
July/Aug 2015 £5.95

C O L L E C T I O N

w
w

w
.m

al
et

ti.
it 

| 
in

fo
@

m
al

et
ti.

it 
   

   
   

   
   

   
   

   
   

   
  S

al
on

e 
G

ia
nn

i M
ar

co
n 

| 
Se

re
gn

o

Maletti UK | +44 (0) 747 217 6033 | +44 (0) 772 073 6360 | www.maletti.co.uk | info@maletti.co.uk | 

HairdrJurna_july205X275.indd   1 01/07/15   10:28 CommentJuly.indd   9 20/07/2015   23:52



CommentJuly.indd   10 20/07/2015   23:52



GalleryCoalesce.indd   97 15/07/2015   22:57



THE METAMORPHIK
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WHAT’S NEXT

NEW

ERUPTEK 
EXPLOSIVE TEXTURE, 
EXPANSIVE VOLUME. 

RESINTEK 
HOLDABLE, RE-MOULDABLE 
HYPER SHINE.
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editor’sWORDS
This month we’re buzzing from the success of only the second ever Salon Business Awards. 
This year’s Champagne Soiree was held on The Yacht in London, with fun being number one 
on the agenda. And in the name of fun we had a Magic Circle magician, a saxophonist come 

DJ, a photo booth, Twitter competition and more.

Reinventing the way awards are 
presented, there was no formal sit 
down dinner [although there was food 
of course, and good food at that]. 
Networking time was plentiful, as 
was the champagne and music. 

The setting of a boat moored at 
Temple Pier in London created even 
more of a buzz and we’re pleased 
to say the entire day was a huge 
success. 

The awards themselves presented 
more challenges as the examples of 
business models we were sent were 
strong and innovative; revamped 
salons were breathtaking and Green 

Salon fi nalists were inspiring. If we 
could have awarded every fi nalist fi rst 
place, we would have done. 

If you didn’t win, or you didn’t even 
enter, don’t worry. You have around 9 
months of Salon Business features to 
get your  business in top top shape, 
starting with this issue. 

We’ve spoken to the salon design 
experts to fi nd out what the trends 
are, how you can make your salon 
stand out and how to ensure your 
salon refurb runs as smoothly as 
possible. 

We’ve also spoken to some of the 

industry’s colour elite to fi nd out how 
colour has evolved, the technologies 
that are available to you now and give 
you an insight into what may evolve 
in the future. 

If you only have fi ve minutes to 
spare, head to our got fi ve section 
and brush up your retail, reignite your 
recruitment method or get in with the 
locals.
 
‘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 

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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BREAKING 
NEWS

June wouldn’t be the same without the 
Hair Council afternoon tea on the Terrace 
event at the House of Commons. All Hair Council 
registered hairdressers and barbers are given the 
opportunity to apply for tickets to this prestigious 
and important event.  

They joined celebrities, press, manufacturers and 
other industry members to support and lobby for 
registration. Daniel Galvin OBE, Andrew Barton, 
Jack Howard, Sophia Hilton, Lino Carbosiero 
MBE [the Prime Minister’s hairdresser] and many 
others were there to support the cause.  

In a packed room, Rt Hon David Hanson MP 
called on everyone to write or talk to their 
local MPs about registration. His speech was 
motivational and full of great advice for his 
audience. Daniel Galvin called on all those in the 
industry to help make registration a reality and 
spoke of his un-wavering passion for hairdressing.  

Together we can do it.

UK stylists joined salon teams from 
Spain, Portugal, Italy and beyond at a 
luxury Spanish spa hotel, Barceló Punta 
Umbría Beach Resort for milk_shake’s 
annual conference.

The two day event saw team members 
relax by the beach between sumptuous 
breakfasts, lunches and dinners, a Look 
and Learn event and an impressive stage 
show. Milk_shake also launched its new 
Sweet Camomile range to the delegates, 
launching in the UK this month.

Taking to the stage for the UK Art Team 
were BHA fi nalist David Baker from 
The Vault, Women’s Stylist of the Year 
Shelley Pengilly from Shelley’s Salon and 
Education Director Josie Deex. 

The show included an underwater 
catwalk with models appearing to glide 
across the surface in an impressive 
fi nale.

Xavier Berrell, General Manager of Red 
Hot Products [exclusive UK distributor] 
said: “We were thrilled to host so many 
hairdressers at such a beautiful resort 
and to hear so much positive feedback 
about the products. The UK Artistic Team 

put on a fantastic show and 
we’re looking forward to 

doing it all again next 
year.”

espana

June wouldn’t be the same without the 
Hair Council afternoon tea on the Terrace 
event at the House of Commons. All Hair Council 

we’re looking forward to 
doing it all again next 

year.”

We were THRILLED 
to host so many 

HAIRDRESSERS at 
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so much POSITIVE 

FEEDBACK about the 
PRODUCTS.time for tea

*Based on charging minimum £5-£10 more per Colour service. Based on 50% or more of customers using this service. Specific business case over 6 week period. For specific details on the 
business uplift for your salon please talk to your Wella Account Manager

COLOUR

For more information, contact your Wella Professionals Account Manager or call 01202 595700

Bespoke business consultation from our experts on the best way to grow your colour business

Wella‘s most superior hair colour products enabling you to craft exquisite colour results for your clients

Exclusive access to Wella‘s Couture Colour education programme 

GROW YOUR 

COLOUR 
BUSINESS
UP TO 10% 

•

•

•

*
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Revlon Professional has appointed Nick Riley as 
National Education Manager for the UK & Ireland 
and Karen Thomas as Technical Brand Educator for 
the UK & Ireland.

Nick will oversee the structure of the education 
department, implement a new curriculum across 
all brands and develop courses that will support the 
network of Revlon salons that will help to grow their 
business and develop the skills of the salon teams.

Karen will head up a team of Consultant Educators 
for the UK and Ireland, devising local, regional and 
national seminars as well as implementing bespoke 
education for Club Revlon salons.

xposure

new members

The Wella Professionals Xposure 2015 
winners were announced at the Wella World 
Studio London after a nationwide search.

From the photographic entries, 80 students 
were chosen to go through to one of the 
four Regional Heats with the top fi ve from 
each region heading to the National Final. 

The fi nal 20 students arrived at the Wella 
World Studio London ready to compete in 
the national fi nal, tasked with styling and 
creating a fi nished look. They were judged 
by some of the industries most respected 
names including Adam Harris from MG 
Hairdressing and Clinton James from Clinton 
James Salon. 

THE WINNERS WERE:
GOLD XPOSURE WINNER: DANIELLE COOPER, JET 
HAIRDRESSING ACADEMY
SILVER XPOSURE WINNER: GEMMA JACKSON, 
SCISSORS POOLE
BRONZE XPOSURE WINNER: SHANNON DEVENNEY, 
SOUTH LANARKSHIRE COLLEGE

The top three winners receive an impressive 
package including £1,000 of Wella 
Education, a tool kit to the value of £500 
and a chance to shadow a hairdressing icon 
backstage at the Wella TrendVision Award 
UK & Ireland Final 2016 for the gold winner.

For more information on taking part in 
Xposure 2017 call the Wella Events 
Hotline on 0845 6018 128 or 
email: wellaevents.im@pg.com

The top THREE 
WINNERS receive 
an IMPRESSIVE 

package including 
£1,000 of WELLA 

EDUCATION,

Introducing six new fashion 
shades developed by the  
TIGI Creative Team.
Golden blonde and copper 
brunette tones give hair a 
beautiful ‘sun kissed’ lustre.
Formulated to be used  
alone or intermixed they  
allow stylists to create the 
ultimate shades.
So now your clients can 
achieve their dream of 
having sun-kissed, summery 
hair all year round!  TIGIPROFESSIONAL

 TIGICREATIVES

Invent it.  
Own it.
Kiss it.
For more creative inspiration 
and to become a TIGI 
copyright©olour stockist visit: 
www.tigicopyrightcolour.com
UK: 0844 8440 944 
IRE: 01890 812022

Kiss it!
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fashion first

are you alternative 
enough?

market right

BREAKING 
NEWS

Schwarzkopf Professional’s young and talented 
hairdressers joined the hustle and bustle of backstage 
life again to style the models for fashion students at the 
Middlesex University’s end of year fashion show. 

They were asked to style 24 models’ hair for 19 of 
Middlesex University’s creative and artistic fashion 
students. Having worked previously with the university 
to style and shoot their Look book, the Schwarzkopf 
Professional teams are familiar with the styling and 
creativity of the fashion students. The models were 
dressed in a range of outfi ts from ball gowns to fur 
and oxygen masks and the hair was a square low box 
pony with a deep set parting and loose texture at 
the front.

Mentors and Schwarzkopf Professional 
Technical Advisors Catherine Adams 
and Jamie Farrar were extremely 
impressed with the team’s work. 
Catherine said: “They all worked 
fantastically together and the morale 
backstage was so positive. The 
prep was on a very tight deadline 
but continued to show great 
professionalism.” 

Great Lengths is delighted to reveal GL Studio; 
a brand new customisable marketing service, 
available exclusively to Great Lengths certifi ed 
salons and stylists, and free until September 1, 
2015.

The GL Studio is a brand new service that gives 
Great Lengths certifi ed salons and stylists the option 
to tailor professionally designed marketing materials 
to include their branding.

GL Studio templates include invitations, fl yers and 
roller banners, all created by Great Lengths’ expert 
design team, with editable fi elds where specifi c 
branding and information can be featured. 

The process is simple: pick your template and then 
customise the various areas. The design is then 
created and saved as a high-resolution PDF fi le, 
ready for you to pass on to your local printers. 

Carol Leo, Managing Director for Great Lengths UK 
& Ireland said: “We’re delighted to offer this brand 
new, entirely unique service. GL Studio will ensure 
that all our salons and stylists have access to the 
marketing support resources they require to help 
take their business to the next level.”

12

This year’s Alternative Hair Show Aurora is bringing a 
brilliance and radiance to London’s Royal Albert Hall. 
From the blaze of creativity of the global hair teams’ 
presentations, to the splendor of effects, costumes, 
makeup and hair, the 33rd Alternative Hair Show sees 
the dawning of a visual explosion.

The Alternative Hair Show is an enduring charity 
event receiving incredible support, from the 
wonderful hair teams self-funding their shows, to the 
charity sponsors including international trade media 
and of course the 5,000 strong audience.

Inspired by Anthony Mascolo’s desire to fi nd 
new talent, the Visionary Award Show presents 
the fi nalists of the International Visionary Award 
photographic competition. This year the addition of 
Men’s category, as well as Cut & Colour and Avant 
Garde, will provide men’s specifi c imagery to be 
included in the judging process.  

Finalists will present on October 11 at the show, 
while models will be judged by top hairdressers and 
journalists and the winners will be announced at the 
end of the show.

Alternative Hair is more than a charity event, more 
than a hair show. It’s an event close to the heart of 
many people within the hairdressing profession: 
inspiring, enthralling and entertaining; a not to be 
missed event on the hairdressing calendar.

To enter, visit alternativehair.org

and oxygen masks and the hair was a square low box 
pony with a deep set parting and loose texture at 

ALTERNATIVE HAIR 
is more than a charity 

event, more than a HAIR 
SHOW. It’s an EVENT 
close to the heart of 
many people within 
the HAIRDRESSING 

PROFESSION

www.paul-mitchell.co.uk.

35 years ago, two friends, Paul Mitchell and John Paul DeJoria,  
were inspired to start a company that would support the success  
of hairdressers and provide luxury hair care at an affordable price.

35 years later that vision remains the same, as one of the only  
privately owned beauty companies in the world.

To find out what a trusted brand like Paul Mitchell® could do for  
your business, call the team on 0845 659 0011 

www.paul-mitchell.co.uk

Established 1980

l Truly Professional

l Cruelty Free

l Affordable Luxury

Find us on   and    at Paul Mitchell UK

#IHEARTPM
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hollywood glamoura day’s work
Los Angeles – the creative capital 
of the world – will play host to the 
annual Davines World Wide Hair Tour 
in January.

Taking place at the iconic Orpheum 
Theatre, it promises a mix of 
creativity, education and innovation for 
the most inventive professionals and 
hair afi cionados in the business.

The much anticipated event is 
dedicated to all things beauty 
and provides an opportunity for 
hairdressers from across the globe 
to unite for three days of inspiration 
and innovation, and to celebrate the 
fantastic talent of the industry through 

live events and contests.

The event will also play host to the 
World Style Contest Grand Final, 
where young emerging international 
hairdressing talent will have the 
chance to compete for international 
recognition in a bid to take home the 
trophy.

Davines Artistic Director, Angelo 
Seminara, said: “This event promises 
to be the best yet, with world-
renowned experts, fresh new faces 
and the top talent in the business, all 
under one roof.”

For tickets call 020 3301 5449.

style squad
The outgoing ghd style squad ‘14/’15 
has celebrated their ‘graduation’ by 
presenting a glittering show at ghd’s 
London studio – and welcomed in the 
new ‘15/’16 squad.

The ghd style squad was launched 
a few years ago and is designed to 
give a group of young stylists aged 
between 18 and 24 the opportunity to 
spend a year learning new skills and 
enjoying a variety of money-can’t-buy 
creative experiences to complement 
their traditional training.

On the night, the outgoing squad 
treated their guests – friends, 
family, colleagues, ghd, industry 
VIPs and the new style squad – to a 
show revealing their hair highlights 
from throughout the year including 
mentoring days with Ken Picton, 
Brooks & Brooks and Sophia Hilton. 
They referenced all their many events 
they’d worked on with ghd including 

press events, photo shoots and 
education seminars – all of which 
have strengthened their skill set and 
portfolio.

Jordan Thomas from Fish 
Hairdressing in Soho, aka ghd style 
squad member of the year, said: 
“My year on the ghd style squad has 
brought me so many opportunities. 
I’ve worked with hairdressing idols 
such as Zoe Irwin, Ken Picton and 
the ghd art team up and down the 
country and I’ve learned so much. 
I will forever be grateful for this 
experience and now feel as though I 
can style and fi nish hair to a standard 
that I’m truly proud of.”

The entire L’Oréal Professional 
Products Division team members 
turned salon juniors for the day to 
raise money for industry charity 
HABB. 

L’Oréal UK & Ireland closed its 
headquarters to mobilise over 900 
employees to participate in its 
global social responsibility initiative, 
Citizen Day, with various charity 
events.

One of the fundraisers saw 
L’Oréal Professional Products’ 
salon partners sponsor L’Oréal 
employees to join them in the 
salon for the day to answer the 

phones, sweep the fl oors, assist 
stylists or do whatever was 
needed to support them.

The likes of The Chapel, Sean 
Hanna, Lisa Shepherd, RUSH, 
Haringtons, Errol Douglas, Jamie 
Stevens, Trevor Sorbie, Charles 
Worthington, Electric, Gro, 
Atherton Cox, all pledged money 
in support of HABB and L’Oréal 
Citizen Day. 

Between them they raised 
thousands for HABB, which offers 
help to professionals at their time 
of need with everything from 
fi nancial support to education tools.

This event PROMISES 
to be the best yet, with 
WORLD-RENOWNED 

experts, fresh new 
FACES and the top 

talent in the BUSINESS, 
all under one ROOF.

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.

w w w . r e m i c a c h e t . c o m
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You be the artist.
Colours animate our life, spark emotions and create associations.  

TINT & TONE by LA BIOSTHETIQUE enables you to play a clever game with a rich scale of 

shades.  99 tubes provide 415 colours, offering a unique system that combines 

creativity and profitability: permanent and demi-permanent in one tube.  

Designed by international colour experts and scientists and confirmed as hypoallergenic in 

dermatological testing, TINT & TONE can be tailored to every single client.  

We are proud to align our brand with the latest catwalk trends, offering fresh, seasonal and 

captivating collections and products.  This Summer will bring beautiful balayage to the salon 

floor.  Offering elegant highlights and shading with a stunning natural, sun-kissed finish.

We invite you to become familiar with the exclusive colour world of LA BIOSTHETIQUE and will 

be happy to provide you with further advice and information at any time.

01296 611 731 www.biosthetique.co.uk  info@biosthetique.co.uk      
 /labiosthetiqueuk         @BiosthetiqueUK         @biosthetiqueuk

Sun
Kissed
Colour

Salon Business August Ad 2015.indd   1 7/10/2015   10:57:04 AM
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ePerhaps nowhere 

else in hairdressing is 

progression more evident 

than in colour. Helen Bird 

talks to the experts to 

discover how, through the 

evolution of formulations, 

application techniques 

and trends, colour is more 

sophisticated than ever.
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C
an you remember the first 
colours you worked with? 
Chances are, they were 
permanent, damaging, 
unmixable and one-
dimensional. Their main 

capabilities were to cover grey and create 
bold, bleached highlights. They were runny, 
messy and over-complicated. Sound familiar? 

While it’s fun to reminisce about the 
highlighting caps and crochet hooks 
of yesteryear, this was the reality of 
professional colour. And, while only a matter 
of decades ago, it seems like light years from 
what is achievable today. 

The transformation of colour has resulted 
in, well… a transformation in clients’ hair. 
We speak to those in the industry who have 
played a major part in its advancement

MARIA CASTAN – Wella Scientific 
Communicators Manager

WILLIAM WILSON – Technical Training 
Manager, Education, Kao Salon Division

DANIEL GALVIN OBE – award-winning 
colourist, owner, Daniel Galvin salons
STEPHEN NURSE – Operations Director, 

Daniel Galvin salons
JO MCKAY – Aveda European Education 

Specialist in colour
JULIE LAPITE – TIGI Global Innovations 

Manager

the 
colour 
elite
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With certified 
organic and 

natural ingredients, 
milk_shake® 

is the product line 
that is loved 
worldwide.

But don’t take our 
word for it, just ask 
the awards judges.

Find us on FACEBOOK
Milk Shake Hair UK

Follow us on TWITTER 
milkshakehairUK

info 01392 365177 ONLY SOLD IN PROFESSIONAL SALONS

DISCOVER MORE AT 
milkshakehaircare.co.uk
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historical highlights
Let’s take perhaps the most commonly 
requested colour service in hairdressing – 
highlights. The desire to lighten the hair goes 
back thousands of years, Daniel Galvin tells us. 

Since that time, a variety of techniques were 
explored, he says – before the advent of foils, 
for example, greaseproof paper was used. The 
infamous ‘cap and hook’ method originated in 
the US, perhaps ironically in a bid to make the 
process easier. But it was a young Daniel who, 
in 1967, pioneered the brickwork highlighting 
technique that would go on to be used by 
hairdressers the world over.

“When Vidal Sassoon was changing the world 
with cuts, no one was interested in colour,” he 
says. “I had to teach myself because the only 
colours available were very basic. It’s completely 
different now – colour is number one.”

And it’s not just the technique of highlighting 
that’s changed over the years: the effects 
that can be achieved have evolved with it. As 
technical specialist William Wilson tells us, the 
cap and hook method, used widely in the 80s, 
restricted clients to just one shade, as well 
as how close to the scalp the colourist could 
get. “Also, because most clients had perms it 
restricted the options of bleach. It was not an 
ideal combination to have a perm with bleach 
highlights,” he says.

Such restrictions made it necessary for stylists 
to become ‘creative’ in the salon, explains TIGI’s 
Julie Lapite. Even when high lift tints were 
introduced, she says, they “used to swell and 
cause bleeds when used with foils or meche”, 
so colourists began to add a flour-type product 
to “thicken them up”.

“Now we’ve created products that not only 
work for the hairdresser but allow them to 
create the best results without having to add 
anything to them,” she adds.

artistic licence
While highlighting is an area in which colour 
application has advanced immeasurably, we’re 
starting to see countless opportunities for 
creativity across the board. 

The use of foil, for example, has extended to 
achieve a range of sophisticated effects, says 
William. “It opened up the world of colour,” he 
says. “Balayage, dipping, stretching, transition… 
the list is endless.”

Wella’s Maria Castan agrees that hairdressers 
are afforded the luxury of freedom when it 
comes to modern colour. Now, she remarks, 
they can “generate the look they envisage, not 
the one that the colour or technique will allow”. 

“They can mimic virgin hair, blend the colours 
like never before, simulate sunkissed hair and 
create final looks that they never imagined 
before,” she adds. Colour.id, one of Wella’s hero 
colour products, can be added to many of its 
colour ranges to allow colour to be placed side 
by side without bleed, and without foils. 

This means you can see the colour as 
it happens, which allows even more 
customisation than ever before, and that’s key, 
according to Aveda’s Jo McKay.

She tells us. “The way you can intermix colours 
gives you amazing freedom as a colourist – each 
guest can have something that’s unique and 
individually tailored to them,” she explains, 
adding that the liquid, spray-on toner she 
developed is “like a watercolour painting on the 
hair, creating a seamless ombre”.

Indeed, like artists at an 
easel, colourists have 
become masters of 
freehand techniques, 
harmonising the client’s 
colour with the cut 
and creating both bold 
and subtle results. But 
is there such a thing 
as too much creative 
freedom? Stephen 
Nurse of Daniel Galvin 
argues that all colour 
work should retain a 
technical base. “There 
should always be a 
foundation to what we 
do,” he says.

formulated for 
condition
There’s no doubt that, since the aggressive, 
permanent colours of old, formulations have 
advanced in leaps and bounds. The condition 
of the hair no longer needs to be compromised 
and, with some products, can even be 
enhanced. 

William explains: “Manufacturers have 
developed their portfolio of colour products to 
the most gentle way of working to achieve the 
desired result, so this has almost become an 
expectation.”

Ammonia, historically the most commonly 
used alkaliser in colourants, comes with an 

unmistakable odour that clients often associate 
with damage to the hair. An alternative came 
in the form of odourless monoethanolamine 
[also known as MEA], although this can actually 
be more damaging to the hair when used in 
permanent colours.  

Julie says that, despite ammonia’s bad 
reputation and unpleasant smell, “it remains 
the approach known to give the best colour and 
least damage to the hair”.

That said, there are new chemicals being found 
all of the time. Maria remembers when Wella 
discovered the Pirazol molecule in 2000 which, 
she says, opened up “a new area in the world 
of reds” that were “more intense, more vibrant 
and longer lasting”.

And previously coloured hair no longer needs 
to be subjected to further damage, thanks to 
the creation of demi-permanent colours, says 
William. “The clever and talented colourist 
today is thinking about previously coloured hair 
and how you can refresh and colour it without 
further damage. 

“Argan oil and silk proteins are examples of 
conditioning ingredients from face cosmetics 
that are now part of hair products, giving a much 
gentler, more conditioning result,” he adds.

Of course, a key responsibility 
in improving condition, and 
therefore enhancing and 
retaining colour, lies with the 
client. The retail opportunities 
that come with the evolution 
of colour are endless, say our 
experts.

Julie likens the process of 
maintaining colour to “buying 
a silk shirt and washing it on a 
normal, 40 degree wash with 
your cottons”, while Jo adds 
that colour is an investment 
that should extend beyond the 
salon walls. 

“Condition is vital for coloured 
hair, so it is not only about 
colour-specific ranges, but 
about assessing clients’ needs 

and recommending products that are specific to 
their concerns, be it dryness, damage, shine and 
so on,” she says.

In a world where the sky’s the limit in terms of 
colour possibilities, what will you create?

“Manufacturers 

have developed 

their portfolio of 

colour products 

to the most gentle 

way of working to 

achieve the desired 

result, so this has 

almost become an 

expectation.”
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EVERY client deserves the perfect, 

bespoke colour to suit their lifestyle, 

face shape and skin tone. Wella 

Professionals Couture Colour can 

make that happen, and boost 

your colour business by up to 10 

percent*, you just have to try it. 

tradeup
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COUTURE COLOUR 
The exclusive Wella Professionals 
Couture Colour concept is about 
creating a luxury, personalised 
colour service using Wella 
Professionals’ premium colour 
brands and extensive brand 
support. 

By offering this unique service 
to every client, 
you’ll take your 
colour service 
to the next level 
and delight 
your client 
with beautiful, 
exquisite, 
luxurious hair 
colour that will 
ensure she 
leaves feeling 
she has the 
best hair colour 
for her.

It will take 
your colour 
service to the 
next level, 
strengthening 
your brand’s 
image and 
boosting your 
colour business 
by up to 10 
percent*.  

Creating a Couture Colour 
Service is easily done in three 
main components – offering an 
in-depth consultation, the use 
of premium products, tools and 
techniques and creating a luxury 
client experience.

Wella has created a number of 
tools to help you with this along 
with the use of its Couture Colour 
product range: Koleston Perfect 
INNOSENSE, ILLUMINA COLOR, 
Color.id, Blondor FREELIGHTS 
and MAGMA by Blondor.

SIGN CLIENTS UP
The Colour Couture service 
should be high on the agenda in 
every consultation offered to all 
of your clients, new and old. 

A recent nationwide survey** of 
2,000 clients revealed 90 percent 
expected their consultation to 
include colour advice, while 72 
percent said their consultation 
should have been more in-depth, 
so it’s worth setting the time 
aside.

“Offering a premium consultation 
will inspire 
and excite 
your clients to 
upgrade to a 
Couture Colour 
service, return 
more often and 
recommend 
more friends,” 
says Carole 
Taylor, Director 
of ClientWave 
Salon 
Performance 
Services.

There are six 
steps to the 
Couture Colour 
consultation 
starting with 
creating 
the right 
Atmosphere 
by allowing 
enough time, 
making sure 

they’re comfortable and 
maintaining eye contact. Then 
you should move on to Lifestyle, 
asking questions about her 
attitudes, beliefs and values to 
build a picture of your client. Then 
it’s time to Advise based on her 
skin tone, eye colour, etc, and 
handle her Objections tactfully 
and manage her expectations. 
Offer New Ideas for future 
appointments, record colours 
discussed and associated pricing, 
then Summarise everything 
you’ve discussed. 

It can be diffi cult to get all of 
your staff onboard so make it 
part of day-to-day salon life, by 
implementing it on all of your 
clients. Role play a Couture 
Colour consultation with each of 
your stylists to get them used to 

performing them and soon it will 
become second nature.

“Use moodboards on pinterest 
to bring the look to life for the 
client. These are much more 
powerful than showing them 
pictures in magazines. Clients 
want to be inspired visually so 
images and videos really help 
build the bespoke Couture 
Colour experience,” explains 
Robert Eaton, Russell Eaton.

Communication is essential after 
the consultation too. Encourage 
your stylist to talk to their clients 
about the exclusive techniques 
and tools they’re using to create 
fascinating colour results and 
show their clients the care and 
styling products used.

You can even get your clients 
to play with the products. 
Experiencing the scent, 
texture and consistency are 
very important factors for the 
eventual decision to buy or not 
to buy the product.

Colour Club member Abby 
Smith of D&J Ambrose says: 
“Clients are always happy to 
spend more if they feel they’re 
getting something bespoke and 
unique. Include a complimentary 
treatment in the upgrade price 
with extended massage time and 
heat for a relaxing experience.”  

Through using premium 
products, tools and techniques 
you will encourage increased 
client retention, enhanced client 
experience, increased client 
satisfaction and increased brand 
loyalty.  

ULTIMATE
SALON JOURNEY
Offering a Couture 
Colour service is about 
understanding exactly what 
your client expects and 
exceeding their expectations 
at every stage in the salon 
journey.

Creating a COUTURE 
COLOUR SERVICE is 

easily done in three 

main components – 

offering an IN-DEPTH 
CONSULTATION, 

the use of premium 

PRODUCTS TOOLS 

and techniques and 

creating a luxury 

CLIENT EXPERIENCE.

* Based on charging minimum £5-£10 more per Colour service. Based on 50% or more of customers using this service. Specifi c 
business case over 6 week period. For specifi c details on the business uplift for your salon please talk to your Wella Account Manager. 
** Data Source: ClientWave Ltd
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Get some hard and fast tips from retail pro 

Nick Shillabeer, and be inspired by a new 

way of recruiting, or learn how and why you 

should be making steps to be more in with 

your local community. Do it all in five.
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George’s Hairdressing hosted an 
intensive recruitment day at their city 
centre salon on Granby Street, which 
doesn’t sound particularly out of the 
ordinary. What made this unique is 
that the wannabe hairdressers were 
young and homeless.

It was part of a brand new initiative 
in the city, to get homeless young 
people back on their feet and into 
employment following times of 
hardship.

The lucky apprentice, 
Rianna Allen, 16, was 
chosen from a team 
of representatives 
sent by housing 
department The Y. 

It was the brain 
child of Salon Group 
Director Bianka 
Katon alongside 
Event Coordinator 
Leanne Cunningham. 
They put the group of young people 
through their paces to win an 
apprenticeship with the salon group. 
It kick starts a series of workshops of 
its kind, designed to get these young 
people back on their feet and into 
steady employment. 

“As employers we have the power 
to really change a person’s life by not 
only providing them with a steady 
income but also training them in a 
skill for life in hairdressing. We really 
want other businesses in Leicester 
to follow suit and will be campaigning 
and encouraging others to get 
involved to really make a difference 

and change the lives of young people 
in our area who have fallen upon 
difficult times,” say the duo.

The candidates were invited to 
spend the entire day with the team 
at George’s, working with them 
to learn about standard working 
practice and procedures, taking part 
in group exercises to encourage 
team work, customer service and 
interview techniques. At the end of 

this intensive, but fun 
session Rianna was 
chosen, but Bianka 
was impressed with 
them all. 

“‘The intention is 
simple: to give young 
people who have 
faced enormous 
challenges in their 
lives the opportunity 
to unlock their true 
talent and potential 
through great training 

and mentoring. All of the young 
people sent by The Y were absolutely 
amazing,” says Bianka. 

“As with all things in life, there are 
pros and cons to this, our main 
thinking was that overall we wanted 
to give somebody the opportunity to 
get back on their feet. At George’s 
we’ve worked really closely with the 
Y on quite a lot of projects so we 
know the amazing work that they do 
and really wanted to get physically 
involved,” adds Bianka.

There were some slight reservations 
over whether they’d find the right 

FINE TUNED 
RECRUITING

Finding the perfect member of 
staff can prove a challenge and 
mundane. That’s why George’s 
Hairdressing in Leicester decided to 

try something a little different when 
searching for their latest apprentice.
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At George’s 
we’ve worked 

really closely with 
the Y on quite a lot 
of projects so we 

know the 
amazing work 

that they do 
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candidate although when isn’t there?

Bianka says: “We were incredibly 
concerned that we’d put all of this work 
into organising the day and that none of 
the candidates would be suitable. We 
were worried that the girls wouldn’t have 
enough enthusiasm or lack in terms of 
working ethic. Slap on the wrist for us, 
we couldn’t have been more wrong.”

The day included writing a letter to a 
complaint client, taking part in an in-depth 
interview and a numeracy and literacy 
test, which they all did very well. 

“As soon as we met with the girls we 
were confident we’d find our apprentice. 
The standard of the talent that the Y sent 
was really impressive, these girls really 
are keen to turn their lives around and 
that in itself is inspiring,” says Bianka.

Their recruitment method got the 
attention of their clients too. “They’re 
fully behind us with this venture every 
step of the way,” she adds. “Our clients 
understand that we genuinely do want  
to offer these young people who turn 
to the Y for help, the opportunity to get 
a second chance in life. We value our 
clients’ opinions in everything that we 
do at George’s Hairdressing and our 
community projects are no exception. 
They think it’s wonderful.”

The verdict? “This process was 
completely different from anything that 
we’ve ever done before. We made it 
quite difficult and much more in-depth 
than our normal interviewing process 
because we decided to test their 
commitment and how much they wanted 
this from the off. The girls responded 
amazingly to this and we were able to 
get a greater understanding of their 
personalities and capabilities as an 
employee.”

It’s impressed them so much they’ve 
decided to change their previous 
interview process for apprentices to this 
formula. Is it time for you to change?

got five
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We were incredibly 
concerned that we’d put 
all of this work into 
organising the day and 
that none of the 
candidates would be 
suitable. 
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lightning 
colour 

Modern-day living is at the fastest pace it’s ever been and as such, 

clients expect everything yesterday. This phenomenon puts many 

would-be colour clients off taking the plunge but not any more. Now, with 

Schwarzkopf Professional Igora Color10 you can offer super fast colour 

services and, as a result, entice a new type of client to your salon. 
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Just when you think you’ve exhausted 
every revenue opportunity in your salon, 
Schwarzkopf Professional introduces Igora 
Color10. 

This groundbreaking colour line enables 
professional, permanent colour with even 
coverage in just 10 minutes, presenting a 
new opportunity for client and salon alike. 

the clients
Modern-day clients are enticed by this new 
service that not only achieves outstanding 
results, but saves them time too, giving 
many of your clients the temptation they 
need to try colour for the fi rst time. 

Plus, as the fi rst professional colour service 
to deliver perfect grey coverage and 
outstanding care in just 10 minutes, Color10 
gives your more mature clients even more 
reasons to try it.

Your current time poor colour clients will also 
be tempted into visitng more frequently, 
while even those who enjoy a longer salon 
experience will relish the opportunity to 
indulge in other services during the time 
saved. 

Available in a range of 27 long-lasting even 
tones, including true natural and modern 
fashion shades that can be intermixed for 
bespoke results, there really is a shade for 
everyone.

the salon
Offering a speedy colour 
service reaches out to a new 
audience of untouched colour 
wannabes, but that’s not all. A 
speedier colour service frees 
up your colourist to other 
clients, meaning they can 
offer more services in one 
day.

This can only be good 
news for your entire colour 
business and is the easiest 
way to grow your colour 
service. 

the services
Schwarzkopf Professional 
has made it even easier 
for you to bring this new 
colour revolution to your 
clients with four express 
colour services.

QUICK COVER UP – This is the 

express root touch up service. It will entice 
clients to visit your salon more frequently to 
keep their colour looking at its best and hide 
those greys, with little time commitment 
from them. 

EXPRESS LIGHTS – Offer highlights in an 
instant. Ten face framing slices or weaves of 
colour will refresh your client’s look and offer 
a fast solution to traditional highlights.

AT FIRST BLUSH – Add a special twist to an 
all over colour service with a speedy colour 
makeover, applied just to the top of the head.

SECRET SERVICE – Male grooming is growing 
but there are still many who are scared to 
take the plunge into a full-on colour service. 
With Secret Service you can offer subtle 
colour blending or create a natural colour and 
blend those greys for the shy guy.

the science
Color10’s time revolution may beat the clock, 
but the results haven’t been compromised. 
The innovative AminoAcid Carrier is where 
the secret of Igora Color10 lies. Amino Acids 
are known to penetrate deeply into the 
hair fi bre, due to their small molecular size, 
reaching even narrow fi bres in the hair’s 
cortex. 

Arginin and Glycin are the Amino Acids 
used and these work like a transport carrier, 
helping to pull the colour pigments into the 

hair in super-fast time. 

Amino Acids themselves 
have nurturing benefi ts 
for the hair, and these, 
combined with the shorter 
processing time, mean 
the colouring process 
of Color10 results in a 
more gentle treatment 
for beautiful colour, and 
shiny, manageable hair.

Created in close 
partnership with 
professional colourists, 
Schwarzkopf Igora is 
an imaginative world of 
colour that provides every 
shade result imaginable, 
from natural neutrals to 
fashion-forward fl oor-
fi llers and now in super 
fast time.

INFO: SCHWARZKOPF–
PROFESSIONAL.COM 
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COMMUNITY: WHY 
Like many small businesses, hair 
salons face relentless competition 
from a multitude of other businesses 
desperate to divert client spend into 
their coffers. Many are huge retailers 
with shelf after shelf of enticing 
products at rock-bottom prices and 
massive marketing budgets used 
to distract our clients with exciting 
offers and endless promises.

For us, most of whom have a 
handful of locations at most, it’s 
diffi cult to compete for attention 
and spend, but we do have one way 
to outfl ank them; we can interact 
with our clients as individuals 
and become an integral part of a 
shared community, rather than as 
a faceless, centralised corporate 
machine. 

Practically every salon I know has 
an involvement with at least one 
charity. We’re a caring bunch; 
altruistic is the word that came 
up in my Google search. We’re 

too close to our clients not to be 
touched by the challenges some 
of them face: disability, debilitating 
illnesses, bereavement and more, 
but we aren’t daft. We also know 
the value of being seen to care by 
our clientele. 

COMMUNITY: LOCAL 
Supporting a charity shows clients 
our caring side – that we’re real, 
emotionally involved individuals, 
and it makes them like us more. It 
also gives us a platform to reach 
beyond our clients, to connect with 
others – friends and family, charity 
supporters, anyone who buys the 
local paper.  

Saying that, most of the work we do 
doesn’t make the paper. I’m involved 
in a mentoring scheme working 
with disadvantaged children – hardly 
headline-grabbing stuff – and I 
donate a tidy sum each year to a 
charity linked to my favourite football 
team. It also helps troubled kids, 
such as asylum seekers or those 
abused at home, helping them fi nd 
friends and that sense of belonging 
that being part of a passionate group, 
such as football fans, brings. 

We do MacMillan coffee mornings 
and the managers from two of our 
salons – Linda Nimmo and Laura 
Blair – recently did the Race for 
Life, raising money in the salon. We 
fl ag it up in our in-salon literature 
and on our website and it’s part of 
the regularly updated script for our 
client conversations. It all adds up to 
fantastic goodwill with our clients.

IN WITH 
THE LOCALS

Being part of your salon’s 
community is good for the soul and 
your bottom line. Colin McAndrew, 
owner of the Medusa Group in 

Edinburgh tells us, in his words, why 
community is so important to him.
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COMMUNITY: WHY 

too close to our clients not to be 
touched by the challenges some 
of them face: disability, debilitating 
illnesses, bereavement and more, 
but we aren’t daft. We also know 
the value of being seen to care by 
our clientele. 

COMMUNITY: LOCAL 
Supporting a charity shows clients 
our caring side – that we’re real, 
emotionally involved individuals, 
and it makes them like us more. It 
also gives us a platform to reach 
beyond our clients, to connect with 
others – friends and family, charity 
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Client evenings are another must for 
building a sense of belonging with the 
salon. We do at least one client evening 
a year at each of our salons, which is 
opened up to the entire clientele and their 
friends. 

One of the most popular is our Christmas 
evening. In fact clients start checking with 
us for the date as early as October, long 
before the city turns on the Christmas 
lights. We have a bit of a party with 
makeovers and demonstrations, but 
most of all they like it because we get 
in other local businesses and between 
us sell original, unusual gifts and run a 
very popular raffle 
competition. We always 
get new clients joining 
our community after 
these events, so they’re 
a success for more 
reasons than one.

COMMUNITY: ONLINE
The new digital 
landscape has opened 
up another way to 
build a community. 
Opportunities to talk, 
listen and sell to clients are no longer 
limited to the narrow window that is 
the appointment. They want and expect 
us to be listening to them between 
appointments on social networks. 
They want to hear our news in monthly 
newsletters or on our website when they 
book their next appointment.
It also happens to be a great way to 
promote events and fundraisers. I could 
go on for the rest of this article about how 
you build your online community, but that’s 
for another time.

COMMUNITY: FELLOW ENTREPRENEURS
Then there’s our local business 
community. This can be a rich source 
for attracting new clients, but it’s also a 
superb way to refresh our own business 
and financial skills, get tips for people-
management and hear horror stories 
where the lawyers got involved too late. 
Everyone meets on a level playing field, 
where we can discuss the challenges we 
face and get a sympathetic ear for our 
woes. Running a five-location business, I 
find this sort of support essential.

COMMUNITY: #HAIRDRESSING
But still hairdressing continues to be an 

outsider, and while other small 
business owners understand 
our challenges, they’ll never 
get it completely. For that 
true sense of togetherness 
and camaraderie, the ultimate 
community is our own 
industry. 

Getting together with other 
hairdressers and being part 
of the wider profession is 
rewarding, supportive and 

informative. There are fewer opportunities 
to us up in the North, but like others, I will 
travel. 

I sign up for all the big exhibitions, trade 
association evenings, competitions and 
manufacturers’ events, where I spend 
too much money drinking and eating way 
too much and generally have a great time 
networking with all my hairdressing buddies.

It takes time to be an effective member 
and to stand out in any of these 
communities, but the benefits make it 
worth the effort. 

got five
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Opportunities to 
talk, listen and sell 
to clients are no 
longer limited to 

the narrow 
window that is the 

appointment. 
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1. DO SPEND TIME AT THE START 
PREPARING A BUSINESS PLAN AND 
FORECAST OF EVERYTHING – be clear 
how much money you will need to 
fit out your salon, employ staff and 
market your new business.

2. DO MAKE SURE THAT YOUR PARTNERS 
HAVE COMPLEMENTARY SKILLS, for 
example if you’re a stylist look for a 
colourist or beautician. 

3. DO LOOK AT WAYS OF 
INCENTIVISING YOUR 
TEAM AND ENSURE 
THEY’RE GETTING THE 
RIGHT TRAINING/SKILLS 
TOO. Don’t hold back 
on giving a well-
deserved promotion 
and increased 
responsibility on 
the floor either. Share schemes or 
regular bonuses will go a long way 
to ensure they feel motivated and 
part of the business. Happy staff 
also create a buzz, which new 
customers will pick up on.

4. DO THINK ABOUT HOW YOU CAN MAKE 
THE SPACE WORK BEST FOR YOUR 
SALON. Remember, every chair is 
another revenue source so you 
must have the maximum number 
on the floor. This way you’re able 
to take on more clients particularly 
at the weekend or busy periods 

such as the run up to Christmas 
or wedding season. If you have 
extra rooms then do look at ways 
to maximise salon turnover by 
renting the room out to beauticians 
or therapeutic practitioners such 
as osteopaths or masseuses, don’t 
forget to make sure they’re up to 
your standards as what they do will 
reflect on you.

5. DO THINK ABOUT how you are 
going to let potential 
customers know you 
have set up and think 
of promotions which 
will make them leave 
their old salon and try 
yours.
 

DON’TS
1. IT MAY BE TEMPTING 

to spend lots of money on the 
fitting of the salon, after all image 
is an important part of your brand. 
However there are ways to make 
your salon look stylish without 
spending too much cash. One 
salon owner I know wanted a 
£4,000 chandelier when they were 
opening their first salon, but when 
I reminded them the cash for their 
next holiday would be hanging on 
the ceiling, it helped them to get 
their priorities right!

2. DON’T DRAW TOO MUCH OUT OF THE 

OPENING A 
NEW SALON?

With the economy on the up there’s 
never been a better time to start 
your own salon. Plus if you need 
finance there are some fantastic 

Government schemes available 
including the Start Up Loan, SEIS and 

EFG. However before you resign from your 
current workplace, Bobby Lane, business 
guru and small business adviser to the hair and 
beauty industry, offers his top do’s and don’ts.
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COMPANY – you must leave money in for 
a rainy day or the quieter months.

3. DON’T HAVE HIGH FIXED COSTS – try and 
keep your costs as variable as possible 
i.e. low basics and higher commissions.

4. DON’T FORGET ABOUT THE TAX MAN – it’s 
easy to think all the money coming in is 
yours but some of that cash is to cover 
your VAT and PAYE. Set up direct debits 
to pay these as if you’re late there are 
expensive penalties.

5. DON’T GIVE UP – There will be 
challenges along the way, things you 
did not foresee happening such as 
quieter periods than you imagined and 
staff walking out who you thought 
would stay for a long time. It can be 
tough going, but if you’re determined 
and ready for the challenges it will all 
be worth it in the end.

got five

35A look inside Westrow Wetherby
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HOW IMPORTANT SHOULD RETAIL BE TO A 
SALON’S BUSINESS?
It’s an integral part of the service. 
Consider from a professional point 
of view what the client’s expectation 
of the salon is. If they’ve been 
recommended to your salon their 
expectations will be high, but they’ll 
only connect if they’re given all the 
information they’re seeking. How do I 
control my curl? How 
do I control my frizz? 
What will happen 
if I change my hair 
colour? Clients are 
very well researched 
in today’s market 
and they expect 
their hairdresser to 
be even more so. If 
you’re not sharing your 
knowledge with them, 
their overall impression 
would be less. Today 
you need to behave 
differently and 
knowing your retail is 
the way forward. You 
have to ask yourself, 
how do I make it 
happen? We’re here to 
make it happen.

WHAT ARE THE REVENUE 
OPPORTUNITIES?
If we think about 
today’s female client, she would 
use many, many different products. 
There’s an opportunity created as she 
uses shampoo, conditioner, a weekly 
masque, a prep product and styling 
products – it’s not uncommon for a 
client to be using four to five different 
ones. The most professional person to 
give the advice is you the hairdresser. 
Every member of your team can add 
value from stylist to receptionist and 
assistant. 

HOW CAN SALON OWNERS UP THEIR RETAIL? 
Look across your client base and the 
different hair types – male to female, 
young to old, they all have individual 
hair needs and Macadamia caters to all 
of that, as the global authority for oil. It’s 
up to you to recommend products and 
offer guidance on how to use specific 
products, how they compliment each 
other and what results they bring. 

There are numerous 
opportunities in sharing 
your knowledge with 
the client – not only 
retail and increasing 
your credibility but 
you will give her the 
most beneficial result. 
It’s not a sales drip, 
it’s about creating 
the best possible 
effect so the woman 
respects and trusts 
you. She’ll certainly 
enjoy her haircut a 
lot more if given the 
correct products to 
work with. Once a 
client has confidence 
in a brand she’ll also 
buy gifts for friends 
and family as she’s 
confident to share that 
experience with other 
people. People don’t 
get hooked up on price 

either. From a professional stance, a 
salon should be able to offer everything 
from a sachet to a litre.

WHAT ARE THE BENEFITS OTHER THAN 
OBVIOUSLY SELLING MORE PRODUCT?
We would say your biggest opportunity 
is to retain your client. If you can offer 
a unique bespoke service, address her 
needs and deliver results for her, that’s 
the determining factor. Many salons 
can cut hair, but it’s the standard of the 

HOW TO RETAIL
Retail is one of those areas that 
salons seem to either be really good 
at, or really quite bad. Nick Shillabeer 
Managing Director of Macadamia 

believes everyone should be looking to 
up their retail sales. He’s answered our 

questions to help you along the way.
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entire service. Ask yourself, ‘Did it work 
for her over the weeks you’re not seeing 
her?’ Getting that answer to yes presents 
an opportunity to build your client base: 
Your colours last longer, people will talk 
positively about your company. 

WHY IS MACADAMIA A GOOD PRODUCT 
PARTNER?
The offering is unique – it addresses the 
needs of all of your clients from baby fine 
to afro hair. It’s a way to offer added value 
to each and every client. If it’s coloured, 
it will protect it, if it’s dry it will moisturise 
it. With Macadamia you can change 
the dynamic of your colour business by 
infusing our oil into your colour. It will leave 
the client with better conditioned hair and 
stimulate retail sales.

IF A SALON’S RETAIL ISN’T PERFORMING WHAT 
WOULD YOU SAY TO THEM?
Take a look at what you’re doing and not 
doing. Look at your message; who are 
you? What are you? Are you using the 
product you’re trying to retail? What’s 
the presentation of the products? Are 
your staff educated and knowledgeable 
and confident? Is the product producing 
results you and your client desire? Is there 
a reason to believe? If there is one thing 
you could do different tomorrow, do it. 
You should be using the product at the 
washer or when you’re styling and you 
should explain to the client why, how and 
what’s being used. Your staff should also 
be advising clients how to cocktail with it. 
Invite clients for a complimentary service 
and add value by replenishing and hydrating 
with macadamia oil. Why not look at 
creating a programme for your clients – if 
they’ve been on holiday, use Macadamia 
to replenish and hydrate and get hair back 
on form.

ARE THERE ANY OTHER THINGS SALON OWNERS 
CAN DO TO EXCITE THEIR CLIENTS ABOUT 
RETAIL?
There are lots of things that they can do 
that we help our salons with. They can 
host style evenings, looking at how to care 
for your hair, what looks are good, etc. It 
doesn’t cost much for a cocktail evening for 
say 20 clients and it enables you to explain 
about your range and how to use it with 
hints and tips. You could also gift first-time 
clients with a collection of products and 
information. It’s added value and it’s better 
than 25 percent off your first haircut. If they 
came because there’s 25 percent off they’ll 
go to the next guy who is 30 percent off. 

ANY LASTING WORDS?
You have to stock a range that you believe 
in and that fits in with your identity. 
Confidence breeds success.

got five
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Having been in the industry for 

as long as she can remember, 

Anya Dellicompagni, Director of 

Hairdressing, Francesco Group 

has seen the industry evolve. 

She’s witnessed the media 

revolution and she’s changed 

with it – in her hairdressing itself 

and how she does business. It 

makes for a pretty interesting 

read.

time
question 
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WHAT DO YOU LOVE ABOUT HAIRDRESSING? 
There are so many things that I love about 
hairdressing. For me it’s all about the people. 
In my role I’m lucky enough to be able to 
provide education and inspiration to young 
upcoming stylists and help to develop the 
next generation of upcoming hairdressers. 
I provide education on the basic skills 
along with trend-focused techniques that 
they’ll need to have a successful career 
in hairdressing. A great knowledge of the 
basics is fundamental! In the salon I love 
working with my clients and being able 
to really change the way they feel about 
themselves – the right haircut can make a 
world of difference. A trip to the hairdresser 
is always a great confidence booster. I 
love the passion that everyone has for the 
industry; hairdressing is hard work so you 
need to love what you do.

HOW DID YOU GET INTO IT?
I grew up in the hairdressing industry. My 
father, Peter worked closely alongside his 
brother, Frank who founded Francesco 
Group, and I was eager to get involved with 
the family business. I started to help out in 
the salon from a very early age. I was eight 
when I first started helping out and by the 
time I was 14 I’d started studying the basics 
of hairdressing. After school I’d join the 
stylists on their training nights and by the 
time I was 17 I was a fully trained stylist.

DESCRIBE THE TIME WHEN YOU REALISED 
HAIRDRESSING WAS FOR YOU?
There was never a turning point when I 
decided that hairdressing was for me. I’d 
been involved in the industry from such a 
young age that it was the only thing that ever 
really felt natural for me.

HOW DO YOU THINK THE INDUSTRY HAS CHANGED 
SINCE YOU JOINED IT?
The industry is constantly evolving between 
on-trend techniques, more technically 
advanced products and client expectations – 
as an industry we’re really kept on our toes. 
For me personally I think the biggest way the 
industry has changed is the clients’ approach 
to visiting the salon; now more than ever 
clients are more informed. In the past it 
was about giving them a cut and colour that 
worked for them, now they want to know 
why it works. Social media also allows clients 
to be even more up to date than they were 
before, so they’re more on-trend, meaning 
that as hairdressers we need to be one 
step ahead of them predicting trends for 
the season ahead. I think it’s also down to 
magazines and more information being given 
on the must-have ingredients and why and 
how they work – clients want to know about 
the science behind the products and services 
they have.

WHAT SURPRISED YOU MOST ABOUT RUNNING 
YOUR OWN BUSINESS?
Probably how on the ball you have to be. It’s 
important to be a support system for your 
whole team. For me that means working 
with over 30 salon owners to ensure the 
smooth running of their salon along with 

providing education for all of our stylists and 
the young upcoming stylists based at our 
academy or working with us as part of a 
college partnership. These people really look 
up to someone in my position so I need to be 
on the ball to be able to tackle whatever gets 
thrown my way.

WHAT’S THE PROUDEST MOMENT OF YOUR CAREER 
SO FAR?
For me, it’s not about my own personal 
achievements – it’s about the people that I 
work with. It’s a great feeling watching young 
upcoming stylists evolve from assistants 
working at our academy to becoming fully 
qualified stylists or even franchise owners.

WHAT WOULD YOU SAY TO OTHER POTENTIAL 
SALON OWNERS?
Work hard but remember that hairdressing 
is a fun career; it’s not all about business it’s 
about creativity too.

WHAT DO YOU THINK IS THE MOST IMPORTANT 
THING TO KEEP YOUR TEAM HAPPY?
Motivation is key to having a happy team. 
Make sure you keep the team motivated by 
keeping their education up to date whether 
this means sending them on refresher 
courses or trend-led courses. Education 
is key to stylists evolving and can help to 
reignite passion for the industry.

WHAT IS THE FUTURE OF HAIRDRESSING IN
YOUR EYES?
There are so many amazing young 
hairdressers coming through the ranks at the 
moment, I’ve got high expectations for the 
future. We’re a fashion-led industry so we’re 
constantly evolving to fit in with what we see 
on the runways and I’m excited to see where 
this takes the industry. As for clients I think 
we can expect to see their expectations 
continue to grow and we need to ensure that 
we’re able to exceed these expectations.

DESCRIBE THE MOST NERVE-WRACKING MOMENT 
OF YOUR CAREER?
Probably the first time I had to cut hair 
onstage, I was so nervous. The whole thing 
is a blur, I can’t remember much of the 
experience other than how nervous I was.

YOU’VE ACHIEVED SO MUCH ALREADY, WHAT’S THE 
SECRET TO YOUR SUCCESS?
It’s all about enjoying what you do and being 
happy.
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BEAUTIFUL HAIR STARTS  
WITH A BALANCED SCALP

––– 

GOLDWELL.cOm

DIScOVER THE NEW 
DUALSENSES ScALP SPEcIALIST

Expert solutions for scalp problems.  

It’s a fact: For more and more clients, scalp problems such as hereditary hair loss,  
dandruff, sensitive or greasy scalp can be a real issue. And every expert knows: A balanced  

scalp is not just the base for clients to feel comfortable – it is also the key for beautiful hair.

New Dualsenses Scalp Specialist uses salon exclusive advanced technologies for an 
 individually balanced, regenerated scalp and visibly healthy looking, natural shiny hair. 

Help your clients fall in love with their hair again.
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Introducing 
The most beautiful  
color in the world 

Hair 8x Shinier 
than before coloring bleached hair (1)

Hair 2x as Shiny  
as natural hair (1)

Hair 2x as Resistant to Breakage  
as before coloring bleached hair (1)

Long-Lasting Color (2)

(1) Independent Laboratory Test. 
(2) Expert Grading Sensorial Test.

 

WITH
HYALURONIC 

ACID & 
SOY 

PROTEIN

WWW.REVLONPROFESSIONAL.COM/REVLONISSIMO

Customer Service: 020 7391 7440

 “Thanks to all hairdressers and  
Revlon Professional for making  
women feel more beautiful”

OLIVIA WILDE 
Revlon Brand Ambassador

Do you accept the challenge?

NEW!
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including the hugely popular Salon Business 
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Over 1,500 of the hair 
industry’s most prominent and 
successful figures descended 
on Battersea Evolution at 
London’s Battersea Park for 
an overwhelming night of glitz 
and glamour.  

Guests witnessed the centre 

stage come alive with the 
most breathtaking lighting, 
enthralling stage effects, 
chest thumping music and 
mesmerising hairdressing 
talent, helped along by TV 
and radio presenter Lauren 
Laverne.  

46

Showcasing the UK’s most accomplished 
hairdressing talent and attended by the 
industry’s most acclaimed hairdressers, 

the L’Oréal Colour Trophy Grand Final was 
certainly a night to remember.

glitz, glamour 
and genius
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The Grand Final shows this year 
really were spectacular. Adam 
Reed and his team opened up the 
60th L’Oréal Colour Trophy with a 
breathtaking show called SIXTY, 
which presented a fascinating 
journey exploring how modern 
hairdressing has drawn on the 
inspirations of music, fashion, 
culture and icons from over the last 
60 years.   

The Charlie Miller Artistic team and 
the Trevor Sorbie Art Team then 
showcased their stunning work and 
creativity with their own shows.

For the finale, L’Oréal Professionnel 
20:20 Colour Collective introduced 
their show BLONDE AMBITION 
– one of the most magical and 
inspiring colour shows ever seen.

Tension and excitement then built as 
hairdressers sat on the edge of their 
seats as each award announcement 
was greeted with standing ovations 
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MODERN hairdressing 

has drawn on the 

INSPIRATIONS of music, 

fashion, CULTURE and 

icons

and the dramatic burst of confetti to 
close what was a truly spectacular 
2015 L’Oreal Colour Trophy Grand 
Final. 

Abacus Hair, Bewdley took the 
judging panel by storm and seized 
the industry’s longest running and 
most renowned hair award, The 
L’Oréal Colour Trophy. RMUK, Leeds 
was awarded with second place and 
Trevor Sorbie, Manchester scooped 
third place.

The highly anticipated L’Oréal 
Professionnel Men’s Image Award 
was won by The Colour Room, 
Stockport.  Celebrated runner up 
in this award were Stuart Holmes 
Salon, Cheltenham.

The 2015 winners will now embark 
on a year filled with amazing projects 
including creative photo shoots 
with a double page spread shoot in 
a glossy women’s magazine and a 
host of invaluable PR support and 
opportunities along the way.
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The Wella Professionals Colour 
Club came together to inspire 
the HUSH Club audience at the 
Wella World Studio, London.

It was an intimate evening with 
some of the UK & Ireland’s 
top colourists who gave the 
audience the opportunity to hear 
what it really takes to be a top 
colourist. 

Assisted by the very talented 
Wella Professionals Generation 
Now Team, Jayson Gray 
of Toni&Guy, Dan Spiller of 
Marc Antoni, Abby Smith of 
D&J Ambrose, Claire Chell of 
Francesco Group, Robert Eaton 
of Russell Eaton and Danny 
Dowie of Cheynes Hairdressing, 
all presented a model. The 
audience were left guessing 
which Colour Club member had 
created each model until invited 
onto the stage. 

The evening kicked off with 
Jayson Gray’s model created to 
portray raven-like characteristics, 
followed by Danny Dowie who 
presented a moodboard full 
of raw and natural elements – 
feathers, volcanoes and trees, 
which inspired his look. 

Last onstage was Claire Chell’s 
tonal erosion look created using 
Koleston Perfect and Blondor for 
an explosive look. 

Robert Eaton of Russell Eaton 
said on the night: “We’ve really 
grown as a team over the years. 
It’s good to work together as 
one and produce great work 
using the very best products the 
industry has to offer. Tonight is 
about showcasing what’s really 
possible if you want to make it 
as a colourist. We hope we’ve 
inspired and motivated you all.” 

The HUSH Club brought together some 
of Wella’s finest for an evening that proved 

itself as a worthy choice on the hairdressing 
calendar.

secret liaison 
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traditional
rebels

The judges have 

been in to scrutinise 

the entries to the 

Goldwell Color Zoom 

’15 and the numbers 

are in…
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This year’s trend for Goldwell 
Color Zoom ’15 is Traditional 
Rebels, taking elements 
from the past and bringing 
them to the future with a 
deconstructed twist. The 
concept of harmony with 
disharmony as well as 
stunning colour combinations 
is excellently reflected in this 
year’s finalist entries. 

Industry experts Shane 
Bennett, Karine Jackson, 
and Sophia Hilton, along with 
magazine editors, formed 
the exclusive Goldwell Color 
Zoom ’15 judging panel.
The UK winners will be 
announced at the Goldwell 
Summer Party, which takes 
place July 19 at Freemasons 
Hall, London. The UK winners 
will then travel to Las Vegas 
in October to compete at the 
Global Event for a chance to 
be crowned a Global Winner 
and work on the Color Zoom 
collection for 2017. Best of 
luck to all of the UK Finalists.

Now we can officially 
announce the UK finalists 
for the Color Zoom Creative 
Colorist, New Talent 
Colorist and Partner Colorist 
categories for 2015;

CREATIVE COLORIST FINALISTS

ESTHER LAYO – Hare & Bone, 
London
CAROLINE BRAND – Oracle 
Hairdressing, Chippenham
CLAIR HAWKINS – Rumour 
Hairdressing, Essex
PAULA GROCOCK – Toxic 
Cherry, Leicester
AMY O’KEEFFE – Hare & Bone, 
London

NEW TALENT FINALISTS

NAOMI WALTERS – The Salon, 
Somerset
TRUDIE WILKINSON – Gloss 
Hairdressing, Yorkshire
NATALIE CARA JONES – Cameo, 
Herefordshire
JAMES HAYTER – Edge 
Hairdressing, Suffolk
KIRSTIE LOUISE SMITH – Gerard 
Hairdressing, Lincolnshire

PARTNER FINALISTS

PAUL SCULLY – Scully Scully, 
Surrey
NICOLA SMYTH – Nicola 
Smyth Award Winning Hair, 
Leamington Spa
REBECCA COUNSELL – Hare & 
Bone, London
NICHOLAS HOLMES – Hobson + 
Holmes, Durham
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Updating your salon can help bring in new clients and 

extra revenue but it doesn’t stop there. Leonie Eastwood 

investigates the benefi ts of updating your salon for 

autumn winter 15 without breaking the bank.

new 
season, 
new 
salon
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It’s NOT ALWAYS 

easy when you’re 

ASKED to DEFINE your 

salon’s PERSONALITY, 

but it’s essential to 
HAVE ONE.

TIME FOR A REVAMP? 
Whether your taste is sleek and Scandinavian, 
boutique or rustic, giving your salon a revamp 
is an exciting time for both clients and staff, 
but fi nancially it can seem daunting, even to 
the most experienced salon owners. 

Setting clear goals of what you want to 
achieve is a good way of fi guring out what 
exactly it is that you want to get out of a 
revamp. And with the right team on board, 
anything is possible...

HOW TO GET STARTED
Kevin Newman-Knott Head of salon furniture 
brand Maletti UK suggests a good starting 
point: “Write a list of everything that’s 
wrong with your salon and what you’d like 
to improve. It could be adding new services 
or re-doing a specifi c area like the reception 
or wash units. Don’t forget to ask your team 
and trusted clients too – their opinions are 
invaluable and you can use their feedback to 
create a second list of targets.”

Once you’ve set your goals, split them into 
groups of things you must do, others you 
should do and any extra things you would like 
to do, but rank less of a priority. “The most 
daunting part of refurbishing your salon is 
costing it all up, but the key is to remember 
where you make your money. You wouldn’t 
spend £500 on a neck brush and £50 on a 
pair of scissors, so why spend a fortune on 
a waiting sofa and sound 
system but scrimp on your 
backwashes and chairs?,” 
he reasons.

Whether you’ve got your 
eye on a new display unit 
or barber chairs, think 
about whether it’s good 
value for money. “Work 
out how much use you 
will get out of key pieces 
of furniture over the next 
fi ve years. Good quality 
furniture is always an 
investment because it 
stands the test of time. 
Speak to a salon furniture 
specialist for advice on 
how to get the most out of 
your budget,” Kevin adds. 

It’s not always easy when you’re asked 
to defi ne your salon’s personality, but it’s 
essential to have one. Making a list of brands 
you associate with your salon or the image 
you want to portray can prove really useful. 
It could be a fashion designer, department 
store, musician or celebrity you’d like to see 
as you’re client, but once you have a list of 
references, focus on what it is about them 
that you like. 

Adria IIPerfection, refined.

#tbuk

www.takarahairdressing.co.uk

London Head Office / Showroom: 
T: +44 (0)20 7515 0333  E: hairdressing@takara.co.uk
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With SO MANY SALONS 

each trying to FASHION 

their own DISTINCTIVE 

look, there’s not really 

one SINGULAR TREND 

in design. 

“It could be colours, design, style, ambiance, 
brand image or character. You then need to 
combine all of these elements to create a 
template for your own salon,” Kevin explains. 

Get creative and make a scrapbook of images, 
shop fronts, type fonts and general branding 
that you want to replicate or encapsulate. It 
will come in useful to show furniture suppliers, 
designers, architects and decorators what 
you’re hoping to create in your salon.

WHAT’S ON-TREND?
“With so many salons each trying to fashion 
their own distinctive 
look, there’s not 
really one singular 
trend in design. Every 
project is unique and 
very individual. From 
high-class luxury 
emporiums to traditional 
barbershops, there’s 
a real eclectic mix 
of styles and trends 
happening now,” says 
Takara Belmont National 
Sales Manager, Andre 
Dupratt.

Like fashion trends, 
some interior styles 
come and go but 
practicality and style 
is always top of the 
list. So, what kind of 
furniture should you be looking out for to stay 
on-trend? 

Wendy Droznika, Director of LSE and supplier 
of the Pietranera furniture in Gary Ingham salon 
[pictured] explains: “Island units are big news 
for autumn winter 15. The new design trend 
focuses on bringing everything inwards and off 
the walls to create a new kind of working space. 
Instead of having your styling stations against 
the walls, an island unit allows two stylists to 
work on either side.”

Alternatively, you can turn one side of the island 
into a display unit for your retail offerings or 
choose to display some of your own art work. 
This set-up works best in a window and is a 
great way to show off your branding, seasonal 
offers or new collections. 

There is also a big demand for exclusive VIP 
areas within salons. “Some clients want a little 
more privacy and don’t mind paying extra for 
it. Creating an intimate space for men to have 
colour treatments is becoming a popular choice 
as the demand for male grooming is set to keep 
rising,” Wendy says.

If done well, these grooming sections in salons 
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will help boost revenue and 
of course, your male client 
base. If you want to go 
that step further, there’s a 
distinct look and feel with 
equipment and products 
designed for male grooming 
– think classic barber chairs, 
built to last and make a bold 
statement. 

Salon furniture supplier 
Takara Belmont offers a 
Salon Design service to help 

bring your interior ideas to life, by creating 2D 
visuals and 3D rendered images. The service 
is free of charge [for a minimum spend on 
furniture and equipment] and they can work 
with your architects and builders to help turn 
your interior dream a reality, but you must think 
about lead times. 

“It’s really important to ask about delivery when 
you first start your project, as you will need 
to factor this in.” Kevin says. Orders can vary 
depending on what you’re looking for and how 
much custom manufacturing is needed. Some 
items are kept in stock and can be delivered 
quickly, while others need to be ordered in.

It’s REALLY IMPORTANT 

to ask about DELIVERY 

when you FIRST start 

your PROJECT, as you 

will need to FACTOR 

this in.
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When it comes to colours; grey is the new 
neutral. “Mixing up complimentary colours and 
different textures is key to creating an on-trend 
salon for autumn winter 15. Instead of buying 
all matching chairs, mix it up with contrasting 
textures such as suede-look fabric and quilted 
designs of the same model chair. It creates 
more character and personality in the salon,” 
explains Wendy. 

Got your mind set on creating a green salon? 
Look to USA-based B Hive Organic Salon, 
winner of the prestigious 2014 Eco Salon Award 
in the annual global Davines Eco Salon Contest. 
They’ll give you all the inspiration you need on 
how to furnish your salon using eco-efficient 
materials like wood, glass and tin.

The eco-friendly salon located just outside 
NYC in the suburbs 
of Northern New 
Jersey used recycled 
100-year-old barn 
siding to create a chic 
retail area, front desk 
and colour room table. 
Their work stations are 
wrapped in a certified 
green veneer, and 
mirrors are made from 
recycled tin. Even the 
high-end styling chairs, 
bought second hand, 
were reupholstered 
using a 100 percent 
green fabric called 
Eco-Tech. Impressive, 
eh?

The blend of old 
and new, such as 
old sewing tables, 
chandeliers and 
delivery pallets, 
creates a unique salon personality, and acts as 
a good talking point with clients. 

Owners James and Angela Dawn explain: 
“Our ideas about sustainability are much 
deeper rooted than just the basics of 
recycling. Davines is progressive in keeping 
an eye on the future and we’re working with 
them to bring together like-minded eco salons 
to pioneer new ideas as we continue our 
salon journey.”

THE BENEFITS 
Depending on your investment, a salon 
refurbishment will increase your turnover but 
there are many other benefits too. “Having a 
refit gets peoples’ attention. It improves both 
the customer and team experience and gives 
you plenty of PR and branding opportunities. 
Make sure you keep clients informed of 
any changes in opening times and build 
excitement on your salon website, Twitter and 
Facebook page,” says Kevin.

“If you’re trying 
to carve a new 
personality, a revamp 
can differentiate you 
in the local area and 
provide a talking 
point. Think of it as 

an opportunity to extend your appeal and 
consider adding new services and treatment 
options at the same time,” Andre says. 

And of course, the bit that all salon owners 
dread – sticking to the budget! It’s often 
easier said than done but usually comes down 
largely to preparation and planning. 

“Consider every aspect of your design and 
make sure it’s accurately costed. Make 
sure you get the right team involved to help 
you plan and cost everything and build in a 
contingency as there are always unforeseen 
expenses,” adds Andre. 

“It’s important to be realistic in your budgeting 
and plan the investment requirements 
as diligently as possible. If your plan is right 
and you stick to it you should be able to work 
within it.”

Good luck to everyone having a new season re-
fit and get in touch for the chance to have your 
salon re-design featured in Salon Business. 

CONSIDER every 

aspect of your DESIGN 

and make sure 

it’s ACCURATELY COSTED. 

Make sure you get the 

RIGHT TEAM involved to 

help you PLAN AND COST 

everything

TIME FOR DESIGN Tel: 020 8903 0002 
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1

  themakeover

party time
Pietranera Big Party Class 
reception desk is available with a 
replaceable printed backlit fabric 
so you can change it quickly and 
easily with a salon mini revamp.
Price: £1,695 + vat
Info: lsehair.com
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3

4
5

Considering a makeover? 

Here’s our pick of some 

of the most deluxe salon 

furniture available today.

highlight
This stunning mirror unit is 
both elegant and stylish with 
a stainless steel frame, and 
lockable drawer.
Price: £275
Info: alanhoward.co.uk

chill out 
The Pouf from Salon Ambience 
is available as a single or 
a double-seater. The feet 
are created from polished 
aluminium, which help it to fi t in 
with the rest of a modern salon, 
thanks also to the product’s 
elegant and minimalist form.
POA
Info: salonambience.com

the father
A traditional shape with a 

contemporary fi nish, the Zeus 
by Maletti is designed to fi t 

perfectly into today’s barbershop 
environment and meet the 

demands of the modern barber.
POA  Info: maletti.co.uk

reinvented
Building on the success of the Yume DX, 
Takara Belmont has designed an evolution 
of the original Yume concept with Espoir. It 
delivers uncompromised Yume performance 
while providing an affordable solution that 
hair and beauty businesses can adapt to 
their individual spatial circumstances.
POA  Info: takarahairdressing.co.uk
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The Salon Business Awards Champagne 
Soiree proved a hit with stylists, PRs, and 

brand managers alike. It’s little wonder with 
a magician, a saxophonist, a celebritiy and 

champagne...all present and correct.

FUN & BUSINESS
5
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Held onboard The Yacht, 
the Salon Business Awards 
Champagne Soiree was an 
awards ceremony like no other. 

Proving that business can be fun, 
nearly 200 guests drank Laurent 
Perrier champagne, indulged in 
delicious cuisine including seared 
teriyaki salmon and posed with 
the very talented saxophonist 
come DJ. There was also a 
prestigious Magic Circle member 
to wow the crowds and even a 
photo booth for when the selfie 
stick didn’t quite suffice. 

Even TOWIE’s Lauren Pope turned 
up to represent her extensions 
brand, Hair Rehab London, 
causing a Twitter frenzy about the 
Salon Business Awards including a 
mention in the Daily Mail Online.

Kain Lawrence of Q Hair and 
Beauty, who scooped the top 
accolade of Salon Business 
Awards Ultimate Large Salon 
2014/15 said: “It’s probably one 
of the best awards ceremonies 
we’ve ever been to. We had a 
great time.”

It all started three months ago 
when hundreds of hairdressers 
submitted their entries to be part 
of the Salon Business Awards. 
It was up to Andre Dupratt, 
Takara Belmont National Sales 
Manager; Rob Cooper, Scummi 
Founder and CEO; Linda Evans, 
TIGI Head of PR; Roger Vallvé, 
Revlon Professional UK and 
Ireland Marketing Director; Zoe 
Vears, Salon Success Director 
of Publicity; Beverley Bates, La 
Biosthetique UK Creative Director 
and Victoria Lynch, Remi Cachet 

Founder, to select the winners. 
There were 59 finalists who made 
it through to the final hurdle with 
most of these heading to the 
Champagne Soiree to find out 
if they came in as the judging 
panel’s number one. 

“We were pleased to see so many 
enter the awards and we were 
overwhelmed by the standard 
of the entries. There were some 
fantastic examples of business 
models and some inspiring efforts 
to reach new markets – be it 
men, the eco-conscious or the 
discerning clientele,” said Salon 
Business Awards Founder Joanne 
Charlton. 

The day kicked off with a 
champagne reception, with 
organisers pleased the weather 
brightened for the event. After 
some networking, Joanne took 
to the stage with Salon Business 
Director Ben Turner. After a short 
introduction they announced the 
winners.

Then it was time to party as a DJ 
played the latest hits, while guests 
enjoyed the view across London’s 
skyline. 

Joanne added: “We couldn’t 
have asked for a better day and 
evening. We wanted to show 
that business can be fun while 
also recognising those who are 
creating successful salons across 
the UK – and we did that. Now to 
start planning next year.”
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“IT’S PROBABLY 

ONE OF THE 

BEST AWARDS 

CEREMONIES WE’VE 

EVER BEEN TO. WE 

HAD A GREAT TIME.”
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BEST LOCAL SALON OF THE YEAR SPONSORED BY PAUL MITCHELL 
Anthony Laban Home

BUSINESS SALON OF THE YEAR
Clay Hair Salon

COLOUR SALON OF THE YEAR SPONSORED BY LA BIOSTHETIQUE
Nicola Smyth Award Winning hair

CREATIVE SALON OF THE YEAR SPONSORED BY TIGI
Tim Scott Wright@The Hair Surgery

DESIGN SALON OF THE YEAR SPONSORED BY TAKARA BELMONT
Anderson’s Hair

EDUCATION SALON OF THE YEAR SPONSORED BY REMI CACHET
HOB Salons

GREEN SALON OF THE YEAR SPONSORED BY SCRUMMI
Anderson’s Hair

STYLIST OF THE YEAR 
Lisa Kennedy, Jason Liddiard Hair Design

MALE GROOMING SALON OF THE YEAR
Toni&Guy Canary Wharf

SALON TEAM OF THE YEAR SPONSORED BY REVLON
Barrie Stephen Hair

ULTIMATE SMALL TO MEDIUM SALON OF THE YEAR SPONSORED 
BY L’ORÉAL PROFESSIONNEL

B.O.B Hairdressing

ULTIMATE LARGE SALON OF THE YEAR SPONSORED 
BY L’ORÉAL PROFESSIONNEL

Q Hair and Beauty

THE WINNERS
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THROUGHOUT THE SOIREE, GUESTS WERE 
ASKED TO TWEET THEIR AWARD-WINNING 
FACE TO #SBAWARDS, FOR A CHANCE TO WIN 
£300 WORTH OF RESTAURANT VOUCHERS 
COURTESY OF LUXURY FURNITURE BRAND 
TAKARA BELMONT. ANDREAS NICOLI OF TIM 
SCOTT WRIGHT PROVIDED THE WINNING LOOK, 
AS CHOSEN BY ANDRE DUSSPRATT, TAKARA 
BELMONT NATIONAL SALES MANAGER. WELL 
DONE ANDREAS, ENJOY YOUR MEAL!

#SBAWARDS 
WINNING FACE
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“THANK YOU ONCE AGAIN TO OUR 
SUPPORTERS WHO PROVIDED 

JUDGES, PRESENTED AWARDS AND 
ALLOWED US TO MAKE THE SOIREE 
WHAT IT WAS – A HUGE SUCCESS.” 

JOANNE CHARLTON, SALON 
BUSINESS PUBLISHING EDITOR
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never
too old
to learn

Based in the Capital, 

Mahogany Hairdressing 

has bred outstanding 

talent through education, 

show work and 

numerous photo shoots. 

With 38 years clocked 

up between them, stylist 

Harry Connors and salon 

owner Colin Greaney 

have seen every which 

side of hairdressing and 

they’ve been more than 

happy to share it with 

each other. Now they’re 

sharing it with us. 
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DO YOU REMEMBER YOUR FIRST DAY 
IN THE SALON?
I don’t remember too much about 
my first day, but the one thing 
I do remember is that I thought 
it seemed very easy work as I’d 
just spent two years working on 
a building site before I started 
hairdressing – how wrong I was! 
Different, yes, but definitely not 
easy!

HOW HAVE YOU CHANGED SINCE YOU 
STARTED WORKING IN THE SALON?
When I first started hairdressing, I 
was very rough around the edges 
with very little sophistication. 
During my three year 
apprenticeship with Mahogany I 
was transformed into a reasonably 

sophisticated young man…33 
years later I’m still working on it! 

WHAT WAS THE LAST THING YOU 
LEARNED THAT SURPRISED YOU?
When I was first told about the 
Yuko straightening system, and 
how it could turn very curly, frizzy 
hair silky smooth and shiny, I 
was very cynical and sceptical. 
However, once I’d seen the result 
I was truly surprised and amazed. 
That doesn’t happen that often, 
but this was definitely one of 
those times that it did.

WHAT DO YOU THINK MAKES YOU A 
SUCCESSFUL SALON OWNER?
I would like to think that I’ve 
always been approachable, 
prepared to get my hands dirty 
and I’m always going to listen. I 
think all of this is important as a 
business owner in any industry.

WHAT IS THE MOST IMPORTANT 
LESSON YOU’VE LEARNED?
It’s definitely that a good haircut 
is not down to how much you cut 
off, but how much you leave on.

HOW LONG DID IT TAKE YOU TO FALL IN 
LOVE WITH HAIRDRESSING?
It happened from the first minute 
I stepped into a Mahogany salon. 
Having been a builder for a couple 
of years before this I had no idea 
how quickly I’d love my new 
career, but it really was almost 
instant.

WHERE DO YOU SEE YOURSELF IN 10 
YEARS?
Hopefully not fat and bald. I still 
can’t quite believe I’ve been 
doing this for over 30 years, so 
hopefully in 10 years’ time I’ll 
still be capable of cutting hair 
beautifully. 

WHAT’S IMPORTANT TO YOU, RIGHT 
NOW?
To see Mahogany continue to 
be at the forefront of British 
hairdressing. I also think it’s 
important to ensure that my team 
members go on to great careers 
within the industry.

harry asks colin

To see MAHOGANY 

CONTINUE  to be at the 

forefront of BRITISH 

hairdressing. I also 

think it’s IMPORTANT to 

ENSURE that my team 

members go on to 

GREAT CAREERS within 

the INDUSTRY.
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CAN YOU REMEMBER YOUR FIRST DAY IN 
THE SALON?
Yes, so clearly. It was July 27 fi ve years 
ago. I was rocking a fi ercely uncool look: 
gelled spikes coming from all different 
directions. As you can imagine, this was 
sorted out immediately.

WHAT’S THE BIGGEST LESSON YOU’VE 
LEARNED SINCE YOU STARTED WORKING 
IN THIS SALON?
How important it is 
to remain disciplined 
in everything you do, 
from the technical side 
to delivering fantastic 
service every day. 

WHAT DO YOU 
LOVE ABOUT 
HAIRDRESSING?
I love that each day is 
different to the next, 
you never know how 
it’s going to go and 
who you’re going to 
meet! I also love the 
interaction with clients 
and working beside passionate and 
courageous people. 

WHAT’S BEEN YOUR BIGGEST 
ACHIEVEMENT IN HAIRDRESSING TO 
DATE?
Demonstrating a live cutting model 
onstage with the Mahogany creative 
team was incredible, I loved it! And doing 10 
clients in a row without collapsing – haha
.

WHO HAS BEEN YOUR BIGGEST 
INFLUENCE IN YOUR CAREER SO FAR?
It has to be Colin. He taught me this 
beautiful craft and the level of creativity 
and beautiful work he produces every 
day is amazing. I feel privileged to work 
with him every day and wouldn’t be half 
the hairdresser I am today without his 
infl uence.

HOW DO YOU THINK YOUR STYLE HAS 
CHANGED SINCE YOU JOINED THE SALON?

My style has changed a 
lot since I started working 
in Mayfair, it defi nitely 
infl uences you. My style 
is much more ‘tailored 
gentleman’ now. 

CAN YOU REMEMBER 
YOUR FIRST HAIRCUT?
Yes, as if it were 
yesterday. It was a 
one length line and my 
model’s name was Kitty. 
I remember loving the 
experience but thinking 
this was going to be 

harder than I thought…

WHAT’S YOUR FAVOURITE ASPECT OF THE 
JOB?
The creative freedom and interacting with 
such interesting people, day in day out.

WHAT ARE YOUR AMBITIONS?
I’d love to become Art Director of the 
London salon, travel with the creative 
team and expand the Mahogany 
philosophy even further internationally.

colin asks harry

My STYLE is 

much more 
‘TAILORED 

GENTLEMAN’ 

now
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The standard hair ritual of starting 
with a shampoo and then finishing 
with a conditioner is a routine of the 
past with Matrix Biolage Cleansing 
Conditioners – it offers a total hair 
transformation in just one step. 

RRP: £17.99 
Info: Matrixhaircare.co.uk

the kit

Here is this 
month’s 
watch list of 
new products. 
We’ve 
covered 
care, men’s, 
beauty – and 
everything in 
between.

STYLE HIT

STREET STYLE

on step

Indola Zero Amm 
colour packs a 
beautiful colour punch 
while working with the 
gentlest of formulas. 
This new, totally 
ammonia-free range 
offers 100 percent 
white coverage as 
well as great colour 
saturation and a 
perfect, natural look.
Salon price: £5.25
Info: Most wholesalers

Back from Fudge’s 
underground Lab, super 
smoothie, Fudge Professional 
Gloss can now be used as 
a blowdry tool, as well as 
a finishing product. It’s a 
lightweight non-greasy serum 
that glides through the hair to 
create unrivalled shine.
RRP: £12.95
INFO: FUDGE.COM/
PROFESSIONALS

With top notes of vanilla, 
mixed with a coconut 
mid tone and a base of 
sandalwood, cedarwood 
and musk, Sweet & 
Seductive is brilliant for 
revitalising hair at the 
beach or at a festival and is 
a suitcase staple for those 
heading to the sun.
PRICE: £3.29
BATISTEHAIR.CO.UK

SWEET & SEDUCTIVE
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GO PLATINUM

ENCHANTED

ILLUMINATEREFRESHING

SALON STALLION

Denman Thermo-Neon Hot Curl 
Brushes will brighten up your kit 
bag with colour-coding by barrel 

size so you’ll always be able to find 
the one you need easily.
Salon Price: £5.38 + VAT
Info: denmanbrush.com

The unique moisturising 
and protective 
properties of milk 
proteins combine with 
fruit extracts, organic 
mint, and sage extract 
to create an invigorating 
experience for the 
hair and scalp in the 
Sensorial Mint collection 
from milk_shake.
RRP: £13.99
INFO: 
MILKSHAKEHAIRCARE.
CO.UK

With five sub ranges, a colour guard 
complex and an absence of sulphates, 
Maria Nila Stockholm fulfils a wide 
spectrum of needs. Plus the products 
are gentle on the hair and scalp and 
do not contain a preservative that can 
cause hormonal imbalances. 
RRP from £14.99 full size
Info: marianila.com

versatility

Benefi ting from 
a number of new 
features, this Alfa Italia 
hairdryer is lightweight 
and versatile with a 
Heat Proof Surface 
System, which allows 
the user to handle 

it by the frontal side 
since the surface 
remains cool.
SALON PRICE: £39.95 
+ VAT
INFO: ALANHOWARD.
CO.UK
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This is ghd’s best 
ever styler – the ghd 
platinum styler. It’s 
an exciting evolution 
of ghd eclipse, 
incorporating ghd’s 
patented tri-zone 
technology and a new 
ultra-effi cient wishbone 
hinge design for a 
smoother glide and 
better fi nish – ghd 
platinum shows the 
best can get better.
RRP: £165
INFO: GHDHAIR.COM

To create the sharpest lines, fi nest 
defi nition and fi nishing perfection 
in every cut, get your hands on 

the Andis Slimline Pro Li Cordless 
Trimmer.

SALON PRICE: £59.99 + VAT
INFO: ANDIS.COM

slim
line

La Biosthetique 
Volumising Spa 
Shampoo balances out 
structural differences 
to increase volume 
from the moment 
washing begins, giving 

hair a silky shine, 
perfect compatibility 
and more fl exibility. 
RRP FROM £14.50
INFO: BIOSTHETIQUE.
CO.UK

The unique moisturising 
and protective 
properties of milk 
proteins combine with 
fruit extracts, organic 
mint, and sage extract 
to create an invigorating 
experience for the 
hair and scalp in the 
Sensorial Mint collection 
from milk_shake.

MILKSHAKEHAIRCARE.

To create the sharpest lines, fi nest 
defi nition and fi nishing perfection 

slim
line
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mini me
Davines launches travel-sized 
versions of the brand’s most 

popular products in time for the 
summer holiday season.

RRP from £4.15
Info: davines.com

With the new Dualsenses Scalp Specialist – now integrated 
into the new Dualsenses packaging design – stylists can help 

their clients feel comfortable again by offering an optimal 
solution for various scalp problems. All four segments – 

Sensitive, Anti-Dandruff, Deep Cleansing and Anti-Hairloss 
– work with salon exclusive advanced technologies for an 

individually balanced and regenerated scalp and visibly healthy 
looking, natural shiny hair. Price on request

Info: Goldwell.com  

Let nature lock out frizz with Aveda 
Smooth Infusion Nourishing Styling 
Creme – powered by botanicals for 

smoother, softer frizz-free hair – even in 
intense humidity. 

RRP: £22.50
INFO: AVEDA.CO.UK

POWER OF NATURE

CASUAL LIAISONS

Maria Nila Stockholm Colour Refresh is a gentle 
hair masque with non–permanent colour pigments. 

By using colour refresh you can either intensify 
your client’s current colour or change it. The colour 
lasts up to 10 washes and will wash out gradually. 
The result depends on the quality of the hair and 
the masque will be more intense in treated or 

porous hair. RRP: £16.99
INFO: MARIANILA.COM

Phytomer Rose 
Soin Radiance 
Oil brightens, 
rehydrates and 
nourishes the skin 
due to a blend of 
beauty enhancing 
marine and plant 
oils.
RRP: £46.50
INFO: PHYTOMER.
CO.UK

scalp doctor

Get into All That Jazz 
Cocktail nail collection for 
summer in four bright and 
beautiful colours. Add a dash 
of lime with the citrus bright 

of The Margarita, or a twist 
of old school class with the 
perfectly pink Jack Rose. 
RRP: £5.83 + VAT
INFO: NAILHARMONYUK.CO.UK

ROSE INFUSED

COSMOPOLITAN
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of lime with the citrus bright INFO: NAILHARMONYUK.CO.UK
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j’adore
One of the biggest challenges facing salon owners is 

getting longevity out of their colour and many clients are 

left feeling unsatisfied with their service.

We love it when a product comes 
along that makes your life that little 
bit easier or that little bit better. But 
Schwarzkopf Professional BC Colour 
Freeze isn’t just a product, it’s an 
entire haircare range. And everything 
each of these products do is targeted 
towards giving your clients the power 
to get more out of their colour.

That means not only does your service 
improve, but so do your retail sales, so 
there’s little reason not to freeze your 
colour.

The science part as to how it does 
what it does baffles us [something 
about an innovative pH 4.5 Balancer 
technology] but what we do 

understand is zero colour fade and 
a dazzling colour result for up to 12 
washes.

Now with the hero BC Color Freeze 
CC Cream, you can tailor the products 
to create an entire package for those 
with over-processed coloured hair, 
thick coloured hair, fine coloured hair 
and even white/blonde hair with a 
specialised silver shampoo.

Color Freeze soon hit the high notes 
on our radar and it will with your 
clients too, so can you afford not to 
have it on yours?

RRP from £10.55
Info: schwarzkopf-professional.co.ukk
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P U R I T YP U R I T YP U R I T YP U R I T YP U R I T Y
THIS COLLECTION WAS 

CREATED TO DEPICT THE 
ELEGANCE AND BEAUTY IN THE 

YOUNG AND INNOCENT.
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HAIR: BROOKS AND BROOKS ART TEAM
PHOTOGRAPHY: TAKAHITO SASAKI
CLOTHES: MONIKA BEREZA
STYLING: OLIVER VAUGHN
MAKEUP: SARAH JAGGER 
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strength of
SHINE
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THIS SHOOT TAKES ON STRIKING SHINE IN 
BOTH THE HAIR AND STYLING, COUPLED 

WITH BOLD PRIMARY COLOURS. THE DEFINED 
LOOKS EXUBERATE CONFIDENCE AND POISE, 

GIVING OFF AN AIR OF STRENGTH AND 
SELF-ASSURANCE. 
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HAIR: NEIL SMITH 
PHOTOGRAPHY: JOHN RAWSON
MAKEUP: FAYE CAMPBELL 
STYLING: MARIKA PAGE 
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SURREALISM
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ISM

P U R I T Y

THINK DREAM-LIKE 
SURREALISM INSPIRED BY THE 

SUBCONSCIOUS, CONJURING 

IMAGES FROM THE PARIAH TO 

THE MESSIANIC. 
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HAIR: DANIEL GRANGER AND LUCIE KING AT DANIEL 
GRANGER HAIRDRESSING 

PHOTOGRAPHY: BARRY JEFFERYS 
STYLING: KATE JEFFERYS 

MAKEUP: JOANNE MUA-TUDDA 
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COALESCE
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THE JUXTAPOSITION BETWEEN BOLDNESS 
AND AGILITY IS CAPTURED IN THIS SERIES. 
THE HAIR FEELS LIGHTWEIGHT, ALMOST 

DEFYING GRAVITY WHILE STILL 
COMPLEMENTING THE STRIKING BEAUTY OF 

THE MODEL
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HAIR: SILAS TSANG @BLUSHES, OTTAWA, CANADA
COLOUR: DOROTHY TSANG @BLUSHES,

PHOTOGRAPHY: JOHN RAWSON
MAKEUP: LAN GREALIS
STYLING: JARED GREEN
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Maletti UK | +44 (0) 747 217 6033 | +44 (0) 772 073 6360 | www.maletti.co.uk | info@maletti.co.uk | 

HairdrJurna_july205X275.indd   1 01/07/15   10:28CommentJuly.indd   6 20/07/2015   23:52




