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GHD HOSTED A 12-HOUR SUPER 
SHOOT OVERNIGHT IN LONDON, 
SHOWCASING THE LIMITLESS 
POSSIBILITIES OF THEIR LATEST 
RANGE; GHD NOCTURNE.

INFINITE 
STYLE
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T en cutting-edge 
stylists were invited 
to London’s uber-
cool Crossrail Place 
Roof Gardens in 
Canary Wharf to style 

under the stars as part of a live, 
collaborative photoshoot that 
lasted 12 hours.

Shooting on the night were 
session stylist Leighanne Regan, 
salon owner Sophie Laidlaw, 
F.A.M.E. Team member Jordanna 
Cobella, IT Guy fi nalist Jamie 
Benny, Headmasters art team 
member Chris Southern and 
Newcomer of the Year fi nalist 
Frazer Wallace. They were joined 
by Australian Hairdresser of the 
Year fi nalist Uros Mikic, ghd’s 
Italian Artistic Director Igor Rago, 
German stylist Dashi Rasnici and 
Spanish stylist Jorge De Sancho. 

Each stylist was assigned a 
model, then given 12 hours to 
create 10 different looks each – 
resulting in an astounding 100 
images produced overnight. With 
no basins and limited time, the 
stylists were able to maximise 
ghd’s kind-to-hair technology and 
optimum temperature to style, 
style and style again, transforming 
their models throughout the night 
to create optimum results without 
compromising the health of the 
hair. 

The new Nocturne range is all 
about producing beautiful hair that 
blurs the boundaries between 
night and day and the shoot 
showcased that limitless style 
perfectly, with looks ranging 
from punk ponies and knotted 
mohawks to textured waves 
and beautiful breezy curls – all 
produced against the clock as 
the inky night sky gave way to 
dazzling sunlight.

Photographer Jack Eames and 
his team worked alongside the 
stylists to create the series of 
stunning images, with makeup 
provided by Max Factor and nails 
by OPI – all part of ghd’s new 
Coty family. The team started 
their shooting in the luscious, 
leafy open-air rooftop gardens, 
before adventuring into the 
otherworldly surroundings of 

Canary Wharf’s skyscrapers and 
penthouses for a shoot that told 
the story of girls seamlessly 
blending their night-time looks 
from party to afterparty and 
beyond.  

As the stylists worked, a 
Facebook livestream united 
the British contingent with a 
simultaneous event in Sydney, 
Australia and Instagram blew up 
with #ghdroundtheclock shots 
showcasing the action as it 
happened. 

No all-nighter is complete 
without a midnight feast, and 
neighbouring restaurant Big Easy 

was on hand to provide belly-
busting burgers throughout the 
night to fuel the troops. Endless 
coffee was also on hand to keep 
the momentum up, while DJ 
Charlie Banks soundtracked the 
shoot.

As the sun rose, Jack and his 
team produced fi rst looks from 

the night, which were sent over 
to the ghd studio in Soho for a 
grand reveal in front of the press 
– many of whom had paid a visit 
to the shoot the previous night.

Jo Robertson, ghd Global Head 
of Education, said: “This is the 
fi rst shoot of its kind and the 
perfect way to showcase the 
infi nite styling abilities of our 
new Nocturne range. All ghd 
products are designed to allow 
you to style and style again with 
no compromise to hair health, 
but this range is also about 
celebrating the blurred lines 
between night and day. 

“Today, women wear their hair 
how they want, when they want 
and with these tools and our 
inspiring trend looks created by 
Zoe Irwin, stylists and clients 
alike will be empowered to create 
hair without limits. We’re so 
proud of the stylists that took part 
in tonight’s shoot and the work 
they produced against the clock 
– it just goes to show that with 
the right tools and teamwork, 
anything is possible.”

THE NEW NOCTURNE 
RANGE IS ALL ABOUT 
PRODUCING BEAUTIFUL 
HAIR THAT BLURS THE 
BOUNDARIES BETWEEN 
NIGHT AND DAY AND 
THE SHOOT SHOWCASED 
THAT LIMITLESS STYLE 
PERFECTLY, WITH LOOKS 
RANGING FROM PUNK 
PONIES AND KNOTTED 
MOHAWKS TO TEXTURED 
WAVES AND BEAUTIFUL 
BREEZY CURLS.
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AS WE SEE OUT THE END OF 2017, 
GHD PREPARES FOR A NEW ERA 
OF EDUCATION.  

ONLINE
ON-THE-ROAD
IN-SALON
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There’s no such thing 
as one size fi ts all, and 
ghd knows it, which 
is why they’re proud 
to offer something 
for everyone in ghd 

Education 2018.

Whether you’re based in-salon, 
working on set or you’re styling 
backstage at a show, ghd knows 
that everyone works differently. 
From tools to techniques and 
education to trends, ghd wants 
to inspire, not enforce. They 
provide the ideas and resources 
to dream big – then see you go 
on to produce the styles that are 
right for you, your clients and 
your own creative vision.

BEAUTIFUL AMBITION
Whether you’re in the salon or 
on set, being on top of current 
trends is an essential skill for 
any stylist. That’s why ghd’s 
education is changing for 2018, 
to put real-world trends that 
clients want to wear at the heart 
of everything they teach. 

It’s about customised, 
collaborative education. They’ll 
be sharing the looks that are 
shaping the season, and then it’s 
down to you to interpret them. 

They’re making education open, 
inspiring and totally relevant to 
the real world. It’s not about 
seminars on set dates; it’s about 
online, on-demand learning with 
varied voices sharing their take 
on what’s inspiring.

They’ll be releasing exclusive 
video content to a ghd hub 
from guest artists throughout 
the year, all designed to inspire 
and educate. Watch when you 
want, where you want and see 
how ghd’s brand warriors get 
inspired, bring trends to life and 
create their looks.

A NEW WAY OF 
LEARNING
In 2018, ghd is also taking its 
education on the road and into 
your salon. 

They’ll be hosting large-scale, 
collaborative learning events 
around the country with ghd on 
tour. They’ll share the trends 
under the guidance of their 
experts, all while you have your 
own model to trial them on. This 
is education how it should be: 
open, experimental and packed 
full of inspiration.

New to ghd and want to get 
up-to-speed with the classics? 
Don’t worry, you can still book 
a place on a seminar at the ghd 
studio, or they’ll come to your 
salon and show you how to turn 
their trademark techniques into 
new-season trends your clients 
will love.

THEY’RE CALLING THIS NEW WAY OF 
EDUCATION BEAUTIFUL AMBITION. 
THEY’RE HERE TO HELP YOU REALISE 
YOUR CREATIVE POTENTIAL WITH 
INSPIRATION, EMPOWERMENT AND 
CONFIDENCE. WANT TO BE A PART 
OF IT? CALL 0845 3301133 OR EMAIL 
SEMINARS@GHDHAIR.COM TO FIND 
OUT MORE.
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THEY’RE MAKING 
EDUCATION OPEN, 
INSPIRING AND TOTALLY 
RELEVANT TO THE 
REAL WORLD. IT’S NOT 
ABOUT SEMINARS ON 
SET DATES; IT’S ABOUT 
ONLINE, ON-DEMAND 
LEARNING WITH VARIED 
VOICES SHARING 
THEIR TAKE ON WHAT’S 
INSPIRING.
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editor’sWORDS
WE’RE ALL ABOUT CREATIVITY AND BUSINESS. WHEN IT WORKS, IT WORKS AS GHD 

DEMONSTRATED WITH FINESSE THROUGH ITS INNOVATIVE NOCTURNE SHOOT. THE 12 
HOUR ADVENTURE BROUGHT TOGETHER 10 TALENTED STYLISTS WHO DESCENDED 

UPON THE FINANCIAL BUSINESS HUB OF CANARY WHARF TO SHOWCASE DAY TO NIGHT 
LOOKS. THE RESULTS ARE EPIC [CHECK OUT THIS MONTH’S COVER FOR OUR FAVE]. IT 
DEMONSTRATES WHAT CAN BE ACHIEVED WHEN YOU GET DOWN TO BUSINESS WITH 

FIRST CLASS STYLING TOOLS AND STYLISTS OOZING TALENT.

Talking of styling, this issue has a focus 
on the issue so we’ve delved into the 
hottest styles, education and spoken to 
some pretty inspiring hairdressers to get 
your creative juices fl owing. There’s also 
a section highlighting some of our picks 
of this season’s styling products – we 
know it’s a minefi eld but these have our 
seal of approval. 

The exciting news this month is the 
announcement of the venue for next 
year’s Salon Business Awards – it’s none 
other than the swanky Mondrian Hotel in 
London. One thing is certain, 2018 will 
see Salon Business Awards taken to the 
next level. 

And on that note, we’d like to wish you 

all a happy new year. We’ve enjoyed 
sourcing features for you for the past 
year and look forward to serving you 
again.  

Jo Charlton

Publishing Editor

HAIR: ROBERT KIRBY  PHOTOGRAPHY: BENJAM
IN JOHNSON  M

AKEUP: DAIVA KAZLAUSKAITE  STYLING: ELISA HEINESEN
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           THIS IS THE FIRST 
SHOOT OF ITS KIND AND 
THE PERFECT WAY TO 
SHOWCASE THE INFINITE 
STYLING ABILITIES OF OUR 
NEW NOCTURNE RANGE. 
ALL GHD PRODUCTS 
ARE DESIGNED TO 
ALLOW YOU TO STYLE 
AND STYLE AGAIN WITH 
NO COMPROMISE TO 
HAIR HEALTH, BUT THIS 
RANGE IS ALSO ABOUT 
CELEBRATING THE 
BLURRED LINES BETWEEN 
NIGHT AND DAY. 

“

“
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NEWS

The 2017 Shaping Futures 
team is back from two 
successful trips shaping 
young lives in Mumbai 
and Delhi.

This year the hairdressing heroes 
who gave generously of their talent 
and time were Lauren Tudor from 
En Route Hair and Beauty, joined 
by Rhys Davidson and Gemma 
Slade from Rhys Davidson Hair 
Design in Mumbai, while Jane 
DeFrancesco from Jane Creative 
Hair and Educator Lesley Mather 
headed to teach in Delhi.

The team was led and supported 
by Shaping Futures’ UK 
ambassador, Janet Maitland 
who, having spent three months 
working and training among 
some of the world’s most 
needy trainees, brings a wealth 
of experience along with her 
career-long training specialism 
and credentials. All of this means 
that the team of volunteers are 
equipped and supported to push 
the boundaries of learning and 
teaching and help set them on a 
different life path.

Janet says: “The team this year 
worked with a new partnership 
with Plan International and I have 
the highest respect for the way 
they all pulled together to respond 
to the huge need of giving people 
so much less fortunate than 
ourselves a chance for a new life.”

The UK initiative took on two 
locations for 2017, expanding its 
global connections with social 
initiatives in both Delhi and 
Mumbai and taking Schwarzkopf 
Professional one step closer 
to its global goal of providing 
100 training programmes in 27 
countries by 2020.

With creativity 
unleashed, ghd 
stylists proved the 
infinite possibilities 
of the new 

Nocturne range by styling round 
the clock on a remarkable 12-
hour shoot. Ten cutting-edge 
stylists were invited to London’s 
uber-cool Crossrail Place Roof 
Gardens in Canary Wharf to style 
under the stars as part of a live, 
collaborative photoshoot.

Shooting on the night were 
session stylist Leighanne Regan, 
salon owner Sophie Laidlaw, 
F.A.M.E. Team member Jordanna 
Cobella, IT Guy finalist Jamie 
Benny, Headmasters art team 
member Chris Southern and 
Newcomer of the Year finalist 
Frazer Wallace. They were joined 
by Australian Hairdresser of the 
Year finalist, Uros Mikic, ghd’s 
Italian artistic director Igor Rago, 
German stylist Dashi Rasnici and 
Spanish stylist Jorge DeSancho.

Each stylist was assigned a 
model, then given 12 hours to 

create 10 different looks each 
resulting in an astounding 100 
images produced overnight. With 
no basins and limited time, the 
stylists were able to maximise 
ghd’s kind-to-hair technology and 
optimum temperature to style, 
style and style again, transforming 
their models throughout the 

night 
to day

PASS IT ON

night to create optimum results 
without compromising the 
health of the hair.

As the stylists worked, a 
Facebook livestream united 
the British contingent with a 
simultaneous event in Sydney, 
Australia and Instagram blew 
up with #ghdnocturne shots 
showcasing the action as it 
happened. No all-nighter is 
complete without a midnight 
feast, and neighbouring 
restaurant, Big Easy was on 
hand to provide belly-busting 
burgers throughout the night to 
fuel the troops.

Ghd Global Head of Education, 
Jo Robertson, said: “This is the 
first shoot of its kind and the 
perfect way to showcase the 
infinite styling abilities of our 
new Nocturne range. All ghd 
products are designed to allow 
you to style and style again 
with no compromise to hair 
health, but this range is also 
about celebrating the blurred 
lines between night and day.”

NewsNovDec.indd   8 13/11/2017   23:01
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NEWS

Headmasters, the fourth 
largest hairdressing chain 
in the UK, has received 
a £4.5 million funding 
package from HSBC to 

support the future growth of the 
business and open several new 
salons across South East and 
North London.

Set to open its 55th store this 
month in Crystal Palace, the 
chain has already launched a 
total of eight salons since March 
2016 with HSBC’s support. The 
additional funding provided will 
support further growth, finance 
freehold salon property purchases 
and enable salon refurbishments 
in existing stores.

Raju Raymond, CEO of 
Headmasters, said: “HSBC have 
been a huge support for us, 
and this latest round of funding 
will allow us to reach the key 
milestone of opening our 55th 
store, with even more planned for 
the future. We are so pleased to 
have been able to update some 
of our existing stores with a full 
refurbishment. Our continued 
growth is testament to the strong 
financial backing HSBC has always 
shown us and the brand attracting 
hair stylists and clients.”

The funding provided by HSBC 
came from a £2.1 billion lending 
fund that was launched in 2017 to 
support small and medium-sized 
enterprises (SMEs) in London.

EDUCATIONAL 
MINDS

Bologna, Italy played host 
to more than 60 countries 
earlier this month as Oway 
hosted an international 
gathering to launch its 

much-anticipated global education 
programme.

During the event, which saw the 
award-winning Westrow Artistic 
Team present nine models to the 
international audience in a show 
entitled Artigiano [translation: Artisan], 
it was announced that Westrow Co-
Director Steve Rowbottom is set to 
take on the role of Global Education 
Ambassador for the brand, with 
immediate effect. As a multiple 
award-winner, both individually and 
for his salon [Westrow was crowned 
Salon Business Awards Education 
Salon of the Year 2017], he brings a 
wealth of experience to the role.

This will enable Oway to illustrate 
the brand values through a unique 
education programme headed up 
by Steve on a global scale covering 
colour, cutting, session, foundations 
and disciplines, ensuring that salons 
from its 60 countries are educated to 
the same exacting standards. 

A unique global language of hair 
will also be created specifically for 
the brand allowing the values and 
techniques to be cascaded and 
communicated effectively via the 
brand’s distribution channels. Oway 
salons will also have the unique 
opportunity to visit the Westrow 
academy in Leeds for three-day 
diplomas while Westrow will be on 
hand to offer bespoke education to 
the brand’s key accounts.

“Education is at the heart of the 
Westrow brand and I’m thrilled to 
have been appointed as Oway’s 
Global Education Ambassador,” 
says Steve. “This collaboration is 
hugely exciting, and I look forward to 
developing an educational programme 
that incorporates an international 
language of hair to facilitate all of 
Oway’s educational needs.”

SHE DOES IT 
AGAIN

Not only did Anne Veck 
Salons take home the 
Green gong in the Salon 
Business Awards 2017 
but now the group has 

scooped a record SIX international 
accolades at The Big One Awards 
and the Best Emerging Talent 
Competition in Paris, France.

Just two months after winning the 
Green Salon of the Year accolade 
at the national Salon Business 
Awards, the Oxford and Bicester 
based business went head to head 
with almost 180 other entrants at 
The Big One Awards, which are 
widely recognised as the biggest 
hairdressing competition in France. 

Held at the glamorous La Cigale 
theatre in Paris, the ceremony saw 

money
maker

the talented team scoop three 
gongs. Firstly, stylist Pierre Ginsburg 
was named champion in the Young 
Talent category, next Style Director 
Emmanuel Esteban secured an Afro 
Hair win and then Artistic Director 
Anne Veck was declared the overall 
winner of the contest, taking home 
‘The Big One’ prize. 

Less than 24 hours later, Pierre 
Ginsburg helped add another trio of 
awards to the bulging Anne Veck 
trophy cabinet at the Best Emerging 
Talent awards – an international 
competition that celebrates young 
talent spotted by world-renowned 
mentors. The contest, which 
took place at the MCB by Beauté 
Sélection exhibition in Paris, aims 
to showcase young promising 
hairdressers, who are recognised for 
demonstrating incredible creativity. 

Anne Veck, who opened her first 
salon in Oxford 26 years ago said: 
“Wow! Winning one award is 
always great, so for our team to win 
SIX accolades on French soil and 
bring them back home to Oxford, is 
beyond incredible.”

           WOW! WINNING 
ONE AWARD IS ALWAYS 
GREAT, SO FOR OUR TEAM 
TO WIN SIX ACCOLADES 
ON FRENCH SOIL AND 
BRING THEM BACK HOME 
TO OXFORD, IS BEYOND 
INCREDIBLE. 

“ “
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Oval Space in the heart of 
East London’s Bethnal 
Green provided an über 
cool, contemporary 
warehouse-style setting 

for the Freevo show from Ozzie 
hair brand Evo.

Over 350 hairdressers, salon 
owners and industry insiders 
gathered from all over the UK 
and Europe for an evening 
of inspiration, creativity and 
entertainment, hosted by Jay 
Kownacki Global Education 
Manager for Evo. 

The scene was set with a video 
focusing on Evo’s mission of 
truth, beauty and justice. Then 
members of the Freevo team 

Creative Director, 
Austen Thomson, from 
Edinburgh’s Austen 
Thomson Hair salon 
recently created the 

styles for the Waldorf Astoria and 
Walker Slater Fashion Show.

In celebration of its fi fth 
anniversary, Edinburgh’s iconic 
hotel, The Caledonian teamed 
up with tweed-specialist, Walker 
Slater, for a luxurious fashion 
show and autumnal gin-themed 
afternoon tea.

The one-off event was hosted by 
Scottish broadcaster and Deacon 
Blue drummer, Dougie Vipond, in 
the hotel’s world-famous Peacock 
Alley. Guests were treated to a 
special preview of Walker Slater’s 
autumn winter 17/18 collection 
while enjoying the latest seasonal 
afternoon tea offering, inspired by 
the botanicals of Edinburgh Gin.

Austen Thomson said: “I was 
delighted to be asked to head 
up the Walker Slater fashion 
show. As a brand, they’re putting 
tweed on the map, with stores 
in Edinburgh, Glasgow and 
London. The look was infl uenced 
by Chanel autumn winter 17 
show, where Sam McKnight 
was inspired by Jane Fonda in 
Barbarella. We smoothed the 
edges back to create a more 
defi ned look, and exaggerated the 
volume at the crown.”

FEELING INSPIRED? WHY NOT KEEP 
UP WITH @AUSTENTHOMSONHAIR ON 
INSTAGRAM?

The Affi nage Art Team, 
aptly named the 
Colour Rebels, took 
to the stage to deliver 
their awe-inspiring 

new collection, which they 
recreated for the Affi nage 
Global Distributor Conference 
held in Surrey. 

Attended by more than 150 
Affi nage distributors and 
business partners from the UK, 
Europe, America and Australia, 
the two-day conference 
provided the perfect 
combination of business and 
creative inspiration. As well 
as updates on new product 
development and brand 
innovation, the event provided 
an opportunity to showcase the 
Affi nage Colour Rebels – and 
they certainly didn’t disappoint. 

“I’m so proud of our fi rst art 
team, The Colour Rebels, and 
the work they’ve achieved. 
They’re such an inspiring team 
and we’re so lucky to have 
discovered these dynamic 
individuals who are outstanding 
Affi nage ambassadors,” 
said Managing Director and 
Founder, Eric Bailey.   

In addition to the Colour 
Rebels’ show, there were 
company awards and a 
show by the B.O.M.B Squad 
– otherwise known as the 
Barbers of Modern Britain.

colour
rebels

FREEVO

TWEED MEETS 
HAIR

took to the stage to present a 
cutting, styling and colouring 
extravaganza, with a slice of 
comedy thrown in for good 
measure.

Taking the audience on a road 
trip through Evo’s education 
collection to support its ‘free 
your mind and your hair will 
follow’ global campaign with 
a mantra of ‘mane control not 
mind control’, a total of 18 
models were presented. 

Covering a variety of unique 
styles, new ideas, and 
undiscovered frontiers that 
spanned precision cutting, 
editorial styling, men’s hair and 
colour, there was something 
for all. 

“I’m so proud of our talented 
and passionate creative and 
education team. They’re serious 
about education but don’t take 
themselves too seriously – just 
the way we like it.”

           I’M SO PROUD 
OF OUR TALENTED AND 
PASSIONATE CREATIVE 
AND EDUCATION TEAM. 
THEY’RE SERIOUS ABOUT 
EDUCATION BUT DON’T 
TAKE THEMSELVES TOO 
SERIOUSLY – JUST THE 
WAY WE LIKE IT. 

“ “

FOR MORE INFORMATION  
VISIT THEHAIRDRESSERSCHARITY.ORG  
TICKET HOTLINE 01234 831888

TheHairdressersCharity TheHairCharity TheHairdressersCharity

Join us, your dedicated  
industry charity, for a night  
of inspiration, entertainment,  
dinner and dancing. Supported  
by your industry’s manufacturers,  
innovators and celebrity hairdressers  
for what promises to be an evening  
not to be missed.

TICKETS
Tickets are available at  
£150 per ticket or £1,350 per table of 10 (includes 1 free place)

All proceeds go to The Hairdressers’ Charity

MONDAY 19TH FEB 2018  
GRANGE CITY HOTEL  
LONDON

2018 
VALENTINE’S 
BALL
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UTILISING THE SPACE YOU HAVE IS JUST 
GOOD BUSINESS. FIND OUT HOW WITH 

THIS MONTH’S BUSINESS FEATURE. 
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T H I N G

PLANS FOR EXPANSION IN 
2018? WE CHAT TO THE SALON 
OWNERS WHO ARE STRIKING 

THE PERFECT BALANCE 
BETWEEN HAIR AND BEAUTY…

FIONA WARD
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“WE TRIALLED A LOT OF 
DIFFERENT FACIALS AND 

THERAPISTS BEFORE SETTLING 
ON A PARTICULAR CORE FACIAL 
TREATMENT – THE ALEXANDRA 

SOVERAL SIGNATURE FACIAL 
– FOR OUR MENU. IT’S NOT 

SOMETHING WE CHOSE LIGHTLY 
– A LOT OF DUE DILIGENCE AND 

RESEARCH WAS REQUIRED!”

16
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Beauty and hair go 
hand-in-hand, that’s a 
given. But expanding 
your business to 
include nails, lashes 
and spray tans [when 

your background is fi rmly in 
cuts, washes and blowdries] 
can feel a little daunting – 
especially with fi nances, staffi ng 
decisions and treatment choices 
to consider. 

That aside, there’s plenty 
of business benefi ts to be 
had from widening your net. 
“Adding a beauty offering to 
your hair salon can be hugely 
benefi cial as it opens your doors 
to different clients – those 
who are simply looking for a 
manicure may turn into loyal hair 
clients and vice versa,” says 
Malcolm MacNeil, Managing 
Partner at ISHOKA Hair and 
Beauty. 

“It’s also important to ensure 
your salon can compete with 
the fi erce competition there 
is nowadays in the hair and 
beauty industry. By widening 
your offerings you’re instantly 
ahead of many other salons 
that simply offer either hair or 
beauty services.” Here’s how to 
get started…

READY FOR 
LAUNCH
Always start with the logistics 
– according to HOB Salons’ 
Regional Manager Natasha 
Grossman. “The initial decision 
is simply based on space, 
and whether the salon can 
accommodate a beauty room, 
nail bar or even just a mobile 
technician,” she says. “Then 
investigate demand from 
clientele. Thirdly, look at the 
local competition and identify 
whether there is a gap in the 
market for your price position 
and offering.”

When it comes to customer 
research, take your time to 
fi gure out what your clients 
really want. “Adding beauty 
can be great, however, it’s 
important for businesses 
to always be aware of the 
market, competitors and what 
customers want in order to 

be successful,” says David 
Nicholson, owner of Rainbow 
Room International’s Royal 
Exchange Square Salon. 

“Research trends, go to events 
and use social media to get ahead 
and see what clients are looking 
for. Polls and surveys on social 
media can be particularly good to 
see what clients would like to be 
offered,” he adds.

CHOICES, CHOICES
So what’s trending in the world 
of beauty right now? Aside from 
classic services that are always 
popular [adding a nail bar to the 
fl oor is a safe place to start], many 
salons are now beginning to offer 
more niche treatments, as demand 
grows. 

“During our research stages, we 
found that our target demographic 
are currently looking for more 
natural offerings in all parts of their 
beauty regime – both at home and 
in-salon treatments,” says Limoz 
Logli, founder and Head Stylist at 
his eponymous salon. “We trialled a 
lot of different facials and therapists 
before settling on a particular core 
facial treatment – the Alexandra 
Soveral Signature Facial – for our 
menu. It’s not something we chose 
lightly – a lot of due diligence and 
research was required!”

At London’s Blush + Blow, founder 
Bridget O’Keeffe most recently 
added aesthetic treatments to her 
beauty offering. “I’m always having 
conversations with our clients, and 
make a point of fi nding out what 
they want us to provide for them. 
Aesthetics was top of their list,” 
she says. 

“I think that there are so many 
women out there who are fl irting 
with the idea, but are a little nervous 
to venture over. Botox and fi llers are 
still slightly taboo. I’m hoping that 
women begin to feel comfortable 
about being inquisitive and don’t 
feel that they’re cheating by getting 
a little help from us.” To help in its 
success, they’ve brought onboard 
Dr. Kyrstyna, who is known as a 
power house in her trade.

MEAN BUSINESS
Aside from the process of choosing 
treatments and accessing demand, 
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there are some big business 
decisions that need to be made. 
How are you going to staff your 
beauty division? Do you need 
to look into training courses? 
What fi nancial considerations 
are there? 

“First up, think through your 
costs,” says Caroline Biggs, 
Hairdresser and Beauty 
Therapist. She launched her 
own successful beauty brand, 
INFINatura Cura Oil and 
INFINatura Cura Heat, in 2012. 
“Consider equipment, materials, 
wages and promotional 
materials. Do you have 
someone in-salon who can offer 
these services already or do you 
need to employ someone?” 
 
There are two routes you can 
go down when it comes to 
staffi ng. “At HOB we only 
offer a self-employment model 
for beauticians, whereby they 
either rent rooms and/or pay a 
percentage of their takings,” 
says Natasha. “We fi nd this is a 
far more attractive option for the 
beautician as they appreciate 
the fl exibility of running their 
own business. 

“From our side, we get all the 
benefi ts of offering beauty 
without the responsibility, plus 
we fi nd the beautician is more 
hungry and passionate to grow 
their business and client base.” 

Meanwhile at KAM Hair and 
Body Spa in Scotland, owner 
Karen Thomson prefers to keep 
her staff under one bracket. 
“We have in-house therapists 
and do not rent rooms out,” she 
says. “We have a fantastic team 
at KAM and everyone has the 
client’s interests at heart and 
genuinely want clients to leave 
the salon looking and feeling 
amazing.”

Whichever way you go, look out 
for top qualifi cations. “Training 
is extremely important in the 
beauty industry as treatments 
are constantly changing and 
developing,” says Laura 
Sheridan, Head of Beauty and 
Wellbeing at The Training Room. 
“For salon owners, education 
and keeping up to date with 
new technology, techniques, or 
discovering new products helps 

businesses stay competitive 
and ahead of trends. As the 
industry grows, there is a high 
demand for skilled therapists – 
we recommend taking a course 
with an industry recognised 
qualifi cation such as ITEC.” 

“You could also look into 
sending your apprentices on 
a course to learn eyebrow 
shaping and tinting, there are a 
lot of accredited short courses 
available,” adds Caroline. 

KEEP IT 
CONSTANT
One thing was consistent 
across all our experts. “It’s 
incredibly important to stay 
‘on brand’ in all aspects of the 
business – be that the interior 
design of the salon, branding, 
PR or treatments,” concludes 
Limoz. “We like to think of 
ourselves as a luxury haven 
in the heart of the city and 
therefore all elements 
of our business refl ect 
this – from our 1920s 
art deco theme with 
sleek marble fi ttings 
and velvet furnishings 
to using only the 
highest quality in-salon 
products (Oribe & 
Kérastase) – everything 
is thoroughly thought out. 
To go off brand is to confuse 
your target and prospective 
customer and therefore could 
cost you business.” 

FEATURE:SB

“FOR SALON OWNERS, EDUCATION 
AND KEEPING UP TO DATE WITH 
NEW TECHNOLOGY, TECHNIQUES, OR 
DISCOVERING NEW PRODUCTS HELPS 
BUSINESSES STAY COMPETITIVE 
AND AHEAD OF TRENDS. AS THE 
INDUSTRY GROWS, THERE IS A HIGH 
DEMAND FOR SKILLED THERAPISTS – 
WE RECOMMEND TAKING A COURSE 
WITH AN INDUSTRY RECOGNISED 
QUALIFICATION SUCH AS ITEC. YOU 
COULD ALSO LOOK INTO SENDING 
YOUR APPRENTICES ON A COURSE 
TO LEARN EYEBROW SHAPING AND 
TINTING...”

CASE STUDY: 
RICHARD 
WARD HAIR & 
METROSPA
ICONIC HAIRDRESSER 
RICHARD WARD HAS COME 
UP WITH A UNIQUE WAY TO 
MARKET HIS SALON AS A 
ONE-STOP-SHOP…

“We’ve always had a beauty 
offering since 1992, when 
we started. At that stage we 
had one of the fi rst Clarins 
Studios in the UK. However, 
when we moved to the current 
location in 2005, we wanted 
to rebrand from Richard Ward 
Hair & Beauty to Richard Ward 
Hair & Metrospa – a name we 
trademarked. 

“The inspiration came from 
going to a branch of Tesco 
Metro! I realised that in an 
urban environment people 
wouldn’t expect a full-service 
offering – that’s for the 
residential sector and proper, 
fully-servicing day spas. So, 
we came up with Metrospa so 
people had the right expectation 
of the brand offering. 

“Statistics tell us that the wider 
scope of client spend you can 
achieve, the longer the client 
retention rate. We therefore 
took a very strategic business 
decision to offer a pared-down 
beauty service with some 

really expert therapists, all 
specialists in different 

areas, so we became 
a one-stop grooming 

shop. That decision 
has undoubtedly 
aided our client 
retention rates. 

“We’re now 
broadening our 
offering even 
more with 
barbering, a 
blowdry bar, 
braid bar and 

guest artists, all 
designed to make us 

the ultimate hair and 
beauty destination.”

‘on brand’ in all aspects of the 
business – be that the interior 
design of the salon, branding, 
PR or treatments,” concludes 
Limoz. “We like to think of 
ourselves as a luxury haven 
in the heart of the city and 
therefore all elements 
of our business refl ect 
this – from our 1920s 
art deco theme with 
sleek marble fi ttings 
and velvet furnishings 
to using only the 
highest quality in-salon 
products (Oribe & 
Kérastase) – everything 
is thoroughly thought out. 
To go off brand is to confuse 
your target and prospective 
customer and therefore could 
cost you business.” 

really expert therapists, all 
specialists in different 

areas, so we became 
a one-stop grooming 

shop. That decision 
has undoubtedly 
aided our client 
retention rates. 

“We’re now 
broadening our 
offering even 
more with 
barbering, a 
blowdry bar, 
braid bar and 

guest artists, all 
designed to make us 

the ultimate hair and 
beauty destination.”
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This month there’s 

five minutes on 

making your salon a 

success, promoting 

your successes,  and 

conserving energy 

while you do it!!
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The PR opportunities that 
come with an award win 
are huge but yet so many 
let it go to waste. We 
caught up with Sarai Hair 

and Beauty who has shown exactly 
how to maximise the PR potential after 
becoming Salon Business Awards Best 
Local Salon 2017. 

SB:GOT 5

Sarai Hair and 
Beauty in 
Crowthorne, 
triumphed in 
two prestigious 
national 

hairdressing business 
focused awards this year; 
Salon Business’ Best 
Local Salon of the Year, 
and Manager of the Year 
at the British Hairdressing 
Business Awards for Lisa 
Welsher. The salon was 
also nominated in the Stylist 
of the Year, and Salon of the 
Year categories at the BHBA 
awards.
 
The salon’s philosophy is 
that news of success is to 
be shared, and the award 
trophies are prominently 
displayed in the salon’s 
reception area, in clear 
view of clients and the 

team. “They’re a brilliant 
conversation starter,” says 
Julie Allen, owner of Jools 
PR who looks after Sarai. 

From the moment Sarai 
learns the salon or its staff 
have made it as finalists 
in an awards competition, 
they begin promotion 
across social media and it 
continues in the run up to, 
during and after the event, 
including short videos as it 
happens on the night. 

The action and 
achievements are also 
promoted on the website 
blog and the monthly 
newsletter. The local press 
are alerted to the awards 
successes and interviews 
are conducted, generating 
valuable positive publicity.

WINNING 
COMBI-
NATION
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how it’s so beneficial to the 
area. 

The party was a great 
success with live music, 
cocktails, and cakes and 
cupcakes decorated with 
Salon Business and BHBA 
logos – a tasty and clever 
way of further promoting 
the salon’s significant 
achievements.
 
Sarah adds: “I’d encourage 
anyone to enter awards. The 
whole process of putting an 
entry together encourages 
you to take a forensic look 
at your business. Getting 
through to the finals creates 
a tangible buzz for the team 
and for clients too. 

“The finals are always so 
glitzy and enjoyable, even 
more so when you win! 
I’m beyond thrilled that our 
business has grown because 
of these accolades. Being 
part of a multi award winning 
business, recognised at 
a national level is a huge 
kick for every member of 
the team. Such positive 
recognition has forged a 
rock solid teamwork ethic. 
Our entire team feels 
like ambassadors for our 
brand and that makes for 
a successful team with a 
strong bond to the salon.”
 
Julie adds: “The Sarai Hair 
and Beauty Team is just 
so passionate about the 
business and this industry; 
these awards are well 
deserved. Publicising and 
celebrating the salon’s 
success has boosted its 
business profile still further. 

“Although you have to 
commit time and energy 
to putting together a 
comprehensive and 
professional looking entry 
for each award category, the 
rewards for doing so can be 
considerable. It’s also the 
sort of activity that goes over 
so well on social media.”

SB:GOT 5

         THE SARAI HAIR 
AND BEAUTY TEAM ARE 
JUST SO PASSIONATE 
ABOUT THEIR BUSINESS 
AND THIS INDUSTRY; 
THESE AWARDS ARE 
WELL DESERVED. 
PUBLICISING AND 
CELEBRATING THEIR 
SUCCESS HAS BOOSTED 
THEIR BUSINESS 
PROFILE STILL 
FURTHER. 

“
“

That’s not all though, Sarai 
Hair and Beauty’s owner 
and Artistic Director, Sarah 
Morrissey, hosted a post-
awards celebratory party 
at the salon, because of 
the intense excitement 
generated by the double 
win. Invitees included 
key clients, suppliers, 
members of the local 
traders’ association, and 
guest of honour, Mayor of 
the Borough of Bracknell 
Forest, Councillor Mrs 
Tina McKenzie-Boyle, who 
delivered an inspirational 
speech about the success 
of Sarai Hair and Beauty and 23
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Throw your salon into the 
limelight with a steadfast 
plan of action Linton & 
mac-esque. The salon’s 
co-directors, Jennifer 

Linton and J Macdonald, tell us what 
they’ve done to make it such a success 
in such a short space of time. 

SB:GOT 5

THE AIM OF THE GAME
From the outset, offering a 
bespoke, high quality service at 
an affordable price, in a vibrant 
boutique style salon, was our 
top priority. We gave ourselves 
achievable quarterly goals for 
all aspects of the business and 
worked hard to met and exceed 
them. Make sure that you have 
a clear idea of what you want to 
achieve, including the services 
that you will offer, what will 
differentiate you from everyone 
else, and who your target 
market is.

HOT PROPERTY
Choosing the right location and 
property is super important. Will 
you be able to accommodate 
your staff and clients and 
meet your business goals? 
We searched high and low 

for the perfect property and 
wouldn’t settle for anything 
less than perfect, as we knew 
that getting this right was 
so important. Think of client 
footfall, competitors in the area, 
transport links, parking, and 
most importantly, make sure 
that you can afford it.

SUPERIOR INTERIOR
A fabulous interior can really 
set you apart from your 
competitors. It gives you an 
opportunity to make your mark 
and show your competitors that 
you are a serious contender. 
Do your research, check out 
the other salons in the area, 
and get inspiration from trade 
magazines such as Salon 
Business. Your number one goal 
when designing a salon interior 
is to showcase your personality 
and brand.

HERO TO 
ZERO
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         WE HAVE 
MORE THAN 20 
YEARS’ COMBINED 
EXPERIENCE IN 
THE INDUSTRY, 
AND SINCE THE 
START WE HAVE 
ENDEAVOURED TO 
LEARN AS MUCH AS 
POSSIBLE. ALWAYS 
KEEP YOUR EYES 
ON THE EXPERTS 
AND ABSORB AS 
MUCH INDUSTRY 
KNOWLEDGE AS 
POSSIBLE. 

“

“

POWER TO THE PEOPLE
We have more than 20 years’ 
combined experience in the 
industry, and since the start 
we have endeavoured to learn 
as much as possible. Always 
keep your eyes on the experts 
and absorb as much industry 
knowledge as possible. Read 
magazines, attend trade shows, 
collaborate where you can, and 
always keep learning.

NUMBER CRUNCHING
Financial forecasting is vital. 
You need to know exactly how 
much revenue you need to 
make a day for your business 
to work. How many staff do 
you need, how much will you 
pay them? Anything that is 
going to cost you money needs 
to be accounted for. 

PLAN OF ATTACK
Your business plan is crucial 
for your new salon. Make 
sure that it describes your 
business, its objectives, the 
strategy that you have in order 
to succeed, evidence that 
you are knowledgeable about 
your chosen market, and most 
importantly describes how 
you will become profitable. 
Keep it short and make 
it visual – make sure you 
include a table of content and 
clear references. A properly 
formulated plan can help 
you gain the confidence 
of lenders, investors and 
other stakeholders. It is vital 
that you show that you’re 
committed to your business 
and have the skills, knowledge 
and confidence to achieve 
your goals. 

DREAM TEAM
We are lucky enough to have 
a passionate and driven team 
who want to be a part of the 
Linton & Mac success story. 
Finding the right team is 
fundamental to the success 
of your salon. Make sure that 
they share your ethos, and in 
return acknowledge them and 
reward them for their hard 
work.

THE POWER OF SOCIAL
The beauty of social media 
is that it’s free! Creative 

posts and content, along with 
gorgeous images of your 
work, allows clients, and 
potential ones, to see your true 
personality in an engaging and 
‘non-salesy’ way. Make sure 
that your posts are visually 
stimulating and that they 
ooze your brand’s personality. 
Authenticity is key.  

GOING FOR GOLD
Entering and winning awards 
has been a great way for us 
to increase business and 
ensure customer loyalty since 
we opened our salon. We 
have won numerous awards 
over the last two years in 
business – our two most 
recent trophies are the Salon 
Business Ultimate Large Salon 
Award and the L’Oréal Colour 
Trophy 2017. The buzz in the 
salon following an award win is 
incredible and staff morale is at 
an all time high! It also shows 
our fabulous clients that we are 
the best at what we do.

COLLABORATION IS KEY
Teaming up with other 
companies or associations can 
really boost your salon’s profile. 
If you’re given the opportunity 
to work alongside leading 
industry professionals or asked 
to host an industry event in 
your salon, then take it. We 
have hosted the Great British 
Barber Bash three times so far, 
and often host collaborative 
events in the salon to help 
raise awareness of other local 
businesses. Saying that you 
work with well-known names 
gives your salon huge kudos 
and is great for PR and social 
media engagement. 
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Upgrade your salon to 
a smart meter and start 
saving money this winter 
with some top tips from 
Claire Maugham, Director 

of Policy and Communications at Smart 
Energy GB.

REDUCING CONSUMPTION
Hairdressing salons have a 
lot to gain when it comes to 
reducing energy waste. With 
customers coming in and 
out throughout the day and 
bringing the winter breeze 
with them – it’s a real mission 
to keep the place warm. The 
poor, overworked kettle and 
coffee machine barely get a 
lunchbreak and let’s not even 
get started on all that hair 

styling equipment working 
overtime all day – every salon 
owner will know how much 
this can add to their energy 
bills. 

But, we’re not suggesting you 
should leave a customer’s hair 
half curled or a little bit damp. 
There are plenty of tips and 
tricks you can use to make 
some big energy savings this 
winter, without impacting the 
quality of your work.

In the coming months, as the 
weather gets colder and we all 
crank up the heating, at work 
as well as at home, saving 
money on energy will be on 
many business owners’ minds. 
But for most of us, the hardest 

GO GET 
SMARTER

SB:GOT 5

26
Got5SMARTER.indd   26 13/11/2017   14:37



           IF YOUR BUSINESS 
HAS FEWER THAN 10 
EMPLOYEES – OR THEIR 
FULL-TIME EQUIVALENT 
– YOU MAY BE ELIGIBLE 
TO UPGRADE TO A SMART 
METER FROM YOUR 
ENERGY SUPPLIER, JUST 
GIVE THEM A CALL TO 
FIND OUT FOR SURE. 
WITH A SMART METER, 
YOU WILL GET ACCURATE 
BILLS – NO MORE 
ESTIMATES; SO, YOU CAN 
RELY ON ONLY PAYING FOR 
WHAT YOUR BUSINESS IS 
ACTUALLY SPENDING ON 
ENERGY.
 

“

“

part about taking measures to 
save energy is knowing where 
to start. That’s where smart 
meters come in.

GETTING SMARTER
If your business has fewer 
than 10 employees – or their 
full-time equivalent – you may 
be eligible to upgrade to a 
smart meter from your energy 
supplier, just give them a call 
to find out for sure.

With a smart meter, you will 
get accurate bills – no more 
estimates; so, you can rely 
on only paying for what your 
business is actually spending 
on energy. Smart meters also 
allow you to monitor your gas 
and electricity use in near real 

time and in pounds and pence. 
With this knowledge, you can 
begin to take control of your 
salon’s energy consumption 
and take steps towards 
reducing your energy costs, 
without your customers even 
noticing you’re doing it. Smart 
Energy GB has worked with 
Dr. Paul Swift from the Carbon 
Trust on some energy saving 
tips specifically for salons. 

TOP TIPS
UNDERSTAND ENERGY 
CONSUMPTION: Getting a smart 
meter installed will help track 
energy costs, allowing you to 
budget effectively. Look at the 
data recorded by the meter to 
identify when energy is being 
wasted. 

IN HOT WATER: Energy spend 
on heating water is likely to 
be significant. Consider low-
flow taps and flow regulators 
and make sure your boiler is 
properly sized. Use timers to 
switch off water heaters half 
an hour before you close.

CHECK APPLIANCES: PAT test 
your appliances regularly, 
and make sure they are only 
on when needed. Use your 

smart meter to help track down 
equipment that uses energy 
while on standby, and unplug 
them overnight. Consider 
energy efficiency when buying 
hairdryers and other appliances 
too. 

HEAT SMART: Heat where you 
need, when you need, to 
the temperature you need. 
Ask staff and customers for 
feedback and test thermostats 
with a thermometer. Ensure 
heating and cooling don’t run 
simultaneously, and turn them 
off well before you close.

GET BRIGHT ON LIGHT: Label 
switches so staff can easily 
turn off lights when not in use. 
Ask your electrician about LED 
bulbs, as well as occupancy 
and daylight sensors, to 
understand how they might 
save you money.

CLICK REFRESH: When 
refurbishing your premises, get 
advice on lighting, insulation, 
triple-glazed windows and 
automatic doors. These can 
reduce heat loss and energy 
costs, and help create a 
comfortable environment for 
customers.

SB:GOT 5
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BY MAKING USE OF AVAILABLE GUIDANCE AND 
UPGRADING TO A SMART METER, YOU’LL BE ABLE 
TO TRACK YOUR PROGRESS AS YOU GO ALONG, 
HELPING YOU TO BUDGET, MANAGE CASH FLOW 
AND IMPROVE YOUR BUSINESS OUTGOINGS. 

Smart meter installations normally take around two hours 
and your energy supplier will work with you to try to find a 
time that’s convenient for both parties. Many businesses can 
get their smart meter at no additional cost; others may need 
to pay a small charge for the installation or access to data. 
Your supplier should tell you about any charges up front. 

SMART
METERS
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THINNING HAIR CLIENTS? CHECK. 
ACCESS TO HIGH PERFORMING 

PRODUCTS FOR THICKER, FULLER-
LOOKING HAIR? CHECK [IF YOU’RE 

A NIOXIN SALON OF COURSE]. 
NOW IT’S TIME TO GET YOUR 

STAFF ENGAGING WITH THEIR 
THINNING HAIR CLIENTS, AND 

NIOXIN HAS JUST THE TOOLS…

THE 
CONVERSATION

THE TOOLS

Paving the way for a 
thinning hair revolution, 
NIOXIN has created 
an extensive line of 
products following 
decades of research. 

There is a comprehensive day 
to night thinning hair regime 
including shampoos, conditioners, 
treatments – to name a few – and 
now dedicated colour care.

The extensively tried and tested 
3 part NIOXIN systems are so 
assured of they’re success, 
they offer a 30 day money back 
guarantee*. All you need to do 
is get your clients to try it and 
NIOXIN is providing the tools 
to enable your staff to start the 
thinning hair conversation.

Heard of the Nioscope consultation 
tool? Didn’t invest as you were 
worried your staff may not 
understand how to use it? Now 
there’s Nioscope 2.0. As a simpler, 
cheaper and more effective 
alternative it should be a staple 
piece of kit for every consultation.

It allows stylists to see their client’s 
scalp like they never have before 
with the power to magnify the scalp 
x200, providing detailed cues about 
sebum build up, hair breakage and 
hair diameter.

By giving your staff the power to 
be more informed, you’re providing 
a better service for your clients 
and building their confi dence and 
satisfaction in your services.

Plus it easily attaches to a 
smartphone camera meaning 
you can keep a record to not only 
help with diagnosis, but also for 
showing the results from the 
NIOXIN service. 

This can be directly linked to 
another of NIOXIN’s innovations, 
NIOXIN Client Consultation 
app. Available to download on 
Apple gadgets and other android 

smartphones, it can be used by 
your salon to record key details 
about each and every client, 
including scalp images.

This can be shared with the client 
during the consultation for a 
premium service and be referred 
back to in future appointments, 
ensuring your clients return to you 
for their continued care. 

With the right tools, it’s never 
been easier to start talking about 
thinning hair. Then just sit back and 
watch your salon fl ourish.

TO FIND OUT HOW TO BECOME A NIOXIN 
SALON AND HOW BEST TO ACTIVATE IT 
VISIT NIOXIN.CO.UK

with the power to magnify the scalp 
x200, providing detailed cues about 

Simpler • Cheaper • More 
effective • Magnifi cation 
power x200 • Molds to 
many smartphone models • 
Connects to many smartphone 
cameras

NIOSCOPE 2.0

cameras

NIOXIN CLIENT CONSULTATION APP
Consultation tool • Record 
keeping • Premium brand 
image 29

*Money Back Guarantee valid for 
Trial Kits and Diaboost only. Visit 
nioxin.co.uk for more information.
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DESPITE HANDING OVER HIS FELLOWSHIP 
PRESIDENTIAL SEAT, BRUNO MARC IS YET 
TO HAND OVER THE REIGNS ON MENTORING 
THE NEXT GENERATION. HIMSELF AN AWARD-
WINNING HAIRDRESSER – ALL WHILE BUILDING 
THE EVER SUCCESSFUL MARC ANTONI BRAND 
ALONGSIDE HIS THREE BROTHERS – BRUNO HAS 
ALSO NURTURED MANY OTHERS TO BECOME 
BETTER AT WHAT THEY DO AND RECEIVE THE 
RECOGNITION FOR IT. MOST RECENTLY HIS 
SALON, MARC ANTONI PICKED UP THE GONG 
FOR ART TEAM OF THE YEAR AND TWO OF HIS 
CURRENT MENTEES ARE UP FOR SOUTHERN 
HAIRDRESSER 2017. WE SPEAK TO HIM TO FIND 
OUT WHAT MAKES A GREAT MENTOR AND WHY 
THE ROLE IS SO IMPORTANT TO HIM. 

CAN YOU REMEMBER 
YOUR FIRST MENTEE?
Yes it was Dan 
Spiller. He came to 
me age 16 and I’ve 

mentored him ever since. 
He’s been loyal to me, Marc 
Antoni and our family ever 
since.

WHERE IS HE NOW?
I’m proud to say he’s still 
at Marc Antoni and he has 
a bright future ahead. I’m a 
real believer that what you 
give, you get back ten fold. 
The more I give the more I 
get back. Most of those that 
I’ve mentored over time have 
become hugely successful 
but, have also supported me 
and my team.
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WHAT DOES IT TAKE TO BE A 
GOOD MENTOR? 
Listening, being patient and 
understanding that everyone 
has different skills. 

WHAT ARE THE CHALLENGES 
YOU’VE HAD AS A MENTOR?
Young people are used to 
everything happening NOW! 
Everything they do happens 
quickly. Therefore, when it 
comes to work they expect 
to be the best hairdresser 

SB:INTERVIEW

32

“YOUNG PEOPLE ARE USED 
TO EVERYTHING HAPPENING 
NOW! EVERYTHING THEY DO 
HAPPENS QUICKLY. THEREFORE, 
WHEN IT COMES TO WORK 
THEY EXPECT TO BE THE BEST 
HAIRDRESSER IMMEDIATELY. A 
LOT OF THEM AREN’T USED TO 
PUTTING IN THE HARD WORK 
BUT THEY’RE PASSIONATE 
ABOUT BEING PERFECT. ”

immediately. A lot of them 
aren’t used to putting in 
the hard work but they’re 
passionate about being 
perfect. It’s sometimes a 
challenge managing those 
moments. Life is just so 
different to when I trained and 
again it’s about getting them 
to listen, slow down and keep 
everything into perspective.

WHAT ARE THE BENEFITS 
FOR A SALON OWNER WHERE 

THERE IS A STRONG SENSE OF 
MENTORING?
There are masses of 
benefits. It brings new ideas 
and it keeps the passion 
alive – by encouraging your 
team and building on their 
aspirations, you’re helping 
them to develop and there’s 
little better than that. You’ll 
also find that your clients 
will notice the passion. I 
believe a salon is unable to 
properly train or develop its 
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“BY ENCOURAGING YOUR 
TEAM AND BUILDING ON THEIR 
ASPIRATIONS, YOU’RE HELPING 
THEM TO DEVELOP AND 
THERE’S LITTLE BETTER THAN 
THAT. YOU’LL ALSO FIND THAT 
YOUR CLIENTS WILL NOTICE 
THE PASSION. I BELIEVE, 
A SALON IS UNABLE TO 
PROPERLY TRAIN OR DEVELOP 
ITS STAFF WITHOUT SOME 
FORM OF MENTORSHIP.”

staff without some form of 
mentorship.

SO I GUESS YOU BELIEVE EVERY 
MEMBER OF STAFF IN EVERY 
SALON SHOULD HAVE ACCESS TO 
A MENTOR?
Most definitely, why 
wouldn’t you? If you don’t 
offer it you’ll never grow your 
team or get them to aspire to 
greater things. A passionate 
and driven team member is 
worth its weight in gold.

HOW DOES IT FEEL TO SEE SO 
MANY OF THOSE THAT YOU’VE 
MENTORED DO SO WELL?
Amazing. I’m really proud of 
them all. I feel like they’ve 
all mentored me in a way. 
They’ve kept me in touch 
and continue to inspire me all 
the time. People like Joseph 
Ferraro, who is North Eastern 
Hairdresser of the Year now 
has two successful salons; 
Ashleigh Hodges, who has 
shown the whole industry 

how amazing she is and 
Leanne Reagan who might 
now the process of opening 
her first salon right now – 
they’re all amazing.

I know my journey as a 
mentor hasn’t finished yet 
though…

SB:INTERVIEW
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If you’re the type that’s prone to misplacing your 
keys, phone and wallet in the space of a morning 
– and that’s a good day – you will love, love, love 
the Chipolo. This little star of a gadget keeps track 
of your belongings, wherever you put them, via 
Bluetooth. Simply attach the little disc keyring 
to the things you care about, double click on the 
tracker and it will make your phone ring even if it’s 
on silent, plus a map will show you the last place 
you had it. Connecting to any iPhone or Android, it 
has a battery life of six months and is even water-
resistant. Sound good? We thought so. RRP: £25 
oliverbonas.com

girlstech
WE LOVE ALL THINGS TECHY HERE 
AT SALON BUSINESS, AND WE ALL 
KNOW A GOOD GADGET CAN BE A 
HAIRDRESSER’S BEST FRIEND IN ALL 
ASPECTS OF LIFE. AS WINTER ROLLS 
AROUND, WHAT BETTER TIME OF 
YEAR TO INVEST? WE TAKE A LOOK 
AT SOME OF THE CONTENDERS…

34

BY FIONA WARD

TURN UP THE HEAT

Hours on your feet in the salon often mean you’re blighted 
by aches and pains in your neck, shoulders and lower back, 
forcing you to rely on the odd painkiller in the staff room or 
the good old ‘grin and bear it’ approach. But sweet relief can 

be found, thanks to this mobile heating belt, which provides up to 
two hours of cordless heat and can be worn discreetly under your 
clothes for much-needed heat therapy [or just for warmth during 
these winter months!]. Whether you need a period of relief in the 
salon or once you get home, this is a great one for your Christmas 
list. RRP: £59.95 HOUSEOFBATH.CO.UK

If you’re the type that’s prone to misplacing your 
keys, phone and wallet in the space of a morning 
– and that’s a good day – you will love, love, love 

girlsgirlsgirls
WE LOVE ALL THINGS TECHY HERE 

girlsgirls
AT SALON BUSINESS, AND WE ALL 

girls
KNOW A GOOD GADGET CAN BE A 

girls
KNOW A GOOD GADGET CAN BE A 

girls
HAIRDRESSER’S BEST FRIEND IN ALL 
ASPECTS OF LIFE. AS WINTER ROLLS 
AROUND, WHAT BETTER TIME OF 
YEAR TO INVEST? WE TAKE A LOOK 
AT SOME OF THE CONTENDERS…

SCATTER BRAINWAVE
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BOX 
CLEVER
Longing for a bit more time on 
the sofa to get stuck into some 
of those box sets your friends 
keep talking about? What better 
time than winter, and what better 
way than with this fab deal from 
NOW TV. For just under £40 
you get a box and a six-month 
entertainment pass, so you can 
enjoy everything from movies to 
an entire series, all in your own 
time – and, when you need to 
drag yourself back to the salon, 
simply pause and return later. 
Our tip? Twin Peaks: The Return 
for weird wonderfulness. RRP: 
£39.99 argos.co.uk

TO THE QUICK

Painting your nails: always seems like a 
good idea at the time…until two hours 
later, you glance down and your coat 
of colour is smudged and peeling. But 

these little miracle drops are designed to 
speed up the drying process, ensuring your 
polish dries in minutes and keeps that glossy 
fi nish without smudging. A giant leap for nail 
colour chameleons.£4.99 NEWLOOK.COM

Anything that adds simplicity to 
our busy lives is alright by us, and 
after long salon days and party 
nights, performing a drawn-out 

cleansing routine is another thing we 
could do without. Enter this award-
winning deep-pore cleansing gadget. 
Promising smoother, clearer and fi rmer 
skin, the Barefaced Facial Cleansing 
Brush from Magnitone London uses 
10,000 gentle vibrations per minute to 
remove excess oils and exfoliate six 
times more effectively than your hands. 
Your time from front door to bed is cut in 
half, and at under £60 it’s purse-friendly, 
too.£59.99 ARGOS.CO.UK

LIGHT 
UP THE 
WORLD

We love multifunctional 
gadgets, and this one looks 
good too. Swot up on your 
geographical knowledge 

with this globe light from Wild and 
Wolf. Available in a range of colours 
and with the option to power via 
mains or USB connection, it’s a great 
feature for your living room or study, 
or even for your little ones’ bedroom 
as a night light. It’ll be for your 
education as well as theirs, but we 
won’t tell…£69.95 CUCKOOLAND.COM

BAREFACED 
CHEEK

FORM AND FUNK-TION

These stylish headphones are 
as much a creative statement 
as they are functional. 
Presented in an achingly 

hipster wooden box and available 
in a variety of sleek colours [we like 
this khaki-gold combo best] from 
brand Kreafunk, these beauties 
provide excellent sound quality too. 
Bonus points for setting 
off any hair colour and 
style a treat. RRP: £79 
AMARA.COMdrag yourself back to the salon, drag yourself back to the salon, 

simply pause and return later. simply pause and return later. 
Our tip? Twin Peaks: The Return 
for weird wonderfulness. RRP: 
£39.99 argos.co.uk

BAREFACED 
CHEEK

SB:GADGETS
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MILK_SHAKE HAIR UK & IRELAND 
HOSTED ITS ANNUAL SUMMER 
PARTY AT THE STUNNING GRANDE 
REAL SANTA EULALIA RESORT IN THE 
HEART OF ALBUFEIRA, PORTUGAL.

T he three-day 
event featured 
an innovative 
hair show, an 

informative Look & 
Learn session with live 
demonstrations by milk_
shake Creative Team, as 
well an exclusive evening 
hosted at Albufeira’s top 
night spot. 

First up, the seventies 
themed live hair show 
took the 250 plus crowd 
on an atmospheric journey 
through the seventies 
from Psychedelic and 
Punk to Androgyny and 
Disco, to launch the latest 
milk_shake collection Blue 
Velvet. 

Opening the show was 
the incredible Shelley 
Pengilly with multicoloured 
afros, coloured crimps and 
fl ower power. Speaking 
about her stunning pink 
crimped design, she said 
that her inspiration was 
taken from adverts for soft 
drinks with lots of colour 
pop and stripes going 
across the page, with 
braiding added for texture. 

David Baker showcased 
his spin on seventies Punk 
fashion by opening his 
set with a model donning 
smashed vinyls and CDs 
placed on the side of the 
hair with some serious 
backcomb. The second

look proved David has 
an incredibly creative 
imagination and passion to 
take hair to the next level 
by attaching BBQ grills to 
the head, weaving the hair 
in-between each grill and 
adding green and yellow 
colouring. David’s fi nal 
design was what really 
confi rmed his niche as he 
attached shredded denim 
to the hair of his model 
and proceeded to cut it 
into a bob.

The last of the themed 
set, but certainly not least, 
was Julian Dalrymple with 
her take on Androgyny 
where she found 
inspiration from the late 
David Bowie and Studio 
54. Her looks included a 
quiff to make Elvis afl utter, 
a beautifully long, blue 
ponytail that had a velvet 

Blue 
velvet

HEART OF ALBUFEIRA, PORTUGAL.

on an atmospheric journey 
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reflection and texture by crimping 
and a yellow and orange style, 
with layers cut to create a perfect 
androgynous feel. 

The milk_shake Ambassadors 
Shelley Pengilly, David Baker and 
Julian Dalrymple were joined by 
milk_shake Educator Andrew 
Smith for the finale for the show 
where they each created a 
breathtaking style for the closing 
dance. 

It was epic. 39

HER INSPIRATION WAS 
TAKEN FROM ADVERTS FOR 

SOFT DRINKS WITH LOTS 
OF COLOUR POP AND 

STRIPES GOING ACROSS 
THE PAGE, WITH BRAIDING 

ADDED FOR TEXTURE.
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THE ALTERNATIVE HAIR SHOW WAS 
A SELL OUT AT THE ROYAL ALBERT 
HALL IN OCTOBER, FOR THE 35TH 
ANNIVERSARY OF THE ICONIC EVENT.

T he Royal Albert 
Hall was host to 
a show of epic 
proportions as 

dozens of fi nalists awaited 
the results of this year’s 
International Visionary 
Award. 

The competition saw 
the biggest ever number 
of entries from over 50 
countries, looking to 
wow the judges in Cut & 
Colour; Avante-Garde and 
Mens.

And last month, this truly 
unique charity event 
presented by hairdressers, 
for hairdressers, raised 
£280,626.00 for Fighting 
Leukaemia.

It saw 20 International 
Creative Teams develop 
concepts relating to the 
theme Utopia, but fi rst 
up were the International 
Visionary Awards.

AND THE WINNERS WERE;

CUT AND COLOUR – Lucian 
Busioe, Romania
MEN’S – Chris O’Riordan, 
Ireland
AVANT GARDE – Jose Garcia 
Benitez, Spain

Stand-out performances 
included the fairytale-
like Cyrill Brune, who 
showcased textured styles

interspersed with fl oral 
accessories, and Saco 
with models sporting 
paint-smeared faces and 
graphic cuts and colour.

Next up guests were 
treated to the intergalactic 
themed Bundy Bundy 
whose models strutted 
onto the stage with 
enhanced breasts, 
bottoms and hips, to a 
soundtrack of “The Body 
has to be Perfect” and 
hair in hoops accessorised 
with string. And a mention 
must go to the gymnastic 
talents of Anne Veck’s 
dreadlocked gladiators 
who fought it out onstage 
to win the affections of 
a queen-like fi gure with 
pastel-hued candyfl oss 
hair.

The moment of true 
inspiration came when 
eight-year-old Blue Tobin, 
who recently rang the bell 

Epic

interspersed with fl oral 

40
AHS.indd   40 11/11/2017   23:34



SB:EVENTS

I FEEL VERY GRATEFUL TO 
HAVE BEEN CHOSEN TO 

RECEIVE THIS INCREDIBLE 
AWARD. I LOVE WHAT I DO 
AND I LOVE TO GIVE BACK 

TO OUR WONDERFUL 
INDUSTRY, TO BE 

ACKNOWLEDGED FOR THIS 
MAKES ME FEEL VERY 
HUMBLED AND TRULY 

HONOURED.

at the Royal Marsden Hospital to 
commemorate five years free of 
Leukaemia, came onstage with 
his family. 

The audience was moved to tears 
as they heard the story of Blue, 
who was given a lifeline by a 
stem cell donor, thanks in part to 
donations from the charity.

Patrick Cameron then received 
surprise recognition in the form 
of the Legend Award in the AIPP 
Awards.

Takling about it he said: “I feel 
very grateful to have been chosen 
to receive this incredible award. I 
love what I do and I love to give 
back to our wonderful industry, to 
be acknowledged for this makes 
me feel very humbled and truly 
honoured.”

Other winners included 
Commercial award to Sanrizz, UK; 
Avant garde award to Amparo, 
from Toni&Guy Spain; Photo 
award to Mark Leeson, UK; 
Video to Candice McKay, Wyatt 
Hairdressing, South Africa and 
Men’s to Jason Hall, UK.

PHOTOGRAPHY: ALEX 
BARRON-HOUGH 41
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CELEBRATING EXCEPTIONAL 
HAIRDRESSING TALENT FROM ACROSS 
THE WORLD, WELLA’S COVETED 
INTERNATIONAL TRENDVISION AWARDS 
REACHED A NEW HIGH THIS YEAR 
IN LONDON, A CITY SYNONYMOUS 
WITH DIVERSITY, OPENNESS AND 
INDIVIDUALITY.

The International 
TrendVision Awards 
took place this year 
in October as part 

of Salon International at 
London’s Excel. It attracted 
almost 2,000 guests from 
across the world to witness 
82 competitors from 44 
countries showcasing their 
colour craft and creativity to 
become international hair 
champions.

Michelle Mason, Senior 
Vice President Education & 
Professional Development 
at Coty Professional Beauty 
said: “Wella TrendVision 
is a true celebration of 
colour, craft and inspiration, 
a spectacular platform 
for creativity where 

up-and-coming stylists 
and colourists are fully 
recognised. It’s a time 
for the Wella Family to 
come together; to share, 
collaborate, co-create and 
shape the future of hair and 
beauty.”

Finalists were chosen from 
a field of 8,000 applicants, 
and won their local National 
TrendVision Awards to 
secure their coveted place 
at the International Final 
in London. They each 
prepared a creative tour de 
force to demonstrate their 
skills in their specific field: 
Color Vision or Creative 
Vision.

Each category included four 

Bringing 
it home

42
TrendVision.indd   42 13/11/2017   17:29



SB:EVENTS

43
TrendVision.indd   43 13/11/2017   17:29



SB:EVENTS

WELLA TRENDVISION IS A 
TRUE CELEBRATION OF 
COLOUR, CRAFT AND 

INSPIRATION, A 
SPECTACULAR PLATFORM 

FOR CREATIVITY WHERE UP-
AND-COMING STYLISTS AND 

COLOURISTS ARE FULLY 
RECOGNISED. IT’S A TIME 

FOR THE WELLA FAMILY TO 
COME TOGETHER; TO 

SHARE, COLLABORATE, CO-
CREATE AND SHAPE THE 

FUTURE OF HAIR AND 
BEAUTY.
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awards – Platinum, Gold, 
Silver and Bronze – and also 
recognised the ‘People’s 
Choice’ for the finalist 
receiving the most votes 
through digital and social 
channels, which this year 
had an incredible 77,000 
votes. 

For the Color Vision 
category – led by 
head judge and Wella 
Professionals Global Color 
Ambassador, Andreas 
Kurkowitz, entrants were 
scored on their colour 
technique and overall look 
and vision.

THE COLOR VISION WINNERS
COLOR VISION PLATINUM: 
Mana Dave, Blaze, New 
Zealand
COLOR VISION GOLD: José 
Quiñones, Peter Cardon 
Salon, Puerto Rico
COLOR VISION SILVER: 
Alexander De Lara, Jing 
Monis Salon, Philippines
COLOR VISION BRONZE: Vic 
Chung, Una Hair Salon, 
Taiwan
COLOR VISION PEOPLE’S 
CHOICE: Taner Yildiz, Yildirim 
Ozdemir, Turkey

The Creative Vision 
category was judged by a 
panel of experts including 
Wella Professionals Global 
Creative Director for Care & 
Styling, Eugene Souleiman. 
The finalists in this category 
were measured on the 

creativity and overall look 
and vision, creating their 
interpretation of one of 
Wella Professionals’ SS17 
and AW17 trends.

THE CREATIVE VISION WINNERS
CREATIVE VISION PLATINUM: 
Kylie Hayes, Moha 
Hairdressing, New Zealand
CREATIVE VISION GOLD: 
Gisleine Bernhardt, Casa 
Peluqueria, Brazil
CREATIVE VISION SILVER: 
Marina Krushelnitskaia, 
Osipov Image Studio, 
Russia
CREATIVE VISION BRONZE: Chu 
Lin, Una Hair Salon, Taiwan
CREATIVE VISION PEOPLE’S 
CHOICE: Kai Jung, Juno Hair, 
South Korea

Wella Professionals was 
pleased to award the 
Lifetime Achievement 
Award to Annie 
Humphreys, “The Mother 
of Modern Hair Color” and 
a true visionary in her field. 
She first met Vidal Sassoon 
in 1958 when he bought 
the London salon she 
worked in and asked if she 
wanted to stay on. She was 
the only one who said yes, 
and she made hair history, 
doing for colour what Vidal 
did for cuts.

Take a peek at all of the 
TrendVision action on 
Instagram with the hashtag 
#itva2017

SB:EVENTS
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BIGGER AND MORE EXCITING THAN 
EVER, RUSH LIVE WAS ONCE MORE 
BACK IN THE SALON LIVE THEATRE 
AT SALON INTERNATIONAL, WITH 
RECOGNITION OF THE NEWLY 
OPENED RUSH ACADEMY.

K icking off with 
aplomb, Rush 
International 
Colour Director 

Chris Williams introduced 
the newly opened 
RUSH Academy before 
welcoming his colour 
protégé MJ Farmer to the 
stage for his presentation 
of geometric shapes. 

MJ used visionary colour 
palettes, veils and hidden 
panels to bring shapes 
to life and show how 
colour can add a new, bold 
dimension to a haircut. 

Chris then introduced the 
RUSH Colour Team onto 
the stage, who worked 
on colouring hair for the 
Tom Boy section of the 
show. The team worked 
on a more androgynous 
colour palette than we’ve 
seen over past seasons 
– natural muted shades 
on a cooler base, lighter 
browns and muted peach 
and pink pastels.

The next part of the 
show transported the 
audience into another 
world as RUSH Artistic 
Team member Seung Ki 
Baek took to the stage to 
present his Luminescent 
Collection.

Dark iridescent and ultra 
violet lighting highlighted 
the stunning shapes 

giving an aura of deep sea 
creatures crossed with 
Avatar. 

Next up was the Session 
Team, led by Editorial 
Director, Tina Farey, who 
presented their Lost 
Rebels collection. They 
presented shattered 
shapes and jagged 
outlines, the opposing yet 
complimentary colours 
of dawn and sunset with 
multi textured looks 
inspired by the windswept 
thatched texture found on 
desolate land.

Then it was onto cutting 
and it was down to 
International Creative 
Director Andy Heasman 
and co to present the 
cutting techniques of 
Tom Boy. Referencing 
New York’s Episcene 

Live it!

colour can add a new, bold 
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sub-culture, sophisticated and 
androgynous along with the 
recent Burberry campaign, they 
worked on combining both square 
and round shapes, breaking some 
rules along the way to create 
something very beautiful and 
unique.

The evening ended all too soon 
with a fantastic finale showcasing 
all the models from each section 
of the show and recognising 
Great Ormond Street Hospital, 
the charity that the event is held 
in aid of.

47

REFERENCING NEW YORK’S 
EPISCENE SUB-CULTURE, 

SOPHISTICATED AND 
ANDROGYNOUS ALONG 

WITH THE RECENT 
BURBERRY CAMPAIGN, 

THEY WORKED ON 
COMBINING BOTH SQUARE 

AND ROUND SHAPES, 
BREAKING SOME RULES 

ALONG THE WAY TO 
CREATE SOMETHING VERY 
BEAUTIFUL AND UNIQUE.
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BARCELONA, THE METROPOLIS 
ASSOCIATED WITH CREATIVITY AND 
AMAZING ART, WAS THE HOST CITY FOR 
GOLDWELL’S GLOBAL ZOOM EVENT. 

Thousands of stylists, 
brand Managers 
and members of the 
press, from all over 

the world came together 
for the three day-er in the 
cosmopolitan hub.

Packed with education 
and inspiration, it saw 
hairdressers share their 
passions and build on the 
excitement of the Global 
Zoom competition together.

One of the numerous 
highlights of the two days 
was the world premiere 
of Goldwell’s Color Zoom 
’18 Collection, Elemental 
– closely followed by the 
welcome drinks by the 
rooftop pool overlooking 

some of Barca’s finest 
sights!

Of course the main event 
stole the show with 97 
finalists competing live in 
the three categories to win 
a place on the Global Color 
Zoom Creative Team. 

The participants had to 
demonstrate their creativity 
by interpreting Goldwell’s 
IN FLUX collection, and 
there were nearly 3,000 
international fellow stylists 
there to cheer them on.

While the judges collated 
their scores, everyone else 
prepared for the evening’s 
show in the impressive 
CCIB auditorium. This was 

Creative 
expecta-
tions
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EVERY YEAR IT’S A GLOBAL 
GATHERING OF SOME OF 

THE MOST CREATIVE 
STYLISTS IN THE INDUSTRY  
– SHARING CREATIVITY AND 

COMMUNITY IN AN 
INSPIRATIONAL CITY. IT 

GIVES US THE OPPORTUNITY 
TO CONTINUALLY 

DEMONSTRATE OUR 
COMMITMENT TO 

PARTNERING WITH SALONS 
AND STYLISTS WORLDWIDE 

AND HELPING THEM TO 
GROW THEIR BUSINESS.
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followed by the exclusive 
preview of ELEMENTAL. 
The inspiring Hair Fashion 
Collection was created by 
the winners of last year’s 
Color Zoom Challenge and 
is characterised by the 
fusion of technology with 
creativity and the interplay 
of rawness and refinement. 

The gala show came to 
a close with the much-
anticipated announcement 
of the winners:

– MAXIM SOTNIKOV FROM 
RUSSIA IN THE NEW TALENT 
CATEGORY
– DYLAN TUNG FROM 
SINGAPORE IN THE CREATIVE 
CATEGORY
– MIO SOTA FROM USA IN THE 
PARTNER CATEGORY

CAROLINE BRAND FROM 
ORACLE HAIR & BEAUTY in 
the UK was also awarded 
bronze in the Creative 
Category for her incredible 
entry. Meanwhile LYDIA 
WOLFE FROM TONY WOOD 
HAIRDRESSING in the UK took 
home the Stylists Favourite 
Award. 

During Global Zoom 
2017, guests were 
also given an exclusive 
preview into Goldwell’s 
colour breakthrough Pure 
Pigments; there were artist 
sessions and the Master 
Design Team presented 
the most fashion-forward 
designs from Goldwell’s 

signature programmes. 
During the MBE Salon 
Business panel, Kao Salon’s 
Global President Cory Couts 
discussed the importance 
of social media for salons 
with journalists from the 
US, UK, Netherlands and 
Austria. 

The KMS Global Style 
Council also took to the 
stage as did the Color Zoom 
’17 Creative Team.

The Farewell Party on 
Monday evening took place 
in three of Barcelona’s 
hippest beach clubs – Carpe 
Diem, Opium, and Shuko 
and was the crowning finale 
of Global Zoom 2017. 

John Moroney, Vice 
President Education and 
Global Creative Director Kao 
Salon Division said: “I can’t 
think of a better or more 
inspirational way to come 
together with our top clients 
from around the world than 
the Global Zoom event. 

“Every year it’s a global 
gathering of some of the 
most creative stylists in 
the industry – sharing 
creativity and community 
in an inspirational city. It 
gives us the opportunity 
to continually demonstrate 
our commitment to 
partnering with salons and 
stylists worldwide and 
helping them to grow their 
business.” 

SB:EVENTS
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PARTY SEASON ISN’T ALL 
BOUNCY BLOWDRIES – TAKE 
INSPIRATION FROM THIS 
SEASON’S SLICKEST STYLES 
TO GIVE YOUR CLIENTS A 
DOSE OF ONE-OFF COOL.

WORDS: FIONA WARD

b a b y , 
i  l i k e 
y o u r 
s t y l e
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T his season’s styling 
rules are akin to the 
overriding theme 
of the autumn 
winter 17 runways 
– individuality. At 

London Fashion Week Eugene 
Souleiman even went so far 
as to describe the atmosphere 
backstage as a ‘pop-up salon 
experience’ – catering each 
look to each girl as they walked 
in the door. 

As we continue to see a 
diverse range of ethnicities 
and hair textures across the 
catwalks, red carpet and 
social media [fist pump], 
your clients are only more 
open to embracing their own 
individuality and styling, rather 
than be dictated to by trends. 
That said, there’s always room 
for inspiration. 

“Though there are strong 
trends, it’s as much about 
how we worship social media 
and celebrity, and what we 
borrow from these as points 
of reference to make our own 
individual style choices,” says 
Eugene.

TEXTURE: OWNED
Happily, we’re getting closer 
and closer to finally embracing 
all hair textures, in their natural 
condition. “For the last few 
years, a lot of women have 
been chemically processing 
their hair for manageability, 
feeling they also needed to 
wear smooth, straight tresses 
to fit in with mainstream 
fashion and style,” says award-
winning stylist Junior Green. 

“This has been a popular look, 
particularly for those that work 
in a corporate environment, 
but now it’s time to show off 
natural texture. Product use 
here is key, especially those 
that add moisture to the hair.”

There’s a boundless choice 
of on-trend styles you can 
suggest to your clients with 
rougher, drier textures and afro 
hair. According to Junior, your 
client’s length is key. “Short 
hair is best worn in a cropped, 
tapered afro cut – think actress 
Lupita Nyong’o,” he says. 

“Mid-length or jaw-length 
looks are proving popular too, 
particularly among women 
who are transitioning from 
a chemical treatment to a 
natural hairstyle. This length 
gives the wearer the chance to 
experiment with varying looks 
without losing length – shaggy 
or graduated bobs are perfect. 
Take inspiration from singer 
Janelle Monáe.”

“Long hair will always be 
popular too – think about using 
extensions to achieve the 
look, to give the wearer more 
versatility with their styling 
choices,” he adds. 

Our advice? Get your stylists 
trained-up in all afro textures so 

you never have to turn a client 
away – or a girl backstage after 
model Londone Myers spoke 
out about her frustrations at 
backstage hairdressers unable 
to style her ‘fro. 

MIDDLE GROUND
As ever, mid-length styles 
remain at the height of cool 
across all ages – with everyone 
from Selena Gomez to Susan 
Sarandon making the look 
their own. “Mid lengths are 
the most versatile, and a great 
option if your client is thinking 
of going shorter eventually; 
going for a mid-length style 
first to play with their hair a bit 
allows them to really get used 
to it,” says Ashleigh Hodges of 
Jamie Stevens Hair. 

“I love a long bob, take it a bit 
shorter at the back and add 
some texture with layers to 
give more shape.” 

“For a client wanting to 
achieve this style you really 
need to bear in mind the hair 
texture,” says Steve Robinson, 
Art Director at Electric 
Hairdressing Group. “If the 
cut is too long, finer hair will 
look thin and it won’t sit well. 
On the other hand, thick hair 
needs to avoid being cut too 
short as it can create a clunky 
silhouette. 

“For a finer hair type, try a 
volumising spray to plump the 
hair strands, whereas clients 
with thicker hair should use a 
smoothing cream to reduce 
bulk by smoothing frizz.”

“MID-LENGTH OR JAW-LENGTH 
LOOKS ARE PROVING POPULAR 

TOO, PARTICULARLY AMONG 
WOMEN WHO ARE TRANSITIONING 

FROM A CHEMICAL TREATMENT 
TO A NATURAL HAIRSTYLE. THIS 

LENGTH GIVES THE WEARER 
THE CHANCE TO EXPERIMENT 

WITH VARYING LOOKS WITHOUT 
LOSING LENGTH – SHAGGY OR 

GRADUATED BOBS ARE PERFECT. 
TAKE INSPIRATION FROM SINGER 

JANELLE MONÁE.”

SB:FEATURE
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Mid-length styles and tousled 
texture go hand-in-hand 
– particularly with piecey, 
balayaged looks – but it’s 
important to warn clients 
about upkeep, according 
to Organic Colour Systems 
mentor Natalie Lupton. “A lot 
of my clients are asking for this 
casual look, and many don’t 
realise that it takes effort every 
day, unless they have the 
wave naturally,” she says. 

“It’s so important to make sure 
you do a proper consultation 
with your client to make sure 
they understand what they 
need to do to create this look 
and what products to use. Too 
many clients see unrealistic 
pictures on Instagram and 
have heightened expectations 
– so make sure you 
discuss this with your client 
thoroughly.”

PARTING WAYS
Got a client that wants a 
change but nothing drastic? Try 
styling their parting differently. 
“Generally speaking, anyone 
can wear any parting. But it’s 
about finding the one that 
suits your client’s face shape 
and texture – which is the 
attention-to-detail they expect 
when they visit you,” explains 
Sam Ashcroft from Brooks & 
Brooks in London. 

“Simply changing a parting 
from one side of the face to 
another, or making it deeper 
and more structured, means 
clients don’t have to go for 
the chop. It’s also a great 
opportunity to talk about retail 
and recommend new products 
to get their new shape and 
create a new texture.” 

Parting placements are forever 
changing on the catwalks, but 
when it comes to celebrity 
styling, there’s a clear winner: 
the swept-over side part. Seen 
on the likes of Chloe Moretz, 
Ellie Goulding and Emma 
Willis [and on the Instagram 
grid of every texture-loving 

hairdresser around], it adds 
cool-girl volume to the front of 
the hair, without the often retro 
or clean-cut vibes of traditional 
side placements.

“This look is effortlessly sexy, 
and so easy to create,” says 
Lidia Patrizia of Blue Tit Brixton. 
“Apply a volumising product 
at the roots and begin to dry 
it into the hair using a paddle 
brush while the hair is slightly 
wet. Over-direct the hair to the 
left and right to build volume, 
and then re-part the hair and 
build more volume with a 
round brush. 

“You can leave the curl natural 
and apply some sea salt spray 
for texture, or alternatively for 
a more defined look, use some 
heated tongs. Use a shine 
spray to add gloss.”

Need help with the volume? 
Great Lengths’ new Rooted 
Strands allow for easier 
application, with three 

centimetres of darker roots 
for a seamless application, still 
with the same 100 percent 
human hair as Great Lengths’ 
base shades, fashion colours 
and Flow Strands.

SLEEK PEEK
Shorter cuts have previously 
leant towards texture or a soft 
wave, but this season, sleeker 
bobs are a sharp choice. Look 
to Ruby Rose and Pretty 
Little Liars star Lucy Hale for 
inspiration – short, shiny and 
smooth. 

“Androgynous hair has been 
one of the biggest hair trends 
of 2017, and for those who 
aren’t quite brave enough to 
opt for a buzz or pixie cut, a 
sleek bob is the next best 
thing,” says J Macdonald, Co-
Director at Linton & Mac. 

“The beauty of this style is 
that it shows off precision 
cutting techniques, and as 
block colours are increasingly 
popular right now, it shows 
a new hue off to perfection. 
This look can be achieved 
with straighteners, and then 
finished off with a shine 
spray.”

A short and edgy style can 
of course be made feminine, 
too. “Take Frankie Bridge, her 
heart-shaped face and high 
cheek bones are accentuated 
with her cropped hair,” adds 
Steve. 

“It’s important to know what 
it takes to wear a short look 
well. We try and create an oval 
face shape but it’s important 
to really analyse the client’s 
natural face – and of course, 
head shape. Technically it’s 
all about creating the right 
balance between length 
and shape. Shape, form and 
function are the three areas 
to look at and they need to 
balance each other perfectly.”

Got all that? Next step, 
product… 

“IT’S IMPORTANT TO 
KNOW WHAT IT TAKES 
TO WEAR A SHORT 
LOOK WELL. WE TRY 
AND CREATE AN OVAL 
FACE SHAPE BUT IT’S 
IMPORTANT TO REALLY 
ANALYSE THE CLIENT’S 
NATURAL FACE – AND 
OF COURSE, HEAD 
SHAPE. TECHNICALLY 
IT’S ALL ABOUT 
CREATING THE RIGHT 
BALANCE BETWEEN 
LENGTH AND SHAPE. 
SHAPE, FORM AND 
FUNCTION ARE THE 
THREE AREAS TO LOOK 
AT AND THEY NEED TO 
BALANCE EACH OTHER 
PERFECTLY.”
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HAIR: ANDI HINTEREGGER
PHOTOGRAPHY: DORIS HIMMELBAUER @

DHIMMELBAUER
MAKEUP: CHRISTOPH HAIDER
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TAKE YOUR PLACE AMONGST THE CRÈME DE LA CRÈME. BECOME A GREAT LENGTHS
EXTENSIONIST TO UNLOCK LIMITLESS LOOKS AND  CREATIVE POSSIBILITIES.

Our extensions are 100% human hair. We have a global reputation for excellence and an inspiring team of expert 
educators.  Great Lengths is in a class of its own. Don’t you want to be a part of it? Find out how you can become a 

Great Lengths certified stylist. 

GREATLENGTHSHAIR.CO.UK/BECOME-A-CERTIFIED-STYLIST

S T R I V E 
T O  B E 

U N R I V A L L E D 
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While still remaining 
a popular trend, 
gone are the days 
where extensions 
are used to strictly 
add length, with 

more and more clients turning to 
the award-winning brand, to help 
address common hair problems 
and feel more confi dent.

It’s a known fact that over time 
hair weakens as a result of many 
factors, including styling, the 
weather, colouring and the natural 
aging process. Great Lengths 
aims to restore the look, naturally, 
using only the highest quality 
human hair. From fi lling in sparse 

SB:STYLING

PREMIUM HAIR EXTENSIONS 
BRAND, GREAT LENGTHS, 
IS EXCITED TO UNVEIL ITS 

LATEST CAMPAIGN, 100% YOU, 
CENTRED AROUND EDUCATING 
WEARERS AND NON-WEARERS 

OF GREAT LENGTHS ABOUT 
HOW ITS 100% HUMAN HAIR 
EXTENSIONS CAN PROVIDE A 

NATURAL ENHANCEMENT AND 
HELP SOLVE EVERYDAY HAIR 

CONUNDRUMS.

100% YOU

areas and thinning hair, to adding 
volume, colour and depth, with 
Great Lengths women can create 
the look and style they’ve always 
wanted, without causing chemical 
damage. Hosting numerous events 
throughout the UK and Ireland 
throughout 2017, Great Lengths 
has gathered valuable client 
insights from their certifi ed stylists 

to help inform the 100% You 
campaign. Key messages from the 
insights dominate the campaign, 
and help to reinforce how Great 
Lengths makes women feel more 
confi dent and are the solution for 
natural looking hair.
 
To support the campaign launch, 
Great Lengths has introduced 
new brand photography that 
conceptualises three looks, 
delivering variations of captivating 
colour, enviable volume and 
luscious length. Chris King, 
Business Development Director for 
Great Lengths UK & Ireland, said: 
“We continue to hear feedback 
on how Great Lengths enables 

our clients to feel 100 percent 
themselves. Restoring confi dence, 
through natural and subtle 
enhancements.
 
“The 100% You campaign is 
about resonating with our current 
clients and future clients, as well 
as our salons and stylists, so they 
recognise that with Great Lengths, 
natural and beautiful hair and styles 
can be achieved everyday.”
 
FOR MORE INFORMATION 
ABOUT 100% YOU VISIT 
GREATLENGTHSHAIR.CO.UK

TAKE YOUR PLACE AMONGST THE CRÈME DE LA CRÈME. BECOME A GREAT LENGTHS
EXTENSIONIST TO UNLOCK LIMITLESS LOOKS AND  CREATIVE POSSIBILITIES.

Our extensions are 100% human hair. We have a global reputation for excellence and an inspiring team of expert 
educators.  Great Lengths is in a class of its own. Don’t you want to be a part of it? Find out how you can become a 

Great Lengths certified stylist. 

GREATLENGTHSHAIR.CO.UK/BECOME-A-CERTIFIED-STYLIST

S T R I V E 
T O  B E 

U N R I V A L L E D 

GreatLengths.indd   59 14/11/2017   09:51



1
SB:PRODUCTS

W I N T E R
S T Y L I N G 
K I T

HAIR: ANDI HINTEREGGER  PHOTOGRAPHY: DORIS HIMMELBAUER @DHIMMELBAUER  MAKEUP: CHRISTOPH HAIDER

EVERYTHING YOU NEED TO 
CREATE THIS SEASON’S 
STAND-OUT STYLES…
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New from R+Co is the 

FREEWAY DEFINING SPRAY GEL, 
RRP £24.95, and Skyline Dry 

Shampoo Powder, RRP £31.95, 
perfect for creating texture and 

defi nition. INFO: RANDCO.COM 

A MASK LIKE NO OTHER, 
THE DAVID MALLETT LE 
VOLUME MASK, RRP £48, 
hardens on the hair, 
reinforcing the hair with 
volume to leave each 
strand strengthened and 
full. Perfect for fi ner-
hair’d clients dreaming 
of mid-length styles. 
INFO: SATINDAYS.COM/
COLLECTIONS/HAIR

THE CANTU FOR 
NATURAL HAIR 
MOISTURIZING CURL 
ACTIVATOR CREAM, 
RRP £7.99,  smooths 
and  enhances 
natural  curl pattern 
revealing frizz-free  
volume and subtle  
hold. Ideal for 
afro- caribbean hair  
types. INFO: SALON-
SERVICES.COM 

Create oodles of 
surfer girl grit with 
the INDOLA INNOVA 

TEXTURE SALT SPRAY.
RRP £5.15. INFO: 

INDOLA.COM

Get instant root 
lift for those 

swept over side- 
partings with 
MOROCCANOIL 

ROOT BOOST. 
RRP £19.35. INFO: 

MOROCCANOIL.
COM/UK 

Sustainable haircare 
brand Oway makes 
a bevy of products 
perfect for afro styles – 
try the GLOSSY NECTAR 
rebuilding oil, RRP FROM 
£12.50, to strengthen 
and  soften.  INFO: OWAY.
CO.UK 

Lock in waves 
and curls

 with TIGI BED 
HEAD’S ANTI-FRIZZ 
FINISHING SPRAY. 
RRP £13.95. INFO: 

BEDHEAD.COM 

The new HOT TOOLS 
PROFESSIONAL 32MM 
XL 24K GOLD CURLING 

IRON, RRP £75, is 
perfect for creating 
mid-length tousles.

 INFO: HOTTOOLS.COM 

Those shorter styles will be 
at their sleekest with the 
MONTIBELLO DECODE SMOOTH 
range. RRP FROM £12. INFO: 
MONTIBELLO.COM 

Set your styles with LABEL.M WEIGHTLESS 
HAIRSPRAY, RRP £12.95 – you’ll love its 
fl exible hold. INFO: LABELM.COM

Leading the way in innovation 
and adding to its extensive 
range of base shades and 
fashion colours, this month 
sees the launch of Great 
Lengths’ new ROOTED STRANDS. 
Using only 100 percent 
ethically sourced hair, the new 
range continues to deliver 
seamless blends and fi nishes 
for clients who want to 
naturally enhance their look. 
INFO: GREATLENGTHS.CO.UK
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WESTROW HAS UNVEILED ITS HIGHLY 
ANTICIPATED TENTH SALON – A STUNNING 
ADDITION TO ITS YORKSHIRE PORTFOLIO.

DOUBLE 
FIGURES
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Set in the Yorkshire 
town of Skipton, 
Westrow’s state-of-
the-art lifestyle salon 
was launched to 

coincide with the hairdressing 
group’s thirtieth birthday. And, 
as a fully integrated concept 
salon it’s the first of its kind 
in Westrow’s award-winning 
portfolio. 

Headed up by Jeremy 
Bridgeman, the franchisee 
behind the hugely successful 
Westrow Harrogate salon, it is 
no surprise that since opening 
its doors in March 2017, 
Westrow Skipton has made a 
significant mark on the West 
Yorkshire market town. 

The largest of all the Westrow 
salons, this hair, beauty and 
lifestyle salon is set over 
two floors, with a vast total 
of more than 2,500 square 
foot of salon space. As the 
first Westrow salon to offer 
express beauty treatments, 
as well as a luxurious lifestyle 
area for clients to experience 
the products and services 
on offer, Westrow Skipton is 
unique to both the Westrow 
group and the locality. “While 
retaining true aspects of the 
brand’s identity in terms of 
pantone colours and branding, 
I wanted to really push the 
design boundaries to give it a 
look of pure luxe in line with 
my own individual interior 
style,” says Jeremy.

Every element of the salon’s 
interior has been sourced 
from far and wide, with a 
bespoke salon fit and finishing 
touches inspired by the sleek, 
high-end destination salons 
of Knightsbridge. Divided 
in to separate zones, the 
salon takes every client on 
a journey, with the entire 
client experience being 
one of relaxation and luxury 
surroundings, in line with the 
brand’s ethos. 
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         THE ENTRANCE 
BOASTS A WHITE 
MARBLED BORDERED 
FLOOR AND GEORGIAN-
INSPIRED CORNICING AND 
RAISED PANELLING, WHICH 
TOGETHER GIVE AN UBER-
LUXURIOUS FEEL.

“ “

Every zone has been 
imaginatively designed to 
differ from the last; American 
walnut flooring fitted 
throughout lays in different 
directions in each zone, for 
example. Meanwhile, the 
clever addition of co-ordinating 
design details, such as the 
Farrow & Ball Purbeck Stone 
shade painted on walls 
throughout, pulls the four 
zones together in perfect 
harmony. 

Clients are wowed as soon 
as they enter the salon. The 
entrance boasts a white 
marbled bordered floor and 
Georgian-inspired cornicing 
and raised panelling, which 
together give an uber-luxurious 
feel. While the design may 
have period elements, there 
is nothing old-fashioned 
about the salon’s technology, 
with state-of-the-art skirting 

vacuum hair disposal systems 
featuring throughout. 

The magnificent reception 
area was inspired by the 
Givenchy store in Paris, most 
notably its gold accents of 
furniture. A bespoke reception 
desk – shaped like a piece of 
cheese – makes a seriously 
fashionable statement. 
Using interesting angles, the 
desk plays tricks on the eye, 
appearing to float in mid-air, 
while its metallic gold-mirrored 
design brings a dose of that 

SB: INTERIORS
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WESTROW:  SKIPTON

SB: INTERIORS

desired Parisian glamour to 
the reception area. 

Styling stations are custom-
made, featuring designer 
wall lights and premium, 
Italian-inspired chairs. Lighting 
has been modified to mimic 
natural daylight and the 
addition of brightly coloured 
occasional chairs adds a burst 
of colour to the muted tones 
of the interior. 

The Hair and Beauty Zone, 
distinguishable thanks to a full 
copper mirrored wall, is home 
to six further styling stations 
and two luxurious beauty 
stations, as well as a bespoke 
retail area dedicated to brows, 
nails and makeup, with all 
express beauty services 
headed up by Jeremy’s wife, 
Kirsty Bridgeman. 

Further retail displays can be 
found in the Lifestyle Zone, 
which, with its old-school 
glamour, bespoke lounge 
chairs and private consultation 
station, has been designed 
to mimic a luxury beauty 
hall, where clients are free 
to browse, feel and try out 
products. In contrast, the 
backwash zone, which is 
housed behind a dark satin-
grey divide, is evocative of 
a spa, with fuschia lighting, 
black granite units, ebony 
flooring, and four state-of-the-
art, shiatsu massage, fully-
reclining backwash chairs. 

True to the Westrow brand, 
the entire salon has been 
constructed with acute 
attention to design detail, with 
an interior design process 
led by franchisee Jeremy 
Bridgeman and Westrow co-
director, Steve Rowbottom.

The resulting impression of 
Westrow’s first lifestyle salon is 
undeniably one of individuality 
and remarkable luxury; a 
unique, one-stop shop for hair 
and beauty, where clients can 
sit back and relax in their new 
hairdressing home.
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SAVE THE DATE
JUNE 11, 2018

THE MONDRIAN, LONDON

ONLINE ENTRY OPEN 
JANUARY 15, 2018

#SBAWARDS
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ONLINE ENTRY OPEN 
JANUARY 15, 2018

FIND OUT MORE AT 
SALONBUSINESS.CO.UK/AWARDS

FOLLOW US FOR ALL THE NEWS AS IT HAPPENS
 @SALON_BUSINESS         @SALON_BUSINESS          SALON BUSINESS @SALON_BUSINESS         @SALON_BUSINESS          SALON BUSINESS @SALON_BUSINESS         @SALON_BUSINESS          SALON BUSINESS @SALON_BUSINESS         @SALON_BUSINESS          SALON BUSINESS

#SBAWARDS
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OPPORTUNITIES PRESENT THEMSELVES ALL THE TIME, BUT 
TAKING IT AND MAKING IT INTO SOMETHING MORE TAKES 
GUSTO. AND THAT’S EXACTLY WHAT KAREN THOMSON HAD 
WHEN SHE DID IT AT JUST 17. SKIP 26 YEARS AND SHE’S A HUGE 
SUCCESS AS THE PROUD OWNER OF KAM HAIR AND BODY SPA 
[WHICH SNAPPED UP THE TITLE OF SALON BUSINESS AWARDS 
BUSINESS SALON OF THE YEAR 2017] SHOWING JUST WHAT A 
‘CAN DO’ ATTITUDE WILL ACHIEVE. SEE WHAT SHE HAS TO SAY.

IN
HER
SHOES
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HOW DID YOUR 
HAIRDRESSING CAREER 
BEGIN?
From a young age I’ve 

always been interested in the 
hairdressing industry and have 
been obsessed with hair. At the 
age of 14, I started as a Saturday 
girl. It was hard work but I loved 
every minute of it and felt like I 
could wind perms in my sleep! I 
trained in a small, local salon and 
fl ew through my training, won 
best overall student at college 
and was on the fl oor really 
quickly.  

WHAT’S THE FUNNIEST THING 
THAT’S EVER HAPPENED TO YOU IN 
YOUR CAREER?
It’s so hard to think and I’m sure 
there have been lots but one day 
I was fl at out in the salon, the 
place was going like a fair and I 
marched off from my client to 
grab a product, fl ew up in the air 
and landed completely fl at out 
on my back right in the middle 
of everyone and just lay there 
laughing for a minute. Luckily 
it was only my pride that was 
hurt, everyone had a right giggle. 
Also, recently I was dressed up 
for Halloween and our funky 
new automatic bin decided it 
would try to suck up my skirt, 
which could have been a very 
red faced moment too! So many 
funny things happen all the time 
and it’s great to have a laugh at 
work. 
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IT MUST HAVE BEEN NERVE-
WRACKING TO START YOUR OWN 
SALON AT 17. WHAT GAVE YOU THE 
GUTS TO DO IT?
I had just finished my 
qualification when my boss 
told me she wanted to sell 
the salon and would like to 
give me first refusal. I was 
quite stunned and really 
didn’t know what to think, it 
certainly wasn’t on my mind 
at that point to set out on my 
own. I spoke to my mum and 
dad and decided I felt I was 
too young and needed more 
experience so I waltzed off 
to Tenerife for two weeks 
with my friends and my boss 
proceeded to put the salon 
on the market. When I came 
back she told me she had 
someone interested, they’d 
been at college with me and 
wanted to start up. Suddenly 
I thought, if they think they 
can do it why can’t I! The sale 
then went to a closing date, 
which was nerve-wracking, 
but I got it and that was where 
it all started.

WHAT CHALLENGES DID YOU 
COME ACROSS THAT YOU WEREN’T 
EXPECTING?
One of the biggest challenges 
for me was finding a team 
and gaining respect, as I was 
so young. I was lucky and 
found some really good girls. 
I did have to grow up fast 
and it was tough dealing with 
paper work. I remember also 
having to go to the bank for a 
meeting, which was terrifying 
at that age but the man turned 
out to be the loveliest and 
most helpful bank manager 
I’ve ever had! Another 
challenge for me was that I 
didn’t feel equal to my [salon 
owning] peers due to being so 
young, so I threw myself into 
so many courses – I thrived on 
education and still do; I always 
strive to be the best I can be. 
I think the fact the salon’s still 
around 26 years later and is 
busy and winning UK awards 
is amazing from starting at 
such a young age.

SB:FEATURE
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WHAT’S BEEN YOUR BIGGEST 
ACHIEVEMENT TO DATE?
To pick the biggest 
achievement is extremely 
hard. One of my favourite 
moments was winning Trainee 
of the Year and Educator of 
the Year. This year we had 
two fantastic achievements, 
winning the Best of Britian 
Award for Scotland and of 
course, winning Business 
Salon of the Year at the Salon 

Business Awards. We were 
also proud to have fi nalised 
for two categories last year 
and this year at the British 
Hairdressing Business Awards. 
However, overall my biggest 
accomplishment is starting 
my business at 17 years old 
and growing it to the salon it is 
today, with an awesome team 
26 years later. Having a happy 
team and seeing them do well 

SB:FEATURE
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is probably the most satisfying 
part of my career.

HOW DID IT FEEL TO WIN THE 
BUSINESS SALON CATEGORY AT 
THE SALON BUSINESS AWARDS?
We were absolutely delighted. 
It meant so much to us, 
as we’re a very business 
orientated salon and it was 
such an honour that the 
awards were able to recognise 
this. The fact that our salon 
stood out among so many 
other fantastic, award-winning 
salons too was incredible. 

WHAT IS YOUR FAITHFUL 
HAIRDRESSING ITEM AND WHY?
A product I can’t be without 
is Matrix Bond Ultim8, I 
really cant believe how far 
technology has come since 
I started and that we have 
amazing products like these 
now. This product is especially 
great for colour corrections, 
which is the majority of work 
everyone gets in the salon 
now.

WHAT ARE YOUR PLANS FOR THE 
FUTURE?
I want to constantly keep 
evolving, learning and fi nding 
new things in order to offer 
the very best to our clients. 
As well as this I hope to enter 
many more competitions 
and hopefully win a few and 
continue to see each of my 
team members grow.

         I WAS QUITE 
STUNNED AND REALLY 
DIDN’T KNOW WHAT TO 
THINK, IT CERTAINLY 
WASN’T ON MY MIND AT 
THAT POINT TO SET OUT 
ON MY OWN. I SPOKE TO 
MY MUM AND DAD AND 
DECIDED I FELT I WAS 
TOO YOUNG AND NEEDED 
MORE EXPERIENCE 
SO I WALTZED OFF 
TO TENERIFE FOR 
TWO WEEKS WITH MY 
FRIENDS AND MY BOSS 
PROCEEDED TO PUT THE 
SALON ON THE MARKET. 
WHEN I CAME BACK 
SHE TOLD ME SHE HAD 
SOMEONE INTERESTED, 
THEY’D BEEN AT COLLEGE 
WITH ME AND WANTED 
TO START UP, SUDDENLY I 
THOUGHT, IF THEY THINK 
THEY CAN DO IT WHY 
CAN’T I!

“
“
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From the beginning, we 
wanted to launch a salon 
business we believed to 
be different – something 
that would set us apart 

in London and the South East and 
position us as independent, ethical 
and unique, with an outstanding 
flair for creativity. 

A huge element to this was finding 
great staff – a team that would 
embrace the Blue Tit brand and 
ethos and believe in it as much 
as we did. To achieve this it was 
important to ensure we created a 
creative culture that reflected our 
brand from the offset, and one that 
would attract like-minded people 
who would evolve with us.

Our vision was to create an 
environment where our staff would 
flourish and find their passion. Our 
interiors really are a hallmark of our 
branding and reflect who and what 
we are. Each of our eight salons 
boasts a boutique feel; our interiors 
are diverse, distinct and original, 
which works in direct synergy with 
our team. 

We have a reputation for being 
forward-thinkers and not following 
convention – we like to do things 
our own way and blaze a trail that 
has an authenticity and unity. The 
same can be said of our staff; 
each one is able to fine-tune 
their strengths within a salon 
environment that works in line with 
them.

Creating a culture doesn’t happen 
by chance, however; branding 
and strategy play a huge role in 
developing your initial plan for a 

YOU’VE GOT THE INTERIOR DESIGN SPOT ON, YOUR 
SERVICES NAILED AND YOUR STAFF ON POINT, BUT MAKING 
THEM WORK TOGETHER TOWARDS THE SAME GOAL 
HAS PROVED A CHALLENGE? THE TRICK IS TO CREATE A 
CULTURE AND PERRY PATRASZEWSKI, DIRECTOR OF BLUE 
TIT, TELLS US HOW.

+HAIR
DOCTOR
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business into something tangible 
and ours has been a definite work 
in progress. 

Once we had the brand 
foundations we were able to 
fully focus on creativity and each 
member of our team is encouraged 
to fully embrace their individuality, 
offering them the freedom to 
create. Our culture is one that 
takes a 360-degree view of the 
creative process and we have 
worked hard to offer opportunities 
to our staff so they’re always 
inspired. 

There’s often the opportunity to 
travel; this year alone we held pop-
up salons at Sunfall, Secret Garden 
Party, and Dimensions festival in 
Croatia – something that keeps our 
team energised with a passion for 
embracing new trends and colour 
techniques to keep us innovative. 

With this in mind we ensure we 
develop new colour techniques 
seasonally; the SunBun, Prisma 
and Miraging are three that have 
become a signature of our culture 
over the last few seasons and been 
recognised in key consumer titles 
including Tatler, Elle and Refinery 29 
– to name just a few. We also host 
key influencers on a regular basis, 
allowing our team to connect with 
an eclectic client base.

The Blue Tit culture has evolved 
as our brand has, allowing us 
to offer continual education and 
opportunities to our 70+ staff. Our 
training at our Clapton Academy 
creates a career ladder for in-salon 
promotion, and we have seen key 
members of staff thrive in a very 
short space of time, taking the 
helm at our Brixton and Crouch Hill 
locations as partners in the Blue Tit 
evolution. 

Creativity is at the heart of the Blue 
Tit brand and we’re constantly 
investing in our team to ensure 
they push themselves creatively. 
We introduced our Vision Team 
in 2015, and it has proved to be a 
huge success. The Vision Team is 
a collective of young stylists who 
thrive on creativity and providing 
inspiration to other young stylists. 

Besides pushing their own creative 
boundaries, they’re committed 
to education and innovation and 
champion team spirit. A springboard 
to becoming a member of the 
renowned Blue Tit Artistic Team, 
the Vision Team is also the perfect 
platform for younger Blue Tit stylists 
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          CREATIVITY IS AT 
THE HEART OF THE BLUE 
TIT BRAND AND WE’RE 
CONSTANTLY INVESTING 
IN OUR TEAM TO ENSURE 
THEY PUSH THEMSELVES 
CREATIVELY. WE 
INTRODUCED OUR 
VISION TEAM IN 2015, 
AND IT HAS PROVED TO 
BE A HUGE SUCCESS. 
THE VISION TEAM IS A 
COLLECTIVE OF YOUNG 
STYLISTS WHO THRIVE 
ON CREATIVITY AND 
PROVIDING INSPIRATION 
TO OTHER YOUNG 
STYLISTS.

“

“ looking to showcase their creative 
talents to the company as a whole. 

A major USP for our brand, 
and something that makes us 
stand out from our competitors 

is the fact that we embrace a 
sustainable culture. Sustainability 
is something that is part of 
everyday life at Blue Tit. We work 
thoughtfully and more in tune 
with nature. Our staff and clients 
know that we really care for the 
world we live in, and it is great to 
see that they embrace this too.

To us, the Blue Tit culture is 
what we say and do, the way we 
behave, and the way we treat 
each other. As a business we 
encourage success and support 
our employees 100 percent. 

Establishing a great reputation 
from the outset has definitely 
been key to our success, and we 
have been true to the spirit of 
the Blue Tit brand since the very 
beginning. 

Long may it continue. 

SB:HAIR DOCTOR
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Far from just an Instagram fad, veganism 
is here to stay – and haircare is, as ever, 

one step ahead. Introducing a new range of 
professional treatments that are 100 percent 

organic and vegan certifi ed is Bio A+O.E., 
a botanical brand endorsed by extensions 

specialist Great Lengths. After just 21 washes 
and exclusive application of its products, 

the ethical brand claims hair is ‘transformed 
forever’ – a promise we can all afford to get 

on board with. RRP: TREATMENT RANGES FROM 
£29.85; INDIVIDUAL PRODUCTS FROM £15.79 

GREATLENGTHS.CO.UK

Parched, lacklustre skin is something we all 
strive to avoid come the winter months. But 
radiance is within reach, thanks to Oway’s 
latest offering: Radiance Face Balm. The 

velvety lotion promises to hydrate, nourish 
and brighten skin, while infusing it with 

protective antioxidants. With such virtuous 
ingredients as organic chia and L-glutamine, 

this paraben, silicone and fragrance-free 
balm helps you get that elusive winter glow 

without trying. RRP: £58 OWAY.CO.UK

WINTER RADIANCE

BACK TO NATURE

HOT WITHOUT
THE HEAT

STYLE ON THE GO

WINTER HAIR WOES, PARTY SEASON TRANSFORMERS, LAST-MINUTE RETAIL OPPS… WE’VE GOT IT COVERED. FEAST YOUR 
EYES ON OUR PICK OF THE LATEST PRODUCT OFFERINGS FROM THE MOST PIONEERING PROFESSIONAL BRANDS.

THE KIT BAG

There’s no longer any excuse not to protect 
precious hair from heat, and especially not 
thanks to Hot Sexy Hair’s new range. The 

three-step system – cutely named Prep Me, 
Protect Me and Support Me – can be used 
individually or in combination to keep hair 

strong without the frazzle. With the promise 
of heat protection up to 450°F, the blow-dry 

primer, pre-straightening and curl-caring 
sprays should be on everyone’s wish list.

RRP: £16.95 EACH, SEXYHAIR.CO.UK

Great hair needn’t be high maintenance, 
thanks to R+Co’s latest offerings. With its 
Skyline dry shampoo powder, your clients 

can freshen their style pre-cocktails or 
post-gym with ease. Meanwhile, Freeway 

defi ning spray gel is perfect for adding 
speedy volume and defi ning wavy ends for a 
natural, tousled fi nish. Bonus point: this pair 

looks great on any dressing table.
RRP: SKYLINE £31.95; FREEWAY £24.95,

RANDCO.COM

SB:PRODUCTS

Winter – great for cosy fires, 
hearty food and building 
snowmen; horrid for 
hair health. But organic 

brand Less is More has brought the 
ideal antidote in the form of its Lavender 
Smooth Balm. With completely natural 
ingredients including mallow extract and 
coconut oil, the leave-in solution nourishes 
and protects hair from the elements.  
RRP: £22, contentbeautywellbeing.com

S ebastian has drawn inspiration 
from the ocean for its latest range, 
which is designed with curls in 
mind. ‘Twisted’ comprises six 

products all about elasticity: shampoo, 
conditioner, mask, curl magnifier, curl 
reviver and styling spray. The hero 
ingredient? Flexi-Alg complex – a unique 
blend of deep sea delights and elasticating 

agents, which coats each curl to 
improve bounce while 
locking in moisture. 
RRP: £16-£26 sebastian 
professional.com

THE PERFECT 
TONIC

TWISTED

VEGAN

agents, which coats each curl to 
improve bounce while There’s no longer any excuse not to protect 

precious hair from heat, and especially not 
thanks to Hot Sexy Hair’s new range. The 

three-step system – cutely named Prep Me, 
Protect Me and Support Me – can be used 
individually or in combination to keep hair 

strong without the frazzle. With the promise 
of heat protection up to 450°F, the blow-dry 

primer, pre-straightening and curl-caring 
sprays should be on everyone’s wish list.

RRP: £16.95 EACH, SEXYHAIR.CO.UK

agents, which coats each curl to agents, which coats each curl to 
improve bounce while 
locking in moisture. 
RRP: £16-£26 sebastian 
professional.com

locking in moisture. 
RRP: £16-£26 sebastian 
professional.com

locking in moisture. 
RRP: £16-£26 sebastian 
professional.com

HEAT
PROTECTION
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NUTS FOR GINGER

The aptly-named Legend chair from 
Takara Belmont is fully motorised, with 

synchronised movement technology that 
reclines to a fully horizontal position for 

maximum client comfort. With inbuilt lumbar 
support, scissor-arm base and 360° lockable 

rotation for ease of use at the backwash, 
this dream-come-true chair is as much a 

pleasure for stylists to control as for clients 
to relax in. And with a choice of models and 
colours, plus leasing options, it’s a long-term 
investment well worth making. RRP: FROM 

£5,620 TAKARAHAIRDRESSING.CO.UK

FULL-SERVICE 
FURNITURE

H elp him get his Christmas 
party preen on with these 
cover-all kits from American 
Crew. Alongside the hero 

Classic 3-in-1, each festive pack 
includes a styling staple: choose from 
bestsellers Fiber, Forming Cream or 
Defining Paste. Perfect for the men 
in your life – both in the salon and at 
home. RRP: £22 americancrew.com

Awapuhi Wild Ginger from Paul Mitchell 
is giving the gift of healthy-looking hair 
this Christmas with its three decadent 

seasonal sets. Essence of Repair 
quenches damaged locks, Essence of 
Style promises to perfect any fi nish, 

while Essence of Smooth aims to inject 
brilliant shine. With stunning packaging 

this fl oral trio will be snapped up by 
clients and provide ideal last-minute gifts 

for your favourite people. RRP: FROM 
£40 PAULMITCHELL.COM/AWAPUHI-WILD-

GINGER
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Revlon’s gone all out with its festive 
gift sets this year, each designed to up 
your clients’ fabulous factor. For low-
maintenance ladies, the UniqOne 

duo packs present the ideal combo, with 
conditioning shampoo and leave-in treatment 
and the choice of sumptuous vanilla or 
coconut fragrance. And for glam-loving gals, 
there’s the Be Fabulous Essentials set – with 
C.R.E.A.M. shampoo and conditioner, plus 
fine volume spray and a chic gold case, it’s 
the ultimate pre-party pamper. RRP: £38.50 
revlonprofessional.com

REV YOUR
ENGINES

CREW
LOVE

Schwarzkopf Professional has introduced its 
fi rst ‘blonde and bond’ lightening service in the 
form of IGORA Vario Blond, which can achieve 

up to eight levels of lift while minimising 
damage and neutralising yellow. And for trend-

setting clients seeking statement colours 
without the damage, IGORA ROYAL Fashion 

Lights now include fi bre bond technology, 
as well as three vibrant new shades – dark 

blue, dark green and muted rose – so you can 
colour with confi dence. RRP: VARIO BLOND 
RANGE FROM £8.70; FASHION LIGHTS £9.05

SCHWARZKOPF-PROFESSIONAL.CO.UK

BONDING TIME
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LATHER-FREE 
FRESHNESS

Who needs lather, rinse, repeat? In this 
busy day and age, clients and stylists alike 
want quick fi xes that work when it comes 

to reviving tired and greasy locks. And 
Fudge Professional’s upgraded dry shampoo 

offers just that, with tapioca starch to 
absorb oils and silica to impart volume and 

texture. The apple and coconut scent smells 
dreamy, too. The perfect excuse to snooze 

the alarm one more time… RRP: £11.95 
FUDGEPROFESSIONAL.COM

FOR
THE

BOYS

H elp him get his Christmas 
party preen on with these 
cover-all kits from American 

LOVE

NUTS FOR GINGERNUTS FOR GINGER
Awapuhi Wild Ginger from Paul Mitchell 

while Essence of Smooth aims to inject 

clients and provide ideal last-minute gifts 

£40 PAULMITCHELL.COM/AWAPUHI-WILD-

coconut fragrance. And for glam-loving gals, 
there’s the Be Fabulous Essentials set – with 
C.R.E.A.M. shampoo and conditioner, plus 
fine volume spray and a chic gold case, it’s 
the ultimate pre-party pamper. RRP: £38.50 
revlonprofessional.com

GREAT
GIFT

FULL-SERVICE 

GINGER

CREW
LOVELOVE

FOR
THE

BOYS
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COOL AS ICE

As longer, softer styles continue to 
dominate men’s fashion, grooming brand 
The Bluebeards Revenge has launched 
a new vent brush worthy of any barber’s 
back pocket. Its carefully sculpted vents 

help to increase airfl ow during heat styling, 
resulting in the volume, texture and 

control so many male clients are seeking. 
Defi nitely one for the kit bag.

RRP: £14.99
BLUEBEARDS-REVENGE.CO.UK

BARBERSHOP 
QUALITYH igh-performing haircare needn’t 

be packed with additives, and this 
year the trend for ‘free-from’ has 
extended to some great Christmas 

gift sets – not least these from Organic Colour 
Systems. Clients can choose a cleanse-and-
care package from: Power Build; Aqua Boost; 
Status Quo; Soothe Plus; and Keep Curl; or 
opt for the styling-focused Control set. As the 
name suggests, all products are totally free 
from such nasties as SLS/SLES, salts, plastics 
and parabens, providing a treat that’s both 
healthy and luxurious. RRP: from £24.99 
organiccoloursystems.com

The ongoing battle against brass just found 
new ammunition: with its new LumiShine 

Silver Blue series, JOICO has all bases 
covered. The fi ve-strong range of demi-

permanent liquid shades, which span the 
palest level 10 silver to the deepest level 
1 blue-black, is designed to tone platinum 
blondes, cancel unwanted warmth on dark 
blondes and even eliminate brassiness on 
deepest brunette and black hair. With deep 
conditioning, protective and strengthening 

ingredients, the products can be used at the 
basin as a toner to repair damage, restore a 

healthy pH and lock in colour. This winter just 
got even cooler. RRP: £9.10 EACH

JOICO-LUMISHINE.COM

D on’t let your curly-haired clients 
succumb to the winter parch – 
point them to a much-needed 
moisture boost. Enter Bouclème, 

the specialist brand for natural curls, with 
its Intensive Moisture Treatment. The 
nutrient-rich, deeply nourishing formula 
restores hydration, strength and shine to 
the most damaged and dull curls, resulting 
in gorgeous bounce and definition. And 
the brand is ethical too. We can feel our 
curl-envy coming on already… RRP: £26 
boucleme.co.uk

QUENCH 
THOSE CURLS

VIRTUOUS 
LUXURY

High-quality haircare is as easy as one, two, 
three… so says the new INNOVA OTC range 
from Indola. Its three-step concept combines 

#WASH, six shampoos for all hair needs; 
#CARE, 10 conditioning products to look 

after any hair type or complaint; and #STYLE, 
15 products that deliver every professional 
fi nish. The 31-strong range features clear 

step coding so stylists can easily prescribe 
individual clients’ ideal care combo. And here’s 
the clever bit: simply by tapping a smartphone 

over the NFC microchips in each of the 
products, clients can get instant step-by-step 

guides to recreating the latest street style 
looks. Love it! RRP: TBC INDOLA.COM

STREET SMARTS

NEXT-GEN NURTURING
We all know and love System Professional’s 
LuxeOil range – well, here comes the next 
generation. The new twist? EnergyCode 
complex, derived from a new diagnosis 
technique to personalise haircare for the 

individual. And two new products – Cream 
Elixir and LuxeOil Emulsion – deliver not only 
nourishment, smoothness and shine but the 
gorgeous signature fragrance we can’t get 

enough of. True luxury from basin to blowdry.
RRP: FROM £17 SYSTEMPROFESSIONAL.COM
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J’ADORE
ONE OF OUR GIRLS WAS 
BLOWN AWAY BY THE FINISH 
SHE RECEIVED FROM A 
BRAZILIAN BLOW-DRY IN 
SEANHANNA IN PUTNEY. HER 
VERDICT? AWESOME.

77

The Brazilian Blow-Dry is a 
hair fanatic’s favourite. It 
works by using a Keratin 
based treatment, which 
as you know is naturally 
found in nails, skin and 

hair. This nourishing substance 
repairs the core strength of the hair 
and returns it to its natural resilience 
and structure. 

With that description, one of our 
frizz-suffering girls couldn’t wait 
to take the opportunity to put 
Nanokeratin to the test. And?

The results were instantly noticeable 
and left her hair beautifully glossy, 
manageable and best of all, frizz-
free, even after washing. It keeps on 
going for up to 12 weeks too, so her 
morning routine has been cut in half.

More time for sleeping you say? 
Well who wouldn’t be a convert?

INFO: SEANHANNA.COM

SB:J’ADORE
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HUSH IS INSPIRED BY THE MINIMAL, PARED 
BACK AESTHETIC SO BELOVED OF JAPAN AND 
ITS PEOPLE; CLEAN LINES, SOFT LIGHT AND 

ELEGANT SHAPES.

H U S H
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HAIR: DEBBIE LOWES AND MICHELLE WORVILL, THE HAIR GALLERY, MEL 
FERLISI AND HANNAH MCGRATH, 77 THE HILL HAIRDRESSING AND JOEL 

GRANT AND RHEA BIGGS, JERRY BELL HAIRDRESSING 
ART DIRECTION: KEVIN KAHAN   PHOTOGRAPHY: JACK EAMES 

MAKEUP: MADDIE AUSTIN   STYLING: CLARE FRITH
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MUSTAFA ALAN 
SHOWS WHAT HE’S 

MADE OF WITH THIS 
COLLECTION THAT 

MAKES YOU GO OOOH.

GalleriesNov.indd   81 10/11/2017   14:25



HAIR: MUSTAFA ALAN @ ERROL DOUGLAS SALON 
PHOTOGRAPHY: ALBERTO TANDOI 
MAKEUP: CUNEYT OZKETEN 
CLOTHES STYLING: EMEL BAKICI 
ART DIRECTION: ERROL DOUGLAS MBE
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THROW IN A DOZEN HOURS, 
ÜBER CULT BRAND GHD, 10 

TALENTED STYLISTS AND THE 
NOCTURNE RANGE OF TOOLS 

DESIGNED TO BLUR THE 
BOUNDARIES BETWEEN NIGHT 
AND DAY, AND THIS IS WHAT 

YOU GET. WE HEART.

D A Y 
T O 

D A Y 
T O 

D A Y 
N I G H T

T O 
N I G H T

T O 

GalleriesNov.indd   85 10/11/2017   14:25



GalleriesNov.indd   86 10/11/2017   14:25



GalleriesNov.indd   87 10/11/2017   13:30



www.joico-blondelife.com
#LIVETHEBLONDELIFE

TAK E  A  LOOK ON THE  BR IGHT  S IDE

LIVE THE
BLONDE 
LIFE
Lightening & 
Brightening System

• JOICO Blonde Life products are specifically created 
to make – and keep! – your clients light & bright.

• Blonde Life Brightening Veil, the NEW addition to 
the system is an all-in-one hydrating product that 
protects from mechanical, thermal, and UV damage - 
resulting in a beautiful, soft to the touch blonde.

• Up to 9+ levels of fast-acting lift  
(refers to Blonde Life Lightening Powder)

Full-service blonding from salon 
to home – gold or platinum style
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“Blonde Life is a breath of fresh air for keeping blondes vibrant, bright and shiny.  
The shine and condition that these products add to blonde hair is fit to illuminate any occasion!”

Ian Davies, owner Ocean Hairdressing, Cardiff, UK

JOICO haircare & color products are available in salons across the UK. For more information call 0845 071 2326.

2171044_Joico_Blonde_life_205x275_v1.indd   1 21/09/2017   10:03


