…our coolest yet. Fine by us…

GET READY TO CREATE HOT SUMMER LOOKS LIKE 
GARY HOOKER & MICHAEL YOUNG 

PHOTOGRAPHY: JACK EAMES  MAKEUP: MEGUMI 
STYLING: CLARE FRITH 
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GARY HOOKER & MICHAEL YOUNG 
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SB: TURN UP THE HEAT

GET YOUR CLIENTS SORTED 
IN TIME FOR SUMMER WITH 
THESE ESSENTIALS FROM 

BED HEAD BY TIGI.

BEACH 
READY
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GET YOUR CLIENTS SORTED 
IN TIME FOR SUMMER WITH 
THESE ESSENTIALS FROM 

BED HEAD BY TIGI.

READY
GET YOUR CLIENTS SORTED 
IN TIME FOR SUMMER WITH 
THESE ESSENTIALS FROM 

BED HEAD BY TIGI.

BEACH 
READY

QUEEN BEACH
SALT INFUSED    

TEXTURE SPRAY  
For those clients who long to 

recreate their holiday hair look at 
home, without the crunchy, sticky 
feeling you so often get with salt 

sprays, Queen Beach is THE ONE 
– it’s the effortless way to create 
perfect loose textured waves. It’s 

thanks to a host of goodies packed 
inside, including marine algae 

extract and Balinese salt infusion 
for buildable hold, shine and frizz 
control – perfect for oceanic curls 
and waves.  Even more, it dries 

quickly, smells amazing and lasts up 
to 24 hours.

INFO: RRP £16.25 FOR ALL PRODUCTS EXCEPT 
SHAMPOO [£12.50] AND CONDITIONER [£14.50] 

BEDHEAD.COM

BEACH BOUND  
Designed with coloured 

hair in mind. Beach 
Bound Protection Spray 

protects from heat 
damage and humidity 
to keep coloured hair 
vibrant and nourished.

BEACH FREAK 
DETANGLER SPRAY 

Salt water can leave 
hair looking and feeling 

tangled and parched. This 
super-styler lubricates the 
strands to make combing 
the hair easy, detangling 

knots and moisturising dry 
hair to give a beautiful, 

smooth fi nish.

TOTALLY BEACHIN’ 
WASH & CARE 

Totally Beachin’ Shampoo 
and Conditioner have 

been specifically tested 
against the ravages of 
summer; we’re talking 

pool water, sea, sun and 
sand. Using this wash 
and care combo gives 

your hair the best chance 
against breakage and 
serious damage. The 

duo are also colour safe, 
which is perfect for all 

those blondies that will be 
streaming through your 

doors.
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The ultra-rich formula of 
Paul Mitchell’s Super-
Charged Moisturiser 

will improve the elasticity 
and strength of sun-parched 
strands. RRP FROM £8.95, 
PAUL-MITCHELL.CO.UK

SB:PRODUCTS
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YOU’VE GOT THE TRENDS 
AND TECHNIQUES 
COVERED – NOW IT’S 
TIME TO STOCK UP ON 
THOSE ALL-IMPORTANT 
SEASONAL PRODUCTS. 
ALL SALON BUSINESS-
APPROVED, OF 
COURSE…

HOT
STUFF

R+CO’S SAIL 
SOFT WAVE 
SPRAY

SILKE HAIR WRAPS AND TIES

This sprightly spray 
creates natural waves 
with just a hint of volume. 
RRP £22.95, RANDCO.COM

We love these for travelling – made from 100 
percent silk, they work to distribute moisture 
through the hair, and prevent any snagging. 

RRP FROM £21, SILKELONDON.COMPAUL MITCHELL’S 
SUPER-CHARGED 
MOISTURISER

HAIR: GARY HOOKER & MICHAEL YOUNG 
PHOTOGRAPHY: JACK EAMES  MAKEUP: MEGUMI 

STYLING: CLARE FRITH 
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FUDGE SMOKEY TONER 
PALETTE

DAVID MALLETT 
SALT SPRAY

SCHWARZKOPF PROFESSIONAL 
SUN PROTECT TRAVEL SET

LABEL.M’S 
PROTEIN SPRAY

MOROCCANOIL

L’ORÉAL 
PROFESSIONNEL 
MYTHIC OILS

MILK_SHAKE’S SUN & MORE

OWAY ORGANIC 
HAIR HEROES

A smokey capsule range 
of essential enhancing 
and neutralising toners, 

Headpaint Ash Infusions collection 
delivers bespoke blonde effects.  
Comprising Rose Quartz, Silver Lilac 
and Graphite, it utilises Headpaint’s 
existing formulation. RRP: £5.29 + VAT, 
FUDGEPROFESSIONAL.COM

David Mallett Salt Spray 
creates texture without 

becoming sticky or heavy – 
‘anti-blowdry’ perfection. RRP 

£25, SATINDAYS.COM

The super-cute Sun Protect 
Travel Set from Schwarzkopf 
Professional comes with an 

adorable passport-stamped bikini bag 
and convenient carry-on sizes. RRP £15.95, 
SCHWARZKOPF-PROFESSIONAL.CO.UK

Label.m’s popular 
Protein Spray 
contains a 
moisturising 
blend of jasmine, 
sweet pear, 
vanilla, wheat and 
soy, shielding hair 
from heat 
damage and 
evening out 
porosity. It comes 
in a travel-friendly 
miniature size, 
too. RRP FROM 
£4.20, LABELM.COM

L’Oréal Professionnel 
has reformulated its 
popular Mythic Oils 
to include up to 26 
percent active oils, 
and a new-improved 
heat protection 
of up to 230 
degrees. RRP £16.49, 
LOREALPROFESSIONNEL.
CO.UK

Milk_shake’s Sun & More 
range is a comprehensive 
collection of products for 

all summer concerns covering frizz 
control, heat protection, detangling 
and manageability, to name a few. 
RSP FROM £14.19, 
MILKSHAKEHAIR.CO.UK

Organic hair heroes 
OWAY recently 
launched its frizz-

busting Smooth+ range, 
providing a welcome remedy 
to humidity-related woes. 
RRP FROM £18.60, OWAY.CO.UK

The Organic Colour 
Systems Aqua Boost 
Leave-in Conditioner is 
the perfect post-pool pick-
me-up, giving shine and 
suppleness and boosting 
colour retention. 
RRP £11.95, 
ORGANICCOLOURSYSTEMS.COM

ORGANIC COLOUR 
SYSTEMS AQUA 
BOOST LEAVE-IN 
CONDITIONER

KERASTRAIGHT’S 
SUN PROTECTION 
SPRAY

KeraStraight’s Sun Protection 
Spray can provide up to eight 
times more protection from 
harmful UVA and UVB rays 
than hair can naturally – an 
ideal holiday product. RRP £20, 
KERASTRAIGHT.COM

This handy 
kit from 
Moroccanoil 

contains everything 
your clients need for 
a summer trip – and 
it comes in generous 
sizes too. Contains 
the Moisture Repair 
Shampoo and 
Conditioner and Dry 
Texture Spray. 
RRP £33.80, 
MORROCANOIL.COM/UK

SCHWARZKOPF PROFESSIONAL 
SUN PROTECT TRAVEL SET

he super-cute Sun Protect 

Leave-in Conditioner is 
the perfect post-pool pick-
me-up, giving shine and 
suppleness and boosting 

ORGANICCOLOURSYSTEMS.COM

ORGANIC COLOUR 

OWAY ORGANIC 
HAIR HEROES

O
busting Smooth+ range, 
providing a welcome remedy 
to humidity-related woes. 
RRP FROM £18.60, OWAY.CO.UKRRP FROM £18.60, OWAY.CO.UK
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AS THE TRENDS 
STEP IT UP A GEAR 
TO ACCOMPANY THE 
WEATHER, ALLOW 
YOUR CLIENTS THE 
VERSATILITY OF 
COLOUR CHANGES 
WITH JOICO.

ACROSS 
THE 
SPECTRUM
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AS THE TRENDS 
STEP IT UP A GEAR 
TO ACCOMPANY THE 
WEATHER, ALLOW 
YOUR CLIENTS THE 
VERSATILITY OF 
COLOUR CHANGES 
WITH JOICO.

ACROSS 
THE 
SPECTRSPECTR

Joico.indd   54 08/05/2017   18:24



SB:FEATURE

55

FASHIONISTA

BLONDE 
BOMBSHELL

I t’s all about the blonde. You 
can help your clients get 
there with Joico Blonde 
Life Lightening Powder. 

Promising up to 9+ levels of lift 
it’s perfect for those demanding 
summer clients. Plus, with a 
dedicated care line, you can 
offer the full kit to keep the 
blonde fresh for as long as 
possible.

The intensely nurturing, sulfate-
free formulas in the care line 
tackle brassiness, brittleness 
and breakage so hair is better 
prepared to take the beating 
that sun, sea and chlorine packs 
on. It’s the elasticity-boosting 
Arginine, rich oils Monoi and 
Tamanu, with detoxifiers and 
Joico Bio-Advanced Peptide 
Complex, that repairs damage, 
replenishes strength, and 
prevents breakage at the same 
time. Blondes really will have 
more fun. 

METALLIC
MAYHEM >>>
I ntensify your boldest of clients 

with Joico Color Intensity. Created 
with the fashion-forward in 
mind, the brand’s Metallic Muse 

Collection is fresh, modern and multi-
dimensional with both warm and cool 
metallized hues. 

There are 25 intermixable semi-
permanent shades that mimic the 
lustre of liquid metal, including new 
Moonstone, Violet, and Mauve Quartz 
– to name a few. Added to the existing 
line up, you can really over step the 
boundary, for striking hues that will 
glisten in the sun. 

At a time when shine is high on the 
agenda, but in short supply, we think 
these shades will be a godsend.

BLONDE 
BOMBSHELL

I
Promising up to 9+ levels of lift 
it’s perfect for those demanding 
summer clients. Plus, with a 
dedicated care line, you can 
offer the full kit to keep the 
blonde fresh for as long as 
possible.

The intensely nurturing, sulfate-
free formulas in the care line 
tackle brassiness, brittleness 
and breakage so hair is better 
prepared to take the beating 
that sun, sea and chlorine packs 
on. It’s the elasticity-boosting 
Arginine, rich oils Monoi and 
Tamanu, with detoxifiers and 

“IT’S ALL ABOUT THE BLONDE. 
YOU CAN HELP YOUR CLIENTS GET 
THERE WITH JOICO BLONDE LIFE 

LIGHTENING POWDER. PROMISING 
UP TO 9+ LEVELS OF LIFT IT’S 

PERFECT FOR THOSE DEMANDING 
SUMMER CLIENTS.” 

E veryone knows someone who 
loves change, making them 
perfect for Joico InstaTint. 
They’ll fall in love with the 

bold, bright hair shades time and 
again as they experiment with these 
temporary colour shimmer sprays. 

They can be Hot Pink, Ruby Red, Light 
Purple, Periwinkle, Titanium, or a mix 
of all five – in an instant. These sprays 
pack a pigment punch too and can then 
be washed out up to three days later. 
Summer must-have.
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old meetsold meetsold 
new
WHEN Q HAIR & BEAUTY ANNOUNCED IT WAS 
EXPANDING, WE KNEW WE WERE IN FOR A TREAT. SO 
AT THE FIRST OPPORTUNITY WE HEADED DOWN TO 
THE NEW WEST SUSSEX SALON TO SEE IF THEY’VE 
CRACKED IT AGAIN…
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When Directors 
Anthony Barnes-
Smith and Dawn 
Lawrence visited 

Midhurst, they knew it was to be 
the location of their next salon. 
The only question was, which 
building would be its home.

The spot? An elegant building on 
the corner of West Street, which 
they knew they could transform 
into the green haven they had 
pictured. 

“At the heart of our inspiration 
for the design of our new sister 
salon in Midhurst was the very 
special atmosphere we’ve 
created in Chichester and which 
is so well-loved,” said Dawn.

The Chichester salon has fondly 
become known as the House 
of Q over the years, which is 
something they were keen to 
continue in the Midhurst location. 

“The essence of it is the warm 
and welcoming organic feel that 
stems from the huge areas of 
beautiful wood – original solid 
wood fl ooring and stylish oak 
furniture,” adds Dawn. 

There are stark differences 
between the salons as the 
original is in an historic Georgian 
townhouse, but there is 
continuity across the layout with 
separate areas for the ladies’ 
salon, the gents’ area and the 
treatment rooms. 

57
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         BRINGING THE 
OUTDOORS IN WAS A 
THEME THAT FOLLOWED 
THROUGHOUT WITH THE 
USE OF SUSTAINABLE 
WOOD AND HUGE 
MIRRORS TO REFLECT 
LIGHT, BUT ALL THE MOD 
CONS WERE INCLUDED 
TOO WITH A COFFEE BAR, 
CHARGING SOCKETS AND 
SCRUMMI TOWELS.

“

“

“In Chichester we have big bay 
windows that let in plenty of light 
but allow our guests to still enjoy 
plenty of privacy. In Midhurst, 
the building is unusual in that it is 
double-fronted and on a corner 
site with fl oor-to-ceiling windows, 
so we had to carefully design 
the layout and use furniture that 
would ensure the important 
element of privacy while still 
allowing natural light to fl ood in.”
 
Bringing the outdoors in was a 
theme that followed throughout 
with the use of sustainable 
wood and huge mirrors to refl ect 
light, but all the mod cons were 
included too with a coffee bar, 
charging sockets and Scrummi 
towels.

The backwash area has an 
exposed wall as a feature, while 
the fl ooring is original, along 
with the fi replaces, hearths and 
exposed York stone threshold.

The freestanding work stations 
are new to the UK from Takara 
Belmont and fi t the bill perfectly 
due to the building’s double-
fronted corner position. 

Some other furniture was 
upcycled including the work 
counter, which was in the building 

SB: INTERIORS
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SB: INTERIORS

when they it took over – they 
adapted it and turned it into the 
salon’s reservations desk.

“We want our guests to 
experience the wow factor from 
the moment they enter,” explains 
Dawn. “One element of this is 
playing the right kind of relaxing, 
welcoming music and the 
acoustics in the Midhurst salon 
are perfect for this – the music 
creates the perfect level of buzz 
as guests enter, without being 
overwhelming and many people 
comment on it.

“The main element is the amazing 
centrepiece behind the reception 
desk, which is the first thing 
everyone sees as they come in – 
and they definitely go ‘wow’ the 
moment they see it.”

In fact this solid wood 
centrepiece, made especially 
by a gifted local carpenter, was 
designed for very practical 
reasons. There are two large 
supporting pillars in the centre of 
the salon and instead of regarding 
these as a problem and ‘fighting’ 
them, they decided to embrace 
them and use them as the basis 
for a double-sided multi-functional 
centrepiece.

“As well as being absolutely 
stunning, it is hugely practical and 
also adds to the privacy, shielding 
the backwash area,” adds Dawn.

So that’s permanent fixtures and 
fittings sorted, but they pa a lot of 
attention to the smaller details too: 
“We make a great deal of effort 
with our window displays, making 
sure they reflect our vision of who 
we are, not what we sell. Our 
displays are never about selling 
products, they’re about getting 
people to know about us. It’s 
interesting that within a week or 
so, other businesses in the town 
were adapting their windows to 
similar designs,” says Dawn.

Setting standards – it’s what we 
like to see.
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THE RESULTS ARE IN

AFTER MONTHS OF ANTICIPATION
AND INSPIRATIONAL AWARD ENTRIES
WE’RE BRINGING YOU THE SALONS 
AND HAIRDRESSERS THAT ARE ONE
STEP CLOSER TO REALISING THEIR 

DREAMS

TURN OVER TO REVEAL 
THE FINALISTS...

SBAwardsMayJune.indd   53 09/05/2017   10:04



FOR THE INDIVIDUAL

ANDREW SMITH 
ANDREW SMITH SALON

NATASHA PEARSON 
PEARSON CLARKE 

HAIRDRESSING

CHRISTIAN WILES 
CHRISTIAN WILES 

TRADITIONAL 
GENTLEMAN’S GROOMING

SOFIA REYEROS
SAKS EXETER

JASON LIDDIARD 
JASON LIDDIARD 
HAIRDRESSING

HAYLEY QUINLIN
TIKADI

STYLIST OF THE YEAR
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JANET MAITLAND

CELTIC MAGPIE HAIR

ANNE VECK HAIR

ELAN HAIR DESIGN

BLUE TIT

Q HAIR & BEAUTY

GREEN SALON
SPONSORED BY ECO HAIR AND BEAUTY

FOR THE SALON
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CREATIVE SALON 
SPONSORED BY TIGI

BLUE TIT

RRI UDDINGSTON

EGO HAIR DESIGN

SIMON WEBSTER HAIR

NICOLA SMYTH AWARD-
WINNING HAIR

WESTROWSIMON WEBSTER HAIR

FOR THE SALON
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DESIGN SALON
SPONSORED BY MALETTI

BRYSON & HARE

SEED SALON

MATTHEW CURTIS

SIXTH SENSE SALON

SALLY MONTAGUE

WESTROW

FOR THE SALON
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EDUCATION SALON 
SPONSORED BY REMI ICACHET

RAINBOW ROOM 
INTERNATIONAL 

ACADEMY

SPARGO HAIRDRESSING

SAKS SAFFRON WALDEN

THE HAIR BOUTIQUE

SECKINGTONS

WESTROW

FOR THE SALON
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BEST LOCAL SALON
SPONSORED BY PAUL MITCHELL

Wonder Woman Most Wanted 2016.indd   1 12/05/2016   06:22

DEAN JONES

ROSS CHARLES 
HAIRDRESSING

GEORGE’S 
HAIRDRESSING

SARAI

INANCH

SPARGO HAIRDRESSING

FOR THE SALON
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ATELIER

RAINBOW ROOM 
INTERNATIONAL 

ACADEMY 

HAIR BY JFK

SEED

LINTON & MAC

Q HAIR & BEAUTY

SALON TEAM
FOR THE SALON
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BLUE TIT

SALON 54

KARINE JACKSON

SEANHANNA

RUSSELL EATON

ZOOLOGY

COLOUR SALON
FOR THE SALON
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BLUE TIT LONDON

HAIRVEN

FRANCESCO GROUP

RAINBOW ROOM 
INTERNATIONAL

GUY CHRISTIAN

WESTROW

SALON GROUP
FOR THE SALON
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EGO HAIR DESIGN

RICHARD WALLACE

KAM HAIR

SAKS EXETER

NICOLA SMYTH AWARD-
WINNING HAIR

SAKS SAFFRON WALDEN

RETAIL SALON
FOR THE SALON
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Recommend
Thank you...

a friend

We love to say ‘thank you’ to kind people who recommend us to their
friends. It’s the �nest compliment you can pay your hair designer.

Half Price Hairdressing
Do you know someone who deserves a special treat?

Simply give them this voucher and when they visit us, not only will they
discover a new kind of hairdressing, but designer cutting and styling at

half price. Amazing.
Don’t Miss Out

We truly appreciate your recommendation and as a special thank you,
when your friends have visited us using this voucher, your next visit will

also be half price.

Simply give them this voucher and when they visit us, not only will they

1 Meadow Street, Falkirk, FK1 1RP
T: 01324 622185 / 0800 146 794

E: renella@renella.co.uk   www.renella.co.uk

Your Hair Stylist’s Name

Your Name

Your Friends Name

Must be used before
Expiry date:

‘we use and recommend’

Not valid with any other o�er. Appointed Salon

BLOW

RENELLA

HAIRVEN

RICHARD WALLACE

KAM  HAIR

SAKS EXETER

BUSINESS SALON
FOR THE SALON
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ANTHONY LABAN HOME

PALL MALL BARBERS

CHRISTIAN WILES 
TRADITIONAL 

GENTLEMAN’S 
GROOMING

THE GUNZ

ENVY BARBERS

MALE GROOMING SALON

ULTIMATE SALON
THE WINNERS WILL BE SELECTED FROM 

THE FINALISTS OF ALL OTHER CATEGORIES

FOR THE SALON
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LINDA EVANS, TRADE & 
GLOBAL PR TIGI

ERROL DOUGLAS, 
AWARD-WINNING 

HAIRDRESSER

SHARON PEAKE 
AND ADAM, AWARD-

WINNING HAIRDRESSERS

ELENA MEGLIOLI, 
NATIONAL ACCOUNT 

MANAGER, MALETTI UK

ANDREW BARTON, 
AWARD-WINNING 

HAIRDRESSER

BARRIE STEPHEN, AWARD-
WINNING HAIRDRESSER

VICTORIA LYNCH, 
FOUNDER, REMI CACHET

PAUL STAFFORD, AWARD-
WINNING HAIRDRESSER

ZOE VEARS, DIRECTOR 
OF PUBLICITY, SALON 

SUCCESS

THE JUDGES

OUR JUDGES KNOW THE INDUSTRY INSIDE OUT AS AWARD-WINNING HAIRDRESSERS, 
SALON OWNERS AND PRODUCT MANUFACTURERS. THEY’RE NOW IN CHARGE OF 
SCRUTINISING EACH ENTRY TO FIND THE MOST DESERVING WINNER FOR EACH 

CATEGORY. IT’S A TOUGH JOB AND WE WISH THEM ALL THE BEST.
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With the fi nalists in, 
the countdown to 
Salon Business Awards 
2017 begins, where 
the winners will be 
announced. 

Held at the Century 
Club in Soho – normally 
reserved for private 
members – it’s set to 
be an exclusive event 
for the most talented 
hairdressers this industry 
has to offer. 

We’ll be celebrating 
the stars, including 
each and every fi nalist, 
while networking in fi ne 
surroundings.

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

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

TICKETS ON SALE NOW
GET IN QUICK

THE PARTY
SAVE THE DATE 
JUNE 26, 2017 

CENTURY, SOHO
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SB:HAIR DOCTOR++
TEN YEARS AGO, THE NUMBER OF CLIENTS TALKING ABOUT THINNING HAIR [IT WAS FAR TOO 
TABOO TO TALK ABOUT] AND ASKING FOR NATURAL PRODUCTS [PEOPLE NEVER KNEW HOW 
GOOD THEY COULD BE], WAS MINIMAL. NOW, THEY’RE THE BUZZ WORDS OF TODAY SO WE 
CAUGHT UP WITH BOBBIE MILLS, ORGANIC COLOUR SYSTEMS SALON MENTOR AND OWNER OF 
ARTISAN HAIR HOUSE IN BURGESS HILL, TO SEE HOW HE CATERS TO THAT CLIENT WHOSE HAIR 
IS THINNING, BUT INSISTS ON TAKING THE NATURAL ROUTE. 

+HAIR
DOCTOR
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ARE THERE ANY PARTICULAR 
CUTS OR STYLES THAT 
YOU WOULD RECOMMEND 
INITIALLY TO GIVE THE 
ILLUSION OF THICKER HAIR? 
It is key to have regular haircuts 
to help keep the hair in good 
condition and minimise split 
ends. Shorter layered styles 
can help to give the illusion of 
thickness and when colouring, 
keeping it multi-tonal will help 
add texture and depth.
 
WHAT CHANGES CAN AN 
INDIVIDUAL MAKE TO THEIR 
LIFESTYLE/ DIET TO BATTLE 
THINNING HAIR? 
It is important not to over style 
hair, keeping heated styling tools 
to a minimum and always using 
heat protection. Additionally 
using kind and gentle brushes 
is a good idea. Shampooing 
shouldn’t be vigorous and 
treatments should be applied 
twice weekly to help keep the 
hair in optimum condition. It 
is key to maintain a healthy 
balanced diet too as this will 
ensure you’re getting all the 
essential nutrients and all 
important B vitamins to keep hair 
growing healthily and to its full 
potential. Where the diet may be 
lacking essential nutrients, there 
are many natural supplements 
available on the market, 
which can help. Additionally, 
exercising regularly will help to 
manage stress levels, which can 
be a huge factor in hair loss as 
well as increase blood fl ow to 
the skin/scalp, which will help 
to support the health of the hair 
follicle.  

SB:HAIR DOCTOR

IS THINNING HAIR BECOMING 
A MORE PREVALENT 
PROBLEM OR ARE PEOPLE 
JUST MORE AWARE OF IT? 
Yes, thinning hair is defi nitely 
becoming more of a problem. 
It is diffi cult to identify the 
specifi c reasons why, but leading 
busier more stressful lifestyles, 
crash dieting or contraceptive 
drugs are all possible reasons 
why we see more of it today. 
On the other hand we live in 
an era where people are more 
concerned than ever with their 
appearance. With previous 
generations, perhaps hair loss 
was more accepted as part of 
growing older and there weren’t 
as many solutions available 
to them. Nowadays people 
are more inclined to seek out 
solutions to their hair thinning/
loss concerns and there are a 
great deal of options available 
to them, also leading to the 
conclusion that we are defi nitely 
more aware of the problem and 
it is more widely talked about.
 
IS THERE A TYPICAL CLIENT 
THAT WILL BE AFFECTED BY 
THINNING HAIR? 
No, thinning hair can affect 
anyone. It can be infl uenced 
by stress, age, genetic 
predisposition, hormonal 
changes, defi ciencies, 
malnutrition/crash dieting, 
illness or medications. In 
saying this, research suggests 
that 50 percent of women by 
the age of 50 will experience 
some degree of hair thinning. 
Much of this can been linked 
to hormone changes during 
menopause and specifi cally an 
increase in the hormone DHT 
[dihydrotestosterone] which has 
a detrimental effect on the hair 
follicle and results in the hair 
growth cycle slowing down and 
inevitably hair loss.
 

+
illness or medications. In 
saying this, research suggests 
that 50 percent of women by 
the age of 50 will experience 
some degree of hair thinning. 
Much of this can been linked 
to hormone changes during 
menopause and specifi cally an 
increase in the hormone DHT 
[dihydrotestosterone] which has dihydrotestosterone] which has dihydrotestosterone
a detrimental effect on the hair 
follicle and results in the hair 
growth cycle slowing down and 
inevitably hair loss.
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           THE REP-
HAIR FOLLICLE 
STRENGTHENING 
SYSTEM RECENTLY 
LAUNCHED BY ORGANIC 
COLOUR SYSTEMS 
HOWEVER, IS A NATURAL, 
DAILY SCALP AND 
HAIRCARE REGIME 
DESIGNED TO IMPROVE 
THE STRENGTH AND 
CONDITION OF THE 
SCALP AND HAIR AND 
PROVIDE AN IDEAL 
FOLLICLE ENVIRONMENT 
FOR HAIR GROWTH.

“

“
ARE THERE ANY PRODUCTS 
OR REGIMES YOU WOULD 
RECOMMEND TO MAKE 
HAIR APPEAR THICKER 
AND FULLER THAT OFFER A 
NATURAL SOLUTION?
There are a number of hair 
thinning/hair loss combating 
products on the market today. 
The majority of these products 
don’t treat the root cause of 
the problem but do a good job 
at making the hair look and feel 
thicker and fuller, as well as 
reduce breakage along the hair 
shaft maintaining the integrity of 
the hair. Often they are not the 
most natural and contain salts and 
plastics, which aren’t good for the 
hair in the long run. Those that tend 
to be more effective at treating 
the main cause are again generally 
synthetic and can have other 
detrimental effects on the scalp 
and hair overall.
 
The Rep-Hair Follicle Strengthening 
System recently launched by 
Organic Colour Systems however, 
is a natural, daily scalp and haircare 
regime designed to improve the 
strength and condition of the scalp 
and hair and provide an ideal follicle 
environment for hair growth. 

It’s a four step regime made up 
of a shampoo, conditioner, scalp 
treatment and daily supplement. It 
contains a fantastic range of natural 
and organic extracts including 
quinoa, baobab, tomato, sunfl ower 
seed and shea butter, which 
have all been chosen because 
they’re nourishing, cleansing and 
strengthening. They also aim 
to protect the scalp and reduce 
infl ammation of the hair follicle. 

It has a key active ingredient called 
Capixyl, which blends amino acids 
and Red Clover fl ower. Red Clover 
is an amazing plant, traditionally 
used to treat asthma, cancer and 
infl ammatory skin disorders like 
eczema and psoriasis. Research 
shows that when used at optimum 
levels it’s been proven to reduce 
hair loss and stimulate natural hair 
growth by reducing infl ammation 
of the scalp and hair follicle. It 
does this by taking direct action on 
the DHT hormone, by improving 
anchoring of the hair follicle and 
by also promoting an increase in 
follicle size. 

This is defi nitely a regime I would 
recommend using, especially if 
your client desires a more natural 
product. 
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MOST YOUNG BOYS FANTASISE OVER 
FIGHTING FIRES, OR JOINING THE NAVY, 
BUT FOR LEONARDO AND RUDI RIZZO, 
GROWING UP WITH THE LEGENDARY 
SANRIZZ FOUNDER TONY RIZZO AS THEIR 
FATHER, THEY ALWAYS KNEW WHERE 
THEIR CAREERS WOULD TAKE THEM. 
INEVITABLY, BOTH HAVE FOLLOWED TONY 
INTO THE FAMILY BUSINESS – LEONARDO 
IS NOW INTERNATIONAL CREATIVE 
DIRECTOR OF SANRIZZ, WHILE RUDI IS 
A CREATIVE STYLIST AND EDUCATOR 
AT THE SANRIZZ ACADEMY IN CENTRAL 
LONDON. WE SPOKE TO THE BROTHERS 
ABOUT FOLLOWING IN THEIR FATHER’S 
FOOTSTEPS AND WHAT THE FUTURE 
HOLDS FOR THE SANRIZZ BRAND…

SB:FEATURE

IN HIS 
SHOES
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WAS THERE 
EVER AN 
ALTERNATIVE 
CAREER PLAN?

RUDI: Prior to choosing 
hairdressing, my career path 

was fairly uncertain. I had attempted to 
rebel by going to university, however, 
after fi nishing, I was still unsure what 
I wanted to do. I guess that my family 
background and growing up around 
the salons, the shows and the photo 
shoots meant that there was always an 
innate attraction to the industry. I just 
needed a push towards it and once I 
began, I never looked back. 

LEONARDO: From as early as I can 
remember I always wanted to be a 
hairdresser. At school I was really into 
sport and drama and had a natural 
fl air for languages. I was also really 
interested in the idea of cooking as a 
career – my Grandfather was a chef so I 
was quite inspired by his ability to create 
something unique that brought pleasure 
to so many people. I realise now that 
that’s a quality also very intrinsic to 
hairdressing – I put all my love and 
energy into creating haircuts that people 
love, just as my Grandfather did with his 
cooking. 
 
WHAT WAS IT ABOUT THE HAIRDRESSING 
INDUSTRY THAT APPEALED SO MUCH?
L: It felt like a very comfortable fi t for 
me from day one. When I fi rst started, 
the other juniors were a lot older, so I 
quite liked the feeling of being part of 
that ‘club.’ Connecting with people of 
all different ages and backgrounds was 
a defi nite highlight – I could see it was 
quite a special industry. I could never 
imagine myself working in an offi ce – 
even now, 20 minutes is the maximum I 
can spend at a computer!

R: There is so much I love – the 
freedom to be creative, the ability to 
bring confi dence and happiness to a 
client, the versatility of the work. From 
working on the salon fl oor and meeting 
new people every day to travelling the 
world, working with beautiful models, 
doing photo shoots and education, and 
the constant evolving of the industry it’s 
so exciting to be at the heart of it.
 

SB:FEATURE
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RUDI:
hairdressing, my career path 
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WHAT ARE YOUR EARLIEST 
MEMORIES OF YOUR FATHER’S 
WORK?
L: One that sticks in my mind 
is one of the fi rst Alternative 
Hair Shows [for which Tony is 
co-founder] at the Hippodrome. 
I had been making sandwiches 
for the models with my Grandad, 
then was passing pins to my dad 
backstage – the models seemed 
abut 10 feet tall. After that, it 
became a bit of an obsession. I 
was the only kid at school who 
wanted to be a hairdresser though 
– others wanted to be spacemen 
and scientists, so I guess I must 
have seemed quite realistic in 
comparison!

R: I also remember being 
backstage at one of the Alternative 
Hair Shows, surrounded by 
models who to me were giants 
(most of whom still are as I also 
inherited my father’s short legs!). 
I was watching my father pin 
‘rizzrolls’ [a type of hair piece he 
had invented] into an incredible 
structure he was forming and I 
remember the concentration on 
his face as he worked – as well as 
the crazy Versace shirts he used 
to wear!
 
IN WHICH WAYS WOULD YOU 
SAY YOU ARE SIMILAR TO YOUR 
FATHER?
R: If I have an idea, I will want 
to pursue it, regardless of what 
anyone else tells me. I am a 
perfectionist, and of course, I like 
things done ‘my way.’

L: I like to be in control of the 
people and the situations around 
me. I also fi nd it diffi cult to sit 
still and relax – like my father, 
my mind’s always on the next 
idea before I’ve completed the 
fi rst. I think sometimes we’re 
both too forward-thinking. I’m 
also a perfectionist and like to be 
organised – I defi nitely get both of 
those traits from Tony.

AND HOW ARE YOU DIFFERENT TO 
HIM?
L: I try to analyse things before 
making decisions. My father tends 
to make decisions then face the 
consequences later. That’s not 

SB:FEATURE
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R: Like any working relationship, 
there are ups and downs. When 
a family is working together, there 
are so many more emotions 
involved.  The advantages are that 
there is always trust – you can put 
your life in the hands of your family.  
Everyone can be as vocal as they 
like, meaning that you will always 
hear the truth. This is sometimes 
a double-edged sword though, as 
the truth can hurt and heads can 
clash. 
 
WHAT’S THE BEST PIECE OF ADVICE 
TONY HAS EVER GIVEN YOU?
R: You have to believe you’re the 
best to be the best.
 
 L: You’re only as good as your last 
haircut. I try to remain consistent in 
my work, as well as grounded and 
humble. 

HOW DO YOU THINK YOUR DAD 
WOULD DESCRIBE YOU / YOUR 
RELATIONSHIP?
L: We’re obviously very close but 
we sometimes clash too. He fi nds 
it diffi cult to let go of control – he’s 
passionate and always wants to 
be involved. He knows I can fi nd 
that overbearing when I want to 
express myself. 

R: I think he would describe me 
as ‘his favourite son’ – only joking! 
Maybe he’d say I’m cheeky, that 
I don’t listen, the usual gripes a 
father has with his youngest son!

HOW DO YOU SEE THE SANRIZZ 
BRAND DEVELOPING UNDER 

YOUR GUIDANCE?
L: We want to inject a more 
youthful, fashion-inspired feel 
to the branding, linking more 
to seasonal trends while 
staying true to the brand 
principals of precision cutting, 
high standards and a strong 
image. 

R:  I would like to see us 
develop our connection 

with the youth of the 
industry. I personally 

want to focus 
on education 

and the 
development 
of our up-
and-coming 
stylists.  

R: I think he would describe me 
as ‘his favourite son’ – only joking! 
Maybe he’d say I’m cheeky, that 
I don’t listen, the usual gripes a 
father has with his youngest son!

HOW DO YOU SEE THE SANRIZZ 
BRAND DEVELOPING UNDER 

YOUR GUIDANCE?
L: We want to inject a more 
youthful, fashion-inspired feel 
to the branding, linking more 
to seasonal trends while 
staying true to the brand 
principals of precision cutting, 
high standards and a strong 
image. 

R:  I would like to see us 
develop our connection 

with the youth of the 
industry. I personally 

want to focus 
on education 

and the 
development 
of our up-
and-coming 
stylists.  
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         IT CAN BE VERY DIFFICULT AT TIMES. THE 
PERSONAL CONNECTION IS ALWAYS THERE, YOU 
CAN’T WALK AWAY FROM THAT EMOTIONAL TIE. 
ON THE FLIPSIDE, IT’S GREAT AS THERE IS ALWAYS 
100 PERCENT LOYALTY AND PRIDE IN THE FAMILY 
NAME. WHAT YOU ARE CREATING IS BENEFICIAL FOR 
EVERYONE AND YOU CAN LEARN SO MUCH FROM 
EACH OTHER. 

“ “
necessarily a bad thing but he’s had 
to learn from his mistakes the hard 
way. I think university helped me 
become more analytical and less 
reactive – everything has to be 
so thought through and that’s 
stayed with me. 

R: I like to think I am slightly 
calmer.

HOW EASY IS IT TO WORK AS 
FAMILY? 
L: It can be very diffi cult 
at times. The personal 
connection is always there, 
you can’t walk away from 
that emotional tie. On the 
fl ipside, it’s great as there 
is always 100 percent 
loyalty and pride in 
the family name. 
What you’re 
creating is 
benefi cial 
for 
everyone 
and you 
can learn so 
much from 
each other.

         IT CAN BE VERY DIFFICULT AT TIMES. THE “         IT CAN BE VERY DIFFICULT AT TIMES. THE “         IT CAN BE VERY DIFFICULT AT TIMES. THE 
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The rich, creamy texture of this 
Bluebeard’s Revenge Face Scrub allows 
you to buff away dirt and grime without 

stripping or irritating the skin. Using 
ground natural olive stones and ginger 
extract to gently exfoliate, it makes the 

perfect treatment to slot into a grooming 
appointment. RRP: £9.99 

INFO: BLUEBEARDS-REVENGE.CO.UK

SCRUB UPDONE AND DUSTED

ON THE GO ITALION STALLION

THIS ISSUE’S PICK OF PRODUCTS BOASTS EXCITING NEW FORMULATIONS, RELAUNCHES AND 
TECHNOLOGIES – WHAT MORE COULD YOU WANT FOR THE UPCOMING SEASON…

WORDS: FIONA WARD

THE KIT BAG

Affi nage recently unveiled a completely 
new look to its hero styling range, under 
new name MODE. As well as the new 
uniform black packaging, the brand also 
introduces Wonder Dust, a volumising 

powder that offers root lift, texture and oil 
absorption. A little goes a long way too, so 
the 20ml bottle will last aeons. RRP: £12.30 

INFO: AFFINAGE.COM

Every girl [and guy] loves a 
boost and now NIOXIN’s Instant 
Fullness means your clients can 
get the look of thicker, fuller hair 

at any time, no matter where 
they are. It’s an easy upsell – as if 
you needed any more reasons to 

recommend NIOXIN. 
RRP ON REQUEST INFO: NIOXIN.CO.UK

When we think of Italy, we think of long 
summer days, and pretty girls running 
though vineyards bare foot with the 

sun glistening off of long blonde curls. 
That’s probably why when we heard 
that Sens.ùs, an Italian colour brand 

based in Tuscany, was launching its fi rst 
professional lightening range, InBlonde, 
it got us all hot under the collar. RRP ON 

REQUEST INFO: PASSION4HAIR.COM

SB:PRODUCTS

The Sexy Hair Smooth 
Extender isn’t like any other 
hair masque – infused with 
coconut oil and a deep-

penetrating complex, the formula 
works into the cortex to nourish, 
moisturise, and – you guessed it – 
smooth. If that wasn’t enough, it also 
provides UV 
protection – 
bonus! RRP: 
£16.95 INFO: 
sexyhair.co.uk

L’Oréal Professionnel recently 
found repair was the number 
one hair concern for women* 
- so naturally, they set about 

doing something about it. Enter Série 
Expert Inforcer range, using a blend 
of B vitamins to boost hair growth, 
development and strength. RRP from 
£12 INFO: lorealprofessionnel.co.uk

SUCH A 
SMOOTHIE

BREAK FREE

DONE AND DUSTED
development and strength. RRP from 
£12 INFO: lorealprofessionnel.co.uk

FOR
THE

BOYS
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Schwarzkopf Professional’s OSiS+ 
Session Label range has long been 

a must-have backstage at fashion 
weeks around the world, but the 

coveted collection sees its very own 
style upgrade this season with a 

brand new look and the addition of 
four products. The original lineup – 

now housed in sleek black and silver 
bottles – is joined by Powder Cloud, a 
volumising sprayable powder; Miracle 
15, a versatile styling balm; Coal Putty, 

a charcoal-infused matte putty and 
Crystal Gel, a strong-hold gel with a dry 

hair feel. 
RRP FROM £12.40 INFO: 

SCHWARZKOPF-PROFESSIONAL.CO.UK

STAPLE UPDATE

The organic Less Is More range 
of hair products is the brainchild 
of chemist and aromatherapist 

Dr Doris Brandhuber and 
hairstylist Hannes Trummer. The 
Rose Serum is one of their hero 
products, with a jaw-dropping 
ingredients list featuring rose 
hip seed oil, jojoba oil, apricot 

kernel oil, coconut oil and 
much more. RRP: £26 INFO: 

CONTENTBEAUTYWELLBEING.COM

SWEET AS A ROSEThis illuminating 
shampoo revitalises 
gray, white and 
blonde hair, while 

the illuminating conditioner 
brightens gray, white and blonde 
hair, leaving it soft and shiny. 
Coarse strands will be softened, 
hydrated and noticeably 
brightened over time, for a win 
in every way. RRP on request 
INFO: V76.com

SB:PRODUCTS

The textured hair market 
is one of the most rapidly-
expanding in the beauty 
industry right now – 60 

percent of women with textured 
hair now prefer to embrace their 
natural hair type. Bed Head by 
TIGI has launched an entire range 
to cater for those clients, including 
an innovative Curl Hydrating Jelly 
Oil and Contour Cream. Our 
favourite? The Calma Sutra 
cleansing conditioner, which 
cleanses, softens 
and detangles 
all in one 
go. RRP from 
£13.95 INFO: 
bedhead.
com

BACK 
TO YOUR 
ROOTS

SHINE 
BRIGHT

To celebrate their close relationship 
with London Fashion Week [26 

seasons and counting], label.m has 
launched its innovative Fashion 
Edition Wax Spray, which will 

become part of an entirely new 
fashion-inspired product sub-

category. The unique formula begins 
as a light foam, then dissipates 

into a transparent and fast-drying 
wax, perfect for wet-look styles 

or securing braids. Alongside that, 
the brand also introduces its new 
Detangling Paddle Brush, with a 

distinctive vented design and curved 
shape for smooth and silky blowdries. 

RRP: £13.95 INFO: LABELM.COM

FASHION FIX

to cater for those clients, including to cater for those clients, including 
an innovative Curl Hydrating Jelly 
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favourite? The Calma Sutra 
cleansing conditioner, which 
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MAKE IT UP
Independent makeup brand 

Lin&Lo is the brainchild of two 
global makeup artists – so expect 

high-performing, professional 
products from the duo. Our 

pick is the Moisturising Liquid 
Foundation, which is perfect for 

dry skins – even better, the brand 
is open to retail opportunities 

from salons. RRP FROM £4.50 INFO: 
LINANDLO.CO.UK

BEST 
FOR 

CURLS
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For quick, easy installation thanks to 
pre-loaded polymer pulling loops, Grid 
Lock offers versatility to the modern 
day extensionist. It’s also kinder to 

client’s hair by distributing the weight 
evenly across nano rings, meaning 

with the right care and maintenance it 
can last up to a year. Now that’s value.

POA INFO: HAIR-DEVELOPMENT.COM

GRID LOCK

Denman’s sister – or even brother- 
brand Jack Dean – has introduced a 
number of high-performing brushes 
and combs to its collection. The new 
Military and Club Brushes are made 
from luxury Italian beech wood and 
100 percent boar bristle, while the 
12-piece tortoiseshell comb display 

makes an idea retail opportunity, with 
fi ne, coarse teeth for gentle styling. 

RRP FROM £7 PLUS VAT 
INFO: DENMANPRO.COM

BRUSH IT OFFRevolutionary hair 
electricals brand T3 
has launched two hot 
tools just in time for 

summer. The Volumising Hot 
Rollers Luxe creates super-
speedy Hollywood bounce, 
while the Single Pass Luxe 
Straightener innovatively uses 
tourmaline in the plates to keep 
hair silky and glossy. RRP from 
£125 INFO: t3hair.co.uk

Just one snip with the Glamtech 
Ultra Rose Gold Scissors 
will have you addicted – by 
coating high-grade steel with 

a fine layer of polished ceramic, you 
get the ultra-sharp controlled feel of 
ceramic without compromising the 
tough reassurance of steel. This way, 
they can’t be shattered or chipped like 
regular ceramic blades. Happy cutting. 
SALON PRICE: £200 plus VAT 
INFO: glamtech.co.uk

LOOKING 
SHARP

TOP 
TOOL

We love Organic Colour Systems’ 
commitment to remaining natural, 

organic and cruelty-free – that’s why 
it took them over 5 years to perfect 

the formula of their new anti-hair 
thinning system. The Rep-Hair Follicle 

Strengthening System consists 
of a shampoo, conditioner, scalp 

treatment and oral supplement, using 
a blend of amino acids and red clover 

extract to take action against the 
DHT hormone that commonly causes 
Female Pattern Hair Loss. RRP: £125 
INFO: ORGANICCOLOURSYSTEMS.CO.UK

NATURAL 
REMEDY

SILKY STRONG
The latest offering from Wella Professionals 
is inspired by nature’s strongest fi bre: spider 
silk. By penetrating the cuticle to repair from 

within, the new Silksteel Fusion Program 
leaves hair up to 95 percent more resilient 

to breakage – extending the results of 
salon-fresh hair between appointments. For 
instant, intensive results, the new Fusion 

Intense Repair Service has been developed 
for in-salon use, using a three-step process 

to prepare, recover and seal the hair. 
RRP FROM £13.90 INFO: WELLA.COM

SB:PRODUCTS

NATURAL 

HOT 
TOOLS

j’adore
THERE HAVE BEEN A NUMBER OF THINNING HAIR PRODUCTS TO HIT THE 
MARKET OVER RECENT YEARS WHICH HAS LEFT US WONDERING, IN OUR 
MORE SCEPTICAL MOMENTS, IF ALL OF THEM DO WHAT THEY CLAIM. 
WE’RE THE FIRST TO ADMIT, THAT WE’RE OFTEN PLEASANTLY SURPRISED, 
BUT FEW MORE SO, THAN WITH THE LATEST LAUNCH TO COME OUT OF THE 
LABORATORIES AT ORGANIC COLOUR SYSTEMS.
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Packed with natural ingredients, 
we confess we wanted to love 
Rep-Hair Follicle Strengthening 
System before we even 
took the lid off. But, ever the 

professionals, we kept an open mind right 
up to the fourth step of this daily scalp and 
haircare regime. And what can we say? 
We’re sold. 

With over fi ve years in development, we 
knew there had to be something special 
about this system. According to the 
marketing, it’s a natural and scientifi cally 
formulated daily scalp and hair care regime, 
designed to improve the strength and 
condition of the scalp and hair, providing 
an optimum follicular environment for hair 
growth.

It features a Strengthening Shampoo, 
Nourishing Conditioner, Scalp Treatment and 
Natural Oral Supplement, combining natural 

and organic extracts and vitamins and 
minerals with a unique and highly effective, 
active haircare complex named Capixyl, 
which has been proven to reduce hair loss 
and stimulate natural hair growth. 

Capixyl blends amino acids with extracts of 
Red Clover fl ower. The Red Clover fl ower 
is native to central and northern Europe and 
Asia and traditionally used to treat asthma, 
cancer and infl ammatory skin disorders 
like eczema. Research shows that, when 
used at optimum levels as within Rep-Hair, 
Capixyl reduces infl ammation, takes direct 
action on the DHT hormone, aids better 
anchoring of the hair and promotes an 
increase in follicle size.

According to us? It makes our hair feel 
thicker and look divine, which lets face it, is 
what it’s all about!

INFO: ORGANICCOLOURSYSTEMS.COM
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LOOKING 
SHARP

j’adore
THERE HAVE BEEN A NUMBER OF THINNING HAIR PRODUCTS TO HIT THE 
MARKET OVER RECENT YEARS WHICH HAS LEFT US WONDERING, IN OUR 
MORE SCEPTICAL MOMENTS, IF ALL OF THEM DO WHAT THEY CLAIM. 
WE’RE THE FIRST TO ADMIT, THAT WE’RE OFTEN PLEASANTLY SURPRISED, 
BUT FEW MORE SO, THAN WITH THE LATEST LAUNCH TO COME OUT OF THE 
LABORATORIES AT ORGANIC COLOUR SYSTEMS.
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Packed with natural ingredients, 
we confess we wanted to love 
Rep-Hair Follicle Strengthening 
System before we even 
took the lid off. But, ever the 

professionals, we kept an open mind right 
up to the fourth step of this daily scalp and 
haircare regime. And what can we say? 
We’re sold. 

With over fi ve years in development, we 
knew there had to be something special 
about this system. According to the 
marketing, it’s a natural and scientifi cally 
formulated daily scalp and hair care regime, 
designed to improve the strength and 
condition of the scalp and hair, providing 
an optimum follicular environment for hair 
growth.

It features a Strengthening Shampoo, 
Nourishing Conditioner, Scalp Treatment and 
Natural Oral Supplement, combining natural 

and organic extracts and vitamins and 
minerals with a unique and highly effective, 
active haircare complex named Capixyl, 
which has been proven to reduce hair loss 
and stimulate natural hair growth. 

Capixyl blends amino acids with extracts of 
Red Clover fl ower. The Red Clover fl ower 
is native to central and northern Europe and 
Asia and traditionally used to treat asthma, 
cancer and infl ammatory skin disorders 
like eczema. Research shows that, when 
used at optimum levels as within Rep-Hair, 
Capixyl reduces infl ammation, takes direct 
action on the DHT hormone, aids better 
anchoring of the hair and promotes an 
increase in follicle size.

According to us? It makes our hair feel 
thicker and look divine, which lets face it, is 
what it’s all about!

INFO: ORGANICCOLOURSYSTEMS.COM
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MUTED TRENDS TRANSCEND 
THROUGH BOHO STYLE IN THIS 
COLLECTION FROM TREVOR 
SORBIE ART TEAM.
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HAIR AND STYLING: TREVOR SORBIE ART TEAM PART 2 
PHOTOGRAPHY: DAVIDE SOMETTI 

MAKEUP: PHILIPPA MILES
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TAKING THE 
CURRENT PASTEL 
TREND AND 
SHAKING IT UP, 
THESE LOOKS 
ARE BOLD, YET 
NATURAL.

D A Y 
T O 
N I G H T
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HAIR: GEMMA FORRESTER, 
ADRIAN LEONARD AND 

THE FORRESTERS ARTISTIC TEAM
COLOUR: ROBBIE ROBERTSON USING 

TIGI COPYRIGHTCOLOUR
PHOTOGRAPHY: MAURO CARRARO

MAKEUP: AMY BARRINGTON
STYLING: JIV D
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