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New Adrienne in the Themis Series delivers 
simplistic elegance and artistic styling while 
ensuring design longevity. This two seater 
station features two full length, angled backlit 
mirrors, a centre table and three tired shelving 
unit with four power outlets.

Eye from the Epiphany Collection 
compliments it perfectly with soft, sinuous 
lines echoing sentiments of fifites glamour. 
Feature armrest insets can be personalised 
with wood, metal or acrylic to accentuate the 
contours of a chair that exudes sophistication 
and class. This pairing embodies the spirit of 
great hairdressing.

paired
ADRIENNE

Finding the perfect partner is the key to 
success – in love, in life…and in the salon. 
Feast your eyes on these exquisite pairings 
from Takara Belmont, featuring key pieces 
from the new Themis Series.

perfectly
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Create your 
own pairings 
with the rest 
of the Themis 
Series...

don’t MISS
Alvis Tetra from the Themis 
Series offers a four seater, 
fully functioning styling station 
complete with a double sided 
mirror with back lighting, centre storage 
cabinet, four hairdryer holders and a 
further eight power outlets.

Pair it with the poised, elegant and 
satisfying contours of Square from the 
Epiphany collection and you have a 
luxurious styling set up. Square provides 
unique side storage for magazines or a 
tablet, while its geometric proportions 
are inspired by an imaginary cube to 
deliver support, comfort and ergonomics 
in an imaginative and distinctive way. 
Feature piping on the front provides the 
scope to customise from a palette of 
colours and differentiate the chair back, 
which demands more resistant shades, 
leaving you with exactly what you want.

Alvis Dio is a two seater, fully 
functioning styling station 
featuring a backlit mirror, centre 
storage cabinet, two hairdryer 
holders and four power outlets. 
As with all pieces in the Themis 
collection, the mirror comes 
complete with back lighting 
around the framework.

Sappho is a practical and 
sophisticated full length backlit 
mirror featuring a floating 
storage alcove and hairdryer 
holder.

All pieces in the Themis 
collection are available in three 
different wood finishes 

including rich Walnut, classic 
Oak or rustic Oak.

Info: Call 020 7515 0333 email 
hairdressing@takara.co.uk visit 
takarahairdressing.co.uk or head 
to  your nearest Takara Belmont 
dealer.

ALVIS TETRA

ALVIS DIO

SAPPHO

TBAdvertorial.indd   3 10/01/2016   10:09
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editor’sWORDS
You’ve heard Happy New Year a thousand times, maybe you’re sick of telling your clients 

exactly what you did over Christmas [drink, eat and watch Elf, if you’re anything like us], but 
there is something enlightening about January and the opporunity it provides for change. 

Me personally? I don’t believe in 
unrealistic resolutions that last until 
January 8 [apparently] for most. 

While I’m not knocking those who kick 
the booze for January, or sign themselves 
up to the gym with all the best intentions, 
I think there’s a greater opportunity for 
business. 

Salons are notoriously quiet so it’s the 
perfect time to sit down, refl ect on the 
past year and think about how you can 
make the next even better.

The journey your salon offers to every 

client is the key to seeing them return 
again and again, and yet many fail to get 
it right. 

Even if you’re doing it right there’s 
normally room for improvement. During 
our research for this month’s feature we 
were inspired by some of the ideas from 
other salon owners and ways in which 
they enrich their client’s journeys. 

The success of a salon often boils down 
to the motivation of the staff, and that’s 
not easy. If you stay on top of it though, 
you can make sure a couple of bad eggs 
don’t hinder your salon’s success. See 

RUSH’s Stell’s advice in got fi ve later this 
issue. 

Last but defi nitely not least, the 
countdown is on to the launch of the 
Salon Business Awards. The exclusive 
venue will be unveiled online and via 
social media at midnight on January 
22, 2016, so don’t forget to check in on 
Twitter @salon_business

‘til next time.

Jo Charlton
Publishing Editor

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

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

BREAKING 
NEWS

Gold Class hair extensions has just announced 
Glasgow’s prestigious Karen & Annette Hair is 
joining its Elite10 salons.   

“We’ve been searching for the right partner to work 
with and offer Gold Class hair to our customers 
in Scotland. We’re delighted to be working with 
Karen and Annette who already have an amazing 
hair extension business and reputation beyond 
Glasgow’s city limits,” says Joe Emir, Managing 
Director of Gold Class.

Salons are selected on a list of criteria including 
State Registration of Hairdressers, brand 
compatibility and hair extensions experience. Salons 
will then go through an intense bespoke training 
session with Gold Class’ founder Inanch Emir 
to ensure extensionists have the complete 
product knowledge, develop advanced 
extension application skills and embrace the 
Gold Class “healthy hair days” regime into 
their service levels. 

“We wanted to bring something different 
to Scotland that no other salon offers right 
now and, obviously use the best hair quality 
around.  We’re really pleased to be exclusive 
to Gold Class here in Scotland and will be 
launching this fully in our salon in the New 
Year,” says Annette Hill

compatibility and hair extensions experience. Salons 
will then go through an intense bespoke training 

We’ve been 
SEARCHING for the right 
PARTNER to work with 

and offer GOLD CLASS 
hair to our customers in 

SCOTLAND.

Living North held its spectacular annual 
awards ceremony, with iconic duo 
Hooker & Young scooping the Creative 
Contribution Award for their continued 
passion and commitment to creativity in 
the North East. 

The Creative Contribution Award 
celebrates design, originality and creative 
fl air in visual arts, crafts, fashion – and 
now hair! The judges chose Hooker 
& Young due to the impact they’ve 
had across a diverse range of creative 
disciplines. 

Michael Young said: “We’re absolutely 
thrilled to win the Creative Contribution 
Award. It was a fantastic evening and 
a wonderful surprise to win because 
we’re so incredibly proud to be from the 
north east. We think it’s fantastic that 
hairdressing is winning awards for its 
creativity and are proud to be taking this 
award back to our salon.” 

it’s your stage

upper echelons

NewsJanFeb.indd   6 10/01/2016   09:19



Styling favourite Wella Professionals EIMI is the offi cial 
styling sponsor for Britain’s Next Top Model, coming on 
air early this year. 

The Lifetime TV show will focus on the aspiring 
models’ personal stories as they attempt to transform 
themselves from girl next door to fashion icons.

To showcase the eclectic personalities of the aspiring 
models EIMI will be bringing on-trend; dynamic hair 
looks week in week out, helping each girl become as 
unique and individualistic as possible, in an attempt to 
be crowned Britain’s Next Top Model.

The EIMI creative styling team includes Nadine 
Walshe from House of Colour, Jamie Richards from 
Richards Hairdressing, Rufus Geary from Scissors, 
Heather Shaw from Francesco Group, Jesse Jackson 
from Russell Eaton, Paul Patterson from Ishi Salon, 
Callum Standen from The Egg, Nestor Sanchez from 
HOB Salons, Natasha Dalziel from Cheynes Salon, 
Tom Wright from Soul Hair, Rudi Rizzo from Sanrizs, 
Harriette Calvert from Nicky Clarke, Jon Goldsworthy 
from Goldworthy’s and Nicola Baxter from Medusa.

Model Abbey Clancy will be head judge on the 
new series of Britain’s Next Top Model, alongside 
male supermodel Paul Sculfor. Joining the duo will 
be esteemed fashion director and style guru Hilary 
Alexander OBE and celebrity photographer Nicky 
Johnston.

The highly anticipated 2016 L’Oréal 
Colour Trophy is open for entries, 
now with nine Backstage Live 
regional heats that will get straight to 
the action.

Whether you’re at the beginning 
of your career or an experienced 
colourist, whether your salon 
specialises in men’s, women’s or 
afro hair, the L’Oréal Colour Trophy 
Awards has a category to suit your 
skills. 

Entry is easier than ever via the new 
website lorealcolourtrophy.com 
although you have less than 60 days 
to enter now before the close on 
Friday, February 26.

Just pick your category [There are 
four including The L’Oréal Colour 
Trophy Award, L’Oréal Men’s Image 
Award, Mizani Afro Look Award and 
new for 2016, the L’Oréal Colour 
Trophy Star Award] and submit your 
photographic [not video] entry. 

Check out all the entry guidelines on 
the website to see which category 
is for you. Your salon may enter 
multiple categories of course, but 

just remember you’ll need 
live models for 

each of the 
categories.

it’s your stage

model style

The heat is on for Wella Professionals TrendVision 
Award 2016 as the competition kicks off with a series 
of Insight Events.

The fi rst is being held on Monday, February 1 at 
Marriott Hotel in Northampton with six stop offs 
before arriving at Wella World Studio London on 
Tuesday, Febraury 16.

Get your ticket for your chance to get up close and 
personal with top industry icons such as Marc Antoni, 
D&J Ambrose and Sanrizz as they present the 2016 
Trends. You’ll also gain an in-depth understanding of 
the trends, get a sneak preview of new innovations 
plus top tips on how to get the best from your entry. 

Book now to avoid disappointment by contacting 
your Wella Account Manager or call 0845 6018 128.

time to create

each of the 
categories.

We’re 
ABSOLUTELY 
thrilled to win 

the CREATIVE 
CONTRIBUTION 

AWARD. 
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colour creatives

Fourteen talented colourists have made 
it onto Goldwell’s Color Creatives 2016 
mentorship programme and will now 

get to experience three days of 
education and inspiration.

The 14 are Emily 
Snaith of Anthony 

John Salons, 
Georgia Wild 
of Iconic, 
Chelsea 
Mills of 
Vintage 
Rock, 
Samantha 

Dorling of The Moore Hair Company, 
Georgia Maynard of Riccio, Amy Clay of 
Spirit Hair Company, Rebecca Averkiou 
of DJ & Ward Hairdressing, Willis 
Galbraith of Woo Hair & Beauty, Paris 
Donohue of Beepers Hair, Chelsea Jade 
Thompson of Slunks, Lauren Grantham 
of Hair-Cutte, Cassie Patrick of Toxic 
Cherry, Georgina MacDonald of Tana B 
and Rhianna Low of The Establishment.

Aimed to nurture new creative colour 
talent, the Color Creatives wil be 
mentored by previous British Hairdresser 
of the Year Mark Leeson at the Goldwell 
Academy in London.

colour masters

BREAKING 
NEWS

Over the latter half of last year Wella has been 
educating colourists from across the UK in a 
bid to create a colour elite. Now it’s time we 
congratulate those who made it to the end, 
recently graduating as Wella Master Colour 
Experts.

Dedicated participants of the Master Colour 
Programme were promised to grow their skill, 
mastery and creativity with this comprehensive 
business building course, which is ultimately 
focussed on driving a salon’s colour 
business.

It covers communication, hair 
science, business building 
and creative application 
techniques as well as 
featuring guest colourists. 

As Sheila Jackson, 
Education and Events 
Manager for Wella 
UK & Ireland says: 
“Graduating as a Wella 
Master Colour Expert is a 
huge achievement. We’ve 
seen individuals go on to 
win awards and drive their 
salon colour business to new 
levels.”

Daniel Gray Salon has sent a number of 
its staff on the programme and says the nubers 
add up. Owner Daniel Gray says: “Over the 
past year our colour percentage has risen from 
37 percent globally to over 45 percent. 

“Obviously this is very pleasing for me. 
However, the most rewarding part is that, 
not only are we doing more colour work, 
but that we’re earning more per service and 
the standard of the work is far higher and 
contemporary.”

The 14 are Emily 
Snaith of Anthony 

John Salons, 

global effort
NewsJanFeb.indd   8 10/01/2016   09:19



true to brand
After 36 years in business, Paul 
Mitchell is once again standing up 
against animal testing by donating 
to the world’s biggest anti-animal 
testing organisation. 

In 2016 the sales of all Paul 
Mitchell retail bags will go to 
Cruelty Free International, the 
leading organisation working to end 
animal experiments worldwide.

Paul Mitchell has been cruelty-
free ever since it was founded 
in 1980 by animal lovers and 
philanthropists John Paul DeJoria 
and Paul Mitchell. In fact it was the 
fi rst professional beauty company 
to stand up against animal testing. 
They never have tested on animals, 
and vow they never will.

The story isn’t the same elsewhere 
though with over 80 percent of 
countries still testing on animals.

You can easily identify brands that 
are against animal testing with the 
Leaping Bunny logo, developed by 
Cruelty Free International, together 
with international partners. This is 
the only globally recognised symbol 
guaranteeing that no animal tests 
were used in the development of 
any certifi ed product and this is 
what you need to look for. 

Paul Mitchell estimates its donation 
to CFI at £15,000, with Director 
of Publicity Zoë Vears saying: 
“We’ve found that there’s still a 
lack of awareness of Paul Mitchell 
being cruelty free. We’re proud 
that all Paul Mitchell products 
are certifi ed by the Cruelty Free 
International Leaping Bunny 
logo, the international guarantee 
that no animals suffered for our 
products. The Paul Mitchell brand 
is committed to being cruelty free 
now and forever.”

score
The Ken Picton Salon played host to 
team members of Cardiff City FC to 
style their hair to launch the salon as 
offi cial partners of the club.

Salon owner Ken, who celebrated 
25 years in business this year, said: 
“As a keen sports fan and especially 
a football fan, I thought it made 
sense to align our business with 
another successful local team. We’re 
kit sponsors for Joe Mason and of 
course, we want his hair looking pitch 
perfect!”

TV cameras from Made In Wales and 
the BBC were on hand to fi lm the 
players’ cuts at the salon, which holds 
numerous awards including Salon of 
the Year, Image of the Year, Wales and 
South West Hairdresser of the Year 
and Cardiff Life’s Hair Salon of the 
Year.

The football squad is among a number 
of well known clients, which also 
includes Welsh rugby players, Cardiff 
Devils Ice Hockey team members and 
actors and actresses from the likes of 
Gavin & Stacey, Dr Who and more.

I Sustain Beauty, the global 
campaign to promote 
sustainable beauty launched 
by Davines, is launching with a 
second phase due to its huge 
success. 
 
The I Sustain Beauty campaign 
was launched to encourage 
people across the world to take 
care of themselves, of their 
environment, and of what they 
love, be it something from the 
world of architecture, landscape 
or art.

The project deemed most 
praiseworthy, was by 
Salvatore Giaquinta, a Peruvian 
hairdresser, who joined forces 
with his son, also a hairdresser, 
to create a training program 
for women living in poverty. 
The father-son duo funded the 
opening of a school in Lima, 
where impoverished women 
could train in cutting and 
colouring, enabling them to fi nd 
work and turn their lives around.

A special mention went to 
Davines stylist Candice Wyatt 

Minter, 
who 
restored 
a collection 
of wigs to 
donate to people 
suffering from hair loss, as a 
result of chemotherapy. Italian 
hairdresser Antonio Pavani 
earned special mention for 
‘The Enchanted Garden’, the 
environmental project which 
saw him restoring a park near to 
his salon.
 
An incredible 22 countries 
became involved in the 
campaign, including the UK, 
USA, Australia, and South 
Africa, making this a truly 
global initiative. Each project 
was showcased on the 
isustainbeauty.com website, 
illustrated by images and 
videos.
 
The second part to the 
campaign will be launched at 
the Davines World Wide Hair 
Tour in LA this month.

9

true to branda collection 
of wigs to 
donate to people 

It was GREAT to 
get new ART TEAM 

members on 
BOARD
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Appointments aren’t all about 

taking hair from drab to fab, 

what happens in-between 

is crucial when it comes to 

client satisfaction. From staff 

training to refreshments, we 

look at the way your salon 

and staff can enhance the 

in-salon experience.

 enriching the 
client journey

12
ClientJourney.indd   12 10/01/2016   09:58



13
ClientJourney.indd   13 10/01/2016   09:58



14
ClientJourney.indd   14 10/01/2016   09:58



15

NURTURE CLIENTS
“Clients have so much choice these days, 
let’s face it we can probably all think of at 
least 10 other places nearby that a client 
could choose to go to and let’s not kid 
ourselves it all boils down to the quality of the 
haircut. Although of course that’s important, 
that alone won’t keep a client coming back,” 
says Lorenzo Colangelo, Managing Director 
at The Gallery and winner of Salon Business 
Awards Business Salon of the Year 2014.

“If you nurture a special relationship with your 
clients and are constantly looking for ways 
that enable them to be part of the salon life, 
rather than an occasional visitor, then your 
clients will actually find it much harder to go 
anywhere else as you’ve made the whole 
relationship about more than just a haircut.”

HAPPY STAFF, HAPPY SALON
Staff training is essential, not only for 
developing skills but for motivating your 
workforce. Regularly updating your stylists’ 
skills ensures they feel confident and able 
to meet client’s needs, as well as further 
developing communication skills. 

Ally Deacon, franchisee of Saks Hair and 
Beauty, Dundee says: “We continually 
develop team skills by utilising the Saks’ 
Brand Pillars, the customer promise and 
array of training courses that Saks provides, 
particularly concerning customer safety. 

“Wellbeing is covered, from simply keeping 
the salon entrance and reception clear 
and tidy to protecting the customer during 
colour services including checking if they’re 
positioned comfortably at the backwash. 

“I also hold weekly and monthly meetings 
regarding customer journey and experience 
including care.” Ally regards this strategy as 
beneficial, noting previous positive feedback: 
“One customer, Christina, summed up the 
customer journey in our salon saying, ‘No 
matter how busy the salon is, I always receive 
a warm welcome. The team are incredibly 
friendly and cannot do enough to help, and 
they’re also very professional and focused on 
their roles’.”

INTERACTIVE CONSULTATIONS
“Communication has to be the key aspect 
of all good customer service,” says Robert 
Eaton, multi award-winning Creative Director 
of Russell Eaton salons. “Make sure you have 
a thorough consultation with your client so 
that you both know exactly what style or look 
they’re going for and are aware of what it may 
take to achieve the end results. 

“Delivering the ideal consultation is something 
that needs to trained and mastered,” adds 
Danny Dowie, Cheynes Hairdressing Wella 
Professionals Colour Club. “Listen carefully, 
discuss your client’s lifestyle, current hair 
regime and build a rapport. Use Wella’s 
Couture Colour Consultation tool. Clients need 
to understand why they need a certain colour 

and with this and the products they won’t be 
disappointed.”

Breaking it down, fellow Colour Club member 
Claire Chell from Francesco Groups says: 
“Make recommendations regarding skin 
tones, face shape, colour, cut, styling and 
aftercare. Find out what the client’s main 
problems are, what she’s struggling with and 
what she worries about. Avoid giving your 
advice and recommendations until you have 
ALL the facts and information you need.”

Listening to your clients is key, as is following 
up on what they say to ensure your clients 
have choice. 

Josh Wood, Global Colour Director, Wella 
Professionals has seen the importance of 
client choice at The Atelier and believes now 
is an exciting time to embrace professional 
services. “I see my clients want more choice, 
for example, I’ve seen the organic segment 
boom, and in fact it’s grown by 18 percent. 
The ability to find information at a touch of 
the fingertips means that clients are more 
educated than ever before so its the ideal 
time to ensure you are able to offer services 
that answer that need,” he says.

Consultations should be a time where both 
the client and stylist can openly discuss ideas, 
expectations and eventually form an action 
plan. It’s crucial to encourage your client to be 
honest and have the confidence to voice their 
opinion, not only to get a true picture of what 
they want but to also increase the likelihood 
of a happy customer. 

“Clients have so much choice these 

days, let’s face it we can probably all 

think of at least 10 other places nearby 

that a client could choose to go to and 

let’s not kid ourselves it all boils down to 

the quality of haircut. Although of course 

that’s important, that alone won’t keep a 

client coming back.”
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NO HARD-SELL
Retailing is – or can be – a huge part of your 
business and while selling products that work 
for your clients will enhance their journey, 
forcing any product down their throat certainly 
will not. 

Tim Binnington, Commercial Director at 
Headmasters encourages his staff to 
inform their clients, empowering them with 
knowledge and the desire to buy without 
making them feel pressurised. “Throughout 
the client’s appointment their stylist will talk 
through the products they’ll be using, and will 
give them tips and advice on how to use them 
rather than the hard sell approach,” explains 
Tim. 

“Our stylists as trained so they know their 
product knowledge inside out and can 
recommend the right products depending 
on hair type. We’ve found that by doing 
this, when it comes to payment of their 
appointment, clients are much more inclined 
to purchase retail they’ve been advised to. 
We think it’s because they’ve not been put off 
straight away by the hard sell and may have 
been thinking about what product they would 
like throughout the appointment.” 

SETTING THE SCENE
“The atmosphere is the most important thing. 
When people come into a salon for the first 
time sometimes they can be apprehensive, 
even anxious or nervous, you need to make 
sure that they’re comfortable and that it’s 
inviting so that they feel they’re in safe hands. 
Lighting, music, scent, food and beverages 
all contribute to this atmosphere,” says Mark 
Woolley owner of Mark Woolley Hair.

The scene should be set before the client 
even walks in the door, according to Natasha 
Grossman, Regional Manager at HOB Salons. 
“Our customer excellence within our salons 
begins over the phone, where we try to 
set the tone. Asking questions such as if 
they’d like a treatment cut or blowdry shows 
the client we want them to have a relaxing 
experience.”

It doesn’t end there as Natasha adds: “Asking 
the client if they know where the salon is 
located, or if they need advice on parking 
goes above and beyond the information 
they’re expecting to get and hopefully makes 
the client feel excited about their visit to our 
salon.”

Once they step through the door, it’s up to 
front of house to carry on the vibe. “A smiling 
receptionist should greet every client as they 
walk in. I advise never to allow your staff to 
gather in groups around the front desk as this 
can be very intimidating for a client,” adds 
Shelley Pengilly, milk_shake ambassador and 
owner of Shelley’s Salon.

ENTERTAINMENT
Many salons have started to offer 
entertainment options such as iPads and 

televisions, appealing to clients who want 
to make the most of their time in the salon 
for work and play. “So many colour clients 
spend well over two hours in the salon, so 
we created their very own area in the Colour 
Lounge,” says Barrie Stephen of Barrie 
Stephen Hair. 

“They can now relax with all the latest 
magazines as well as iPads and a computer 
station for browsing the web while their 
colour develops. We moved all cutting 
downstairs in the buzzing salon environment 
and then colour upstairs in the chill out area 
with coffee and refreshments for clients to 
help themselves while they’re waiting. After 
this was so successful, we took the same 
approach with our Barber Lounge on the 
mezzanine opposite.”

It’s certainly a good idea to consider your 
audience when looking at how you can 
improve their experience. Offering iPads is 
ideal as it caters to the time-poor client who 
can then multi-task, as well as the student 
who wants to get on social networks while 
waiting for colour to develop. 

There’s been a lot of attention lately to male 
clients too and they’re ideal experience is 
very different to the traditional female client. 
Barrie has created an exclusive area in his 
salon for the guys where the experience 
is very different, as he says: “There’s a big 
Chesterfield sofa, the latest magazines and 
a beer fridge! We’ve found this has created 
a destination salon in the city, and makes the 
whole experience a lot more enjoyable.” 

REINVENTION
Just because you had it right six months ago, 
doesn’t mean you have it right now. Aside 
from in-depth consultation, a comprehensive 
service menu and luxury refreshments, you 
have to be open to change. 

Tim Scott-Wright, Owner of The Hair Surgery 
and winner of Salon Business Awards 
Creative Salon of the Year 2015 says: “We’re 
constantly looking at our client space (we 
have a separate client waiting area) to see if 
there are things we can add or change, just 
little touches that make being here a home 
from home. One of our most well received 
ideas is home-made brownies and cakes that 
one of our team bakes and brings in – the 
clients love that personal feeling.
 
“Our clients also seem to really appreciate 
our efforts in helping them to do their own 
hair better themselves, and we have had a 
few events to help them master the use of 
products and tools – we don’t charge for this 
as we feel it adds another level to our service 
and that in helping clients with their hair 
makes them more likely to trust our advice 
and recommendations further down the line.”
 
Can you reinvent your salon?

“They can now relax with all 

the latest magazines as well 

as iPads and a computer 

station for browsing the 

web while their colour 

develops. We moved all 

cutting downstairs in the 

buzzing salon environment 

and then colour upstairs in 

the chill out area with coffee 

and refreshments for 

clients to help themselves 

while they’re waiting. After 

this was so successful, we 

took the same approach 

with our Barber Lounge on 

the mezzanine opposite.”

16
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Hair: Nelson Brown
Photography: Trevor Leighton

Makeup: Cheryl Phelps-Gardiner
Styling: Julia Brenard
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Problem assistants, competition from other 

salons and philosophies for business are all 

covered in this month’s got five. So give five 

minutes of your time and be inspired.
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Robert Eaton, co-director of Russell 
Eaton in Barnsley and Leeds, has 
first-hand experience of major 
competition. However with an 
impressive turnover in excess of 
£1.8 million he’s perfectly placed 
to shout about how to make your 
business thrive, despite having 
a vast number of salons located 
within minutes of your doorstep. 

“Six years ago when we first 
announced that we were opening in 
Leeds city centre, everyone thought 
we were mad. There were already a 
lot of salons who were doing great 
business and had a good reputation. 
However I think you have to ask 
yourself do you fight against the 
competition, or do you use it as 
a benchmark for the demand for 
services in the area, and use it to 
your advantage?” says Robert. 

Here are Robert’s secrets to staying 
one step ahead of the competition and 
launching in an area that’s already 
saturated with salons.
  

1You need to find a point of 
difference to what everyone else 
is offering. For us, that meant 

creating a lifestyle experience salon 
that offered quick beauty fixes 
such as brows and nails, as well 
as luxurious pampering sessions 
in high end treatment rooms. 
Look carefully about what the 
competition is offering, who their 

client is, and aim for something 
completely different. A high street 
can be filled with 10 different 
restaurants and they’ll all be selling 
different food; it’s the same with 
salons. You just need to find your 
point of difference.   

2Once you’ve found the point 
of difference you need to 
offer, don’t be afraid to think 

outside the box. Even if you don’t 
personally want to take the risk of 
offering a service that you’re not 
experienced in, you can always look 
at teaming up with another brand 
to offer the gap in the market that 
you’re looking for. Think of the way 
department stores have beauty 
halls packed with brands offering 
nails, makeup, brows etc – there’s 
no reason why you can’t call in 
the experts to join forces. It’s not 
what we personally have done as 
we had experience and know-how 
in offering beauty, however I have 
seen salons who have done this and 
it’s worked well. 

3Today’s consumer is very 
much led by interior and 
image. You need to have 

an image that’s reflective of the 
brand and that’s going to appeal 
to your market. The whole look 
of your salon needs to firstly be 
different to the competition, and 
secondly cater for your market. For 
example if everyone on the high 

HAIR IN 
THE CITY

According to the ‘experts’ the 
recession is behind us, but for 
any salon trying to survive in a 
busy city centre there’s plenty of 

competition and it’s a constant 
challenge. We have some advice 

courtesy of salon owner Robert Eaton, on 
staying ahead.
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street is attracting ladies who lunch and 
families, then target the city workers 
and offer treatments for men and 
women. 

4Know your market. Once you’ve 
determined exactly who your 
consumer is, get to know 

everything about that sector of the 
market. What they read, what they 
drink, where they go in the city, where 
they shop, where they dine…the more 
you understand exactly who your client 
is, the more you will thrive. 

5Don’t listen to hearsay, look at 
the facts and stick to your beliefs. 
When we first opened in Leeds 

I think people thought we were crazy. If 
I’d listened to everyone who said ‘but 
there’s already loads of salons in Leeds 
city centre’ we never would have 
opened. But there is enough business 
for everyone, if you get it right. I know 
what our competitors are doing and 
some of them are friends, but we’re all 
just doing our own thing and pushing 
ahead. 

6There’s a fine line between being 
aware of the competition and being 
obsessed with it. Don’t be so 

busy looking at everyone else that you 
ignore your own business. Be confident 
and focus on what you’re doing, and 
not what everyone else is doing, and 
the rest will fall into place. Social media 
does not help; don’t be fooled by 
everyone else portraying their business 
in a light that may not be true. The 
formula is simple – be true to yourself 
and work hard. 

7The old saying that ‘it’s not hard 
to get to the top, it’s staying there 
that’s hard’ is so true. Anyone can 

open a salon and make a big splash 
initially, but it’s maintaining it that 
matters. Our mantra is that every client 
counts. We genuinely care that every 
single client is happy – I’d go as far as 
to say we’re obsessed that every client 
is happy. If they’re happy, they won’t 
leave – simple. 
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Elaine Napier, owner of Napier Hair 
& Beauty in Paisley, Scotland, has 
successfully trained many youngsters 
since she opened her first salon 23 
years ago. 

Reece Phimister is testament to her 
nurturing after recently becoming the 
first ever hairdresser to walk away with 
the coveted Apprentice of the Year 
title in the Scottish Training Federation 
Award.

She’s the first to admit though, it isn’t 
easy. “The mantra in schools these 
days is that you’ve got to go to college, 
even if you want to do hairdressing, 
which means often the vocational 
colleges will get the best students and 
those labelled ‘difficult to manage’ by 
teachers are pushed our way,” says 
Elaine. 

“It can be frustrating. But sometimes 
those difficult to manage youngsters 
just need a bit of proper managing to 
turn everything around.”

She recalls one of her apprentices 
when he first arrived in her salon. “He 
was very flighty and had problems 
with structure,” she says. “But that’s 
because he is so creative. Often 
I’d have to go looking for him in the 
salon because he wasn’t where he 
was supposed to be. Those who 
are creative often push against the 
system. And it’s hard to conform when 
you’re so used to be being told off all 
the time at school.”

But while she’s sympathetic, Elaine 

knows from experience that you can’t 
go soft on today’s youth. She sets 
demanding standards from the outset, 
clearly laying out the parameters of 
what she expects and, like any good 
parent, sticking to them. She also treats 
her assistants with respect and makes 
sure everyone on her team does the 
same.

“Too many young people are coming 
out of school not fit for work,” 
she says. “They can be terrible 
timekeepers, and often unable to grasp 
that they can’t take time off whenever 
they feel like it. They’re unable to 
converse with older people, stand for 
long periods of time or even make eye 
contact. It’s something you need to drill 
into them from the day they start. 

“And it’s not just the youngsters, 
you have to educate the parents too, 
sometimes explaining to them they 
can’t send in a note asking for their little 
princess to get off early to go out for 
dinner with the family. It’s not school.”

CHALLENGING 
ASSISTANTS

Younger members of staff can 
prove a challenge but with 
the right attitude most can 
be moulded into prosperous 

hairdressers of the future. Elaine 
Napier, owner of Napier Hair & 

Beauty, has succeeded in turning challenge 
into cooperation and bad attitude into an 
enthusiastic passion. She explains how…
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It can be frustrating. 
But sometimes those 
difficult to manage 
youngsters just 
need a bit of proper 
managing to turn 
everything around.”
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> If I’m considering someone for an 
apprenticeship I meet the parents so 
I can gauge how much support (or 
trouble) they’ll give me and explain what 
I expect from their child. It’s essential to 
clarify to the candidate and their parents 
the parameters they will work to so that 
everyone is on the same page from the 
start.

> Every new start must complete a 
month-long induction, with no guarantee 
of a job or a contract. During this time 
they will be given lots of education, 
including role-playing as well as on-
the-job training, assigned a mentor 
to shadow, taught basic hospitality 
and encouraged to bring in models to 
practice on. Towards the end, I’ll give 
them a pair of scissors to hold, and I’ll be 
watching to see if they have that natural 
‘spirit level’ in their eye.

> It is drilled into them from day one 
that they’re part of a team and if they 
don’t deliver what’s required then 
everyone suffers. Learning to work as 
part of a team is essential so I create 
small teams within the team, each 
with its own challenges, so they micro-
manage themselves. 

> We put a lot of focus on hospitality 
skills and confidence-building; teaching 

them how to communicate with a 
variety of people, making eye contact 
and smiling, and helping them develop 
listening skills. We never assume 
anything so we always show them how 
it’s done, from making a cup of coffee to 
presentation of a client’s lunch.

> We’re always absolutely clear and 
transparent about their prospects, their 
career journey and, importantly, the 
rewards they can aspire to if they work 
hard and stick at it. 

> Every assistant is set ongoing goals 
and they’re rewarded for exceptional 
conduct. We also work together to 
keep the job exciting beyond the day-to-
day –  we do external training, bring in 
experts for seminars, sample different 
services within the salon, and push for 
opportunities beyond the salon such as 
session work and industry competitions.  

> We treat them with respect and we 
don’t judge them. They can’t know what 
they don’t know, and it’s our job to lead 
them to a greater understanding of 
their profession at a time when they’re 
learning to be adults themselves. That’s 
a big responsibility. They need to be 
nurtured. Positive reinforcement is much 
more powerful than criticism. I think it’s 
the only way you create winners.

ELAINE HAS DEVELOPED A VERY CLEAR PROGRESSION 
THROUGH TRAINING AT HER SALON AND IT ACTUALLY 
BEGINS WITH THE PARENTS:
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ENTRIES OPEN 

MARCH 1

Venue to be unveiled at midnight, 

January 22, 2016

Check out www.salonbusiness.

co.uk/awards for all the news as 

it unfolds

Follows us on Twitter 

@salon_business

THIS YEAR PROMISES 

TO BE BIGGER AND 

BETTER THAN EVER 

BEFORE
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“Throughout my journey from young 
hairdresser with big ideas to business 
owner and father of five, I’ve learnt 
an incredible amount from people 
with far superior intelligence and 
knowledge than me!” says Lorenzo 
Colangelo, owner of The Gallery. 

“I’m not afraid to admit that and so 
when I share with you some of the 
key elements that we use within our 
business, please note that we didn’t 
just make this up, we learnt them 
from someone else and found it 
useful within our business. So it’s only 
right that I pass them on to the next 
person.

One of the best philosophies that I’ve 
come across and one that we use 
at every level in our business AND 
personally is the FISH philosophy.  

CHOOSE YOUR ATTITUDE
Choose the attitude that you’re going 
to have each day, don’t just react, be 
intentional. When you get up, decide 
who you want to ‘be’ today. Ask 
yourself throughout the day, ‘What’s 
my attitude right now? Is it helping 
the people who depend on me? Is it 
helping me to be most effective?’

This mindfulness not only makes 
an impact on those around you, but 
makes your day better too. Imagine 
you know you have a busy Saturday 
looming, you can choose whether 
you think ‘oh no this is going to be 
such a long and tiring day, I’m going 
to just hate it’, or you can think ‘Isn’t 

it fantastic that all these clients want 
me to do their hair – I’m going to 
enjoy being with each one today”,  Try 
it, I guarantee you’ll see a difference.  
 
BE PRESENT
When people need you, they need 
all of you. Don’t allow yourself to 
be distracted by others or other 
thoughts. To be fully present is a 
sign of respect to the person you 
are with. It improves communication 
and strengthens relationships. So, 
when you’re with a client on their 
appointment, make sure your focus is 
them, not the other staff or your next 
client. Now this can be difficult if you 
have a busy day, but actually when 
you practice this principle, it’s easier to 
get through a hectic day because you 
don’t spend valuable time worrying 
about what’s to come. 

THE FISH 
PHILOSOPHY

The FISH philosophy is based 
on 4 key daily interconnected 
practices that can help you build 
stronger and more effective 

relationships with those you work 
with, your customers, your family 

and others you meet on the way! Here Salon 
Owner Lorenzo Colangelo explains how he 
translates it for his business.
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“Throughout my 
journey from young 
hairdresser with big 
ideas to business owner 
and father of five, I’ve 
learnt an incredible 
amount from people 
with far superior 
intelligence and 
knowledge than me!”
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To use this principle you must also be 
able to let go of what’s just passed. This 
includes a difficult client who was tricky 
to deal with. If you don’t let go of it your 
negative feelings could get passed onto 
your next client which could ruin their 
experience with you.

MAKE SOMEONE’S DAY
Simple gestures of thoughtfulness, 
thanks and recognition make people feel 
appreciated and valued. When you make 
someone else feel good, you feel good 
too.  These are surprisingly easy to do – 
both at work and in your day to day life and 
they really do make you feel better! 

This could be as simple as noticing and 
thanking an assistant for clearing up after 
you. Or noticing a hair cut or colour by one 
of your team mates and telling them how 
lovely it looked. The list here is endless and 
if you’re unsure what you can do or say , 
simply think of the things you would like 
someone to say to you today at work.

HAVE FUN
You can be serious about your work 
without taking yourself too seriously. 
Having fun is a mindset more than a 
specific activity. It allows you to throw 
yourself with enthusiasm and creativity 
into whatever you’re doing, in a way that’s 
natural, not forced. 

‘Playing’ with ideas helps you find solutions 
to everyday challenges. I use this a lot in 
the salon – don’t get me wrong, we’re 
incredibly professional, but we want our 
staff to enjoy coming to work and for our 
clients to enjoy coming to see us. Last 
week I had everyone over for a dinner 
party – why? I told them I would cook for 
everyone if they hit a weekly stretch target 
that I had set. They hit it, I had to cook for 
all 20 of them! But it was fun to all get 
together outside work and from a business 
point of view we achieved a target.

GETTING FEEDBACK
Want to know who in the team is following 
the FISH principles properly? We monitor 
this by simply asking members of the 
team how they feel about the team. Who 
has a great attitude? Who makes yours 
and others’ day? Who is fun to have in the 
team? Who is present when you need 
them? 

You’ll find the same names keep appearing 
so reward this fantastic behaviour, and sit 
back and watch FISH work for you.
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“As an industry we invest a great 
amount of time, resources and 
energy in to training our teams. 
From day-one assistants to salon 
managers, education is at the 
heart of what we do. At Rush we 
firmly believe you’re never too 
experienced to stop learning, and 
over the years have developed 
ongoing career development plans 
that work for each team member 
to encourage them to commit to 
Rush for life. This is at the core of 
what makes a salon, and a business 
successful. 

“Poor staff retention is not good for 
moral so we actively do whatever 
we can keep hold of good team 
members. But, what happens, if 
they turn bad? As salons owners 
and managers, we’ve all been 
there. We’ve all had the experience 
of a key team member becoming 
demotivated. 

“When this happens, it’s crucial to 
act straight away so the impact is 
minimum. The first thing required 
is to find out why that team 
member is out of sync. Are they 
demotivated at work? Have they 
missed out on a promotion? Are 
they lacking a creative or financial 
incentive? 
“Ideally, you should already know 
what drives them from when the 
career development plan was 
designed so look back and see 
where things started to go wrong. 

Hold a one-to-one with them as 
soon as possible to limit the knock-
on effect of their change in attitude. 
It might be a case that they’re 
feeling unappreciated and require 
some of your time to get them back 
on track. 

“Hairdressers have creative minds 
and can get bored very easily. They 
like to keep busy and can switch 
ideas five times a day. By talking 
through where they are in their 

COPING WITH 
STRAY STAFF

No matter how hard you work 
at boosting morale, most salon 
owners come across at least 
one member of staff who ‘goes 

bad’. Stell Andrew, Co-Founder of 
RUSH knows the phenomenon only 

too well, but he says it’s what you do when it 
happens that really matters.  
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Hold a 
one-to-one 
with them as soon 
as possible to limit 
the knock-on 
effect of their 
change in attitude. 
It might be a case 
that they’re feeling 
unappreciated and 
require some of 
your time to get 
them back on 
track.
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career and how they feel about it, you 
can judge if they’re unmotivated and 
need to take on more responsibility 
within the salon. 

“From this discussion, it is important 
to create an atmosphere so that you 
can be honest with each other. If you’re 
not, then the issue will only reappear 
at a later date. Once the root of the 
problem has been discovered, then a 
plan must be put together to deal with 
it. It’s essential that you both agree to 
the plan, to complete your actions and 
responsibilities. Follow up meetings the 
following week, fortnight and month 
cannot be missed otherwise you’ll 
return to square one. 

“Showing your commitment to the 
situation and working through the 
plan should hopefully guide that 
employee back to the good side but 
sometimes problems can’t be fixed. In 
this case, it’s best to part ways rather 
than building a false relationship and 
hopefully leave on amicable terms. It’s 
never ever good to burn bridges.”
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With 30 years’ of experience under her belt, 

Michelle Griffi n has seen a lot of change in 

the industry. She’s been a salon owner, an 

educator, all the while being a hugely talented 

hairdresser who continues to innovate and learn. 

She’s gathered a reputation as an outstanding 

extensionist and her salon Michelle Griffi n has 

secured a string of accolades including Salon 

Business Awards Ultimate Salon and Colour 

Salon of the Year 2015. Now that she fi nds herself 

stepping back from the day-to-day running of the 

salon to focus more on education, we thought it 

about time we picked her brains. 

timequestion 
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YOU’VE BEEN IN THE BUSINESS OVER 30 
YEARS, HOW HAS THE INDUSTRY CHANGED IN 
THAT TIME?
I think it’s come full circle. When I 
started in 1980 it was really great times 
with clients coming into the salon 
regularly for smaller things like a wash 
and blowdry. Then the colour industry 
boomed and although people weren’t 
coming in as often, when they did come 
they were spending more money on 
services like highlights. Now it’s come 
back round again with clients coming in 
frequently for blowdries but we’ve also 
got the more expensive services too, 
like colour and extensions. So there’s 
something for everyone.

WHAT DO YOU LOVE ABOUT BEING A SALON 
OWNER?
I love the challenge of the business side 
of the salon as well as the creativity. 
Because of this I’ve been able to grow 
the business to a point that I can now 
focus on education and my son Rory can 
run the salon. He’s got some fantastic, 
fresh ideas so it’s been great being able 
to take a step back and watch the salon 
soar.

WHAT IS THE KEY TO YOUR SUCCESS?
I’ve always ensured that high standards 
have been maintained throughout the 
business and never lost sight of this.

HOW DO YOU SET YOURSELF APART FROM 
THE OTHERS?
I’ve added a whole new service to 
the salon with hair extensions and 
understand exactly how they need to be 
sold within the salon. I’ve written all my 
own literature from the marketing plan 
to the creative training and work with 
five extensions systems and devised 
my own extensions brand.

WHAT DO YOU THINK ARE THE BIGGEST 
CHALLENGES SALON OWNERS WILL FACE IN 
THE FUTURE?
I think it will be the government 
changes and regulations. It has got to 
get stricter but as it does, it gets harder 
for small business owners in terms of 
employment laws, wages and health 
and safety.

YOU RECENTLY WON SALON BUSINESS 
AWARDS ULTIMATE SALON OF THE YEAR AND 
COLOUR SALON OF THE YEAR, HOW DID IT 
FEEL TO WIN?
Absolutely ecstatic! I was so 
overwhelmed and incredibly proud 
of our team. It’s a real honour to be 
recognised for an award and it has such 
a positive impact on team motivation.

WHY DO YOU THINK AWARD WINS ARE GOOD 
FOR BUSINESS?
It makes us stand out from the crowd. 
It sets a benchmark against our 
competition and helps incentivise us 
to maintain standards. We display the 
trophies at the salon reception and 
they’re a really great talking point among 
clients. Because we’re in a little village 
too, people like to follow what we’re 
doing and are incredibly interested in 
what’s coming up next for us.

HOW WOULD YOU DESCRIBE YOUR SALON’S 
BRAND?
Totally creative and a place of 
excellence, passion and commitment.

HOW DO YOU ENSURE EVERYTHING IN THE 
SALON FROM THE STAFF TO THE DECOR 
REFLECT THE BRAND?
We keep the salon quite minimalist and 
educational, but welcoming. There is a 
lot of clear glass so that everything is 
open and transparent. In terms of staff 
they have regular training and we have 
a company policy of wearing black, but 
aside from that they can dress how they 
like – as long as it’s not offensive – as 
we encourage them to embrace their 
individual style.

WHAT WOULD YOUR ADVICE TO OTHER SALON 
OWNERS BE? 
Ultimately you’ve got to have a passion 
to exceed expectations and find your 
niche in the market, whatever you’re 
great at, and really run with it.

I think it’s come full circle. 

When I started in 1980 it 

was really great times with 

clients coming into the 

salon regularly for smaller 

things like a wash and 

blowdry. Then the colour 

industry boomed and 

although people weren’t 

coming in as often, when 

they did come they were 

spending more money 

on services like highlights. 

Now it’s come back 

round again with clients 

coming in frequently for 

blowdries but we’ve also 

got the more expensive 

services too, like colour 

and extensions. So there’s 

something for everyone.
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girlstech
For 2016 we’re bringing you our Tech Girls, who are 

dedicated to scouring all the latest releases to ensure 

you’re on top of the gadgets that could make your life that 

little bit easier. From the latest software that will enable you 

to stay in touch with clients, to the newest apps, we’ve got 

it covered. 

No matter how much we 
embrace technology there’s 
still something beautiful and 
mesmerising about writing 
notes by hand. And that’s 
where Wacom Bamboo 
Spark comes in as it allows 

you to take handwritten 
notes or draw sketches [great 
for when you’re inspired for 
the next award-winning shot], 
which then automatically 
appear on a tablet or phone. 
From here you can either edit 

or share. Plus it converts your 
handwritten copy into com-
puter text, which is great if, 
like many others, you write 
faster than you type. 

WACOM.COM

MOVI

Up your social media game with Movi 
and stream live EDITED video content 
in real time. The sleek Movi 
camcorder fi ts in the palm of your hand, 
yet its 150 degree all glass lens and 
4k sensor enable the simple iOS app 
[you’ll need an iPhone 5 or newer] to 
control up to nine virtual HD cameras. 
Live editing includes the ability to pan, 
zoom, and cut between multiple live 
shots, providing the same storytelling 
capabilities used in professional live TV 
productions. Built-in people detection 
and movement tracking features even 
allow Movi to make camera movement 
and editing decisions automatically. You 
can share edited videos immediately 
with your social networks. So whether 
it’s an event you’re off to, an awards 
ceremony in-salon or a live photo shoot 
you want to record, this is THE gadget 
for you. 

PRICES FROM $199 SHIPPED FROM THE US
GETMOVI.COM

WACOM BAMBOO SPARK

girlsgirls
For 2016 we’re bringing you our Tech Girls, who are 

girls
dedicated to scouring all the latest releases to ensure 

girls
dedicated to scouring all the latest releases to ensure 

girls
you’re on top of the gadgets that could make your life that 

little bit easier. From the latest software that will enable you 

to stay in touch with clients, to the newest apps, we’ve got 

it covered. it covered. 

MOVI

Up your social media game with Movi 
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APP 24/7

We love an app and this one 
is set to be a must for 2016. 
App 24/7 from TIGI provides 
an interactive platform for 
professional hairdressers 
who want constant 
inspiration and ongoing 

creative education, designed 
to compliment the brand’s 
Academy experience. There 
are step by steps for cut
and colour, information 
on courses at all TIGI 
Academies globally with the 
facility to enrol and book 
through the app. There’s also 
a colour inspiration section 
with swatches and formulas. 

The App 24/7 includes a 
unique interactive drawing 
tool allowing students to 
select specific head-sheets 
to create sectioning patterns 
and applications and even 
design hair cuts. It’s already 
being successfully piloted in 
the USA and launches in the 
UK in March.

stats

software

apps
“92 percent 
of consumers now read online 
reviews when researching a 
brand, while 40 percent form 
a solid opinion of a brand after 
reading just three reviews.”
SOURCE: SEO SPECIALISTS 
BRIGHTLOCAL

“Just 13 percent  
of consumers would consider 
using a business with a one or 
two star online rating.”
SOURCE: SEO SPECIALISTS 
BRIGHTLOCAL

SQUEEZE ME IN

With clients increasingly booking 
salon appointments on their 
phones, i-Salon Software has 
just introduced the last minute 
Squeeze Me In package. It 
displays today’s late availability 
appointments on your website, 
allowing clients to snap up last 
minute bookings without you 

having to lift a finger. Or the 
phone! With the real potential 
to reduce salon down time, say 
goodbye to deal websites and 
cut out unnecessary discounting, 
it’s a no-brainer. Squeeze Me In 
can be accessed at any time by 
anyone using a browser on any 
device.

PRICES VARY AS PART OF A PACKAGE
I-SALONSOFTWARE.CO.UK

WELLA MYMARKETING

To enable New System Professional salons 
to launch the new brand in the best way 
possible, Wella has created an exclusive 

Launch Area on the Wella MyMarketing 
platform. This area allows salons to enter 
a proposed launch date and then 
automatically provides the salon with 
content and tips for each week coming up 
to launch to build excitement internally and 
leverage the brand to drive more clients 

into salon. Materials include digital assets, 
social media guides, PR materials and tips 
include running an in-salon incentive, use 
of their merchandising guide and 
planograms. 

If only everything in life were so easy. 
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WELLA
EDUCATION 2016

>  eEDUCATION
  Discover Wella eEducation, offering 

online education & inspiration, and 
details of our studio and in-salon 
seminars - visit www.wella.co.uk/
education

>  EVENTS
  Passionately delivering an annual 

programme of events to inspire and 
motivate your team featuring top 
industry icons.

>  ON LOCATION
  We aim to make education accessible 

for everyone, no matter what your 
location. Speak to your Wella Account 
Manager for more information about 
in-salon training or for events near you.

>  STUDIO COURSES
  We have launched a new portfolio 

of inspirational and business building 
courses for 2016 including Your True 
Grey, Couture Blondes, Freehand 
Colour… plus many more!

Wella are here to be your perfect partner and we have designed our 
education offering to meet all of your salon and business needs. 

For the latest Wella Education news become a fan of ‘Wella Professionals’ 
@wellapro

Wella Studio Manchester & 
Wella Pop-Up Studio Scotland 

0161 834 2645

Wella World Studio 
London 

0207 637 7172

Wella Events Hotline
0845 6018 128

wellaevents.im@pg.com

DIGITAL EDUCATION BOOK – DOWNLOAD NOW!
  For access to all you need to know about our Education and Events 

Programme 2016 – visit www.wellamymarketing.co.uk

WELL18361 Wella Education 2016 DPS Advert 275x205 SB v3.indd   2 11/12/2015   13:30
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In hairdressing, the learning never stops. 

Helen Bird discovers how today’s courses 

are teaching the kind of innovation, refi ned 

skill and contemporary techniques that 

defi ne the world’s best stylists, and why 2016 

is the year to broaden your horizons.

 boundariesthe
pushing
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The value of training to progress and succeed 
in hairdressing is well documented. Whether 
you’re a junior or a salon manager, a strong 
and ongoing education is at the heart of 
success. 

The courses offered today are as 
sophisticated as they are creative, allowing 
stylists to reach – even exceed – their 
potential and wow their client base with 
newfound talent [see courses at the end of 
this feature].

But education doesn’t stop at courses: 
learning is all around us thanks to social 
media and savvy clients. We talk to the 
experts for some key tips to get the most out 
of learning in 2016…

DO move with 
the times
Hair trends change at a mile a minute and 
thanks to apps like Instagram and Pinterest, 
clients can be aware of next season’s looks 
before their stylist. That’s why keeping up 
with trends and having a strong presence on 
social media is vital for ongoing education.

Emma Seldon, director at Hype Marketing 
and expert in hair extensions, says: “Social 
media is good for sharing the latest trends 
and celebrity styles for our stylists to use 
when talking to clients in consultations. In 
turn, stylists share their work on social media 
to attract new business and show off their 
skills.”

At ghd, watching and predicting trends is 
big business. Head of global education Jo 
Robertson explains: “Having a plan for salons 
of seasonal launches can help focus the 
team and also help with retailing. Invite new 
clients in by showing them what’s next! Our 
job is to translate the emerging trends into 
salon-friendly looks.”

DON’T assume you 
know more than the 
client
As Jo rightly points out, “everything is 
now available to everyone”, which means 
today’s clients are more knowledgeable than 
ever. Even for the very latest colouring and 
cutting techniques, YouTube tutorials will be 
accessible.

The only way to stay one step ahead of the 
client, Jo adds, is to have your eyes and ears 
everywhere. “I’ve signed up to as many 
trend websites as possible but the best way 
is looking on the street – Instagram is great 
for this.

“I follow lots of clothes stylists, as well as 
the new generation of ‘cool kids’ – they’re 
starting to wear hair in different ways and 
you can spot new trends. You just have to 
watch and learn.”

40
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DO make individual 
plans for each stylist
Investing in training is investing in the future 
of your business, believes Karen Bell of 
Edinburgh’s Vincent Bell Hairdressing, which 
also runs its own academy. In Scotland, she 
says, a number of salons shun taking on 
apprentices in favour of renting out chairs. 
“But you really do need to invest to keep 
your standards up for client retention,” she 
adds.

To that end, having a structured plan for 
individual stylists is good for both motivation 
and staff retention, says Jo. “It’s great to sit 
down in January and make a plan for each 
stylist for the year, giving them a varied 
education plan to stretch and motivate 
the stylists. Happy stylists are productive 
stylists!”

Jo also recommends focusing on weaker 
areas when it comes to training, and taking 
yourself “out of your comfort zone”. “It 
could be very easy to stick with what you 
know but nothing will beat the satisfaction of 
learning a new skill or technique, so be brave 
and challenge yourself,” she adds.

DON’T keep learning a 
secret
Education should be a talking point, both 
between stylists and their peers and with 
their clients. For Karen, who remains in touch 
with apprentices from a decade ago, being 
asked “where did you train?” is the biggest 
compliment a client or colleague can give.

Jo also encourages conversation with clients 
about training. “Let them know one of your 
stylists is attending a course,” she says. 
“Don’t keep learning a secret! Use education 
and training as a talking point for clients – 
very often it’s a great way to see if they’re 
interested in extra services or products 
and can easily lead to upselling or retailing 
success.”

DO check the 
credentials
It may sound obvious, but checking out a 
course before investing in it is a must. “Do 
your homework,” advises Emma. “Check 
for HABIA endorsements to know how the 
course has been assessed and whether you 
can claim CPD points. Check how long the 
course is and the split between theory and 
practical learning.”

Any reputable course, she adds, will cover 
the basics alongside offering practical 
experience on live models to give stylists 
the confi dence to take their new-found skills 
back to the salon fl oor.

GO ON, PUSH ON. Hair: Scott Frazer-Halsey @ Clipso
Photography: Armando
Makeup: Zoe Cornwall

elegant & luxurious hair extensions stylists love
to work with.  remi cachet offers a range of 100%
human hair extensions to suit different budgets and 
application from pre-bonded (including the 
revolutionary Ultratipstm and minitipstm), wefts and
tape hair. Supported with an extensive range of  
equipment & tools to make your life easier, a full 
aftercare range and haBia accredited training by 
fellow professional extensionists.
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COURSE: GHD FOUNDATION TO 
FASHION: TREND-LED HAIR

DURATION: One day
LEVEL: Intermediate to advanced
DATES: London – June 27; Leeds – 
June 20; Taunton – June 6
PRICE: £145 plus VAT
Leighanne Regan, ghd art team 
member and session stylist at 
London Fashion Week presents 
the upcoming trends, fresh from 
the runway, and explains how to 
make them ready for your salon. 
Learn the latest ways to work 
waves and curls through to this 
season’s must have hair-ups.

COURSE: AVEDA STYLE 
SYSTEMS

DURATION: One day
LEVEL: Two years’ experience
DATES: On request
PRICE: £165
Say goodbye to old-hat hairstyles 
and start thinking high fashion. 
All you need is five essential hair 
styling techniques – used by the 
industry’s coveted style masters. 
The course draws inspiration from 
some of Aveda’s award-winning 
stylists and the trendsetting looks 
they create on celebrities and 
runways around the globe.

topdog
Check out some 

of the educational 

offerings for 2016. 
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COURSE: 365 HAIR COACHING 
FOR GROWTH

DURATION: One day
LEVEL: Salon manager
DATE: Aylesbury – June 13
PRICE: On request
This course will help you to 
realise the strengths and 
opportunities that lie within 
your team; opportunities to 
grow both individuals and your 
business. The day focuses on 
understanding the true skills that 
each salon role requires; how 
to create a growth plan for all of 
your team; and setting goals for 
your future.

COURSE: SCHWARZKOPF 
COLOUR DECODED: BLONDE 
ON BLONDE

DURATION: One day
DATES: London – May 16; 
Glasgow – April 18; Belfast – 
May 9
PRICE: £180
Did you know the colours you 
create on your blonde clients can 
also be the most dynamic and 
creative of all? If you want to 
push your creative boundaries, 
then this seminar is sure to 
make you the resident blonde 
expert in your salon. Live demos 
and practical workshops help to 
deepen your understanding and 
refine your techniques, taking 
your blonde services to new 
heights.

COURSE: GOLDWELL 
ADVANCED FASHION 
COLOURING

DURATION: One day
DATES: London – April 27, June 
29; Leeds – April 19 [more dates 
on request]
PRICE: £160
Explore the unlimited 
possibilities of fashion 
colouring and create true colour 
statements for your clients. 
Learn how to beautify your most 
precious raw material with your 
most ingenious tools, advanced 
knowledge and your creativity.

COURSE: PAUL MITCHELL THE 
STYLE QUARTER

DURATION: One day
DATES: Cardiff – March 7; 
Liverpool – March 14; Stansted 
– April 10 [more dates/locations 
on request]
PRICE: £65 plus VAT
Learn the hottest new guest-
friendly styling techniques 
straight from the pages of Vogue 
with session and celebrity stylist 
Lucie Doughty. The day covers 
tips and tricks for styling hair 
from industry insiders, new 
styling techniques from the 
latest Paul Mitchell collections 
and using the correct tools and 
products.

COURSE: REMI CACHET 
MINI, STICK AND ULTRA TIP 
TRAINING

DURATION: Two days
LEVEL: NVQ Level 2
DATE: Stockton-on-Tees – March 
21 and 22
PRICE: £895 plus VAT
A two-day course taught by 
experienced hair extension 
experts. With a strong focus 
on practical training, students 
will become skilled in client 
consultations, application, cutting 
and styling, maintenance and 
safe removal of extensions. Live 
model application is required for 
assessment on the last day.

COURSE: TIGI UP, CLOSE & 
PERSONAL

DURATION: Two days
LEVEL: Advanced
DATES: London – dates on 
request
PRICE ON REQUEST
Get Up, Close & Personal 
with the TIGI International 
Creative Team, experiencing 
a VIP photographic seminar to 
give you first hand experience 
of the world of fashion and 
contemporary trends. You’ll 
experience the development of 
a TIGI collection from the casting 
to finished look.

COURSE: GHD BLOW-DRY 
MASTERCLASS

DURATION: One day
LEVEL: Intermediate to advanced
DATES: London – April 11; 
Birmingham – March 21 [more 
dates/locations on request]
PRICE: £200
The art of blowdrying is firmly 
back in fashion and in demand 
by clients of all ages. This 
seminar is for stylists who want 
to master the art of the perfect 
blowdry. Zoë Irwin, ghd UK 
brand ambassador, teaches the 
most up-to-date techniques.

COURSE: SCHWARZKOPF 
TURNING SILVER INTO GOLD: 
SILVER GLORY

DURATION: One day
DATES: London – March 14; 
Glasgow – February 8
PRICE: £150
This is a full day dedicated to 
teaching you about the needs of 
mature clients. With consultation 

advice, specialist services and an 
introduction to the latest colour 
and care products designed 
especially for mature hair, the 
day concludes with a practical 
session using models.

COURSE: WELLA RECEPTION
PROFESSIONAL

DURATION: One day
LEVEL: Essential
DATES: London – October 4, 
Manchester – April 20
PRICE: £150 plus VAT
Heighten the skills and 
awareness of reception 
personnel to build effectiveness 
of the role. This course will draw 
on life experiences for best 
practice and also show how 
reception personnel can gain 
more turnover via focused client 
attention.
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Hair: Verity Faichen, Daniel Gray 

Hairdressing Makeup: Paula Maxwell

Styling: Natalie Armin

Photography: Jay Mawson
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Be it style, colour, or avant garde, we’ve 

captured some of the best creativity in the 

industry, right here.

P48 WESTROW HELPS PUT 
LEEDS ON THE FASHION MAP

P50 UK TAKES HOME 
PLATINUM AT WELLA ITVA

P54 LA BIOSTHETIQUE 
HANGS OUT IN THE BEST 
HAUNTS OF PARIS 

P56 THE PLACE TO BE: THE 
FELLOWSHIP LUNCH 

P58 A CELEBRATION OF 
BRITISH HAIRDRESSING

P59 STYLING JUST GOT THAT 
BIT BETTER

P60 IT WAS AN A-LIST 
EXPLOSION FOR AN 
HONOURABLE CAUSE

P62 ECO CAN BE GOOD 
FOR YOUR WELLBEING AND 
YOUR BOTTOM LINE

P68 WE KICK OFF 2016 WITH 
OUR HAIR DOCTOR SPECIAL

P70 IN HER SHOES: 
CHRISTEL LUNDQVIST

P74 CRAIG CHAPMAN WOWS 
WITH AN INJECTION OF HIS 
PERSONALITY

P78 WHAT’S NEW IN THE 
HAIR WORLD

P81 THE ONE WE CAN’T 
RESIST

P82 LOOK WHAT CAUGHT 
OUR EYE
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 “The LAUNCH NIGHT was 
inspiring and to work alongside 

EMERGING FASHION  TALENT was 
both exciting and MOTIVATING 

for our TEAM.”
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Held at the Leeds City Museum, the launch 
was a collaborative effort, initiated by Leeds-
based independent fashion store Lambert’s 
Yard, with aims to develop a three year strategy 
to revive the region’s fashion and clothing 
industries.
 
Iconic Yorkshire clothing manufacturer A. 
W. Hainsworth & Sons created many of the 
garments modelled on the night, and a selection 
of leading fashion brands and emerging new 
designers demonstrated their support for the 
cause, by providing key looks for the runway. 
Burberry, Aquascutum, Christopher Raeburn 
and Terry De Havilland were also among the 
brands showcased at the event.
 
With its Yorkshire heritage and eight stores 
across the county, Westrow was the obvious 
choice to take charge of the hairstyling 
backstage. Westrow’s talented teams created a 
number of looks, inspired by what are set to be 
next season’s key hair trends.
 
Steve Rowbottom, Westrow Director, said: 
“It was a real pleasure for our teams to work 
backstage. The regeneration of Leeds has 
seen it become a truly exciting city, so to see it 
strengthening its connection with the fashion 
world and revisiting its fashion industry roots, 
is a natural progression. The launch night was 
inspiring and to work alongside emerging 
fashion talent was both exciting and motivating 
for our team.”

The project is an affiliation between Lambert’s 
Yard, Regeneration through the Arts, Leeds City 
Council and the Centre for Fashion Enterprise, 
which is a part of the London College of 
Fashion. The initiative pledges to support 
emerging fashion designers, with training and 
business support, to help re-establish the city as 
a leading centre for fashion design, clothing and 
textile manufacture.

Photography: Harrison France

Yorkshire-based Westrow 
stylists lent their styling skills 
to the launch of the Leeds 
Fashion Initiative, styling the 
hair of 24 models backstage.

fashion 
focus
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The Wella Professionals 
International TrendVision Awards 
attracted over 1,400 hairdressers 
from all around the world, in 
celebration of Wella’s 135th 
anniversary. 

They followed month upon month 
of preparation and an energy-
fuelled UK and Ireland Final at the 
Roundhouse in Camden, where 
Craig Clark won Gold in the UK 
Color Vision category. 50

HOB Salons’ Craig Clark did it for the UK 
taking home PLATINUM at the hugely 

coveted Wella Professionals International 
TrendVision Awards 2015 in Berlin.

home run

TrendVision.indd   50 10/01/2016   09:24



51

He then secured the top spot in Germany’s 
capital battling off thousands of entries from 
across the globe, he said: “I’m overwhelmed 
and speechless! This is such an incredible 
night!”

The Color Vision category – lead by head 
judge and Wella Professionals Global 
Creative Director for Color, Josh Wood – was 
hotly contested as the competitors were 
eager to show off their skills and technique 
in their interpretation of 2015’s trends and 
Wella’s premium colour ethos. However it 
was Craig’s “organic approach” that shone 
through.

“When I was looking for inspiration I was 
looking at the fluidity of natural beauty, the 
colours in feathers and minerals,” adds 
Craig. “One of my main inspirations was 
a blue lace crystal – I wanted to show the 
crystallisation of the colour tones in her 
hair.”

Opening the show at Berlin’s impressive 
STATION-Berlin – a building steeped in 
history and one of the most extraordinary 
locations in Europe – Wella Executive Vice 
President, Sylvie Moreau, paid homage to 
Wella’s rich heritage and dedication to the 
future of our industry.

There were 69 competitors from 37 
countries – all winners from the local 
National TrendVision Awards, chosen to 
represent their countries out of 5,000 
applicants. They each prepared a creative 
masterpiece to showcase their skills in their 
specific field: Young Talent or Color Vision.

Each category included four awards – 
Platinum, Gold, Silver and Bronze – and 
also recognised the People’s Choice, an 
additional honour bestowed on the finalist 
receiving the most votes from the LIVE 
online audience. The online audience 
watched the competition from all around 
the world, with an incredible 25,000 votes 
received in the People’s Choice awards.

“When I was LOOKING for 
INSPIRATION I was looking 
at the fluidity of NATURAL 

BEAUTY, the colours in 
feathers and MINERALS,”
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“One of my MAIN INSPIRATIONS 
was a blue lace CRYSTAL 

– I wanted to show the 
CRYSTALLISATION of the 

COLOUR TONES in her hair.”
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the winners were:

YOUNG TALENT PLATINUM: 
Anastasia Krupovich, Kirpimo Meistrai, 
Lithuania

YOUNG TALENT GOLD: 
Mikaela Edwards, Runway, 
New Zealand

YOUNG TALENT SILVER: 
Zoe Huang, Zoom Hairdressing, Taiwan

YOUNG TALENT BRONZE: 
Sonya Rättö, Prof Tampere, Finland

YOUNG TALENT PEOPLE’S CHOICE:
Calogero Castellana, Mimì Hair Fashion, 
Italy

COLOR VISION PLATINUM: 
Craig Clark, HOB Salons, 
United Kingdom

COLOR VISION GOLD: 
Patcharee Apirom, MOGA, Thailand

COLOR VISION SILVER: 
Guiping Zhang, Tiffany Salon, China

COLOR VISION BRONZE:
James Fang, Headline, Taiwan

COLOR VISION PEOPLE’S CHOICE:
Alina Iulia Calin, AYO Salon, Romania
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It was an eclectic mix of 
glamour, fashion and creative 
high-end hairstyling at the 
La Biosthétique International 
Beauty Stylist 2015 awards.

World-renowned venues 
including the luxury department 
store Printemps, the event hall 

Salle Wagram, the sophisticated 
La Biosthétique headquarters 
at the Champs-Elysées and the 
legendary scene club, Faust, 
were the outstanding settings 
for glamorous parties and get-
togethers where guests could 
mingle and enjoy the finest 
hospitality.54

Where better to celebrate beautiful 
mesmerising hair than the city of Paris. With 

its magnificent architecture and fashion 
status, there was no place else for the La 

Biosthétique International Beauty 
Stylist 2015 awards.

the art
of hair
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A total of 23 national winners and more than 
1,100 guests headed to the city of love for 
the glamorous awards ceremony.

The high-calibre jury of experts, consisting 
of top stylists and beauty journalists, 
assessed the criteria of cut, hair colour, 
styling, makeup, choice of model, quality 
of photos and the overall impression. From 
the hundreds of entries, 23 national finalists 
were selected. The winners were invited 
to come, with a companion, to the show in 
Paris where they competed for the coveted 
first place. 

On the eve of the award, they met, 
along with hundreds of guests, for a 
glamorous get-together in the glass dome 
of the legendary luxury department store, 
Printemps, high above the rooves of Paris.

The following day top stylists of the 
International La Biosthétique Artistic Team, 
led by Creative Director Alexander Dinter, 
presented a breathtaking hair, fashion and 
designer show with enchanting models and 
current trends in the Salle Wagram.

And then it was finally time to announce 
the winner. Cue Dylan Beatch from Canada. 
When asked about his winning look, he 
proudly explained: “I was inspired by the 
sixties. My model naturally had an Audrey 
Hepburn style. I wanted to bring this style 
out with the cut and colour so that she was 
happy long after the photo shoot.”

Dylan Beatch will now be accompanying the 
International La Biosthétique Artistic Team 
on their Germany trend tour this spring. 

Jean-Marc Weiser, CEO of La Biosthétique 
said: “Every year, the International Beauty 
Stylist Award Show is a very special 
weekend for us. It’s always wonderful to 
see and feel the camaraderie and the very 
special spirit of La Biosthétique and our 
customers.”
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Recognising individuals 
and companies who have 
contributed towards The 
Fellowship for British 
Hairdressing, the Fellowship 
Luncheon is a must on the 
hairdressing calendar. 

Fellowship faces including 
Chancellor Karine Jackson, 
Chairman Hellen Ward and 
President Bruno Marc all made 
it up onstage with Bruno being 

welcomed to the sound of The 
Godfather. 

As he took to the stage he said: 
“It’s been an amazing year and 
we continue to expand our 
membership into the North. It’s 
an exciting time.” 

Hellen added: “In 2016 we plan 
to explore the Midlands, North 
East and the West to ensure 
their crème de la crème will join 56

As the most quintessential backdrop to the 
Christmas season, The Dorchester kicked 
off the festive season with the Fellowship 

Luncheon and Awards, in style. 

english
     delight
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our ranks and embrace our ethos. Our key 
goal is to nurture the next generation.”

Last year saw over 84 Fellowship events and 
The Luncheon and Awards was a fantastic 
celebration of a great year and a wonderful 
thank you to everyone involved.

For 2016 The Fellowship celebrates its 
70th anniversary with membership at the 
forefront of the plans for 2016.

salutation awards 

Estetica; Good Salon Guide; Hair Magazine; 
Hairdressers Journal; The Hairdresser 
Magazine, Professional Hairdresser; Salon 
Business; The Salon; Tribute
 

rolls of recognition 

Alice North; Alphonso Grose; Danny 
Eastwell; John Belfield; Julie Allen; Bernard 
Connolly; Kevin Day; Gareth Williams; Darren 
Ambrose; Phil Woods; Mark Moloney 

sassoon scholarship 

Emma Johnson, The Annexx 

the fellowship for 
british hairdressing 
luncheon & awards 
2015 

CHRISTOFER MANN STEP UP & SHINE 
Sophie Freegard, Tops Hair Salon and Beauty 

FELLOWSHIP INDIVIDUAL SALON OF THE YEAR 2016 
Carl McCaffery, Toni&Guy Canary Wharf 

FELLOWSHIP SALON GROUP OF THE YEAR 2016 
Francesco Group 

FELLOW WITH HONOURS 
Alphonso Grose 
Russell Barker 

FELLOWS WITH DISTINCTION 
Akin Konizi 
Clive Collins 
Paul Simbler 

COLOUR PROJECT STUDENT OF THE YEAR 
Jade Miles, KJM Salons 

UMBERTO GIANNINI PROJECT X STUDENT OF THE 
YEAR 2016 
Polly (Natalie) Parratt 

F.A.M.E. TEAM 2016 
Rosie Binns, Ethos Hairdressing; Zoe Williams, 
Ken Picton; Melissa Timperley, Sassoon; Jamie 
Benny, Rush 

TERRY CALVERT IMAGE OF THE YEAR 2016 
Brian Gallagher 

LIFETIME ACHIEVEMENT AWARD 
Charles Worthington MBE 

FELLOWSHIP HAIRDRESSER OF THE YEAR 
Andy Heasman 57
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Held at the esteemed Grosvenor Hotel, 
the British Hairdressing Awards finished 
the year off in style, strengthening the 
UK as the one to watch. 

Hosted by comedian David Walliams 
and Executive Director of Hairdressers 
Journal International, Jayne Lewis-Orr, 
the winners, including Darren Ambrose 
who won the ultimate accolade of 
British Hairdresser of the Year 2015, 
celebrated their success in style.

The Hall of Fame also welcomed three 
new members, Philip Bell, Bruno Marc 
Giamattei and Jamie Stevens, each 
having won their respective category 
three times. 

Setting the tone of the evening, David 
welcomed the guests before getting 
the highly anticipated awards ceremony 
underway. Once the nine regional 
winners were announced, the audience 
were treated to a capsule set from X 
Factor winner and chart-topping singer 
Ben Haenow. The specialist categories 
were then revealed prior to the catwalk 
shows from each of the seven British 
Hairdresser of the Year Nominees. 
Despite tough competition it was 
Darren Ambrose who stole the judges 
hearts. And then it was time to party.

Jayne said: “British hairdressing is 
regarded as the best in the world. 
We’re leaders in this international 
industry and the British Hairdressing 
Awards recognise this talent. Each 
year the creativity and passion put 
into the entries is outstanding and the 
atmosphere in the Great Room, and the 
spirit of this industry as a whole, comes 
together to produce a very special 
evening.”

british hairdressing 
awards roll call

REGIONAL CATEGORIES
EASTERN HAIRDRESSER OF THE YEAR  
Callum Standen-May, The Egg

LONDON HAIRDRESSER OF THE YEAR
Cos Sakkas, Toni&Guy

MIDLANDS HAIRDRESSER OF THE YEAR 
Shaun Hall, Mark Leeson

NORTH EASTERN HAIRDRESSER OF THE YEAR
Jill Watkins-Wright, Watkins-Wright 
Hairdressing

NORTHERN IRELAND HAIRDRESSER OF THE 
YEAR 
Julie Cherry and Collette Fitzpatrick, 
Shane Bennett Salon

NORTH WESTERN HAIRDRESSER OF THE 
YEAR 
Gary Taylor, Edward & Co.

SCOTTISH HAIRDRESSER OF THE YEAR 
Caroline Sanderson and Claire 
McIntyre, Ego Hair Design

SOUTHERN HAIRDRESSER OF THE YEAR 
Robert Masciave, Metropolis 
Hairdressing

WALES & SOUTH WEST HAIRDRESSER OF 
THE YEAR
Martin Crean, Mode
 

specialist categories

AFRO HAIRDRESSER OF THE YEAR 
Michelle Thompson, Francesco Group 
Advanced Academy

ARTISTIC TEAM OF THE YEAR
Shane Bennett Salon

AVANT GARDE HAIRDRESSER OF THE YEAR
Lucie Monbillard, seanhanna

MEN’S HAIRDRESSER OF THE YEAR
Marcus King, Hooker & Young

NEWCOMER OF THE YEAR 
Sophie Springett, Toni&Guy

SCHWARZKOPF PROFESSIONAL BRITISH 
COLOUR TECHNICIAN OF THE YEAR
Issie Churcher, HOB Salons

BRITISH HAIRDRESSER OF THE YEAR
Darren Ambrose, D&J Ambrose

Seeing in 2016 with a new title to their name are 
16 inspirational hairdressers with award-winning 

skills in cut, colour, avant garde…and more. 
We were there to see them bag their crowning 

glories at the British Hairdressing Awards, 
sponsored by Schwarzkopf Professional.

skills out
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Filling the need for a thorough styling 
course, the ghd graduate styling 
programme was launched last year 
releasing the first group of talented 
students on a path with unimaginable 
opportunities in 2016. 

Graduates invited their parents, 
friends and family to enjoy canapes 
and bubbly at a special and intimate 
graduation ceremony at the ghd 
academy on Dean Street in Soho.

A panel of four ghd pros including Zoe 
Irwin, ghd UK Brand Ambassador; Jo 
Robertson, Head of Global Education; 
Leighanne Regan, Session Stylist; 
and Sally Whitehead, ghd Educator, 
were there to discuss hairdressing 
opportunities, share their incredible 
stories and offer invaluable advice to 
the graduates.

Talking on the night Zoe said: “It’s 
been a dream of mine for years 
to run a ghd graduate styling 
programme and I’m so pleased for 
all the students, they’ve achieved 
an incredible level of styling. The 
next step for them now is to throw 
themselves into everything they 

do, don’t be afraid to try something 
different.” 

Modules on the course ranged from 
ghd basics and hairology with Anton 
Alexander to express styling with 
Leighanne, and from bridal styling 
with Sally Whitehead to fashion 
editorial with Zoe.

Jo added: “We’re absolutely thrilled 
to be graduating our first stylists 
from this course. We wanted the 
qualification to be a journey, it was 
important to us that it pushed the 
students intellectually so that it really 
meant something to graduate. The 
skills, knowledge and confidence 
that the graduates have accrued over 
the past year has been phenomenal 
and I can’t wait to see where their 
hairdressing journey takes them in 
the future.”
 
The 2015 ghd styling graduates 
are Chad Maxwell, Victoria Henn, 
Hannah Edmonds, Natalie Storey, 
Molly Reeves, Rhea Adams and Craig 
Jones.

The first ever graduates of the ghd academy 
passed out in front of friends, family and press, 

after an exhilarating learning experience.

graduation 
day
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Luxury haircare collection MarulaOil proudly 
sponsored the fourth annual Baby2Baby 
gala for a star-studded LA extravaganza.

oh baby

60
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Baby2Baby is an organisation dedicated to 
providing low income children with basic 
necessities such as nappies and clothes, 
and they’ve been hosting the gala to honour 
those who support their cause every year.

Jessica Alba, Drew Barrymore and Reese 
Witherspoon were among the A-listers who 
turned up to show their support for the 
event which raised over $2.1 million.

John Paul Mitchell Systems Vice Chairman 
and Director of Future Development 
Michaeline DeJoria were also among the 
supporters along with the evening’s guest 
of honour, Kerry Washington. She was given 
the Giving Tree Award for her work with 
Baby2Baby and shared a moving speech 
about the importance of giving back. 

MarualOil launches in the UK in March 
2016. A new brand from the creators of 
Paul Mitchell; this luxury haircare collection 
harnesses the power of rare, natural marula 
oil. Wild-harvested in Africa, the oil is cold-
pressed to preserve its superior quality and 
nutrients, with 50 percent more antioxidants 
than argan oil.
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JESSICA ALBA, Drew Barrymore 
and REESE WITHERSPOON were 

among the A-LISTERS who 
turned up to show their SUPPORT 
for the event which RAISED over 

$2.1 MILLION.
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Salon owners have a 

responsibility to be as 

eco-aware as possible, 

but where do you start 

on your quest to a 

more energy efficient, 

environmentally-friendly 

salon? We talk to three 

salons about how they 

made their salons greener.

eco on 
economy
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KARINE JACKSON, KARINE JACKSON 
HAIR & BEAUTY, LONDON
 
 
“We all have a responsibility to sustain our 
environment for the next generation,” says 
Karine Jackson, Owner of Karine Jackson Hair 
and Beauty, London. “You don’t have to become 
a complete eco-warrior but small changes are 
really important. 

“We use Organic Colour Systems. By using 
natural ingredients in colours it minimises the 
client’s exposure to potentially harmful toxins 
that can be present in a salon environment. 
Clients can also be assured that they haven’t 
been tested on animals; even the bottles are 
produced ethically using recycled plastic bottles!  

“We also use eco-friendly towels, which 
have reduced our electricity and water bills 
considerably. We use energy saving light bulbs 
and have cooling free flow windows so the 
salon is always at an even temperature.” 
 
The salon didn’t have a specified budget for 
the green changes made as Karine adds: “It’s 
happened organically for us over the last 10 
years – small changes regularly will help. We 
recycle everything we can and make sure we’re 
not mixing more colour than we need.”

And now, Karine believes some clients visit 
the salon specifically for the eco credentials. 

“Clients are really aware of the ingredients that 
are being used in their products. I think our other 
elements such as eco-friendly towels aren’t 
something that the clients are necessarily aware 
of, but it’s definitely something our staff benefit 
from.

“It’s definitely a lifestyle choice, but as more 
people become allergic to products, they’ll 
seek out alternative salons. We’re also seeing 
people are less tolerant to wasteage so expect 
change!”

TIPS

> Add in eco measures that look after 
themselves, for example, taps that use 
less water and motion sensor lights 
that turn themselves off. These are 
really easy changes that will also save 
you money.

> Are your products eco-friendly? Look 
at their carbon footprint – where are they 
made and delivered from? Also look at 
ingredients – what are you putting into the 
water system?

> Stop laundering towels, it’s a huge waste 
of energy. 

Easydry 
towels leave 
hair looking 

smooth, shiny 
and healthy.

Call 0845 300 7764 
now to find out 

what you’re missing

www.easydry.com

TIPS

> USE A LUXURIOUS DISPOSABLE 
BRAND LIKE EASYDRY, WHICH IS 

RECYCLABLE AND BIODEGRADABLE. 
EASYDRY ALSO USES 

ECO-FRIENDLY PROCESSES PROVIDING 
A SUSTAINABLE, CONVENIENT 

ALTERNATIVE 
TO COTTON TOWELS.
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Easydry 
towels leave 
hair looking 

smooth, shiny 
and healthy.

Call 0845 300 7764 
now to find out 

what you’re missing

www.easydry.com
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THE ORGANIC HAIR ANGELS, 
CHIPPING CAMPDEN

Charlotte Goulding, owner of Organic Hair 
Angels, was an organic hairdresser for 15 
years before making the move to open her 
own salon. Designing it to be as natural as 
possible, she thought of everything.

“The salon was designed as organic and 
we believe the environmental issues are 
associated with that. Although we feel the 
initial (client) attraction was organic hair 
colours and products, there is an expectation 
from clients that we carry the whole thing 
through,” Charlotte told us. 

“We’re all being driven to be conscious of 
environmental issues at home and our client’s 
love that we’re carrying this on through the 
salon. By supporting us, they feel they’re doing 
their bit towards environmental friendliness.”

For the comfort of her clients and effi ciency 
of her salon Charlotte felt the massage chair, 
styling and waiting area chairs had to be new 
purchases along with the computer and its 
systems, but all other furniture in the salon 
is made using recycled drawers, crates, 
wood and doors. These were picked up at 
local antique centres, recycling shops and 
secondhand shops. 

Charlotte is also big fan of up-cycling – reusing 
discarded items for a new purpose. In line 
with this the towel holders are made from 
old milk bottle crates and the backwash 
shampoos are housed in old baking tins.

Charlotte also selected a coffee machine and 
telephone, which both have energy saving 
modes and she uses energy saving light 
bulbs throughout. 

Salon towels are made from organic cotton 
and bamboo, which absorb more water 
than traditional towels and when it comes 
to laundering them, they don’t need fabric 
conditioner making another saving.

“Our carrier bags are paper and can be reused 
or put into recycling. All cleaning products are 
as environmentally-friendly as they can be and 
the windows and mirrors are cleaned using 
vinegar,” adds Charlotte. “We also use the 
coffee grounds from the machine as fertiliser 
on the salon herb garden. Hair clippings are 
passed on to local farmers or allotment holders 
to keep animals from ruining the crops too.”

It doesn’t end there as Caroline sees the 
future as becoming even greener: “We’re 
constantly researching into all things 
eco-friendly.”

TIPS

> Recycle what you can. 

> Low energy bulbs, a water meter and 
equipment that has energy saving modes 
may seem costly initially but in the long run, 
you’ll make savings. 

> Save on salon furniture by sourcing 
recycled items. 

> Put your price list in brochure form on your 
website so you don’t have to print as many.
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ANDERSON’S HAIR, GLASGOW

“Being eco-friendly is a way of life within our 
salon” says Keith Anderson of Anderson’s 
Hair, Glasgow, who was Salon BUsiness 
Awards Green Salon of the Year 2015. 
“Sustainable beauty is something that 
we believe in. I believe that the whole 
industry should take responsibility of 
ownership of looking after the environment.” 

The hairdressing sections are handmade 
from reclaimed wooden floorboards, while 
the retail area features up-cycled wooden 
cable drums, which are used as a retail 
sensory display area, ideal for interactivity. 
Even the reception area is made from 
recycled wooden pallets as was the coffee 
bar guest waiting area. “It was important that 
we didn’t go and use new materials when 
we could reuse existing ones.

“As we’re a new salon, all the staff started 
their journey with us at the same time and 
everyone’s been trained from the start about 
why and how we do this,” Keith explains. 
“Sticking to our budget was key and by using 
recycled materials this allowed us to come 
in under budget. I designed the interior of 
the salon to maximise the natural light and 
designing the interior around the windows 
has allowed me to keep five of the six large 
floor to ceiling windows.”

Like the other salons, Anderson’s places 
emphasis on the use of recycled, reclaimed 
materials. “Many items were sourced 
locally,” Keith recalls. “We’ve found the 
many green choices have had a positive 
impact not only for the environment but 
also for the salon. This not only helps lower 
our carbon footprint but also allows our 
assistants to spend more time looking after 
our guests rather than washing towels.”

TIPS

> BE CREATIVE WITH THE 
MATERIALS AND CHOICES 
FOR YOUR SALON – NOT 

EVERYTHING NEEDS 
TO BE BOUGHT FROM 

MAINSTREAM STORES.
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+doctorhair

EVERY ISSUE WE’LL BE VISITING 
A DIFFERENT HAIR PROBLEM AND 

SPEAKING TO THE EXPERTS TO FIND OUT 
HOW TO RESOLVE IT. KICKING OFF IS THE 
ONE THAT’S BEEN A HUGE FOCUS OVER 

RECENT YEARS: THINNING HAIR.  
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GETTING STARTED

Thinning hair is a very difficult subject 
to approach, especially if the client in 
question is new and you’re unaware 
of the history. But, as Anabel Kingsley, 
Trichologist and Hair Care Expert at 
Philip Kingsley explains, it’s essential 
it’s addressed as soon as possible as 
the longer the loss or thinning goes on, 
the longer it will take to correct.

“The best way to discuss this would be 
to first ask the client if they’ve noticed 
any changes with their hair, whether it 
be condition or density,” says Victoria 
Lynch, qualified Trichologist and founder 
of Additional Lengths. 

This question should be standard in 
a thorough consultation, for clients 
new and old. Owner of KAM Hair in 
Inverness and Ambassador for Matrix 
Biolage Full Density, Karen Thompson 
says: “We always have a consultation 
where we sit with our client, no gown 
on and not talking through the mirror, 
but to each other, after all that’s all a 
consultation is, a really good in-depth 
conversation.”

For those clients resistant to talking 
about it, there are some techniques to 
encourage them to open up as Anabel 
adds: “You can use a volumising 
product as part of your client’s blowdry. 
This is the perfect way for you to 
introduce the subject of root volume, 
body and hair density, which in turn can 
prompt them to open up about their 
hair thinning. 

“If you’re cutting their hair and 
discussing styles, you could also 
open the avenue for conversation 
by suggesting a blunter finish to add 
more density to their ends. Once a 
conversation has been started, you can 
gently suggest targeted products that 
have long-term benefits to the hair and 
scalp.” 

READ THE SIGNS

“From the onset of any conversation 
that involves the discussion of their 
thinning hair, you need to observe the 
body language and verbal contact they 
show,” explains Victoria. “This will give 
you an indication if they’re comfortable 
in discussing this further with you so 
you can offer professional advice.”

If you don’t think they’re ready it’s best 
not to push it. “If you wait until your 
client feels a little more comfortable 

in discussing this with you, in most 
cases, once they accept and recognise 
they have a issue that they may need 
help with, they will openly ask for your 
help,” adds Victoria.

It’s important to understand that in 99 
percent of cases, hair loss issues affect 
the client’s confidence so a gentle 
approach is essential. “When talking 
about it, its important that your tone 
of voice reflects kindness. Speak soft 
and slow and in a compassionate way,” 
says Vicky.

For this reason, any conversation like 
this should also be done in private, and 
never in front of other clients.
 

FINDING THE CAUSE

Hair thinning and loss can have so 
many triggers from stress and diet, to 
postnatal shedding – to name a few, so 
once establishing there’s a problem you 
need to find the reason.

“Each type of hair loss has a general 
root cause and this is how specialists 
distinguish between and diagnose those 
with issues,” says Victoria. 

Questions about when the problem 

started, where it is concentrated, in-
line with some key questions about 
their lifestyle, could lead to an obvious 
cause, however it may still be worth 
referring them to a specialist for further 
tests.

In the meantime there are still products 
and treatments you can recommend to 
help.

WHAT YOU CAN DO

If you don’t have an in-house 
Trichologist, it’s a good idea to get 
informed about local companies that do. 
Once you know the cause you can then 
diagnose specialist treatments and help 
with instant effects. 

To date their are a number of systems 
available to help with thinning hair, 
but they vary depending on the type, 
severity and area that the hair loss has 
occurred.

These systems range from synthetic 
fibres, which give the appearance of 
thicker root areas and camouflage the 
thinning hair at the root, to injection 
skin bases that are adhered to areas 
with no hair whatsoever and give the 
appearance hair is growing from the 
root. “These systems blend perfectly 
when done professionally with the hair 
they do have,” says Victoria.  

One thing you should make clear to 
your client is that any hair loss will 
not simply be fixed by the application 
of cosmetic products as Anabel 
says: “While these will help with 
the immediate appearance of body, 
they don’t offer a long-term solution. 
Products must also be used that 
address underlying factors as well. 

“Understand the products you’re 
selling, and be prepared for any 
questions your client has. It’s also vital 
to understand that treatment will take 
time. Be honest with your client about 
this, and realistic about the results they 
can expect to see.”

With the emergence of specialised 
thinning hair product ranges over 
recent years, there has never been a 
better time to boost your knowledge.

+ “If you’re 
cutting their 

hair and discussing 
styles, you could also 
open the avenue 
for conversation by 
suggesting a blunter 
finish to add more 
density to their ends. 
Once a conversation 
has been started, you 
can gently suggest 
targeted products 
that have long-term 
benefits to the hair 
and scalp.”

+
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AS ONE OF THE MOST SOUGHT-AFTER, INFLUENTIAL 
COLOUR EXPERTS IN THE HAIRDRESSING INDUSTRY 

TODAY, IT’S FAIR TO SAY CHRISTEL LUNDQVIST 
HAS HAD A COLOURFUL CAREER – WITH MORE TO 
COME. THIS YEAR SEES THE LAUNCH OF HER VERY 

OWN SALON STIL – LINKING BACK TO HER SWEDISH 
ROOTS AS THE DIRECT TRANSLATION FOR STYLE. 
BRINGING SCANDINAVIAN CHIC TO NOTTING HILL 

VILLAGE, STIL WILL SPECIALISE IN HIGH END COLOUR 
SERVICES, WHILE CHRISTEL WILL BE SHARING HER 
TIME WITH HER ROLE AS TIGI’S GLOBAL CREATIVE 
DIRECTOR. IS THERE NOTHING SHE CANNOT DO?

shoesin her 
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WHAT EXCITES YOU MOST ABOUT 
HAIRDRESSING?
Hairdressing is ever-changing and 
allows you to constantly take a new 
creative path. Everyday offers a 
different challenge and pushes you to 
rethink what you do. I love art and this 
is the nearest thing I can do to being 
an artist.

WHAT’S YOUR PB COLLECTION?
Every new collection excites me. 
It’s really hard to choose a personal 
favourite over the years, but I love 
the 2016 TIGI collection [shown on 
these pages]. It’s so TIGI, but it’s also 
commercial and ‘edgy’ and has an 
editorial linked, which is very connected 
to fashion – and that’s something that I 
really love.

YOU’RE OPENING YOUR FIRST SALON, STIL, 
IN NOTTING HILL VILLAGE LATER THIS YEAR. 
WHAT MADE YOU CHOOSE THAT AREA? 
The Notting Hill area has changed 
greatly in the last few years and has 
become increasingly fashionable. I saw 
the area as a perfect opportunity to 
appeal to a fashionable clientele.

TELL US MORE.
My vision took me right back to my 
Scandinavian roots, inspired by the 
pallid colour palette so prevalent in 
Swedish interior design. I wanted to 
create a minimal space alluding to 
Scandinavian Chic, with an overall 
feeling of warmth that invites STIL 
clients to enjoy a relaxing and enjoyable 
salon experience. Focusing on colour-
specialist services, the holistic space 
provides fashion expertise, personal 
styling and finishing and tailormade 
services for every client.

“MY VISION TOOK ME RIGHT BACK TO MY 
SCANDINAVIAN ROOTS, INSPIRED BY THE PALLID 

COLOUR PALETTE SO PREVALENT IN SWEDISH 
INTERIOR DESIGN. I WANTED TO CREATE A 

MINIMAL SPACE ALLUDING TO SCANDINAVIAN 
CHIC, WITH AN OVERALL FEELING OF WARMTH 

THAT INVITES STIL CLIENTS TO ENJOY A RELAXING 
AND ENJOYABLE SALON EXPERIENCE. FOCUSING 

ON COLOUR-SPECIALIST SERVICES, THE HOLISTIC 
SPACE PROVIDES FASHION EXPERTISE, PERSONAL 

STYLING AND FINISHING AND TAILORMADE 
SERVICES FOR EVERY CLIENT.”

HAVE YOU SELECTED YOUR STAFF?
The STIL Team was handpicked. 
Each team member has a wealth 
of knowledge with a totally unique 
personal approach and style, delivering 
the very best in hairdressing, to 
give every client an exclusive and 
exceptional experience. Taking 
inspiration from the world of fashion 
and design, all STIL team members are 
trained the STIL way in colour, cutting 
and styling.

HAVE YOU ALWAYS WANTED TO OPEN YOUR 
OWN SALON?
I suppose it’s always been in the back 
of my mind but I wanted to achieve 
other things first. I’ve had some great 
experiences and have travelled the 
world. Owning my own salon takes 
me into a new place, but being able 
to retain my position as TIGI Global 
Creative Director will keep me close to 
new colour developments and provide 
me with ongoing creative opportunities. 
It’s an exciting time.

WHAT HAS MOST SURPRISED YOU ABOUT 
THE PROCESS SO FAR?
I’ve had some great support from lots 
of people and I’ve been amazed how 
many people within hairdressing have 
wished me luck. When I announced 
the opening on social media, it all went 
crazy. I was very touched.

IS THERE A PHRASE OR SENTENCE THAT 
SOMEONE SAID TO YOU ONCE THAT HAS 
STUCK WITH YOU? 
I was told from an early age never to 
compromise on my standards and 
during this crucial time, while I’m 
building my own brand and salon, I’m 
facing this everyday. So, it will have 
to be “never to compromise on your 
standards”.

TELL US ABOUT YOUR PROUDEST MOMENT.
When I won British Colourist of the 
Year for the third time in the British 
Hairdressing Awards and then went 
into the Hall of Fame, I was incredibly 
proud. It’s got to be won of the best 
moments of my career.

WHERE DO YOU SEE THE STIL BRAND TAKING 
YOU?
It’s early days, but I hope STIL will be 
respected for colour excellence and 
creative hairdressing and the provision 
of a first class service.

YOU’VE HAD DIVERSE EXPERIENCES WITHIN 
HAIRDRESSING FROM WORKING FOR SOME 
OF THE BIGGEST NAMES IN HAIRDRESSING. 
IF YOU COULD SUM UP YOUR CAREER SO FAR 
IN ONE SENTENCE, WHAT WOULD IT BE?
An amazing journey of colourful 
creativity.
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Craig Chapman Hair 

Design has revamped 

its interior, proving 

that you don’t need 

to break the bank to 

create a salon with the 

wow factor.

magicsplash ofsplash ofsplash ofmagicsplash ofmagicmagicsplash ofmagic
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Nestled on a quiet 
residential street within the 
busy town of Launceston, 
Cornwall, the salon is 
super stylish and boutique 
and everything for the 
revamp needed to reflect 
that. Still, with crisp, white 
walls and dark wood 
flooring, there were few 
other restrictions. 

Four years ago Craig Chapman made the 
decision to downsize his Cornish salon to 
free up his time toe expand his portfolio. 

“I was working away so much that I wanted 
a salon that was more manageable to enable 
me to explore other avenues in our industry,” 
explains the renowned salon owner. “But 
with getting our new premises really quickly 
and having little time to fit out, it ended 
up looking very clinical and actually a little 
soulless!”

Not quite as bad as Craig makes it sound, he 
decided to give it a little refresh and inject the 
personality he didn’t feel he’d had a chance 
to do first time around. 

He wasn’t looking to spend a fortune doing it 
though so he got inventive…

“Thinking about time, budget and what look 
we wanted, the decision was made to go for 
a more homey, eclectic feel that would work 
by just adding to the existing salon,” he says. 
“Nothing we purchased for the salon was 
new. Thrift shops, secondhand future shops 
and charity shops totally came into play and 
up-cycling was the best fun.”

Nestled on a quiet residential street within 
the busy town of Launceston, Cornwall, 
the salon is super stylish and boutique 
and everything for the revamp needed to 
reflect that. Still, with crisp, white walls and 
dark wood flooring, there were few other 
restrictions. 

Some of the new additions included Victorian 
wash stands, twenties iron cinema seats 
and picture frames from eBay [the most 
expensive being £3.11]. The creativity didn’t 
end with where the new items were sourced 
as Craig says: “Some of the picture frames 
were sprayed in a car workshop. We used 
books I already had to make wall art, and a 
very understanding painter and decorator to 
bring it all together.”
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It took them three months working evenings and 
weekends sporadically and they spent a total of 
£5,000, which included a complete shop front and 
internal paint, tiling, upholstery, the reception desk 
wallpaper which came from MrPerswall.com and all 
labour costs.  

“Going for an eclectic look did seem a bit daunting 
to start with, but searching for interesting pieces 
became an obsession and honestly, if you take that 
time it’s amazing what you can find right on your 
doorstep,” says Craig. 

“Now the salon has a more welcoming and warm 
feel, clients and staff alike love it and we now have an 
image nobody else in our area has. I never thought I 
would be able to do it for that kind of money. Thanks 
Mum – top wallpaper-er!

“The most fun thing I did was to paint a chalkboard on 
the staircase wall and called it our Freedom Board. Its 
free for staff or clients to write their favourite quotes 
on…censored of course! But I love to see individuals’ 
wit and love hearing the laughter as people walk up 
and down the stairs.”

Is he a budding interior designer now? “No,” he says, 
adding “Imagination is all you need!”

InteriorsJanFeb.indd   77 10/01/2016   19:39



Energise and thicken thin, weak 
and damaged hair with organic 
ingredients using milk_shake’s 
Energizing hair care system, 
featuring organic botanical extract-
based treatments and essential 
oils to enhance hair growth. The 
Energizing range is also designed to 
stimulate the scalp, hair and body.
RRP from £14.99
Info: milkshakehaircare.co.uk

SENSITIVE TOUCH

Introducing Matrix Biolage 
Full Density, a haircare 
regime that can densify the 
look of your client’s hair 
and help them to regain 
confidence. This instantly 
effective, targeted haircare 
regime works by thickening 
the diameter of individual 
hairs by up to 9 percent by 
plumping each strand on the 
surface. 
RRP from £10.99
Info: Matrixhaircare.co.uk

natural
energy

densify

La Biosthetique Formule Laque 
Fine is a hairspray for body, 

volume and weightless hold. 
The formulation is developed for 
fi ne hair and fi xes style without 
weighing it down or making it 
sticky. It can even be brushed 

out without residue or damage to 
sensitive fi ne hair.

RRP: £16.75
INFO: BIOSTHETIQUE.CO.UK78

overhaul?

Is it time to spring 
clean your kit bag? 
2016 has a feast of new 
products to satisfy 
your indulgent urges. 

kit
COLOUR ESSENTIAL

Kebelo BONDAGE Weekly Colour Masque is 
fast becoming an essential product in the 

haircare regime of anyone with colour-
treated hair. This unique strengthening 
treatment, used once a week at home, 

delivers an instant injection of strength to 
the bonds within colour-treated hair, leaving 

it visibly stronger, healthier and repaired. 
RRP: £16.95  INFO: KEBELO.COM

Introducing Matrix Biolage 
Full Density, a haircare 
regime that can densify the 
look of your client’s hair 
and help them to regain 
confidence. This instantly 
effective, targeted haircare 
regime works by thickening 
the diameter of individual 
hairs by up to 9 percent by 
plumping each strand on the 

Info: Matrixhaircare.co.uk

densify

overhaul?
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BEARDYMAN

AIM HIGH

JANUARY DETOX

WELL GROOMED

Keep every clients’ beard clean 
and perfectly groomed with Kent 
Brushes’ modern version of the 
Beard Brush. With a beech wood 
handle angled away from the face 
for comfortable uninterrupted 
styling and natural bristles cut into 
an ergonomic wedge to improve 
grooming performance, the brush 
will glide through beards to 
rearrange, neaten and clean.
RRP: £20
Info: kentbrushes.com

Make your salon pop with the über extravagant Legacy 
95 from Takara Belmont. Superseding the Legacy 90, it 
will mark the company’s 95th anniversary, and feature 
a number of refi nements including a stylish new grille 
and refi ned footrest to make the chair customisable 
with or without a heel rest. Prices from £2,995 plus 
VAT  Info: takarahairdressing.co.uk

DETOX by I.C.O.N. is a hair detoxifying 
system containing three prescriptive products,  

scientifi cally designed to stimulate the scalp and 
promote healthy hair growth from the inside out. 

RRP: £45
INFO: ICON-CONCEPT.CO.UK

79

Resistant to humidity and heat, 
Skyscraper Extra from Fudge 

Professional sails through even the 
sultriest days. An extra fi rm, fi ne and 

dry mist hairspray, it’s adept at fi ghting 
frizz, while holding styles for as long as 

you need. A delicious apple coconut 
scent ensures your clients’ hair is 

unforgettable.
RRP: £9.95

INFO: FUDGEPROFESSIONAL.COM 

The innovative Curl Control Mousse 
formulation coats curls and waves 
without stickiness. It also features 

the conditioning properties of a 
moisturising gel leaving hair naturally 
fl exible with sensational, long-lasting 
springiness, thanks to Curl Memory 

Function.
RRP: £21.75

 INFO: BIOSTHETIQUE.CO.UK

the legacy
Packed with peppermint oil for 

healthy hair growth, organic 
rosehip oil to hydrate, organic 

avocado oil to strengthen, 
coconut oil to protect and argan 
oil to smooth, Peppermint Beard 
Remedy by Alchemy Oils allows 

your clients to nurture their 
beards and skin in one hit. 

RRP: £21
INFO: ALCHEMYOILS.CO.UK

 INFO: BIOSTHETIQUE.CO.UKm
em

ory
curl

ProductsJanFeb.indd   79 09/01/2016   11:33



perfection

prescribed
opulence

Gold Class has released its 
first haircare wet product. Cue 
pH Balancer – a hero product 
for all hair extension wearers 
to offer protection against the 

environment and act as a 
deep conditioning treatment.  

RRP: £12
INFO: GOLDCLASSHAIR.COM

The professional 2000W 
Advanced magnesium hair 

dryer with powerful AC motor 
ensures hair’s natural moisture 

balance is maintained while 
also making it healthier and 
glossier. The double ioniser 
function and gentle infrared 

heat, reduce frizzing and 
produce a soft, silky result. 
In combination with the ion 
generator, the magnesium 

injected nozzles and diffuser 
ensure fast and efficient 

brushing.
RRP: £69.99

INFO: SALON-SERVICES.COM

Allilon Education has launched 
its own branded range of quality 
styling tools, curating a kit that 
ensures the tools used at its 

academy are of the same high 
standard as those utilised in-salon. 

The kit includes two pairs of 
Allilon-branded scissors, a branded 

Denman Paddle Brush and 
ceramic Vess brush.

RRP VARIES
INFO: ALLILONEDUCATION.COM

Combining pure luxury with ultimate 
results, Neal & Wolf HARMONY 
Shampoo marries opulence and science, 
resulting in an essential styling product 
that gives you an extravagant experience 
every day. It’s also sulfate, paraben, DEA, 
TEA and cruelty free.
RRP: £14.50
Info: nealandwolf.com

Three years have gone into 
the Your Hair Assistant line of 
products from Davines. The aim? 
To achieve the perfect blowdry. 
The final range includes seven 
products and one tool that work 
together to do just that.
RRP from £18.90
Info: davines.com

GO NUDE

STYLER

BLOW OUT

RESTORE & PROTECT
Schwarzkopf Professional Igora 
Royal has gone nude with six 

beautiful beige shades your clients 
will love. With all the same benefits 
as the original Igora Royal line but 
with minimalistic, powdery tone 

directions covering levels four to 12 
– it’s a no brainer. 

PRICE: £8.50
INFO: SCHWARZKOPFPRO.COM
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j’adore
There was a moment when shine wasn’t on everyone’s agenda, when 

matte texture took centre stage. And while there is a time and place for 

it, us personally? We can never get enough shine. Hence our crush with 

Aveda Brilliant Spray-On Shine. 

As winter starts to take hold, hair starts to show 
signs of the battering it’s receiving; frizz starts to 
rear its ugly head, split ends giveway to fl yaways 
above your ears and a rusty old teapot has more 
luminescence than your hair. The answer? Aveda 
Brilliant Spray-On Shine.

This fi nishing hero product can be misted over any 
hairstyle to add luminous shine and help eliminate 
frizz and fl yaways – ensuring hair looks salon fresh 
at the push of a spritz. Brilliant Spray-on Shine uses 
plant-derived emollients to help add instant shine 
so it doesn’t feel like you’re layering your hair. 

It’s not pretending either, it’s doing as much good 
as it looks like, injecting long-lasting moisture, as 
well as containing Vitamin E and Pro-vitamin B that 
help to hydrate.  

To get even better results, Aveda Master Creative 
Director Michael Lendon, says: “To maximise 
on shine and minimise weighing down the hair, 
spray the product onto an Aveda Paddle Brush 
rather than directly onto the hair, and lightly brush 
through.”

IT SAYS IT IN THE NAME AND WE CAN’T DENY IT. PURE 
BRILLIANCE. 
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TIMELESS
THIS COLLECTION EMBODIES THE SPIRIT OF 

INDIVIDUALITY, IDENTITY AND FREEDOM.
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HAIR: LEIGHANNE REGAN FOR INDY HAIR
MAKEUP: SOPHIE COX 
STYLING: JOANNE MULCARE
PHOTOGRAPHY: RICHARD MILES
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black
white

meets
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IF YOU STARE AT 
THIS COLLECTION 

FOR LONG ENOUGH IT 
WILL DRAW YOU IN. 

CAPTURED FOREVER. 
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HAIR: KAYLEIGH DEVRIES 
PHOTOGRAPHY: BARRY JEFFERY
STYLING: KATE JEFFERY
MAKEUP: ELIZABETH RITA
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CREATIV
THE MARC ANTONI ART TEAM EXPLORED INTRICATE 
STYLING WITH CREATIVE COLOUR CREATIONS FOR 

MIND-BOGGLING RESULTS.
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