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10 REAL BENEFITS 
 1. REPAIR FOR DRY & DAMAGED HAIR

 2. SHINE & FRIZZ CONTROL
 3. HEAT PROTECTION
 4. SILKINESS & SMOOTHNESS
 5. HAIR COLOR PROTECTION /
  WITH UVA & UVB FILTERS
 6. EASIER BRUSHING & IRONING
 7. INCREDIBLE DETANGLING
 8. LONG-LASTING HAIRSTYLE
 9. SPLIT ENDS PREVENTION
 10. ADDS BODY

When the pressure is on 
backstage or the salon, and
time is of the essence, Uniq One 
is my kitbag essential.
John Vial
Revlon Professional Global Infl uencer
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URBAN REDS

RED THAT  
MEANS GO!

Red is the new Black, so we’ve packed  
this mezmerising  colour into the  
hottest collection of wearable shades –  
for everyone!

– Street style-inspired &  
 MUST-HAVE for 2016

– 4 permanent shades in the core  
 colour directions & depths

–  luminous sub-tones  soften  
 the colour impression

–   Smart face-framing colour service  
to spice-up any look

Available at your Local Wholesaler
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EDITOR’S/LETTER

Most of our readers 
don’t sit at a desk 
[or anywhere for that 
matter], yet they don’t 
want to miss out on all 
the fantastic content 
SOLO has to offer. This 
is why your favourite 
hairy mag just went 
digital. 

Now sent direct to your 
inbox, uploaded to the 
magazine of our sister 
website Salon Business 
and uploaded across our 
digital platforms, SOLO 
is even more accessible 
than before. You can 
read it on the go, save 
it to your smart phone 
for later reference and 
access digitally linked 
content straight away. 

That means our step-
by-steps, tips and 
techniques for the 
looks of autumn winter 
and information on all 

the features you should 
be looking for in your 
kit will be at your 
fingertips.  

Continuing our budding 
relationship with 
Freelance Hairdressers’ 
Association we’ve 
checked in with Founder 
Sheila Abrahams to 
see what FHA members 
have been up to. It’s 
certainly been a busy 
year for them and a 
busier one ahead – the 
Freelance Awards have 
got even easier to 
enter so make sure you 
take the time to do it. 
Read more on pages 10 
to 11. 

We’ve taken enough of 
your time away from the 
autumn winter edition of 
SOLO so all that’s left 
to say is, we hope you 
like reading it as much 
as we did writing it.

JC Publishing, Office 104, 
176 South Street, Romford, 
Essex, RM1 1BW  

 020 3291 3681
 editorial@solomag.co.uk / sales@solomag.co.uk
 gosolo_mag

THE DIGITAL ERA IS BOOMING 
AND WITH MORE HAIRDRESSERS 
THAN ANY OTHER PROFESSION 
USING THEIR PHONES TO KEEP 
UP TO DATE WITH INDUSTRY 
NEWS, WE KNEW IT WAS TIME 
FOR A SERIOUS CHANGE. 



inspired by numerous iconic 
hairdressers. Their year 
commences with an intensive 
Bootcamp week where 
they will be mentored by 
a team of leading industry 
experts and includes 
working at the Wella 
Professionals TrendVision 
Award UK & Ireland Final, 
as well as featuring on the 
Fellowship Stage at Salon 
International.

/NEWS BE IT CHARITABLE MOTIVES, AWARD 
WINS OR EXHIBITIONS, WE’VE GOT 
IT COVERED.

“WELLA’S 
GENERATION 
NOW OFFERS A 
SPECTACULAR 
LAUNCH PAD TO 
THOSE INVOLVED 
TO BECOME KEY 
PLAYERS.”

/News
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A GROUP OF SIX UP AND COMING HAIRDRESSERS HAVE BEEN 
CHOSEN TO CREATE THE NEW GENERATION NOW TEAM FOR 2016. 
GENERATION NOW WAS LAUNCHED SIX YEARS AGO BY WELLA 
PROFESSIONALS TO DISCOVER RISING STARS HUNGRY TO MAKE 
THEIR MARK IN THE WORLD OF HAIRDRESSING.

Providing a unique platform 
for inspirational, up and 
coming talent, Wella’s 
Generation NOW offers a 
spectacular launch pad 
to those involved to 
become key players in the 
competitive hairdressing 
industry. 

The talented six are Galina 
Johnson from Francesco 
Group Streetly in Sutton 
Coldfield, Shauna Forman from 
House Of Colour in Dublin, 
Kay Corbett from Medusa in 
Edinburgh, Nikki Clifford 
from NJUK in Chesterfield, 
Paolo Silveri from Supercuts 
in Liverpool Street Station, 
London and Gemma Galley from 
Volt in Sheffield.

The rigorous audition 
process saw all entrants 
firstly submit an example of 

their work and a written 
entry demonstrating their 
knowledge of fashion 
and beauty trends, their 
passion for hairdressing 
and why they want to be 
part of the Generation NOW 
team, before moving on to 
the audition stage.

During the auditions, 
entrants were put through 
their paces in front of a 
panel of judges from Wella 
Professionals with guest 
judges from the Industry. 
They had to demonstrate 
their knowledge of fashion 
and beauty trends, their 
passion for hairdressing and 
Generation NOW and present 
their own models.

Now this group of budding 
stars will experience the 
chance to work with and be 

THE NEXT GEN

FESTIVAL FIEND

Taking residence at the 
festival for a third year 
running, it proved to be 
a huge hit with festival 
goers, who were given the 
chance to try out festival-
worthy styles, including 
braids, buns and glitter.

Dimensions is 
an underground electronic 
music festival, held at the 
stunning location of Fort 
Punta Christo, an abandoned 
Roman fort in Stinjan, 
Croatia. The world-renowned 
festival is known for its 
electronica, house and 
techno music, as well 

BLUE TIT, THE 
BOUTIQUE LONDON-
BASED SALON 
GROUP, HOSTED 
A POP-UP SALON 
AT CROATIA’S 
DIMENSIONS 
FESTIVAL 2016. 



FEEL GOOD
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B GROOMED

Held at Chicago’s most 
popular entertainment 
district, Revel Fulton 

Marke, it was an opportunity 
to showcase some of the 
hottest trends in men’s 
barbering, lifestyle, fashion 
and technology. Pall Mall 
Barbers General Manager, Dan 
Davies and Master Barber, Erin 
Wentworth, flew to Chicago to 
showcase everything that Pall 
Mall Barbers are really about. 
The pair got up onstage and in 
front of a crowded audience 
showcased the traditional, 
natural shaving techniques that 
Pall Mall Barbers have employed 
for 124 years.

Daniel Davies, General 
Manager at Pall Mall Barbers 
says: “B-Groomed was a great 
experience for us. It was a 
wonderful platform for us 
to reach out to an entirely 
new audience and was really 
great for myself and the team 
to mingle alongside some 
likeminded consumers and 
businesses.”

B-Groomed Men’s Grooming & 
Lifestyle Expo is on a multi-
city tour heading to Miami, FL 
in November. 

THE MALE GROOMING 
MARKET CONTINUES 
ITS STEALTH GROWTH 
WITH ITS OWN MEN’S 
GROOMING & LIFESTYLE 
EXPO, B-GROOMED, 

HELD IN CHICAGO 
– AND PALL MALL 
BARBERS WERE 
THERE TO SEE IT.

The Jordan volunteer 
team included Rhys 
Davidson from Rhys 
Davidson Hair, Gemma 
Slade from Gemma Slade 
Hair Design and Abbie 
Lawson, a top assessor 
and UK educator. The 
inspiring team have 
spent two weeks in 
Jordan as volunteers 
guiding and teaching 
disadvantaged young 
women, giving them the 
skills and confidence 
to start a career in 
hairdressing.

The journey doesn’t stop 
there! Debbie Lowes from 
THG Hairdressing and 
Cat Hood from Charlie 
Taylor Hair and Beauty 
are heading to the SOS 

Children’s Village 
in Delhi this month 
to continue educating 
disadvantaged young 
adults in India.

Janet Maitland, Shaping 
Futures ambassador 
says: “It’s been an 
unbelievable 2016 
already for Shaping 
Futures and I’m so 
proud of the team this 
year. Their fundraising 
efforts have been second 
to none and the level 
of training is extremely 
high. We’re thrilled 
to have raised over 
£5,000 so far, a huge 
thank you to everyone 
who has donated and 
fundraised in their 
salon. To be shaping 

the lives of these 
eager, appreciative and 
outstanding young people 
is amazing. We all feel 
incredibly honoured to 
be a part of it.”

Through various 
fundraising efforts 
including a celebrity 
football match hosted 
by Rhys in Dundee 
and Debbie Lowes’ 
outstanding climb up 
Snowden twice in one 
day, Shaping Futures’ 
has raised over £5,000 
this year with a target 
of £10,000. To donate 
to Shaping Futures 
please text SHAP37 to 
70070 to donate £3 or 
go to justgiving.com/
shapingfutures

SCHWARZKOPF PROFESSIONAL’S SOCIAL 
INITIATIVE, SHAPING FUTURES, HAS HAD 
AN INCREDIBLE 2016 SO FAR, CHANGING 
THE LIVES OF DISADVANTAGED YOUNG 
ADULTS. SO FAR THIS YEAR VOLUNTEERS HAVE 
BEEN SHAPING THE LIVES OF YOUNG WOMEN IN THE PRINCESS 
TAGHRID INSTITUTE IN AMMAN, JORDAN.

as its daytime beach 
sessions and daily boat 
parties from the nearby 
harbour.

This year, four Blue 
Tit stylists were on 
hand to offer a menu of 
cult-creating styles, 
especially curated for 
Dimensions 2016. The 
most popular services 
was the extensive menu 
of festival braids, 
which included braids 
adorned with glitter.

Perry Patraszewski, 
Director of Blue Tit, 
explained why the 
Dimensions festival 
is a favourite with 
Blue Tit: “It’s full 
of great music, lovely 
people and a sense of 
adventure. There’s 
an amazing vibe there 
every year, which aligns 
perfectly with the Blue 
Tit ethos: we love to 
be playful and creative 
with our styling and at 
Dimensions there is an 
ever-present sense of 
constant fun.”
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Hairdressers across the UK 
scooped trophies at the Great 
Lengths Awards, held at the 
Royal Armouries, New Dock Hall, 
in Leeds. 

BBC Radio Leeds presenter, 
Larry Budd hosted the event, 
which featured VIP guests 
Monica Glass of the Little 
Princess Trust, Great Lengths 
Ambassador James Henderson 
and Great Lengths Managing 
Director, Carol Leo. 

The night, which consisted of 
champagne, and dancing, also 
raised £1,000 for Great Lengths’ 
designated charity, The Little 
Princess Trust, which will go 
towards making human hair wigs 
for children suffering from 
hair loss.

Winners were carefully selected 
prior to the event, by a 
handpicked panel of expert 
judges including Matthew Curtis, 
Lead Stylist for Britain’s Next 
Top Model and Great Lengths 
Extensionist Gabriella Pisani, 
Founder of the Pretty Ugly 
Blog.

Carol Leo, Managing Director 
of Great Lengths, said: “I’m 
absolutely thrilled with how 
the evening went, the night was 
filled with some extremely proud 
faces and as a team we couldn’t 
be happier for our winners and 
finalists.:

AFTER NARROWING HUNDREDS 
OF STYLISTS DOWN TO THE 
SHORTLIST OF NOMINEES, THE 
WINNERS WERE;

Classic Creation: Length  Heidi 
Nel, Urban Retreat at Harrods
Avant-garde Creation:
Steve Barnes, Reuben Woods 
Hairdressing
Classic Creation: Colour  Megan 
Tyma, Hair by Kirby Blythe
Bridal Creation: Yvette Clarke, 
Sally Montague Hair Group
Classic Creation: Volume  Kirby 
Hickey, Hair by Kirby Blythe
Men-hancements® Transformation:  
Tammy Dewhurst, Rituals Hair Spa
Best Newcomer Award: Aimee 
Mallon, Rachel Hunter Beauty 
Clinic
Silver Salon / Freelancer 
Award: Rachel Hunter Beauty 
Clinic
Gold Salon / Freelancer Award:  
McQueens Hairdressing
Great Lengths Trophy:
James Henderson, M Hair

THE EXTRA MILE
SNEAK PEAK AT SS17

DID YOU KNOW?
Qualified hairdressers 
and barbers working in 

the industry across the UK 
can now claim tax relief on 
their State Registration 
fees paid to the Hair 

Council. Bonus!
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“The hair has been inspired 
by artificial beauty 
enhancements and over 
the top self-indulgence. 
There is a combination of 
oversized bunches, sleeked 
back hair, afros and 
exaggerated shapes that 
give a nod to the ‘This 
Little Piggy’ theme. I 
have intentionally created 
artificial shine to give 
a “Plastic Fantastic” 
feeling.” 

ERDEM
“The Erdem girl is always 
on a journey and this 
season she’s from the 16th 
century and has been at 
sea, so she’s sporting 
wispy, shipwrecked braids,” 
said session stylist 
Anthony Turner.

Anthony first applied a 

salt spray to the hair 
to create a matte texture 
before blowdrying using 
the ghd Air Hairdryer and 
fingers. A beachy wave was 
then created by wrapping 
sections of hair around 
the ghd Classic Curl Tong, 
before pulling hair into 
two pigtails at the base of 
the neck. 

Both pigtails were braided 
and loosely deconstructed 
before crossing them over 
and securing flat around the 
nape of the neck. A simple 
piece of matte black ribbon 
was tied around the hair to 
form a bow at the side to 
finish the look.

“The hair has a soft, 
romantic feel; it is 
not too considered or 
elaborate. It is a pretty 

look that translates well 
into wedding hair,” he 
added.

TEATUM JONES
“Masculine but beautiful” 
was how Bianca Tuovi of 
CLM described the Teatum 
Jones SS17 woman. Keeping 
hair simple and boyish, she 
added a high shine finish 
with Tecni.ART Glue then 
swept the hair into a deep 
side parting. 

Saturating it with Tecni.
ART Wet Domination Shower 
Shine gave it an almost 
“sweaty” finish – as if 
she’d been out raving. 
Then there was beauty to be 
found in the detail: At the 
base of a low ponytail, she 
added a one-inch fishtail 
braid before letting the 
ends hang loose.

SNEAK PEAK AT SS17

To start the day’s 
interactive agenda, Andrew 
shared how he operates to 
deliver ultimate consumer 
understanding when it 
comes to messaging, 
marketing, product and 
customer service. Asking 
for honest feedback 
from the artistic team 
members of their wish-
list of developments 
led to many distinct 
possibilities to bolster 
Racoon’s reputation as 
the definitive provider of 
extensions women ‘never 
want to take out.’

To get immersed in 
Racoon as a brand, each 

team member was asked 
to present a moodboard 
of their findings after 
researching a specific 
luxury fashion brand. 
“This project clearly gave 
you valuable insights 
and understanding into 
how these fashion leaders 
create their signature 
style,” says Andrew. “They 
have a design ethos, a 
core DNA which they stick 
to in everything they do.”

He then set each 
team member a design 
project to present at 
the Winter Congress, 
with the objective of 
learning something 

about the creative 
process along the way.

Sue Davenport’s closing 
comment was directed 
to the team: “Remember 
you’re the brand. 
Andrew has done a great 
job in encouraging you 
to understand what 
makes a brand tick 
so we could explore 
the heart and soul of 
Racoon brand values. 
For consistency, it’s 
so important that we 
each reflect what we 
stand for, so our image 
is perceived in the 
same way by our core 
customers everywhere.”

RACOON 
INTERNATIONAL 
ARTISTIC TEAM’S 
SUMMER CONGRESS 
SAW CREATIVE 
DIRECTOR ANDREW 
BARTON COACH 
HIS EIGHT-STRONG 
TEAM THROUGH 
A HIGH-OCTANE 
CREATIVE DAY.

INSPIRATION

PIERS ATKINSON: WE JUST COULDN’T RESIST SHARING THIS 
SUPER-PLAYFUL LFW LOOK LEAD STYLIST SAM BURNETT 
CREATED FOR PIERS ATKINSON USING KMS CALIFORNIA. HERE’S 
WHAT HE TOLD US BACKSTAGE…



THERE’S EDUCATION, AWARDS, WORKSHOPS 
AND SO MUCH MORE GOING ON AT FREELANCE 
HAIRDRESSER’S ASSOCIATION. MAKE SURE IT’S ON YOUR RADAR SO 
YOU CAN REAP THE BENEFITS OF BEING AN FHA MEMBER, AND IF 
YOU’RE NOT [TUT, TUT] MAKE SURE YOU SIGN UP!

HOT/LIST

Also introducing 
business consultant 
Julie Eldrett. Julie has 
a wealth of experience 
to share and understands 
the pressures of being 
freelance. She may even 
have answers to problems 
you may be struggling 
with. This is a great 
opportunity to get 

WANT TO FIND OUT MORE 
ABOUT THE FHA? CHECK OUT 
WWW.THEFHA.ORG.UK, EMAIL 
ENQUIRIES@THEFHA.ORG.UK OR 

CALL 01582 431783

INFO
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We’re starting with 
our popular event 
Season Sensation on 
Sunday, November 6, 
with Debbie G and 
company to get you in 
the party mood. That’s 
followed by our Saks 
taster day November 
29 where you can pick 
up even more ideas to 
delight your clients. 
Now for something new 
and exciting! The 
search is on, we’re 
looking for the Face 
of the FHA. Is it you? 
It certainly could 
be, read about it 
and we look forward 
to hearing from you. 

A WORD FROM SHEILA

We have even more 
great news; an early 
Christmas present 
for you. Many of you 
like online training 
so we’ve spoken to 
myhairdressers.com 
and our members will 
enjoy 15 percent 
discount off  the annual 
subscription – that’s 
aff ordable training and 
no travel expense. 
Check our website to 
get your MHD discount 
code, which will be in 
the Members Area. 

If competition is your 
thing check a change 
in the rules of the 
FHA Freelance Awards 
2017 – it’s now even 
easier to enter. This 
could be your time 
to shine. There is 
always something going 
on with the FHA to 
bring further benefi ts 
to your business so 
make the most of 
your membership and 
remember you may work 
alone, but you don’t 
have to be on your 
own. Belong to the 
freelance community 
and make your opinions 
heard.

I look forward to 
seeing you soon.
Regards, Sheila

AUTUMN ON OUR HEELS AND THERE IS SO 
MUCH GOING ON AT THE FHA FOR YOU. 

“MANY OF YOU 
LIKE ONLINE 
TRAINING SO 
WE’VE SPOKEN TO 
MYHAIRDRESSERS.
COM AND OUR 
MEMBERS WILL 
ENJOY 15 PERCENT 
DISCOUNT OFF 
THE ANNUAL 
SUBSCRIPTION 
– THAT’S 
AFFORDABLE 
TRAINING AND NO 
TRAVEL EXPENSE.”

THERE’S A NEW LOOK FOR THE VERY POPULAR 
SEASON SENSATION EVENT COMING UP NEXT 
MONTH. DEBBIE G WILL E DEMO’ING FASHION 
CUTS AND COLOURS TO GIVE YOU FRESH IDEAS 
FOR THE UP AND COMING PARTY SEASON. 

SEASON SENSATIONS

inspiration, enthusiasm 
and motivation to carry 
you through to 2017. 

Date: Sunday, November 6, 
2016. 
Time: 11am to 3.30pm
Venue: Hampshire Court 
Hotel, Basingstoke RG24 8FY 
Cost: £85 Refreshments and 
buff et lunch included

HotListOct16.indd   10 21/10/2016   11:42



“THANKS TO 
EVERYONE 
WHO ENTERED 
THE AWARDS 
IN 2016 AND 
CONGRATULA-
TIONS TO OUR 
WORTHY 
WINNERS. THE 
WINNERS AND 
THEIR WORK 
CAN BE SEEN 
ON OUR 
WEBSITE.”

FHA UK 
FREELANCE 
AWARDS 2016
The FHA Freelance Awards 
for 2017 are being 
simplifi ed so even more of 
you can enter. There are 
new rules, a new category 
and they’re going digital.

Creative Stylist is the 
new category to let your 
imagination go wild. Plus 
entry for all categories 
is now online. 

As FHA founder Sheila 
Abrahams says, “What 
could be easier?”

The competition starts 
on November 1 and closes 
February 28, 2017. Full 
details on the new 
category plus how to 
enter can be found at 
thefha.org.uk

Sheila added: “Thanks 
to everyone who entered 
the Awards in 2016 and 
congratulations to our 
worthy winners. The 
winners and their work 
can be seen on our 
website.”

News/
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WERE YOU INSPIRE!’D 

He is an inspirational 
hairdresser and shared 
so much knowledge and 
fashion techniques 
leaving the audience 
enthralled. Our 
honorary member 
Patrick Cameron, 
nobody does it 
better, brought our 
inspirational day to a 
fantastic close.”

FHA member Juliette 
Clark said: “What an 
amazing weekend and a 
great start Saturday 
evening, catching up 
with familiar and 
new members. Inspire! 
was just superb, an 
inspiration of such 
talent; certainly the 
best in the industry. 
Didn't they treat 
us well? Very much 
looking forward to 
using the products 
and equipment we 
were given, getting 
the confi dence of 
their benefi ts and 
features for my future 
purchases of stock.”

Fellow member Sarah 
Dawes added: “The 
Inspire! event was 
the best day of my 
career (32 years). I 
came away with new 
cutting, colour and 
long hair ideas from 
the genius Patrick 
Cameron, the inspiring 
Alan Edwards and the 
entertaining Saks art 
team (it was my fi rst 
time seeing this Saks 
team). I truly, truly 
loved this day and our 
wonderful industry. I 
had to congratulate Mr 
Purcell on his amazing 
prism pot. Thank you 
for such a great value 
for money wonderful 
day. All the lovely 
members I talked to 
were fab too. They 
told me to get on staff  
room chat, so I did.”

INSPIRE! LIVED UP TO ITS NAME WITH LIVE 
HAIR DEMOS, AN EXHIBITION WITH EXCLUSIVE 
DEALS AND DELICIOUS FOOD. “ON STAGE 
THE SAKS ART TEAM ENDEARED THEMSELVES 
TO THE AUDIENCE WITH THEIR GREAT WORK 
AND INFORMATION GIVEN IN SUCH AN 
ENTERTAINING MANNER,” SAYS SHEILA. “ALAN 
EDWARDS’ PRESENTATION WAS A DELIGHT.

HotListOct16.indd   11 21/10/2016   11:42
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MAKING ITS 
DEBUT IN TAIPEI, 
NOISE TOOK OVER 
THE HOME OF 
RENOWNED MUSIC 
VENUE, LEGACY 
TAIPEI, FOR A HAIR 
EVENT OF EPIC 
PROPORTIONS.

UNDER-
GROUND
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Six incredible teams 
joined underground 
hairdressing event, 
NOISE, showcasing their 
creativity to a packed 
crowd. Compered by 
International Creative 
Director of SACO and 
founder of NOISE, Richard 
Ashforth, he said of the 
event: “Wow – what a 
night! It was our first 
time taking NOISE to 
Taipei and it couldn’t 
have been better, there 
was amazing work on 
display, and the audience 
was incredible!”

Team Sshh kicked the 
evening off and showed 
work from their personal 
collections Togninni 
Salon and E-salon, coming 
together to produce 
a third breathtaking 
collection, while Eros 
showcased an amazing 
three models, working 
cleverly so the team 
could evolve the hair 
onstage. Using mechanics 
and inflatable hair the 
show was pure genius 
combined with amazing 
prosthetics.

Debut then took to the 
stage with an Anime 
themed collection 
of three boys with 
oversized, prosthetic 
eyes and incredible 
outfits.

Making a comment on 
social perception of 
body size, Peter Gray‘s 
show featured two very 
different looking models, 
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one plus size and one 
size 0 who were wrapped 
in hair-filled stockings 
then unwrapped onstage to 
reveal their differences.

X-presion released their 
dark and directional 
POLLUTION collection to 
the audience, where three 
models were transformed 
onstage using pieces and 
masks to stunning effect.

The finale came from SACO 
where Richard and his 
team presented three 
sinister looking ‘beings’ 
who were cut onstage and 
transformed into crazed 
disco-dolls before the 
audience’s eyes.

Talking after the event, 
Richard said: “NOISE 
was created to share 
knowledge, passion 
and inspiration. It 
connects the viewer 
to the performer with 
more of a ‘pop up’ feel 
rather than a formally 
staged show, pushing 
the industry forward and 
taking creativity to a 
new level.”

“NOISE WAS 
CREATED 
TO SHARE 
KNOWLEDGE, 
PASSION AND 
INSPIRATION. IT 
CONNECTS THE 
VIEWER TO THE 
PERFORMER 
WITH MORE OF 
A ‘POP UP’ FEEL 
RATHER THAN 
A FORMALLY 
STAGED LEVEL.”
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THE BOYS WERE 
OUT SPORTING 
HELMET 
HEADS AND 
BARRACUDA 
SLICKS, ALL 
IN THE NAME 
OF LONDON 
COLLECTIONS 
MEN SS17. 
HERE’S SOME OF 
THE SEASON’S 
FINEST TO 
KEEP ON YOUR 
RADAR.

LCM SS17
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“THINK 
BEGBIE FROM 
TRAINSPOTTING 
BUT SEXIER 
WITH A 
BARRACUDA 
TWIST. HAIR 
RESEMBLED 
SLIPPERY FISH 
WITH A SPLASH 
OF PAINTBOX 
OIL SLICK 
EXPOSED FROM 
THE SEA.”

WHERE: Belstaff
PHOTOGRAPHY: Mark 
Rabadan
SESSION STYLIST: 
Tina Outen for Fudge 
Professional

COLLECTION: Inspired by 
Bruce Brown’s seminal 
1971 motorcycle film, 
On Any Sunday, this 
collection celebrates 
the carefree attitude 
of the guys and girls 
from on and off the 
bike tracks. It combines 
effortless elegance with 
attitude.
 
HAIR INSPIRATION: 
Boyfriend and girlfriend 
out for the day riding 
their motorbikes wearing 
crash helmets. Hair is 
left flat to the head 
with a greasy texture 
and slight kink to 
create the effect of 
windswept helmet hair.
 
STEP BY STEP: Prep hair 
with Fudge Professional 
Tri-Blo and scrunch 
in Fudge Professional 
Blow Dry Putty all 
over hair to create a 
greasy texture. Diffuse 
hair then add Fudge 
Professional Light Hed-
ed Hair Oil into roots 
and rough dry in. Apply 
hair net and spray in 
Fudge Professional 
Skyscraper to create a 
flattened effect. Finish 
with Fudge Professional 
Hair Shaper to create 
detail.

WHERE: Katie Eary 
PHOTOGRAPHY: Mark 
Rabadan 
SESSION STYLIST: 
Tina Outen for Fudge 
Professional 

COLLECTION: Stars, 
stripes and predator 

fish – smooth on the 
surface, disturbed in 
the depths. The design 
links to the memory of 
working-class, market-
town weekend finery to 
the abstract distraction 
of Hi-Viz and the deep 
blue foreboding of the 
sea.
 
HAIR INSPIRATION: 
Think Begbie from 
Trainspotting but sexier 
with a barracuda twist. 
Hair resembled slippery 
fish with a splash of 
Paintbox oil slick 
exposed from the sea. 
Girls inspiration came 
from Kate Moss in the 
nineties with straight 
heavy hair slicked back 
with a high shine finish.

/HELMET HEAD

/BARRACUDA OIL SLICK
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STEP BY STEP: BOYS 
Blowdry hair back smooth 
using Fudge Professional 
Tri-Blo. Combine Fudge 
Professional Hair Gum 
and Gloss together and 
apply all over hair. 
Tease hair back into 
a Begby shape, leaving 
comb marks and create 
a barracuda fin shape. 
Once dry, apply Paintbox 
mixed with Gloss and 
Hair Gum to random front 
sections of hair to 
resemble an oil slick. 

GIRLS Wet hair down 
with water and drench 
hair with Tri- Blo. 
Apply Fudge Professional 
Hot Head Style Whip 
mixed with Gloss and 
distribute evenly 
through hair. Blowdry 
product back off the 
face and downwards 
to create a heavy/
poker straight 
texture. Combine Fudge 
Professional Hair Gum 
and Gloss together and 
apply with a tint brush 
up to the occipital 
bone. Comb back tightly 
and apply Paintbox oil 
slick to front panels of 

hair. Finish with Fudge 
Professional Light Hed 
ed Hair Oil to ends. 

WHERE: Sibling 
PHOTOGRAPHY: Mark 
Rabadan
SESSION STYLIST: 
Tina Outen for Fudge 
Professional 

COLLECTION: Set in 
Miami, the vibe is beach 
and sportswear. Bright 
vibrant colours for 
hustler males, American 
red and blue stand out 
against crisp white. 
Dressed in intarsia 
palm shorts and striped 
pyjama suits and ‘deck 
chair denim’. Women are 
more uptown, polished 
even in close proximity 
to water. Lurex striped 
tennis whites are given 
an intimidating edge 
with tightly cinched 
corsets. The corset is a 
recurring element of the 
collection giving Helmut 
Newton-esque pause to 
sweet looks. 

HAIR INSPIRATION: Roman 
God meets beach boy. 

STEP BY STEP: BOYS 
Prep hair with Fudge 
Professional Tri- Blo. 
To make the Roman God 
curl and the beach 
boy curl, use Fudge 
Professional Curve 
Maker. Use curling tongs 
to give hair a beautiful 
shiny curl, with no 
frizz. Over curl the 
hair and then gently 
finger out the curls. 
Define the curl, like a 
Roman statue, then spray 
with Fudge Professional 
Skyscraper, then apply a 

/SUN’S OUT, CURLS OUT

“BRIGHT 
VIBRANT 
COLOURS 
FOR HUSTLER 
MALES, 
AMERICAN 
RED AND 
BLUE STAND 
OUT AGAINST 
CRISP WHITE. 
DRESSED IN 
INTARSIA 
PALM SHORTS 
AND STRIPED 
PYJAMA SUITS 
AND ‘DECK 
CHAIR DENIM’.”



@gosolo_mag / 19

Event/

hair net to protect the 
curls and gently blow 
dry, remove hair net 
for set curls. Finish 
with a spritz of Fudge 
Professional Head Shine 
to help define the curl.

 
WHERE: Topman 
PHOTOGRAPHY: Mark 
Rabadan
SESSION STYLIST: Matt 
Mulhall for Fudge 
Professional 

COLLECTION: This 
collection is a 
celebration of Britain 
and it’s glorious 
seaside towns. 
The clothes have a 
distinctly nostalgic 
vibe with influencers 
from mods, teddy boys 
and eighties casuals 
all given a subversive 
British twist.
 
HAIR INSPIRATION: Hair 
gives the look of a boy 
who has been out all 
night and slept in the 
sun all day. He appears 
slightly sunburnt and 
his hair has the look of 
being freshly showered. 
A very laddish style as 
if he’s done it himself. 

STEP BY STEP: Wet 
hair down and apply a 
vast amount of Fudge 
Professional Hair Gum 
all over the hair. 
Loosely comb hair 
back and apply Fudge 
Professional Gloss to 
build shine. Style hair 
into a slight middle 
parting for an eighties 
laddish hair style. 
Finish with lashings of 
Fudge Professional Head 
Shine to make it look 
super glossy and freshly 
washed.

/SLICK BRITISH GEEZERS
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IT WAS PLAY TIME 
AT WESTROW 
ACADEMY AS SOME 
OF THE STUDENTS 
TOOK PART IN AN 
AVANT GRADE 
PHOTO SHOOT – ALL 
IN THE NAME OF 
EDUCATION.

EXPERI-
MENTAL
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“WE CHOSE TO 
INCORPORATE 
THE CREATIVE 
PHOTOSHOOT 
AS PART OF THE 
NVQ LEVEL 3 
ASSESSMENT, 
RATHER THAN A 
FASHION SHOW, 
AS WE FELT IT 
WOULD CREATE 
A BIGGER 
IMPACT FOR 
THE SMALLER 
GROUP.”

Six students from the 
Westrow Academy in 
the heart of Leeds, 
West Yorkshire, 
produced commercial 
and experimental avant 
garde looks for a 
promotional photoshoot 
as an essential part 
of their NVQ Level 3 
qualification.
 
Students were 
responsible for 
planning the 
event, sourcing 
photographers, makeup 
artists, clothing and 
accessories to style 
two models each, one 
showcasing a commercial 
look, and the other 
avant garde. 

The photoshoot, which 
was shot in and 
around the Westrow 
Academy, captured 
models displaying 
avant garde styles 
among scenes from 
Alice in Wonderland’s 
Madhatter’s tea party.
 
The commercial looks 
included a cut, colour, 
style and finish with 
stylists using products 
and colours from 
L’Oréal Professionnel. 
Students then presented 
their finished creations 
to a panel of judges, 
explaining the hair 
looks, combining 
accessories and 
hairpieces, and how 
they incorporated the 
inspiration from the 
Madhatter’s tea party 
theme into their styles.
 
Westrow Directors Marc 
Westerman and Steve 
Rowbottom, Westrow 
Academy Education 
Manager, Danielle 
Hill, and Westrow 
Academy Educator, 
Harriet Stocks, who 
is responsible for 
delivering internal 
education and 
assessments, judged the 
event.
 

Marc Westerman, Westrow 
Director said: “We 
chose to incorporate 
the creative photoshoot 
as part of the NVQ 
Level 3 assessment, 
rather than a fashion 
show, as we felt 
it would create a 
bigger impact for 
the smaller group. 
It allows students to 
develop the skills 
and confidence required 
in planning and 
organising promotional 
photoshoots, which is 
an essential element of 
hairdressing.”
 
And it looks like they 
cracked it.
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 IT’S BEEN A BUSY TIME FOR  MILK_SHAKE SINCE WE SAW YOU 
LAST – FIRST WITH THEIR  BIGGEST EVER UK SHOW 
AFTERLIFE, HELD BACK IN APRIL, AND MORE RECENTLY THE 
ANNUAL CONFERECE OF IT’S PARENT COMPANY Z.ONE CONCEPT.

AFTER/LIFE
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Milk_shake held 
Afterlife at The Grand 
in Clapham, with the 
event playing host 
to the final of the 
brand’s inaugural 
Creative Vision Live 
Competition.

It saw vibrant shows 
from milk_shake’s 
artistic team, 
including BHA Southern 
Hairdresser of the 

“AFTERLIFE SAW 
VIBRANT SHOWS 
FROM MILK_
SHAKE’S ARTISTIC 
TEAM, INCLUDING 
BHA SOUTHERN 
HAIRDRESSER OF 
THE YEAR FINALIST 
DAVE BAKER.”

Year finalist Dave 
Baker, Welsh Women’s 
hairdresser of the 
Year Shelley Pengilly, 
legendary celeb 
stylist Neville Ramsay 
and Education Manager 
Becky Wardrop.

The eight Creative 
Vision Live finalists 
were chosen after 
submitting a 
photographic image 

and took to the stage 
to recreate their 
look and explain the 
inspiration behind 
it. Winner Gemma 
Evers-Buckland, of 
Rock in Rollers 
in Stalybridge, 
Manchester triumphed 
with her look, winning 
two tickets for an 
all-expenses paid trip 
to the recent z.one 
concept international 
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event in Spain.
Gemma said: “My 
inspiration came from 
the croissant style 
that Sam McKnight sent 
down the runway 
at Chanel’s couture 
show in Paris on the 
likes of Gigi Hadid, 
Kendall Jenner and 
Edie Campbell.”

We’re sure she 

was inspired even 
further by the Annual 
Conference at the 
end of September. 
There were 300 
professionals from the 
UK and Ireland, Spain, 
Portugal and Italy, in 
attendance for the two 
day event. 

There was an 
educational Look 

& Learn event and 
catwalk stage show, 
while the main event 
was the impressive 
stage show where 
z.one concept launched 
launched The Allure 
Collection. Inspired 
by seduction, elegance 
and attraction the 
collection represents 
three moods, Nude, 
Black and White, 

“I CREATED THE 
ILLUSION OF THE 
IMPOSSIBLE WITH 
A HORIZONTAL 
STRUCTURE, INSPIRED 
BY THE LONG AND 
BEAUTIFUL TAILS 
OF THE BIRDS OF 
PARADISE.”



Promo/

@gosolo_mag / 25

and Safari. Taking 
to the stage from 
the UK artistic team 
were Dave Barker 
from The Vault, 
Shelley Pengilly 
from Shelley’s Salon 
and Becky Wardrop 
Education Manager for 
milk_shake UK.

Shelley said her hair 
up was inspired from 

the natural world, 
adding: “When we think 
of allure, we think 
of a seduction or 
magnetism that draws 
you in. 

The sleek and 
structured looks 
I created embodies 
traditional ideas 
of glamour and 
seduction.” 

Shelley pushed the 
boundaries to what can 
be achieved in hair up. 
The look was a real 
challenge in terms of 
balance, structure 
and symmetry. She 
explained: “I created 
the illusion of the 
impossible with a 
horizontal structure, 
inspired by the long 
and beautiful tails of 

the birds of paradise, 
went bold with colour, 
adding a wealth of 
brightly coloured 
hairpieces to add 
depth and featherlike 
texture.”

The conference was a 
huge success and we’re 
sure the milk_shake 
brand has another busy 
six months ahead.
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TOOLS OF 
THE TRADE
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HAVING THE RIGHT TOOLS FOR 
YOUR CRAFT IS AS CRUCIAL IN 

HAIRDRESSING. ONLY WITH THE RIGHT 
TOOLS CAN YOU CREATE A WORLD 

OF STYLES LIKE AS SEEN IN THIS 
COLLECTION FROM TREVOR SORBIE 
ARTISTIC TEAM. BUT WHAT ARE THE 

FEATURES TO LOOK OUT FOR? AND IS 
IT WORTH INVESTING? 

TOOLS OF 
THE TRADE
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“FOR ROUND BRUSHES, 
I PRIMARILY LOOK FOR 

STRONG BRISTLES THAT 
HAVE THE ABILITY TO 

POLISH THE HAIR. IT CAN 
BE CHALLENGING TO FIND 

BRUSHES THAT SLIDE 
THROUGH THE HAIR EASILY 
BUT ALSO ACHIEVE GREAT 

TENSION TO ENABLE YOU TO 
STYLE THE HAIR.”

To perform at your very 
best in any area of 
hairdressing, from your 
clients’ living room 
to session to stage, 
you need the best tools 
for the work at hand 
to ensure you create 
the perfect finish. But 
with so many products 
on the market and new 
innovations emerging 
constantly, it can be 
difficult to know whether 
your kit bag is as well 
equipped as it can be. 
SOLO asks well-seasoned 
stylists what constitutes 
quality when it comes to 
the tools of the trade…

/WHY INVEST?
For Matthew Curtis, 
session stylist and 
salon owner, equipping 
your kit bag with the 
finest quality tools is 
a no-brainer. “I think 
you should always be 
investing in your craft 
– it’s just a given for 
me,” he says. “Having 
the best tools available 
to the team means that 

customers are receiving a 
great customer experience 
in a customer-friendly 
time frame.”

Francesco Group’s Mia 
Dellicompagni agrees, 
believing that investing 
in the best tools reflects 
on the brand itself. 
“Quality equipment simply 
allows us to do our job 
better and with ease,” 
she explains. “Whether 
it is sectioning the 
hair with precision or 
blowdrying with a brush 
to enhance shine, they’re 
all part of delivering a 
high-end service to our 
clients.”

/GO GADGET?
A lover of innovation, 
Matthew admits he is 
“constantly” adding to 
his session kit bag. “If 
it’s a new launch, I 
usually have it straight 
away,” he laughs. “I’ll 
then keep the older tools 
in the salon for us all 
to use so my kit doesn’t 
get too out of hand.”

Matthew, who counts Cloud 
9 straighteners and the 
Diva Session Pro Wand as 
favourite kit bag items, 
is also a believer that 
you get what you pay 
for. “Usually products 
with a price tag have a 
reassuringly expensive 
factor about them so 
I have no concerns 
investing,” he adds.

But where should you 
draw the line when 
investing in new items 
of kit? Products hailed 
as ‘revolutionary’ and 
‘state-of-the-art’ hit 
the market month by 
month, but is the hype to 
be believed?

“I’m very wary of new 
gadgets that come out,” 
says Mia. “The older 
and more experienced 
I become, the more I 
realise that buying 
the best of what we 
really need is far more 
productive than buying 
gadgets that are normally 

aimed at consumers.”

The plethora of curling 
tools on the market are a 
case in point, she adds. 
“Using tools is quite 
a skill: learn it and 
perfect it rather than 
buying an appliance that 
tries to do it for you.”
A good rule of thumb, 
believes Andy Heasman, 
International Creative 
Director for Rush Hair, 
is to “always buy the 
best you can”. “We use 
these products daily so 
they’re definitely an 
investment. You need to 
rely on the products in 
high-pressure situations 
– backstage, onstage, 
education seminars – so 
it’s crucial you invest 
in new tools at least 
once a year.”

/BEST OF BRISTLES
Good quality tools should 
withstand travel as 
well as time – a fact 
that celebrity session 
stylist and ghd UK brand 
ambassador Zoe Irwin 
knows only too well. She 
likens her brush kit to 
“a makeup artist’s tool 
rack” and stresses the 
importance of a rounded 
collection. 

“Different brushes have 
different benefits and 
uses, so it’s important 
that stylists are 
choosing suitable tools,” 
she says. 

“For round brushes, 
I primarily look for 
strong bristles that 
have the ability to 
polish the hair. It 
can be challenging to 
find brushes that slide 
through the hair easily 
but also achieve great 
tension to enable you 
to style the hair. The 
bristles need to be 
strong, great quality and 
an appropriate distance 
apart.

“The benefits of a good 
dressing brush are that 
you can penetrate through 
the roots of the hair to 

/Tools
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create volume and wave. 
It’s also beneficial to 
have brushes that give 
you control over the hair 
so you can style an array 
of looks, from sleek 
ponytails to intricate 
updos,” Zoe adds.

Features to look for 
when investing in a 
high-quality brush kit 
include a ceramic barrel, 
as offered by many of 
ghd’s brushes and  Fudge 
Professional’s latest 
range. This is what helps 
to retain heat from the 
hairdryer and reduce 
static and frizz. Rubber 
gripped handles also 
allow for a strong grasp 
on the tool and ease of 
control.

For Mia, combs with 
missing teeth are “a big 
no-no” and for precise 
sectioning patterns 
she favours YS Park 
combs. “Their ability 
to section and comb the 
hair is ultimate in my 
experience,” she says.

/HOT RIGHT NOW
When it comes to 
electrical tools, the 
choice of products 
expands as technology 
advances. The market has 
come a long way since the 
the simple straighteners 
of the early noughties 
and cumbersome, energy-
inefficient hairdryers 
promising little power 
and maximum effort.

The type of features to 
look for vary with each 
tool and each brand, says 
Andy. “With hairdryers 
I look for power and 
longevity, while irons 
are all about design and 
flexibility,” he explains.

“A hairdryer needs to 
have the correct power 
and life longevity to 
perform for daily salon 
life,” agrees Mia. “The 
price is often higher due 
to the higher performance 
needed.”
Weight is a crucial 
factor for Matthew 

“because we’re using 
them all the time”, as 
is temperature control. 
“Whether it’s a tong, 
straightener, hairdryer 
or other electrical, it 
needs to be versatile,” 
he adds.

With the advancement of 
technology, damage to the 
hair from heated products 
should be kept to a 
minimum, as Zoe explains. 
“It’s key to look for 
stylers that don’t cause 
heat damage or trauma 
to the hair. The ghd 
platinum, for example, 
is designed exactly for 
this, since it maintains 
a constant temperature.

“Also, look for long 
leads when buying 
electrical tools that 
enable you to move around 
the model or client,” Zoe 
adds.

/DO YOUR HOMEWORK
Staying abreast of what’s 
on the market is key to 
equipping your kit bag 
with the best tools. 
Attending trade shows is 
a great way of being in 
the know, says Mia. “It 
allows us to observe what 
the best in the industry 
are using, and allows 
us as hairdressers to 
compare under one roof.”

Matthew ensures he 
doesn’t miss any new 
product developments by 
looking online. “I find 
social media is a great 
platform for seeing 
those products that have 
slipped through the 
net and not caught my 
attention yet,” he says.

Ultimately, to equip 
yourself well is to 
educate your client well 
and give them a better 
all-round experience. “If 
you do not teach your 
clients about what tools 
to use on their hair then 
you’re not delivering 
a full service,” says 
Andy. “We’re the experts 
on hair – not retailers 
– therefore we must 

share our knowledge 
and expertise with our 
clients.”

Matthew also reports 
appreciation from clients 
when they see the results 
of effective tools. “If 
it can make their life 
easier, make them look 
better, faster…they want 
it,” he says.

/CARE FOR QUALITY
Finally, don’t forget to 
look after the products 
– investing wisely 
means maintaining good 
aftercare too. “So many 
people complain about 
their tools breaking and 
it’s usually how they 
look after them,” says 
Matthew, who cleans his 
kit regularly and ensures 
he wraps cords away 
properly.

Put simply, Andy adds, 
your equipment “should be 
professional, clean and 
tidy at all times”. “It 
is a representation of 
you and your work.”

“IT’S KEY TO LOOK FOR 
STYLERS THAT DON’T 
CAUSE HEAT DAMAGE OR 
TRAUMA TO THE HAIR. 
THE GHD PLATINUM, 
FOR EXAMPLE, IS 
DESIGNED EXACTLY 
FOR THIS, SINCE IT 
MAINTAINS A CONSTANT 
TEMPERATURE.”



LONE
STAR



LARAINE ROSE WASN’T ALWAYS 

A FREELANCE HAIRDRESSER, 

ALTHOUGH SHE SAYS IT’S A 

CAREER MOVE SHE’S NEVER 

REGRETTED SINCE TAKING THE 

PLUNGE SEVEN YEARS AGO. 

DESPITE THE HARD WORK AND 

LONG HOURS, THE FREEDOM IT 

HAS GIVEN HER TO ENJOY FAMILY 

LIFE IS SOMETHING YOU CANNOT 

PUT A PRICE ON. NOW, SHE’S 

LOOKING TO GIVE BACK WITH 

EVEN MORE OF HER TIME TO 

PURSUE HER DREAM OF SESSION 

WORK. WE WISH HER ALL THE 

BEST, AND CONGRATULATE HER ON 

HER SUCCESSES SO FAR…

LONE
STAR



Laraine 
Rose
JOB TITLE: Freelance Hair 
Stylist

HOW DID YOU FIRST GET 
INTO HAIRDRESSING?
When I was 14 years old I 
used to dance in shows but 
I was much more interested 
in the hair stylists doing 
the hair than the dancing. 
Eventually they let me 
help with the show hair. 
They were so impressed 
with my enthusiasm that I 
was offered a Saturday job 
in their salon The Hair 
Gallery, which later lead 
into an apprenticeship.

HOW LONG HAVE YOU BEEN 
FREELANCING?
Having worked my way up 
through the salon to Salon 
Manager I decided to go 
freelance when the salon 
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was sold to a new 
owner. This was the 
best move I’ve ever 
made. I’ve now been 
freelance for seven 
years.

DESCRIBE A TYPICAL 
DAY. 
I don’t have a typical 
day, which is why I 
love being freelance. 
Half the week I’m 
visiting my clients in 
their homes and the 
other half I rent a 
chair in a friend’s 
salon. I also do a lot 
of bridal work, which 
means I get to work in 
some beautiful venues.

IT CAN BE DIFFICULT 
AS A FREELANCER TO 
KEEP ON TOP OF NEW 
PRODUCTS, AS I’M SURE 
YOU KNOW. HOW DO 
YOU DO IT?
I regularly have 
chats with reps, and 
industry magazines 
advertise the latest 
ranges. I also see 
adverts from product 
manufacturers, but 
it’s always nice 
just to pop into the 
local suppliers to 
have a bit of hands 
with the products, 
and the staff are 
always friendly 
and knowledgable.

HOW HAVE YOU BUILT UP 
YOUR CLIENTELE? 
I’m very lucky to have 
a loyal clientele that 
has followed me when I 
went freelance. Then 
to build it more, it’s 
all been word of mouth 
through clients and 
friends. I’ve never 
advertised, but I do 
stay present on social 
media.

WHAT DO YOU LOVE 
MOST ABOUT WORKING 
FOR YOURSELF? 
I love the freedom of 
it. I probably work a 
lot more hours as I 

“I LOVE THE 
FREEDOM OF 
IT [WORKING 
SOLO]. I 
PROBABLY 
WORK A LOT 
MORE HOURS 
AS I HAVEN’T 
MASTERED 
THE KNACK OF 
SAYING NO TO 
MY CLIENTS 
BUT IT’S ALL 
FLEXIBLE TO 
FIT IN WITH MY 
FAMILY.”
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haven’t mastered the 
knack of saying no to 
my clients but it’s 
all flexible to fit in 
with my family.

AS COMPETITION 
GROWS, HOW DO YOU 
MAKE SURE YOU KEEP 
YOUR STANDARDS UP?
To keep my standards 
high, I’m lucky 
enough to spend some 
of my week working 
with friends in a 
salon where we can 
bounce new ideas off 
each other and share 
advice. Also being 
part of the Freelance 
Hairdresser’s 
Association allows a 



virtual set up salon 
staff room through 
Facebook to offer the 
same simulation. FHA 
also offers affordable 
training courses, 
which I try and go on 
as much as possible. 
Once a year I also 
try and go on a big 
name course in London, 
which I just love. 
Salon International is 
great for inspiration 
too as it showcases 
new products, 
equipment and loads of 
stage shows.

ARE THERE ANY 
PARTICULAR 
CHALLENGES 
YOU’VE FACED AS A 
FREELANCER? 
It’s having clients 
that smoke heavily in 
their houses. It’s 
their home so they can 
do what they want but 
I feel I shouldn’t be 
inflicted to it. Even 
if they don’t smoke 
when I’m there, I come 
out tight chested, 
with a headache and 
stinking. My equipment 
also smells so I have 
to make sure I have a 
new lot for my next 
client. I just find it 
hard to say I don’t 
want to go again as it 
will come across as 
rude and insulting.

WHAT DO YOU LOVE 
MOST ABOUT YOUR 
JOB?
The thing I love most 
is making people happy 
and feel good about 
themselves. Sometimes 
some of my clients 
don’t see anyone else 
all day, so it’s 
lovely to know that 
you’ve brightened 
someone’s day just for 
spending time with 
them as well as making 
their hair look nice. 
Hearing the words, ‘I 
love it’, gives me 
great satisfaction 
and pride in my work. 
I sometimes receive 
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“THE THING I LOVE MOST IS 
MAKING PEOPLE HAPPY AND 

FEEL GOOD ABOUT THEMSELVES. 
SOMETIMES SOME OF MY CLIENTS 

DON’T SEE ANYONE ELSE ALL DAY, 
SO IT’S LOVELY TO KNOW THAT 

YOU’VE BRIGHTENED SOMEONE’S 
DAY JUST BY SPENDING TIME 

WITH THEM AS WELL AS MAKING 
THEIR HAIR LOOK NICE. HEARING 

THE WORDS, GIVES ME GREAT 
SATISFACTION AND PRIDE IN MY 

WORK.” 

messages randomly from 
clients telling me 
they’ve been stopped 
in the street and 
complimented on their 
hair, which is just 
awesome to hear; it 
really makes my day.

WHERE DO YOU GO FOR 
EDUCATION? 
I think education is 
really important. 
Fashion is always 
moving forward, as are 
styles and techniques 
of cutting, so I 
believe we owe it to 
our clients to keep 
up with this so we 
can offer them the 
best. It’s easy to get 
stuck in a rut always 
doing the same style, 
so with the confidence 
of new knowledge and 
skills we can offer 
change.

WHAT ARE YOUR GOALS? 
I love my job but the 
one thing I would 
really like to do is 
move forward into 
session styling before 
I’m too old. I had my 
children young so it 
wasn’t a lifestyle I 
could have then, but 
now they’re getting 
older, I would love to 
follow my dream.

YOU’VE ACHIEVED SO 
MUCH ALREADY. WHAT’S 
BEEN THE BEST?
My biggest achievement 
was getting to the final 
of The Men’s Image 
Award in the L’Oréal 
Colour Trophy. I will 
never forget this day, 
it was amazing.

WHAT WOULD YOU SAY 
TO ANOTHER STYLIST 
WHO’S THINKING OF 
GOING IT ALONE? 
Going freelance is a 
great lifestyle. Be 
prepared for long hours 
but the flexibility 
is great for family 
life. It’s also very 
rewarding. Enjoy.
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BANG 
ON  
TREND
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AUTUMN/WINTER 2016 

BRINGS WITH IT AN 

ARRAY OF NEW AND 

EXCITING TRENDS AND 

STYLES – BRUSH UP 

YOUR KNOWLEDGE SO 

YOU CAN TAKE THEM 

BACK TO YOUR 

CLIENTS.

BANG 
ON  
TREND
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Whether or not you’re 
into fashion, the 
seasonal catwalks are 
a must-watch for any 
savvy hairdresser. 
Runway trends dictate 
what many of your 
clients are going to 
ask for over the next 
season. 

No, they may not 
want an exact copy 
of a high-fashion 
session look, but the 
techniques, finishes 
and textures are 
sure to trickle down 
to the salon floor. 
“No client has ever 
asked a hairdresser 
for an ‘unfashionable 
haircut’,” says TIGI 
European Session 
Director, Maria Kovacs. 

“So it’s absolutely 
vital we hairdressers 
have the knowledge 
and vocabulary to 
communicate how new 
trends are evolving, 
with an understanding 
of how to update our 
clients’ styles. It’s 
not about ‘doing’ 
catwalk hair, it’s 
about translating 
concepts from the 
catwalk into ready-to-
wear hairstyles.”

Luckily, this season’s 
trends are anything but 
boring – creativity, 
individuality and style 

TRENDING TECHNIQUES

AS SEEN AT:

VICTORIA BECKHAM, 

SOPHIA WEBSTER,

 J. JS LEE
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are key. Take heed 
from the industry’s 
top session stars and 
get creative with your 
styling techniques; 
this year, classic 
ideas are turned on 
their heads for a new 
take on traditional. 
The TONI&GUY session 
team led the way with 
what they called the 
‘anti-braid’ – making 
use of a deconstructed, 
half-done look rather 
than perfect plaits. 
At Paul Costelloe, 
International Artistic 
Director Cos Sakkas 
created a raw, carefree 
fishtail braid with 
plenty of mousse and 
salt spray, teasing out 

strands at the front for 
a wispy finish. “There 
were no brushes or combs 
used from the very 
beginning,” he said of 
the look backstage. “I 
didn’t want anything to 
look like it had been 
done.”

A messy, carefree 
texture and unusual 
braiding was used 
at Libertine too, 
but things got even 
more creative with 
a colourful array of 
hair accessories pinned 
at the back. TIGI US 
Creative Director and 
VP of Education Thomas 
Osborn created the 
look for the vibrant 
collection, which was 
inspired by designer 
Johnson Hartig’s love of 
art and travel. 

“Working with Johnson 
always brings out the 
fun, edgy, creative side 
of the TIGI team,” said 
Thomas. “We decided to 
go with an untroubled 
look that includes a 
messy braid on one side 
and undone, natural 
texture on the other. 
To tie the look back 
into the whimsical 
collection, we added 
the barrettes to the 
back of the head for an 
unexpected, additional 
pop of colour.” 

Elaborate hair clips, 
pins and clasps were 
a staple across the 
catwalks, with eclectic 
jewelled charms woven 
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in at Alexander McQueen 
and personalised bows 
pinned at the crown 
of the head at Dolce 
and Gabbana, to name a 
few further. Backstage 
stylist Adam Reed coined 
the term ‘hairbadashery’ 
to describe the look 
– taking odds and 
ends such as tassles, 
ribbons and broaches 
for a truly DIY style. 

It’s a trend that’s 
easily transferrable 
your clients – keep 
a tray of accessories 
ready to wow them at 
their next hair-up 
appointment, and play 
with more wearable 
placements.

In terms of cutting, 
individuality is still 
as important – many 
models were given 
unique looks specific 
to them, rather than 
a uniform style for 
all. Just ask model 
Katherine Moore, who 
has Guido Palau to 
thank for a complete 
shift in her career; 
he chopped her long 
blonde locks into a 
super-short crop with 
a micro fringe, dyed 
bright cherry red by 
colourist Victoria 
Hunter. Straight after, 
she opened the show 
at Alexander Wang and 
became one of the most 
talked about models of 
the season.

Clearly a shorter look 

is in favour elsewhere 
too, as models 
walked the runway at 
Balenciaga with plenty 
of bold cropped ‘dos 
courtesy of Gary Gill, 
and the girls chosen 
for Chloé generally had 
shorter locks. If we 
take our eyes off the 
catwalks and onto the 
celebrity scene for a 
moment, many are still 
opting for mid-lengths 
or even lesser – 
including Daisy Ridley, 

ON OFF CUTS
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CREATIVE COLOUR

Cara Delevingne and 
Selena Gomez.

Equally, the fringe is 
set to make a comeback 
for AW16, generally 
broken-up and snipped 
into, for a more 
wearable, carefree 
finish. At Derek Lam, it 
was short and pushed to 
the sides, while we saw 
a longer, more sweeping 
look at Pucci. One of 
the more unique fringe 
looks came at Sophia 
Webster, where Sam 
Burnett worked with KMS 
California to create 
a gothic textured 
style. “I worked with a 
razor to dismantle the 
fringes which, unlike 
the rest of the hair, 
has a high-shine finish, 
while the internal 
shape is more rough and 
unpolished.”  

Dirty blondes rejoice 
– mousy hair is in this 
season! “The trend for 
‘bronde’ hair – that 
universally flattering 
shade that isn’t quite 
brunette, but isn’t 
strictly blonde – has 
evolved,” says Jenny 
Pelter, Technical 
Director and Artistic 
Team Member at Westrow 
Street Lane. 

“Naturally mousy brown 
hair is more flattering 
than most people 
imagine – your natural 
shade is often the most 
flattering against your 
skin tone and requires 
minimal makeup – which 
makes this look very 
appealing,” she adds. 

Seen on models at 
Givenchy, Burberry and 
Christopher Kane, this 
muted look is credited 
to a surge of models 
from Eastern Europe 
who have never coloured 

AS SEEN AT:

VICTORIA BECKHAM, 

LIBERTINE, BARBARA 

CASASOLA, J. JS LEE
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AS SEEN AT:

SOPHIA WEBSTER,

LIBERTINE, BARBARA 

CASASOLA

their hair; clients 
that typically opt for 
balayage or ombré may 
want to try this more 
natural alternative.

In fact, while we’re 
sure multi-tonal looks 
such as balayage will 
remain popular, block 
colours are high-
fashion’s preferred 
look. Bold, dark 
brunettes, rich reds 
and even icy whites 
were seen across the 
catwalks – with not a 
highlight to be seen. 

Of the brunette look 
– which was most 
prevalent – Davines 
International Colour 
Creative Ambassador, 
Edoardo Paludo, warns 
that choosing the right 
shade is key. “Whether 
it’s gothic black, 
dark espresso or milk 
chocolate coloured, 
brunettes will 
be wearing their 
colour in block 
shades this season 
– no highlights, no 
lowlights, just one 
all-over shade,” he 
says. 

“This is a striking 
look, and can be 
stunning, however 
it tends to be 
much harsher and 
less flattering 
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against the skin than 
hair that’s been subtly 
coloured in varying 
tones.” 

Of course, taking 
inspiration from the 
runway rather than 
reproducing them exactly 
is key. “However lauded 
a trend is on the 
runway, it has to be 
commercially viable 
and translated with 
our clients in mind 
for it to become a hit 
in-salon,” adds Jenny. 
“Softening and diluting 
the key trends makes 
them more accessible to 
your clients.”

So how are we styling 
our bold colours and 
unique cuts? Things 
were generally kept 
quite simple and chic 
on the AW17 catwalks 
– in particular, the 
low-slung pony was 
very popular, with many 
variations on display. 

Adam Reed did the 
honours at both J. 
JS Lee and Barbara 
Casasola for L’Oréal 
Professionnel – with 
a different take on 
the classic style for 
each. For J. JS Lee he 
wrapped a tassel around 
the pony [in-keeping 
with his ‘hairbadashery’ 
ethos], while at Barbara 
Casasola he created more 
of a relaxed, DIY look, 
securing an elastic at 
the mid-section and only 
pulling the ends halfway 
through. 

Meanwhile at Victoria 
Beckham, Guido Palau 
created a subtly 
textured ‘tail with ghd 
tools. “Over the last 
few seasons, Victoria 
has really developed and 
defined her vision of the 
Victoria Beckham woman,” 
he said. “To fit with 
this aesthetic, we’ve 

created this minimal but 
polished dual-textured 
ponytail.” 

To achieve the very 
subtle, loose movement 
in the hair, Guido 
softly ‘bent’ sections 
around a medium tong.

In keeping with the 
simplistic vibe, an 
even more organic trend 
also emerged from the 
shows – a hyper-natural, 
effortless aesthetic 
that Eugene Souleiman 
dubbed ‘supernatural’. 

“It’s more than natural 
– it’s supernatural,” 
he declared, explaining 
the free-flowing, 
textured look he created 
for Roland Mouret. A 
‘pushed’ look, where 
natural is taken to a 
whole new level, the 
hair is often textured, 
wispy or raw. 

For the minimal, barely-
there waves created 
at Roland Mouret, 
Eugene pulled freshly 
washed [but allowed 
to dry naturally] hair 
into a loose braid, 
spritzed with water 
then blowdried all 
over – another easy yet 
effective technique 
to introduce to your 
clients.

Of course, if you just 
can’t get on board with 
natural, you can always 
throw on an eye-catching 
hair accessory – or five…

STYLE IT UP

AS SEEN AT:

SOPHIA WEBSTER,

VICTORIA BECKHAM,

BARBARA CASASOLA,

J.S LEE
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THE/BUZZ
COLOUR

COLOURIFIC
What it is: JOICO 
Colour Intensity
What it does: Peach 
and rose, the new 
shade additions to 
this best-selling 

semi-permanent range, 
are ideal for clients 
that want a vibrant 
look without too much 

commitment.
What it will set you 

back: £2.29
Where to find out more: 

joicoeurope.com

GLOWING
What it is: Indola 
PCC Urban Reds
What it does: For 

those on-trend red 
shades, this new 
collection from 
Indola is ideal 
– with multi-

dimensional tones 
for intense yet 
wearable colour.

What it will set you 
back: £5.50

Where to find out more: 
indola.com

QUOTA
What it is: Ion Colour
What it does: Gives 

great results in a range 
of permanent, semi-
permanent, pastels, 
colour flash and high-

lift formulas – all at an 
affordable price point.
What it will set you 

back: £3.99
Where to find out more: 
salon-services.com

RADIANT
What it is: OSMO 
Silverising Mask

What it does: For those 
pearlescent, platinum 
blondes and grey tones, 
this sulphate free mask 
will prevent fade and 
restore colour radiance 
– now available in this 

salon-size tub.
What it will set you 

back: £17.80
Where to find out more: 

osmouk.com

CONTINENTAL
What it is: In Flashy 

Colours
What it does: Launched 
by Spanish haircare 

brand Montibello, it’s 
a vibrant range of 

direct dyes ideal for 
artistic colourists. 

With a whole spectrum of 
shades to choose from, 
the high-purity formula 
gives bold, long-lasting 
results – good job the 
rainbow hair trend is 

showing no sign of going 
anywhere soon.

What it will set you 
back: £8.99

Where to find out more: 
montibello.com
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ANOTHER SIX MONTHS; A SHED LOAD OF NEW PRODUCTS. 

WE’VE DEDICATED EIGHT PAGES TO THE ONES WE THINK 

YOU NEED TO HAVE ON YOUR RADAR.

COLOUR

WORTHY
What it is: TIGI Bed 
Head Colour Goddess 

Shampoo and Conditioner
What it does: Dubbed 

colour care for serial 
hair abusers this 
stuff will nourish 

and penetrate the hair 
from the cuticle to add 
shine and softness to 
even the most committed 

colour addicts.
What it will set you 
back: From £13.95

Where to find out more: 
bedhead.com

TAILORED
What it is: R+Co  
colour range

What it does: For 
colour maintenance, 
R+Co’s care products 
are lovely – choose 
from the Gemstone 
range for generally 
colour-treated hair, 
or Sunset Boulevard 

for blondes.
What it will set you 
back: From £19.95

Where to find out more: 
randco.com

REFRESH
What it is: Wella 
Professionals 
Colour Fresh

What it does: These 
semi-permanent 

shades are the ideal 
way to refresh 

colour vibrancy in 
between full colour 
services. Also a 
great choice for 

retail. 
What it will set you 

back: £14.99
Where to find out 
more: wella.com

ENDLESS
What it is: Organic 

Colour Systems No Limits
What it does: If your 
clients are concerned 
with chemical dying 
techniques, look to 
this innovative semi-
permanent collection 
from Organic Colour 

Systems. 
What it will set you 

back: £14.99
Where to find out more: 

organiccoloursystems.com

SMARTER 
CHOICE

What it is: L’Oréal 
Professionnel SMARTBOND
What it does: Uses maleic 
acid to limit stress to 
the hair, before, during 
and after colouring. 
What it will set you 
back: Price on request
Where to find out more: 

lorealprofessionnel.co.uk
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SUPER SHINE
What it is: Joico 

Luster Lock
What it does: It 

leaves colour-treated 
hair nine times 

stronger and oh-so-
shiny. The five-minute 
leave-in time makes 
it a perfect add-
on service for your 
colour clients.

What it will set you 
back: From £6.20

Where to find out more: 
joicoeurope.com

BONDED
What it is: ASP Vitaplex

What it does: It 
replicates and replaces 
the amino acids that 

can be destroyed during 
chemical services – 
restoring the hair to 
its natural state. 
Compatible with all 
professional systems, 
it makes a simple [and 
lucrative] add-on to 
chemical services.
What it will set you 
back: From £45 + VAT
Where to find out more: 

asphair.com

SO SILVER 
What it is: Silver Shine 

Whipped Cream
What it does: Banish 

brassy tones with milk_
shake’s latest offering 
to the silver shampoo 
market – it’s gentle 
violet formula is kind 

on the hair, meaning it’s 
perfect for blondes with 

very porous locks. 
What it will set you 
back: From £13.29

Where to find out more: 
milkshakehair.co.uk

ELECTRIC
What it is: Structure 

Smoothshock
What it does: This 

nourishing foaming oil is 
designed for creating sexy, 
smooth hairstyles. Thanks 
to the Abyssian Oil in the 
product – a light oil known 
for its easy spreadability 
– hair will be super soft, 
conditioned, smooth and 

without flyaways.
What it will set you back: 

£13.35
Where to find out more: 
structurehair.co.uk

3 STEP
What it is: Osmo 

Chromaplex
What it does: 

Scientifically formulated 
with a unique fibre bond 
technology, this can be 
used in combination with 
any salon colour or bleach 
formula and will strengthen 
and minimise hair damage, 
while retaining ultimate 

colour quality.
What it will set you 

back: £9.60
Where to find out more: 

osmo.uk.com
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BEAUTY

SOOTHE AND 
RESTORE

What it is: Spa Magik 
Organiks Muscle Therapy 
Ache Away Muscle Rub

What it does: 
Provides the ideal 
treatment for hard-
working hairdressers! 

Wintergreen and 
eucalyptus essential 

oils revive those sore, 
aching muscles after 
a long week in the 

salon, and also work to 
soothe headaches or neck 

tension.
What it will set you 

back: £12.95
Where to find out more: 

shopforspa.com

PETROL
PASSION

What it is: Satin Sister 
from Essie Winter 2016 

Collection
What it does: Celebrates 
the London mod era of 
the swinging 60s when 
rules were relaxed 
and woman gained new 
freedoms. Part of the 
Essie Winter 2016 

Collection, it’s a shade 
we know your clients 

will love. 
What it will set you 

back: £8.95
Where to find out more: 

essie.co.uk

MASK MOMENT
What it is: Beauty Boost 

Instant Eye Masks
What it does: We love 
the soothing effects 
of Marvelbrow’s new 
eye masks. Pop on for 
10 minutes at the wash 
basin for promptly 
perked-up peepers.
What it will set you 
back: £3.95 + VAT

Where to find out more: 
Wholesalers nationwide

SCIENCE
What it is: KhairPep

What it does: A 
team of European 
scientists worked 
for 10 years to 
discover the 

exclusive ingredient 
behind the range – 
the serum and masque 

feature a unique 
peptide that can 
enter the hair and 
return its strength 
and elasticity. Even 
better, the effects 
won’t rinse out with 
daily shampooing.
What it will set you 

back: £47.50
Where to find out more: 
bespokehaircare.co.uk

MINI ME
What it is: Travel size 
Organic Colour Systems 
colour care products
What it does: When 

you need care on-the-
go, in a formulae your 
environment-loving 

clients will love, look 
no further than these 
Organic Colour Systems 
products in mini form. 
The 70ml bottles are 

available in Aqua Boost, 
Status Quo and Power 
Build ranges, to cover 

every hair type.
What it will set you 

back: £3.99
Where to find out more: 
organiccoloursystems.com
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COPPER QUEEN
What it is: ghd Copper gift 

box
What it does: ghd has 
undergone an ultra-cool 
copper makeover for this 
year’s festive offering, 

decking out its best-selling 
straighteners, dryers and 
tongs in the metal of the 
moment. No doubt a gorgeous 
addition to any dressing 
table – plus those super 

luxe gift boxes will make a 
gorgeous retail display.

What it will set you back: 
From £40

Where to find out more: 
ghdhair.com

GOLD CLASS
What it is: Gold Class 

brushes
What it does: All that 
sparkles is gold in 
the case of the two 

newest brushes to join 
the Gold Class product 
line. Designed for hair 
extensions, the varying 

height of bristles 
ensures they glide over 
bonds while reaching 
the roots to clean and 
evenly distribute the 

natural oils.  
What it will set you 

back: £25
Where to find out more: 
goldclasshair.com/salon

BREEZY 
BLOWDRY

What it is: Click N 
Curl 

What it does: We love 
this for easy, hassle 
free blowdrying. With 
detachable barrels, the 
round brush allows you 
to dry and style in a 
single step, leaving 
the barrels in to set 
as you move on. It’s 

available in a full set 
with six barrels.

What it will set you 
back: £33.99

Where to find out more: 
rob@neweraproducts.com

EASY LIFE
What it is: Arconic 

brush
What it does: It’s 
designed for medium 
to long hairstyles 

and features a curved 
head that dries large 

sections of hair 
smoothly and quickly.
What it will set you 

back: £19.99
Where to find out more: 

arconicbrush.com

STAND OUT
What it is: Cloud Nine 

Airshot
What it does: Lightweight 
and ergonomically designed 
with a high airflow, this 

hairdryer is perfect for those 
busy days, while your clients 
will be pretty impressed with 

the finish too.
What it will set you back: 

£99
Where to find out more: 

professional.cloudninehair.com
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HIGH FASHION
What it is: Balmain 

Revitalising Care Gift 
Set 

What it does: There’s 
nothing more luxurious 
than a Balmain Hair 
gift set, carefully 
packaged and curated 
according to the 

fashion house’s latest 
catwalk trends. This 
set is for dry and 
damaged hair, housed 
in a beautiful crisp 
white box. Opulence at 

its best.
What it will set you 
back: Price on request
Where to find out more: 
store.balmainhair.com

GO BRIGHT
What it is: Glamtech One 

Neon scissors
What it does: Featuring 
four vivid colours with 
a newly improved durable 

coating, these scissors are 
perfect for stylists that 
like to make a statement. 

Available in 5.5” the design 
is optimised with ergonomic 

performance in mind.
What it will set you back: 

£24 + VAT
Where to find out more: 

glamtech.co.uk

HEAT’S ON
What it is: Alfa 
Italia styler
What it does: 

Designed to withstand 
the rigours of 

everyday salon use, 
we love the vast 

range of temperature 
control – from 60 to 

190 degrees.
What it will set you 

back: £79.95
Where to find out 
more: alanhoward.

co.uk

KITTY CUTE
What it is: Tangle 
Teezer Hello Kitty
What it does: With 

an adorable polka dot 
design and everyone’s 
favourite cartoon cat 
– Hello Kitty, we’re 
sure you’re going 
to love this Tangle 
Teezer. We love the 
Compact Styler for 
throwing in our 

handbag and styling 
on the go.

What it will set you 
back: £13.50
Where to find 
out more: 

tangleteezer.com

GO FOR GOLD
What it is: H2D special 
edition VI Gold Line 
Hair Straightener
What it does: An 
exclusive for this 
summer, it features 

unique tourmaline plates 
for an incredibly smooth 
finish. Each styler comes 
in a luxury gift box 

with a protective plate 
guard, matching storage 
pouch and heat mat. A 

great gift idea.
What it will set you 

back: £119
Where to find out more: 

h2d.co.uk
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CURLS, CURLS, 
CURLS

What it is: Fudge 
Professional Curve

What it does: Designed 
specifically for 

creating gorgeous curly 
hair without any crispy 
texture, Curve Maker is 
ideal for Straight hair 
that just won’t bend, 
while Curve Recovery 
is a soft touch balm 
for naturally curly 
hair that defines and 

moisturises.
What it will set you 

back: £14.95
Where to find out more:  
fudgeprofessional.com

WISH UPON A 
WELLA

What it is: Wella 
Professionals gift sets
What it does: Provides 
three brilliant EIMI 
collections at great 
value. Our top pick 

is the Party on the Go 
Gift Set, which contains 
a miniature EIMI Root 
Shoot and Stay Styled, 
as well as one of our 
ultimate favourites – 
a 30ml Oil Reflections 
Luminous Smoothening 

Oil.
What it will set you 
back: From £12.99

Where to find out more:  
wella.co.uk

MESSED UP
What it is: Bed Head 
Messed Up gift set
What it does: Offer 

your client’s favourite 
products at fantastic 
prices, all wrapped up 
in a rather chic box [we 
can’t resist the tattoo-
inspired packaging].
What it will set you 

back: £29.95
Where to find out more:
tigiprofessional.com

FOUNDATION
What it is: Structure 

Shaper
What it does: Adds 

texture, definition, and 
a medium hold without 
sacrificing flexibility.
What it will set you 

back: £13.80
Where to find out more: 
structurehair.co.uk

CULT CREATOR
What it is: Goldwell Style Sign

What it does: Sleek new packaging plus 
upgraded ingredient technology and a new 
colour-coded system makes this Goldwell’s 

best style offering yet. All product formulas 
within the StyleSign range contain the 

innovative flexProtec complex, which consists 
of two parts: product specific styling 

polymers and bamboo proteins to help create 
any desired look, while keeping the style 

natural.
What it will set you back: From £12
Where to find out more: goldwell.co.uk
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MEN’S

TRIM    AND 
PROPER 

What it is: Andis 
T-Outliner Trimmer 230v
What it does: Recognising 

that many hair 
professionals using the 
T-Outliner in the past 
have needed a converter 
to enjoy the trimmer’s 
incredible close-cutting 
performance, it’s now 
been launched in a 230v 
version. Barbers rejoice.

What it will set you 
back: £64.99

Where to find out more: 
andis.com

GROOMED
What it is: Big Boy 
moisturising cream, 
shaving gel and after 

shave balm
What it does: With the 
male grooming movement 
ever-booming, why not 
think about adding wet 
shaves to your treatment 

offering with the 
extensive Big Boy’s line 
up – all the way from 

Italy.
What it will set you 
back: From £19.95

Where to find out more: 
forbigboys.co.uk

ROUGH & 
READY

What it is: Sexy Hair 
Rough & Ready

What it does: Its 
pliable hold and 
unique texture 

allows you to mould, 
define and shape the 

hair with ease, 
giving a medium-

shine finish.
What it will set you 
back: £8.48 + VAT

Where to find out more: 
alanhoward.co.uk

GO TO 
HOLLYWOOD

What it is: Remi Cachet 
Hollywood Weft

What it does: Adding 
to this luxury hair 
extension brand’s 

Elegance Range, this weft 
has a lace header to 

securely hold the hair in 
place and gently attach 
to the client’s head, 
while allowing for a 
higher volume of hair.
What it will set you 
back: £194 for 16 inch
Where to find out more: 

remicachet.com

WANT MORE 
TEXTURE FOR 
YOUR GUYS? 

LOOK NO 
FURTHER

What it is: Pall 
Mall Barbers Sea 

Salt Spray
What it does: It’s 
all about texture 
in men’s hair at 
the moment, so 

Pall Mall Barbers’ 
new Sea Salt 

Spray will be a 
welcome addition 
to your kit. This 
is particularly 

perfect for those 
with fine hair, too 
- the salt opens up 
the hair follicle 
for a thickening 
effect. Genius! 

What it will set you 
back: £15

Where to find out more: 
020 7387 8887
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IN A GROWING TECHNOLOGICAL 

WORLD, YOUR WEBSITE IS YOUR 

WINDOW DISPLAY, WHILE YOUR 

EMAILS ARE YOUR VOICE. AND 

WHILE THEY CREATE 

OPPORTUNITIES TO TEACH YOUR

CLIENTS ABOUT YOUR BRAND,

THE SERVICES, YOUR CREATIVE

WORK, AND EVEN ALLOW THEM

TO BOOK THEIR NEXT VISIT, 

YOU HAVE TO MAKE 

SURE YOU’RE UTILISING THESE 

DIGITAL OPPORTUNITIES THE 

RIGHT WAY. WE TAKE A LOOK AT 

WHAT YOU SHOULD BE 

FOCUSING ON FOR YOUR 

WEBSITE AND HOW YOU CAN 

FULLY UTILISE YOUR EMAIL LIST 

WITHOUT SPAMMING.

DIGITAL/
WORLD
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WEB-RITE

/PLANNING FIRST
When Inanch London 
celebrated their 
10th anniversary last 
year, they started 
preparations to 
design a new website 
that reflected their 
achievements. Launched 
in May, the new 
Inanch.com website 
boasts a streamline look 
and state-of-the-art 
online shop.

“We invested a lot of 
time in the initial 
planning process; 
mapping out all our 
services and looking 
at different design 
templates to see how 
they would work for 
us and the users’ 
experience; as well as 
reflect the brand,” says 
Managing Director Joe 
Emir.   

“We also wanted to 
streamline the site to 
make it simpler for 
the users to find the 
information they need 
and encourage them to 
get in touch for more 
information.”

The design uses their 
stunning collection 
imagery to full effect 
and simplifies the menu 
for clients to see 
the complete range of 
services available. 
Other key features 
include the online 
booking request, the 
complete back catalogue 
of collection images for 
hair inspiration and a 
social hub to see, at a 
glance, the social media 
messages from across the 
Inanch London channels 
with before and after 
makeovers and client 
reviews.  

They chose to work with 
marketing consultants, 
Hype Marketing UK, 
to coordinate the 
project, create the 
copy and collate the 
material, freeing up 
Joe’s time and resources 

to concentrate on the 
salon’s day-to-day 
business and Gold Class 
extensions business. 
In turn, Hype sourced 
award-winning web-
designers Your Story 
Leeds, to bring the site 
to life. Owner Phil 
Storey shares his top 
five tips to consider if 
looking at your salon 
website.

/MOBILE FRIENDLY
Mobile usage of the 
internet now far 
outweighs that of 
desktop, so it’s never 
been more important 
to make sure your 
website works perfectly 
on smaller screens, 
otherwise you’re 
effectively neglecting 
over half your target 
audience. Not only is 
usage on mobile devices 
increasing, but so is 
the percentage of people 
using the same website 
on multiple devices, 
so the consistency 
of design and user 
experience is extremely 
important.

/USER EXPERIENCE
How are you making 
people feel when they 
use your website? 
Obviously you want them 
to feel happy, stress-
free and positive about 
the site, as this will 
encourage them to return 
in the future and also 



share it with others. Is 
the website easy to use? 
Are you providing people 
with value? Are tasks on 
the site easy to perform 
or key calls to action 
easy to find and to use?

/BRAND
This is so important 
to make sure the design 
of the site matches the 
existing offline brand, 
in terms of look/feel, 
colour and style.

/PHOTOGRAPHY & 
CONTENT
High quality photography 
and great written 
content, if done 
well, can really set 
a website apart from 
competitor sites. When 
done badly, photography 
makes the site feel 
cheaper and poorly 
written words make it 
feel unprofessional. 
Investing in a 
photographer and 
copywriter when 
revamping your website 
is a must.

/E-COMMERCE
An online shop is a 
great way of generating 
another income stream. 
Couple this with 
targeted digital 
marketing like pay-per-
click advertising and 
social media, and you’ll 
soon reap the rewards. 

It doesn’t stop after 
launching. The focus 
is on monthly updates 
and SEO to make sure 
the site performs. On 
a monthly basis, the 
team plans ahead for 
the monthly promotions, 
adding more products 
to the shop, creating 
relevant blogs and 
adding the latest news 
stories. This is all 
then supported with 
email marketing and 
social media to create 
a complete campaign 
and the website becomes 
the focal point for 
information.

“The blogs are a 
great way to share 
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additional content and 
prevent the site from 
information overload 
for the consumer, 
clicking through to more 
information and real 
life stories so they 
can see how the service 
could work for them. 
Blogs also help with the 
SEO profile, producing 
fresh content for Google 
algorithms to detect,” 
says Emma Seldon of Hype 
Marketing UK.  

USING YOUR E-DATA
 
/ORIGINALITY
With the average office 
worker receiving 121 
emails per day according 
to a recent survey, 
much time is spent by 
businesses working out 
how staff can reduce the 
time they spend managing 
emails.

Therefore if you have an 
email to send for your 
business you need to 
stand out from the crowd 
and be distinctive. 
When sending emails to 
businesses or private 
individuals, mix-up 
your strategy; have 
something different to 
say. The bottom line is 
by being creative you 
are much more likely for 
your email to be opened 
and also increase the 
chances of the recipient 
responding to the call 
to action contained 
within.

/MARKETING
A very popular use of 
emails is for marketing 
and sales. It’s only 
natural that businesses 
want to develop their 
market and sell; emails 
are an ideal medium to 
achieve this.

Flash sales work well, 
such as save 30 percent 
if you book today. 
Additionally emails 
offer an opportunity 
to cross-sell [i.e. 
recommend compatible 
products, or upgrade a 
service.] If you have 
an eCommerce site, a 
classic functionality 

is to send emails out 
for abandoned shopping 
carts, i.e. do you 
want to complete this 
order you abandoned. 
Another method operated 
by many retailers is 
repeat selling [i.e. you 
ordered this before, so 
do you want to order it 
again].

Email lists are indeed 
great for sales and 
marketing provided 
you work hard at 

“FLASH SALES WORK WELL, SUCH 
AS SAVE 30 PERCENT IF YOU BOOK 
TODAY. ADDITIONALLY EMAILS 
OFFER AN OPPORTUNITY TO CROSS-
SELL [I.E. RECOMMEND COMPATIBLE 
PRODUCTS, OR UPGRADE A SERVICE.] 
IF YOU HAVE AN ECOMMERCE SITE, 
A CLASSIC FUNCTIONALITY IS TO 
SEND EMAILS OUT FOR ABANDONED 
SHOPPING CARTS, I.E. DO YOU WANT 
TO COMPLETE THIS ORDER YOU 
ABANDONED. ”

the messaging and 
concentrate on adding 
value to the recipient 
with each email sent.

/SOCIAL MEDIA
If you’re trying to 
grow your social media 
presence then an email 
list is ideal. Many on 
your list will be happy 
to follow your business 
on social media channels 
such as Facebook, 
Twitter, YouTube and 
Pinterest, they just 

need a link to 
make it easy 
for them. 
If they’re 
happy with 
your service 

and you’ve 
asked them to 

consider completing 
this action that’s even 
better.

Chris Skinner, the 
Group Sales Director at 
Intelligent Data Group 
says: “Positive online 
reviews are invaluable 
for businesses in 
this day and age. Most 
recipients on a list 
who are happy with a 
business may consider 
leaving a review if 
requested to do so.” 

Online reviews on 
sites such as Yelp and 
TripAdvisor, etc. are 
not only reassuring for 
prospective customers, 
they’re great for SEO 
too.

/SOMETHING 
DIFFERENT
The key to getting the 
most out of your email 
list is captivating 
interest, so here are 
a few different uses of 
Email lists to try, just 
to be that little bit 
different:

Competitions: Everybody 
loves the chance to win, 
so occasionally offer 
competition entries by 
email
Data management: 
Businesses send the 
data they hold to their 
email list and ask them 
to check the data for 
accuracy [data cleanse 
verification] and also 
maybe ask for additional 
information [data 
enhancement]
Feedback: For a 
hairdresser, feedback 
is vital. Emails can 
be sent requesting 
feedback, this is often 
in the format of a 
survey, or could be more 
freestyle if preferred. 
Remember to keep it 
short if you want a 
response!

FOR MORE 
INFORMATION ON THE 
BEST WAYS TO MANAGE 
DATA AND EFFECTIVE 
EMAIL MARKETING, 

VISIT 
INTELLIGENTDATA
GROUP.CO.UK 
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WE KNOW WORKING SOLO 
CAN HAVE ITS PROBLEMS – 
BE IT CHALLENGING HOURS, 
KEEPING UP WITH YOUR 
EDUCATION OR DIFFICULT 
CLIENTS. WE TRY AND 
HELP WHERE WE CAN AND 
FOR THIS ISSUE WE’RE 
FOCUSING ON DIFFICULT 
CLIENTS, PARTICULARLY 
THOSE WHO ARE 
SUFFERING FROM OVER-
PROCESSED HAIR CAUSED 
BY OVERUSE OF HOME DYE 
KITS. THEY DON’T BELIEVE 
THEY CAN AFFORD TO HAVE 
THEIR HAIR COLOURED 
PROFESSIONALLY, OR DON’T 
SEE THE VALUE IN IT [TUSK] 
SO WHAT CAN YOU DO FOR 
THEM? HERE TO HELP IS 
WIL FLEESON OWNER AND 
DIRECTOR OF RAINBOW 
ROOM INTERNATIONAL 
BUCHANAN STREET AND 
STIRLING SALONS.

ONE/OF
THOSE
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/SO, WHAT CAN YOU 
DO FOR THIS TYPE OF 
CLIENT? 
When meeting customers 
with this situation, as 
we often do, the first 
thing we do is try and 
asses the type of home 
dye used i.e permanent 
colour, quasi colour, 
bleach, etc. We then 
ascertain approximately 
how many applications 
of this product have 
been used. This is 
critical to trying to 
predict the outcome 
of any professional 
product used in the 
colour correction, 
and what the process 
of professional 
applications need to be 
to reverse the damage.

For the condition, we 
will do an elasticity 
and porosity test. 
This is to determine 
the quality of the 
hair structure and the 
moisture content taking 
the client through 
the process at each 
stage. It enables them 
to see the value of 
professional diagnosis 
and the depth to which 
colour experts go, to 
create the perfect 
result. 
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For the over processed 
sections of hair, 
reconditioning products 
are amazing now. There 
are lots of bonding 
products you can mix 
into the colour we’ve 
selected, and after 
the development of the 
colour. This can reduce 
any potential breakage 
by up to 95 percent. 

If the hair is beyond 
repair in areas, then 
cutting a new shadow to 
remove the damage may 
also be the best way to 
proceed, although this 
is the most drastic 
measure.

The modern hairdresser 
has to manage customer 
expectations now more 
than ever, and a plan 
is now imperative to the 
customer of how often, 
how much, and how long 
future appointments are 
going to be. We would 
plan their next two 
visits at a minimum, 
skin testing and giving 
the details of what, why 
and how we are going to 
look after their hair 
going forward.

HAIR: SUZIE MCGILL
PHOTOGRAPHY: JACK EAMES

/Clients
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/HOW DO YOU BUILD 
THEIR LOYALTY TO 
ENSURE THEY RETURN 
TO YOU AND DON’T 
CONTINUE WITH HOME 
DYE KITS? 
Understanding why the 
customer decided to buy 
off shelf is crucial. 
If they think all we 
do is choose a colour, 
mix it and then apply 
with no other thought 
processes involved, 
then no wonder they 
think they could do it 
themselves. To build 
consumer confidence and 
to add the value of 
our colour expertise 
we will explain to the 
client how the colour 
we’re creating is 
bespoke for them and 
that there are many 
different components 
added to the bowl 
of colour to make it 
personally perfect for 
them. 

/DO YOU DISCOUNT 
FOR THIS TYPE OF 
CLIENT, OFFER A 
CHEAPER SERVICE OR 
JUST TRY AND BUILD 
THEM INTO A HIGHER 
PAYING CLIENT? 
At Rainbow Room 
International we will 
build a budget plan 
for the client so they 
know exactly how much 
their next visit will 
cost. This takes away 
any uneasiness as to 
whether they can afford 
their next visit, 
creating trust and 
loyalty. We have found 
through demonstrating 
our expertise by having 
our clients involved 
in the decision process 
and explaining the 
detail of their colour, 
clients see the value 
and the quality of 
having hair coloured 
professionally.

Thanks Wil.

Clients/
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IN 

THE 

KNOW

HAIR: COLOUR PROJECT 2016
PHOTOGRAPHY: RICHARD MILES
ART DIRECTION: MICHELLE GRIFFIN
MAKEUP: ROSEANNA VELIN
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IN 

THE 

KNOW

SULTRY 
COPPERS AND 
RICH REDS ARE 
OFTEN THE 
SHADES DU 
JOUR COME 
AUTUMN, BUT 
THIS YEAR’S 
TRENDS OFFER 
A LITTLE EXTRA 
SOMETHING, 
WHICH IS WHY 
WE THINK IT’S 
THE PERFECT 
TIME TO INVEST 
IN A LITTLE 
EDUCATION…

/THE FELLOWSHIP OF 
BRITISH HAIRDRESSING 
COLOUR PROJECT
For the most intensive 
year of training in 
colour, there’s nothing 
else like the Colour 
Project. Applications 
for next year’s team 
open on October 31 – 
and guess what? The 
collection featured on 
these very pages was 
created by 2016’s squad.
DURATION: One year
WHEN: 2017
HOW: fellowshiphair.com

/L’ORÉAL PROFESSIONNEL 
BALAYAGE AND 
CELEBRITY COLOUR 
TECHNIQUES
Focus on those 
ever-popular multi-
dimensional and bespoke 
looks and the techniques 
you need to create them.
WHERE: Salon Services
DURATION: One day
COST: £99
HOW: salon-services.com

/ADVANCED CREATIVE 
WITH SUZIE MCGILL & 
DYLAN BRITTAIN
Upgrade and strengthen 
your colour work and 
spend time improving and 
refi ning your fi nishing 
skills.
WHERE: Rainbow Room 
International Academy 
Glasgow
COST: £150
HOW: rainbowroom 
international.com/academy

/WELLA PROFESSIONALS 
COLOUR CHANGE
For hairdressers already 
confi dent in basic colour 
theory and application, 
this course covers 
all aspects of colour 
correction with two days 

of workshop sessions.
WHERE: London and 
Manchester
DURATION: Two days
WHEN: November
COST: £252
HOW: 0161 834 2645

/BALAYAGE WITH JACK 
HOWARD
Leading balayage 
educator Jack Howard 
is expanding his course 
offerings for 2016/17, 
to include Classic 
Balayage, Balayage 
Live and Colour Bar – 
covering all aspects 
of the now iconic 
technique.
COST: £1,250
HOW: 01259 728020

/ORGANIC COLOUR 
SYSTEMS FUNDAMENTALS 
WORKSHOP
Learn about the 
chemistry and innovative 
ingredients behind this 
iconic brand and exactly 
how it works with the 
biological structure 
of the hair, plus how 
to create a bespoke 
colour service for your 
clients.
DURATION: One day
WHEN: October 25 or 
November 21
HOW: 01590646262

/SOPHIA HILTON 
EDUCATION
Not Another Salon’s 
Sophia is in high-
demand for her intensive 
courses – The Perfect 
Bleed, 100% Freehand 
Balayage and Grey 
Specialist, to name but 
a few. Check out her 
next course Fashion 
fast, speed hair up for 
GHD LONDON.
WHERE: London
DURATION: One day
WHEN: October 24
HOW: notanothersalon.
com/education

/FUDGE ESSENTIALS, 
FUDGE PROFESSIONAL
Gain a full 
understanding of the 
Fudge colour portfolio 
and the colour wheel, 
as well as creative 
styling and product 
cocktailing.
WHERE: Alan Howard
DURATION: One day
COST: £25
HOW: alanhoward.co.uk

Education.indd   63 21/10/2016   11:43
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BIG AND BEAUTIFUL IS EASY 
TO ACHIEVE WHEN YOU 
KNOW HOW. WE CAUGHT 
UP WITH GHD UK BRAND 
AMBASSADOR, ZOE IRWIN, 
TO SHOW US HOW IT’S DONE. 

Steps/
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STEP ONE

STEP FOURSTEP TWO

STEP FIVE STEP SIX STEP SEVEN

STEP THREE

First, section the hair and 
prep with ghd curl hold spray 
to give curls long-lasting 

hold.

Place the ghd platinum styler 
at the highest point of the 
hair and rotate 360° as you 
glide through to the ends.

Use the ghd tail comb to 
create a deep side parting 
– use the highest point of 
your client’s eyebrow as a 

reference point.

Repeat this technique 
throughout the hair, always 
working in the same direction 

away from the face.

Next, dress out the curls 
using the ghd oval dressing 

brush for an ultra-
glamorous finish.

Lastly, mist ghd final fix 
hairspray all over the hair 
to lock the final look in 

place.

Next, take a section of hair 
above their ear to begin 

styling.



HOW TO/
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/Steps
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BANG ON TREND, WE’RE 
SURE YOUR CLIENTS WILL BE 
ASKING FOR THIS STYLE ALL 
OVER TOWN. ONCE AGAIN, 
GHD UK BRAND AMBASSADOR, 
ZOE IRWIN, WAS ON HAND TO 
DECIPHER IT FOR US. 

Steps/
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STEP ONE

STEP FOURSTEP TWO

STEP FIVE STEP SIX STEP SEVEN

STEP THREE

Start by spritzing hair with 
the ghd root lift spray and 
ensure spray covers the whole 

of the hair.

Place the ghd platinum 
styler at the root and 
rotate 360°, gliding 
through to the ends.

Blowdry product into the 
hair, lifting up each 

section to areate as much 
lift and natural volume as 

possible.

Repeat this technique, 
alternating the direction that 

you turn the styler for a 
beachier wave. Alternating the 
direction of the curls around 

the sides and back of the 
head creates more volume and 

texture throughout.

Dress out the hair using 
the ghd detangling comb to 
loosen the waves and create 

a dishevelled finish.

Personalise the look by 
rouching small sections to 

add undone texture.

Next, spray ghd curl hold 
spray into the hair. This also 
contains ghd’s heat protect 

formula – the ultimate multi-
tasker.



HOW TO/SLEEK 
AND CHIC PONYTAIL

/Steps

68 / @gosolo_mag

“THE INSPIRATION BEHIND THE COLLECTION COMES FROM THE 1964 MOVIE ZULU. 

WHEN IT COMES TO THE HAIR, WE ORIGINALLY DISCUSSED BASKET WEAVES 

AND BRAIDS BUT DIDN’T WANT IT TO BECOME TOO TRIBAL. AS THE COLLECTION 

PIECES ARE SO DETAILED, WE DECIDED TO KEEP THE HAIR VERY SIMPLE AND 

SLEEK TO COMPLEMENT THE DESIGNS, MANY OF WHICH INCORPORATE A HIGH 

NECK. ULTIMATELY, WE WANTED TO CREATE A CHIC, STRONG, MINIMAL LOOK WITH 

SLIGHTLY MORE DETAIL AT THE BACK AND MOST IMPORTANTLY A REALLY HIGH 

GLOSS FINISH.” STYLIST DANIEL MARTIN



NO LONGER HAS STYLESIGN BY GOLDWELL EMERGED 
ON THE SHELVES THAN WE LEARN IT’S ALREADY 
BEEN MAKING A NAME FOR ITSELF AS A BACKSTAGE 
STAPLE. SEE HOW DANIEL MARTIN USED IT TO 
CREATE A STRONG YET MINIMAL LOOK AT NICHOLAS 
OAKWELL AW16. 

Steps/
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STEP THREESTEP ONE

STEP FOUR STEP FIVE STEP SIX

STEP TWO
Next, use a generous amount of 
Goldwell StyleSign Lagoom Jam 
Styling Gel and apply it to the 

hair, smoothing it backwards to help 
emphasise the slicked back style. 
Spray with Goldwell StyleSign Magic 

Finish Lustrous Hair Spray.

Begin by prepping the hair 
with Goldwell StyleSign Flat 
Marvel Straightening Balm 
– once applied, blowdry the 
hair backwards with a brush 
to get a perfectly sleek, 
almost glass like finish. 

Take the ponytail and squeeze 
all the hair together, before 
pushing it upwards to create 
an S shaped bump into the neck 

with plenty of volume.

Tie an elastic around the 
ponytail in line with the nape 
of the neck – once tied, the 
hair should drop naturally to 

find its own shape.

To finish the look, spray 
all over with Goldwell 
StyleSign Diamond Gloss 
Protect & Shine Spray. 

Secure the hair into a 
ponytail – the hair should 
be bound out about an inch. 

From the front it should look 
completely minimal and clean 

with loads of gloss. 



HOW TO/
PLAITED PONYTAIL
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“I SEE THIS SEASON’S WOMAN AS THE TRUE CREATURE OF COMFORT, EMBODYING 

THE SOPHISTICATED COMFORT THAT JADE SO EFFORTLESSLY DESIGNS. A BIG 

INFLUENCE FOR THE COLLECTION WAS FRIDA KAHLO, BUT I DIDN’T WANT TO 

SHOW A LITERAL TAKE ON HER SIGNATURE HAIR. THE HAIR LOOK HAS THREE 

REPRESENTATIVE COMPONENTS: THE LOW PONYTAIL IS THE MOST COMFORTABLE 

HAIRSTYLE, WHILE THE BRAID IS ALL FRIDA. I FOLDED IT UNDER TO ELEVATE IT AND 

COMPLETE THAT SENSE OF SOPHISTICATION THE COLLECTION EXUDES.” 

LEAD STYLIST JOSEPH DIMAGGIO



CREATURE COMFORTS EMBODIES THIS LOOK PERFECTLY. 
DISCOVER HOW TO REINVENT YOUR GIRL NEXT DOOR.

Steps/
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STEP THREE

STEP ONE

STEP FOUR

STEP SEVENSTEP FIVE

STEP EIGHT

STEP SIX

STEP NINE STEP TEN

STEP TWO
Pull a slim section of hair 

out from behind each ear, near 
the nape of the neck.

Create a centre part and layer 
the entire head generously with 

Davines Your Hair Assistant 
Blowdry Primer.

Secure the rest of the hair 
into a loose ponytail.

Twist the two pieces together 
and tightly make a loop. 

Secure with a pin to ponytail 
base.

Apply more Your Hair Assistant 
Blowdry Primer to the slim 

sections to combat any frizz.

Create a loose three strand, 
braid the ponytail and secure 

the end with an elastic.

Wrap the two sections 
criss-cross across the top, 
underneath, and around the 
ponytail one full time.

Fold the braided ponytail 
underneath in half and 

secure the end.

Soften the hairline and 
apply Davines More Inside 
This Is A Dry Texturizer to 

finish the look. 

Blowdry the hair directing 
the roots back into a low 

ponytail.



T E X T U R I Z E D
THE FINE DETAIL OF CRIMPING ALLOWS YOU 
TO SEE THE STRUCTURED FACIAL FEATURES OF 
THE MODELS WHILE THE DARK SHADING OF THE 
BACKGROUNDS REINFORCES EXTRA DEFINITION 
IN THIS COLLECTION FROM SEANHANNA’S 

YESMIN O’BRIEN.







HAIR: YESMIN O’BRIEN FOR SEANHANNA
PHOTOGRAPHY: DESMOND MURRAY

MAKEUP: IRENA ROGERS
STYLING: BERNARD CONNOLLY



UNIQONE_SEPT16_190X255SP_SOLO_V1
SIZE: W 190MM X H 255MM
BLEED: 3MM
PRINTS: CMYK

Want soft, shiny, protected hair 
that isn’t weighed down?

THE MULTIBENEFIT EXPERIENCE

@revlonprofessionaluk  #Uniqone   

For more details contact Customer Services  UK: 020 7391 7440 / customerservice.uk@revlon.com  Ireland: 01886 9300 / customerservice.ire@revlon.com

10 REAL BENEFITS 
 1. REPAIR FOR DRY & DAMAGED HAIR

 2. SHINE & FRIZZ CONTROL
 3. HEAT PROTECTION
 4. SILKINESS & SMOOTHNESS
 5. HAIR COLOR PROTECTION /
  WITH UVA & UVB FILTERS
 6. EASIER BRUSHING & IRONING
 7. INCREDIBLE DETANGLING
 8. LONG-LASTING HAIRSTYLE
 9. SPLIT ENDS PREVENTION
 10. ADDS BODY

When the pressure is on 
backstage or the salon, and
time is of the essence, Uniq One 
is my kitbag essential.
John Vial
Revlon Professional Global Infl uencer
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