
THE NEW  
GOLDWELL  
STYLESIGN

Discover the outcome of three years  
of idea sharing, working and co-creating  

with thousands of stylists worldwide…

GREAT STYLE IS IN YOUR HANDS 
COMING SOON

goldwell.co.uk

THE NEW
  

GOLDW
ELL  

STYLESIGN
D

isco
ver the o

utco
m

e o
f three years  

o
f id

ea sharing
, w

o
rking

 and
 co

-creating
  

w
ith tho

usand
s o

f stylists w
o

rld
w

id
e…

GREAT STYLE IS IN YOUR HANDS 
COM

ING SOON

g
o
ld
w
ell.co

.u
k

THE NEW  
GOLDWELL  
STYLESIGN

Discover the outcome of three years  
of idea sharing, working and co-creating  

with thousands of stylists worldwide…

GREAT STYLE IS IN YOUR HANDS 
COMING SOON

goldwell.co.uk

SEPTEMBER 2016 £5.95

Inspire.indd   75 01/09/2016   13:04



editor’sWORDS
IF YOU’D HAVE TOLD US 20 YEARS AGO HOW IMPORTANT 
TECHNOLOGY WAS GOING TO BECOME IN HAIRDRESSING, 

WE WOULDN’T HAVE BELIEVED YOU. YET NOW, IN 2016, WE 
FIND OURSELVES IN A WORLD WHERE FAR FLUNG ‘FRIENDS’ 
COMMUNICATE LIKE NEIGHBOURS VIA SOCIAL MEDIA, AND 

A BRAND CAN BE MADE – OR BROKEN – IN A 
MATTER OF HOURS.

This is what led to us doing our regular  
Tech Girl pages, looking at all the latest 
gadgets that can help you in and out of 
the salon, as well as a stream of other 
techno-related features.

This month we’ve dedicated 1,200 

words to the subject, directly related 
to hairdressing. It’s about the software 
that has been created just for you, and 
as competition in this sector rises, so do 
the innovative tools available.

 We were surprised to learn of a few 

newbies since our last technology 
feature, and we hope you are too.

Catch you soon x

Jo Charlton
Publishing Editor

JC Publishing Ltd, Office 104, 176 South Street, Romford, Essex, RM1 1BW 
e: info@salonbusiness.co.uk t: 

NOTE: The views expressed in Salon Business do not necessarily represent those of the publisher. Salon Business does not accept responsibility for the loss 
or damage of material submitted for publication. Reproduction of any material without permission of the publisher is strictly prohibited.
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global expectations

BREAKING 
NEWS

The hugely 
successful award 
winning Glamour 

Hair Salon group in 
UAE has welcomed 
Tracey Devine-Smith to 
its team. Tracey will be 
bringing her expertise 
to its Abu Dhabi salon 
where she will fulfi l the 
role of Global Creative 
Director.

Voted Best 
Hairdressers in Abu 
Dhabi by Time Out, 
Tracey will be working 
at Glamour for half of 
the year, and will spend 
the remainder of her 
time fulfi lling her roles 
as Global Ambassador 
for Affi nage, and Guest 
Artist for London salon 
Zoology.

“I’ve been watching 
Glamour Hair Salon 
evolve dramatically 
over recent years and 
have been hugely 
impressed by this 
business. This is an 
incredible opportunity 
to bring my many years 
of experience to the 
Middle East and I can’t 
wait to get started,” 
says Tracey.

There are two Glamour 
salons in Abu Dhabi, 
and a further two 
about to open in The 
Northern Emirates in 
Ras Al Khaimah and 
also The Fairmont 
Resort & Spa in 
Ajman.

Headed up by 
Sebastian 
Ambasssador 

Angelo Vallilo, the 
Sebastian styling team 
took their place backstage 
at the Creatures of the 
Wind 2017 Resort Show 
at Spencer House at the 
end of June.

Designers Christopher 
Peters and Shane Gabier, 
whose line is popular 
with the likes of Pharrell 
Williams, worked closely 
with Angelo to create a 
look that complemented 
the clothes perfectly.

Slicked back, tousled 
styles with an undone 
fi nish to suit any girl were 
created by the team using 
Sebastian Thickefy Foam 
and Sebastian Dark Oil. 
Do you like it?

blue
bottle

H
Angelo Vallilo, the 

“I’ve been watching 
GLAMOUR HAIR 
SALON evolve 

dramatically over recent 
years and have been 
HUGELY IMPRESSED 

by this business.”
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E
ach year Goldwell invites 
hairdressers from all over the 
world to take part in the Color 
Zoom Challenge – a platform 

for all stylists to demo their skills, 
creativity and grow their international 
profi le. 

This year’s D!SRUPT trend challenged 
expectations, and encouraged 
entrants to go beyond the boundaries 
when looking at the shape, colour 
and texture of the hair. The result? 
Reinvented shapes, luminescent 
colour blending and larger-than-life 
textures. 

Now it’s down to you to select the 
people’s favourite from all of the 
national gold winners [shown on 
pages 36 to 39] from each of the three 
categories; New Talent, Creative and 
Partner. Dubbed The Goldwell Stylists’ 
Favorite Awards, the online vote is 
running from September 1 - 30 with 
the winners announced onstage in 
October during this year’s Global Zoom 
Gala Show in Stockholm. 

goldwell.com/stylistsfavorite

blighty down under

Easydry has launched an innovative 
social media campaign called 
#EasdryOnTour in response to 

many of their clients and ambassadors 
making the fi nals of the The Association 
of International Professional Press 
Awards.

Easydry has invited its fans, friends and 
clients to snap a photo with an Easydry 
and tag it online with #EasydryOnTour. 

This campaign already includes 
photographs from Ireland, the UK, the 
USA and Australia and some of the people 
who have participated include Sophia 
Hilton from Not Another Salon in the UK 
all the way to Murphy Gozzard in Oz.

Redken is excited to announce 
model, DJ and hair colour 
chameleon Chloe Nørgaard 

as their newest brand muse. She 
joins an elite collective of Redken 
muses including Amber Le Bon, Suki 
Waterhouse, Lizzy Jagger, Lea T, Soo 
Joo Park, Mariacarla Boscono, Crystal 
Renn, and trend creator Redken Global 
Creative Director Guido.

Born in California and raised on Long 
Island, Chloe started mixing up her 
own vibrant hair colour hues when she 
was in high school. She went blonde 
when she started modelling, but her 
vibrant personality won out and soon 
she went back to her colourful roots.

“I love to play with colour,” Chloe 
says. “I change my hair colour 
whenever I want, depending on 
my mood, the seasons, my outfi t, 
whatever – I’m a rainbow child!”

For Chloe’s Redken debut, Redken 
Artist Justin Isaac gave her a bold 
turquoise blue using City Beats, 
Redken’s fi rst-ever vibrant hair colour 
launching in the UK in March 2017.

E
ach year Goldwell invites 

For Chloe’s Redken debut, Redken 

Redken’s fi rst-ever vibrant hair colour 
launching in the UK in March 2017.

blue
bottle

creative
style

DID YOU 
KNOW

Qualifi ed 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!

5
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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.

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 
confi dence 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

BREAKING 
NEWS

feel
good

I’m so proud of the team this 
year. Their fundraising efforts 
have been second to none and 
the level of training is extremely 

Sanrizz has raised £2,500 
for the Alternative Hair 
– Fighting Leukaemia 
Fund from their 

participation in the GMFC & 
Paul Canoville Foundation 5K 
Fun Run in Battersea Park on 
June 12. The fabulous funds 
were raised by team members 
from across all the Sanrizz 

salons and were additional 
to the entry fees, which all 
go towards the Guy Mascolo 
Football Charity.

“I am super proud and 
grateful to all the Sanrizz team 
members who took part,” says 
Tony Rizzo.

charity

FRANCHISE OPPORTUNITIES NATIONWIDE
BE YOUR OWN BOSS AND PARTNER WITH THE

FASTEST GROWING UK HAIR BRAND

To find out more about franchising visit careers.rush.co.uk/franchise 
or call our franchise team on

020 3393 3530
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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. 

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, fl ew 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 making stops in Los 
Angeles in September and 
Miami, FL in November. 

BREAKING 
NEWS

be
groomed “B-GROOMED 

was a great 
experience for us. 
It was a wonderful 

PLATFORM for 
us to reach out to 
an entirely NEW 

AUDIENCE .”

NewsSeptember.indd   8 30/08/2016   22:21



R
acoon 

International 
Artistic Team’s 

Summer Congress 
saw Creative Director 
Andrew Barton coach 
his eight-strong team 
through a high-octane 
creative day.

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 defi nitive 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 fi ndings after 
researching a specifi c 

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 refl ect what 
we stand for, so our 
image is perceived 
in the same way by 
our core customers 
everywhere.”

9

R
acoon 

International 
Artistic Team’s 

Summer Congress 

“They have a 
DESIGN ethos, a 
core DNA which 

they stick to in 
EVERYTHING 

they do.”

inspiration

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 Coldfi eld, 
Shauna Forman from House 
Of Colou in Dublin, Kay Corbett 
from Medusa in Edinburgh, 
Nikki Clifford from NJUK in 
Chesterfi eld, Paolo Silveri from 
Supercuts in Liverpool Street 
Station, London and Gemma 
Galley from Volt in Sheffi eld.

The rigorous audition process 
saw all entrants fi rstly 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 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.

the
next gen

NewsSeptember.indd   9 30/08/2016   22:22
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YOUR 
EDUCATION IS 
IN YOUR HANDS
For over 135 years, Wella has 
been dedicated to educating 
hairdressers and developing 
their professional abilities by 
gaining new creative skills 
in an instant and accessible 
way. Now, the eEducation 
platform is a one of a kind tool 
that’s open to all hairdressers 
and offers an array of online 
seminars, tutorials and step-
by-steps – all at the swipe of a 
fi nger.  

“I really believe that Wella’s 
eEducation platform will be 
the future of education in the 
hairdressing industry. It’s a 
great way of understanding the 
facts before you go out and 
put it all into practice in a salon 
environment,” says Darren 
Ambrose of D&J Ambrose.

The entirely FREE ACCESS 
for all hairdressers will allow 
them to view 150 interactive 
course modules of around fi ve 
minutes each, and a selection 
of the best 100 step-by-step 
videos. 

 #1 FOR EDUCATION

WellaGateFold.indd   2 30/08/2016   13:42



Wella’s new eEducation provides 
a fl exible and fun approach to 
hairdressing education that can be 
tailored to suit different learning 
styles and skill levels. It can be 
accessed via tablet, mobile and PC, 
anytime and anywhere, making it 
especially suitable for hairdressers 
on the go. 

“I love the fact that anyone can get 
Wella eEducation on their phone 
or tablet. It’s so easy to just dip in 
and out of the online seminars or 
step-by-steps, and you can do so 
when it suits you. It means you can 
really get one step ahead and boost 
your skills,” says Leonardo Rizzo of 
Sanrizz.

P.Kai Hair’s Kai Wan is already a 
fan as he says: “We’re all so busy 
these days that having the option 
of education on the go is brilliant. 
eEducation is a fantastic facility 
because you can learn at your own 
pace, wherever you want. It’s so 
fl exible and allows hairdressers who 
want to improve to have access to 
leading educators instantly.” 

The bite-size sections mean that 
stylists can stop and start their 
learning as they please, making the 
programme truly fl exible. They can 
also personalise their own learning 
by creating playlists of seminars, 
accessing exclusive content and 
tracking their progress.   

PERSONALISED 
EDUCATION ANYTIME, 
ANYWHERE

Salon managers can assign 
seminars to their employees to 
help them stay at the forefront 
of hairdressing and keep salon 
clients coming back time and 
time again. That’s a win for your 
staff and a win for your bottom 
line. 

The success of Wella Education 
has a proven track record. It 
assists with business growth and 
profi t, allowing more time for 
boundless creativity. And now 
Wella eEducation is the perfect 
accompaniment to Wella’s 
traditional offering.

With Wella’s modern, creative 
and time-effi cient approach 
to learning, as well as a cross 
platform offering, you can make 
education more engaging, 
information more memorable and 
new skills more immediate. 

          WELLA eEDUCATION IS WHAT 
THE INDUSTRY HAS BEEN WAITING 
FOR. IT HAS MODULES AND SEMINARS 
AVAILABLE AT THE TOUCH OF A BUTTON 
FOR ALL KINDS OF ABILITY LEVELS. 
I’M A HUGE FAN OF COMBINING THIS 
KIND OF LEARNING WITH TRADITIONAL 
HANDS-ON MENTORING IN THE SALON 
– IT JUST REINFORCES THE MESSAGES 
AND HELPS ENHANCE YOUR SKILLS, 
WHICH CAN ONLY BE A GOOD THING.   
ROBERT EATON, RUSSELL EATON

“

“

DEVELOP  YOUR 
TEAM’S SKILLS

EDUCATION 24/7

WellaGateFold.indd   3 30/08/2016   13:57



REGISTER YOUR FREE PERSONAL 
ACCOUNT NOW AND DISCOVER 
WELLA eEDUCATION – YOUR NEW 
ONLINE LEARNING DESTINATION

OFFICIAL LAUNCH IN OCTOBER 2016

YOUR
HANDS

EDUCATION
YOURIS IN

DEVELOP
YOUR TEAM'S 
CAPABILITIES

TRACK
YOUR PROGRESS

RESULTS

NEW CONTENT 
DEVELOPED 

BY EXPERTS IN 
EDUCATION

PERSONALISE
YOUR LEARNING 

EXPERIENCE

NEW ONLINE LEARNING DESTINATION

.CO.UK/EDUCATION
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SOPHISTICATED SOFTWARE PACKAGES ARE NOW AN 
INTEGRAL PART OF MOST LARGE SALON OPERATIONS. 
HELEN BIRD DISCOVERS WHAT THE LATEST PACKAGES 

HAVE TO OFFER BEYOND THE NOW-STANDARD TEXT 
MESSAGE REMINDERS AND STOCK UPDATES, AND THE 

BENEFITS SALONS ARE REAPING FROM THEM.

I I

LOVE

AG LTD
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GOING DIGITAL
It’s a transition we’ve had to 
make in all aspects of life over 
the last decade or two, but 
most of us are now embracing 
the endless opportunities 
modern technology can offer. 
And nowhere more so than 
in the salon. The beauty of 
online platforms is the ability 
to reach people of all ages and 
walks of life, which provides 
the perfect vehicle for salons to 
communicate with their clients.

Will some smaller salons always 
stick with a traditional paper-
based system? Sure, says 
Sian Barnes, Sales Manager at 
software provider SalonGenius. 
“There will always be salons that 
use the old-fashioned paper and 
pen method when it comes to 
running their appointments and 
stock-taking but more and more 
salons are now realising the 
benefits of going digital.

“The next generation of stylists 
are now coming through who 
have grown up with technology 
and so many colleges are 
embracing salon management 
systems, so the natural 
progression is for the systems 
to follow the stylists into the 
salon,” she adds.

How have software systems 
progressed in recent years? 
Text message reminders to 
clients and low stock alerts 
have become standard features, 
but there are now a host of 
additional benefits available to 
salon owners and stylists.

AGE OF THE APP
Sian tells us that personalised 
apps are very ‘of the moment’ 
and allow salons to be “in their 
clients’ pockets”. “You can keep 
clients up to date with the latest 
offers with push notifications 
and allow them to book their 
appointments online whenever 
it’s convenient for them,” she 
says.

And apps are now keeping 
stylists in the loop too. 
SalonGenius offers a feature that 
allows stylists to access their 
column on their tablet or phone 
– any time, any where. “Check 
who’s in on a particular day, see 
colour histories and when the 
last skin test was done,” says 
Sian – the information is now at 
your fingertips.

The company’s system also 
provides a full suite of allergy 
alert test client consultation 
questions. “This allows stylists 
to keep all client 
records secure 
and up to date 
while keeping their 
customers’ best 
interests at heart,” 
Sian adds. “It also 
assures that you 
get the correct 
client data.”

BEYOND THE 
RECEPTION 
DESK
Digital salon 
management 
systems are gaining presence 
in all parts of the salon, not just 
for the obvious front-of-house 
duties. In fact, it could be argued 
that some form of technology 
can follow the client from 
reception desk to the chair, to 
the backwash and even beyond 
the salon door.

“Software can be used in many 
areas of salons,” says Rachel 
Bill at i-Salon Software. “Not 
only can you deal with front-

of-house duties such as client 
appointments and keeping 
clients’ personal data and history, 
you can record all your product 
stock levels, create team rosters, 
produce financial reports and use 
the data to market the salon to 
past customers.

“When a client leaves the 
salon, the software also allows 
you to text them straight after 
their appointment, asking them 
to review the salon and their 
experience,” she says.

Indeed, this is one feature that 
HOB Salons is capitalising on, 
explains general manager Rob 
Stanley. “We use ‘Set and 
Forget’ automatic messages – 
these are texts sent to our client 
base to thank them for visiting 
and it also gives them greater 
insight into HOB as a company,” 
he says. “Although this isn’t 
revolutionary technology it works 
well and keeps the salon running 
efficiently.”

NUMBER CRUNCHING
Another benefit offered by 
the latest software packages 
is bespoke reporting, from 
both a head office and in-salon 
perspective. Key performance 
indicator reviews, future value 

reports and year-on-year figures 
can all be made available to the 
salon owner at the push of a 
button.

At HOB, Rob tells us: “These 
help us to measure and manage 
the business, as well as motivate 
and inspire the teams in the 
26 salons across the group.” It 
also creates competitiveness 
between salons in the group, 
he adds, since staff across 
the board have access to the 

          DIGITAL SALON MANAGEMENT SYSTEMS 
ARE GAINING PRESENCE IN ALL PARTS OF THE 
SALON, NOT JUST FOR THE OBVIOUS FRONT-OF-
HOUSE DUTIES. IN FACT, IT COULD BE ARGUED 
THAT SOME FORM OF TECHNOLOGY CAN 
FOLLOW THE CLIENT FROM RECEPTION DESK 
TO THE CHAIR, TO THE BACKWASH AND EVEN 
BEYOND THE SALON DOOR.

“ “
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reports. “Everyone wants to be 
number one,” says Rob.

And healthy competition can 
be no bad thing, whether it’s 
among staff as Rob describes 
or between salons, which is 
what SalonGenius’ software 
facilitates, as Sian tells us. Its 
TileGenius feature “allows 
salons to anonymously compare 
themselves to other SalonGenius 
users to see how they are 
performing locally, regionally and 
nationally”.

SOCIALLY ADEPT
Surely the cheapest and most 
effective way to reach out 
to clients, both existing and 
potential, is via social media. For 
Harriet Muldoon, head colourist 
and technical educator at Blue 
Tit salons and academy, it is 
imperative and an integral part of 
the business. 

“We constantly send before and 
after shots of our masterpieces 
to our social media team to 
post on the brand’s social media 
channels,” she explains. “We 
also like to promote the work we 
find inspiring from stylists and 
colourists around the world.”
Harriet also has sound advice 
for other salons on the best 
channels to use. “It’s important 
to vary the platforms you use, 
and not just stick to the well 
heard of social media sites and 
apps. Use different platforms in 
different ways, and to appeal to 
different audiences.

“For example, students are 
Instagram lovers and are 
renowned for trying the latest 
forms of social media. Students 
have a lot more free time and 
frequently check social media 
so regularly and consistently 
updating your feed – whether it 
is Twitter, Facebook or Instagram 
– is essential.

“Pinterest is ideal for posting 
inspirational colour images and 
Snapchat, YouTube and Vine are 
great ways of showing off your 
stylists’ colouring skills in action. 
Post how-to videos on Instagram 
and YouTube, with links to your 
website,” she advises.

SB:FEATURE
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And Rachel agrees on the 
importance of a strong social 
media presence. With i-Salon 
Software, she says, social 
media training sessions are 
very popular. “Many of our 
salons have seen increased new 
business through using these 
platforms so I would say it is a 
must for all salons,” she adds.

With these free of charge 
platforms available there really is 
no excuse not to get your salon 
in the digital world. The most 
sophisticated software packages 
will often mean a sizeable 
financial investment but even if 
this isn’t viable there are smaller 
measures that can be taken. 

Rachel recommends salon 
owners look at the software 
requirements they deem 
essential, but also warns that 
“the cheapest is not always 
the best” when it comes to 
investing. “It is a long-term 
partnership that could affect your 
business success.”

SALON REPORTING 
AT THE CLICK OF A 
BUTTON – access to the 
information you need 
quickly and efficiently 
allowing you to make 
informed choices on all 
aspects of the business

COMPREHENSIVE CLIENT 
HISTORY – resulting 
in improving the 
service you can offer 
clients, giving detailed 
knowledge of previous 
service and sales history, 
which ensures a smooth 
running salon

DEEPER ANALYSIS OF YOUR 
CLIENT BASE – with client 
data available quickly 

and easily a snapshot 
of your database or 
the ability to set up a 
marketing campaign is at 
your fingertips

STOCK CONTROL – the 
least favoured job 
in the salon is made 
simple with a digital 
management system

SEAMLESS APPOINTMENT 
BOOKING – the 
fundamental function 
central to any modern 
software package

ENERGY CODING – both 
in the chair and as 
part of the backwash 
experience.

TOP BENEFITS
SALON SOFTWARE:  

          MANY OF 
OUR SALONS HAVE 
SEEN INCREASED 
NEW BUSINESS 
THROUGH USING 
THESE PLATFORMS 
SO I WOULD SAY IT 
IS A MUST FOR ALL 
SALONS.

“ “
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Take just five minutes out of 

your day to learn how you can 

improve your window display, 

or how you can create a social 

media buzz about your salon. Got 

10 minutes? Why not read them 

both!
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Ever since its inception, 
NIOXIN has been 
dedicated to bringing 
relief to the sufferers of 

thinning hair, and it’s had a huge 
success rate. 

The researchers, hairdressers 
and scientists behind the brand 
have not stopped there: They’ve 
developed a round the clock 
regime to take every client from 
day to night, for outstanding 
results. 

Not only does this regime produce 
better results for your clients, it 
also presents a phenomenal retail 
opportunity since 82 percent of 
people would use a night time 
treatment for their hair if one was 
available*.

BY 
DAY
The 
innovative 3-part 
system kit applies advanced 
skin care technology to cleanse, 
optimise, and treat hair and scalp 
environment and can be used both 
in the salon and at home. Each 
one contains a unique blend of 
three technologies formulated to 
meet each client’s specifi c hair and 
scalp needs.

It begins with the NIOXIN 
Cleanser, which helps to remove 
follicle-clogging sebum, fatty acids, 
and environmental residue from 
the scalp skin and hair. 

NIOXIN Scalp REVITALISER is
a lightweight conditioner that 
follows and helps provide hair 
resilience and controls moisture 
balance. 

The NIOXIN Scalp Treatment 
contains antioxidants and 
botanicals that help provide a 
refreshed scalp environment as 
the fi nal step.

WITH THE LACK 
OF NIGHT CARE 
PRODUCTS ON THE 
MARKET AIMED 
AT HAIR, MANY 
SALONS ARE 
FACING A MISSED 
OPPORTUNITY, 
BOTH IN TERMS 
OF RETAIL AND 
SERVICE. NOW 
IS THE TIME FOR 
CHANGE AND 
NIOXIN ARE THE 
GUYS READY TO 
HELP YOU DO IT.

NIGHT
DAY  TO

BY 
DAY
The 
innovative 3-part 
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There are six regime choices 
available, each tailored to address 
individual hair needs, taking 
into consideration the stage of 
thinning [minor to noticeable], 
hair texture [fine, medium or 
coarse] and whether hair has 
been colour treated. 

Plus, clients can trial the 
3-part system kit for 30 days 
and if they’re not satisfi ed, 
NIOXIN offers a Money Back 
Guarantee. If you embrace the 
NIOXIN 3 step system at the 
backwash, you can expect to 
sell six times more NIOXIN retail 
product too, based on internal 
sales data across UK and Spain 
2014. It’s an easy sell. 

BY NIGHT
At night, the body’s natural repair 
function is stronger as the body is 
resting and cells regenerate.
The night provides a great 
opportunity for the body to repair 
against damage that has occurred 
during the day. 

Night Density Rescue is thinning 
hair’s answer to nighttime 
rejuvenation as NIOXIN’s fi rst 
ever leave-in treatment designed 
exclusively for overnight use. It 
targets the 84 percent of consumers 
that say they would use a treatment 
while they sleep to reduce hair fall*. 

Formulated with breakthrough 
NIOXYDINE24 technology, this 
innovative product is clinically 
proven to promote hair density** 
while your clients catch up on their 
beauty sleep. It works by reducing 
hair fall associated with scalp 
surface oxidative damage caused 
by UV exposure, pollution and 
environmental factors.  

It features powerful antioxidants 
including Vitamin E Acetate, Ginger 
Root Extract, Caffeine and Biotin 
that are known to target and 
neutralise oxidative damage at the 
scalp surface. These antioxidants 
help the body fi ght against oxidative 
damage by ‘donating’ an electron 
to neutralise free radicals that can 
accumulate on the scalp surface and 
in turn trigger hair fall. Clinical and 
scientifi c studies demonstrate that 
an increased level of scalp oxidation 
is found in people who are suffering 
from thinning hair. 

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

types, 
with a noticeable difference
in hair thinning expected after three
months.

ROUND THE CLOCK
Through offering your clients the 
entire NIOXIN day to night regime, 
including specialised treatments 
such as Diaboost, Scalp Renew 
Density Protection, Intensive 
Therapy and Hair Booster, you are 
joining a new era of support for the 
hair and scalp. 

There are 70 percent of people out 
there using night time products for 
their skin*, so it’s about time they 
had the tools to start taking as much 
care of their hair and scalp.

INFO:
NIOXIN.CO.UK

SB: ADVERTORIAL

         THROUGH OFFERING YOUR 
CLIENTS THE ENTIRE NIOXIN DAY 
TO NIGHT REGIME, INCLUDING 
SPECIALISED TREATMENTS SUCH 
AS DIABOOST, SCALP RENEW 
DENSITY PROTECTION, INTENSIVE 
THERAPY AND HAIR BOOSTER, 
YOU ARE JOINING A NEW ERA 
OF SUPPORT FOR THE HAIR AND 
SCALP. 

“
“ * Independent market research 

conducted among 144 US Salon 
clients concerned with thinning hair, 
2015 
** In three months
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HOSTING A 
BLOGGER’S 
EVENT

If you want to see your 
social media go crazy in a 
matter of hours, one of the 
easiest ways to do it is with a 
blogging event. Karen Hyam, 

Co owner at Atelier Hairdressing and 
Beauty Rooms in Redbourn, has held two 
of them – both very successful, despite 
the fact her salon is off the beaten track. 
So what did she do to make it work?

SB:GOT 5
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         SHOW INTEREST. 
A KEY FACTOR WITH 
BLOGGERS IS THAT IF 
YOU AREN’T A READER 
OF THEIR BLOG, YOU 
PROBABLY DON’T 
UNDERSTAND THEIR 
NEEDS. IF YOU HAVE 
CAST YOUR EYE OVER 
THEIR CREDENTIALS 
AND IT FITS, INVITE 
THEM PERSONALLY.

“

“
1Research who your 

LOCAL bloggers are and 
what they’re blogging 
about.  Some may be 

parenting blogs, or lifestyle 
but if they’re beauty, that’s 
a great place to begin. We 
challenged ourselves to find 
a list of the top 10 within 10 
miles of the salon. 

2 Show interest. A key 
factor with bloggers 
is that if you aren’t 
a reader of their 

blog, you probably don’t 
understand their needs. If 
you have cast your eye over 
their credentials and it fits, 
invite them personally.

3 Prepare. Preparation 
is so important these 
days – will you have 
the right material for 

them; will it be relevant to 
the salon’s marketing; what 
will they take away from it? 

4 Catering, with any 
event this is a key 
component.  Why 
not jazz it up; we 

prepared a special drink at 

our first event and it was 
documented. 

5 And with that,  
remember that 
bloggers will snap 
everything, and give 

you the visual representation 
that you crave for, so make 
sure you want them to snap 
what’s there and then share 
it on your own social media 
channels.

6 Create a format 
that is interesting, 
perhaps a journey, or 
possibly something 

that fits in with what you’re 
promoting at the time. We’ve 
covered things from nails to 
summer hair trends; it gives 
you again the opportunity to 
net the best result. 

7 Get involved. With 
participation from 
the blogger, you’ll 
experience a better 

result, they’ll learn more and 
the event will, in its entirety, 
be much more interesting 
instead of a look and learn. 

8 Build relationships 
now that you 
have your team of 
bloggers in salon, so 

that they can champion you.  
Of course they’ll report on 
other brands, and salons, but 
no less, when you do your 
next event, you’ve almost 
got an RSVP already.

9 Thank them, bloggers 
are generally unpaid, 
especially out of 
London, so they’re 

time is precious too, and 
they’ve given it up to join 
you and the salon for your 
event. 

  Build on it, debrief, 
and decide what 
you’ll do next time 
that could be better.

10
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Your window is the first thing 
your client sees and is a key 
area for both branding and 
retail – yet still many neglect it. 
Here, Danielle Jones, Marketing 

Director at Salons Direct, looks at how your 
window display can be used to drive business 
and attract customers.

SB:GOT 5

HOW TO BOOST RETAIL 
SALES THROUGH YOUR 
WINDOW DISPLAYS
While your salon treatments are 
your bread and butter where you 
make most of your money, the 
extra income from retail sales 
should never be underestimated.

No doubt you’ll [hopefully] 
have lots of lovely fully stocked 
shelves with the various 
products your clients need, 
but that’s not the only way to 
encourage retail sales. Your 
window display is an ideal 
space to showcase some of 
your products and can have 
a real positive impact on your 
business.

Here are some top tips for 
optimising your window displays 
and using them to help your 
salon grow…

UNDERSTAND YOUR 
CUSTOMERS
As with any form of marketing, 

it’s vital to understand your 
customers and decide who you 
want to sell to. According to 
Emma Brudner [@emmajs24], 
there are three types of 
customers – Tightwads, 
Spendthrifts and Average 
Customers.

If you want to sell to Tightwads 
[a slightly unfair name to 
be honest] then think about 
advertising discounts or product 
bundles in the window, whereas 
Spendthrifts might be more 
attracted by the more boutique 
products.

WHAT TYPE OF WINDOW 
DISPLAY DO YOU WANT?
Before anything else, you need 
to decide on the style of window 
display you want. Do you want 
something conceptual that 
intrigues and tells a story? 

This is a concept employed by 
many high-end traditional retail 
stores and boutiques, and one 
that can get incredibly inventive. 
You might not even feature 

OPTIMAL 
WINDOW 
DISPLAYS
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many actual products, but by 
hopefully luring people in with 
your impressive window display, 
you have more chance to sell to 
them inside.

The Retail Doctor [retaildoc.
com] goes as far as saying that 
you should put a completely 
unrelated item in your window 
– a stuffed toy pig perhaps – in 
order to grab your customers’ 
attention.

On the other hand, you can 
keep it nice and simple and 
place more focus on the actual 
products. Of course that doesn’t 
mean you can’t still be creative 
with your displays, but you 
can play around with how the 
products are presented to better 

catch the eye of passersbys.

CHOOSE A THEME FOR 
YOUR DISPLAYS
You could just put a handful of 
products in the window and 
hope it attracts customers, but 
if you really want to catch the 
eye, decide on a theme and have 
some fun with it.

For example, in summer, you 
could create a holiday scene 
in the window or display your 
products in a picnic basket. 
Similarly, at Christmas you could 
put bundles of products around 
the bottom of a Christmas tree 
to highlight what good gifts they 
make.

You can be even more specific 
with your displays, creating 

themes around sporting events 
or even films and TV shows. It’s 
a great way to get creative and 
help you salon stand out from 
others in the area.

THE ‘WANTS’ VS THE 
‘NEEDS’
An interesting decision is what 

products to feature in your 
displays. Do you go for the best-
selling products because you 
know people want them? Or do 
you push items that aren’t selling 
to try and get rid of them?

One method is to focus more 
on the ‘wants’ instead of the 
‘needs’. People will purchase the 
products they need anyway, so 
by putting the focus on products 
they want, you might be more 
likely to sway them and increase 
their average purchase value.

Sale products are also always a 
good option as they appeal to 
people’s wallets.

UPDATE YOUR WINDOW 
DISPLAYS REGULARLY
If you stick with the same display 
for too long then people will 
become desensitised to it and will 
stop paying attention. However, if 
you change things up and create 
a new window display, it will 
make people sit up and notice, 
particularly those who regularly 
walk by.

It could be as simple as changing 
a few of the products each week, 
or you could go for a complete 
redesign every few months. 
Keeping things fresh will show that 
your salon is forward thinking and 
takes pride in it’s appearance and 
products. 

Keep your window displays clean
Hopefully you keep your salon nice 
and clean, but it’s all too easy to 
forget about your window displays 
as you may walk through them on 
a daily basis. However, with your 
displays being a first impression 
for many customers, it’s important 
there isn’t a layer of dust on 
everything or products have fallen 
over.

If customers think you don’t pay 
attention to your window displays, 
they may think the same level of 
care and attention extends inside 
your salon as well.

By not getting the most from your 
window displays, you’re cheating 
yourself and your business out of a 
potentially lucrative revenue stream 
and increased footfall. And who 
doesn’t want that?

         FOR EXAMPLE, IN 
SUMMER, YOU COULD 
CREATE A HOLIDAY 
SCENE IN THE WINDOW 
OR DISPLAY YOUR 
PRODUCTS IN A PICNIC 
BASKET. SIMILARLY, 
AT CHRISTMAS YOU 
COULD PUT BUNDLES 
OF PRODUCTS AROUND 
THE BOTTOM OF A 
CHRISTMAS TREE TO 
HIGHLIGHT WHAT GOOD 
GIFTS THEY MAKE.

“

“
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B
orn in France to Southern 

Italian parents, Robert 
Mascive pursued a career 
in hairdressing that’s seen 

him take home many an accolade 
– most recently Colour Salon of 
the Year for his salon Metropolis 
Hairdressing. Robert opened the 
doors to the bustling. boutique-
style salon in Kingston-Upon-

Thames in 1999 and it’s gone from 
strength to strength. See what 
he has to say about his time in 

hairdressing so far…
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WHY DO YOU 
ENTER 
AWARDS?
There’s no 

denying that the buzz of 
fi nalising in (and of course 
winning) an award is incredible 
– it’s confi rmation that other 
people recognise your hard work 
and creativity. But awards are 
also a brilliant way of raising a 
salon’s profi le within the industry 
– getting your brand out there 
for all to see – and they certainly 
boost staff morale and are an 
advantage when it comes to 
recruiting staff. After all, who 
doesn’t want to work for an 
award-winning salon?

WHAT DO YOU LOOK FOR IN 
AN AWARDS WHEN YOU THINK 
ABOUT ENTERING?
Firstly, we have to consider 
whether we can meet the 
expectations required. Some 
entries require a lot of work 
and demand specifi c facts 
and fi gures, so it’s important 
to ensure we can provide 
everything stipulated. We also 
look at the quality of previous 
entries as a guide to what is 
expected and the coverage the 
awards receive. 

DO YOU BELIEVE WINNING 
AN AWARD IMPROVES YOUR 
TURNOVER?
I think that winning awards 
raises the profi le of a salon and 
makes it seem more prestigious, 
which in turn attracts more 
clients and therefore improves 
turnover. It’s also defi nitely a 
draw for staff, attracting new 
recruits and helping retain 
current staff. 

HOW DID IT FEEL TO WIN SALON 
BUSINESS AWARDS COLOUR 
SALON OF THE YEAR?
We were thrilled! Colour is a 
huge part of our business so it 
was wonderful to be recognised 
for an area we are so passionate 
about. There were some 
incredible salons in our category 
whose work we really respect, 
so that made winning even more 
special.

WHAT DO YOU THINK THE 
SECRET IS TO MAKING YOUR 
SALON STANDOUT?
I believe its our consistency – we 
pride ourselves on the quality 
of our work and constantly refer 
back to our brand’s values, which 
outlines the client experience we 

WITH ROBERT 
MASCIAVE

          I THINK THAT WINNING 
AWARDS RAISES THE 
PROFILE OF A SALON AND 
MAKES IT SEEM MORE 
PRESTIGIOUS, WHICH IN TURN 
ATTRACTS MORE CLIENTS 
AND THEREFORE IMPROVES 
TURNOVER.

“ “
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aim to provide – everything from 
giving each client a customised 
style to treating every client 
like a family friend. We strive 
for perfection in all areas, from 
the precision of our cuts and 
colours to the standards of our 
customer service and I think it’s 
this commitment that keeps us 
focused and successful.

HOW ARE YOU GOING TO 
MAXIMISE THE BENEFITS OF 
YOUR AWARD WIN?
As well as displaying the 
win as part of our window 
displays, we will also be placing 
advertisements in the local press 
as part of a new recruitment 
drive. By highlighting our recent 
success, we hope to attract 
stylists who are driven and 
determined and who wish to 
contribute to the Metropolis 
story.  

HOW HAVE YOUR STAFF 
RESPONDED TO THE WIN?
We have such a supportive team 
and awards such as this give 
them a great sense of pride. The 
staff are all really excited and 
fi red up as a result of the win 
and that has a knock-on effect 
with clients. There’s a real buzz 
about the salon right now.  
 
WHAT WOULD YOU SAY TO 
SOMEONE ELSE THINKING ABOUT 
ENTERING AN AWARD?
Go for it! It’s very rewarding 
and great for business. It also 
makes you look at your salon 
from a completely different angle 
– when compiling your entry, 
you start to notice any areas in 
which you may be lacking and 
identify areas in which you could 
improve, so it’s a really useful 
exercise in that respect alone.

          WE HAVE SUCH A 
SUPPORTIVE TEAM AND 
AWARDS SUCH AS THIS 
[SALON BUSINESS AWARDS 
COLOUR SALON OF THE YEAR] 
GIVE THEM A GREAT SENSE 
OF PRIDE. THE STAFF ARE ALL 
REALLY EXCITED AND FIRED 
UP AS A RESULT OF THE WIN 
AND THAT HAS A KNOCK-
ON EFFECT WITH CLIENTS. 

“

“
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THIS ISSUE’S BUNDLE OF GIZMOS 

PLAYS TO THE INNER CHILD IN 

US ALL. WHETHER IT’S RAINBOW 

LIGHTING, MOVIE GADGETS OR 

SUPER-COOL SOUND SYSTEMS, 

YOU’LL WANT TO PLAY WITH IT ALL…

THINK PINK

MOVIE BUFF

LIVE IN COLOUR

It’s hard to believe this tiny little 
gadget can project any video, 
presentation, game or movie into 
big screen form, but the Aiptek i70 
MobileCinema is wireless with built-
in Wi-Fi and stereo speakers. Use it 
to stream the backstage video of your 
latest shoot, straight from iOS or 
Android devices, cinema style. Movie 
night in the salon, anyone? £249.99, 
Amazon Prime

You can’t help but be cheered up by these 
Colour 1000 smart lightbulbs, which allow 
you to light your home – or salon – in 
millions of different colours. You can even 
set schedules to set your ideal lighting 
automatically, and connect to its built-in Wi-Fi 
for complete control. Adjust brightness and 
intensity and play with warm and cool tones 
– you might just be surprised how colour 
can enhance your environment and mood. 
£59.99, AMAZON.CO.UK

SB:GAGDETS
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Alongside its inspirational pink            
campaign, this year ghd has gone one step 
further in the fi ght against breast cancer – 
by launching a series of tutorials that offer 

styling advice for women recovering from treatment-
related hair loss. Onboard are ghd stylists Zoe Irwin 
and Adam Reed, as well as Fashion Editor Lily Russo 
and Beauty Editor Sophie Beresiner. Whether it’s wig 
styling, making a statement with head scarves, brow 
and lash loss or hair regrowth – they’ve got it covered! 
VIEW THE TUTORIALS AT GHDHAIR.COM/PINK

TechGirls_Deptember.indd   30 31/08/2016   16:30



SOUNDS
GOOD

If you’re looking to 
brush-up on your men’s 
hairdressing skills, Chris 
Foster’s your guy. But 
even if you can’t enrol 

31

WARM RECEPTION

SOUND OFF

BARBER TRICKS

Struggling to keep on top of phone calls? Salon Evolution has launched its 
Virtual Receptionist Service – a bespoke answerphone system that removes 
the daily disturbance of phone calls, allowing staff to fully concentrate on 
their clients. Rather than a generic answering service, the Virtual Reception 

team pride themselves on their VIP treatment of clients over the phone, and book 
appointments to minimise gaps in columns and wasted time. Worth thinking about. 
FOR MORE INFORMATION, EMAIL INFO@SALONEVOLUTION.CO.UK

W e love these 
GEAR4 BLACK 
multi-room 
speakers, which 

can be used to play the same 
music in each space or create 
a personal ‘zone’ with different 
music for different rooms – 
perfect for at 
home or in 
the salon. 
Plus, the free 
GEAR4 app 
is pre-loaded 
with Spotify 
and over 
1,000 internet 
radio stations 
– bonus.       
FROM £99.99, 
GEAR4.COM Swedish brand Urbanista 

has combined chic 
Scandinavian design with 
great sound quality for its 

new Seattle Headphones – available 
in a range of suitably stylish shades. 
We love the innovative folding 
function, making them travel-friendly 
when you’re trotting the globe! 
£49.99, URBANISTA.COM

SB:GADGETS

music for different rooms – 
perfect for at 
home or in 
the salon. 
Plus, the free 
GEAR4 app 
is pre-loaded 
with Spotify 
and over 
1,000 internet 
radio stations 
– bonus.       
FROM £99.99, 
GEAR4.COM

31

stats
25 percent 
of adults are interested in a 
location-based app to find 
salon or spa offers near them. 
SURVEY BY MINTEL

at his prestigious Foss Academy, you can get the next best thing 
downloaded to your phone. The Foss Academy App covers all ranges 
and abilities, with over 35 free videos in which Chris demonstrates a 
host of key skills including clipper confidence, creative cutting and 
professional shaves. Free of charge, iTunes and Google Play 
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COLOUR
GET THE SUPPORT YOU 
NEED TO GAIN A DEEPER 
UNDERSTANDING OF YOUR 
EXISTING CLIENTS, AND 
CREATE BIGGER BUSINESS 
OPPORTUNITIES WITH COLOUR. 
ALL WITH THE HELP OF 
WELLA PROFESSIONALS.

DESTINATION:
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Wella Professionals has 
plans to turn your salon 
into the number one 
destination for colour 

with a wealth of support on offer – all 
you have to do is accept it. 

The full year activation plan aims to 
increase your colour services and the 
number of premium services you 
offer, including the exclusive Couture 
Colour service, by developing a deeper 
understanding of your clients and 
identifying the business opportunities. 

Only 42 percent of UK females colour 
their hair so there is huge opportunity 
to get the remainder doing it too, but 
for that to happen you need a good 
understanding of your clients. There 
are three basic profiles based on 
age, tendency to colour and barriers 
encountered by the stylist, according 
to Wella Professionals. 

The 55s and over, tend to abstain from 
colour altogether, depsite previously 
being a colourer. Blending services are 
an ideal way to keep them colouring 
for longer, as these are also the most 
loyal, so they’re not one to overlook. 

At the other end of the scale, only 21 
percent of 17 to 34 year olds colour 
in salon as they want something cost 
effective and low maintenance. There 
isn’t a lot of loyalty here but with easy 
to maintain colour techniques you can 
reel them in. 

The middle group, aged 35 to 54 
are the most profitable clients so 
it’s worth taking care of them with 
premium products and services, such 
as Couture Colour. 

Here is a snippet of the support Wella 
Professionals has on offer…

CONSULTATION 
Offering every client a free colour 
consultation is the first step to getting 
a new client colouring or upgrading a 
client to Couture Colour. 

Seventy percent of women would 
book a colour service if they received 
a colour consultation on the right hair 
colour based on their hair type, eye 
colour and skin colour. 

While many salons will think they have 
the consultation nailed, 70 percent of 

women feel theirs should have been 
more in-depth, so it’s an area most 
salons would benefit from constant 
revaluation.

Wella Professionals builds the 
consultation around the Colour 
Equation, which takes into account 
skin tone, eye colour and hair colour. 
The brand’s scientific research team 
has proven, through eye tracking 
technology, that the most attractive 
beauty results are when one of 
the three aspects stands out and 
contrasts against the other two. Some 
clients may want to go against the 
formula with a complimentary colour 
service and that’s fine, but the secret 
for instant impact is a new formula.

DRIVE SALON RECOMMENDATIONS
To help salons attract new clients 
to the salon, Wella Professionals 
supports salons with a range of 
recommend a friend campaign 
materials to help drive the reputation 
of your salon and get new clients 
through the door. Plus you can 
create your own at Wella My 
Marketing including social media and 
personalised cards.

UPDATE YOUR COLOUR MENU
Ensure you display a colour service 
menu with clear prices so that all 
clients know what’s available and 
how much it will cost. Price is a key 
barrier to starting colouring and so this 
alone could gain new colour clients. 

This doesn’t have to be expensive as 
Colour Menus are available to print on 
Wella My Marketing. 

CONTOURING COLLECTION
Stay ahead of the trends. This month, 
Wella Professionals is launching 
its Contouring Collection made up 
of three contouring services and 
techniques. These will be launched 
through the year, starting with 
Transformative Contouring.

This technique aims to excite regular 
colourers to try something different 
with colour placement that transforms 
a look. It uses a combination of 
freehand and highlighting techniques 
with different placements of depths 
and tones around the face and within 
the interior to create the deception of 
light and shade.

Dark colours are great to shorten 
and narrow the face shape, while 
light colours help to add length and 
width. This changes the appearance 
of any face shape by defining and 
re-contouring facial features and, 
incorporated with the colour equation, 
enhances natural skin tone and eye 
colour to their most attractive beauty 
effect.

Each technique is designed to meet 
the needs of each client group so 
keep your eyes peeled for  Delicate 
Contouring and Bright Contouring. 

SB: ADVERTORIAL
FOR MORE 

INFORMATION: CONTACT 
YOUR WELLA PROFESSIONALS 

ACCOUNT MANAGER, 
CALL 01202 595 700, 

OR VISIT 
WELLAPROFESSIONALS.CO.UK

NEW LE BEIGE 
COLLECTION 
BY KOLESTON 
PERFECT
Constantly ahead 
of innovation, Wella 
Professionals is 
launching the NEW 
Le Beige Collection 
by Koleston Perfect to 
support the contouring 
services.

Inspired by the desert, 
Le Beige Collection is 
digitalised and translated 
into technology and 
molecules to support 
colour contouring for all 
skin types. 

It has been especially 
designed using state of 
the art shade matching 
technology to create 
shades that give Koleston 
Perfect a modern colour 
result that has a major cool 
tone with a delicate minor 
hint of brown to create this 
stunning collection.
Available from September 1, 
2016
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CREATIVITY IS WHAT THIS INDUSTRY 
IS ALL ABOUT – AND WE JUST LOVE 

WRITING ABOUT IT
P36 GOLDWELL 
DOES COLOUR

P40 THE ERA OF 
THE CURL

P42 BEHIND THE 
SCENES AT NOISE

P46 HOW TO GET 
CARE NAILED FOR 
EVERY CLIENT

P56 IN THE SHOES 
OF HOOKER & 
YOUNG

P60 AUTUMN/
WINTER 2016 
UNCOVERED

P68 THE KIT 
TO KEEP YOU 
FASHIONABLY ON-
TREND

P70 BACKSTAGE 
WITH INSPIRE

P74 HAIR DOCTOR 
LOOKS AT THREE 
TYPES OF CLIENT

P76 SEE INSIDE 
THE SALON THAT 
SCOOPED SALON 
BUSINESS AWARDS 
COLOUR SALON OF 
THE YEAR 2016

P80 THE LATEST 
PRODUCTS THAT 
YOU NEED TO 
KNOW ABOUT

P83 OUR CRUSH 
THIS MONTH 
SMELLS OH-SO-
GOOD

P84 CAPTURED: 
CREATIVITY
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ONE OF SUMMER’S HOTTEST 
EVENTS, THE COLOR ZOOM 
SUMMER PARTY WENT OFF 
WITH A BANG, WITH OVER 
450 HAIR PROFESSIONALS IN 
ATTENDANCE – AND AN AFTER 
PARTY UNDERNEATH GUILDHALL 
IN THE ANCIENT CRYPTS. 

The historic 
Guidlhall in London 
was taken over 
as stylists and 

colourists descended to 
hear the gold, silver and 
bronze winners of the 
prestigious Goldwell Color 
Zoom competition. 

Setting the mood, guests 
arrived to canapés and 
cocktails before being 
seated for two spectacular 
catwalk shows in the 
renowned Great Hall. 
Shane Bennett, Goldwell 
UK Guest Artist and 2015 
British Artistic Team of 
the Year Sam Burnett, 
key member of the KMS 
Global Style Council, 
took to the stage for the 
announcement of the 
winners…

New Talent Category 
Georgia Wild, Iconic 
Hairdressing
Creative Colorist Category 
Charlotte Boyle, Gloss
Partner Category Abby 
Whittaker, Sarah Hodge 
Hairdressing
All of the winners 
reinterpreted the D!RSUPT 
trend to add a truly

disruptive twist to the hair’s 
shape, colour and texture. 

Now they’ll go on an all-
expenses paid trip with their 
model  to the international 
live fi nal in the Swedish 
capital, Stockholm. Here 
they will compete against 
other national winners 
from around the world to 
become one of three Global 
Color Zoom winners and 
take their place on the Color 
Zoom Creative Team.

Once part of the team, as 
Global Color Zoom winner, 
they will be given the 
chance to take part in the 
Color Zoom 2018 collection, 
while also becoming the 
Color Zoom of international 
hairdressing.

Summer
Time...

Guidlhall in London 

disruptive twist to the hair’s 
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THE HISTORIC GUIDLHALL IN 
LONDON WAS TAKEN OVER AS 
STYLISTS AND COLOURISTS 

DESCENDED TO HEAR THE GOLD, 
SILVER AND BRONZE WINNERS 

OF THE PRESTIGIOUS 
GOLDWELL COLOR ZOOM 

COMPETITION. 
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ALL OF THE WINNERS 
REINTERPRETED THE D!RSUPT 

TREND TO ADD A TRULY
DISRUPTIVE TWIST TO THE 

HAIR’S SHAPE, COLOUR AND 
TEXTURE. 
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THE INFAMOUSLY COOL 
YET ÜBER SOPHISTICATED 
ROSEWOOD HOTEL PROVIDED 
THE PERFECT BACKDROP FOR 
THE LAUNCH OF TWO NEW 
PRODUCTS TO THE FUDGE 
PORTFOLIO.

Haircare brand 
FUDGE 
Professional 
invited editors 

to witness the unveiling 
of two new styling 
product innovations – 
Curve Maker and Curve 
Recovery – due to join 
the impressive FUDGE 
portfolio this month. 

The Rosewood Hotel, 
with its unusual 
combination of classic yet 
quirky design features,  
echoed FUDGE’s own 
brand ethos. Guests 
were invited to mingle in 
the Private Living Room, 
which had been adorned 
with fresh FUDGE orange 
dahlias, orange retro curl 
rollers and a pinboard 
showcasing imagery from 
backstage at the London 
Collections Men designer 
shows, which FUDGE had 
styled just weeks earlier. 

After enjoying coffee and 
juice refreshments, guests 
were invited to take their 
seats for an exclusive 
breakfast presentation. 
Here, table centrepieces 
were interspersed with 
the two new product 
offerings, along with yet 
more fresh orange fl ower 
arrangements. 

Head of FUDGE 
Professional Stephanie 
Bruce welcomed the 
guests and gave a brief 
overview of the brand and 
its history for the benefi t 
of newcomers in the 
room. This was followed 
by an introduction to 
the new Curve Maker 
and Curve Recovery 
products from Sue Lever, 
Education Specialist & 
Events Coordinator at 
FUDGE Professional, 
who explained that the 
launch couldn’t come at 
a better time considering 
current hair trends for lots 
of texture, and a general 
curl-comeback. 

Guests were then talked 
through the science 
behind the latest 
innovation breakthroughs, 
including how the new 
Elasto-Curve technology 

Curve 
ball
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and cream formulas allow 

for longer-lasting bounce 

and less crispy texture than ever 

before. 

Two female models with opposite 

natural hair textures had been pre-

styled with the Curve Maker and 

Curve Recovery by session stylist 

Alexis Day in order to demonstrate 

the products’ results and efficacy 

in both naturally textured Caucasian 

hair, and incredibly straight Asian 

hair. 

Next to the stage was Michael 

Kontos, Creative Director at 

London School of Barbering, who 

famously collaborated with FUDGE 

Professional for its academy’s 

educational programmes. Kontos 

had created a super curly look on a 

male model by combining the two 

products to both tame and enhance 

the model’s natural texture, 

meaning press could witness the 

impressively versatile nature of the 

products first hand. 

Talking about the new Curve 

products, Sue Lever commented: 

“Not only do statistics tell us that 

over 60 percent of the world’s 

population has textured hair, we’re 

also seeing a real trend for natural 

curls and texture on the catwalks. 

Given this return to curls, these 

new Curve products from FUDGE 

Professional couldn’t come at a 

better time and it’s brilliant that 

they cater to all hair types – now 

everyone will have the chance to 

create and sport curls.” 

NOT ONLY
 DO STATISTICS 

TELL US THAT OVER 60 
PERCENT OF THE 

WORLD’S POPULATION 
HAS TEXTURED HAIR, 
WE’RE ALSO SEEING A 

REAL TREND FOR 
NATURAL CURLS AND 

TEXTURE ON 
THE CATWALKS. 
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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.

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 fi rst 
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 infl atable 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 
outfi ts.

Making a comment on 
social perception of 
body size, Peter Gray‘s 
show featured two 
very different looking 
models, one plus size 
and one size 0 who 
were wrapped in hair-
fi lled 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.

Under-
ground

Debut then took to the 
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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.”

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!
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FINE? THICK? CURLY? STRAIGHT? FRIZZY? 
DAMAGED? UNMANAGEABLE? THE NEEDS OF 
YOUR CLIENT’S HAIR ARE ENDLESS. TAKE INTO 
ACCOUNT THEIR WANTS AND DESIRES TOO, AND 
SUDDENLY YOU’RE FACED WITH A MULTITUDE OF 
TICK BOXES YOU NEED TO FULFILL TO ENSURE 
THEY CAN ACHIEVE THE LOOK THEY ENVISION. 
THE COMPREHENSIVE PORTFOLIO OF WELLA 
PROFESSIONALS CARE & STYLING PRODUCTS 
COVERS EVERY AGENDA: WITH FORMULAS FOR 
EVERY CARE NEED AND STYLE IMAGINABLE, YOU 
HAVE A FULL ARSENAL AT YOUR FINGERTIPS.

TAILORED HAIR
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When it comes to 
hair, products that 
work in harmony 
– from the care at 

the washbasin to colour applied 
and the fi nal styling – are the 
recipe for success. 

The guys at Wella Professionals 
have made this their priority, 
which is why the entire 
Wella Professionals Care & 
Styling portfolio is packed 
with nourishing, high quality 
ingredients that work together 
with Wella Professionals colour 
products, for the best results. 

When used on the correct hair 
type, the Care line up ensures 
hair is in the best condition, 
pre and post colour, while each 

product also comes 
with its own at home 

regimen for an easy 
upsell.

“When you’ve achieved a 
premium colour result, using 
the Brilliance Shampoo and 
Mask not only enhances that 
result but keeps it looking salon 
fresh,” says Josh Wood, Wella 
Professionals Global Creative 
Director for Colour:

The exclusive EIMI Styling 
collection provides an opportunity 
for retail both in and out of the 
salon as it’s so versatile. Root 
volume? Check. Hold with 
humidity protection? Check. 
Smoothness and shine in a 
lightweight BB lotion? Check. Dry 
shampoo with volume in a matte 
fi nish? Check. Texture boost with 
strong defi nition? Check – and 
that’s just for starters. 

Wella Professionals Styling 
portfolio is extensive for every 
style imaginable but the key to 
the best fi nish starts with the 
care, as Eugene Souleiman, Wella 
Professionals Global Creative 
Director for Care and Styling says: 
“Oil Refl ections adds incredible 
shine and refl ectiveness to the 
hair while leaving it soft and free-
fl owing.” 

Upselling with Wella 
Professionals is easy once the 
stylist understands how the 
products work together; Wella 
Professionals Colour should 
be complimented with Wella 
Professionals Care and Styling 
both in the salon and at home. 
Plus with awards such as BEST 
SHAMPOO in the Cosmopolitan 
Beauty Lab Awards 2015 for 
Elements renewing shampoo, 
your clients will have little reason 
to say no.

SB: ADVERTORIAL

BRILLIANCE 
SHAMPOO

OIL REFLECTIONS 
LUMINOUS 
SMOOTHENING OIL

BRILLIANCE MASK

ELEMENTS RENEWING 
SHAMPOO

When you want 
to achieve glossy 
refl ections and 
smoother hair, this is 
Wella Professionals’ #1 
bestseller. Containing 
macadamia oil, it’s 
perfect for all hair 
types.

Boost the vibrancy of 
coloured hair with an 
instantly noticeable 
soft touch. Containing 
diamond dust it’s 
available for fi ne/normal 
hair and thick hair.

Wella Professionals’ most 
recommended shampoo for colour 
protection and vibrancy, and it 
contains diamond dust. It’s available 
for fi ne/normal hair and thick hair for 
individual tailoring.

As the ideal start to any service, 
this shampoo renews the 

moisture of the hair, preserving 
and nourishing it from root to tip. 

It’s sulfate-free and suitable for 
all hair types.

This self-warming treatment 
can be used in salon and at 
home for a deep repair and 
unique haircare experience. 

It contains silk extract to 
nourish dry or damaged hair. 
“Enrich Self Warming Mask 

is the go to product for 
unruly, frizzy and dehydrated 

hair. This formulation will 
help resolve all those 

problems in one go.” Josh 
Wood, Wella Professionals 
Global Creative Director for 

Colour.

1

3

5
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BRILLIANCE MASK

ELEMENTS RENEWING ELEMENTS RENEWING ELEMENTS RENEWING 
SHAMPOO

Boost the vibrancy of 
coloured hair with an coloured hair with an 
instantly noticeable 
soft touch. Containing 

available for fi ne/normal 
hair and thick hair.

As the ideal start to any service, As the ideal start to any service, As the ideal start to any service, 
this shampoo renews the this shampoo renews the 

moisture of the hair, preserving moisture of the hair, preserving 
and nourishing it from root to tip. and nourishing it from root to tip. 

It’s sulfate-free and suitable for It’s sulfate-free and suitable for 
all hair types.all hair types.

This self-warming treatment 
can be used in salon and at 
home for a deep repair and 
unique haircare experience. 

It contains silk extract to 

OIL REFLECTIONS 
LUMINOUS 
SMOOTHENING OIL

to achieve glossy 

smoother hair, this is 
Wella Professionals’ #1 
bestseller. Containing 
macadamia oil, it’s 
perfect for all hair 

ELEMENTS RENEWING 
SHAMPOO

As the ideal start to any service, 
this shampoo renews the 

moisture of the hair, preserving 
and nourishing it from root to tip. 

It’s sulfate-free and suitable for 
all hair types.

2

4
ENRICH SELF-

WARMING MASK

            CARE 
ESSENTIALS
top 5

FOR MORE 
INFORMATION: CONTACT 

YOUR WELLA PROFESSIONALS 
ACCOUNT MANAGER, 
CALL 01202 595 700, 

OR VISIT 
WELLAPROFESSIONALS.CO.UK
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TENDER

THE BENEFITS OF WELL-CONDITIONED HAIR ARE 

WIDELY DOCUMENTED IN-SALON AND IN THE MEDIA. 

BUT WHY IS IT SO IMPORTANT FOR CLIENTS TO BE 

EDUCATED IN KEEPING THEIR HAIR HEALTHY? AND HOW 

CAN SALON OWNERS CAPITALISE ON THE BUSINESS 

OPPORTUNITIES ASSOCIATED WITH IT? HELEN BIRD 

TALKS TO THE EXPERTS.
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ADDING HAIR EXTENSIONS TO 
YOUR SALON MENU COULD BE 
SEEN AS A BIG COMMITMENT, 
ESPECIALLY WITH THE ASSOCIATED 
INVESTMENTS IN TRAINING AND 
EQUIPMENT. BUT EXTENSIONS CAN 
LENGTHEN LOYALTY AND BOOST 
BUSINESS AS MUCH AS CLIENTS’ 
HAIR, AS HELEN BIRD DISCOVERS.

L O N GGAME

ADDING HAIR EXTENSIONS TO 
YOUR SALON MENU COULD BE 
SEEN AS A BIG COMMITMENT, 
ESPECIALLY WITH THE ASSOCIATED 
INVESTMENTS IN TRAINING AND 
EQUIPMENT. BUT EXTENSIONS CAN 
LENGTHEN LOYALTY AND BOOST 
BUSINESS AS MUCH AS CLIENTS’ 
HAIR, AS HELEN BIRD DISCOVERS.

L O N GL O N GGAMEL O N G
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From those fi rst lessons 
as a trainee about the 
structure of the hair to 
educating clients on 

a daily basis about minimising 
damage with products and 
regular trims, the importance 
of well-conditioned hair is well 
and truly drummed into you as 
hairdressers. 

Do clients understand it as well 
as they should? And, with the 
rise of creative colours and 
heated tools, how can we help 
them save their locks without 
pushing the hard sell? Salon 
Business speaks to stylists and 
salon brands about why it’s cool 
to care for hair…

THE PRICE OF 
FASHION
With so many different colour 
effects and styles possible today, 
clients are afforded the chance 
to get more and more creative 
with their hair. As stylists you 
love to help your clients have 
fun with hair, but you also have 
a duty to help them minimise 
damage by directing them to the 
right products and giving correct 
care advice.

“Creativity is great, and naturally 
the client wants it to last for 
a reasonable amount of time, 
which is only possible when 
the hair is healthy,” explains 
Cassandra Fleet from Marketing 
and Operations at L’Anza. 
“Healthy hair is able to absorb 
and retain colour, whereas hair 
that is in poor condition cannot 
grab onto the colour particles 
that are applied and colour fades 
quickly.”

Preventing colour fade is a 
key priority for Lisa Whiteman 
too. The founder of Webster 
Whiteman and Goldwell UK 
guest artist says: “Keeping hair 
in good condition is the most 
important element because it’s 
key to keeping the colour looking 
vibrant and new for longer. It 
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also helps hair look youthful 
and smooth. There’s no point 
in spending money on a colour 
service if it ends up looking dry 
and frizzy after you’ve washed it 
at home.”

WATCH YOUR WORDS
Before a colour or any other 
service begins, the consultation 
process is crucial to establish the 
condition of the client’s hair and, 
importantly, how they perceive 
it. It’s not uncommon for a 
client to be unaware that their 
hair is in poor condition. On the 
other hand, they could feel very 
self-conscious about it, which 
can make it a diffi cult subject to 
broach.

How can stylists approach the 
topic sensitively with clients 
and educate them about the 
importance of well-conditioned 
hair without sounding patronising 
or offensive? Steve Rowbottom, 
director at Westrow, has some 
wise words: “Starting by asking 
whether the client has any 
particular concerns or areas they 
would like to improve. It can 
be an easy way to gently draw 
the information out,” he says. 
“You don’t necessarily need to 
phrase it in a negative way. You 
could simply explain how their 
hair condition could be vastly 
improved if they took a particular 
course of action, tried a certain 
treatment or cut back on their 
use of heated appliances: that 
way you are focusing on the 
positive rather than the negative.

“One of the main things to 
ensure is that the client goes 
away with far more knowledge 
about their hair than they did 
before their appointment.”

Lloyd Court, senior colour 
consultant for seanhanna salons, 
agrees that the best approach 
is an open, non-judgemental 
one. “Asking open questions 
to the clients will allow them 
to give you their opinion fi rst,” 
he explains. “Never jump the 
gun when discussing whether a 
client’s hair is damaged – allow 
them to begin the conversation.”
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HERITAGE
As one of the fi rst 
professional hair colour 
brands to introduce 

organic ingredients into their hair 
colour formulation, Organic Colour 
Systems has spent years ensuring 
every single ingredient works in 
harmony for the ultimate colour 
result. 

Each has benefi cial properties 
to enhance the performance of 
Organic Colour Systems hair 
colours, improve the condition 
of the hair and aid colour 
longevity post colouring, as 
they know great care, means 
great colour. 

“It’s part of our fundamental 
education programme 
and we strive to educate 
hairdressers on the 
importance of well-
conditioned hair daily,” says 
Cloe Hazell, Organic Colour 
Systems Salon Educator.

“Our system will allow you to 

transform any head 
of hair by using the 
correct care. It goes 
beyond an outstanding 
colour formula, it is a 
system of total haircare 
from start to fi nish at every colour 
service.”

The condition of hair varies dependent 
on its age, previous colouring, 
external pollutants, chemicals, 
heat styling and product build-
up. This is why at Organic 
Colour Systems every colour 

service begins 
with a Wet 
Stretch Test 
to show you 

and your client 
whether their 
hair is lacking 
in protein or 
moisture and 
what treatment 
is required before 
you begin. 

The treatment 
of the hair 

WITH SO MANY HAIR 
TRENDS AND COLOUR 
PALETTES EMERGING, 
THE PRESSURE ON 
HAIRDRESSERS TO 
RECREATE THESE LOOKS 
ON A FREQUENT BASIS IS 
INCREASING. AT ORGANIC 
COLOUR SYSTEMS, THE 
NEED TO HAVE WELL-
CONDITIONED HAIR 
FOR REGULAR COLOUR 
TRANSFORMATIONS, 
COLOUR LONGEVITY AND 
HEALTHY HAIR, HAS BEEN 
A KEY PRINCIPLE SINCE 
THE BRAND’S BEGINNINGS 
OVER 25 YEARS AGO. THIS, 
AND THEIR DEDICATION TO 
NATURAL AND ORGANIC 
INGREDIENTS, IS WHAT 
MAKES THE BRAND SO 
SPECIAL.

beforehand will prepare and increase 
the condition and strength of the hair 
so during colouring and styling, hair 
isn’t compromised and the condition 
of the hair remains healthy. 

“Organic Colour Systems never 
compromises the condition of the 
hair, if anything clients will always 
leave with better conditioned hair 
from when they walked in, even 
after colouring,” adds Cloe.

By producing and working with 
natural products that build the hair’s 
structure and replacing the plastics 
with natural proteins, Organic Colour 
Systems ensures maximum hair 

strength colour after colour.

HERO PRODUCT 
Power Build Revamp 
by Organic Colour 
Systems is the original 
and natural bond fi xer, 
helping to reconstruct 
protein bonds essential 

for hair strength. 

Made with 8 percent certifi ed 
organic quinoa, which is 

a natural protein and 
closely representative 
of the essential amino 
acids that are found 
in the cortex of the 
hair, it strengthens 
and provides added 
moisture retention, as 

well as encourages deep 
penetration of the hair 

to prevent damage and aid 
protection. 

Tests show that just one 15 minute 
treatment using Revamp, improves 
the condition of the hair by up to 
50 percent – resulting in naturally 
stronger healthier hair.

Revamp can also be used to save 
dry broken hair caused by the 
excessive use of heat styling 
appliances, such as hairdryers and 
straightening irons. 

It works its magic on all hair types 
lacking strength and protein, 
encouraging vibrant shiny colour 
and fi nish with no breakage. This 
means hair transformations, even as 
extreme as from brunette to blonde, 
can be achieved and maintained 
naturally with outstanding results.

Info: organiccoloursystems.com

AN 
ETHOS HEALTHY HAIR

DAMAGED HAIR
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CUT TO THE CHASE
Remember the days when 
the only solution for dry and 
damaged hair was to cut it off? 
Thanks to the huge advancement 
in product technology and highly 
nutritive ingredients [see box 
for buzzwords] it’s possible to 
make hair signifi cantly healthier 
without resorting to the chop, as 
Pont Smith, academy director at 
Blue Tit tells us.

“We often recommend 
prescriptive haircare products 
tailored to a particular client’s 
needs, which can really make a 
noticeable difference to dry and 
damaged hair.” The salon, which 
uses Davines products, swears 
by the natural ingredients and 
targeted formulas for improving 
condition.

Bridal hair and beauty specialist 
Anna Sorbie is a fan of the 
hugely popular Olaplex system 
to “help maintain the hair’s 
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integrity, strength and condition 
when it is colour-treated”. 
“However,” she continues, 
“an effective and regular home 
haircaire routine that specifi cally 
addresses the condition of the 
hair, is still essential.

“I encourage clients to use a 
deep-conditioning treatment at 
least once a week, or twice if 
their hair is particularly damaged. 
A lot of clients are afraid of 
using oils, fearing that they will 
make the hair greasy, but a 
good quality hair oil is excellent 
for delivering a much-needed 
moisture boost to dry and 
damaged hair, without over-
stimulating the hair’s natural oil 
production,” Anna adds.

RETAIL REWARDS
With such a plethora of products 
designed to boost condition 
both in-salon as part of a service 
and at home, comes a number 
of opportunities for stylists to 
use their upselling skills. 

Lloyd agrees that this has 
boosted his business goals: 
“As the products are a lot more 
advanced you see quicker 
visible results, so the clients 
continue to buy what you 
recommend as they have faith 
in you,” he says.

At HOB Salons, where Olaplex 
has become standard in 

colour services, the stylists 
are embracing the opportunity 
to educate clients without 
using the hard sell approach. 
Education and art team member 
Sean Nolan says: “Products 
that actually work make 
conversations with your clients 
so much easier as you’re talking 
from the heart. As hairdressers 
this makes our lives so much 
easier.

“They’ve really boosted sales, 
which is good for everyone. 
More money in the till and 
everyone’s pockets is always 
a great thing and it really 
motivates the teams in the 
salons,” he adds.

EDUCATE YOURSELF
Most clients are well aware that 
maintaining good hair condition 
is the holy grail. With product 
adverts splashed all over the 
media and magazines extolling 
the virtues of healthy hair we 
can’t help but learn about it, 
which is why stylists should stay 
one step ahead, Lisa concludes.

“It’s important to stay educated 
because clients are educating 
themselves,” she says. “It’s 
impressive if they can learn 
something from their hairdresser, 
it gives you a strong professional 
edge and ultimately displays you 
have a solid knowledge about 
the industry you work in.”

KERATIN – it’s the 
protein that hair is 
made from so it acts 
as a great building 
block for healthy hair

HYALOVEIL – an 
adhesive type of 
hyaluronic acid not 
easily removed from 
hair. Known for its 
moisturising and 
protecting properties

BIS-AMINOPROPYL 
DIGLYCOL DIMALEATE 
[IT’S A BIG ONE] – an 
active ingredient found 
in Olaplaex and similar 
products, which has 
two reactive ends that 
form disulfi de bonds 
before, during and 
after a process

QUINOA – a natural 
protein that enriches 
the hair as soon as it’s 
applied

WHITE TEA – a great 
antioxidant ingredient 
for protecting weak, 
brittle hair

CACTUS EXTRACT – a 
natural heat protector 
for the hair

HERE COMES THE SCIENCE BIT… OUR EXPERTS 
SUMMARISE THE TOP CONDITIONING INGREDIENTS 
STYLISTS SHOULD LOOK OUT FOR

HAIRCARE BUZZWORDS

CareFeature.indd   53 30/08/2016   14:10



WELL19884 Wella SP_Salon Business DPS ad.indd   1 26/08/2016   12:07InStyleSept.indd   34 31/08/2016   19:24



WELL19884 Wella SP_Salon Business DPS ad.indd   1 26/08/2016   12:07InStyleSept.indd   35 31/08/2016   19:24



AS ONE OF THE MOST ICONIC 
DUOS IN THE INDUSTRY, MICHAEL 
YOUNG AND GARY HOOKER 
HAVE FORGED A CAREER AS ONE 
POWERHOUSE. THEY HAVE SALONS 
IN DARLINGTON, GOSFORTH, 
JESMOND, PONTELAND AND 
WYNYARD, WHICH THEY OVERSEE 
WHILE ALSO TRAVELLING THE 
GLOBE. THEY HAVE COUNTLESS 
AWARD WINS, EDITORIAL 
CAMPAIGNS AND INSPIRATIONAL 
SHOWS UNDER THEIR BELT, BUT 
WHAT REALLY SETS THEM APART 
IS THEIR LIKEABILITY. THIS YEAR 
MARKS THEIR 20TH IN BUSINESS 
TOGETHER, AND WE WANT TO FIND 
OUT WHAT IT’S BEEN LIKE.
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YOU’VE CREATED A VERY 
SUCCESSFUL BRAND 
IN THE INDUSTRY SO 
THAT YOU’RE BOTH 

RECOGNISED AS ONE ENTITY. HOW 
HAVE YOU ACHIEVED THAT? 
MICHAEL: It’s important to be 
visible in the industry. Attending 
hairdressing events and getting 
involved with as many events 
as possible keeps our names 
circulating and our brand heard. 
We will always give up our time 
for free to teach younger talent or 
give seminars – getting involved 
with The Fellowship for British 
Hairdressing is a great thing for 
us. In terms of collections we 
thrive to create a set of images 
that represent us and capture 
the Hooker 
and Young 
essence. 
GARY: It’s 
defi nitely 
been hard to 
accomplish 
what we set 
out to do 
because for 
the fi rst few 
years we’d 
done a lot 
of work 
separately. 
For us it 
was a personal decision as well as 
a professional one. We absolutely 
love our job so it’s great to 
experience everything together. 
It didn’t seem to take too long 
before ‘Gary and Michael’ was 
replaced with Hooker and Young. 

WHAT DO YOU THINK ARE THE 
BENEFITS AND DIFFICULTIES OF 
BEING SEEN AS ONE?
G: I think the most important 
aspect of our relationship is that 
we’re completely honest and 
critical of each other’s work. 
We’re not afraid to share our 
opinions, which I think has built 
incredible loyalty, trust and 
respect between one another. At 
any given point at any day it’s hard 
to switch off from work though. 
We’re constantly discussing 
aspects of work so it’s defi nitely 
hard to unwind sometimes!  

YOU’VE HAD GLITTERING 
CAREERS BUT WHAT’S CHANGED 
THE MOST OVER THE LAST 10 
YEARS?
M: These days the customer is 
the most important thing in the 
salon, as it should be, whereas 
I remember the days where 
the hairdresser was the main 
focus and at the forefront of 
salon life. Being a hairdresser is 
defi nitely perceived as a better 
profession now than it was when 
I was younger. It’s not just about 
cutting hair anymore; there are 
so many different avenues to 
go down and careers to explore. 
Having said this, we still fi nd 
that it’s hard to attract younger 
talent these days. It’s important 

to understand the 
difference 
between 
people 
who want 
a job and a 
career. We’ve 
had some 
amazing 
young talent 
in the past 
but I think it’s 
getting more 
and more 
challenging 
to fi nd those 
gems that 

have absolute passion and 
commitment to their profession.
G: There’s still a stigma around 
hairdressing and particularly, TV 
shows portray the industry in 
a misleading way, but there’s 
so much more to be said for 
the industry now. Art teams 
and educational opportunities 
weren’t around when we started 
hairdressing, there’s so many 
more platforms to help you 
launch to the next level. I always 
say to the younger stylists that 
we work with to take every 
opportunity you can, there’s 
so many tools now with the 
growth of social media to drive 
your name forward. It’s still not 
easy, but with hard work and 
commitment the sky is the limit.

WHAT IS YOUR PROUDEST 
MOMENT IN HAIRDRESSING?
M: With every collection we work 

SB:FEATURE

IN THEIR SHOES

difference 
between 
people 
who want 
a job and a 
career. We’ve 
had some 
amazing 
young talent 
in the past 
but I think it’s 
getting more 
and more 
challenging 
to fi nd those 

MICHAEL YOUNG 
AND GARY HOOKER

InHerShoes_September.indd   57 30/08/2016   22:52



on, we feel prouder and prouder 
of the work we do.  When that 
work’s recognised by our peers 
and the industry as a whole, it’s 
a real moment to cherish. With 
every shoot you put yourself and 
your vision in to it so when we’ve 
been nominated, become finalists 
or indeed won an award it’s with 
great pride we appreciate that 
level of recognition.  
G: Aside from the creative, we 
have five successful salons in 
our home towns in the North 
East of England with a team of 
60 amazing individuals. Our staff 
retention is extremely high, which 
I’m also very proud of. We’re 
extremely proud of our business 
and brand.

DESCRIBE YOUR BEST EVER DAY 
[REAL OR IMAGINED]. 
G: The weather would be 
shining, Michael and I would 
be celebrating winning British 
Hairdresser of the Year in our 
garden with all our dogs and a 
bottle of champagne! 
M: I absolutely love show days! 
I love the buzz, level of creativity 
flying around the room and 
everyone pulling together to 
create a great performance. The 
show itself is a fantastic high 
and we feel such a sense of 
achievement after.

NOW DESCRIBE YOUR WORST.
G: It’s raining, we’ve just been 
told we’ve not won British 
Hairdresser of the Year and 
there’s no wine in the fridge.  
M: This is an imaginary one – 
but coming to work and having 
nothing to do! 

THAT’S A BAD THING? NO 
WONDER YOU GUYS ARE SO GOOD 
AT WHAT YOU DO – SO WHAT IS IT 
YOU LOVE THE MOST ABOUT YOUR 
JOB – APART FROM HAVING LOTS 
TO DO!
G: We absolutely love to travel 
and take our skills, ideas and 
creativity across the world. To 
really understand hairdressing as 
a skill and industry, we believe 
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it’s necessary to see how 
hairdressing is represented 
in other markets and what 
other countries are doing. 
It’s all about our clients too, 
there’s still no better feeling 
than having a happy client 
and making someone feel 
amazing.

WHAT EXCITES YOU MOST ABOUT 
HAIRDRESSING?
M: The variation and range of 
experiences we’ve had over the 
years has been unbelievable. We 
feel very lucky travelling across 
the world to perform on global 
stages and meet incredible people 
along the way. Hairdressing never 
stops being exciting for us and 
the UK industry is so accepting of 
everyone’s ideas and creativity. 

WHAT IS YOUR PB COLLECTION?
G & M: Punk 
couture!
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         WINNING SCHWARZKOPF PROFESSIONAL 
BRITISH COLOUR TECHNICIAN OF THE YEAR IN 2006 
WAS A GREAT MOMENT FOR US. WE WERE BOTH IN 
THE HALL OF FAME UNDER OUR INDIVIDUAL NAMES 
SO THIS SHOOT WAS PARTICULARLY SPECIAL TO 
US AS THE FIRST WE’D ENTERED AS A COUPLE. IT 
WAS A DEFINING MOMENT IN OUR CAREERS AND 
AN INCREDIBLE FEELING TO BE RECOGNISED IN THE 
INDUSTRY AS A DUO. DEFINITELY UP THERE WITH 
ONE OF THE PROUDEST MOMENTS.

“
“

IS THERE A PHRASE OR SENTENCE 
THAT SOMEONE SAID TO YOU 
ONCE THAT HAS STUCK WITH YOU? 
G: Never give up.
M: Surround yourself with great 
people and great things will 
happen. 
G: I suppose we’ve lived by two 
rules over the years – ‘you only 
get back what you put in’ and 
‘treat people in the way you 
would want to be treated’. We’ve 
always instilled this into our 
team; be humble, hardworking 
and share what you know with 
others. We’re both incredibly 
proud of the people we work 
with and are lucky to have such 
great loyalty in our team.

THERE MUST BE A FEW, BUT 
TELL US ABOUT YOUR PROUDEST 
MOMENT. 
M: Winning Schwarzkopf 
Professional British Colour 
Technician of the Year in 2006 
was a great moment for us. We 
were both in the Hall of Fame 
under our individual names 
so this shoot was particularly 
special to us as the fi rst we’d 
entered as a couple. It was a 
defi ning moment in our careers 
and an incredible feeling to be 

recognised in the industry as 
a duo. Defi nitely up there 
with one of the proudest 
moments.

YOU’VE HAD DIVERSE 
EXPERIENCES WITHIN 
HAIRDRESSING FROM 
WORKING FOR SOME OF 
THE BIGGEST NAMES 
IN HAIRDRESSING. IF 
YOU COULD SUM UP 
YOUR CAREER SO FAR 
IN ONE SENTENCE, WHAT 
WOULD IT BE? 

G: A crazy, amazing 
journey.

M: Unexpected, fulfi lling, 
exhilarating and wonderful.

it’s necessary to see how 
hairdressing is represented 
in other markets and what 
other countries are doing. 
It’s all about our clients too, 
there’s still no better feeling 
than having a happy client 
and making someone feel 
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years has been unbelievable. We 
feel very lucky travelling across 
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stages and meet incredible people 
along the way. Hairdressing never 
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the UK industry is so accepting of 
everyone’s ideas and creativity. 

WHAT IS YOUR PB COLLECTION?
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THE BIGGEST NAMES 
IN HAIRDRESSING. IF 
YOU COULD SUM UP 
YOUR CAREER SO FAR 
IN ONE SENTENCE, WHAT 
WOULD IT BE? 

G: A crazy, amazing 
journey.

M: Unexpected, fulfi lling, 
exhilarating and wonderful.
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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 THE SALON.
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Whether 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, 
fi nishes and textures are sure to 
trickle down to the salon fl oor. 
“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 
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. 
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TRENDING TECHNIQUES

AS SEEN AT:
VICTORIA BECKHAM, 
SOPHIA WEBSTER,

 J. JS LEE
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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 
fi shtail braid with plenty of 
mousse and salt spray, teasing 
out strands at the front for a for 
a wispy fi nish. “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.”
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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 side. 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 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 to the salon – keep 
a tray of accessories ready to 
wow your clients 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 
specifi c 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 after 
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 

ONE-OFF CUTS
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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, 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 
fi nish. 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 fi nish, 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 
fl attering 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 fl attering than most people 
imagine – your natural shade is 
often the most fl attering 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 
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 
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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 
fl attering 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 
defi ned her vision of the Victoria 
Beckham woman,” he said. “To 
fi t with this aesthetic, we’ve 

STYLE IT UP

AS SEEN AT:
VICTORIA BECKHAM, 

LIBERTINE, BARBARA 
CASASOLA, J. JS LEE
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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-fl owing, 
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 in the 
salon.

Of course, if you 
just can’t get on 
board with natural, 
you can always 
throw on an 
eye-catching hair 
accessory – or 
fi ve…
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AS SEEN AT:
SOPHIA WEBSTER,

LIBERTINE, BARBARA 
CASASOLA

        WE DECIDED TO GO 
WITH AN UNTROUBLED 
LOOK THAT INCLUDES 
A MESSY BRAID ON 
ONE SIDE AND UNDONE, 
NATURAL TEXTURE ON 
THE OTHER SIDE. 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.

“
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DONATION WITH EVERY PURCHASE OF 
THE ghd ELECTRIC PINK COLLECTION** 
Speak to your ghd account manager or call  
0845 3301133 for more information. For more  
ways to support, visit ghdhair.com/pink
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FASHION
FIX

THE KIT YOU 
JUST HAVE TO 
BUY FOR FALL 
WINTER…

68

1 MINI ME
When you need 
care on-the-go, in 
a formulae your 
environment-
loving clients 
will love, look 

no further than Organic 
Colour Systems colour care 
products in mini form. The 
70ml bottles are available in 
Aqua Boost, Status Quo and 
Power Build ranges, to cover 
every hair type. £3.99, INFO: 
ORGANICCOLOURSYSTEMS.COM

AS SEEN AT:
SOPHIA 

WEBSTER,
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STAND OUT
Smooth while 
you dry with the 
Cloud Nine Airshot 
hairdryer. Lightweight 
and ergonomically 
designed with a high 
airfl ow, it’s perfect for 
those busy days in 
the salon, while your 
clients will be pretty 
impressed with the 
fi nish too.
RRP: £99, INFO: 
PROFESSIONAL.
CLOUDNINEHAIR.COM

KITTY CUTE
Clients will love Tangle Teezer’s 
latest brand collaboration, with 
an adorable polka dot design and 
everyone’s favourite cartoon cat – 
Hello Kitty. We love the Compact 
Styler for throwing in your handbag 
and styling on the go – an ideal 
retail opportunity for busy clients. 
RRP: £13.50, INFO: TANGLETEEZER.COM

3 4
Balmain Hair’s limited edition Cosmetic Bag 
contains a Styling Comb and travel sizes of the 
Balmain Moisturizing Shampoo and Moisturizing 
Conditioner, in fall winter’s muted palette.
RRP: £28.95, INFO: STORE.BALMAINHAIR.COM

MAKE ME BLUSH

SCENT-SUAL
With a spritz of 

Kerasilk’s hair 
fragrance [and they 

have four to choose 
from] you can keep 
your client’s hair in 

fab condition and 
fabulously smelling.

RRP: £22, INFO: 
GOLDWELL.CO.UK

5

69

Embrace your wilder side with Glamtech’s One Neon 
scissors. 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. SALON PRICE: £24 PLUS VAT, INFO: 
GLAMTECH.CO.UK

GO BRIGHT

SMOOTH SHOCK
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 fl yaways. 
Unmanageable hair now 
belongs to the past, thanks 
to SMOOTHSHOCK from 
Structure.
RRP: £13.35, INFO: 
STRUCTUREHAIR.CO.UK

      Alfa Italia has introduced a styler to their 
electricals selection, designed to withstand 
the rigours of everyday salon use. We love 

the vast range of temperature control – 
from 60 to 190 degrees! 
RRP: £79.95, ALAN HOWARD

HEAT’S ON6

8
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THIS YEAR’S SCHWARZKOPF 
PROFESSIONAL INSPIRE COLLECTION 
GATHERED A HAND-PICKED TEAM 
OF BRITISH TALENT TO TAKE ON 
THREE DYNAMIC TRENDS AND MAKE 
THEM THEIR OWN. WE HEADED 
BACKSTAGE AT THE SHOOT TO FIND 
OUT THEIR INSPIRATIONS, TRICKS 
AND TECHNIQUES…

Every year, 
Schwarzkopf 
Professional’s 
trend-inspired 

Essential Looks 
collections come via 
special delivery from 
its HQ in Hamburg – to 
much acclaim. But for 
the brand’s talent on 
British soil, the real 
buzz comes when 
it’s time to shoot the 
Inspire collection; the 
brainchild of Head of UK 
Education and Events 
Stephen McDowell. The 
project sees an elite 
group of Schwarzkopf 
Professional 
hairdressers recreate 
their own versions of 
the original styles – with 
epic results.

This year, Daniel 
Granger of Daniel 
Granger Hairdressing, 
Darren Waterfall of 
McDonald Waterfall, 
Marcus Shamim of 
Peter Marcus, Martin 

Crean from Mode, Peter 
Usher from Ishoka, Sara 
Barlow of Vanilla Hair 
& Beauty and Stuart 
McDonald of McDonald 
Waterfall joined Global 
Ambassador Tyler 
Johnston and Colour 
Ambassador Lesley 
Jennison for the two-day 
creative process. 

“The great thing about 
Inspire UK is that we 
get an eclectic mix 
of people giving their 
own interpretation of 
Essential Looks,” said 
Stephen. “Because 
there’s such a cross-
section of stylists, 
everyone brings 
something different to 
the day. The concept 
of Inspire UK is so 
interesting – it’s not 
just a case of recreating 
the trends, they really 
are putting their spin 
on it and showcasing 
the Essential Looks 
collection in a unique 

BACKSTAGE: 
Schwarzkopf 
Professional 
Inspire

SB:EVENTS
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“I LOVE 
EVERYTHING 
SPACEY AND 

FUTURISTIC, AND 
FUTURE WAVE FITS 
IN WITH MY OWN 

OPTIMISTIC VISION OF 
THE FUTURE – JUST A 

MORE POLISHED 
VERSION OF 
OURSELVES”

way.”

To kick off, Tyler 
presented the 
original Essential 
Looks collection 
to the team – 
which this year 
focuses on three 
very dynamic 
trends under the 

theme Made to Create. First 
up is Urban Sports, inspired 
by athletic styling with clean 
silhouettes. This is reflected in 
the hair with striking cuts and 
bold colours. 

The expressive Free Creation 
trend sparked from an 
artful, layered fashion style 
that’s often unique to the 
individual wearer, while Future 
Wave looks to a new era of 
modernity, with a space-age 
feel. 

So here’s how it works – each 
hairdresser is given a 
look to recreate twice 
over, taking into account 
the original inspiration and 

image. But don’t expect 
carbon copies; this is 

71
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all about freedom and 
creativity. We chatted 
to some of the team to 
see how they took on 
the trends…

Given the Free Creation 
trend, Daniel Granger 
created two beautifully 
modern styles, using 
rich red tones in 
panels throughout. “I 
loved being part of the 
team across the two 
days,” he said. “It was 
incredible working with 
Tyler during prep – he 
really is such a master.”

Movement was 
key for Philip 
Bell, who was 
inspired by the 
Future Wave 
trend with his 
two looks. “The 
good thing about 
the trends is 
that they are 
there to inspire, 
so you can take 
elements of the 
different looks 
and create your 
own image,” 
he said. “My 
model had a 
great bubbly 
personality and 
I like hair with 
movement so it 
just seemed to 
fit.”  

Meanwhile, Stuart 
McDonald worked with 
the Urban Sports trend, 
basing his structures 
on aerodynamic lines. 
“I love this trend – it 
makes a statement,” 
he said. “I was really 
inspired by the original 
Essential Looks images, 
with slick lines and a 
slick shape. I created 
two versatile styles, 
structured with modern 
texture.”

Darren achieved a 
deep, glossy look for 

his model’s brunette 
locks with the elusive 
tones of Igora Nudes, 
for a more natural 
take on the Future 
Wave trend. “I love 
everything spacey and 
futuristic, and Future 
Wave fits in with my 
own optimistic vision 
of the future – just a 
more polished version 
of ourselves,” he said. 
“I created beautiful 
soft, healthy waves 
with plenty of natural 
movement. Elegance at 
its best.”

With Tyler on-hand to 
art direct the shoot and 
Lesley to assist with 
colour, the results were 
always going to be 
incredible. “Inspire UK 
is all about giving total 
freedom to the team, 
letting them use their 
creativity to the max 
and for them to do what 
they want to with their 
models,” said Tyler. 

“Whether it’s 
commercial, or even 
more of a directional 
version of Essential 
Looks, the results have 
the same thread all 
the way through and 
has each stylist’s own 
unique stamp on it. 
They’re a really, really 
talented team and it’s 
great to be a part of 
something so special in 
the UK.”

“WHETHER IT’S 
COMMERCIAL, OR 

EVEN MORE OF 
A DIRECTIONAL 

VERSION OF 
ESSENTIAL LOOKS, 
THE RESULTS HAVE 
THE SAME THREAD 

ALL THE WAY 
THROUGH AND HAS 

EACH STYLIST’S OWN 
UNIQUE STAMP ON IT. 

THEY’RE A REALLY, 
REALLY TALENTED 

TEAM AND IT’S GREAT 
TO BE A PART OF 
SOMETHING SO 

SPECIAL IN THE UK.”
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//HEAD// Hair DOCTOR

//STANDFIRST// 

CLIENTS COME IN ALL SHAPES AND SIZES, AND 
KNOWING THEM INSIDE OUT MEANS YOU CAN DELIVER 
EXACTLY WHAT THEY NEED, ALTHOUGH THIS CAN BE 
TIME CONSUMING AND RELIES ON DEDICATION AND 
OUTSTANDING ANALYTICAL SKILLS FROM YOUR STAFF. 
TO MAKE LIFE A LITTLE EASIER, WE’VE LOOKED AT 
THREE OF THE MOST COMMON CLIENT CATEGORIES, 
AND ASKED THREE TOP HAIRDRESSERS HOW TO 
HANDLE THEM.

RAPHELLE SAINT-
MARSHALL AT MATTHEW 
CURTIS – This type 
of client may have 

done a lot of research online 
and on social media to fi nd 
different styles that they think 
they’d like to have themselves. 
Their inspiration tends to be a 
celebrity they aspire to look like, 
but they may not have taken 
into consideration whether the 
particular style will suit them 
personally, and also whether it’s 
a high maintenance style and 
colour they’ll be able to manage 
themselves.

A client after a gorgeous 
blonde hair look they’ve seen 
on Instagram may only visit 
the salon twice a year, so it’s 

THE CLIENT WHO THINKS 
THEY’RE AMBITIOUS BUT 
YOU KNOW THEY’LL HATE 
WHAT THEY’RE ASKING YOU 
TO DO WITH THEIR HAIR

DOCTORHAIR

essential you communicate 
to them that this is a colour 
application that needs to be 
committed to every six to eight 
weeks. Balayage would be a 
perfect recommendation for this 
person as they’ll get the colour 
change they’re after through the 
ends, yet with low maintenance 
roots. 

SUE LEVER, GLOBAL TECHNICAL 
TRAINER AT FUDGE PROFESSIONAl 
– This type of client may have 
seen an image in a magazine, 
or on another person such as 
a colleague or friend, and want 
exactly the same look. However, 
they might not have considered 
their own hair texture, current 
natural or artifi cial colour, face 
shape and lifestyle.

This scenario also happens when 
someone is going through a life 
change such as a separation or 
divorce, new job or milestone 
birthday – the request is a little 
like impulse buying, except in 
this instance you can’t return the 
purchase because you changed 
your mind!

Effective communication in the 
consultation stage is crucial. 
Hairdressers should understand 
hair textures, natural growth 

patterns, colour limitations 
and styling commitments 
before any action is taken.

By using open question 
techniques including 
how’s, why’s, where’s and 
what’s that require deeper 

responses, the communication 
can be clearer. Visual examples 
also help to support the points 
you’re making.

The key to success is under 
promising and over delivering, 
never the other way around. 
By clarifying expectations and 
ensuring they’re realistic, client 
satisfaction is fulfi lled.

+
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TRACY HAYES, GLOBAL TECHNICAL 
TRAINER AT FUDGE PROFESSIONAL 
– This would be typical of a 
client that has previously had a 
bad experience with colour and 
therefore feels very nervous 
to try it again, as it can a take a 
long time to grow out or regain 
healthy hair if the hair had been 
damaged due to over processing. 
For a client that has never had 
colour, it can be very daunting to 
imagine a change of tone, and 
can be quite mind blowing to 
know what to ask for as there are 
numerous colour services, from 
subtle highlights to a complete 
transformation. As hairdressers, 
we sometimes forget that a salon 
can be intimidating for someone 
who is cautious when it comes 
to their hair and changing their 
appearance.

These clients need to be 
handled gently. An easy way 
to make clients feel at ease is 
to sit alongside them so that 
you’re at the same eye level and 
have direct eye-to-eye contact. 
Keep the consultation simple 
and descriptive rather than too 
technical, and avoid hairdressing 

terms such as slices, balayage and 
block shadow as clients may be 
embarrassed to admit that they 
don’t understand what you mean.

RAPHELLE – A relationship between 
a hairdresser and a client is based 
on trust and it’s essential that 
stylists only recommend styles 
and colours that will benefit and 
suit their client. After a second 
appointment with a client you start 
to get a really good sense of their 
personality, style and their own 
commitment to their hair, so it’s a 
good idea to wait until this stage 
before offering an in-depth colour 
consultation and booking the client 
in for a colour appointment. They’ll 
feel much more confident in your 
advice if you offer it in this steady 
and measured way.

SUE – This is often 
someone who 
wants to emulate 

the trends they see on 
social media and their 
favourite celebrities. 
Lots of celebrities in the 
public eye model very 
dramatic hair changes, for 
example Rihanna who 
switches between red, 
brown, blonde straight 
and curly, long and short. 
Consumers may not be 
aware that these changes 
are usually created 
with wigs and artificial 

hair – even celebrity 
hairdressers don’t have 
magic wands!

As an experienced stylist 
may know, the worst case 
scenario – hair breaking 
off – is ultimately their 
responsibility, even if the 
client was adamant about 
having the service.
A good solution is to do 
a strand test to assess 
the quality of the hair 
when wet and at its 
weakest. Being able to 
demonstrate the effects 
to the client in this way 
is often all that’s need to 
communicate to them 
that they shouldn’t be 
having another colour 
treatment.

RAPHELLE – Often 
clients visit the salon 
with a very strong vision 
in mind, and of course 
part of hairdressing is 
about wanting to deliver 
this vision for ultimate 
client satisfaction. 
However, if a stylist feels 
a particular technique 
will compromise the 
condition of the hair 
it’s essential for their 
professional integrity that 
they advise against such a 
technique and suggest an 
alternative. Stylists should 
never go against their gut 
feeling, and in the long 
run a client will respect 
and trust their stylist for 
putting the condition 
of their hair first and 
foremost.  

HOW DO YOU MAKE 
SURE THAT THE 
CLIENT AND THE 
STYLIST
 UNDERSTAND 
ONE  ANOTHER?

THEY’RE SCARED TO 
TRY COLOUR, BUT YOU 
THINK IT WILL 
TRANSFORM  THEIR 
LOOK AND 
CONFIDENCE FOR THE 
BETTER IF THEY DO.

THE EXPERIMENTER WHOSE HAIR IS 
IN SUCH BAD CONDITION THEY 
SHOULD LEAVE IT ALONE – BUT THEY 
DON’T  WANT  TO.

75

          A GOOD SOLUTION 
IS TO DO A STRAND 
TEST TO ASSESS THE 
QUALITY OF THE HAIR 
WHEN WET AND AT ITS 
WEAKEST. BEING ABLE 
TO DEMONSTRATE THE 
EFFECTS TO THE CLIENT 
IN THIS WAY IS OFTEN 
ALL THAT’S NEED TO 
COMMUNICATE TO THEM 
THAT THEY SHOULDN’T 
BE HAVING ANOTHER 
COLOUR TREATMENT.

“

“
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luckynumberluckynumberlucky
seven
CONTINUING THE EXPLOSION OF BLUE TIT ONTO 
THE HAIR SCENE, THE BRAND HAS LAUNCHED ITS 
SEVENTH SALON – AND IT’S A LOOKER.

76
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Springing up across 
the Capital, Blue 
Tit has a knack for 
choosing salon 

locations that soon become 
THE place to be seen. 
They’re latest venture is 
no different, housed in the 
heart of rising hotspot, 
Streatham, dubbed the 
‘darling of South-West 
London’.

The area boasts more 
price-growth potential 
than Clapham, Balham and 
Brixton, and now home 
to one of the leading 
sustainable salon groups in 
London, that growth is set 
to be even bigger.

The salon, which launched 
in July, brings its own 
individual identity to 
the thriving area, and is 
sure to be a favourite 
with clients looking to 
embrace the award-
winning brand’s ethos: 
that a hair appointment is 
an experience – not just a 
transaction.

Blue Tit Director Perry 
Patraszewski says: “We 

77
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        BLUE TIT HAS A 
HISTORY OF SUCCESS 
SINCE THE FIRST 
SALON’S CONCEPTION 
IN DALSTON IN 2011. IT 
HAS GROWN ACROSS 
EAST AND SOUTH 
LONDON AND EVEN 
SCOOPED THE SALON 
BUSINESS AWARDS 
2016 GREEN SALON OF 
THE YEAR BACK IN JULY. 

“

“

wanted to create a salon that 
was inspired by the natural 
environment of a forest.”

The interior at Blue Tit Streatham 
was designed to represent the 
peace and tranquility of a forest 
and what naturally occurs there. 
Clients can escape from the fast 
pace of city life and enter a haven 
tranquility, far away from the usual 
hustle and bustle of salon life. 

Geometric triangle shaped 
ceilings, stripped wooden fl oors, 
and tree murals add to the natural, 
eco-friendly appeal of the layout, 
and the abundance of wood 
ensures that the environment is 
homely and welcoming.

“Wood plays an integral role in 
the Streatham salon, and offers 
a homely feel where our clients 
can relax in a very zen-inspired 
atmosphere. This overall concept 
offers the opportunity for clients 

to get their hair cut in a relaxing 
environment, inspired by the 
beauty of nature,” adds Perry.

Blue Tit has a history of success 
since the fi rst salon’s conception 
in Dalston in 2011. It has grown 
across East and South London 

SB: INTERIORS
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and even scooped the Salon 
Business Awards 2016 Green 
Salon of the Year back in July. 

The brand stood out for its 
innovation in design, ethos and 
eco creds. A standout design 
feature is the infinity mirrors 
above the cutting stations, which 
give a celestial presence, as well 
as clients an opportunity to be 
mesmerised by everything around 
them.

Blue Tit, which also stocks the 
sustainable haircare line, Davines 
exclusively, adds a pop of colour 
to its retail space with a wide 
range of the brand’s products 
lining the shelves.

With a budget of £100,000 across 
1,200 square feet, this is certainly 
worth a look before embarking 
on your own project.

BLUE TIT: STREATHAM

SB: INTERIORS
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tired eyes

oil protect

BIGGER AND 
BETTER

ON THE MEND

WHAT BETTER EXCUSE IS THERE THAN THE 
TURN OF A NEW SEASON TO REFRESH YOUR 
PRODUCT STASH? HERE’S OUR PICK OF THE 

BEST NEW LAUNCHES…

the kit

Schwarzkopf Professional now offers an oil 
product for every hair type. The brand has 

launched four new oil-in-shampoos for different 
concerns, as well as the gorgeous new Oil-in-Gelée 

to nourish hair and allow for easy styling. Super 
luxurious and a must-have for your retail 

shelves.  RRP from £11.75, 
Info: schwarzkopf-professional.co.uk

The guys at Takara Belmont 
have been a busy bunch 

with three additions to their 
premium line up. The fi rst, 

the LED-lit Pandora reception 
desk, joins the Themis family 
featuring clean lines and an 
uncomplicated design. The 
timeless Dion mirror adds 

to the Traditional Collection, 
while the MTR2 has been 
refi ned for a sleeker more 
comfortable experience.

PRICES VARY, INFO: 
TAKARABELMONT.CO.UK

Busy week? This one’s for you. 
Smooth and de-puff your under 
eye area with Murad’s unique 
new treatment, designed to 
immediately lift, moisturise and 
tighten the skin. 
RRP: £45, Info: murad.co.uk

L’Oréal Professionnel 
has yet another launch 
for us this season – the 

brand new SMARTBOND 
service for stronger, softer, 
shinier hair after colouring. 

A three-step process 
including a take-home 

conditioner, the formula 
works to strengthen the 

hair fi bre with more bonds, 
leaving it healthy and 

smooth. 
TREATMENT RRP: £30, INFO: 

LOREALPROFESSIONNEL.CO.UK

The Envy Professional 
Blowdry Kit is a 
revolutionary prewash 
system to repair, 
strengthen and add 
gloss to all hair types. 
Loved by hairdressers 
worldwide, the set 
includes a professional 
treatment, cleansing 
shampoo and detangling 
conditioner to prepare 
the hair for the perfect 
blow-out. 
RRP: £40, INFO: 
ENVYPRO.CO.UK

HIGH AND DRY

SB:PRODUCTS
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With the male grooming 
movement ever-booming, why 

not think about adding wet shaves 
to your treatment offering? BIG 
BOY’s artisan products are all 
sourced and manufactured in 

Italy – the brand recently added a 
moisturising cream, shaving gel 

and after shave balm to the range. 
RRP FROM £19.95, 

INFO: FORBIGBOYS.CO.UK

We love Fudge Professional’s 
Curve styling products, 
designed specifi cally for 

creating gorgeous curly hair 
without crispy texture. While 

Curve Maker is ideal for straight 
hair that just won’t bend, 

Curve Recovery is a soft touch 
balm for naturally curly hair 

that defi nes and moisturises. 
RRP: £14.95 EACH, INFO: 

FUDGEPROFESSIONAL.COM

According to Indola, red is 
the new black. The Urban 

Reds collection features four 
intense yet wearable shades, 
softened with luminous sub-
tones that give the look of 

beautiful undertones rather than 
vibrant shades – subtle and 

understated. We love.
TRADE PRICE: £5.50, FROM YOUR 

LOCAL WHOLESALERS

JOICO has added to its product 
range this month with an 

innovative new treatment, Luster 
Lock. It leaves colour-treated hair 

nine times stronger and oh-so-
shiny. The fi ve-minute leave-in 
time makes it a perfect add-on 
service to offer colour clients at 

the backbar.
RRP FROM £6.20, INFO: 

JOICOEUROPE.COM

PERFECT PREP
Following fashion isn’t without consequences: 

It wreaks havoc with hair. So take good care of it 
with Davines Prep Mild Balm, and you won’t go 

far wrong. As a deeply nourishing conditioner, the 
creamy texture makes hair softer, silkier and more 

manageable, without weighing the hair down.
RRP: £22.50, Info: davines.com

SUPER SHINE

TRIM AND PROPER

RED ALERT

CURLS, CURLS 
CURLS

GET GROOMED

After much anticipation, Andis 
has fi nally released its new 230v 
version of the iconic T-Outliner 
Trimmer – recognising that many 
hair professionals using it in the past 
have needed a converter to enjoy 
the trimmer’s incredible close-cutting 
performance. Barbers rejoice.
RRP: £64.99, INFO: ANDIS.COM

SB:PRODUCTS

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. Recommend the Silver Shine 
Whipped Cream to tone and condition 
between salon visits. RRP from £13.29, Info: 
milkshakehair.co.uk

so silver
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SHOW YOUR 
SUPPORT OF 
CHARITIES 
RAISING 
AWARENESS OF 
FEMALE CANCERS 
WITH THESE SEXY 
PINK DELIGHTS.

SILKY SMOOTH

BYE BYE DRY

Sebastian Professional 
introduces DARK OIL, a 
luxurious blend of argan, 

cedarwood and sandalwood oils 
to give the hair nourishment, 

body and shine. The light formula 
works perfectly on both damp 

and dry hair, leaving it smooth for 
up to 48 hours – we’re sold! 

RRP: £30.40, INFO: 
SEBASTIANPROFESSIONAL.COM

Did you know 46 percent of 
women in the UK claim they 
have dry hair, and the issue is 
cited as the third biggest hair 

concern in the UK and Ireland?* 
L’Oréal Professionnel has 

launched Série Expert Nutrifi er 
range to hydrate and nourish 

parched tresses, using a natural 
glycerol and coconut oil formula 

rather than silicones. 
RRP FROM £10.99, INFO: 

LOREALPROFESSIONNEL.CO.UK

Show your support of Breast 
Cancer Care with Remi 

Cachet’s top selling pink Ultra 
Tangle Tamer. Made by leading 
brush manufacturer, Denman 

International, it’s perfect keeping 
extensions tangle free, and £2 

from every sale in October goes to 
Breast Cancer Care.

RRP: £12, INFO: 
ADDITIONALLENGTHS.CO.UK

united in pink
In support of Unite in Pink, Paul Mitchell is 

offering a Paddle Brush, Sculpting Brush, and 
Super Skinny Serum. That’s style that looks 
good and feels good.  RRP from £7.50, Info: 

paul-mitchell.co.uk

SB:PRODUCTS

make me 
blush

Show your support of Breast 
Cancer Care with Remi 

Cachet’s top selling pink Ultra 
Tangle Tamer. Made by leading 

united in pink
In support of Unite in Pink, Paul Mitchell is 

offering a Paddle Brush, Sculpting Brush, and 
Super Skinny Serum. That’s style that looks 
good and feels good.  RRP from £7.50, Info: 

PRETTY IN PINK

PINK POWER
ghd has launched its annual pink 
collection in collaboration with 
Breast Cancer Now – having 

already raised a brilliant £9 million 
for breast cancer charities from 

previous campaigns, the aim this 
year is to reach £10 million! The 
range includes a limited edition 

pink hairdryer and styler kits, with 
£10 from each going to the cause. 

RRP FROM £99,
 INFO: GHDHAIR.COM
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j’adore
JUST WHEN WE THOUGHT HAIRCARE 
COULDN’T GET ANY BETTER, THE 
GUYS AT GOLDWELL LANDED THESE 
BEAUTIES ON OUR DESK. NOT ONLY 
DO THEY TAKE CARE OF HAIR, THEY 
LEAVE IT SMELLING FANTASTIC TOO.

83

SB:SPOTLIGHT

Falling under the Kerasilk umbrella, 
there are four scents based around 
the needs of your client’s hair, each 
with their own unique tones;

CONTROL – Exquisite oriental notes 
combined with a soft woody 
scent gives this fragrance a warm 
character. 
RECONSTRUCT – A special blend of 
magnolia, jasmine and patchouli 
creates a multi-faceted, feminine 
scent. 
REPOWER – Delicate hints of freesia 
lilies combined with light citrus notes 
conjures up a lively fresh aroma. 

COLOR – A touch of elegant rose 
perfectly rounded with white musk 
creates a light appealing scent. 

A quick spritz of any of these 
fragrances will help give hair that 
freshly washed feeling and the 
beautifying haircare benefi ts will leave 
it looking shiny and feeling silky to the 
touch, without weighing hair down. 
Just like perfume, you can apply it to 
dry hair and reapply as often as you 
like. This is now the only scent on our 
dressing tables!

INFO: GOLDWELL.COM
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MUTED

 BEAUTY IN DIVERSITY.
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HAIR: TREVOR SORBIE ART TEAM 
PHOTOGRAPHY: ADAM MARC 
WILLIAMS
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HAIR: DAVID CORBETT @ DAVID 
CORBETT HAIRDRESSING

PHOTOGRAPHY: JOHN RAWSON 
THERAWSONPARTNERSHIP.NET

MAKEUP: LAN NGUYEN
CLOTHES STYLING: MARIKA PAGE 

AND MAGDALENA MARCINIAK
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C O H E S I O N
BRING OUT YOUR 

ROMANTIC SIDE WITH THIS 
WHIMSICAL COLLECTION.
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HAIR: TREVOR SORBIE ART TEAM 
PHOTOGRAPHY: ADAM MARC WILLIAMS
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THE NEW  
GOLDWELL  
STYLESIGN

Discover the outcome of three years  
of idea sharing, working and co-creating  

with thousands of stylists worldwide…

GREAT STYLE IS IN YOUR HANDS 
COMING SOON

goldwell.co.uk
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