
April 2013 £5.95

Contents_April.indd   11 28/03/2013   15:22



G.E.Betterton & Co. Ltd
THE UK’S  LEADING SCISSOR SPECIAL IST

www.gebetterton.com

Introducing the 
C series from Joewell 

Joewell
in colour

257mm_205mm_C_Series_advert.indd   1 20/04/2012   14:28
Contents_April.indd   10 28/03/2013   15:36



JC Publishing Ltd, Imperial House, 2-4 Eastern Road, Romford, Essex, RM1 3PJ
e: info@salonbusiness.co.uk  t: 01708 511 819

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.

Following in our dedication to the art of education 
we’ve taken a look at how online and face-to-face 
learning compares [pages 36-39], while also looking at 
the usual business intricacies that keep your revenue 
ticking over.

We’ve also been picking the brains of those in the 
know when it comes to social networking – boy is it 
a minefi eld! [Pages 14-19] Every time we think we’ve 
got to grips with the latest social networking tool 
another one comes out, but I guess that’s the nature 
of modern technology isn’t it?

Still, reading our feature should help you get your 
head around what’s out there right now. If it doesn’t, 

tell us and we’ll bring you the answers to the 
questions you have in our exclusive Question 
Time feature [pages 40-41].

Before we leave you to enjoy the mag, we would like 
to send you to Got Five [page 26] and the new logo 
we’ve created just for you. We think it works with the 
new edgy image of Salon Business, but let us know 
what you think @salon_business

‘til next time.

Jo Charlton
Publishing Editor

EDITOR’SWORDS
We’re very excited about this month’s issue after a frantic month ‘eeking out the 

best in the business for you. So here it is in all its glory with education, business 
[your Salon Business] and creativity at its core.

HAIR: ALEXANDER TURNBULL 
MAKEUP: MADDIE AUSTIN
CLOTHES STYLING: ALICE WILBY 
PHOTOGRAPHY: JACK EAMES

Comment_April.indd   7 26/03/2013   13:51



ON THE
COVER

April 2013 £5.95

SEE COLOUR IN A NEW LIGHT.
The first sheer colour that‘s luminous in every kind of light.

Up to 70% more Light Reflection* & Superior Hair Protection*

Up to 100% grey/white coverage with a sheer result

Easy to get started – same 1:1 mixing ratio & Welloxon Perfect developer

For more information, contact your Wella Professionals 

Account Manager, call 01202 595700 or visit www.wella.com 

        like us on facebook

*Colour after colour, versus our biggest global competitor on a blonde shade
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BREAKING 
NEWS

Following the Royal discovery of the 
remains of Richard III in Leicester, Barrie 
Stephen Hair, located a short walk from the 
excavation site, gave customers a third off 
when booking in at 10am.

Then Philippa Langley, the woman who 
started the excavation process, popped into 
the King Street salon to express her delight 
at the innovative promotion.

Already a client, and fresh from her 
appearance on the Channel 4 documentary 

recounting the big archaeological royal 
fi nd, Philippa will be back to enjoy another 
blowdry to keep her looking red carpet 
gorgeous for the continued media interest 
surrounding the mystery of the burial of the 
last English King to die in battle, Richard III.

Barrie says: “Richard may be long dead, 
but he’s still putting Leicester on the map. 
What an amazing discovery for our city. It 
was fascinating to chat to Philippa about 
the historical fi nd and welcome her into the 
salon today.”

The Wella Generation NOW Team kicked 
off 2013 with their fi rst on-location shoot 
working alongside hairdressing icon Kay 
McIntyre from McIntyres.

The shoot saw Lauren Brinson of Andrew 
Price, Michael John O’Gorman of Francesco 
Group, Danielle O’Neil of House of Colour, 
Charlotte Boardman of Jamilla Paul Hair 
and Beauty, Nicola Rice of McIntyres 
and Ben Kristen from Zullo & Holland 

using their skills in the Scottish town of St. 
Andrews.

The seaside scenery provided a stunning 
outdoors backdrop for Alfa Romeo’s Young 
Designer of The Year fashion shoot in 
association with St Andrews Charity Fashion 
Show. Award-winning hairdresser Kay 
McIntyre was on-hand to mentor the talented 

team on creating

styles that were sympathetic to the brief but 
had enough staying power to withstand the 
weather.

“It was a huge honour to work with such 
a talented and professional young team. 
Working on location can be very stressful 
as you have to work with elements you 
can’t control. The team’s fi nished work is 
testament to why they really are the ones to 
watch for the future,” says Kay.

YOUNG DESIGNER OF THE YEAR

THOUGHTFUL INNOVATION

6
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LCT GETS EVEN BETTER

BORIS JOHNSON GETS THE CHOP

Innovative design duo Fyodor 
Golan is collaborating with 
L’Oréal Professionnel for the 
L’Oréal Colour Trophy Regional 
tour.

They’ll be sharing a unique 
collection of their stunning 
pieces taken from the previous 
four seasons including their 
acclaimed, award-winning 
Fashion Fringe collection Flowers 
of Evil.

“We’ve carefully selected over 
20 pieces across our current 
season and archive collections 
that we feel encapsulates Fyodor 
Golan. 

“The event is a great annual 
platform in which to showcase 
new hairdressing talent and 
we’re looking forward to viewing 
the winning style,” says Fyodor 
Podgorny and Golan Frydman 
[the talented duo behind the 
Fyodor Golan label].

The L’Oréal Colour Trophy is also 
thrilled to announce the multi 
award-winning Toni&Guy Artistic 
Team members Cos Sakkas 
and Indira Schauwecker will be 
working closely with the L’Oréal 
Professionnel Portfolio Team to 
create model looks highlighting 
fashion-led hair colour on the 
catwalks at the regional shows.

“The catwalk show will be an 
amazing way for us to combine 
our technical expertise in colour 
with our knowledge of fashion-
led hairdressing. 

“The team will create looks that 
will not push the boundaries 
of colour but incorporate our 
experience working across 40 
shows per season during London 
Fashion Week,” says Cos.

L’Oréal Colour Trophy has also 
released three videos to inspire, 
advise and boost confidence in 
entrants so don’t forget to check 
them out.

Ego Professional and
IdHAIR salon, Fairfax Hair 
in Westminster, enjoyed a 
visit from a distinguished 
guest this week when they 
hosted Boris Johnson, 
mayor of London, for a 
spruce up of his infamous 
hair.

Stylist Jenny Anderson made 
sure Mr Johnson retained 

his blonde signature, tousled 
style, giving him a trim and 
finish before he left to attend 
to important duties.

“When we spotted Boris on 
his bike outside we didn’t 
lose the opportunity of 
inviting him in. Who 
wouldn’t want to cut his 
iconic hair?” said salon 
manager, Edward Strange. 
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BREAKING 
NEWS

Leading hair and beauty 
salon group, Saks, treated 
its UK franchisees to an 
action-packed weekend in the 
Lakes, despite a heavy fall of 
snow.

The three-day visit took place 
at the Low Wood Bay Hotel, 
in its stunning setting on the 
shores of Lake Windermere, 
with over 50 Saks people in 
attendance.

Activities, coordinated by 
leading outward-bounds 
events company CBA Ltd, 
included archery, canoeing, 
a fire challenge [using 
traditional methods to make 
an all-important cup of tea], 
abseiling, a crate climb, 
and building a coracle from 
scratch.

The event also included 
a ‘Managing as a Coach’ 
workshop by Steve Gresty 
of ROI Ltd, which was all 
about exploring the impact 
of communication on others, 
identifying when to adopt a 
manager or coach position 
and how to get others to 
“want to do” – please share!

Each delegate also had time 

to relax by the pool, enjoy 
treatments at the hotel’s 
spa and sight-see at a more 
leisurely pace, while the 
evenings were time for fine 
dining.

Stephen Kee, Managing 
Director of Saks, says: 
“Everyone’s always so busy 
running their salons but 
it’s really important to get 
everyone together when we 
can so that our franchisees 
reap the benefits of being 
part of the wider Saks 
community. And this time we 
thought we’d do something 
completely different.

“Promoting team-building and 
healthy competition between 
old rivals worked really well,” 
continues Stephen. “And it 
was a great opportunity for 
Saks HQ staff to build on 
their relationships with our 
franchisees. It was all about 
exchanging ideas, asking 
advice, making new friends 
and having fun with like-
minded people. Everyone 
left tired, but happy and 
motivated.”

Danny Jarega, franchisee of 
Saks Oldham, won Best Team 

Player for overcoming his 
acute fear of heights to abseil 
down Jenkin Crag all in the 
name of a team bonus. He 
was also the team member 
who was “up for everything” 
throughout the entire trip.

Tanya Flynn, [Saks Dundee] 
won Best Effort for climbing 
up and standing upright on 
top of 19 crates – with more 
than a little help from her 
team, while Paul Tennant 
[Saks Guisborough] provided 
Best Comedy Moment for 
ending up completely upside 
down on the abseil of Jenkin 
Crag! 

With guidance and 
encouragement from fellow 
team mates, Paul managed 
to complete the task, coming 
back down to earth without 
a bump.

The overall victory was taken 
by Team Muppets, led by 
MD Stephen, with his fellow 
muppets Thomas Wilson 
and Eleanor Winkler [Exeter], 
Natalie Baker [Lytham], Claire 
Denyer [Kings Hill] and Jane 
Myers-Lewis [Yarm].

saks.co.uk
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LAKESIDE RETREAT FOR SAKS FRANCHISEES
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A revolutionary, new way to effortlessly 
create beautiful curls. 

The hair is simply drawn into the ceramic 
chamber where it is softly held and heated 
to release beautiful, free-flowing curls.

REVOLUTIONISE 
HOW 
YOU CURL

PERFECT CURL

Scan the QR code

See the Perfect Curl in action
Available from Capital Hair & Beauty - www.capitalhairandbeauty.co.uk 

Salon Services - www.salon-services.com

and Aston & Fincher - www.astonandfincher.co.uk

BAB00014 Perfect Curl 275x205.indd   1 21/03/2013   12:12



BREAKING 
NEWS

Iconic hairdresser Daniel Galvin has 
pledged his support in a campaign to 
see all hairdressers registered on a 
database in a bid to improve standards 
in the industry. 

“It’s wholly unacceptable that British 
hairdressing is globally recognised as 
being the very best yet we remain one 
of the few countries where we’re not 
recognised by the government as a 
licensed trade,” says Daniel.
 
To find out more about registration go 
tohaircouncil.org.uk, call 020 8760 7010 
or search for Haircouncil on Facebook. 

IMPROVING STANDARDS

CONNECTING TALENTS 

COLOR ZOOM HEADS SOUTH

International Session Stylist Anthony 
Turner, has joined the L’Oréal 
Professionnel Team as its brand new 
Styling Ambassador.

Starting his career at Toni&Guy, he has 
a credible CV including working with 
Guido Palau and styling the likes of Tom 
Ford and Anne Hathaway, while creating 
looks for Topshop, Dior, Givenchy and 

Kenzo’s advertising campaigns. 

Talking about his appointment he says: 
“I’m really excited to join the team and 
be part of such an iconic brand that I’ve 
followed throughout my career. It’s an 
honour to be working with a company 
that has worked with some of the 
most influential session stylists in 
the industry.”

10

Goldwell Color Zoom has arrived in Johannesburg, 
South Africa. William Wilson, Goldwell Global Artistic 
Master and Head of Creative and Technical Direction 
for the UK hosted the event to hairdressers from all 
around the country, as well as Goldwell’s South Africa 
Education and Sales teams. 

With live colour work from William and a catwalk 
show, the audience were told about the cutting and 
colouring techniques used to create the eight looks in 
the collection – including three dip-dye methods, Shine-
Line, Blending and an intriguing backcombing colouring 
technique called Transition. 

William says: “Color Zoom is truly international, it 
translates to each country so easily because we’re 
all obsessed with beautiful hair and creative new 
techniques. It is a joy for me to introduce Beautify to 
such an eager group and I look forward to seeing how 
South Africa interprets the Color Zoom trend.”

New Elumen was also a key focus at the event 
following the launch of seven new shades that were 
showcased along with new technologies.

Download your entry pack for this year’s Color Zoom at 
colorzoom.com 
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AN INSPIRATIONAL EVENING

AFFINAGE APPOINTS SALES DIRECTOR

Twice British Hairdresser of 
the Year and world renowned 
hairdressing icon, Beverly C MBE, 
hosted An Evening with... event at 
the Goldwell Academy. 

The sell-out evening saw her 
present fi ve models. First up was 
a full-head vanilla blonde with a 
coral accent through the fringe 
inspired by this year’s Color Zoom 
trend, Beautify. She demonstrated 
simple techniques to personalise 
haircuts for your clients – including 
how to place clip-in extensions as 
an add-on service and asymmetric 
cuts that can be worn in different 
ways to create more looks.

The next section of the evening 
focused on editorial and avant 
garde looks, giving the audience 
an insight into photographic and 
award-winning work. 

Beverly demonstrated tricks for 
achieving texture and movement, 
including using a hairdryer just out 
of shot to gently move the hair. 
She then created two editorial 
looks using hairpieces and gave 
a quick lesson on how to create 
each hair piece. 

The results were stunning, and 
the colours tapped into this year’s 
key Monochrome trend.

11

Professional haircare brand, Affi nage, has appointed Philip 
Sharp as Sales Director from this month, with responsibility 
for all sales operations.

Affi nage Managing director, Eric Bailey says: “I’m delighted 
to welcome Philip to the Affi nage team. His extensive 
knowledge and expertise will be invaluable as we further 
strengthen the brand’s position in the professional haircare 
product market.”

Get Appy with our pick
of the month for your
smart phone
Name: ghd showcase
What: Create brilliant hair, capture it on your phone and share
it with a worldwide community of millions with the new ghd 
professional app.
Pièce de résistance: Add #ghdspotlight to automatically enter 
your uploaded images into an exclusive ghd competition
launching soon [see next month for more info]. 
Price: It’s free 
Compatibility: iPhone, iPad and iTouch
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Delving deeper still into the intricacies of business, 
Salon Business is bringing you up-close and 

personal interviews, exclusive education analyses 
and all you need to know about social networking.

P14 GET DOWN WITH THE SOCIAL

P26 GOT FIVE? THAT’S ALL YOU NEED TO GET UP 
ON THIS MONTH’S BUSINESS ISSUES

• FIVE ON GOVERNMENT INITIATIVES TO  
   ACTUALLY HELP YOU
• FIVE ON MANAGEMENT BUYOUTS
• FIVE ON BECOMING A DISTRIBUTOR

P36 EDUCATION: ONLINE VS FACE-TO-FACE

P40 HELLEN WARD RETURNS TO ANSWER YOUR 
PRESSING QUESTIONS
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THE 
KNOW-
LEDGE

Social networking is a 

growing area of business 

and if you’re not up on it in 

your salon you could miss 

out. Don’t just jump 

in head first, read here for 

all the know-how you 

need including

the common mistakes 

people make.
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WHY DO IT

“Social networking is not 
something businesses can afford 
to do without. It’s changed in 
recent years from something that 
was seen as only for the über 
cool and trendy, to a business 
necessity,” says Leo Bancroft 
owner of his eponymouly named 
salon.

And with its popularity, the 
possibilities for social networking 
have grown to include Twitter, 
Facebook, YouTube, Instagram, 
Pinterest, Tumblr – and new sites 
are being created or suddenly 
gaining in popularity all the time.

Social networking guru Valorie 
Vears says: “It might seem 
as if Pinterest appeared from 
nowhere late last year, but it had 
been around for a few years. It 
just took a while for it to gain 
a following and now it seems 
there’s no stopping it.”

But it’s easy to see why Pinterest 
has experienced this sudden rush 
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as Valorie explains: “One 
recent  trend across many 
networks has been the 
emphasis on the visual. 
From the popularity of 
Instagram and Pinterest 
to the redesign of 
Facebook’s newsfeed and video integration in 
Twitter, it’s obvious that social networks are 
starting to emphasise visual posts for a reason 
– it works. What this means for salons is that 
they need to get busy with the camera, taking 
pictures of their clients, their work and the 
behind-the-scenes personality of the salon.”

Of all the networks out there, Pinterest could 
have been made for hairdressing; it’s a gallery 
online for every salon. Collecting inspirational 
pins organised by colour, cut, shape, sex 
or age gives you the perfect lookbook and, 
presented on an iPad, it’s the ideal tool for that 
perfectly polished consultation. 

But that’s just one of the reasons why you 

should be adopting social networking in your 
business as Emma Stavrinides, PR Manager 
for Wella UK & Ireland says: “Social media 
allows hairdressers and consumers to share 
their passion and enthusiasm in real time. 
The hairdressing industry is ever evolving and 
Facebook and Twitter in particular encourage 
communication, which is up to the minute.”

At Westrow they invest heavily in a social 
media strategy to increase the brand’s 
awareness and further develop relationships 
with their customers. Talking about why 
they think it’s so important, Director Steve 
Rowbottom says: “Social networks are a true 
cultural and financial force and are here to stay. 
It’s not a fad and it’s huge business, so it’s 
imperative we embrace it for our future.

“Social media offers us relationship-building 
opportunities that are virtually limitless and 
by integrating our social media strategy with 
more traditional PR services, we’ve found it 
can be an extremely powerful way to promote 
our brand and get our message delivered to 
our client base.”

And that’s exactly what social networking 
is: A way of reaching a bigger audience in 
quick speed as founder of award-winning 
salon group Strands Hairdressing, Pauline 
Howe, says: “Everyone who’s anyone is on 
Facebook and Twitter in this day and age, so 
it’s important to us that we’re constantly up-
to-date with the latest social networking sites 
to ensure our business is being seen 24 hours 
a day. 

“Salons can’t sit back and wait for customers 
to find them. Salon owners need to be 
proactive to keep their brand on the radar. 
Social media is incredibly important, especially 
to the younger generation and having our 
Facebook and Pinterest pages means we 
can get instant feedback from our clients – if 
they’ve had a great blowdry, they’ll tell us.”

Of course, the risk is that negative information 
can travel faster than ever before too. 

THE PITFALLS

Natasha Hassani, who is in charge of the 

“Social media allows 
hairdressers and 

consumers to 
share their passion 

and enthusiasm
 in real time. The

 hairdressing industry
 is ever evolving
 and Facebook

 and Twitter in
 particular encourage

 communication, 
which is up to the 

minute.
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social networking at Gorgeous PR says: 
“Social networking enables you to directly 
communicate with your clients effectively 
facilitating your marketing and enhancing 
your branding, but remember it gives your 
customers a voice to either compliment or 
complain about your 
business. 

“Customers take 
this opportunity to be 
heard very seriously 
and there have been 
cases of complaints 
against huge 
organisations going 
viral in minutes and 
having huge negative 
impact on their brand 
perception. So if you 
decide to implement 
a Facebook page 
make sure you check 
in regularly and respond to any compliments or 
complaints with equal measure.”

Remember as soon as you put anything on 
social networking sites it can be seen by 
potentially everyone, so it’s important to be 
aware of that when posting yourself but also 
make others aware who have access. At TIGI 
there are strict guidelines of what anyone 
tweeting can say, although Linda Evans 
responsible for Trade and PR at the company, 
says sometimes that can intefer with the 

ease of conversation – if you want to build 
followers, you have to post on topics that are 
relevant to your customers, and aren’t just 
boring generic posts.

Linda adds: “It’s important to keep the 
conversation friendly and 
light. Responding and 
building the conversation 
and the relationships is 
important. We comment 
mainly on what we’re 
doing internally and about 
shows and events we 
attend as well as seasonal 
products and ‘get the 
looks’ linked to certain 
looks or celebrity hair. 

“We’re careful on what 
we comment, keeping it 
to commentary about our 
business and never being 

provocative or offensive. The aim is to build 
knowledge and information about TIGI.”

Another area to be aware of with social 
networking sites is your legal obligations when 
it comes to competitions and self-promotion. 

Creative Communications Manager at Salon 
Success, Amy Vears says: “One of the biggest 
mistakes we see salons make on social media 
is the way they run competitions. Facebook 
has very clear policies on the matter and if you 

infringe upon these, it could see your page 
being shut down, and even legal action being 
taken.”

So what are some of the restrictions? “You 
can’t run a competition that asks fans to ‘like’ 
posts or check in on your page in order to 
enter. Neither can you notify winners through 
Facebook messages or announce winners 
directly on your wall.”

That doesn’t mean you can’t use Facebook 
for competitions altogether but you have to be 
clever to get around the rules. 

Amy suggests using an inexpensive app such 
as Sweepstakes or Offerpop to ensure your 
competition is above board, plus they have 
the benefit of portraying a more professional 

“We’re careful on
 what we comment, 

keeping it to commentary
about our business

 and never being 
provocative or 

offensive. The aim is to 
build knowledge 
and information 

about TIGI.
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image of your brand. Then you can still 
use social networking sites to make 
people aware of the competition.

HOW TO DO IT RIGHT 

First you need to ask yourself who are 
you communicating with and what really 
interests them? Once you know the 
answer to these, you’re halfway there 
to communicating with your clients in a 
way they’ll respond.

Matrix Global Design Team Member 
Paul Falltrick says: “We update 
our Facebook page with our latest 
accolades plus tell them about our 
magazine features so our fans know 
that our brand’s going from strength to 
strength.”

At Easton Regal they use Twitter to 
connect with various people from local 
businesses to beauty journalists. The 
salon’s in-house PR, Lauren Shepherd, 
says: “Twitter is more laid back and less 
formal than email, making it the perfect 
way to introduce 
yourself without 
sounding too stuffy.  
The limited characters 
force you to get to the 
point too!”

They also use Twitter 
to run competitions, 
as Lauren explains: 
“If we’re having a 
particularly quiet 
morning, we’ve 
done tweets such 
as ‘the first five 
callers will receive a 
complimentary micro-
mist treatment when 
booking a haircut or 
colour’, or to gain more 
followers to enter a competition we 
request they re-tweet us.”

They also have two Facebook pages, an 
official Easton Regal Hairdressing one 
and another for Easton Regal Education.  
The Easton Regal Hairdressing page 
is used to post reviews on the salon, 
images and tip and tricks, whereas they 
use the education page to find models 
and post images of test shoots and 
trainees. “We find this makes potential 
models more confident in us and our 
assistants, knowing they are in capable 
hands,” says Lauren.

At Strands Hairdressing they have a 
strong Facebook presence and a lively 
Pinterest, constantly sharing images of 
the team at work, commenting on the 
latest runway and celebrity creations 
plus updating their page with new 
interior images and examples of styles 
the team has created to interact with 
their fans.

“Twitter is more laid back
 and less formal than 
email, making it the 

perfect way to introduce
 yourself without sounding

 too stuffy.  The limited
 characters force you to

 get to the point too!”
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As a result, the salon has built up a strong 
following and close to 500 likes from users 
that regularly comment. Once you have a good 
following, you can start to use it as Natasha 
advises: “Use your business page as an 
opportunity to ask your clientele what they’d 
like to change about your business. Direct 
market research with your target customer 
base can be invaluable toward creating a 
superior customer experience.”

At TIGI they have different Facebook pages 
for the different brands they’re looking to 
promote, which is crucial if the brands have 
different voices and may even be talking to 
different people as Linda says: “We have 
Facebook pages for our Bed Head and Catwalk 
brands that talk to both the consumer and 

the professional 
hairdresser, though 
aim more at the 
consumer in the 
conversation. The 
TIGIProfessional 
page is aimed at the 
hairdresser.”

The easiest way to 
make sure what you’re posting is relevant 
to your target audience is to think ahead 
as Linda says: “Planning and scheduling is 
vital. It’s a time-consuming job to effectively 
run Facebook pages so it’s important to 
know what you want to achieve and to plan 
accordingly.”

You could even have a dedicated team just 
for social media like at Westrow. Steve says: 
“Our social media team produce monthly 
management reports, which quickly highlights 
what strategies are working and what aren’t. 
From this we can alter our content strategy 
to increase our audience engagement. We’re 
able to gain valuable consumer feedback and 

analysis, which allows us to promote better 
business practices and business planning for 
the future.”

As for how much time you should be spending 
on social networking sites, Leo believes this 
is very personal: “This is really up to the 
individual to judge how much of a priority they 
think it is but I would recommend updating 
your social media at least once or twice a day 
minimum, to keep it fresh. When it comes to 
getting information out there, if you’re not first 
you’re last.”

WHERE TO LEARN MORE

Aside from getting on the bandwagon and 
giving it a go, there are various courses 
available to help you along the way. The 
Fellowship is holding a Social Media Workshop 
on Monday, April 22, while Goldwell offers a 
course called Let’s Get Social.
 
Held at the Goldwell Academy, it’s an 
interactive workshop that focuses on 
Facebook and Twitter, touching on Pinterest. 
Attendees leave with an action plan and the 
knowledge of how to make social media work 
harder for them while not taking us as much 
time. 

Sam Ward, who heads up the course says: 
“Integrating social media into your business 
has never been more important. With potential 
clients seeking you out on the internet, 
checking out reviews and trying to understand 
what your salon is all about on Facebook and 
Twitter, it’s vital your brand is represented 
swell wherever your future clients are looking 
for you.”

If you haven’t already, it’s time to take a little 
trip down digital lane and see what all the 
hype’s about.

“Use your business page
 as an opportunity to ask

 your clientele what they’d 
like to change about your 

business.”

ALL IMAGE CREDITS:
Hair: Wendy Iles, Barney Gleeson, 

Brian Bode, Michael Crispel and 
Robert Mrosek for KMS California  

Makeup: Nino Allegro
Clothes styling: Avena Gallagher

Photography: Sven Jaconsen
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Creative reinvention is the key to ICONIC STATUS. To be able to break boundaries and 

create iconic LOOKS OF THE FUTURE and impress your clients like never before, you 

need ingenius technology and REINVENTED FORMULATIONS. The moment is NOW. 

For TRUE COLOUR EXPERT STATUS, look no further than NEW TOPCHIC FROM 

GOLDWELL. 

IMPROVED PERFORMANCE and ADVANCED TECHNOLOGY means Topchic now 

off ers the best GREY COVERAGE ever, with ultimate durability, excellent evenness 

and OPTIMUM GENTLENESS. As an improved reinvention of the already 

popular permanent colour range, new Topchic provides the ULTIMATE COLOUR 

PERFORMANCE. 

Plus with a wide spectrum of 130 SHADES, the creative possibilities are endless. From 

a CLEAR AND EASY SEGMENTATION of The Naturals, The Blondes, The Browns, 

The Reds, The Mix shades and The Special Lift shades, it caters for every 

CREATIVE COLOURIST’S and client’s need.

With even more PROFESSIONAL PERFORMANCE benefi ts than ever, 

Topchic promises to fulfi ll every colourist’s greatest PASSION and 

MOTIVATION. It’s about empowering you to make your clients beautiful, 

to PUSH YOURSELF and your inner drive to achieve PROFESSIONAL 

EXCELLENCE. 

“FOR ME TOPCHIC IS THE ICONIC COLOUR BRAND. I LOVE THE 

SLEEK COLOR-IN-A-CAN CONCEPT FOR A MORE PROFESSIONAL 

COLOUR APPLICATION. THE BEAUTIFUL AND COMPREHENSIVE 

RANGE OF SHADES GIVES ME EVERYTHING I NEED TO CREATE 

THE PERFECT COLOUR RESULT FOR EVERY CLIENT.”

MARK LEESON, MARK LEESON HAIR, BODY 

AND MIND, MANSFIELD, UK

THE ICONIC BRAND FOR TRUE COLOUR EXPERTS

TOPCHIC
TRUE COLOUR EXPERT STATUS, look no further than NEW TOPCHIC FROM 

GOLDWELL. 

ADVANCED TECHNOLOGY means Topchic now ADVANCED TECHNOLOGY means Topchic now ADVANCED TECHNOLOGY
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. As an improved reinvention of the already 

popular permanent colour range, new Topchic provides the ULTIMATE COLOUR 

PERFORMANCE. 

SHADES, the creative possibilities are endless. From 

CLEAR AND EASY SEGMENTATION of The Naturals, The Blondes, The Browns, 

The Reds, The Mix shades and The Special Lift shades, it caters for every 

CREATIVE COLOURIST’S and client’s need.

PROFESSIONAL PERFORMANCE benefi ts than ever, 

Topchic promises to fulfi ll every colourist’s greatest PASSION and 

. It’s about empowering you to make your clients beautiful, 

and your inner drive to achieve PROFESSIONAL 
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“FOR ME TOPCHIC IS THE ICONIC COLOUR BRAND. I LOVE THE 

SLEEK COLOR-IN-A-CAN CONCEPT FOR A MORE PROFESSIONAL 

COLOUR APPLICATION. THE BEAUTIFUL AND COMPREHENSIVE 

RANGE OF SHADES GIVES ME EVERYTHING I NEED TO CREATE 

THE PERFECT COLOUR RESULT FOR EVERY CLIENT.”

MARK LEESON, MARK LEESON HAIR, BODY 

AND MIND, MANSFIELD, UK
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With over 40 YEARS EXPERIENCE in professional hair colour artistry, Goldwell knows 

how to master the technology you need. The INTEGRATED PROTECT SYSTEM 

is the core technology in Topchic: THE EQUALIZER SYSTEM 2.0 intelligently 

equalises structural diff erences for EXCELLENT EVENNESS from regrowth to ends. 

The COENZYME MOLECULE prevents damage by neutralising free radicals, for 

extraordinary BRILLIANT COLOUR TONALITY, GENTLENESS and DURABILITY.

Experience Goldwell’s PATENTED INTRALIPID TECHNOLOGY, now integrated into 

the Topchic Lotion, for ideal COMBABILITY and SMOOTH HAIR touch. The new Dye 

Penetration System also ensures 100 PERCENT GREY COVERAGE.

New COOLPROTECT TECHNOLOGY features in all cool brown 

and blonde shades for ultimate colour stability to ensure cool tones 

last, while the HIGHLIFT CONTROL SYSTEM off ers a perfect 

pigment concentration and powerful lift for achieving the PRECISE 

RESULT that high-lift blonde client’s desire.

Topchic will also create fashionable grey coverage with MULTI-

DIMENSIONAL REFLECTIONS, thanks to the REFLECTS3 

SYSTEM, which is included in all TriFlective Naturals shades. 

For reds, look to the CHROMAX TECHNOLOGY for an intense 

colour due to the high intensity molecules in all Max Reds shades.

TECHNOLOGY: PERFORMANCE PROVEN BY OVER 60 PATENTS

PERFORMANCE

extraordinary BRILLIANT COLOUR TONALITY

Experience Goldwell’s PATENTED INTRALIPID TECHNOLOGY,

the Topchic Lotion, for ideal COMBABILITY

Penetration System also ensures 

New COOLPROTECT TECHNOLOGY

and blonde shades for ultimate colour stability to ensure cool tones 

last, while the HIGHLIFT CONTROL SYSTEM

pigment concentration and powerful lift for achieving the 

RESULT

Topchic will also create fashionable grey coverage with 

DIMENSIONAL REFLECTIONS

SYSTEM, which is included in all TriFlective Naturals shades. 

For reds, look to the 

colour due to the high intensity molecules in all Max Reds shades.

“FOR ME TOPCHIC IS THE BEST HAIR COLOUR IN THE 

WORLD. I’M AMAZED BY THE BRILLIANT RESULTS AND THE 

PROFESSIONAL APPLICATION TOOLS. TOPCHIC IS DEFINITELY 

THE HAIR COLOUR FOR COLOUR EXPERTS.”

PETER WU, HEADLINE SALON, TAIWAN
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DEPOT CAN SYSTEM – a unique application for true colour experts – has been a 

favourite among Goldwell colourists since its inception in 1978, with eight out of 10 

refusing to switch back to tubes. Why do they love it? It’s EASY TO HANDLE, off ers NEAT 

STORAGE and PRECISE MEASURING, which means you can work faster. IMPROVED 

CONSISTENCY within the Cream Developer Lotion also means it’s easier to spread than 

ever before and the COLOUR ATTACHES to the hair perfectly. It doesn’t stop there: 

The newly-shaped bottle is EASIER TO HANDLE, with OPTIMAL SQUEEZING and is 

compatible to the Depot Can System. 

A brand new innovation to the Topchic brand is the PROFESSIONAL COLOUR 

APPLICATION TOOL, P_CAT. Developed by German and Japanese engineers, it’s aimed 

at making the service even QUICKER, while its ERGONOMIC SHAPE is ideal for the all-

important REGROWTH APPLICATION service.

It’s POWERFUL, PRECISE, PROFESSIONAL, ADVANCED, 

FASHIONABLE and ICONIC. This is your brand for creating 

distinctive beauty – TOPCHIC FROM GOLDWELL. 

APPLICATION: UNIQUE AND PROFESSIONAL

INNOVATION

at making the service even QUICKER, while its ERGONOMIC SHAPE is ideal for the all-

important REGROWTH APPLICATION service.

PRECISE, PROFESSIONAL, ADVANCED, 

ICONIC. This is your brand for creating 

TOPCHIC FROM GOLDWELL. 

TO DISCOVER THE NEW TOPCHIC SPEAK TO YOUR 
GOLDWELL SALES CONSULTANT, OR CALL 01323 432100

WWW.GOLDWELL.COM/TOPCHIC

“I LOVE TOPCHIC! IT‘S AN INTELLIGENT 

COLOUR SYSTEM THAT HAS THE 

ANSWER TO CLIENT WISHES. FROM 

THE BRILLIANCE OF PURE COLOURS 

TO HIGH LIFT BLONDES TO RELIABLE 

GREY COVERAGE, TOPCHIC 

HELPS TO MAKE MAGIC 

HAPPEN ON MY SALON 

FLOOR EVERYDAY.” NICK 

ARROJO, ARROJO STUDIO, 

NEW YORK, USA 
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Got Five brings you easy-to-read business advice 

that's to the minute relevant and ultimately GOOD 

to read. Whether it's to help your business run 

smoother, boost your revenue with ingenious 

strategies or motivate your staff, every month we 

pack out Got Five with the features you've been 

asking for.

But that's not the only place we've been listening; 

we know how much you love Got Five which is 

why we've rebranded ahead of some exciting 

developments to Got Five next year – watch this 

space, but for now, let us know what you think of 

our new logo @salon_business.
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down to business

Confused by which Government schemes could work for 
your business? Looking to set up a salon but don’t have the 
security for a normal bank loan?  Our  resident finance and 
business expert, Bobby Lane, from accountancy firm Shelley 

Stock Hutter,  gives an overview of a few initiatives you may 
want to consider: 

A helping hand from
THE GOVERNMENT

29

ENTERPRISE FINANCE 
GUARANTEE SCHEME
Launched: 2009
Tell me more: This allows a 
business to get a loan even when 
they may not have the required 
security to offer.

How it works: The Government 
will guarantee 75 percent of 
the loan and the bank takes 
the remainder of the risk. It’s 
available for businesses with 
an annual turnover of up to £41 
million seeking a loan between 
£1,000 and £1 million. This could 
be useful for anyone looking to 
set up a salon or if your business 
has been operating for more 
than five years and you’re now 
looking to grow it.

Bobby’s Advice: Be prepared.  
Most businesses get rejected 
because they are ill-prepared when 
they meet the participating lenders.

At your meeting, remember to 
supply an information pack that 
includes a detailed business plan, 
the last three statutory accounts 
[if applicable] and your latest 
management accounts.

Make sure you give the lender 
the confidence that your business 
proposals are realistic and achievable 
and the management team has the 
right set of experience and skills.

NATIONAL INSURANCE HOLIDAY
Launched: 2010
Tell me more: New businesses set 
up outside of London, the South 
East and East of England will be 
eligible for a NI holiday worth up 
to £5,000 for up to the first ten 

employees they hire in their first 
year of business. This means a 
maximum saving on their national 
insurance payments of up to 
£50,000.

Bobby’s Advice: Take advantage 
while you can as this initiative is 
due to disappear later this year. 

FUNDING FOR LENDING SCHEME
Launched:  July 2012
Tell me more: This is an attempt to 
reduce lending costs and in turn, 
increase the flow of credit. 

How it works: It gives banks access 
to low-cost funding on the condition 
they maintain or increase net 
lending. Unfortunately, while it’s 
boosted mortgages, there are few 
signs it’s helping small businesses.

Bobby’s Advice: This is a political  
hot potato, with some politicians 
and critics of the scheme calling for 
urgent discussions. They want it to be 
changed and for the Bank of England 
to investigate whether the criteria 
for the scheme are wide enough for 
small and medium-sized enterprises. 

SEED ENTERPRISE INVESTMENT 
Scheme: 
Launched: July 2012
Tell me more: This is designed to 
help small, early-stage companies 
raise equity finance by offering a 
range of tax reliefs to individual 
investors who purchase new shares 
in those companies.

How it works: It’s a real incentive 
for investors to put money into a 
start-up business as they receive an 
income tax deduction of 50 perecent 
on investments of up to £100,000 
per year as well as other tax breaks.

Bobby’s Advice: If you’re planning 
on investing in a business, then 
use this scheme and, if you’re 
starting up your own salon, don’t 
underestimate how powerful an 
incentive it is to potential investors.

“New businesses set up 
outside of London, the 
South East and East of 

England will be eligible for a 
NI holiday worth up to 

£5,000 for up to the first 
ten employees they hire 

in their first year 
of business.”
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30

Mahogany Directors Russell-John 
Barker, Colin Greaney, Antony 
Licata and Neil Atkinson executed 
a management buyout in late 

2011 and have been doing a bit of 
commercial soul searching ever since. With a 
new and improved salon that’s now stronger 
and more efficient, we get the lowdown on 
what they went through.

Reshaping
YOUR SALON

30

How do you think the change of 
leadership has gone down with your 
salon teams?
Russell: Very well. At the time 
of the buyout we communicated 
constantly with our staff about the 
Directors’ roles and responsibilities, 
plans for the future and how 
things might change for them. The 
changes have all been positive and 
the salon teams have been truly 
supportive. It’s actually been an 
experience that’s contributed to 
the successful 
changeover in an 
enormous way.

How do you share 
the running of the 
company?
Colin: As 
International 
Creative Director 
I have strategic responsibilities. 
I take care of all the educational 
DVDs, books, shows and seminars 
and I’m the creative face of the 
company. I also act as brand 
guardian for all of our PR and 
marketing. Russell is very much the 
numbers man. His title is Business 
and Operations Director but his 
initial training is as a hairdresser and 
a deep understanding of business 
management has really taken the 
company forward in the last year. 
Antony’s our UK Creative Director 
and assists me in all creative 
projects, his incredible strength 

though is with our staff on the salon 
floor – he has that eye level view of 
the creative side of the business. 
Meanwhile, Neil’s the Senior 
Creative Director and carefully 
protects and supports our standards 
of hairdressing and service, while 
providing an invaluable contribution 
to our Creative Team. 

What do you do when you disagree?
Colin: Well in all honesty, we 
don’t because we all trust one 

another to have the 
company’s best 
interests at heart 
and we’re always 
communicating. 
It’s a bit of a 
running joke but 
there’s always a 
dialogue in progress 
between the three 

of us somehow, wherever we are 
geographically.

What did you change that made the 
fastest impact on your bottom line?
Russell: We started by doing 
something that every company 
should do every year or 18 months; 
we performed a rigorous cost 
analysis across the whole company. 
We scrutinised every supplier, 
utility provider, resource purchase 
and operating cost. It was time 
consuming and detailed work but 
the pay off was practically instant 
and left us in better shape. 

“The changes have 
all been positive 

and the salon 
teams have been 
truly supportive.” 
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down to business

31

down to business

“We went back to the drawing 
board on the way that training 
took place in the salon and 
made it more exciting, more 
meaningful and even 
more motivating. “

Have any changes taken place in your approach to 
hairdressing?
Antony: No and yes! Mahogany has a clear approach. 
Beautiful, high quality, bespoke hairdressing for every 
client; that didn’t change. What changed was that we 
reoriented our staff; reset their creative compass if you 
like. We went back to the drawing board on the way 
that training took place in the salon and made it more 
exciting, more meaningful and even more motivating. 
The result has breathed new life into our salon work. 
We have a well trained team of confident, creative and 
commercially savvy hair professionals all working to 
the highest standards.

How would you describe the company’s strengths?
Neil: Mahogany as a brand is very focused. The 
management buyout wasn’t about creating a 
renaissance in our brand or the way we do business, 
but an evolution. In every corner of our business we’re 
now stronger and more robust and that process has 
been liberating. Our strength is in our people and their 

strength is bringing their talent and passion to our 
purpose…great hairdressing, well delivered.

How have you invested for the future?
Russell: We’ve freshened up and refurbished our 
London, Mayfair and Oxford salons, which resulted in 
an increase in walk-in clients. We’ve also invested in a 
computerised software system so that we can capture, 
store and most importantly use the information we 
have about our clients quickly and efficiently and we’ve 
increased our investment and efforts in marketing 
and PR. 

What would you say to anyone else considering a 
management buyout?
Russell: Be realistic about the commercial situation 
you’re willing to take responsibility for. Remember 
that your staff and clients are NOT required to bear 
with you during the change over. Find yourself a great 
lawyer and a great accountant and then roll up your 
sleeves.

31
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down to business

With an in-depth knowledge of hair there are few better 

placed to know what products are needed in the market 

than you, but have you ever considered selling them? 

We delve into the world of distribution and get some tips  

from Dayle Adams, Managing Director of Flip-in Hair.

How to become
A DISTRIBUTOR

How could a salon owner become 
one of your distributors?
They need to express their 
interest to us through email or 
over the phone, at which point 
we would send out a distributor 
access form. Once that’s 
been done, we’d get any extra 
information over the phone and 
then set up a meeting.

What would happen in the 
meeting?
We’d go through the 
possibilities, how they would 
do it, how we would work 
together. We’d discuss how 
we’d support them as a 
distributor, the profit margins 
that we expect and what they 
can expect. After all of that, if 
both parties are still interested, 
then it moves up to the next 
level. We would go and see 
their premises [you need to 
have the space to store what 
you’re going to be distributing], 
and we would show them all 
of the products we have. Then 
the final stage is distribution 
agreements.

What skills does a distributor 
need?
They would need to know the 
industry and know why salons 
buy what they buy. A salon owner 
would know all of this information 
already. Add to that seeing the 
products and their benefits and 

they should be able to sell it. One 
crucial thing that a distributor 
must do is believe in the product 
and know they’re going to sell. 
On top of that they would need 
to have the ability to meet new 
people and the confidence to 
make appointments.

How much money would they 
need to put up?
It would depend on the size of 
the market they had but they 

should be looking to invest around 
£5,000 on products and then 
marketing fees on top. They then 
receive a margin on every product 
they get into the salon.

What are the revenue 
opportunities?
It would all be set out in the 
business plan in at the start. As a 
distributor they can set their own 
pricing so they can determine 
what they want to earn form it. 
It’s up to them what profit margin 

they add but we have guidelines 
to give them an idea of where to 
go with the pricing they want to 
offer. It’s important to remember 
to look after your clients though 
and don’t undercut salons you’re 
distributing to, if you decide to sell 
direct to the public. 

Do you recommend distribution as 
a route for increased revenue for 
a salon owner?
This very much depends on how 
hands-on they are in their own 
salon. If the salon relies on them 
to head their team or to work 
within that salon regularly then it 
would be a case of changing their 
focus and taking them away from 
their core money maker. If they 
do have time though it can work 
very well for them.

Are there any clauses?
There would be targets within 
the distribution agreement and 
if we wanted someone in one  
particular area but then they 
were only selling to one salon, 
it would restrict our sales so we 
would consider terminating the 
agreement.

How long does it take to become 
a distributor?
On average it’s about three 
months. Some people are quicker 
and some longer and it can take 
more time if it’s overseas, but 
generally the process is quite fast.

 “It’s up to them what 
profit margin they add 

but we have guidelines 
to give them an idea of 

where to go with the 
pricing they want 

to offer.” 
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  ONLINE

Since the internet was launched 
over a decade ago, the 
technologies have driven forward 
creatives to develop ever-more 
ingenious ways of educating 
their peers. This has led to many 
hairdressers and brands creating 
how-to videos, interactive websites 
where stylists can go to speak to 
the experts and much more.

One of the fastest growing online 
sites for hairdressing education 
is myhairdressers.com MHD and 
having recently been endorsed by 
City and Guilds, it’s easy to see 
why it’s a popular choice.

Tracey Hughes, Creative Director 
of Mieta Hairdressing, is Australia 
and New Zealand ambassador for 
the site and believes it presents a 
huge opportunity for salon owners. 
And she’s no stranger to learning 
having worked as an educator 
globally through events, seminars 
and customised tuition, as well as 
creating DVDs. 

“My biggest focus is education,” 
she says. “I believe it’s key to 
personal drive and growth for 
hairdressing and life in general.”

MHD is full of educational tools 
from theory lectures to videos 
demos with some of the biggest 
names in hair from across the world 
such as John Vial and Josh Wood. 
It covers everything from cutting, 
colouring to styling and theory 
lectures and caters to varying levels 
of expertise.

“It shares with every skill level 
from fundamentals to the classics 
and advanced. It’s all about sharing 
a quality of work and detailed 
explanations,” says Tracey.

There are also step-by-steps for 
every video, breaking down the 
techniques and colours in as much 
detail as the student wants – the 
idea is the student can choose it all. 

“It’s very personalised and they will 
get out what they want to put in,” 
she adds. “This fills a gap because 
it’s accessible to everyone – every 
stylist, whatever level. MHD is 
making quality education accessible 
and affordable to everyone.”

Hairdressers can commit as much 
time as they want to learning and 
they can watch a video as many 
times as they want, so it’s ideal for 

Education is a 

phenomenon best served 

from many avenues and 

as times change and 

technologies evolve, the 

different avenues do too. 

We look at the strengths 

of online education versus 

face-to-face and see how 

each can benefit your 

business. M
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differing paces of learning. It also allows for 
personalisation of a technique as the student 
can use it as a reference when developing 
their own ideas.

Perhaps the biggest perk to online education 
is its accessibility and cost as Tracey says: 
“A lot of people may not have the ability, 
logistics or finance to go to a dedicated 
course but they can afford the subscription 
to MHD, whether it’s annual, weekly or 
in-demand.”

For salon owners there are packages available 
to make it better value or you could consider 
a floating sub, depending on your needs.

Tracey does heed a warning when looking 
at any of the packages though: “It shouldn’t 
replace regular education, but complement 
it. MHD is ideal for education on the go. 
Students could be travelling home on a 
train or sitting on a laptop at home with a 
mannequin to practice as they watch the 
video in their own time.”

That means no matter where they are, they 
have access to artists form all over the 
world so can access different influences and 
inspirational work.

Tracey finishes by saying: “My staff in 
Australia all subscribe – they may never have 
left Australia and yet they have access to 
global inspirations and interpretations – it 
makes them more worldly and can help with 
their creativity.”

FACE-TO-FACE

Throughout history, learning is something 
that has happened via experience and 
communication both in the classroom and 
outside – and this form of education is still 
as vital now as it always has been.

Owner of Sharp Hairdressing, Andrea 
Sharp, has taught at York College, run her 
own seminars in-salon and utilises MHD. 

Now on the verge of setting up an internal 
training programme, she believes there’s no 
substitute for face-to-face education. 

“With face-to-face education, students 
can see the hair textures and the clients. 
Watching it on a video, it’s great as a backup 
but you can’t feel anything and hair is about 
feel. You need to know the textures you’re 
working on,” says Andrea.

She is still a huge fan of online tools such 
as MHD but believes the most successful 

training must contain elements from all of 
these methods.

“I use MHD a lot in my own salon and we 
go to the Wella Studio in Manchester and 
ghd Academy in Leeds,” she says. “I’m 
also looking into doing our own training and 
getting funding from the government at the 
moment but it’s a lot of red tape.”

Education offered by product companies 
is a really good way to backup to our own 
training, as Tracey says: “Sometimes 
they can put it across better and students 
take it all onboard more and realise how 

professional the industry is. 

“Also, when you go to the Wella Studio 
you can really learn about the chemicals in 
the products you’re actually working with 
and learn to use them as the manufacturer 
intended.”

But it’s not just your staff who can benefit 
from this education: “Every time I go I think, 
‘Oh god I didn’t realise you could do that’. 
Even if I sit in on a basic course with a junior 
I come away with new information and it 
helps you get out of bad habits and see it 
with fresh eyes again.

“I often go on observation courses for this 
reason so when I’m teaching in the salon I 
don’t pass on my bad habits. You pick up on 
things like even how to put a towel on and 
think, ‘that could work in our salon’.”

The observation course is a lot cheaper 
than the full version and doesn’t involve any 
practical sessions but as Tracey says it’s a 
very good refresher that you can take back 
to the salon.

Working with your product company 
is certainly a valuable way to increase 
accessbility for your staff to all forms of 
education as Tracey explains: 

“The more you spend with Wella the more 
you get so it’s better than buying products 
direct from the wholesalers. I sent all the 
staff on Perfect Consultation last week and 
in another three months we’ll assess what 
else the business needs. We also go to 
events such as the Wella TrendVision Insight 
evening even if we’re not entering the 
competition but it’s great to network and see 
what other salons are doing. You find you 
pick up lots of tips, not just from the trainers 
but other salon owners too.”

The conclusion? Make the most of every 
form of education that’s available to you and 
your staff to be the best.

“It shouldn’t replace 
regular education, but 
complement it. MHD is 
ideal for education on 

the go. Students could 
be travelling home on a 

train or sitting on a 
laptop at home with a 

mannequin to practice 
as they watch the video 

in their own time.”
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Forever Blonde from Paul Mitchell 
will leave hair soft, strengthened, 

intensely hydrated and replenished.

The Wella Professionals Brilliance 
range enhances coloured hair 
leaving it full of shine with its 

special ingredient, diamond dust.

Davines OI/All In One Milk is 
a  leave on treatment that adds 

shine, softness and volume, while 
controlling frizz.

Joico K-Pak removes mineral 
deposits and product build up, 
leaving hair hydrated, feeling 

manageable, radiant and clean.

The Salon Performance Based Pay 
system from ICO can incentivise 

your team and drive your business 
forward.

An easy strand application with no 
rings,tape or clips, and a range of 

effects, Balmain Hair Dress can be 
as subtle or as dramatic as desired.

The Balmain Hair Couture Styling 
Line was developed with session 
stylists to bring you a premium 

product for all your styling needs.

Tangle Angel is a detangling brush, 
with heat resistance, anti-bacterial 
and anti-static properties, that suits 

all hair types.

GIVEAWAY

For one month we’re giving away hundreds of products to 

you. All you have to do is send back the questionnaire at the front of 

the magazine [the bit that had your address on] and we’ll 

send you your goody bag.

hugeSalonBusiness
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Envy 2 Dual Fix Treatment makes 
hair feel like hair should without 

the frizz.

Protect hair against the damaging 
effects of daily blowdrying, 

straightening and curling with ghd 
Style Heat Protect Spray.

A magical powder, label.m 
Resurrection Style Dust will plump 
fi ne hair with maximum volume, 

without weighting it down.

BedHead On The Rebound injects 
serious shine into the limpest of 
curls, while offering the ultimate 

thermal protection. 

Protect the strength, elasticity 
and shine of hair with BedHead 

Straighten Out.

Clynol Pure Volume range is the 
purest of silicone-free formulas that 

ticks boxes for both you and 
your client.

BC Fibre Force range from 
Schwarzkopf Professional embraces 

a restoration regime that truly 
delivers on hair health. 

What’s On Offer?
10 x Wella Professionals Brilliance Shampoo and Conditioner WORTH £20.65  • 50 x sets of Paul Mitchell Forever 

Blonde Shampoo, Conditioner and Dramatic Repair WORTH £20.85  • 10 x ICO Salon Performance Based Pay 

workbooks WORTH £40  • 10 x Tangle Angel brushes WORTH £14.95  • 10 x JOICO K-Pak Clarifying Shampoos 

WORTH £13.95  • 15 x Davines Oi/All in one Milk WORTH £17.25  • 3 x sets of Balmain Styling Line Session Spray 

Strong and Medium, Volume Mousse, Silk Perfume, Texturizing Salt Spray and Argan Moisturizing Elixir WORTH £130  

• 3 x Balmain HairDress WORTH £124.95  • 10 x Envy 2 Dual Fix Treatment WORTH £10.95  • 10 x ghd style heat 

protect spray WORTH £9.95  • 10 x label.m Resurrection Style Dust WORTH £10.95  • 24 x BedHead On The Rebound 

WORTH £13.50  • 24 x BedHead Straighten Out WORTH £13.50  • 5 x sets of Clynol Pure Volume Purify, Recharge 

and Bodify WORTH £30.40  • 5 x sets of Schwarzkopf BC Fibre Force Cleanser Shampoo, Fortifi er Conditioner, Fortifi er 

Spray, Conditioner and Treatment WORTH £51.50

If you can’t fi nd your questionnaire or would rather submit it 

over email, contact us at subs@salonbusiness.co.uk 

and we’ll get one to you straight away

Terms and conditions: Prizes will be selected at random. Salon Business reserves the right to withdraw the offer at any time. All 
prizes will be sent out by May 17. Prizes are not transferable. Salon Business reserves the right to substitute the prize for a prize (or 

prizes) of equal or greater value. This offer is open to all subscribers of Salon Business. 

HouseAd.indd   3 27/03/2013   16:38



2
QUESTIONTIMEApril.indd   2 26/03/2013   22:01



down to business

QUESTION
TIME

I love being creative and yet I fi nd 
more and more of my time is taken 
up running my salon. How can I 
make more time for shoots and 
editorial work?
As much as I would always 
say running the business 
needs to come fi rst, cultivating 
your creativity is key too. It’s 
really all down to good time 
management. Remember, the 
prime minister has the same 
number of hours in his day as 
you do! There are so many great 
platforms to encourage your 
creative juices to fl ow, so try 
and ensure you develop a good 
number two who can look after 
things so you get a little time 
out to motivate the motivator. 
It’s crucial that you keep feeling 
fulfi lled and get intrinsic work 
satisfaction so book yourself 
out to go to things and keep it 
sacrosanct that you don’t cancel 
when the business demands 
you. Letting your team get on 
with it in your absence once in a 
while is good for everyone. 

A new salon has just opened down 
the road from us and they’re stealing 
lots of our customers. What can I do 
about it?
Get even better at what you 
do and they will come back. 
In a downturn like this people 
will shop by price, but value is 
what’s real to customers, not 
people. Hold your ground, keep 
trying to get better, analyse your 
customer experience and talk to 
your team about how you can 
offer an even better service. 

Your customers will come back 
and once they’ve experienced 
inferior competition they’ll stay. 
But only if you can be confi dent 
that you’re offering over and 
above – so if you’re not, get on it 
sharpish. See it as an opportunity 
to put some work in to safeguard 
your future, not a short term 
threat. Competition is good for 
everyone.

One of my staff members has asked 
for an advance on their wages of six 
weeks and I’m not sure whether to 
give it to them or not. Do you think 
I should?
Why do they want it? How 
valued are they? How long have 
they worked for you? Do you 
feel confi dent that they can 
substantiate the reason? If it’s 
personal, you need to fi nd out 
more. Have their circumstances 
changed? Whatever you decide, 
you must ask them to sign 
some kind of paperwork so you 
document the loan (as that’s 
what it is) and how they’re going 
to pay it back. I don’t offer subs 
as I fi nd people never appreciate 
paying money back, sadly. 
Remember the old saying, 
never lend what you can’t 
afford to lose.

My salon seems to get so dirty so 
quickly. I don’t know whether to get 
professional cleaners in and how 
often. How do you keep your salon 
clean?
It’s a box that never really gets 
ticked. Keeping it clean is one 
thing, but keeping on top of 

maintenance is quite another. 
We rota juniors to help with 
jobs and have professional 
cleaners but it’s always a worry 
if someone is in your salon 
when management aren’t there, 
especially if your stock and other 
valuables are accessible. Try 
to manage the day-to-day stuff 
among the team members and 
get some quotes on anything 
you can’t handle in working 
hours, but beware.

I’m thinking of offering some new 
services as we only offer cutting, 
styling and colouring at the moment. 
Do you have any recommendations?
I’d always advise that no 
business consultant knows your 
business like you do. Start by 
asking your team what their 
customers mention to them that 
they have done elsewhere. Have 
a team meeting and ask them 
to do some market research, 
then meet back up a month later 
to fi nd out what they’ve learnt. 
This is by far the best way to 
fi nd out what will work. Another 
great thing is to ask clients 
to complete a survey asking 
what services they’d like you to 
introduce. You’ll soon get a feel 
about what they’re interested 
in, then you can be sure that 
whatever you launch will at 
least be used by your existing 
clientele. Offer an incentive 
to get them to fi ll it in, like a 
free appointment or money to 
spend in the salon. Gleaning this 
information is the best market 
research tool of all.

Hellen Ward, co-owner of Richard Ward Hair & Metrospa, has been off 
making a name for herself across the business world of hairdressing, 
but she’s still taken the time to answer the burning questions you’ve 

been sending in since last month. For those of you that haven’t asked 
out loud, we’re sure you’ll fi nd the answers relevant to you too.
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 Creativity lies at the core of hairdressing – and of course 

Salon Business. Check here for coverage of the latest 

events, the hottest new products and the intricacies of 

being a stylist with a vision.
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Some of the biggest icons have 
come together over the past month, 
helping to make the Fellowship what 
it is. Here, we catch up with who did 
what and when.

FELLOW
SHIP N

E
W

S

Award-winning rising star Sam Burnett of the 
RUSH Artistic Team hosted a seminar with Project 
X students to pass on his session styling tips and 
techniques.

The guys kicked off the day by presenting their 
moodboards featuring interpretations of spring 
summer 2013 hair trends before Sam presented 
three different looks on the same theme to the 
group.

“It was an open demo and we got to see the 
techniques close-up and ask lots of questions, which 
was great,” says Ashley Thompson from Peter 
Prosser Hairdressing. “Sam’s looks were classic 
and technical but had an edginess and a real point of 
difference.”

After lunch the students paired up and worked on 
models. “I teamed up with Jack Fitzpatrick from 
Toni&Guy and we recreated a Lana Del Ray classic 
wave, a technique I’ve never tried before, so I 
learned a lot,” adds Ashley.

The Project X Class of 2013 will reconverge later this 
month to take part in their fi rst photoshoot at the 
legendary BedHead Studios.

SESSION  
KNOW-HOW

Project X 2013 students have 
enjoyed an unexpected addition to 
their calendar with the chance to 
create the hair looks for a fashion 
show hosted by fashion brand 
Phase Eight’s 450 staff.

The styling team on the day were 
Jack Fitzpatrick from Toni&Guy, 

Rom Sartipi from Percy & Reed, 
James Taylor from George’s 
Hairdressing, Christos Intzes from 
seanhanna and Harps Bhogal from 
Cox McMillan.

The event was held at The Royal 
Garden Hotel in Kensington and the 
hair brief for the 10 models was 

dishevelled, understated, elegance.

“The guys did a fantastic job,” said 
Project X leader Debbie G. 

“They were extremely calm under 
pressure and showed real fl air and 
talent. It was a great way to put 
their training to the test.”

XTRA SPECIAL
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out ‘n’ about
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EXPLOSION 
OF COLOUR

The Fellowship for British Hairdressing 
presented HOB Salon’s General 
Manager, Sean Dawson and world 
renowned couture long hair designer, 
Guy Kremer for an Evening of 
Contrasts.

Sean’s precision cuts were 
complemented by the stunning colours 
explained by HOB’s Head of Technical 
Education, Faye Turner, which included 
autumnal coppers, muted amber tones, 
lilacs, apricots and candy pink. All of 
which created the HOB wow factor. 

Sean thanked the inspired audience: 
“It’s like having a party and everyone 
turning up,” he said, “It’s always an 
honour to work with The Fellowship 
and particularly tonight with such a 
legend as Guy Kremer.”

Part two of the evening commenced 
with a video from internationally 
renowned Guy Kremer showcasing his 
unmistakable style of hairdressing.

Guy presented fi ve models and 
demonstrated how he works with 
the texture of the hair to produce 
sensational looks – always pushing 
boundaries with an element of couture. 

Throughout his presentation Guy 
demonstrated exacting pin curling 
techniques, working with extra long 
hair and dramatic texture making it all 
look seamless and easy. Wowing the 
audience with stories of celebrities, 
divas and making his way in the 
industry – all of which he said he owed 
originally to being noticed by one of the 
century’s most glamorous hairdressers, 
Alexandre de Paris and more recently, 
working with the Guy Kremer Team 
that he is pleased to class as his family.

The evening concluded with Bruno 
thanking the Fellowship sponsors 
and especially show coordinator Ann 
Herman.

Matt Stark of Stark Style at The 
Refi nery, Harrods and new Fellowship 
member said: “I’ve seen such a 
fantastic insight into the work and 
inspirations of two very different hair 
icons. The street fashion and edginess 
of Sean Dawson to the beautiful 
Couture work of Guy Kremer. It truly 
was an evening of contrasts.”

DUO 
TALENT

The evening that was billed as an 
explosion of colour certainly lived up to 
its name as the Fellowship for British 
Hairdressing held its Colour Project 
Finale at the Wella World Studio.

The evening kicked off with canapes 
and fi ne wine for the 70 plus audience. 
Fellowship President Mark Creed then 
welcomed them before asking project 
leader Tanya Hennessey to join him 
onstage. Mark and Tanya then presented live 
colour work on their models demonstrating 
innovative techniques that expanded the 
boundaries of hair colour.

The evening proceeded with a short video 
about the activities of the Colour Project 
students over the past year before they 
were invited onstage to present a 
pre-styled model. 

Once the students fi nished their presentations, 

colouring icon, Carolyn Newman from 
Worthingtons was invited to the stage for an 
up-close and personal interview. Both Mark 
and Tanya asked searching questions that 
explored Carolyns’ illustrious career and gave 
an insight into what both inspires and drives 
her hair colouring vision.

To bring an exceptional evening of colour 
artistry to a fi tting fi nale, Carolyn and Mark 
presented each of the proud students with a 
well earned diploma of colouring excellence. 

The Fellowship for British Hairdressing 
presented HOB Salon’s General 
Manager, Sean Dawson and world 
renowned couture long hair designer, 
Guy Kremer for an Evening of 
Contrasts.

Sean’s precision cuts were 
complemented by the stunning colours 
explained by HOB’s Head of Technical 

DUO 
TALENTTALENT

onstage. Mark and Tanya then presented live 

The F.A.M.E Team 2013 had an inspirational 
day at the international L’Oréal Academy with 
Andy Heasman, International Creative Director 
and Tina Farey, award-winning hairdresser 
from RUSH.

After a brief introduction from Andy and Tina 
outlining their history and the reasons for 
their success they went on to discuss the 
importance of team work productivity and 
creativity.

Taking to the stage, Andy presented a 
cut inspired by RUSH’s latest collection. 
Working lines of disconnection throughout 
the perimeter shape Andy enhanced natural 
features and created a multi-functional haircut 
that moved and fell into various styles. 

Tina focused on session styling using various 
padding which she sewed into a plait that was 
previously placed through the middle parting. 
She then used the remaining hair to create 
a ball like structure throughout the front, 
fi nishing with a quirky wig-like fringe giving an 
overall edgy feel to the style. 

More demos followed and it was an insightful 
day for the team and Tina as she says: “It was 
a pleasure to spend a day with the boys. Andy 
and I both know the value of the F.A.M.E. 
Team after our girl Isabella Hyde was part of it 
last year. I’ve also been a member myself so it 
was good to see fi rst-hand how it’s continued 
to evolve.”

INSPIRATIONAL RUSH
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THE 
ESSEN-
TIALS

Berlin became a hub-ub of 

hairdressers, PRs and members 

of the press as more than 3,000 

hair pros descended on the 

Germany city to be the first to see 

the Schwarzkopf Professional 

Essential Looks. 

EssentialLooks.indd   3 28/03/2013   15:27



The Essential Looks World Tour 
by Schwarzkopf Professional, 
saw hairdressing professionals 
from nearly 50 countries head to 
the spectacular Velodrom for the 
grand launch at the beginning of 
March, while thousands more 
logged on to watch the show 
online.

An exclusive entrance 
emblazoned in Schwarzkopf 
Professional branding set the 
tone of the evening as guests 
took to their seats ahead of the 

world premiere of 
The Colour Buzz 
Collection. 

Kicking off the 
four mega trends 

created for hairdresser from the 
catwalks for spring summer, 
was Tyler Johnston with Mono 
Mods. Inspired directly by sixties 
London and the Quadrophrenia 
generation there were rounded 
fringes and clean-cut contours, 
with varying hues of blonde and 
stunning chromatic contrasts.

Next up were White Angles, a 
trend with a strong Japanese 
impact seen across the spring 
summer catwalks. It evoked 
origami and the brilliant colours 
of Japanese culture: purples, 
coppers and reds. The cuts 
featured clean graphic lines and 
accurately defined geometric 
panels, with asymmetric fringes 
for maximum impact.

“White Angles 
evoked  origami 

and the brilliant 
colours of Japanese 

culture: purples, 
coppers and reds.” 
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The third trend of The Colour 
Buzz Collection is Chic Glam – 
masculinity and femininity raised 
to yet another level and combined 
for a supersexy style, with the 
same results that the Yves Saint 

Laurent tuxedo had on fashion. In this trend, 
disconnected texture and volume lead to the 
most sensual glamour. 

Energy and dynamism represent the sheer 
force behind Electric Youth, the fourth and 
final trend of an evening that conquered 
all for its driving beat. In this trend the 
disconnections of structure and form 
contrast with metallic golds and pastels. A 
cool trend with non-conformist inspiration, 
that will certainly convince the younger 
crowds in salons worldwide.

Simon Ellis, Schwarzkopf Professional 
International Creative Director, presented the 
evening alongside Steve Hogan, Essential 
Looks Creative Director, while Schwarzkopf 
Professional Global Ambassadors, Tyler 
Johnston and Lesley Lawson, presented 
more than 70 models with the help of “local 
heroes” – Schwarzkopf Professional partner 
hairdressers from all five continents.

After the presentation it was time to enjoy 
the surroundings with decadent canapes and 
mini meals, cocktails and fruity creations. 

All in all the Essential Looks World Tour was 
one not to be missed. 

“Energy and 
dynamism represent 

the sheer force 
behind Electric Youth, 

the fourth and final 
trend of an evening 

that conquered all for 
its driving beat.”
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�e development of NIOXIN 
has followed more than 20 years 
of dedicated research by scientists 
committed in their goal to �nd 
solutions for those su�ering with 
thinning hair. Every single product 
in the range is designed to address 
thinning hair, which a�ects more than 
50 percent of all male and female 
clients***.

And while NIOXIN products and 
services don’t cure hair loss, they 
will help make the most of what 

your clients have, delivering thicker, 
fuller-looking hair within 30 days*. 
Guaranteed**.

�e range is tailored to a client’s stage 
of hair thinning [noticeably thinning 
vs. normal to thin looking], hair texture 
[�ne or coarse] and hair condition 
[coloured or natural] with six systems. 
�ese are made up of a cleanser 
shampoo, revitaliser conditioner and 
a scalp treatment, while there are also 
two intensive treatments and two scalp 
renew services. 

Since NIOXIN was first launched in 

the UK, it has empowered stylists to 

RESTORE CONFIDENCE in their clients 

with a product that is scientifically 

proven to leave hair looking thicker 

and fuller*. NIOXIN will add services 

to your salon menu and increase your 

retail offering – and it just got better. 

NEW NIOXIN DIABOOST is an at-home 

treatment guaranteed** to increase 

the thickness of the individual hair 

strand, or your client’s money back**. 

And we’re GIVING AWAY 300 SAMPLES 

of DiaBoost exclusively to you. 
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Now DiaBoost o�ers an innovative way to 
increase the thickness of each existing hair 
strand, for a fuller-looking head of hair*, in 
a leave-in treatment. DiaBoost penetrates 
the hair and makes it manageable and full as 
well as strengthening hair resilience against 
breakage, thanks to a revolutionary HTX 
complex. 

HTX complex includes ingredients with 
notable bene�ts in skincare, which is why it’s 
so good for the scalp:

Ca�eine: Known to improve skin hydration 
for a thicker, healthier stratum corneum. 
Panthenol: A derivative of vitamin B5, known 
for its strengthening and moisturisation 
bene�ts. 
Niacinamide: A derivative 
of vitamin B3, that 
improves moisture barrier 
function, skin’s texture and 
tone. 

DiaBoost should be used 
morning or evening, on wet 
or dry, natural or coloured 
hair, sprayed onto the scalp 
and massaged in – it can 
even be used with styling 
products. It can be used 
alone or as 
the perfect 
addition to a 
current haircare 
regimen, which 
means it’s easy 
for your clients 
to use. �ey’ll 
get the results 
they’re after* 
and you’ll see 
repeated sales. 

One stylist who 
has already seen 
the bene�ts of 
DiaBoost is 

Ciaran Purcell, Retail Consultant with Peter 
Mark, Ireland’s largest hairdressing group 
with 72 salons nationwide. He said: “I think 
this is a really great product. From the client’s 
perspective, DiaBoost gives true volume straight 
away, so they can see immediate cosmetic 
bene�ts, which is brilliant. Also, it’s exciting for 
them in that the more they use the product, the 
better the results will be.”
 
Ciaran continues: “From my point of view, 
I feel I’m using a three in one product – it 
strengthens the hair internally and externally 
and it widens the diameter of the hair giving 
instant volume.”

Once you try it, you’ll never look back, so don’t 
forget to use your scratchcard to see if you’re a 

winner.

Info: Please contact 
your Wella Account 
Manager, call 
01202 595700 [UK] 
1800246100 [ROI] or 
visit www.NIOXIN.
co.uk 

* Independent market research conducted in 2009 among 11349 consumers concerned about thinning hair in the USA. ** Proof of purchase required. Applies to System Kits and DiaBoost only. Open to UK and Ireland residents aged 18 and above. O�er valid on 
purchases up to 31/12/2013. Guarantee must be redeemed within three months of purchase. Full terms and conditions available at nioxin.co.uk. �is does not a�ect your statutory rights. *** Global Hair Consumer Segmentation Study #WW06D630, 11349 respondents

REDUCES HAIR BREAKAGE: 
NIOXIN reduces breakage by 
smoothing and protecting the 
cuticle – the outer layer of the hair 
shaft. 

DELIVERS DENSER-LOOKING 
HAIR: NIOXIN is designed to 
make hair strong, healthy and 
thicker-looking. 

AMPLIFIES HAIR TEXTURE: 
NIOXIN increases the fullness 
of each individual strand of hair, 

ensuring it is healthy, vibrant and 
looks radiantly thick. 

STRENGTHENS HAIR AGAINST 
CUTICLE DAMAGE: NIOXIN’s 
blend of ingredients strengthens 
individual hairs against cuticle 
damage and protects against styling 
and the elements. 

CLEANSES EXCESSIVE SEBUM 
FROM THE SCALP: NIOXIN 
removes follicle-clogging sebum 
for a healthy scalp environment. 

THE NIOXIN RANGE DELIVERS FIVE EFFECTS TO PROVIDE 
THICKER, FULLER-LOOKING HAIR.

“DIABOOST IS AN 
INNOVATIVE LEAVE-IN
TREATMENT, WHICH 

INCREASES THE  
THICKNESS OF EACH

 EXISTING HAIR 
STRAND, FOR  

A FULLER-LOOKING 

NEW DIABOOST

3 PROBLEM AREAS IDENTIFIED 
BY NIOXIN SCIENTISTS:

FEWER HAIR 
STRANDS

FINER HAIR 
STRANDS

UNHEALTHY SCALP 
ENVIRONMENT

YOUR SCRATCHCARD SHOULD BE HERE. 
IF IT’S NOT EMAIL US AT 
COMPETITIONS@SALONBUSINESS.CO.UK 
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Where better for a new salon with a 
boutique-meets-grandeur aura than in 

the heart of the West End.

FEELING 
FLUSH?
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Stepping into Toni&Guy Wigmore 
Street, you’re instantaneously 
aware of the effort that’s gone into 
the design, although that wasn’t 
where it started. For Franhcisee 
Ashley Miah and the Toni&Guy 
team, it was location, location, 
location.

“We were searching for a salon 
that was central in location – 
somewhere in the West End. We 
then decided Marylebone would 
be an excellent location, especially 
when taking into account the 
location of other Toni&Guy salons. 
Two premises came up in Wigmore 
Street, which is only a five minute 

walk from Oxford Street, and we 
went for one of them.”

And what a choice it was as 
the salon is positioned directly 
opposite St Christopher’s Place 
in Marylebone, a home to a mix 
of shops boutiques, restaurants 
and bars. “It’s such an accessible 
location and really brings something 
new to the area, staying in-keeping 
with the other buildings and 
businesses in the area,” explains 
Ashley.

The unit was vacant when they first 
viewed it and despite previously 
being used as a salon, it had been 
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completely emptied before they bought 
it. There were several partition walls 
that divided up the space, which Ashley 
said made it feel very dark and enclosed. 
Meanwhile the lower ground floor was 
made up of several small rooms, to which 
Ashley adds: “We knew we’d want to 
change that.”

Their goal was to create more space for 
styling stations and 
to utilise every part of 
the salon by adding 
functional spaces, 
such as an area 
that clients can get 
refreshments, as well 
as a beauty room. 
First on the agenda 
was the removal of 
the partition walls for 
an instant brightening 
effect and space-
creating feel. 
 
“The entire salon looks really well as a 
whole,” says Ashley. “The full length 
mirrors reflect plenty of light and create 
the illusion of space. We have our 
Toni&Guy 50th anniversary artwork and 
our Artelier collection images on the large 
white walls adding a splash of colour as 
well as inspiring the clients.”

Light and spacious decor with glossy 
stone tiles offer a sleek contrast, giving 
the interior definition, while keeping 

it both sophisticated and minimal. The 
grand entrance of the salon also gives it a 
unique and uplifting approach to welcome 
our clients.
 
“We wanted the exterior to reflect the 
traditional high street shop front, yet still 
create brand impact – welcoming clients 
into the salon,” adds Ashley. “The salon 
had a particularly low and unusual shaped 

ceiling on the lower 
ground floor. Our 
aim was to create 
as much height as 
possible, utilising the 
space effectively, 
and we managed to 
achieve it.”

And for once, the 
entire project was 
finished on time. All 
in all, post planning, 

the refurbishment took six weeks from 
beginning to end, including all structural 
changes, with partition walls and fitting 
backwashes and cutting stations.

So what has the client reaction been 
like? “We’ve received extremely positive 
feedback from both our new and existing 
clients,” says Ashley, adding, “Offering 
the ultimate salon experience, we want 
all of our clients to receive the best in 
customer care – and we believe part of 
this is down to the modern, clean space 
in-salon.”

“We wanted the 
exterior to reflect the 
traditional high street 

shop front, yet still 
create brand impact – 
welcoming clients into 

the salon.” 
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SInce Matthew Sutcliffe 

joined Westrow 

salon in Leeds, Steve 

Rowbottom has 

invested in him to 

develop his career and 

achievements. Now on 

the verge of opening a 

salon together, we find 

out what it is that makes 

them tick.
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STEVE ROWBOTTOM ON 
MATTHEW SUTCLIFFE 
 

HOW LONG HAVE YOU WORKED TOGETHER?
I have worked with Matthew since he 
joined Westrow. As we’ve always worked 
in the same salon I understand him and his 
aspirations.

WHAT SORT OF THINGS HAVE YOU DONE 
TOGETHER?
From day one we’ve worked together on 
Westrow’s internal education, the L’Oréal 
Colour Trophy, Salon International, London 
Fashion Week, Graduate Fashion Week, 
Fashion Fringe, L’Oréal Exposure Tour, as 
well as many educational events and shows 
both in the UK and overseas. 

WHAT ARE YOUR BIGGEST ACHIEVEMENTS? 
Last year we enjoyed some wonderful 
achievements – Westrow celebrated 25 
years in business and won the 2012 L’Oréal 
Colour Trophy. Matthew won the 2012 IT 
Guy award, Laura Page won Franchisee of 
the Year and myself and my business partner 
Marc Westerman won Business Directors of 
the Year. We were also fi nalised in six other 
awards and Matthew made it onto the 2013 
Fame Team too – it was a very good year.

HOW HAS YOUR RELATIONSHIP CHANGED 
SINCE YOU FIRST MET?
I always saw Matthew as very creative, 
eager and committed, which are all the 
attributes required to become successful 
in hairdressing. We speak every day and 
he knows I’m there for him 24/7. He 
understands the process of working as a 
team and that my standards are very high. 
I always tell him that only the best survive 
and are remembered. He has really grown up 
over the last couple of years; started to take 
on more responsibility and has a much more 
mature approach to everything.

WHAT IS THE SINGLE MOST IMPORTANT 
THING THAT YOU’VE LEARNT FROM ONE 
ANOTHER?
He knows my thought process; that I have 
incredibly high standards and am very 
impatient. We’re in this together 100 percent 
– we win together and lose together, but we 
learn all the time and make decisions based 
on the fi ndings. 

WHAT ARE YOUR GOALS TOGETHER FOR THE 
FUTURE?
During this year we’ll continue our creative 
journey and open the Westrow Academy, 
while in 2014 we’re preparing to open 
a Westrow salon together – either as a 
franchise or as a partnership salon, where we 
can continue the same successful mindset.

WHY DO YOU THINK IT’S IMPORTANT TO HAVE 
A PROTÉGÉ?
Experience is everything. I have 30 years in 
the industry and I’ve made every mistake 
so Matthew doesn’t have to. I try to instil 
confi dence, not arrogance and believe that 
open lines of communication encourage a 
close-knit relationship that can fl ourish if both 
people are on the same page. 

HAVE YOU EVER HAD A FALLING OUT?
Only once, however as we’re Northern 
we are outspoken and air our grievances! 
Nothing is hidden and if either of us is 
unhappy we always communicate why. 

HOW DO YOU WORK IT OUT WHEN YOU HAVE 
A DIFFERENCE OF OPINION?
By being honest and working out a solution. 
If there are differences of opinion it helps to 
remember that the Westrow team is bigger 
than any individual – it’s always about the 
bigger picture. Everyone is willing to help 
others reach their goals and honesty and 
communication is vital to achieve this.
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HOW LONG HAVE YOU WORKED TOGET HER?
I’ve worked with Steve for six years. 
Although I had wanted to work at a Westrow 
salon, my biggest aim was always to work 
with him in the Artistic Team. After two 
years of growing an understanding and 
appreciation of how each of us worked, I 
eventually joined the Westrow Artistic team 
in 2009. 

WHAT SORT OF THINGS HAVE YOU DONE 
TOGETHER? 
Our fi rst task was to ensure that I had a 
strong client base and to establish myself 
within the salon. Since joining the Artistic 
Team we’ve worked together on countless 
shows and educational seminars. In 2009, 
Steve was invited to assist at the L’Oréal 
Exposure Tour in Barcelona and he asked 
me to go along with him and a few other 
Westrow artists. I was excited as it was the 
fi rst opportunity that I had been given to 
work abroad and I remember coming back 
with a huge sense of pride that I was part of 
such a great team.

WHAT ARE YOUR BIGGEST ACHIEVEMENTS? 
Our biggest achievement to date is winning 
the L’Oréal Colour Trophy last year. After 
entering the competition four times 
previously without winning, our dedication 
and drive was vital to keeping the dream 
of winning the competition alive. Steve 
and Westrow not only backed the team’s 
2012 entry fi nancially, but also gave us the 
confi dence and skill to win. I have learnt 
a great deal from Steve by way of his 
continued support and mentoring and we 
work well together as a team.

WHAT IS THE SINGLE MOST IMPORTANT 
THING THAT YOU’VE LEARNT FROM ONE 
ANOTHER?
It’s a mutual trust and understanding of 
each other’s ideas, opinions, inspirations 
and vision. If one of us feels strongly about 
something, whether it is the desired overall 
look for a competition entry or the style 

MATTHEW SUTCLIFFE ON
STEVE ROWBOTTOM
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of a photo shoot, even if it feels like 
a risk, we will work on it together as 
there is a mutual trust which has paid 
off over the years.

WHY DO YOU THINK IT’S IMPORTANT 
TO HAVE A MENTOR?
There are so many aspects to 
hairdressing and various career 
routes that you can take but without 
having someone to aspire to and 
learn from it would be impossible to 
develop your own skills, experiences 
and alternative ways of thinking. 
Without having Steve as a mentor I 
may never have understood precision 
cutting the way I do now, or have had 
the courage to put myself forward to 
work with some of the most talented 
people at events such as London 
Fashion Week, or to have considered 
spending a day teaching others in a 
classroom about how to interpret the 
latest catwalk trends. 

HAVE THERE BEEN TIMES WHEN YOU 
HAVE NOT WANTED TO LISTEN TO 
YOUR MENTOR?
Yes lots of times! I’m strong-minded 
and as I’m so passionate about 

what I do it can be diffi cult to take 
criticism, no matter how constructive 
it may be. However, Steve is equally 
passionate about his work and he has 
the knack of making me listen, even 
when I’m at my most stubborn. 

HAVE YOU EVER HAD A FALLING OUT?
We don’t have major fall-outs, only 
differences of opinions from time 
to time. A few years ago Steve and 
I had done some work educating 
a group of Italian hairdressers in 
London and we were then invited 
to go over to Italy to replicate the 
session to a wider audience. As 
I had been involved in the initial 
teaching session, I assumed that I 
would be going to Italy to help lead 
the education there. However, Steve 
didn’t take me with him and I was 
upset at his decision. But, after a 
chat with Steve I came to realise 
that I was needed in the salon while 
he was away and that being there 
for our regular clientele is just as 
important, if not more so, than any 
of the other work we do. This is one 
example of situations in which I have 
had to take a step back from my own 
thoughts and listen to Steve.

“Without having 
Steve as a  

mentor I may  never
have understood 

precision cutting the 
way I do now, or 

have had the 
courage to put 
myself forward 

to work with some 
of the most 

talented people.”
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AMBASSADOR: 
A HIGH RANKING 

PERSON AFFILIATED 
TO A BRAND
From award-winning hairdressers 
to celebrity icons, 2013 is the year 
of the ambassador but what does 
this mean for you and your clients? 
Leonie Eastwood investigates both 

sides of the story.
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THE AMBASSADOR: 

Fancy becoming a brand ambassador 
but not sure where to start or how to 
get noticed? 

Goldwell Brand Ambassador Mark 
Leeson enthuses: “If you want to 
become a brand ambassador you 
need to really build your profile as 
much as you can so that you get 
noticed. Enter awards, do some photo 
shoots, network at industry events and 
get your skills seen by the industry and 

manufacturers.”

Big brands are always on the lookout for 
creatives to represent them so start planning 
your social calendar and put yourself in 
situations where you can network with other 
professionals. If you’re not getting your 
name and work out there, you stand slim 
chances of getting on a brand’s radar.

Ask your rep to keep you updated on 
events and shows that you and your 
team can attend too. It’s as much about 
distinguishing your specialist skills as 
it is trying to get noticed. This is why 
you need to play to your strengths, as 

Mark adds: “We’re a colour salon 
and that’s what we do well, so 
Goldwell approached us to be 
their colour ambassadors. My 
advice is to really demonstrate 
to the industry your strengths, 
be it colour, styling, cutting, hair 
up – there will always be a 
brand that will match your 

creative skills.”  

It’s not something that happens overnight 
and to be successful requires confidence, 
drive and the commitment to put yourself 
out there by demonstrating your creativity 
and skills. 

For Zoe Irwin, an ambassadorship was a 
natural progression after she established 
herself as an in-demand session stylist; a 
first class stylist for editorial front covers; 
the creator of award-winning collections and 
a celebrity hairdresser. It’s no wonder she 
caught the attention of super-styling brand 
ghd who wanted to tap into her unique blend 
of traditional techniques, learned and honed 
over a 30 year career.

And now she plays an integral role in the 
brand’s creative activities as she explains: 
“As a brand ambassador I sit within the 
creative board and my input is crucial to any 
decisions made by the brand from shoots to 
education. I feel extremely lucky that ghd has 
allowed me involvement in pretty much all 
aspects of the brand.

“It seemed like a very natural partnership 
because styling has always been my 
specialist area and ghd is such an innovative 
brand that leads the way when it comes to 
styling products and tools.”

Zoe’s role with ghd comes with a huge 
band of responsibilities that range from 

“Ask your rep to keep you 
updated on events and 
shows that you and your 
team can attend too. It’s as 
much about distinguishing 
your specialist skills as it is 
trying to get noticed.”
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shoots, tours, PR and 
education. On a day-to-
day basis, she works 
with ghd’s education 
team to design courses 
for students and 
educators that run at 
the ghd academy. 

“I train all of the educators who go out 
everyday to salons all over the county and 
cover everything from trends to the way 
they speak. It’s important that the brand is 
always represented in the same way and all 
ghd salons are on the same page, moving 
forward together – as one big team,” she 
explains.

Becoming a brand ambassador certainly 
opens a whole new set of industry doors 
as Angelo Seminara, Artistic Director for 
Davines found: “It’s been great to be able 
to work with an Italian company that has a 
real sense of family and a fantastic, young 
and energetic workforce. I have, as part 

of a team, worked on 
developing new products, 
which has been really 
interesting and given me 
the opportunity to travel 
all over the world.” 

An ambassador role can 
also drum up opportunities to help promote 
your individual creative portfolio through 
exclusive shoots, as Angelo explains: “Each 
year we create two new collections with an 
artistic and commercial approach to inspire 
professionals. My ambassador role is a 
never-ending opportunity and one where I 
get the chance to create, design, develop 
and educate.”

Being an ambassador not only raises your 
individual profile within the industry but 
benefits your business. The support you 
receive is invaluable as Mark says: “It’s great 
to have the support of a manufacturer and 
have so many opportunities that we would 
not otherwise have. Not only does it help 

“An ambassador role 
can also drum up 

opportunities to help 
promote your individual 

creative portfolio 
through exclusive 

shoots.”
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“There is no doubt 
being an ambassador
presents financial 
and creative opportunities.”

raise your profile in the UK and globally, but 
it also helps attract staff and new clients into 
the salon.”

There is no doubt being an ambassador 
presents financial and creative opportunities, 
but you have to make sure you align yourself 
with a brand you believe in, otherwise it will 
never work. Know the brand’s philosophy’s, 
look at what they believe in and their 
strengths and weaknesses. With all the boxes 
ticked you can look forward to a long and 
successful partnership.

THE BRAND:

Multi award-winning hairdresser, Tracey 
Devine, from Angels in Aberdeen, has just 
been signed as Affinage’s Global Ambassador 
and will represent the brand globally in the 
form of conducting its educational seminars, 
shows and presentations. 

As ambassador she’s responsible for the 
creative direction of the company, advising 

them on product development, and will be 
heading up their photo shoots both in the UK 
and overseas. 

Eric Bailey, Managing Director of Affinage tells 
Salon Business why Tracey was the chosen 
one for their brand: “For Affinage it’s vital that 
we have a link between our products and the 
professional hairdresser and Tracey provides 
that bridge. 

“Not only does she guide us creatively but 
she also works alongside us with product 
innovation and ensures we’re at the forefront 
of the hairdressing industry. Tracey is a 
hugely respected hairdressing icon and brings 
a wealth of knowledge, experience and 
credibility to our brand.”

For a brand, choosing the right ambassador 
is crucial as it’s the 
face that will go on to 
represent it. 

Michelle Cox, Brand 
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Marketing Manager of Goldwell, UK says: 
“Choosing the right ambassadors can create 
strong brand associations and add a face 
and empathic voice to a large, professional 
brand.”

Not only does it elevate the aspirational 
image of a brand, but enhances the credibility 
of product performance to achieve real, yet 
award-winning and distinctive results. But 
building a relationship with a brand requires 
fi nding common ground as Michelle explains: 

“It’s important to choose someone who 
embraces your brand values and who 
can inspire and nurture future talent. The 
relationship can be based on their creative 
talent or key business expertise as a colour 
expert. Being an established name in the 
industry can be key to being an ambassador 
just as much as being recognised as one of 
the future icons of the industry.” 

Still, when it’s done right the benefi ts are 
phenomenal. Daniel Minney, Managing 
Director for Wella UK & Ireland explains 
how working with colour king, Josh Wood 
has benefi ted his brand: “Our Global Colour 
Creative Director, Josh, was inspired by 
the luminosity of the LA sunshine and we 
wanted to capture this to offer a premium 
and natural-looking product that would be 
a delight for stylists to work with and wow 
their clients.”

Hence the emergence of ILLUMINA COLOR 
last year, which was the biggest colour 
innovation for the brand in 20 years. “Our 
colour ambassadors play an integral role 
with ILLUMINA COLOR and this is a great 
example of how we work closely with 
our top colourists to provide meaningful 
innovation that really delivers for the salon 
and their clients,” adds Daniel.

But it’s not just award-winning stylists and 
colourists that are on the big brands’ wish-
lists. Celebrity ambassadors are becoming a 
growing phenomenon in the industry.

As celebrity ambassadors go, 
L’Oréal Professional Products 
Division is snapping up the 
crème de la crème to align 
themselves with their luxury 
hair brands in what’s set to be a 
VERY exciting year ahead – it’s 
certainly one you can capitalise 
on in the salon.

First, it was announced that 
the stunning and super-stylish 
Alexa Chung is INOA’s latest 
ambassador; then Shingai 

“It’s important to 
choose someone 
who embraces 
your brand values 
and who can 
inspire and nurture 
future talent. The 
relationship can be 
based on their 
creative talent or 
key business 
expertise.”
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Shoniwa stepped out as 
the first ever celebrity 
ambassador for Mizani, 
while supermodel supremo 
famed for her bed-head 
hair, Kate Moss is now the 
face of luxury hair brand 
Kérastase.

Kenneth Campbell, 
Managing Director of the L’Oréal Professional 
Products Division, reveals what led them to 
seek out Shingai Shoniwa as the first ever 
celebrity ambassador for Mizani: “Since 
launching in the UK in 2005, Mizani has 
grown from strength to strength as we’ve 
built a solid client and salon base across the 
country. 

“For 2013, we wanted to take that growth 
to the next level and felt that an ambassador 
could be the perfect vehicle to help us 
cement Mizani as the go-to brand for women 
with curly hair textures.”

But what makes a good ambassador? 
Kenneth explains: “A good ambassador 
should reflect your values and what the 
brand stands for. As Shingai is known 
for celebrating her natural texture, her 
ambassador role is likely to inspire other 
women with similar hair types to use our 
products and recreate her distinctive, 
signature style.” 

Although celebrities can be an extremely 
influential way to attract the end client, 
Michelle warns that they come with a risk: 
“Celebrity lifestyles can also affect brand 
image in a negative way. Our aim is to 
showcase and continually promote the art of 
hairdressing to influence, educate and inspire 
the next generation of hairdressers. They’re 
at the core of what we do and its imperative 
to our business to stay true to our motto of 
closer to stylists, closer to hair.”

“Celebrity lifestyles 
can also affect 

brand image in a 
negative way. Our 

aim is to showcase 
and continually 

promote the art 
of hairdressing to 

influence, educate 
and inspire the 

next generation of 
hairdressers.”

Hair and Artistic Direction: Angelo 
Seminara for Davines
Colour Specialist: Eduardo Paludo
Makeup: Laura Dominique 
Photography: Andrew O’Toole
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Created to nurture young 

talent, the Clynol Protégé 

Team 2013 is packed with 

talent. Every member has 

competed against stylists 

across the country for 

the opportunity to access 

exclusive seminars, take 

part in high budget shoots 

and experience media 

coverage like never 

before [starting here]. 

To find out what makes 

them special, how they 

got where they are and 

why they’re the chosen 

six, we’ve interviewed the 

team members here.

MEET
THE
TEAM
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TROY BOYD

Age: 24

Salon: Emma J Steven, Sutton Coldfi eld

Job title: Art Director

Qualifi cations: NVQ Levels 1, 2 and 3

Top career moment: Working with Clynol on 
their Photo Finish course in November 2012. 
I got the opportunity to work with an award-
winning styling team, photographer James 
Rudland and LWPR.

Biggest hair icon: Patrick Cameron – I love 
his hair-ups and creativity. I fi nd his work 
mesmorising.

Best quote you’ve ever heard: “You must be 
the change you wish to see in the world.” 
Gandhi

One moment that changed your life: It sounds 
cheesy but getting onto the Protege Team, 
because it’s the fi rst step into where I want 
my career to go. | really can’t wait for all the 
experiences coming up and spending more 
time with the team.

What would you have been if you weren’t a 
hairdresser? I really wanted to get into 
Physiotherapy.

Essential kit bag item: Backcombing brush.

Which celebrity would you say you’re most like? 
I’m not too much like a celeb, but aspire 
to be like Jamie Stevens because I love 
his creativity and passion to be successful. 
I’d love to have a similar career fi lled with 
amazing opportunities.

Why do you love being a member of the art team? 
I get to learn so much – especially about 
session work, which is my favourite. It’s 
brilliant to have such a busy year of training 
and be inspired by people you’ve looked up 
to throughout your whole career.

JORDAN IRVEN 

Age: 21

Salon: Thomas and Miles Hairdressing, 
Guernsey 

Job title: Stylist

Qualifi cations: NVQ Levels 2 and 3

Top career moment: Winning Young Creative 
Talent at the Clynol Business and Creative 
Awards last year in Manchester. My prize 
was a photo shoot working alongside the 
Clynol Protégé Team 2012 and award-
winning photographer John Rawson – it 
really was a brilliant day and I got some 
fantastic shots.

Biggest hair icon: My boss Nathan Thomas 
– his creativity and the detail that he puts 
into his work inspires me every day. He 
works with me and has given me so much 
confi dence in the time that I’ve worked for 
Thomas and Miles – I aspire to be like him 
one day. 

Best quote you’ve ever heard: Beauty is pain

One moment that changed your life: When I 
turned 21.

What would you have been if you weren’t a 
hairdresser? Cabin crew. 

Essential kit bag item: Clynol Grip Extra Strong 
Hairspray.

Which celebrity would you say you’re most like? 
Rylan Clark. We both love fake tan and have 
a very similar dress sense. Everyone says to 
me, ‘you’re just like Rylan’.

Why do you love being a member of the art team? 
Coming from a small island like Guernsey 
there are very limited opportunities but I get 
to come over to the main land every month 
and work with some of the biggest stylists in 
the industry and for me that’s truly amazing.

NICOLE LAWRENCE

Age: 21

Salon: Altered Image, Tring 

Job title: Senior Stylist

Qualifi cations: NVQ Level 2 and 3

Top career moment: Entering the Span Training 
Competition – life outside of the salon fl oor 
in hairdressing is fantastic and I just love a 
challenge.

Biggest hair icon: Patrick Cameron – he has 
such an effortless way about his work and 
his stage presence is amazing.

Best quote you’ve ever heard: “Fall down seven 
times, stand up eight.”

One moment that changed your life: Training and 
qualifying to be a hairdresser. It was great 
to fi nally fi nd something that I could feel 
confi dent in.

What would you have been if you weren’t a 
hairdresser? A shop window dresser.

Essential kit bag item: I love kirby grips – great 
to squeeze into your bag for securing hair 
and setting hair into a wave or a curl.

Which celebrity would you say you’re most like? 
Millie Mackintosh because I share her sense 
of style and I just love her because she’s 
always so effortless yet always on-trend.

Why do you love being a member of the art team? 
It’s given me the added confi dence that I 
needed in my hair work and my ability as 
a hairdresser. This is a goal that I’ve been 
working towards for a long time and I’m so 
happy to have fi nally achieved it.
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CATHERINE ROWLES 

Age: 22

Salon: Thomas and Miles, Guernsey 

Job title: Graduate Stylist

Qualifi cations: NVQ Level 2

Top career moment: Being chosen for the 
Clynol Protégé Team 2013!

Biggest hair icon: I admire Patrick Cameron. I 
really like his stage presence and his classic 
techniques that can be manipulated to 
achieve any look. Hair up is my favourite part 
of hairdressing and I would love to work with 
him one day. 

Best quote you’ve ever heard: “Everything 
happens for a reason.”

One moment that changed your life: Moving 
to Guernsey as a child. If that had never 
happened then I would never have met my 
friends and work with the people that I do.

What would you have been if you weren’t a 
hairdresser? I’d be working in childcare or 
with animals.

Essential kit bag item: Backcombing brush.

Which celebrity would you say you’re most like? 
Amy Childs, because I love tan eyelashes 
and everything Essex!

Why do you love being a member of the art 
team? It means so much to me – I still can’t 
believe I got through. I love learning and 
so I’m excited for all of the knowledge that 
I’m going to gain from the journey and the 
experiences that we as a team are going to 
have together.

LAUREN BRITTON 

Age: 23

Salon: Altered Image, Tring 

Job title: Senior Stylist

Qualifi cations: NVQ Level 2

Top career moment: Assisting on a photo shoot 
for Altered Image, in 2011. I love to get 
creative with hairdressing and seeing the 
fi nished shots was such a buzz for me.

Biggest hair icon: Vidal Sassoon – he 
revolutionised the hairdressing scene. With 
his work Vidal made people stop, think and 
reassess why they follow the trends. He was 
an amazing hairdresser and he will never 
be forgotten. That’s inspirational – to be 
so amazing at what you do that even post-
humously people are still learning from you.

Best quote you’ve ever heard: “The clock is 
running. Make the most of today. Time waits 
for no man. Yesterday is history. Tomorrow 
is a mystery. Today is a gift. That’s why it is 
called the present.”

One moment that changed your life: The fi rst 
time that I coloured a client’s hair. It was the 
moment that made me truly believe this is 
something that I love and should keep doing.

What would you have been if you weren’t a 
hairdresser? A scientist! I fi nd science 
fascinating. I love the unknown, that new 
things can be discovered constantly. 

Essential kit bag item: Kirby grip. Everything 
can be solved with a Kirby grip.

Which celebrity would you say you’re most like? 
Keith Lemon. I’m blonde, loud and quite 
rude! Though I’m ashamed to say I do lack 
his facial hair and his stunning sense of 
style...

Why do you love being a member of the art team? 
It gives me the opportunity to experience 
hairdressing away from the salon fl oor and 
explore the creative side so much more.

SARAH HARRISON 

Age: 22

Salon: En Route Hair and Beauty, Wakefi eld
 
Job title: Stylist

Qualifi cations: NVQ Level 2 and 3

Top career moment: Winning Colour Hotshot 
of the Year at the Clynol Business and 
Creative Awards last year in Manchester. 
To be recognised for my colour work was 
absolutely amazing and I even got to go to 
London to the Tribute Show in October as 
part of my prize.

Biggest hair icon: Mark Leeson – I love the 
way he uses colour and technique to make 
the most out of a good haircut.

Best quote you’ve ever heard: “When one door 
closes another opens.”

One moment that changed your life: The day that 
I moved out of my parent’s house and in with 
my boyfriend.

What would you have been if you weren’t a 
hairdresser? A midwife.

Essential kit bag item: I just love my scissors!

Which celebrity would you say you’re most like? 
Jessica Alba – when she isn’t acting she’s a 
really down to earth, shy person who doesn’t 
like to be the centre of attention. That’s 
exactly how I am too.

Why do you love being a member of the art 
team? It means I can learn new techniques, 
become more confi dent in presenting my 
work and work with some top names in the 
industry. I feel very privileged to have such a 
fantastic opportunity.
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K
IT

THE

12 WONDERS
Meet the new multi-
tasking miracle, 12 

Wonders, which offers an 
incredible 12 benefits in 

one formulation. 
Info: 01392 365177
z-oneconcept.com

SHINE ON
Glazer from Affinage Styling is 
a light protective shine spray 

packed with essential vitamins 
and vegetable oils to give hair 

amazing gloss without 
weighing it down.

Info: 01794 527111
affinage.com

ALL DAY VOLUME
Pureology’s Levitation Mist 

promises to boost hair at the 
roots for lasting lift and shine, 

while protecting colour vibrancy 
and providing heat protection. 

Pure magic!
RRP: £15.75

Info: 0800 783 3026
pureology-uk.com

Im
age courtesy of A

veda
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RICH TONES
Montibel.lo Cromatone 

Colouring Cream promises 
deep, luminous hues using 

Soya Color Protect technology.
Salon Price £5.80

Info: 01264 334 466
montibello.com

HOLD IT
Macadamia Control Hairspray 
is fast-drying, offers invisible 

hold with natural UV protection. 
Tick, tick, tick!

RRP: £17.45 + VAT
Info: 08448 40 30 40

macadamiahair.co.uk

SKIN RITUALS
Offer a 
personalised 
routine with three 
targeted steps 
that work together 
from Sothys. The 
beauty regime 
respects all skin 
types: normal 
to combination, 
sensitive, 
combination to 
oily and skin with 
fragile capillaries.

Soya Color Protect technology.

VA VA VOLUME 
Série experts Volumetry haircare range 

and in-salon treatment is designed to 
clean and strengthen the hair fi bre with 

the scientifi c breakthrough of a new 360 
degree technology.

RRP from £9.80
Info: 0800 072 6699

lorealprofessionnel.co.uk

BODY BUILDING
Beever has introduced a body boosting duo 

using amino acids derived from wheat protein, 
along with vitamin B5 and vitamin E to help build 

internal strength and hair volume.
RRP: £11.95  Info: 0844 824 6969  beever.co.uk

RRP from £17.50 
Info: 01303 262 666
sothys-uk.co.uk
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ENLIVEN THE SENSES
Dualsenses Rich Repair from 

Goldwell just got better with more 
technology for regenerated hair with 

more shine than ever before. 
Even better is you’ll notice 

the results after just one use.
RRP from £8 Info: 01323 432100 

facebook.com/goldwelluk

ECO TRENDING
Get onboard the eco train with Scrummi’s 
eco-towel Starter Kit and make a saving 

of £10 on buying the products separately.
Price: £30 inc VAT
Info: scrummi.com STYLE DUST

We like to call it miracle 
powder for its ability to plump 

fi ne hair with weightless 
volume. Cue the new and 

improved label.m 
Resurrection Style Dust.

RRP: £12
Info: 0870 770 8080

labelm.com

SESSION TOOLS
We’re super excited to reveal 
that label.m has expanded its 
electrical range with session-

inspired tools to help create the 
new season’s trends. The 

diffi culty is choosing which to 
try fi rst – we love them all. 

RRP from 45.95
Info: 0870 770 8080

labelm.com
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MODERNITY
The newest 
addition to 
Schwarzkopf’s 
Flexible Hold range 
is Silhouette 
Flexible Hold pump 
hairspray, which 
helps delivers 
modern looks with 
a natural fi nish. 
RRP from £4.30
Info: 01296 314000
schwarzkopf-
professional.co.uk

READY FOR SUMMER
It’s coming – honest 

and Clynol has launched 
the Sun Care range to 

protect your clients’ hair 
against UV rays while 
vitamin E restores hair 
leaving it protected, full 
of vitality and boosted 

with shine.
Price: £

Info: 01296 314 000
clynol.com

EASY LIFE
Need an extra pair of 

hands? The 24*7 Fully 
Automatic Hair Foil 

Dispensing System from 
Procare could be the 

answer. It not only cuts the 
foil but folds it too, and it 

comes in classic black, hot 
pink, blue or green.

Price: £99 + VAT  Info: 
0117 965 0616

hairfoil.com 

NEW FROM MATRIX
Say hello to a new era of 
advanced strengthening 

and repair products 
from Biolage’s new 

Advanced Fortethérapie 
Range. Combining the 
power of nature fused 

with molecular 
science the range has 
extracts of Bamboo 
and the science of 

Intra-Cylane™ to repair, 
condition and reinforce 
damaged fragile hair.
   RRP: From £9.50

matrixhaircare.co.uk 

ULTIMATE STYLING LINE
Take Balmain Paris from 
the runway to your home 

with the Balmain Hair 
Couture Styling Line. It 
merges hair and fashion 

with perfection. 
   Salon price from £6
Info: balmainhair.com 

IT’S A SENSATION
Beauty and hair 
has never been 
more interlinked 
and now you 
can offer both at 
the backwash: 
The Sensation 
shampoo unit from 
Salon Ambience 
also features an 
integrated SalonTan
system. Now your
clients can walk 
away relaxed and 
bronzed.
Price on request
Info:
salonambience.
com/sensation

Balmain Paris, Photographer: Joan Braun
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J’adore
Inspired by the rebellious colours and 
attitude hair seen on the spring summer 
13 catwalks at Anna Sui and Jean Paul 
Gaultier, Great Lengths is offering a 
new way to wear colour.

The new limited edition range includes 
five variations combining dramatic 
shades to create a contrasting and 
sharp dip-dye effect,while evolving 
this look with a gradual blend of three 
pigments. It’s the perfect solution for 

the colour-shy or for anyone just like us 
at SB, who loves to experiment – again 
and again.

There is everything from soft powder 
pastels to bright popping hues, adding 
to more than 55 shades already 
available from Great Lengths, all 
available in 16 inch length.
 
Our favourites are the graduation of ash 
blonde, soft pink and vibrant pink and 

the dip-dye of dark brunette with teal...
or is it the ash blonde, sherbet orange, 
and bright crazy orange we love? The 
decision is tough, which is why we’ll 
probably experiment with them all.

How about you – ready for a little 
play time?
 

Info: 0113 216 3070 
greatlengthshair.co.uk

It may not feel like summer’s on its way when we take a peak 
outside but clinging on to the hope that it is just we can’t help but 

indulge in the new limited edition hair extensions from 
Great Lengths – summer’s all about colour.
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SWEET THINGS

“The simplicity of a 
bob never dates and 
it’s these classic 
styles that sum up 
the philosophy of jh 
hairXpreso. While we 
look to the catwalk 
for inspiration, we’re 
not about pushing the 
latest trends and we 
always cut hair with 
the client in mind.”

Classical auras gain a contemporary edge in this striking 
debut collection from UK newcomer jh hairXpreso.
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SWEET THINGS

“I wanted to create 
a style that combined 
textures naturally and 
effortlessly. The sleek 
crown shows off 
the face, while the 
full curls maintain a 
feminine edge that’s 
super chic. It’s luxe 
without being too 
try-hard.”
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“This style 
has a retro 
feel, fusing the 
disco cool of 
Studio 54 with 
elements of the 
classic Purdy 
cut, brought 
up-to-date 
with lightly 
tousled texture 
through the 
perimeter.”

78
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Bruno Marc 
Giamattei takes 
a sharp, slick 
geometric cut 
to the next 
level with a 
glass-like fi nish 
and an angular 
fringe. Soft 
panels of plum 
appear almost 
translucent on a 
glossy base of 
ebony.

HAIR: BRUNO MARC GIAMATTEI 

MAKEUP: CLARE FLETCHER 

STYLING: BERNARD CONNOLLY

PHOTOGRAPHY: RICHARD MILES

“With so 
many clever 
appliances 
and products, 
it’s easy to 
forget what 
you can achieve 
with just the 
basics; a round 
brush, a dryer 
and a decent 
styling spray. 
This has a 
slight seventies 
infl uence but 
the movement 
and styling 
ensures it still 
looks fresh and 
modern.”

Hair: Paul MacIntyre, jh hairXpreso

Makeup: Maddie Austin

Clothes styling: Clare Frith

Photography: Jack Eames 
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W
A

R

     RIO
R RAINBOW

 ROOM 

INTERNATIO
NAL’S 

SUZIE M
CGILL DOES 

FIGHTING TA
LK.
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HAIR: SUZIE MCGILL

MAKEUP: JAMES O’RILEY

STYLING: JARED GREEN

PHOTOGRAPHY: 

JOHN RAWSON
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ICE QUEENS
QUEENS
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 IT’S A SULTRY 
COLD SHOULDER 

AND IT’S 
COURTESY OF 

ALEXANDER 
TURNBULL.

HAIR: 
ALEXANDER TURNBULL

MAKEUP: 
MADDIE AUSTIN

CLOTHES STYLING: 
ALICE WILBY 

PHOTOGRAPHY: 
JACK EAMES
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AVEDA GLOBAL 

CREATIVE 

DIRECTOR 

ANTOINETTE 

BEENDERS DRAWS 

ON GOTHIC 

AND NOMADIC 

NOTIONS.
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 DARKSTAR DARKSTAR DARKHAIR AND CREATIVE DIRECTION: 

ANTOINETTE BEENDERS FOR AVEDA 

MAKEUP: STEVIE HUYNH

CLOTHES STYLING: ANN SHORE 

PHOTOGRAPHY: JENNY HANDS
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SEE COLOUR IN A NEW LIGHT.SEE COLOUR IN A NEW LIGHT.
The first sheer colour that‘s luminous in every kind of light.

Up to 70% more Light Reflection* & Superior Hair Protection*
Up to 100% grey/white coverage with a sheer result
Easy to get started – same 1:1 mixing ratio & Welloxon Perfect developer

For more information, contact your Wella Professionals 
Account Manager, call 01202 595700 or visit www.wella.com 

        like us on facebook

*Colour after colour, versus our biggest global competitor on a blonde shade
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