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Precision Styling...

It was 11 years ago when ghd fi rst 
transformed the professional hairstyling 
tool market with its ground breaking 
styler...and now it’s set to happen again.

The ghd eclipse is a new generation 
styler that’s stronger not hotter, with the 
ability to tackle any hair texture quickly 
and easily. It will revolutionise styling for 
hairdressers everywhere as THE premium 
product for every hair type.

So what’s changed? The ghd eclipse is 
packed with breakthrough, patented tri-
zone™ technology developed exclusively 
for ghd by scientists with one aim: To 
take hair styling into a new era.

There are six sensors in the plates that 
work to continually monitor and maintain 
the temperature at 185 degrees, which 
has been found to be the optimum 
temperature in extensive research for 
styling the hair without risking irreversible 
damage.

The ghd eclipse makes light work of 
styling the toughest of textures, including 
very thick, curly and even afro hair. It 
can also style larger sections of hair at a 
time, making styling signifi cantly faster 
on all types of hair, ultimately saving you 
money.
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good hair day
• Unique and patented tri-zone™ 
technology in each plate uses six quick 
thinking sensors to ensure no heat 
loss during styling and a constant 
temperature is maintained for every 
stroke. 

• Precise thermal control delivers the right 
heat of 185 degrees which is maintained 
throughout styling. This is the optimal 
temperature for styling hair and produces 
the best results.

• There are outstanding results from the 
fi rst stroke. 

• Super-fi ne, precision-fi nished plates 
ensure ultimate heat transfer, effi ciency 
and snag-free styling.

• Cooler body Aerogel insulation offers the 
coolest handling yet.

• Larger sections of hair can be styled at a 
time on all hair types for exceptional and 
speedy results. 

• There is a radical transformation for 
even tough textures in a single stroke.
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It’s a Revolution...
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“The eclipse is the biggest 
thing to happen to heat stylers 
since the original ghd. Turbo-

charge that by 100 and you 
have the ghd eclipse.” 

Ken Picton, Ken Picton Salons

ghd eclipse will change the way you work

“I haven’t been this excited since I got 
hold of my very first ghd styler 

more than a decade ago!” 
Zoe Irwin, ghd creative director

“You wouldn’t have thought there 
could be much improvement on 
ghd straighteners but ghd eclipse 
looks amazing, feels great and 
even sounds great!”  
Akin Konizi, HOB Salons

Contact your ghd account manager to experience the ghd eclipse® professional 
styler with tri-zone™ technology for yourself. For more information call 0845 

3301133 or visit ghdhair.com/gamechanger  |  #ghdeclipse

Hair: Kenna for ghd  |  Makeup: Zoe Taylor
Styling: Kim Howells  |  Photography: Jem Mitchell

“ghd has, once again, redefined hair 
styling with the new ghd eclipse.” 
Mark Hayes, Sassoon

“This tool will change a lot of 
lives...save a lot of time...and 
turn a lot of heads!” 
Kenna, ghd creative director

“No kit bag will be complete without 
one.” Steve Rowbottom, Westrow
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Seen at Meadham Kirchhoff, 
courtesy of Fudge
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It’s all money, money, money this month 
but let’s face it, it’s what makes the 
world go round and the hair industry 
thrive. Read up on some intuitive ways 
to save money in your salon from 
negotiating more out of your rep 
[pgs 18-23] to taking advantage of the 
tax breaks you’re entitled to 
[pgs 28-20].

It always amazes us to learn of how many 
initiatives and breaks there are for salon 
owners and yet the government does little 
to inform you, the people for whom it really 
matters. That’s what Salon Business is here 
for and that’s what makes us be glad to be 
doing what we do.

On the other side of the coin we were 
inspired to hear John Paul Mitchell talk about 
his dedication to stamping out animal testing 
– even when that dedication led to decisions 
that cost his company thousands, if not 
hundreds of thousands of pounds, in potential 
revenue. Read all about it on pages 32-33 – 
we promise you’ll learn something, or at the 
very least be motivated to make a stand.

One man who’s been busy looking at the next 
step for building his brand is Paul Falltrick in 
our exclusive Question Time feature. Here, 
the award-winning stylist reveals how he 
got where he is and why he decided to sell 
his brand after spending most of his career 
building it up [pgs 34-37].

It’s a lesson for everyone who has a brand, 
wants a brand is looking to expand. We loved 
picking his brains and every other interviewee 
that features in this issue. We hope you like 
reading it half as much as we liked writing it.

‘til next time.

Jo Charlton

Publishing Editor
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HAIR: MARK LEESON ARTISTIC TEAM 

MAKEUP: KYLIE O’TOOLE

PHOTOGRAPHY: ANDREW O’TOOLE
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BREAKING 
NEWS

Lisa Whiteman, winner of the Color 
Zoom Partner Category 2011 and  
co-owner of Webster Whiteman, 
has joined the 2013 Global Color 
Zoom Master Team who will 
now create the Color Zoom trend 
collection for 2014.

Lisa’s role will see her mentoring 

the three Color Zoom 2012 winners 
Chief Lin & Eason Chen, Taiwan and 
Hagen Krüger, Germany with other 
members of the Color Zoom Master 
Team, Timothy Switzer from Canada 
and Mario Krankl from Austria.

Speaking about her new role, she 
said: “I’m honoured to be chosen 

for Goldwell’s 2014 Global Master 
Team. I had an amazing time 
with the team last year and I’m 
very proud of our 2013 collection 
Beautify. 

“It’s inspirational for my salon team 
as it shows them that hard work and 
passion pays off.”

Guy Kremer’s Jonny Engstrom headed up the 
L’Oréal Professionnel Portfolio session team 
backstage at the V&A’s Fashion in Motion.

L’Oréal Professionnel has worked closely 
with Fashion in Motion since its inception 
and this year saw the brand assisting Fyodor 
Podgorny and Golan Frydman after they won 
the prestigious Fashion Fringe Award for their 
Fyodor Golan Flowers of Evil collection.

For the show, the hair was styled in a smooth 
high pony, which was looped in and gathered 
at the nape to form a second pony. This 
worked well with the architectural shapes 
seen in the collection and contrasted with the 
richly embellished fabrics.

Working alongside Jonny were Siobhan 
Baynes and Polly Miteve from Paul Edmonds, 
James Wilson and Daspina from Neville, 
Harriet Calvert from Clipso, Sophie Bryan 
from Mack Hairdressing, Rob Hicks from 
Blushes, Michael Shirley from Sessions Spa 
and Deesh Dhindsa from Sally Montague.

FASHION IN MOTION

GOING FOR GOLD-WELL

News_Feb.indd   8 28/01/2013   23:16
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Professional hair tools 
brand Cloud Nine 
has appointed two 
new ambassadors to 
represent the company 
as they embark on an 
exciting new year.

Multi-award winning 
stylist Leigh Keates of 
Josh Wood Atelier will 
be taking on the title 
of Cloud Nine Global 
Creative Director to 
become an essential part 
of the brand’s creative 
division. Session stylist 
Angel Montague-Sayers 
will assume the role of 
UK Creative Ambassador 
and will work across 
creative shoots and 
projects, offer expert 
advice and direction for 
videos and PR projects.

Talking about his 
appointment Leigh 
says: “I take the utmost 

pleasure and pride in 
announcing my new 
position as Global 
Creative Director of 
Cloud Nine. We’re the 
perfect match: Our 
passion for pushing 
creative boundaries, 
as well as providing 
hairdressers, salons   
and their clients with 
luxury styling equipment 
that really cares for your 
hair, is untouchable.”

Angel is just as excited 
adding: “I feel very 
honoured that I’ve 
been asked to work 
alongside such a sought-
after company. Cloud 
Nine offers the most 
innovative equipment 
on the market and as 
a result I’m able to 
use them everywhere     
from backstage to on  
the salon floor.”

Making Waves, the long-standing 
global partnership between Wella 
Professionals and UNICEF, has arrived 
in the UK and Ireland.

Now Wella UK and Ireland will be 
joining a two week mentoring trip 
to Brazil in September, sending two 
hairdressers to share their skills with 
aspiring hairdressers. The aim of the 
programme is to transform the lives of 
vulnerable young people in emerging 
countries through hairdressing 
education, life skills and mentoring.

Wella UK and Ireland Managing 
Director Daniel Minney says: “We’re 
thrilled that Wella UK and Ireland 
are supporting Making Waves with 
UNICEF. We hope this is the first of 
many waves that Wella, UNICEF and 
the hairdressing community in the UK 
and Ireland can make in improving the 
lives of vulnerable young people.”

The global programme, which has 
already raised £680,000, will also see 
UK and Ireland Wella salons support 
Wella-UNICEF Making Waves with 
various fundraising activities.

Show your support at                    
wella.unicef.org.uk

BREAKING 
NEWS

MAKING WAVES

TIME WARP

ON CLOUD NINE

Now entering their fifth 
decade of providing 
quality hairdressing and 
beauty treatments to the 
local Chichester area the 
team at Q Hair & Beauty 
decided to put their 
memories somewhere 
safe for the years ahead 
and celebrate their 
successes.

Salon Owner Anthony 
Barnes-Smith and 

Managing Director Dawn 
Lawrence decided to 
capture their 40th year 
in business in a time 
capsule. Included inside 
were a small statement 
from each team member, 
a team photo, 40th 
birthday cards, press 
cuttings and the salon’s 
end of year highlights 
DVD.

Buried in their back 

garden on the eve of a 
salon expansion program, 
the team now look 
forward to living up to 
their watch this space for 
the year ahead.

Anthony said: “Over the 
last 12 months we’ve 
enjoyed our most success 
as an independent 
business as well as 
celebrating our team all 
year long.”
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BREAKING 
NEWS

Westrow Artistic Team offered its styling 
services to models at this year’s Haven 
Breast Cancer fashion event held in 
association with First Direct.

Held at the 18th Century Oulton Hall in 
Leeds, the fashion show saw employees 
from First Direct strut their stuff on the 
catwalk to help raise money for the Haven 
charity in Leeds, of which Prince Charles 
has been a patron since 2000.

The charity offers support and help to those 
whose lives have been touched by breast 
cance, and promotes integrated healthcare 
specifically designed to support people 
through their breast cancer treatment.

On the night Westrow got busy backstage 
styling the hair of 15 models, who 
collectively rocked the runway in front of 
more than 250 guests. In total they raised 
£5,000 from a raffle and donations on the 
night, so it was well worth everyone’s 
efforts.

Creative Director of the Westrow Artistic 
Team, Steve Rowbottom, said: “It was a 
wonderful opportunity for the Westrow 
Artistic Team to give something back. The 
Haven is an incredible initiative and we look 
forward to continuing our work with our 
chosen charity in the future.”

SHOW SUPPORT

DANCING ON ICE

The glitz, the glam, those 
show-stopping outfits – it was a 
visual celebration from start to 
finish during the launch episode 
of Dancing on Ice and award-
winning stylist Paul Haskell 
was on-hand with an array of 
Schwarzkopf Professional OSiS+ 
products for the hair.

Illustrating a creative approach 
to hair, Paul and his team have 

set the standard even higher 
this series – creating a series 
of innovative hair styles that 
replicate everything from the 
slick vintage hairstyles of the 
twenties to the big waves that 
are so coveted at the moment.

“It’s crucial the hair becomes an 
extended part of the costume 
and draws together the final 
look,” says Paul.

The brand of choice for the 
second year in a row, Paul used 
a range of OSiS products to 
create the head-turning looks 
– including OSiS+ Body Me – a 
volumising serum to create

the big Hollywood hair sported 
by blonde bombshell, Pamela 
Anderson and TOWIE star, 
Lauren Goodger.
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out ‘n’ about

THE BRAND
Founded in 1974, Saks has established a 
strong brand name and values associated 
with quality, professionalism and expertise. 
The essence of the brand is ‘special’ – a 
single word that drives and encompasses 
everything Saks does and relates to the 
way it wants to make its franchisees, salon 
teams and customers feel. Saks constantly 
asks its team members, “What have you 
done today that’s truly special?” Saks has a 
clear understanding of its client as a 25-50 

“I wanted to be part of  Saks 
because the brand’s 
reputation is outstanding. 
It has stood the test of time 
and you know you’re in safe 
hands. The brand ethos, that 
every client should be made 
to feel special, is something I 
really believe in. The business
support has been second
to none and my turnover,
since opening just over a 
year ago, has completely 
surpassed my expectations. “
Eleanor Winkler, 
Franchisee, Saks Exeter

year old woman with a higher than average 
disposable income who is happy to pay 
for quality but expects value for money. 
Everything Saks does is geared towards 
attracting this client.

TRAINING
Saks franchisees and their team benefit 
from the company’s exceptional training 
programme, which is completely free to 
them to ensure a network of highly-trained 
and motivated Saks hair and beauty experts. 
Classic and advanced skills are taught 
alongside commercial, management and 
customer skills to help franchisees and their 
team deliver the special brand promise and 
build successful salon businesses. 

ART TEAM
There are various hair training programmes, 
led by the renowned Saks Art Team, open 
to all stylists within the Saks network free 
of charge. The Knowledge is compulsory 
to ensure all stylists are experts in the 
brand’s signature haircuts and techniques. 
Meanwhile, the Future Art Team training 
programme provides an outlet for Saks 
stylists wishing to develop their skills, with 
the ultimate aim of joining the Saks Art 
Team, while the A-Team is aimed at stylists 
within the network who simply want to grow 
their creativity and develop their session 
styling skills. As part of these year-long 
initiatives stylists assist at seminars, shoots, 
shows and celeb events and return to their 
salons time and time again, inspired and full 
of enthusiasm.

CUSTOMER CARE
A customer-centric approach ensures each 
and every client feels special. The Saks 
customer service team provides a helpline 
for franchisee enquiries and a mystery client 
programme to ensure quality standards 
are maintained, while Saks’ perfect service 
programme really helps focus the network’s 
attention on providing the ultimate in 
customer service.

COMMUNICATIONS
The Saks intranet is a one-stop-shop for 
everything Saks, which allows franchisees to 
find out what’s going on, anytime, anywhere. 
There is also a ‘franchisee only’ Facebook 
forum that allows them to take full advantage 

INFO:
To find out about fantastic 
opportunities for hair and beauty 
professionals wishing to open a new 
Saks salon, take over an established 
one or convert their existing 
salon, call 0845 678 0290, email 
customerservices@saks.co.uk or visit 
www.saks.co.uk 
For the right 
candidates 100 
percent funding 
could be available.

So you want to own 
a salon and you’ve 
decided to become part 
of a franchise rather 
than go it alone. The 
next important choice 
is which one? Read on 
to see why you should 
be choosing Saks, one 
of the UK’s leading hair 
and beauty franchises.

SAKS

WHAT 
MAKES

SPECIAL?

saks promo

of being part of the Saks community, asking 
advice from each other and exchanging 
ideas. A fantastic brand-led website 
communicates what makes Saks special, while 
each salon has its own micro-site featuring 
photographs of the salon and team, details of 
the salon’s location and the service offering. 
Saks head office sends out monthly emails to 
all of its customers telling them all about what’s 
new at the company, ensuring franchisees 
have no need to worry that their clients feel 
part of the Saks brand. The Saks Facebook 
page is also updated regularly with the latest 
news and linked to all salons’ Facebook pages 
meaning posts are automatically shared 
throughout the network – keeping your salon 
on the social networking pulse with little effort 
needed from you.

13
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BREAKING 
NEWS

Boosting the educational 
offering for the hair industry, My 
Hairdressers Ltd has now had 
its MHD Student Support Pack 
created with the support of Fudge, 
is now endorsed by world leading 
vocational education organisation, 
City & Guilds.

The MHD Student Support Pack 
has been available in the UK since 
September last year and features 
all the material a student needs 
to complete the S/NVQ Level 2 
course and achieve excellence.

Each unit features a 
MyHairDressers.com training 
video, along with a step-by-step 
PDF, head sheet, consultation 
sheet and glossary. The MHD 
Student Support Packs have 
been designed to replace all of 
the outdated materials such as 
books and DVDs. It also has a 
user-friendly and intuitive interface 
designed using colours and fonts 
sympathetic to those with dyslexia 
and/or dyspraxia.

Diane Mitchell, Portfolio Manager 
for City & Guilds says: “City 
& Guilds is passionate about 
developing qualifications that 
meet the needs of today’s 
workplace and enable people 
to develop their skills for future 
career progression. We embrace 
the latest in training technology 
to ensure our qualifications 
remain relevant in the fast-moving 
hairdressing industry. The MHD 
Student Support Pack is a unique 
online training resource

and we are delighted to endorse 
this product. We believe it will be 
a valuable tool for those entering 
the field.”

As 2013 is in full swing it’s 
time for the Clynol Protégé 
Team 2012 to say farewell to 
a year of intensive learning, 
which culminated in a fabulous 
shoot with award-winning 
photographer John Rawson.

The talented youngsters, Kerry 
Davies, Charlotte Roberts, 
Bec Armitage, Orla Cronin and 
Katie Watts, were chosen as 
Protéges by top experts of the 
hairdressing industry to work 
under mentor Janer Stewart.

On shoot day, the Clynol 
Protégé Team 2012 created 
a fabulous photographic 
collection practising newfound 
skills as a celebration of their 
hard work and dedication. 
Inspired by Clynol’s chic 
branding teamed with an 

artistic background, the 
Protégé Team brought to life 
iconic looks with attitude, and 
were rewarded with some truly 
outstanding shots.

“I’ve had such a great year 
on the team! I’ve absolutely 
loved every course that we’ve 
been on and we’ve had the 
opportunity to work with 
some great names like Lisa 
Shepherd, Sharon Peake and 
my own personal icon, Tracey 
Devine,” says

Katie.

“The shoot was definitely a 
highlight for me but we’ve 
done so much this year that 
it’s been a real rollercoaster 
ride,” adds Charlotte. “We’ve 
presented onstage for Clynol at 

the Profile weekend, assisted 
Lisa Shepherd and learnt from 
North Western Hairdresser of 
the Year Sharon Peake – what 
more could you ask for?”

Kerry also had a lot to say 
about her time: “I’ve had such 
an amazing time this year 
with Clynol and we all get on 
so well, it’s been great. We 
even got to go to the British 
Hairdressing Awards together 
with our mentor Jamie 
Farrar. That was brilliant. I’d 
recommend joining the Clynol 
Protégé Team to anybody. 
We’ve learnt so much and it 
really proves that there is more 
to hairdressing than life behind 
the chair.”

A fantastic team and a hard act 
to follow in 2013!

The Beever Art and 
Education Team were 
invited by the leading Dutch 
distributor

of Beever products in 
Holland, Eric Vogle, 
to showcase a day of 
seminars and catwalk hair 
demonstrating the magic 
behind the brand.

Hosted in the original 
Philips Light Bulb Factory, a 
luxurious twenties

Art Deco building, which has 

been the venue of choice 
other British fashion brands 
such as Paul Smith, the team 
displayed the best of British 
inspired hairdressing.

Eric Vogle shared his 
thoughts about the show, 
saying: “It was very 
inspirational and informative, 
the catwalk hair show and 
seminar captured exactly 
what Beever products stand 
for. We’re incredibly proud 
of the Beever brand and the 
quality of our products.”

FAREWELL

BEEVER SHOWCASE

GETTING ACCREDITED
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Alterna Haircare has 
announced that Katy 
Holmes is the new face of 
the luxury brand and will 
be sharing her creative and 
consumer insights to help 
the brand continue to grow 
and expand its consumer 
following and global salon 
base.

“We’re confident that 
adding Katie’s natural 
beauty, gorgeous hair and 
creative instincts to our 

state-of-the-art, results-
driven haircare collection 
will be a game-changing 
combination,” said Joan 
Malloy, President and CEO 
of Alterna Haircare.

Katie said: “I’m really 
proud to be a part of 
this company – not only 
because the products are 
incredible but because their 
philospophies of accessible 
luxury and “free of” really 
speaks to me.

“It’s good for my hair and 
good for the earth, so I feel 
good using it.”

Although Joan wasn’t 
giving anything away 
regarding the potential for 
future creative and new 
product collaborations 
between Holmes and the 
brand, she teased: “Katie is 
now part of the family, and 
with a great partnership 
like this, there are no limits. 
Stay tuned!”

FAREWELL

Tracey Devine, owner and 
founder of the multi-award-
winning Angels salon group in 
Aberdeen, has been personally 
selected by leading fashion 
photographer Rankin to style a 
hair shoot for the magazine he 
founded, The Hunger.

The news comes after Tracey 
entered the Dig The New Breed 
competition on The Hunger’s 
website, offering hair stylists 
the opportunity to work on a 
photographic shoot for the fourth 
issue of the style bible, out in 
March.

Entrants were required to submit 
five images of their own work, 
which were then judged by a 
panel that reads like a Who’s 
Who of the fashion world; 
Publisher Rankin himself, along

with top model Tuuli, TIGI 
Creative Director Nick Irwin and 
artist and fashion designer Lee 
Lapthorne.

Tracey was thrilled to be chosen 
as one of eight finalists who will 
all shoot with Rankin’s team at 
his London studio this February. 
Each will have their winning style 
featured as a full page in the 
magazine, plus a personal profile 
online at hungertv.com.

“I’m so excited to have been 
selected,” says Tracey. “I adore 
The Hunger and can’t believe 
I’m going to be shooting with 
some of my idols. It’s an amazing 
opportunity to learn from the 
best and showcase my work in 
one of the edgiest magazines 
around.”

FIRST CLASS SHOOT
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HAIR: MARK LEESON ARTISTIC TEAM 

MAKEUP: KYLIE O’TOOLE

PHOTOGRAPHY: ANDREW O’TOOLE 
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 We know as a hairdresser, your creativity is innate but 
for a successful salon you have to be in the know when 

it comes to business issues. Salon Business brings 
you the information you need in a language that we 

absolutely promise is jargon-free.

18 SALON OWNERS EVERYWHERE HAVE BEEN 
COMING UP WITH INVENTIVE WAYS TO SAVE 
MONEY AND WE’VE BROUGHT IT ALL TOGETHER

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

• FIVE ON EMAILS FOR BUSINESS
• FIVE ON TAX BREAKS
• FIVE ON BUDGET REFURBS
• FIVE ON ANIMAL TESTING

34 QUESTION TIME: PAUL FALLTRICK ON BUILDING 
A BRAND
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If you’re feeling the pinch, take control with these 
simple, money-saving initiatives to make sure 2013 is 
as smooth sailing as possible...

THE COST
SPREADING

Hair: Steve Rowbottom
Makeup: Zuzanna Kaleta and Sam Collins

Photography: Ian Harding
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NEW YEAR

It’s a new year and while financial times 
may still be tough, it’s time to take 
charge and make 2013 ours. First things 
first [and there’s no better time to do it] 
is to look at every single outgoing your 
salon has and work out where you can 
cut costs to see your revenue grow.

Before you start, be careful; cutting costs 
isn’t about using smaller sized cups or 
scrimping on the little luxuries that your 
clients have grown to love and expect from 
you. The minute clients start to think you’re 
scrimping on things, they start to look 
elsewhere because it reflects badly on a 
salon’s working ethos, explains Westrow’s 
Marc Westerman. Instead, look at long-term 
money saving initiatives.

“Small aspects of day-to-day salon life can 
be looked at and reduced to save pennies 
but it helps to think about spreading the cost 
over a longer period of time to save on larger 
capital expenditure,” says Marc. 

Leo Bancroft, owner of his eponymously-
named salon agrees: “The key to cutting 
costs is that it should all be done behind the 
scenes – never do it visually to the customer 
because it will shine badly on the standard of 
service, and once that dips you’re in trouble.

DREADED BILLS

There are some costs you simply can’t odd 
such as business rates, and while they’re 

“It’s not just the rates you 
pay that can be used to 
reduce costs, but also 
the amount you use. 
If you reduced your daily 
usage of electricity, gas 
[and water if you’re on 
a meter] by the smallest 
amount, you’d be 
surprised by how 
much you can save.”

may be room for negotiation on rent when 
you’re lease is up for renewal, for now you’re 
likely to be stuck with it. Marc says you can 
still look to save on bills that aren’t fixed, 
adding: “If you want to substantially lower 
your overheads you need to cut costs on 
things like utilities.” 

This is when it pays to shop around. There 
are lots of tools on the internet to help you 
compare rates on services such as gas and 
electricity so dig out your bills, log on and 
see if you could be saving. Look not only at 
different providers but the different tariffs 
they offer. Sometimes it can be better to sign 
up to a contract for a fixed rate if the market 
is turbulent, or if you prefer the flexibility to 
react to changing prices, you’re better off on 
a no-contact tariff.

It’s not just the rates you pay that can be 
used to reduce costs, but also the amount 
you use. If you reduced your daily usage 
of electricity, gas [and water if you’re on a 
meter] by the smallest amount, you’d be 
surprised by how much you can save. And 
there are lots of eco-friendly initiatives out 
there to help you which can be costly at first 
but remember it’s about longevity rather than 
a quick fix. 
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Daniel Granger, of Daniel Granger 
Hairdressing has taken note from the 
Environment Agency, which states that 
reducing the temperature in your salon by 
one degree could cut your heating bills by 
10 percent. He’s also updated his boiler to 
ensure it is as efficient as possible after 
discovering that up to 90 percent of the 
energy used for providing hot water could 
be wasted because of heat loss and system 
inefficiencies.

“The bottom line is you need a constant 
stream of hot water,” he says. “You can’t 
sacrifice this, so make sure you get a modern 
combi boiler to provide heat and hot water.”

The boiler is not the only appliance you 
should look at for efficiency as running 
appliances makes up a significant percentage 
of your overheads. Most white goods and 
common appliances now come with an 
energy-efficiency rating on the label [usually 
between A and G, with A being the best]. 
Since July 2012 all new fridges, freezers and 
fridge-freezers must have a minimum rating 
of A+, so if you have one older than that 
it’s worth looking at investing in a new one 
– it could save you £88 on just your fridge 
freezer. 

Possibly the most draining appliance in the 
salon is your tumble dryer and while they’re 
a lot more efficient than they were a decade 
ago, few are achieving an A rating. This 
means you could be paying up to 35p per 
load more than you need to, so if you’re 
doing five loads a day it soon adds up. 

When it comes to cutting daily electricity 
usage, a lot of it comes down to common 
sense but reminding staff and offering 
incentives can be a great way to make them 
act [and turn off the light switch in an unused 
room]. 

Leo Bancroft says: “For every process you 
introduce in the salon, make sure you tell 
staff about it and offer incentives if they’re 
sticking to it. By doing so, they’re saving you 
cash so it’s only right you reward them with 
an incentive to keep it up.”

“The bottom line is
 you need a  constant
 stream of hot water. 
You can’t sacrifice this,
so make sure you get 
a modern combi boiler 
to provide heat and 
hot water.”

20
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“When it comes to cutting 
daily electricity usage, a lot 
of it comes down to 
common sense but
 reminding staff and offering
 incentives can be a great 
way to make 
them act.” 

Hair: Steve Rowbottom  Makeup: Zuzanna Kaleta and Sam Collins  
Photography: Ian Harding
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to get more for your money. Romano says: 
“Squeeze them for any extras they can offer. 
It could be a few extra tubes they throw your 
way, or if you’re lucky, tickets to an industry 
show.”

Any extras you do get can be used as 
incentives for staff, prizes for in-salon 
competitions or even gifts to loyal clients.

Being loyal also proves its weight in gold 
when it comes to manufacturers and 
suppliers. 

Romano challenged everyday costs by 
switching to Easydry towels who offer loyalty 
rewards for long-standing customers; orders 

If you can’t rely on your staff to 
remember, it’s worth considering 

economical changes as part of a refi t, like 
Romano Zullo did at the award-winning Zullo 
& Holland. “We decided during our refi t to 
concentrate on making changes that would 
lower our bills so opted for all of our lights to 
be fi tted with sensors and timers. And we 

saw an immediate reduction in our bills.” 

EVERYDAY COSTS

Build strong relationships 
with your reps and don’t 
be afraid to ask them what 
perks you get from placing 
regular orders with them 

22

Hair: Steve Rowbottom
Makeup: Zuzanna Kaleta and Sam Collins
Photography: Ian Harding
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out ‘n’ about

can be made monthly, depending on your 
salon’s needs, to avoid huge outgoings at 
once.

The same will apply to many other 
manufacturers you deal with – you’ll often 
find they’ll do a lot to help out. Olymp has 
a new leasing scheme in place that aims to 
help you pay for design and furniture on a 
monthly basis, allowing you to spread your 
cash flow needs.  

Matthew Lutos, Managing Director of Olymp 
says: “The fatter periods need to cover the 
leaner moments and leasing enables you to 
keep the cash in your account and spread the 
load across a longer period.” 

With Olymp, finance can be arranged over 
any term from one to five years and for any 
value of installation as long as it is more 
than £1,000. Once it’s all set up, you’re able 
to start making regular payments, either 
monthly or quarterly for the agreed period. 

Another big expenditure in the salon is stock, 
and it’s one area where big savings can be 
made. Marc explains: “If a salon turnover is 
£500,000 and you typically spend 8 percent 
of this turnover on professional stock, you’ll 
spend £40,000 a year. This means every 
one percent reduction in spending will save 
you £5,000. By cutting out wastage and 
implementing an efficient stock control 
system this is very achievable.” 

If you own a hair group, use it to your 
advantage when ordering stock, says Sally 
Montague, Director of Sally Montague Hair 
Group: “We have a system in place where 
salons in the group can place orders with 
each other. Our Area Manager exchanges the 
stock on her weekly visits and therefore we 
order for the salon group, in bulk rather than 
on a salon by salon basis.” 

Failing all else, look to your team to reduce 
wastage by first bringing it to their attention. 
Leo Bancroft gets his staff to empty all of 
their tins into a clear jar to see how much it 
amounts to at the end of the day or week. 
This may be all it takes to make them think 
before using too much and helping you on 
your quest to cut costs.

Now there’s no time like the present 
to look at your costs – we’re sure 
you’ll be pleased you did.

“The fatter periods need to 
cover the leaner moments 

and leasing enables
 you to keep the cash in your

 account and spread the load 
across a longer period.” 
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Hair: Matthew Sutcliffe and Lauren Elliott, 
winners of the 2012 L’Oréal Colour Trophy
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Natural curls are at the heart of some of the most in-demand 
styles right now, but hard to manage, frizzy textures have 

made this hair type the nemesis for many hairdressers. 
Aveda’s Be Curly™ range is changing that with a system of 
products formulated to enhance and define curls, combat 

frizz and boost shine – and they’ve just added to the line-up. 

BOOST 
NATURE’S
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out ‘n’ about
THE LEGEND
The Aveda Be Curly™ range has been making 
a name for itself as a system designed to 
perfect curls and allow your guests to forget 
about frizz. And, with the ingredients being 95 
percent* naturally-derived, it offers the best the 
powerful force of nature has to offer. 

Continually working to bring you new 
formulations to tackle the growing issues 
you’re faced with in the salon on a daily basis, 
there are two new products being added to 
the Aveda Be Curly™ family. Be Curly™ Curl 
Controller and Be Curly™ Curl Enhancing Hair 
Spray each tailor to a new type of guest, while 
being encased in a light refreshing aroma 
of certifi ed organic lime, lemon, bergamot, 
orange and other pure plant and fl ower 
essences.

INNOVATIONS
Hairdressers are facing an increasing number 
of guests with unruly curls who want to 
control volume and reduce frizz while 
lengthening and softening their curls. Aveda’s 
new Be Curly™ Curl Controller will address 
the needs of guests with thick curly hair who 
want to elongate and control it, not enhance 
it. It controls, conditions and lengthens waves 
and tight spirals, using plant actives including 
organic babassu, kukui, and sunfl ower oils to 
control frizz throughout the day.

One of the key ingredients in Be Curly™ 
Curl Controller is certifi ed organic babassu 
oil sourced from Beraca, a mission-aligned 
supplier in Brazil. Beraca purchases the oil 
for Aveda from ASSEMA, a cooperative of 
indigenous women known as quebradeiras 
de coco [also know as nut breakers] who 
gather certifi ed organic babassu nuts for oil 
production in Maranhão State in Brazil. Aveda 
has supported the cooperative for many 
years through premium pricing for babassu 
purchases and supplemental grants for social 
projects including organic vegetable gardening 
and a living pharmacy.

Aveda’s new Be Curly™ Curl Enhancing 
Hair Spray is formulated with Aveda’s curl 
enhancing complex of organic aloe and wheat 
protein to retract as it dries for an intensifi ed 
curl pattern and all day frizz control, while 
corn-derived conditioning agents leave hair 
touchable, with no fl aking or crunchiness. This 
will address the need for guests looking for 
fl exible, all day hold that will seal in defi ned 
curls while controlling frizz and locking in 
moisture – plus it works on wet or dry hair.

*From plants and non-petroleum minerals.

“Hairdressers are facing 
an increasing number of 
guests with unruly curls 
who are seeking to control 
volume and reduce frizz 
while lengthening and 
softening their curls.” 

WANT DEFINED CURLS? 
BOTANICALS DELIVER.

DAILY REGIME 
Be Curly™ Shampoo and Conditioner 
gentle cleansing enhances curl, 
combats frizz and boosts shine on curly 
or wavy hair. 

DE-FRIZZ 
Be Curly™ Style-Prep™ adds moisture 
and curl defi nition as it seals the 
cuticle, taming frizz to last all day. It 
also detangles to reduce breakage 
from combing and makes styling curls 
easier by helping to maintain them 
longer, while leaving hair soft with no 
crunchiness.

DEFINE 
NEW Be Curly™ Curl Controller
controls, conditions and lengthens 
curly hair with plant actives including 
organic  babassu, kukui and sunfl ower 
oils and is proven to control frizz 
throughout the day.

DEFINE 
Be Curly™ Curl Enhancer intensifi es 
curls, tames frizz and heightens shine. 
It contains a wheat protein blend that 
expands when hair is wet and retracts 
when hair’s dry, to lock in curls or waves. 

FINISH 
NEW  Be Curly™ Curl Enhancing Hair 
Spray is formulatedwith Aveda’s curl 
enhancing complex of organic aloe and 
wheat protein, which retracts as it dries  
for an  intensifi ed curl pattern and all day 
frizz control. Meanwhile corn-derived 
conditioning agents leave hair touchable,
with no fl aking or crunchiness. 

Contact Aveda on 0870 034 2380 or visit 
www.aveda.co.uk/grow
Join Aveda at Facebook.com/Aveda 
Follow Aveda on Twitter @AvedaUK

aveda promo
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This month, Got Five? is continuing on its pledge 
to equip you with the business savvy you 

need to see your business fl ourish. 
As always, we’re delivering it to you in short, 

sharp features that you can read in under fi ve minutes...
so do it now, take fi ve.

26
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down to business

Salons hold an average of just three email 
addresses for every 20 clients, according to a 
recent study by Shortcuts software, meaning 
that any single strategy for email marketing is 
virtually useless. 

In the survey of UK salons, it was found many 
have only collected email addresses for 15 
percent of their clients and so missing out on 
one of the easiest marketing opportunities out 
there [with the right software of course]. 

Talking about the study, 
Tom Bentley-Taylor, 
UK CEO of Shortcuts 
Software says: “It 
means if a business 
has a client base of 
3,000 customers, 2,550 
of those clients won’t 
receive your email, 
meaning thousands of 
missed opportunities.”

What often happens in a salon is that 
e-marketing campaigns are sent out, or 
birthday bonuses for clients are automatically 
generated by software, but if the information 
is not in the system, these clients – and 
ultimately you – miss out.

Email addresses should be requested at 
every opportunity with the client to avoid this 
scenario, however in a busy working day, it’s 
often easy to forget. If this sounds like you, 

then look at software packages that offer 
varied marketing campaigns.

Shortcuts Software has one such program, 
Set & Forget Marketing, which brings direct 
mail, SMS marketing and email marketing 
together into one automated system.

“We’ve put together the ability to automate 
direct marketing to whatever destination 
the salon has collected from their client,” 

explains Tom. “So, if the 
salon has no email for 
a client, they may have 
a current address or a 
mobile phone number 
instead via which they 
can be contacted. That 
way, the salon can reach 
them through at least one 
of the contact methods 
available.

“Now, instead of not 
sending anything to the clients without an 
email address, there is a backup contact 
method, ensuring the client receives your 
well wishes. This gives salons a better total 
response to the campaign.”

Digital marketing can be used to reach your 
clients in a way that’s never been possible 
before so take the time to acquire email 
addresses, or fi nd a software that works 
around it for you.

In a world where 
digital technology 

is taking over 
and brands 

are reaching 
out to potential 

customers 24/7, 
you need to make 

sure you’re up 
with the game. UK 
CEO of Shortcuts 

Software Tom 
Bentley-Taylor 

explains why 
acquiring email 

addresses should 
be your fi rst port of 

call.

Why 
Email is
THE WAY 

FORWARD
COMMUNICATION

“In the survey of UK 
salons,  it was found 

many have only 
collected email 

addresses for 15 
percent of 

their clients.”

Our clients achieve some 
excellent results, week 

after week, using a few key 
messages – none of which 
involve offering discounts.
Recent new clients can be 

sent a message asking if they 
enjoyed their appointment 
and have any comments, 

showing that you care. 

got5 email.indd   27 29/01/2013   00:01



making it a good investment, particularly for 
higher rate taxpayers. The maximum you can 
invest in the current tax year is £11,280 of which 
£5,640 can be paid into a Cash ISA. The balance 
or even the total allowance if you’d rather not 
invest in a Cash ISA, can be invested in a Stocks 
& Shares ISA.     

Bare in mind that money invested in an ISA can 
come from other savings accounts where the 
interest may be subject to tax. If you haven’t 

taken out an ISA in the 
current tax year, consider 
moving part of these 
savings into a Cash ISA to 
shelter the income from 
tax from the date of the 
transfer.

CAPITAL GAINS TAX
If you have Stocks & 
Shares that are worth 
more than you paid for 

them, it’s worth considering transferring part of 
your holding into a Stocks & Shares ISA. If you 
haven’t already taken an ISA out in the current 
tax year you will have the full entitlement, i.e. 
£11,280 intact. The transfer will be regarded as 
a sale for capital gains tax purposes but provided 
you have made no other capital gains in the year, 
capital gains up to £10,600 are tax free.  

If you have already made capital gains in the 
current tax year that are subject to tax, but you 
also have some assets that you wish to sell that 
have losses attached to them, it’s worth doing 
this prior to April 5 as the losses can be set 
against capital gains made in the same tax year.

The deadline to mark the end of the current 
fi nancial year is fast approaching, but there’s still 
time to make some valuable changes before 
April 5, 2013 descends. Here, Susan Hutter, 
a partner at accountancy fi rm Shelley Stock 
Hutter, reveals how you can make the most of 
the tax breaks before it’s too late.

Make the Most
OF TAX BREAKS

PERSONAL PENSIONS
Personal pension legislation can get complicated 
even to the experts but you should be aware 
the allowances are changing on April 6, so if you 
have the leeway to pay a lump sum into your 
pension now, it’s worth considering.

The maximum contribution you can make this 
tax year is £50,000. Plus, if you haven’t used 
your pension allowance in the past three tax 
years, you can use the 
balance this year as long 
as;

•  The total does not 
exceed your income in 
the current tax year.

•  You had a pension 
scheme in force during 
that period.

You’ll be able to 
obtain tax relief at 
your highest rate of tax which, up until April 
5, 2013, is 50 percent if your income is more 
than £150,000. After that, the top rate of tax 
is going down to 45 percent so if you’re a 50 
percent taxpayer and are considering making 
a large payment into your pension plan in the 
next few months, you should make sure you do 
so before April 5. Bear in mind that on April 6, 
2014, the annual allowance is also going down 
to £40,000 so if you have the cash-fl ow it would 
make sense to maximise your contributions 
before then.

INDIVIDUAL SAVINGS ACCOUNTS (ISAS)
Interest and income from an ISA is tax free 

28

“You’ll be able to obtain 
tax relief at your highest 

rate of tax which, up 
until April 5, 2013, is 50 
percent if your income 

is more than £150,000. “
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down to business

Another way of utilising your Capital Gains 
Tax exemption, is to transfer shares with 
a capital gain attached, to your spouse. 
Transfers between husband and wife are 
free of capital gains tax and so if you’ve 
already maximised your ISA investments, 
but your spouse hasn’t, you can utilise their 
capital gains exemption of £10,600.

INHERITANCE TAX
Everyone has an annual gift exemption 
of £3,000 per tax year, which means you 
can give the gift of £3,000 tax free without 
Inheritance Tax applying. So if you or your 
spouse haven’t made any gifts e.g. to 
children or grandchildren, in the current 
tax year you could make a gift of £3,000 
each. If you have not used the annual gift 
allowance in the previous tax year, this 
can be used as well, and means  that you 
would have up to £6,000 each to gift to a 
third party free of Inheritance Tax. After April 
5 any unused annual gift allowance from 
2010/11 will be lost.

 INCOME SHIFTING
If you’re married and your spouse is either 
a non taxpayer or pays tax at a lower 
rate than yourself you should consider 
transferring any income earning assets into 
their name wholly or in part. This will only 
be effective from the date of the transfer, 
but if you make the transfer sooner rather 
than later you at least will have covered the 
position for the whole of the next tax year 
when it commences on April 6, 2013.

So go on, claw some money back, you 
deserve it.
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reception, replace tatty towels and throw any 
cups with chips in straight in the bin! 

HAVE A REDESIGN
If the furniture you have is perfectly adequate, 
but there are elements of your salon that are not 
quite working for you, then think about having 
a mini revamp that doesn’t have to cost the 
earth. Think about a new facia for the outside 

of the salon, change the lighting, invest in new 
gowns, consider changing the layout of your 
salon, giving your staff a uniform and generally 
focus on the small factors that when tackled 
collectively, will make a signifi cant impact. 

FRESHEN UP THE WALLS
If fi nances are tight, get the team in for a 
painting day and give the whole salon a fresh 
coat of paint. Any commercial environment 
needs regular refreshing but you don’t have to 
decorate throughout to have a new look. Areas 
that are hardwearing such as around the foot 

The beginning of a new year is historically a tough time on any high street 
and hairdressing salons are certainly not excluded from the battle for 
consumers. So while cash fl ow might be tight, it doesn’t stop us wanting 
to invest in the areas of our business that need attention and salon décor 

is often one area that needs an annual spruce up. If it’s a quick revamp you’re in 
need of and your budget doesn’t allow for salubrious changes to your interior, fear 
not – there are plenty of quick fi xes that can give your salon a fresh new look without 
blowing the budget. Matthew Lutos, Managing Director of Olymp UK and Beauty 
Planet Salon Designs, offers his advice on ways to revamp your interior, without the 
hefty price tag.  

Transforming your salon on a
SHOESTRING BUDGET

SPRING CLEAN FOR EVERY SEASON
First impressions count. Attention to detail 
is paramount when you’re competing for 
business, and keeping your salon spotlessly 
clean might sound like an obvious part of the 
daily routine, but when was the last time you 
truly deep-cleaned the salon? 

While not everyone can afford new furniture, 
everyone can make sure the furniture they do 
have is spotlessly clean. Stained tiles at the 
backwash, sinks that don’t sparkle, dead plants 
in the window and chrome fi ttings that aren’t 
polished are all details that don’t go unnoticed. 
When a client is sat on the salon chair for some 
time you can guarantee they’ve noticed the dust 
on the skirting boards or the colour stains on 
the walls. 

It costs nothing to make good of what you 
already have and taking pride in the appearance 
of every square inch of your salon is a sure 
way of making the most of what you have. 
Unfortunately, to some extent, clients will judge 
your hairdressing skills on the appearance of 
your salon and if it’s grubby and scruffy, they’ll 
most defi nitely make the same assumption on 
your hairdressing.  
      
MAKE SMALL CHANGES 
Are you maximising the natural day light that 
fl oods the salon? Light and bright environments 
are far more uplifting than dark and dingy 
surroundings. Invest in fresh fl owers on your 
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“Light and bright
environments are
far more uplifting

than dark and dingy
surroundings.”

bars will inevitably need touching up frequently, 
or alternatively, consider adding a feature wall 
with stunning wallpaper. It can be changed 
frequently and you can literally just focus on 
one wall. Olymp offers a service where we can 
produce wallpaper for one wall with a bespoke 
image that you have created, or have chosen 
from a bank of images. This will give your salon 
an instantly fresh new look and give a signifi cant 
point of difference that will most certainly get 
your salon noticed.      

DE-CLUTTER   
Your salon is not a refl ection of your own 
personal style and tastes – it’s a business that 
needs to appeal to your client base, despite your 
personal style. So while it’s perfectly acceptable 
to hoard possessions at home, having a salon 
full of clutter will simply make you look outdated 
and old fashioned. If you’re displaying old 
pictures on the wall with hairstyles that were 
on-trend 10 years ago and offering clients 
magazines to read that are two months out of 
date, what messages will that give your clients? 

It’s worth standing back and looking at your 
salon from the other side of the street and 
asking yourself if your window is really working 
for you. Is your window fi lled with clutter? Does 
it entice clients to walk in and give you a try? 
Anything in your window that’s not relevant to 
your business needs to go – old posters, plants, 
dusty retail displays with faded stock is all  
a big no. 
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“Your salon is not a
 reflection of your

 own personal style
 and tastes – it’s a

 business that needs
 to appeal to your

 client base, despite
 your personal style.

 So while it’s perfectly
 acceptable to hoard 

possessions at
 home, having a

 salon full of clutter will
 simply make you

 look outdated and
 old fashioned.” 
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It was1980 when two friends, Paul Mitchell and 
John Paul DeJoria, were inspired to set up John 
Paul Mitchell [now known as Paul Mitchell]. 
John Paul had been working as Vice President at 
a major beauty company and it was this that set 
in his mind where he wanted the brand to go.

“The beauty company had these monkeys in 
cages that never saw 
sunlight and it was all 
to test hair products. 
I could never get my 
head around it,” he 
says.

And so, Paul Mitchell 
was born and its 
controversial stance 
against animal testing. 
John Paul says: “Lots 
of the big companies 
were against us. They 
didn’t think it could be 
done and so they started to say we must have
been lying.”

Instead of testing on animals, John Paul says 
they test on themselves, while light-heartedly 
reminiscing on a time when it didn’t turn out 
so well: “One of the scientists brought me 
Baby Don’t Cry while we were developing it. 
I put it in my eye and it stung and I said to the 
scientist, ‘next time, put it in your eye before 
you bring it to me!’.”

Of course there are numerous tests that go on 
before a product makes it anywhere near John 
Paul’s eye. In-Vitro testing [without the use of 
animals] is in fact more effi cient and accurate 
than using animals and yet many companies 
continue to use animals in a misguided belief it 
is better.

After building a 
foundation for the 
company, Paul Mitchell 
decided to take it 
one step further by 
asking every one of 
their vendors they 
purchased from to 
provide a letter saying 
they too don’t test on 
animals. It meant they 
had to change suppliers 
as not everyone would 
comply, but it did start 
to make a difference.

And the brand thrived on its beliefs. It was even 
good for business as Paul Mitchell received a lot 
of press coverage as the fi rst one of its kind to 
go against animal testing. However, following 
your brand’s ethos doesn’t always prove fruitful 
as the co-founders discovered when China 
changed its regulations last year.

Since 2012, every hair and beauty product 
sold in China must be tested on animals. Paul 

When two friends, Paul Mitchell and John Paul DeJoria 
decided to embark on creating their own beauty 
professional company over 30 years ago, there was one 

idea they would never stray from: To never conduct or endorse 
animal testing. They have stuck fast to that promise, even when 
that meant losing money and now this year they’re celebrating the 
Leaping Bunny certifi cation.

Why it’s so important to
KNOW YOUR BRAND
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“Lots of the big 
companies were 

against us. They didn’t 
think it could be done
 and so they started 

to say we must have 
have been lying.”
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Mitchell explained the company’s stance against 
animal testing and applied for leniency but when 
it was denied, the decision was made to stop 
selling the products to China.

John Paul says: “We lost a lot of money by 
doing that but if you believe in something, you 
walk that walk. It’s our total commitment and 
finances have nothing to do with it.”

The Paul Mitchell brand hasn’t simply pulled 
out of China; they’ve invested a lot of money 
in teaching the authorities in China that animal 
testing is not necessary in a bid to change the 
regulations for good. 

Campaigning against animal testing is not 
the only stand John Paul has taken; his 
commitment to caring for the earth and giving 
back to the community involves every aspect 
of the company’s policy and strategy. Recent 
donations totalling millions of dollars of cash, 
products and services have been made to 
non-profit organisations operating in the fields 
of health care, social services, environmental 
protection and the arts. 

It’s something that hasn’t gone unnoticed by 

professionals and members of the public alike. 
Paul Mitchell is the only cruelty-free professional 
haircare brand to be endorsed by Cruelty Free 
International under the Leaping Bunny standard, 
the most rigorous international no-animal-testing 
certification, which verifies that neither the 
brand nor its suppliers test on animals.

It’s something that has proven very popular with 
the guests as John Paul says: “We get a lot of 
letters from customers saying that they look 
specifically for Paul Mitchell salons because of 
our stance against animal testing. And we think 
for every letter someone does write, there’s 
another thousand who think it but don’t bother 
to write to us – that’s a lot of people.”

As a very successful haircare brand, there is 
certainly an argument for ensuring you make 
a decision on what you want your company to 
be known for – and sticking to it – although one 
thing’s certain: You have to believe in it, 
like John:

“I love animals – all they do is give you pure 
love. The least we can do is take care of them.”
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down to business

“We get a lot of  
letters from customers

saying that they 
 look specifically for 
Paul Mitchell salons

because of our stance
against animal testing.

And we think for
every letter someone   

 does write, there’s 
another thousand

who think it but don’t 
bother to write to us .”
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out ‘n’ about

WHERE DID IT ALL BEGIN?
It was a family business with my mum 
[Gisele] and dad [Roy]. My father was a 
hairdresser back in the sixties so it followed 
that I was too. I started out working for 
John Frieda but then left when I was 20 to 
help manage Falltricks in Emerson Park. My 
father and I had different ideas on running a 
business; he wanted to build a business and 
sell it at its peak, whereas I wanted to build 
a brand, so it soon became clear we were 
pulling in different directions. He decided to 
leave me to it and the first thing I did was 
change the brand to Paul Falltrick. I was 
about 25 at the time.

HOW DIFFICULT WAS IT TO CHANGE THE 
BRAND?
It was one of the things my father didn’t 
want to happen because he said it would 
make me too busy behind the chair so we 
built the brand in a way that it could run as 
Paul Falltrick without Paul Falltrick stood 
behind the chair. 

WHAT HAPPENED NEXT?
Everything started to grow organically. 
We overgrew the Emerson Park salon and 
so opened another in Gidea Park. Then 
around 13 to 14 years ago we saw a college 
available in Romford – we’d wanted to get 
into training so we took it over. After a while 
we realised it was the wrong site and we 
grew into the current salon and academy 
seven years ago. It had 50 styling units 
so we didn’t need the boutique salons all 
over when we could have it in one place so 
we shut Gidea Park. Gisele then kept the 
Emerson Park salon under a different brand 
and I carried on with Paul Falltrick at the 
Romford site.

HOW DID THE EXPERIENCE CHANGE 
YOU?
I got heavily into the training side of 
hairdressing and it became a massive 
passion of mine. It came at the same 

time as I joined Matrix [for which he is Global 
Ambassador] around 10 years ago and they had 
the same focus I did for training. It helps build 
you as a person so you’re confident to make 
training decisions.

WHAT CAME NEXT?
The Paul Falltrick product line came 
along at the same time as the 
academy around 10 years ago. We’ve 
also added to the product line when 
we’ve felt there was something 
important. It was a natural progression 
for us – when you look at a business 
and how much you’re paying middle men, it 
makes sense. It’s an easy way to increase 
your margins, although we were never looking 
to replace other brands in the salon, just 
complement.

DID YOU OFFER ANY OTHER SERVICES 
ASIDE FROM HAIR AND ASSOCIATED 
SERVICES [INCLUDING EXTENSIONS]?
In the Gidea Park salon we had beauty above 
the salon but it was rented to someone else.     

Turning a name into a 
brand is no easy feat 
but styling extraordinaire 
Paul Falltrick has been 
there, done it and 
not only has he got 
the t-shirt but also a 
takeover from a bigger 
company that wants to 
capitalise on the Paul 
Falltrick brand. So quite 
how did he do it?

“I got heavily into the 
training side of hairdressing 

and it became a massive 
passion of mine.”
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In Romford we offer beauty services and we 
have a lot more control over it now.

WHAT WAS THE SINGLE BEST MOVE YOU 
MADE TO BUILD YOUR BUSINESS?
I don’t think singularly there was one thing 
I could pinpoint. Normally there are lots of 
small, consistent decisions that build a good 
foundation for the business.

WHAT MADE YOU DECIDE TO SELL?
You understand you can only grow a brand 
to a certain size on your own, then you 
need some really good people around you 
or people that are smarter than you. I kept 
looking and thinking what’s missing; it was 
business skill. I looked at myself and thought, 
‘I’ve taken this brand as far as I can possibly 
take it’, and I didn’t want to tread water with 

the brand.

SO WHAT DID IT MEAN TO YOU WHEN 
GROUP MOMENTUM BOUGHT THE 
BRAND?
It put a nice fl uffy blanket all the way around 
the brand so I can concentrate on growing it 
creatively while they deal with all the other 
stuff. I was tired of doing the things I wasn’t 
very good at like wages and tax, etc. It was 
draining my creativity and I was losing focus 
on why we started it in the fi rst place. 

WHAT DO YOU THINK ATTRACTED GROUP 
MOMENTUM TO YOUR BRAND?
Creatively they saw an exciting and relatively 
young brand that’s come on leaps and 
bounds over the last 10 years. 
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“Creatively they 
saw an exciting 
and relatively young 
brand that’s come 
on leaps and 
bounds over the 
last 10 years.”

HOW DID IT FEEL TO GIVE UP PAUL 
FALLTRICK?
I didn’t want to give the brand away, I 
wanted longevity in it so I made sure I’m still 
part of it. I’m very very proud of the brand 
and very passionate and I want to build on it 
creatively. I think over the years I’ve coached 
my brain that Paul Falltrick is a brand and not 
who I am. Anyone who knows me knows 
I’m called by my nickname, [we’re sworn to 
secrecy so can’t tell sorry!]

THE SALE WENT THROUGH SIX MONTHS 
AGO, SO WHAT HAVE YOU BEEN UP       
TO SINCE?
We’ve been doing great shoots. We’ve got 
a Group Momentum art team launching 
in February. We’ve shortlisted 12 at the 
moment but it will be six on a year long 
programme. It’s Group Momentum’s first 
artistic team and we want to do a shoot with 
them and get them helping out on shows. 
They’re coming from all Group Momentum 
salons and I’ll head it up. That’s taken up 
loads of time but I still do clients.

HAVE THERE BEEN MORE 
OPPORTUNITIES FOR TRAVEL? 
I’m off to Morrocco this weekend, then New 
York, Bangkok and I’m off to Italy, mostly 
with Matrix. Internationally it’s gone crazy 
this year. Not having a financial hold over 
the salon has free’d me up to do a lot more. 
I now work Monday to Friday too so unless 
I’m travelling I have Saturday and Sunday off 
– I haven’t had a Saturday off since I was 14 
so it’s certainly taken a bit of getting used to!

DO YOU HAVE ANY ADVICE TO SOMEONE 
ELSE HOPING TO BUILD THEIR BRAND?
Be consistent, know where you’re going, 
what you’re going there for and what your 
strategy is: Are you building the brand to 
pass it on, or to earn money? – you need to 
understand what it is you’re doing it for first 
of all. 

IS THERE ANYMORE IN THE PIPELINE?
I’ve got the Paul Falltrick app that we’ve just 
launched, which I’m really excited about. 
It’s a training app for hairdressers with step-
by-steps and videos and other tools for 
hairdressers. It’s free to download and then 
there are some extras that can be purchased 
for not a lot. It’s a business I was building 
before the takeover and Group Momentum 
agreed I could keep it so I did – it’s just nice 
now to have the time to finish projects.

Hair: Paul Falltrick
Makeup: Nicola Tanswell and Kinga Markovic

Styling: Neesha Sharma 
Photography: Ewelina Stechnij
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Nioxin can help combat the look of thinning hair with a range 
of dedicated products. Having found a solution, NIOXIN 

is now helping to reduce the stigma of this issue and has 
partnered with the Institute of Trichologists to host Thinning Hair 

Awareness Week [18th - 24th February 2013].

CONFIDENCE
RESTORE
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nioxin promo

Blushes offers NIOXIN box sets containing 
shampoo, conditioner and a scalp treatment 
as well as the individual products and range 
of dedicated services. The dermabrasion 
service encourages regeneration of the scalp 
by removing build up around the follicle and 
Mark says this is a fantastic introduction to 
NIOXIN. 

But what’s behind Mark’s passion for 
combating thinning hair? “As a hairdresser 
I’ve noticed the amount of women with 
thinning hair. It’s a huge market and an 
emotive one. 

“I want to help women with a problem, we 
can nip the problem in the bud and help them 
keep their hair looking fuller and thicker.  And 
NIOXIN is one of the best things for this.”

THE AUTHORITY
NIOXIN scientists have spent years of 
dedicated research developing a deeper 
understanding of what causes hair to thin 
and ways to combat it. As a result they have 
continually developed outstanding products 
to tackle this issue. 

NIOXIN now offers each of its salons a 
comprehensive range of products dedicated to 
delivering thicker, fuller-looking hair for every 
client, as well as a NIOSCOPE diagnostic tool 
that can be used during consultations. The 
products have five target effects to reduce 
breakage, deliver denser-looking hair, amplify 
texture, strengthen the cuticle and cleanse the 
scalp of excess sebum. 

And NIOXIN is so confident in the results, it 
offers a money-back guarantee to customers 
who don’t feel their hair is thicker and fuller-
looking after 30 days* of using the products.

Thinning hair is a problem that now affects 
50 percent** of both male and female salon 
clients. So it’s a subject every hairdresser 
should be aware of and NIOXIN has now 
taken on the responsibility of educating 
others.

THINNING HAIR AWARENESS WEEK
NIOXIN is partnering with the Institute of 
Trichologists for Thinning Hair Awareness 
Week on February 18-24. The aim is to 
educate the general public on where they 
can turn to understand the causes of 
thinning hair and potential solutions.

During this week, NIOXIN salons across the 
UK will be holding hair pamper evenings, 
treating their clients to an evening of 
relaxation to raise awareness of thinning hair. 
NIOXIN salons will have the opportunity to 
showcase the complimentary training they 
receive, to offer advice on getting the most 
from their clients’ hair and how to achieve 
healthy scalps.

One of those salons that will be taking part is 
Blushes Hairdressing Ltd. Salon owner Mark 
Blake partnered with NIOXIN in October last 
year after having spent years establishing 
Blushes as a go-to salon for thinning hair.

BLUSHES SALON
Speaking about why he chose NIOXIN 
Mark says: “We had been looking to align 
ourselves with a professional brand that 
targets thinning hair. The Account Manager 
then sent me some for my birthday and as 
soon as I used it I thought, ‘this is great, it 
works’. I’m up for anything that works.” 

But it’s not just Mark who’s found success 
with NIOXIN as he explains: “Once you’ve 
told your clients about NIOXIN, it becomes 
a product for life so it’s great for repeat 
business. We haven’t had one client say 
they want their money back [as part of the 
NIOXIN guarantee*].”

INFO: Please contact your Wella Account 
Manager, call 01202 595700 [UK] 
1002461800 [ROI] or visit NIOXIN.co.uk 

Join NIOXIN on Facebook. Search for 
NIOXIN UK to find out more about the 
brand, share experiences of NIOXIN and 
look out for product giveaways. 

* NIOXIN Guarantee. over 70% of users saw 
thicker, fuller-looking hair in just 4 weeks. 
Independent market research 2009. Proof 
of purchase required. Guarantee applies to 
system kits only and must be redeemed 
within 3 months of purchase. Open to UK & 
Ireland residents aged 18 and above. Closing 
date 31/12/2013. Guarantee redeemable at 
and full terms and conditions available at 
www.nioxin.co.uk. This does not affect your 
statutory rights. 

** Global Hair Consumer Segmentation 
Study #WW06D630, 11349 respondents

“Once you’ve told 
your clients about 

NIOXIN, it becomes 
a product for life so 
it’s great for repeat 

business. We 
haven’t had one 

client say they 
want their money 

back [as part of 
the NIOXIN 

guarantee*].”
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Hair: Verity Faichen, Daniel Gray 

Hairdressing Makeup: Paula Maxwell

Styling: Natalie Armin

Photography: Jay Mawson

HAIR: MARK LEESON ARTISTIC TEAM 

MAKEUP: KYLIE O’TOOLE

PHOTOGRAPHY: ANDREW O’TOOLE 
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The reason you fi rst ever got into hairdressing is here in all its 

glory – the hottest events, exclusive interviews and imagery 

from some of the most inspiring artists in the industry. 

42 SEE WHAT FELLOWSHIP MEMBERS HAVE BEEN 
UP TO THIS MONTH

44 THE HEADMASTERS AWARDS WERE AWASH 
WITH TALENT

48 MEN ARE FAST BECOMING A FORCE TO BE 
RECKONED WITH IN THE FASHION STAKES AT 
LONDON COLLECTIONS: MEN

50 SEE WHAT MADE US VENTURE OUT IN THE 
SNOW ON A SUNDAY...

52 TAKE A PEAK INSIDE BROOKS & BROOKS

58 DAN SPILLER SPILLS THE BEANS ON BRUNO 
MARC ANTONI...AND THEN HE DOES IT BACK

62 LEARN THE KEY TO WINNING OVER THE 
JUDGES IN THIS YEAR’S COMPETITIONS

68 MEET THE JOICO EUROPEAN DESIGN TEAM

70 UPDATING YOUR KIT BAG? CHECK HERE FIRST

75 WE’RE LOVING RACOON THIS MONTH – 
SEE WHY

76 INSPIRATION:INSPIRATION LIES WITH THESE 
WINNING FORMULATIONS

80 COLLECTIONS CONTINUE TO MAKE OUR 
MOUTHS WATER
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Kicking off 2013 in style, Fellowship 
members have been busy 
perfecting their skills set and 
shouting about the good name of 
hairdressing. You heard it here fi rst.

FELLOW
SHIP N

E
W

S

The Fellowship of British Hairdressing was 
thrilled to present its fi rst major event of 2013 – a 
Revolutionary Masterclass at the Holiday Inn, 
Regents Park.
 
Twelve hairdressing revolutionaries shared their 
inspiration and vision as they focused on the art of 
cutting, colouring and fi nishing hair with movement 
during an even hosted by Fellowship President Mark 
Creed. Members were also treated to an exclusive 
interview with John Frieda, which allowed a very 
personal account of his meteoric rise to fame and his 
journey to success.
 
The fi rst part of the evening began with a 
presentation from Akin Konizi from HOB Salons who 
was using a model with “almost afro hair”. Akin cut 
it with tension creating pure geometry and adapting 
techniques for texture to create a stunning overall 
look.
 
Debbie G decided to concentrate on dressing the 
hair, taking inspiration from the movies Alice in 
Wonderland and Elizabeth. She used deep rich red 
hues on the hair to emulate the mad hatter and 
prepped hair using a variety of different sized tongs 
from the nape through to the crown, while working 
towards an asymmetric shape.
 
Paul Edmonds drew inspiration from a David Bowie 
exhibition at the V&A Museum. Right on trend 
Paul noted the revival of the Bowie movement and 
coloured the hair in his iconic red with a fl ash of 
yellow at the front, redistributing the weight at the 
front of the hairline to modernise the look.

REVOLUTIONARY  
MASTERCLASS
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The Fellowship’s Project X students 
of 2012 teamed up with fashion 
styling brand Unite to produce a 
glam grunge collection as their last.
 
“The team took catwalk trends 
and adapted them for the client. It 
was slicked back sides, quiffs and 
ponies all given a dash of Unite 
magic for a glam grunge feel,” says 
Project X leader Karine Jackson. 
“We’re really pleased with the 
outcome – it’s great to have a 
young, fun collection and the guys 
learned a lot.” 
 
Henry Ward from Unite was 
on-hand to educate and assist 
the students on the products and 
Fellowship member MoNabbach 
managed to both shoot the 
collection and film it!

Hair: Project X    
Makeup: Sally Crouch
Clothes styling: Bernard Connolly
Photography: Mo Nabbach
Art direction: Karine Jackson

PROJECT X 
STUDENTS 
UNITE

 
Tracey Devine was inspired by the 
spring summer Gucci campaign and 
her model exuded pure glamour. Asked 
how she made the curls look good for 
her award-winning photographic shoots 
Tracey shared her session-style secrets 
with the appreciative crowd.
 
Gary France from Toni&Guy honed 
in on his Giles Deacon metallic clad 
model inline with key season trends 
and was assisted by colourist Lauren 
McCombe. They emphasised the 
message of movement with the 
Burberry colour palette by literally 
painting on gel – another Fellowship 
first.
 
Desmond Murray from Atherton Cox 
decided to take movement to new 
extremes by creating literal waves in 
the hair that were then deconstructed 
and accentuated with exacting colour 
placement on a short blonde urchin cut 
with a strategically placed undercut.  
 
Beverly C took inspiration from the new 
Goldwell Global Collection Freefall. She 
used classic shapes adding tendrils 
into the mix to offset the overall look. 
Texture and beautiful tie-dye colours 
were prominent throughout to create 
depth and movement in the hair.
 
Errol Douglas decided to go against 
popular movement trends using a 
concertina curl effect. Errol drew 
inspiration from his previous shows 
combining seventies and eighties 
glamour with lots of height.
 
Karine Jackson discussed current 
runway trends and took these into 
account when working her models’ hair 
into an amazing textured hat-like shape. 
Karine used organic dip-dye colour on 
her model to enhance her curls.
 
Bruce Masefield enhanced the remains 
of a strong graduated cut with texture 
and beautiful curls all the while 
checking balance and proportion. The 
fringe was opened up to create an 
editorial look, which was both beautiful 
and timeless.
 
Bruno Marc Giamattei paid homage to 
the red carpet season taking glamour 
and beauty to new extremes with his 
subtle but beautiful hair styling.
 
Leah Walton was inspired by the 
structured detailing of body armour 
and her aim was to create a look that 
was both structured and retained 
movement. Leah went on to create a 
look that was both beautiful and raw. It 
was a night not to be missed.

“The team took 
catwalk trends and 

adapted them to         
the client”
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MASTERS
THE

“After the  announcement of the 
award winners the party  really got 
started as staff danced the night 
away sipping wine and  cocktails, 
while the DJ pumped out high 
octane fl oor-fi llers into the small hours.”
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The glittering Headmasters 
Awards took place at the 

lustrous Battersea Evolution to 
kick start 2013 with a bang 

[accentuated by the BIG 
personality of host, TV’s Louie 

Spence and his impromptu 
dance moves].
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Over 1,000 members of the Headmasters 
team descended on South London to hear 
about the successes and creativity of the 
salon group’s staff internationally, throughout 
2012.

The glamorous ceremony comprised of 15 
awards – seven for business, judged on 
in-salon performance, and eight creative, 
which were independently judged by Sophie 
Beresiner, Beauty Editor for Elle Magazine 
and Andreas Stavrou, Head of Creative at 
ghd. 

Celebrating a successful year, Headmasters 
Chairman John Sanders opened with a 
congratulatory speech to the team. He spoke 
of the launch of Headmasters’ exciting range 
of salon tested formulas into all its salons as 
well as Tesco branches across the country; 
the opening of 19 new salons in Norway 
and fi ve in the UK, as well as the new 
Headmasters NVQ Level Three Academy in 
Sutton.  

John also explained his appointment as 
Chairman for the Headmasters group and 
that his previous role of Managing Director 
will be fi lled by Raju Raymond who has been 
appointed as Chief Executive Offi cer. Raju 
is looking to take on this role with a view 
to further improving Headmasters’ great 
service to clients with client satisfaction and 
employee retention key to the brand’s future 
growth and success in 2013.  

After the announcement of the award 
winners the party really got started as staff 
danced the night away sipping wine and 
cocktails, while the DJ pumped out high 
octane fl oor-fi llers into the small hours. If 
dancing wasn’t on the cards attendees were 
treated to dodgem cars, casino tables and 
the Glamazone to keep them entertained.

Congratulations to all the Headmasters 
stars of 2012!

“After the  announcement of the 
award winners the party  really got 
started as staff danced the night 
away sipping wine and  cocktails, 
while the DJ pumped out high 
octane fl oor-fi llers into the small hours.”
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CREATIVE PHOTOGRAPHIC AWARDS

Christine Sanders Future Stars Winner: 
Ryan Lambert from Headmasters 
Wandsworth
 
Christine Sanders Future Star Runner Up: 
Sara Abbas from Headmasters Wimbledon 
Broadway

Men’s Image Winner: Sean Thomas from 
Headmasters Weybridge 

Men’s Image Runner Up: Linn Ramona 
Pettersen & Maria Victoria Holmbukt  from 
Headmasters Tromsø, Norway

Women’s Image Winner: Sophie Bryan from 
Headmasters New Malden 

Women’s Image Runner Up: Sylvia Maciask 
from Headmasters Mayfair
 
ghd Creative Award Winner: Abi McKellar 
from Headmasters Brighton

ghd Creative Award Runner Up: Sofi a 
Loannou from Headmasters Bromley High 
Street

BUSINESS & MANAGEMENT AWARDS

Most Charitable Salon of the Year Winner: 
Headmasters Surbiton

Retailer of the Year Winner: Alan Luckhurst 
from Headmasters Richmond

Retailer of the Year Runner Up: Francesca 
D-Anna from Headmasters Putney

Busiest Stylist of the Year: Kim Parratt from 
Headmasters Teddington

Management Team of the Year: 
Headmasters Dorking

B.E.S.T Reception Team: 
Headmasters Wandsworth

Salon of the Year:
Headmasters Shepherds Bush
Salon of the Year:
Headmasters Shepherds Bush
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Fast becoming a name to be reckoned 
with, Fudge has been at it again 
sponsoring four shows at London 
Collections: Men AW13.

 LONDON
CULT

Christopher Shannon
Hair: John Vial, Creative Director for Fudge

Backstage photography: Marc Rabadan
 

Richard Nicoll
Hair: Shon, Fudge session stylist

Photography: Marc Rabadan
 

James Long
Hair: John Vial, Creative Director for Fudge 

Photography: Marc Rabadan
 

Meadham Kirchhoff
Hair: James Pecis, Fudge session stylist

Photography: Dominic Cabott
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FASHION FEST

During three fashion-fuelled days at The 
Hospital Club in the heart of the capital, 
Fudge stylists were on-hand to style the 
boys of the season. Meanwhile, The Fudge 
Fix was created for a quick pick me up in the 
midst of this iconic fashion event.

First up was Meadham Kiirchhoff where 
James Pecis brought boys back to boys. 
Think Catherine Deneuve and Diana Vreeland 
for the hair, which was all about high shine 
using Fudge Liquid Erekt and Aerosol Rock 
Spray, to contrast with the dark collection.

At Richard Nicoll, Fudge Body Builder 
Booster was essential for Shon to create 
strong, structured, Northern European Men. 
While at Christopher Shannon AW13, the 
comb over was in high demand. 

Fudge Creative Director, John Vial says: 
“Christopher Shannon references a 
documentary called Dark Days that follows 
the existence of people living in the sewers 
of New York as his hair inspiration. He 

decided he wanted the hair to look slightly 
nerdy and have the greasy matte finish 
of hair that hasn’t been washed in a few 
days.”

Shine was the dominating texture at 
James Long where Fudge Hair Varnish 

and Fudge Head Shine came in. John says: 
“James used a lot of techno fabrics that had 
a brilliant sheen to it so to complement the 
collection we created a hairstyle that was so 
shiny it almost looked synthetic and mirrored 

the effect of the clothes.”
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        TO
INFINITI

Distributors, journalists and Affinage staff 
battled through the snow to attend the 
Affinage next generation INFINITI launch 
surrounded by the charm of the English 
countryside.
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Held at Down Hall Country Hotel in 
Hertfordshire, attendees of the INFINITI 
launch couldn’t have asked for better 
surroundings as the snow encased the entire 
area in a charming beauty.

It’s charm wasn’t the sole the reason of 
choice behind the destination – it was a 
return to the original launch of INFINITI 
a decade ago. Now it was time to shout 
about the new and improved line – INFINITI 
Intelligent Colour System.

Affinage Managing Director Eric Bailey 
welcomed the guests, many of whom had 
come from as far afield as America and 

China. He noted the high attendance despite 
doubts over the snowiest day of the year 
causing problems – infact only 20 people 
were unable to attend out of around 200.

Guests were then told about the history of 
the brand and how new technology means 
even better formulations than ever before, 
before being treated to a live show by the 
Sanrizz Young Art Team. Despite coming a 
close second, the hula girl was unable to 
steal the show as the hair colour took first 
place with ultra even coverage on every 
strand.

It was soon time to prepare for the evening’s 

events where a three course dinner was 
served and Affinage-born talent entertained 
the guests, followed by a decadent awards 
ceremony.

The fun didn’t end there though as casino 
chips were given to every attendee. The 
prize for the person with the highest awards 
at the end of the evening was a set of 
diamond earrings, so it got very competitive. 
We’re very pleased to say our Editor Jo 
snatched the winning amount on the 11th 
hour [thanks to some very timely donations] 
so she sparkled all the way home. Now all 
she needs is some INFINITI colour and she’ll 
dazzle!
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Transforming your salon space doesn’t 
have to mean upheaval for your salon’s 

client, your staff and yourself. When 
Jamie and Sally Brooks decided to 

revamp their eponymously-named 
London salon, the clients and staff 

escaped with little disruption – yet the 
results speak for themselves.
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Destination salon Brooks and Brooks has 
long been a favourite with an esteemed 
client base, building on its reputation over the 
past 10 years at the central London hotspot 
Holborn. 

So what made them spend £120,000 on a 
refurbishment? “We have a 21 year lease 
and we’re 10 years through so it made sense 
to update the salon,” explains Jamie Brooks 
who is Co-director at the salon alongside 
Sally Brooks.

They didn’t just jump in head first through 
as Jamie explains: “We researched what 
today’s clients expect from a salon, what 
attracts them, what encourages them to 
return. High quality, fashionable hairdressing 
tops the list but family values, nostalgia and 
home comforts rank high too, as proven by 
the success of brands such as Cath Kidston 
and Nigella,” so this is the way they chose 
to go.

The salon now boasts an appealing living 
room vibe – comfortable, warm, relaxing and 
with different areas for different occasions. 
The hugely successful salon is as cosy and 
inviting as it is professional. For Jamie it was 
the introduction of real wood flooring that 
made the single biggest change.

“It looked completely different and gave 
the salon a homely, luxury feel. When we 
opened the salon 10 years ago we just 
had laminate fitted but I think the whole 
atmosphere and feeling is different now.”

And Sally agrees adding: “It’s warm, 
welcoming, with comfy armchairs, standard 
lamps, fragrant candles, the smell of coffee, 
sugary biscuits and nostalgic sweeties that 
remind you of childhood.”

Previously the salon had a lot more fitted 
furniture and everything was made to 
measure, where as the revamp saw the 
introduction of individual pieces found in 
independent shops and antiques outlets.

“It’s a mixture now of old and new to give 
an eclectic feel,” says Jamie and the clients 
have certainly been happy with the changes. 
The best bit was they never had to close the 
salon for the refurbishment.

“It’s warm, welcoming, 
with comfy armchairs, 

standard lamps, 
fragrant candles, the 

smell of coffee, sugary 
biscuits and nostalgic 
sweeties that remind 

you of childhood.”
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“We’ve got such a large salon made up of 
three units so we’d just close down one 
of the units when work was being done,” 
says Jamie, adding, “or we’d get it done on 
a Sunday and Monday when we’re closed 
anyway.”

The new, home-like interior was created by 
SSG designer Dan McNulty. His brief was to 
create a new aesthetic direction for the salon 
that was warm, luxurious, comfortable and 
relaxing, while retaining Brooks and Brooks’ 
polished and professional brand character.

Talking about the project, Dan says: “We 
chose a warm and rustic yet elegant colour 
palette of taupe, aubergine and rich cream 
for the new design, creating pockets of 
theatre with an eclectic mix of lighting and 
furniture so dramatic focal points draw 
clients into the salon.

“We utilised existing backwash stations and 
styling units, adding new footrests by Ceriotti 
to make the experience more comfortable. 
We distinguished areas with Baroque-style 
focal points of bold graphics and freestanding 

furniture pieces – chests of drawers, comfy 
chairs, standard lamps – sourced via various 
retailers to create a more relaxed, residential 
feel.”

Making good use of a windowless lower 
ground floor [that was previously neither a 
stylist nor client hotspot] was a challenge, 
cleverly overcome by transforming it into a 
beautifully lit, mirrored oasis of calm – a chic 
destination for clients to relax away from the 
bustle of the outside world and the perfect 
area for clients wanting privacy. 

To increase visibility into the lower ground 
floor, the stairwell’s existing low wall was 
demolished and cleverly replaced with a 
more traditional, house-like open spindle 
balustrade.

Overseen by SSG’s in-house project 
management team, the renovation was 
undertaken in four phases to ensure the 
business remained open and the project was
completed in 10 weeks. To that all we can 
say is well done team.

“We distinguished areas with 
Baroque-style focal points of bold 
graphics and freestanding furniture pieces.”
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 For the second in our new series of 
inspirational duos we’ve grown to 
love, meet Dan Spiller and Bruno Marc 
Giamattei. Having worked alongside 
each other for more than a decade at 
Marc Antoni, they’ve seen a number of 
successes and hiccups along the way – it’s 
no surprise they have a few tales to tell...

MY MENTOR & I
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WHAT’S YOUR 
HISTORY 
TOGETHER?
Where 
do I start? The 

best thing about my 
journey with Bruno is 

that it’s never stopped. 
Bruno is so incredibly 

humble that he strives to 
be a better hairdresser 

every day. It’s due 
to this that he 
always brings 
something new 

to the table and 
never ceases to amaze 

me or my fellow team 
members. He’s an incredible 

hairdresser and I’m fortunate 
in the fact that he’s taught 

me everything I know about 
hairdressing, everything I know 

about photographing hair, 
everything I know about 

educating an audience 
of 5 to 5,000 – and 
most importantly 
everything I know 
about how to treat 
people.    

WHAT ARE YOUR 
BIGGEST 
ACHIEVEMENTS?
My personal 
achievements have 
been incredible. To win 
the British Hairdressing 

WHAT’S YOUR 

Awards Newcomer of the Year category 
in 2010 was matched by winning the 
Gold Award in the Young Talent category 
at the Wella Professionals TrendVision 
UK Awards the same year. It was also 
amazing to win Hair magazine’s Talent 
Scout and also to be a member of the 
fi rst ever Generation NOW Team, which 
was created to showcase the rising 
stars of tomorrow. Last year I even 
won The Visionary Award at The 
IT List which claimed I was one of 
hairdressing’s hottest – a label I love! 
[Wow Dan, putting it in black and white 
really shows what you’ve achieved]. 
As a team, our achievements are well, 
wow – too much. I think the biggest 
achievements were being nominated 
for colour, art team and southern in the 
2012 British Hairdressing Awards – and 
also seeing Bruno crowned Fellowship 
Hairdresser of the Year. I can’t think of 
anyone more deserving.

HOW HAS YOUR RELATIONSHIP WITH 
BRUNO CHANGED SINCE YOU FIRST 
YOU MET?
He’s gone from mentor to mate. I truly 
love the guy’s generosity. 

WHAT IS THE SINGLE MOST 
IMPORTANT THING YOU’VE LEARNED 
FROM EACH OTHER?
If I had to list all the things that I have 
learned from Bruno I would fi ll the 
magazine. However the single most 
important thing I’ve learned from Bruno 
is keep learning; don’t stand still.

WHAT ARE YOUR GOALS TOGETHER 
FOR THE FUTURE?
Currently I manage our Fleet salon and 
enjoy being a key member of the Marc 
Antoni Art Team. In the near future we’ll 
be launching our Marc Antoni Academy 
and we also have something else very 
exciting in the pipeline, which will be 
launched later this year that I’ll be very 
much involved in.

DAN SPILLER ON 
BRUNO MARC GIAMATTEI
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WHAT SORT OF THINGS HAVE YOU 
DONE TOGETHER?
I have had the pleasure to see Dan 
grow from a young lad into a charming 
young man. We’ve worked together 
for 11 years now, throughout which 
time I’d like to think I’ve played an 
integral role in his career. 

WHAT ARE YOUR BIGGEST 
ACHIEVEMENTS?
Can I start with the absolute icing on 
the cake? It was being presented with 
the title of Fellowship Hairdresser of 
the Year at the Fellowship Awards & 
Luncheon in December. I still can’t 
believe it and I don’t think it will ever 
be matched. Second to that was 
seeing members of my team take their 
rightful place in the award nominations 
throughout the course of the year. 
For Dan and I, we’re often invited to 
China to undertake education for a 
leading salon group, which is always an 
incredible experience and we’re treated 
like pop stars from the moment we 
arrive.

HOW HAS YOUR RELATIONSHIP WITH 
DAN CHANGED SINCE FIRST YOU 
MET?
Dan has far more say in the show and 
photographic work and more of a voice 
when it comes to demonstrations 
now. I also, hand on heart, must admit 
that he’s made me aspire to grow as a 
hairdresser.

WHAT IS THE SINGLE MOST 
IMPORTANT THING YOU’VE LEARNED 
FROM EACH OTHER?
Respect. We respect each other and 
listen and value each other’s opinions.

WHAT ARE YOUR GOALS TOGETHER 
FOR THE FUTURE?
To grow the Marc Antoni brand and to 
continue to hopefully break new ground 
artistically.  

BRUNO MARC GIAMATTEI 
ON DAN SPILLER
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“I have had the pleasure to see
 Dan grow from a young lad into
 a charming young man. We’ve 

worked together for 11 years 
now, throughout which time I’d 

like to think I’ve played an 
integral role in his career. ”

Hair: Marc Antoni Art Team
Makeup: Clare Fletcher

Fashion: Bernard Connolly
Photography: Richard Miles
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THE 

HEAT
2013 has begun and once again the 

hairdressing calendar is jam packed with 
industry competitions, but how does taking 

home the crown benefi t your staff, clients and 
business? Leonie Eastwood fi nds out...
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“If you make it past 
the competitive 
photographic heats, 
it’s not just the thrill of 
seeing your model up 
onstage; you benefit 
from press coverage, 
the opportunity to 
build experience of 
working backstage 
under pressure 
and networking... 

THE OPPORTUNITY

Awards are about finding the stars of the 
future, recognising hard work and rewarding 
those who deserve it – and no industry does 
it better than yours.

Whether an in-salon weekly contest to find 
the best retail staff, a salon group’s internal 
awards, or a competition organised by one 
of the big power houses such as L’Oréal or 
Wella, competition is healthy.

“Competitions are a great way to hone 
your skills, boost confidence and give you 
the chance to meet all levels of industry 
professionals,” says HOB Salons’ Jake 
Unger, a familiar face on the circuit 
after earning the crown of International 
TrendVision GOLD Winner.

“I first applied to be part of HOB Salons’ 
Varda Team, a young art team, because I 
knew it would open up opportunities to enter 
more competitions. After one bronze win, I 
was hooked – it becomes quite addictive,” 
he admits. 

Competition.indd   64 28/01/2013   10:47



65

Maybe its the drive, the support and the 
enthusiasm that it evokes within a salon 
and a team, or the immense feeling of pride 
when you win. Whatever it is, thousands 
of hairdressers work tirelessly each year to 
create award-winning collections, develop 
never-before seen styles and colour, and tap 
into the trends to prove they’re worth it.

And if there’s a talent in our industry, there’s 
certainly an award for it, whether it’s Wella 
Professionals TrendVision, L’Oréal Color 
Trophy, Goldwell Color Zoom or one of the 
many other prestigious titles up for grabs.

Still, you’ve got to be in it to win it as Zullo 
& Holland’s Ben Kristian knows only too 
well after winning Wella Professionals 
TrendVision Award UK Young Talent in 2012. 
“At Zullo & Holland, entering competitions 
is part of our DNA,” he says. “It stretches 
you creatively and technically, and it’s fun. 
To be in and around the atmosphere of a 
big competition generates excitement and 
motivation. 

“It’s also a great opportunity for younger 
stylists to showcase what they’re capable of 
to top industry professionals and a chance 
to make their clients and salon proud of their 
achievements.”

It’s not just for your staff, there are certainly 
benefits for salon owners as Lisa 

Whiteman discovered when she 
entered Goldwell Color Zoom 

[and won Global Partner 
Colorist of course]. “I 
love a creative hair 
challenge and it gave 
me the chance to let 
my hair down again. 
Plus I developed 
priceless new skills 
that I passed on to 
other like-minded 
individuals.”

THE GOOD

Longstanding L’Oréal 
Colour Trophy Judge, 

Sally Brooks explains: “Not 
only do winners gain great 

publicity as a salon but the 
whole salon team has a chance 
to get behind the win. It offers 
an upturn in new clients and a 
real sense of pride within the 

team, so everyone benefits!”

As an individual, it can do 
wonders with that extra 

boost of confidence 
as Ben explains: 

“Winning 
TrendVision 

has given 
me a 

step up in my career within the industry 
and encouraged me to keep pushing myself 
creatively.”

It leads to exciting projects outside of the 
salon, too as Jake found: “I’ve been lucky 
enough to assist Eugene Souleiman who is 
a massive icon of mine, at Paris and Milan 
Fashion Week on the back of the win, plus 
it’s great for networking. 

“You end up recognising people from events 
so the competitions become something you 
really look forward to and more like a social 
event. Plus it’s a great way of showcasing 
your skills in front of people who can make 
things happen,” which can only be good 
news for your salon, but there’s more.

“If you make it past the competitive 
photographic heats, it’s not just the thrill of 
seeing your model up onstage; you benefit 
from press coverage, the opportunity to 
build experience of working backstage under 
pressure and networking with many other 
like minded and talented competitors and 
salons,” explains Sheila Jackson, Head of 
Events & Education at Wella Professionals. 

Don’t forget to make the most of the 
competition experience by contacting your 
local press to PR the stylist’s achievements 
– its a great way of building your salon’s 
reputation within the local community. 

“Industry competitions give you a fantastic 
platform to showcase talent and establish 
your individual profile as well see your salon 
recognised as a creative and passionate 
force,” adds Sheila. 

Jake agrees: “Having the trophy on the 
reception desk and all the imagery on the 
screens is something the clients love and 
I feel proud to share with them. It causes 
a buzz among not just mine but all of the 
salon’s clients.”

HOW TO IMPRESS

Having entered Wella Professionals 
TrendVision twice before, 2012 winner Ben 
knew the ropes but admits that impressing 
the judges is the hardest and most nerve-
racking part of the competition, in which 
entrants are required to add their own 
interpretation to one of four trends created 
by Wella “The presentation is key and it’s 
important you appear polished and are able 
to interpret your look and why it meets the 
trend,” he says. 

Lisa agrees that competitions can play havoc 
with your nerves, adding: “I was so nervous 
on the big stage but I spoke to some really 
good presenters beforehand that definitely 
helped my performance.” And she obviously 
did impress as she was invited to join the 
Global Color Zoom Master team this year 
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after doing so well in the competition.
So what does it take? Firstly, a good model, 
according to Jake, who adds, that doesn’t 
mean they have to be a professional but 
must be able to carry themselves and look 
their best. It certainly makes sense as they 
are your golden ticket and must be the 
ultimate poster girl for your trend, so spend 
time making sure you pick the right person 
to represent your look and don’t be afraid to 
look around.

Jake has also found that, along with making 
sure you’ve got the perfect model for your 
look, sometimes the little things can help 
make the judges remember you: “Try to be 
clever and think outside of the box of ways 
to impress the judges. 

“I made sure my model always stood 
up when the judges came over and also 
handed out small moodboards during my 
presentation to make sure they remembered 
me and really got what I was trying to show 
them.” After winning, it’s no wonder Jake 
is adamant that giving more than what’s 
asked of you will help fuel a win. Look to 
past winners and see what they did to 
impress the judges and, don’t copy, but take 
inspiration from it.

Whatever you do, don’t stray too far from 
your comfort zone as Ben advises: “Take the 
approach you most feel comfortable with. 
Knowing the trends is essential but don’t 
over analyse. Instead, make sure you have a 
clear path of what you’re trying to achieve. 
Keep practicing your presentation to ensure 
that when it comes to the real thing you’re 
confident and able to relay all 
of your key points across to the 
judges.”

One person who’s seen 
thousands of entrants year after 
year and knows what works 
and what doesn’t is Sheila 
from Wella Professionals. 
She explains: “The judges 
look for stylists and colourists 
with a mastery in the craft, 
creativity and those who make 
the trends their own. We’re 
constantly amazed by the 
standard of applicants entering 
TrendVision.”

But she warns: “Don’t be 
afraid to move the trend on. Be 
bold, take our vision and be a 
trendsetter by making it your 
own.” 

Ultimately, don’t forget that it’s 
not just the applicant that has a 
hard time, it can be difficult for 
the judges too, so think about 
what might stand out to them 
and make their job easier. Sally 
says: “The variation between the looks on 
the floor is so diverse it can make it really 

hard to pick a winner.”

But, contrary to what you might think, it’s not 
always the far out looks that get the judges 
attention: “What always stands out is natural 
beauty and great technical application to the 
hair. Sometimes the most simple look can 
shine – literally!” she adds.

And if you’re thinking about entering this 
year’s L’Oréal Colour Trophy [it’s now open 
to photographic entries so do it now], Sally’s 
advice is: “Really think about what will be 
requested by women and men as the new 
season’s leading trends. Think about every 
detail, from the hair to the outfit, to how 
the girl represents herself. It’s your job to 
represent her the best you can.”

And what to avoid? Sally warns: “Don’t 
overdose on product. I always say 
preparation of hair will hold a hairstyle, not 
hairspray.”

IN HOUSE

There are lots of competitions for you 
to get involved with so check with your 
manufacturers such as Great Lengths, 
who hosts a bi-annual competition for 
extensionists. If you’re part of a  
franchise group such as Saks, 
RUSH or Toni&Guy, they will 
often run competitions 
exclusively for their 
franchisees, or why not 
consider your own in-house 
competition?

“I made sure my 
model always stood 
up when the judges 
came over and also 

handed out small 
moodboards during 

my presentation to 
make sure they 

remembered me 
and really got what I 

was trying to 
show them.”
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Just getting involved in the competition can 
be enough to get staff motivated as RUSH 
Hair Franchisee Hayley Gibson-Forbes found 
after entering – and not winning – Franchise 
Salon of the Year in 2011, only to win the 
following year. 

She explains: “It made our team even more 
determined to win next time round. Winning 
became our ultimate goal and it makes me 
smile to know that we showed everyone 
how powerful a team can be if they are 
focused and work together.” 

Whether you win or not, it really is the taking 
part that counts for building motivation, 
brand awareness and shouting about what 
your salon staff can do – and that can only be 
good for business.

Hair: Akin Konizi,, HOB Salons
Makeup: Mary Jane Frost
Styling: Kate Ruth
Photography: Jenny Hands 
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GILL BERRY

Job title: Salon owner
Salon: Hug 8 in Uxbridge.

Where it began:
Gill started hairdressing at 

the young age of 13, before 
enrolling herself on a course at 
the prestigious London College 
of Fashion. She studied under 
the tough training scheme of 
the late Joshua Galvin, where 
she sailed through the course, 

excelling in all disciplines.
CV moments:

Gill’s strong sense of business 
acumen led her to set up her 
own successful salon Hug 8, 
which has been thriving for 

well over a decade. Her raw, 
natural talent for hairdressing 

lead her to win the Matrix 
Destination: Fame award where 
she showcased her exceptional 
ability to cut, colour and dress 

hair single handedly.

KATE CUNNINGHAM

Salon:
Stannard & Slingsby, London

Where it began:
Having trained at the London 

College of Fashion, Kate graduated 
with a diploma in hair and makeup 
styling just five years ago, and is 
now an established member of 
the Stannard and Slingsby team. 
Despite her young age, Kate’s 

learning experience is priceless.
CV moments:

She has a strong working 
relationship with session stylist 
Gianni Scumaci, having assisted 
him on several shoots including 

fragrance Ghost recent advertising 
campaign and multiple Vogue 
UK editorials. Kate has also 

worked backstage at London 
Fashion Week on controversial 

wig specialist Charlie Le-Mindu’s 
AW11 show. Her hairdressing 

goals are to explore and 
experiment with creative cutting 
techniques on an international 

level.

Every single member of the JOICO European Design Team was 
selected for their passion, enthusiasm and ambition for hairdressing, 
so we thought it was rude not to delve into their cvs a little. Headed 
up by JOICO Vision Director Gianni Scumaci, we’ve tracked down the 
entire team for their strengths, weaknesses and an insight into how 
they got where they are today. As a team they have to create cutting-
edge catwalk trends and demonstrate the diversity of the extensive 
product ranges of JOICO on an international level. They also have to 
become involved with new product testing, launches, salon events, 
press events, and seminars in the UK and abroad and there are plans 
for their first collection. But what makes this team special is what 
brought them together...

M
EET THE TEAM

DANIEL GRANGER

Age: 29
Salon: Mask in Northampton

Where it began:
Self-taught hairdresser Daniel 

realised his passion for hairdressing 
at the early age of 13. After 

receiving a hairdressing VHS and a 
pair of scissors one birthday, Daniel 

was quick to develop his own 
unique cutting technique and style 
which saw him open his first salon 

at the young age of 18. 
Top career moment: He recently 
appeared on Channel 4’s The 

Great British Hairdresser; Daniel’s 
ambitious and driven approach to 
hairdressing finds him constantly 
testing his skill and knowledge to 

the limits. 
Hair heroes: Vidal Sassoon and 

Angelo Seminara 
Ambitions: Daniel’s ultimate goal is 
to open his own successful training 

academy and to gain recognition 
from the hair industry on an 

international level.
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GIANNI SCUMACI

Job title: JOICO Vision Director
Where it began: Gianni is a third generation hairstylist who began 

cutting hair at the young age of 11. As he moved into his teens, he 
joined the House of Vidal Sassoon, where he became the youngest 

Creative Director in Sassoon history.
Top career moment:

While at the House of Vidal Sassoon Gianni created The Fanni, a 
haircut that had a global impact on the fashion world, with brands 

such as Gucci and Jill Sander utilising it for runway shows and 
advertising campaigns.

CV moments: Gianni has worked for several years with Hollywood 
nominee’s for the Academy awards in Los Angeles at the Oscars. 

He has also advised in Utah at the Sundance film festival. His 
innovative vision has seen him collaborate with photographers 
Patrick Demarchelier, Tim Walker and David Bailey on shoots 
for Vogue and Vanity Fair. He’s also worked for high fashion 

publications including Vogue Italia, Vogue Nippon, Harpers Bazaar 
and i-D as well as collaborate with Escada, Geurlain and Juicy 

Couture on ad campaigns.

IAN DAVIES

Job title: Salon owner
Salon: Ocean Hairdressing in Cardiff

CV Moments: 
With over 30 years’ experience in the hairdressing industry, 
Ian has worked on both a national and international level as 
an educator, mentor and art team member for some of the 

UK’s most prestigious hair brands.
Top career moments:

Ian’s artistic and creative vision has led him to the finals 
of The British Hairdressing Awards, where he has been 
nominated three times in the Wales and South Western 

Hairdresser of the Year category.
Passions:

Owner of Ocean Hairdressing, a boutique salon located in 
Cardiff, Ian’s passion, energy and perfectionist approach to 

hairdressing sees him constantly testing his creative ideas in 
both cutting, dressing and designing hair.

RYAN NICOLETTI-DOWD

Job title: Salon owner, Salon
Wigg, Henley Upon Thames

Where it began:
Ryan was trained by Harrington’s where his hard work, 

determination and passion for hairdressing lead him to win 
L’Oréal Colour Trophy London and become a finalist in the 
Southern Hairdresser of the Year category at The British 

Hairdressing Awards.
Ambitions:

Ryan’s long term goal is to expand the Wigg Hairdressing 
brand, opening multiple salons in his local area, before 

broadening out on a national scale.

LEWIS MOORE

Age: 43
Job title: Creative Director 

Top career moment: Winning Midlands Hairdresser of the 
year at the 2010 British Hairdressing Awards.

Biggest hair icon: Vidal Sassoon, for his passion and 
approach to cutting hair and humanitarianism. 
Best quote: Always look forward, never back.

What would you have been if you wasn’t a hairdresser? A chef. 
I think the skills that are required for both are very similar – 

both need passion and energy.
Which celebrity would you say you’re most like and why? I’d 

like to say Brad Pitt but realistically, I’m more like Peter Kay, 
always cracking jokes at other people’s expense. 

Why do you love being a member of the art team? I love being 
inspired to learn, but most of all, to enjoy the company of 

some fantastic people. 
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KIT
THE

POWER WHIP

Joico has just launched Power Whip, as 
part of the Power Series that includes 
AquaLastik – a new, humidity proof 
technology that promises long-lasting 
results and up to 72 hours of hold.

RRP: £11.95
Info: 0845 071 2326 
joicoeurope.com

BE CURLY

Unlock the key to the perfect curls with 
new Be Curly Curl Controller and Be 
Curly Curl Enhancing Hairspray from 
Aveda. Organic babassu oil smoothes and 
elongates tight curls in Curl Controller 
while Curl Enhancing Hairspray is packed 
with aloe and wheat protein to combat 
frizz and condition hair.

RRP: From £15
Info: 0870 034 2380 aveda.co.uk/grow

SELL OUT

We love miniatues and Philip Kingsley 
Weatherproof Hairspray ticks all the 
boxes for clients who are on-the-go. 
Introduce them to Maximizer for added 
volume or Daily Damage Defence for 
those with long hair to keep ends looking 
their best all year round.

RRP: £6.80 Info: 0207 237 7100 
philipkingsley.co.uk
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1. TAKE THE WEIGHT

The Pillow styling chair from Olymp 
is the ultimate salon chair providing 
chic design and superior client 
comfort.
Price: £860
Info: 01455 234 018
olymp.uk.com

2. IN THE SCIENCE

Balmain Hair has looked at the 
skin’s interaction with anti-aging 
treatments to develop a haircare 
treatment designed to rejuvenate 
the hair and scalp to grow stronger, 
thicker hair. Cosmetique Hydratant 
is a volume treatment for fi ne hair, 
while Cosmetique Nutrition Intense 
[pictured] is a volume treatment for 
normal hair.
Price on request 
Info: 0800 781 0936 
balmainhair.com

3. SHINE ON

For clients craving a frizz-free fi nish, 
recommend natural bristle brushes 
to enhance condition and shine – we 
love these from The Natural Bristle 
Brush Company.
RRP from £22
Info: 01932 706881
thebristlebrushcompany.com

1
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LIGHT THE WAY

If like us, you’re a bit of a candle fi end then keep your 
eyes peeled for the Aveda Light The Way candle to bring 
a little Madagascar-inspired aroma to your salon. It’s a 
great way to help spread the word about Earth Month.
RRP: £16.00
Info: aveda.co.uk

LIGHT THE WAY

If like us, you’re a bit of a candle fi end then keep your 
eyes peeled for the Aveda Light The Way candle to bring 
a little Madagascar-inspired aroma to your salon. It’s a 
great way to help spread the word about Earth Month.
RRP: £16.00
Info: aveda.co.uk

4. NEED SOME NEON

Inject some colour to your styling 
stations with Denman’s new Punk 
Neck Brushes. We love them!
RRP: £5.88 + VAT
Info: 0800 262509
denmanbrush.com

5. THE ULTIMATE

We love minimal effort products that 
have maximum results. Bed Head 
Curl Re-call Cream injects serious 
shine into the limpest curls and 
offers thermal protection thanks to 
silicones and glycerine ingredients.
RRP: £13.50
Info: 0844 844 0944
bedhead.com

6. TWIST AND SHOUT

Make sure clients who are using 
heat appliances are protecting the 
strength, elasticity and shine of their 
hair by introducing them to Bed 
Head Straighten. 
RRP: £13.50
Info: 0844 844 0944 
bedhead.com

7. LITTLE BLACK NUMBER

Scrummi just got easier, now 
available in a smaller, more versatile 
towel that’s also cheaper than the 
standard size. 
Price: £75 + VAT for 500 towels
Info: 01634 821609
scrummi.com

4

5

7

6
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8. SWEETHEART

Meet the latest addition to the 
Tangle Teezer family, Sweetheart – 
perfect for Valentines Day.
RRP: £12.25
Info: tangleteezer.com

9. SAY IT STRAIGHT 

The newest addition to the YUKO 
range is Anti-Frizz, designed to 
extend the benefits YUKO delivers 
in-salon. It’s natural blend of plant 
extracts and essential nutrients 
eradicate frizz and leave hair super 
smooth and shiny.
RRP from £17
Info: 020 7529 5920 
yuko-london.com

10. LIGHT THE WAY

If like us, you’re a bit of a candle 
fiend then keep your eyes peeled 
for the Aveda Light The Way candle 
to bring a little Madagascar-inspired 
aroma to your salon. It’s a great way 
to help spread the word about Earth 
Month.
RRP: £16.00
Info: aveda.co.uk

11. RAPID SHINE

Envy’s Dual Fix spray treatment is 
a must for clients who want rapid 
shine. Bursting with silk and keratin 
amino acids, we predict this product 
will be flying off the shelves.
RRP: £10.95
Info: 01207 591099
envy3.co.uk

12. SAY HELLO

Say hello to the new kid on the 
block, Jenoris. It’s definitely on our 
2013 hot list with the Pistachio Hair 
Mask showing five star qualities.
Prices from £8
Info: 020 8843 0183

8
9
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13. TRANSFORMATIONS

Joico has undergone a 
transformation with iconic 
packaging, colourful brand images 
and a groundbreaking Bio-Advanced 
Peptide Complex. It’s set to create a 
new industry standard. 
Prices from £9.95 
Info: 0845 071 2326
joicoeurope.com

14. IDEAL WORLD

Darphin Laboratories have developed 
two new skincare innovations 
to complete the Ideal Resource 
franchise for the ultimate in beauty 
in your salon. Cue the Wrinkle 
Minimizer Perfecting Serum rich in 
tanniin tree extract and knotweed 
and Micro-refi ning Smoothing Fluid 
for combination skin types.
RRP from £50 
Info: 0870 034 2566 
darphin.co.uk

15. IT’S AN ECLIPSE

ghd is revolutionising how you style 
hair once again with the launch of an 
even better styler than before: ghd 
eclipse. Packed with unique tri-zone 
technology it detects and maintains a 
constant temperature from root to tip 
– that’s one stroke for every hair type.
RRP: £195 Info: 0845 3301133
ghdhair.com/gamechanger

13
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J’adore
Whether you have some expertly-
styled extensions or your own head 
of hair, this lightweight spray has it all. 
Specifically designed to protect hair 
against flat irons, blowdrys and UV 
rays [the clue’s in the name], this is 
one product that will leave you wanting 
more. 

Not only does the high concentration of 
UVA protectors guard hair against the 

sun’s damaging rays, it also gives style 
a bit of oomph.

Suitable for frequent use, it’s a water-
based spray making it non-sticky and 
it’s even easy to wash out when you’re 
done. Until then, the results speak 
for themselves with good holding 
power that’s defiant to humidity, while 
conditioning the hair to leave it feeling 
truly divine.

We don’t need to tell you how 
important it is to protect hair, whether 
it’s born and bred or purchased in-salon, 
but some of your clients do need telling.

Start recommending a dose of 
Thermal Defense everyday and we 
promise you won’t regret it. 

Info: 0844 335 0999 
racooninternational.com 
RRP: £8

Xtend Thermal Defense Spray:

A delicious fragrance, lightweight texture and a formula jam-
packed full of thermal protection properties make using Racoon 

International’s Xtend Thermal Defense Spray a no-brainer. 
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SIGNATURE
STYLE

It’s no wonder these are the images 
selected by The Fellowship for British 

Hairdressing to promote the industry in 
spring summer 2013. Well done to Gary 

France of Essensuals, Bruno Marc 
Giamattei of Marc Antoni and Sacha 

Mascolo-Tarbuck of Toni&Guy. Where do 
they get their unwavering inspiration?
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Gary France brings long 
hair bang up-to-date 
with an eyebrow-
skimming fringe and a 
soft, touchable curl 
through the ends. A 
stunning chestnut hue 
is elevated with face-
framing sections of 
paprika.

ART DIRECTION: GARY FRANCE 

COLOUR: FRANCESCO FONTANA

MAKEUP: ALEXANDRA BURKE 

STYLING: URSULA LAKE

PHOTOGRAPHY: ANDREW O’TOOLE

Sacha Mascolo-
Tarbuck’s winning 
look pays homage 
to the iconic style 
of Blondie’s Debbie 
Harry; from the sexy, 
shattered peek-a-boo 
fringe and choppy 
cheekbone-level layers 
to the creamy vanilla 
blonde shade with rock 
chick roots, the result 
is nothing but atomic.

HAIR: SACHA MASCOLO-TARBUCK AND THE 
TONI&GUY INTERNATIONAL ARTISTIC TEAM

MAKEUP: HIROMI UEDA 

STYLING: MICHELLE DUGUID 

PHOTOGRAPHY: TROYT COBURN
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An über-blunt 
fringe forms 
the basis of 
this Marc 
Antoni Art 
Team style. 
Contrasted 
with soft, 
barely-there 
wisps of 
texture at the 
perimeter and 
on-trend hues 
of parma violet 
and cherry, 
it packs a 
mightier punch 
than the average 
pixie cut.

HAIR: MARC ANTONI ART TEAM

MAKEUP: CLARE FLETCHER 

STYLING: BERNARD CONNOLLY 

PHOTOGRAPHY: RICHARD MILES

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
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THE
POWER
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WIDTH AND 
TEXTURE ARE IN 
ABUNDANCE IN 
THIS COLLECTION 
FROM FRANCESCO 
GROUP’S JAMES 
EARNSHAW. ENJOY 
THE MUTED 
PALETTE OF MATTE 
BLACK, SILVERS 
AND VIOLET TONES.

HAIR: JAMES EARNSHAW

MAKEUP: SHONAGH LOUISE

STYLING: JOEY BEVAN

PHOTOGRAPHY:         
MARTIN HIGGS
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FEMMEFATALE
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THE WORLD 
IS YOUR 

OYSTER WITH 
HAIR TO PLAY 
WITH. GREAT 

LENGTHS 
CREATES 

WOMEN OF 
THE WORLD.
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HAIR: 
DIETER FERSCHINGER 

PHOTOGRAPHY: 
PHILIPP SCHUSTER
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It’s a 
kaleidoscopic 

explosion in this 
collection from 
the Mark Leeson 

Artistic Team - 
we’re hooked.

Hair: Mark Leeson Artistic Team 
Makeup: Kylie O’Toole
Photography: Andrew O’Toole
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GET DOWN AND DIRTY IN 
THIS COLLECTION FROM 

CHEYNES HAIRDRESSING.

RAW.indd   3 28/01/2013   11:23



HAIR: DANNY DOWIE, MICHAEL, 
HOPE BRUCE AND CRAIG KANE

STYLING: LORRAINE ADAMCZUK

PHOTOGRAPHY: PAUL ADAMCZUK

DIGITAL VISUALISATION:       
EBONY DEE CHEYNE
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THE MOST SUCCESSFUL ARTISTIC TEAM IN BRITISH HAIRDRESSING AWARD HISTORY. 
WINNERS OF 55 BRITISH HAIRDRESSING AWARDS.

INDIRA SCHAUWECKER : AVANT GARDE HAIRDRESSER OF THE YEAR 2012 

YOU NEVER STOP LEARNING...
WITH FIVE FLOORS DEDICATED TO EDUCATIONAL EXCELLENCE IN THE CENTRE OF LONDON’S SHOPPING DISTRICT.

WINNER

FOUNDATIONSPEED COLOUR MEN’S

BEGINNER’S CREATIVE CUTTING 
& COLOURING

HIGHLIGHTING 
SPECIALIST

SESSION & EDITORIAL AVANT GARDE IMAGE CREATION

FOR COURSE INFORMATION & BOOKINGS AT ONE OF OUR 24 GLOBAL ACADEMIES VISIT OUR WEBSITE : WWW.TONIANDGUY.COM
OR CONTACT : 71-75 NEW OXFORD STREET, LONDON WC1A 1DG  T : +44 (0) 20 7836 0606  E : COURSES@TONIANDGUY.CO.UK
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