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This is the fastest and easiest way to curl hair that I have ever used. Just clip 
in the hair ends, start the motor to wind up the hair then release the clip. It’s so 
quick and easy yet the results are stunningly professional.

Richard Ward
Celebrity Hairdresser

in the hair ends, start the motor to wind up the hair then release the clip. It’s so 
quick and easy yet the results are stunningly professional.
in the hair ends, start the motor to wind up the hair then release the clip. It’s so 
quick and easy yet the results are stunningly professional.

Available at Salon Services, Aston and Fincher, Capital Hair and Beauty, Alan Howard, Salons Direct and other leading salon wholesalers.

“glamoriserUK”www.glamoriser.com
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NO 
BLEED
ING*

NO 
LIMITS

NO 
FOILS

*Shades of up to 3 levels of depth apart. 
Exception: not recommended when using extreme tonal 

di� erences such as vibrant reds and blondes.
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NO 
LIMITS

Color will be set free this summer. 

Want to be one of the � rst 
colourists trained on Color.id?

Contact your Wella Professionals Account Manager or email 
Wella at events.im@pg.com [with Color.id in the subject line] for 

information on your nearest training session.
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EDITOR’SWORDS
There’s so much to talk about this month that we literally haven’t stopped. What 

with new salons opening, products being launched and go-to events happening every week, 
there’s been little time left to sit and enjoy the sunshine, but we must confess – 

it’s what we love about the hair industry.
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The boys have certainly been getting 
us all het up as we’ve taken the daring 
move of looking into this boomin’ 
market. What have we found? There’s 
lots of money to be made if you’re 
ready to make your mark.

It’s about tailoring your service to the 
sexes with everything from the drinks 
you serve down to the colour of your 
walls. They’re not a complex bunch 

but you do have to think carefully 
about the services you’re going to 
offer, the products that complement 
them and how you’re going to educate 
your staff to get the most from them.  

The boys are waiting, so don’t take too 
long. But if you’re not sure where to 
start, crack on with our MEN’S FOCUS 
for just about all the advice you need 
to get you started.

In the meantime, don’t forget to check 
out the latest gossip from the industry, 
the best business advice you’ll ever 
get in Got Five AND we’ve taken 
the time to fi nd out what your next 
collection can do for your business.

‘til next time.

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

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

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

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

For more information, contact your Wella Professionals 

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

        like us on facebook

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

MH0835-Illumina SP - SB.indd   1
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8

STYLE MAKERS

BREAKING 
NEWS

Cult styling brand ghd has 
announced its new Style Squad for 
2013/14 after an intense two-day 
audition process held at the ghd 
studio in Soho, London.

A shortlist of 45 stylists from around 
the country were invited to the 
studio to reproduce their favourite 
look from London Fashion Week 
using a model and moodboard 
to bring it to life. They then had a 
one-to-one interview with a judging 
panel, which included ghd 
Creative Director and session 
stylist Zoe Irwin.

Fellow judge and former London 
Hairdresser of the Year Karine 
Jackson said: “What a fantastic 
day we had – so much young 
alent in one place. I just wish I’d 
had the same chance when I was 
their age.”

The ghd Style Squad will kick 
off this month with a Zoe Irwin 
mentoring day and various other 
ghd projects leading up to LFW in 
September.

The new ghd Style Squad 
2013/14 is: 

Georgina Butler, MK Hairdressing; 
Chad Maxwell, seanhanna; Graeme 
Snell, Frances Hunter; Holly 
Carr, Fubar Hair Collective; Ryan 
Humpage, RUSH; Ayden Richards, 
Headmasters; Charli McGrath, 
RUSH; James Oxley, RUSH; 
Charlotte Roberts, The Boutique 
Salon; Ayesha Kalyan, 17a; Lucy 
Highland, Georges; Lauren Puszka, 
Georges; Ben Russell, RUSH; 
Frayja Tedman, RUSH; Emma 
Rowles, Ken Picton; Jack Wayte, 
Renaissance Hair and Beauty and 
William Lamb, Seckingtons.

HOB NEWBIE

Award-winning hairdressing 
group HOB Salons is proud 
to be welcoming a new 
Franchisee to their ever 
growing team as Shabaz 
Hussain takes the reins at 
the groups branch in Leeds.

Situated in a prime location 
on Duncan Street in the 
bustling City Centre, Shabaz 

brings 12 years’ industry 
experience to this role. 

He says: “I’m really excited 
to join HOB salons. I’ve 
been searching for the 
next chapter of my career 
and have found a great 
innovative brand to be 
part of that’s continuing to 
pioneer the industry.”

June News.indd   8 25/05/2013   12:09



Professional hair tools company Cloud 
Nine has relaunched with a new 
brand image and website with a new 
Altogether Kinder Styling message.

The website features the new 
photographic collection and more 
interactivity for salons with 1-2-1 
interviews and expert advice, giving 
hairdressers an additional platform 
to connect to the Cloud Nine 
community.

Talking about the changes Cloud Nine 
Founder Robert Powls, says: “The 
decision to launch a brand new look 
for 2013 comes from an in-depth 
study and we believe Altogether 
Kinder Styling embraces the mood of 
the modern client.”

Image below Hair: Leigh Keates and 
Angel Montague-Sayers Makeup: 
Naoko Scintu and Andrea Chiu Styling: 
Thea Lewis-Yates and Laura Cox 
Photography: Elisabeth Hoff Creative 
Director: Steve Dixon

THE NAMES ARE OUT

THE NAMES ARE OUT

INOA’D

L’Oréal Professionnel revealed new Inoa Ultra 
Blonde at two exclusive events at the L’Oréal 
Academies in London and Manchester.

Following a drinks reception L’Oréal 
Professionnel General Manager Claire Townend, 
opened the evening and shared her vision for 
the future. This was followed by a presentation 
of Consumer Market Insights by Leslie Szpiro, 
CMI Senior Manager, with some interesting 
statistics including that three in 10 women go 
to salons to have their hair coloured, while the 
largest group is the over 45s. 

Lauren Wilson, Group Product Manager for 
L’Oréal Professionnal Colour, revealed Inoa 
Ultra Blonde with a “seeing is believing” 
section showing before shots of the models 
earlier in the day, while the models came 
onstage to show the after hair colour.

Kay then hosted a Q&A section with Darren 
Oram, Technical Manager, before inviting the 
audience onstage to see the results up-close 
for themselves – and it was an impressive 
line-up.

9
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BREAKING 
NEWS
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The Wella Professionals TrendVision Award 
Regional Heats have been taking place 
across England and Scotland and Britain’s 
top talent has now been chosen to compete 
at the UK & Ireland Final in October.

We’ve managed to bring you all the winners 
here, but don’t forget to check back next 
month for more in-depth coverage of one of 
the biggest colour competitions in the industry.

SOUTHERN
YOUNG TALENT
Peter Burkill, HOB Camden 
Katy Pickering, Strangeways 
Jasmin Giamattei, Marc Antoni 
Lucy Tuck, Marc Antoni
Luke Benson, D&J Ambrose

COLOR
Paul Reed, Guy Fawkes
Clayde Baumann, D&J Ambrose Sean 
Nolan, HOB Salons
Gemma Smith, Fubar Hair Collective

SCOTTISH
YOUNG TALENT
Mhairi Walker, Frances Hunter Hairdressing 
Arianne Kennedy, Jo Anderson
Zarina Ainslie, The Head Gardener
Callum Taylor, U Concept
Gemma Kellacher, Hair Directory

COLOR

Pamela McNie, Frances Hunter Hairdressing 
Rhona McCallum, Rhona McCallum 
Hairdressing Daniel Benson, Regis Mops 
Newcastle, Alison Milton, Weir Hairdressing

NORTHERN
YOUNG TALENT
Tammy Murrell, TPL Hairdressing Benjamin 
Blackburn, HOB Salons, Leeds Amelia 
Evans, Russell Eaton
Emma Wainwright, Soul Hair
Tom Wright, Soul Hair

COLOR
Nicole Turner, Jamilla Paul Hair and Beauty 
Kelly McDonald, Star Salon
Stephen Kriehn, Blue Hairdressing
Nicola Slade, Daccs Hair & Beauty Centre

MIDLANDS
YOUNG TALENT
Stephanie Prophett, Hair 38
Ellenora Dean, Michelle Griffin Academy 
Samuel Millard, Peter Prosser Hairdressing 
Ellie Moore, Stevensons Hair Salon

COLOR
Daniella Ingrosso, Wigs and Warpaint 
Barry Wright, Barry Alan, 
Colin Elliott, Classics Hair & Beauty 
Anthony Holland, Benjamin Rose

THE NAMES ARE OUT

UNDER THE SPOTLIGHT

Since the launch of ghd’s inspirational 
new talent-spotting competition Spotlight, 
aspirational stylists from around the UK have 
been uploading creative content to win one 
of five coveted finalist places with the chance 
to secure a place on the ghd art team.

“We had a phenomenal response to the 
competition,” said Jo Robertson, ghd’s 
head of UK & ROI education. “More than 
1,200 fabulous entries were uploaded and 
the judging process took three days to 
complete as the standard was so high. The 
final five showed us real passion and an 
obvious talent for forecasting and interpreting 
forthcoming trends.”

Well done to Ryan Harris of Angels, Billy 
Fry of Strands, Nicole Meechan of McGarry 
& Blair, Ky’Cut Wilson of Electric and 
Dylan Brittan of Rainbow Rooms. They’ll 
now be invited to take part in an all-expenses 

paid shoot.

June News.indd   10 25/05/2013   12:09



2013 MIZANI AFRO LOOK AWARD

Four talented 2013 Mizani Afro 
Look Award finalists took their 
fashion-led skills in afro hair 
to the live competition floor 
inside the renowned L’Oréal 
Academy.

The competition saw 
teams from Jason Liddiard 
Hairdressing in Rainham, 
Toni&Guy in Chiswick, Jimmy 
Campbell in Fulham and 
Cutting Room Creative in 
Leeds compete in the live final 
stage.

Each salon created a “well-
executed, inspirational, 
modern colour with a beautiful 
editorially inspired style and 
finish on a female model of 
African / Caribbean descent”. 

The overall look needed to 
complement an autumn 
winter 2013 fashion trend and 
ultimately result in a ‘show- 
stopping look.’

One of the judges, sessions 
stylist Eugene Davis, said: 
“This year we saw new and 
innovative ways to use colour 
on afro hair texture and skin 
tone. Hairdressers were 
breaking the boundaries of 
classic techniques and that’s 
what stands out.”

This closely watched award 
will be announced as part of 
the glamorous L’Oréal Colour 
Trophy Grand Final Awards 
inside the stunning Grosvenor 
House in Park Lane. The 
stakes are high for the overall 
winner of the Mizani Afro Look 
Award with an astounding 
prize package comprising a 
fashion-led consumer cover 
shoot, Mizani educational 
courses, bespoke creative 
in-salon educational courses as 
well as an opportunity to work 
backstage at African Fashion 
Week alongside numerous PR 
opportunities.

To mark the 75th anniversary 
of Denman International and 
their iconic Classic D3 brush, 
five internationally recognised 
British hairdressing ambassadors 
devoted their time and talents 
to creating a breathtaking 
photographic collection.

Anthony Mascolo, Andrew 
Collinge, Nick Irwin, Errol 
Douglas and Mark Woolley 
descended on the TIGI 
Photographic Studios to each 
create a look that evokes a blend 
of heritage styling, refreshed 
and revived for today. Anthony 
Mascolo said: “I’m so pleased 

to be involved in this shoot; 
it’s a great way to show my 
appreciation for something that’s 
been with me throughout my 
whole career.”

Denman Marketing Manager 
Jonathan King adds: “We know 
that Denman is respected by 
hairdressers around the world, 
but to be in a studio with 
these amazing people is a real 
testament to how respected 
Denman is. It’s a proud day.” 

Keep on the look out for the 
collection and a reportage film of 
the day.

ICON SHOOT

11
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 0800 977 8474

              facebook.com/ShortcutsUK @ShortcutsUK

marketing@shortcuts.co.uk

http://itsuitsyou.shortcuts.co.uk/SB

NOT ALL SALON SOFTWARE IS THE SAME!

SHORTCUTS LETS YOU WORK SMARTER, NOT HARDER.

As well as all the powerful easy to use features you would expect from a 
leading salon software system, Shortcuts clients have access to the S.M.A.R.T. 
System, a range of new online tools designed to grow your business.

“ I started using S.M.A.R.T. soon after the business opened in October 
2011 as I could see the benefit I would get enhancing my Shortcuts system 
with everything that S.M.A.R.T. gives me... I love that there is just one login 
and everything is accessed through a central place, making it easy to 
navigate through the different areas. The tools are now generating £3900 

in additional revenue each month. ” Gill, Macadamia Hair Spa, Cheshire

S.M.A.R.T. is exclusive to Shortcuts - to find out more call or email us today.

it suits you

OFFICIALLY THE UK’S 
NUMBER ONE 

PROVIDER OF SALON
& SPA SOFTWARE
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BREAKING 
NEWS

Wella Professionals has 
announced the lucky 
regional finalists in its annual 
XPOSURE competition after 80 
competitors battled it out.

Each competitor was asked to 
create a commercial cut and 
colour and had an hour to style 
the hair and finish their total look 
before taking to the catwalk at 
regional finals across the country. 

Jade Goss from PKAI Academy 
in Peterborough was the 
Xposure winner in 2012 and 
says: “Winning Xposure has 
helped my career options open 
up so much. I have so many 
routes I can go down and 
hairdressing competitions and 
shows are definitely what I’ll 
choose. It has definitely made 
me see that if you put your all 

into something you can achieve 
anything.” Open to students 
from any college or learning 
provider, the competition 
provides a platform for 
emerging talent and offers its 
winners some amazing money-
can’t-buy prizes. The finalists 
will now go onto compete in 
the final on June 6 at the Wella 
World Studio, London.

Toni Mascolo OBE, founder and CEO 
of Toni&Guy was recently appointed 
as an Honorary Professor at Durham 
University Business School. Only the 
third entrepreneur ever to have received 
this accolade, Toni travelled to Durham 
University to deliver a speech to the 
University Business School students, alumni 
and corporate partners. He spoke about his 
career and building a global business that is 
this year celebrating its 50th anniversary.

The presentation, part of the Business 
School’s Durham Speaker Series, provided 
an overview of the development of the 
Toni&Guy franchise model, while Toni 
outlined how he set out to redefine the 
educational structure of hairdressing.

He said: “My story, and the story of 
Toni&Guy is ultimately about giving  
people the tools to succeed. Fifty years 
ago I set out to build a franchise that 
combined high standards and creativity 
with individual empowerment. I would 
say to new mangers, ‘Your success is our 
success, we give you the tools but you 
make our business great.’”

Professor Rob Dixon, Dean of the Durham 
University Business School, said: “Toni 
Mascolo’s passion for the betterment of 
his business and its staff is infectious, and 
his story exemplifies the entrepreneurial 
spirit, tenacity and vision that we seek to 
impress upon our students.”

XPOSURE

IT’S AN HONOUR

13
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It’s what makes the salon tick over and your 
revenue head in the right direction. That’s why 

we’ve dedicated an entire section to it. It’s time for 
business.

P18 WANT TO GET MORE FROM YOUR NEXT 
COLLECTION? READ HERE FIRST

P25 GOT FIVE IS WHERE YOU’LL GET WHAT YOU NEED

•  FIVE ON THE HAIRDRESSING COUNCIL
•  FIVE ON VAT
•  FIVE ON A NEW LONDON ACADEMY
•  FIVE ON BOOSTING YOUR COLOUR BUSINESS

P34 QUESTION TIME FOR A MAN IN THE KNOW
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So photographic work 

is creative, but when 

spending £20k plus 

on a collection you 

need to get some kind 

of return of investment. 

Here, Leonie Eastwood 

speaks to those

 in-the-know on how 

to make it work for your 

business. 

LENS
through the
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HAVE AN OBJECTIVE

First on the list is knowing why you’re 
doing the shoot and creating an agenda 
based around that. Then you have to do 
it right “Whatever it is you’re trying to 
present photographically to your clients, 
must be to the very best of your ability as a 
salon,” says Mark Leeson, a man who has 
made a name for himself with his award-
winning hair collections. 

As with everything, planning is essential: 
“If you’re planning a photographic shoot 
you have to think about why you’re doing 
it,” adds Mark. “There’s no point in 
shooting a collection of female models with 
the latest colour techniques on their hair if 
you want to promote your men’s business. 

“One the other hand, if you’re shooting to 
create 

some promotional imagery for the salon 
then you need to think about the
kind of imagery your target client will 
want to see and what will draw them 
into the salon.”

Is it expensive, luxurious, high-end 
hairdressing you’re trying to promote? If 
so, you’re imagery needs to reflect this. 
Mark flags that it’s important to remember 
you’re thinking about what your brand 
needs as opposed to what you like. 

“These can often be 
two totally different 
things, and in order to 
grow your business 
the imagery needs to 
speak volumes about 
the services you’re 
offering,” he explains. 

The recipe for success 
means staying true to 
you and your brand 
as Michael Hooker, 
one half of the 

celebrated Hooker 
and Young duo, 
explains: “Don’t 
compromise 
what you’re 
salon is about 
or what your 
identity is to 
try and win an award. It’s not 
about changing who you are to 
fit with whatever is cool in hair at 
the moment, it doesn’t work like 

that. You’ll get much better results 
by staying true to yourself and your 

brand’s needs.”

HOW TO

Akin Konizi, International Creative 
Director of HOB Salons says good 
photographic work requires risks to be 

taken. He’s adamant that some of his 
best work is the result of creating looks 
that people aren’t initially comfortable with 
as a trend, but instead act as inspiration 
and a hub of creativity to wow clients. 

He keeps his ear to the ground when it 
comes to what’s going on in fashion, film 
and art and this undoubtedly is reflected 

in his creative input to HOB Salons’ 
photographic work. 

“It’s important to 
research what’s 

current and 
what’s 
coming up 
in other 
creative 

industries because it impacts on hair 
eventually,” he says. “The hardest bit is 
deciding where you sit with it all. More 
often than not most of my collections show 
an array of different styles, techniques 
and looks to inspire and push creative 
boundaries, along with a few more 
commercial looks that clients will want to 
try now.”

Once your concept and brief is there, it’s 
time to select models, photographers, 
stylists and shoot location – and this is 

where it can get 
messy.

The key to 
finding the right 
photographer, 
according to 
Michael, is to find 
someone who 
understands your 
brand and the 
message you want 
to portray, while also 
having exceptional 
technical skills to 
back it up.

He says: “Often 
we work with 
fashion or beauty 
photographers rather 
than those solely 

dedicated to hair as sometimes the latter 
can appear a bit static. For us, each image 
has to evoke an emotional response and 
represent our brand, synonymous with 
beautiful women and gorgeous hair. Take 
you’re time to research and always ask 
around for recommendations.”

Mark agrees that choosing the wrong 
photographer is a common mistake made 
by many hairdressers as he says: “Just 
because you find a photographer who is 
strong in some areas, it doesn’t mean 
they’ll understand shoots and grasp hair 
work. I always invest in photography, 
styling and makeup artists who I know are 
amazing. Don’t cut back on models but 
do look for new faces because this can 
save money.”

Just don’t do anything in hast as Marks 
adds: “Stick to what you’ve planned and 
don’t try to do everything in one shoot – it’s 
impossible to have a collection that can 
be used for absolutely every objective. 
Instead, focus on getting one objective 
spot on.”

BIG SPENDER

There are no two ways around it, a good 
shoot is expensive and while you can look 

“Just because you find 
a photographer who is 
strong in some areas, 
it doesn’t mean they’ll 

understand shoots and 
grasp hair work. I always 

invest in photography, 
styling and makeup artists 
who I know are amazing. 
Don’t cut back on models 
but do look for new faces 

because this can 
save money.”

20
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All imagery Hair: Gary Hooker and Michael 
Young  Makeup: Megumi  Styling: Thea Lewis  
Photography: Jack Eames
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at cutting costs, Mark says it can be tricky 
because in truth there are few areas that will 
save you that much. 

So where do people go wrong? “Not 
investing in professional models is the main 
pitfall. There’s a reason why professional 
models are paid a lot of money and that’s 
because they look amazing behind the lens,” 
explains Akin. 

But he prefers to mix things up: “Make the 
most of your time and don’t be scared to mix 
professional models 
with non professional. 
And even look to get 
two looks out of each.”

Michael tips: “If you’ve 
got an amazing model 
who knows how to 
work the camera, 
you can sometimes 
get away with using 
a less experienced 
photographer or vice 
versa but it all depends 
on what level you’re at 
and how much budget 
you’ve got to work with. 
The worst thing you 
can do is do is scrimp 
on a shoot. You might as well just wait until 
you have the money to do it properly and 
professionally.”

“Remember that time is money, so sticking 
to your schedule and not running over will 
save on additional costs of model time, 
studio space and equipment hire which can 
very quickly double the cost of your shoot if 
you’re not careful,” adds Akin. “Studio fees 
alone can be costly, especially in London, so 
ask your photographer if he knows of any 
cheap locations but be prepared for them 
not to be in central London or be particularly 
glamourous.”

Spending such a lump sum on a shoot 
can seem daunting but Mark says you 
should see it as an investment. He 
recommends trying to get a few uses 
out of it to make it worthwhile, such as 
using the images for award entries as 
well as promotions for the salon to help 
justify the cost. 

If you can win awards on the back of them 
and build your salon’s profi le you’ll not only 
attract a great calibre of staff but new clients 
too, as Michael says: “You’re never going 
to see a direct return as such but good 
photographic work will grow you’re brand 

and in turn boost clients. It’s all about 
brand identity and I really do believe 
that the profi le and brand that we’ve 
created at Hooker & Young is largely 
because of the high standard of our 
photographic imagery.”
Others may say it’s down to the 
awards they’ve won [they’ve 
scooped the North Eastern 
Hairdresser of the Year title a 
whopping seven times already!] 
but Michael is keen to credit the 
photography for their paramount to 

success.

“If we didn’t produce 
such high calibre 
images as we have, 
we wouldn’t have the 
brand identity we’re 
so proud of or get the 
coverage in magazines. 
You can secure a lot 
more coverage if you 
have decent imagery to 
submit alongside your 
salon news.”

One thing to 
remember is once 
you’ve done 
the shoot, 

maximise the PR 
opportunity. There’s no 
doubt that PR and press 
coverage brings value 
to the business. 
“Make sure 
your 
collection 
is 

published in 
a trade magazine 

if possible, then use 
it for local promotions, 

window displays, your website, 
social media and everything that promotes 
your brand,” says Mark. This in turn will 
create a greater awareness of your salon and 
the services you’re offering, which should 
result in more clients through the door. 
Feeling inspired? We are. 

at cutting costs, Mark says it can be tricky 
h there are few areas that will 

investing in professional models is the main 

because they look amazing behind the lens,” 

But he prefers to mix things up: “Make the 
most of your time and don’t be scared to mix 

on a shoot. You might as well just wait until 

Remember that time is money, so sticking 
to your schedule and not running over will 

studio space and equipment hire which can 
very quickly double the cost of your shoot if 
you’re not careful,” adds Akin. “Studio fees 
alone can be costly, especially in London, so 
ask your photographer if he knows of any 

not to be in central London or be particularly 

f you can win awards on the back of them 
and build your salon’s profi le you’ll not only 
attract a great calibre of staff but new clients 
too, as Michael says: “You’re never going 

photographic work will grow you’re brand 

and in turn boost clients. It’s all about 
brand identity and I really do believe 
that the profi le and brand that we’ve 
created at Hooker & Young is largely 
because of the high standard of our 
photographic imagery.”
Others may say it’s down to the 
awards they’ve won [they’ve 
scooped the North Eastern 
Hairdresser of the Year title a 
whopping seven times already!] whopping seven times already!] whopping seven times already
but Michael is keen to credit the 
photography for their paramount to 

success.

“If we didn’t produce 
such high calibre 
images as we have, 
we wouldn’t have the 
brand identity we’re 
so proud of or get the 
coverage in magazines. 
You can secure a lot 
more coverage if you 
have decent imagery to 
submit alongside your 
salon news.”

One thing to 
remember is once 
you’ve done 
the shoot, 

maximise the PR 
opportunity. There’s no 
doubt that PR and press 
coverage brings value 
to the business. 
“Make sure 
your 
collection 
is 

published in 
a trade magazine 

if possible, then use 
it for local promotions, 

window displays, your website, 
social media and everything that promotes 
your brand,” says Mark. This in turn will 
create a greater awareness of your salon and 
the services you’re offering, which should 
result in more clients through the door.
Feeling inspired? We are. 

“If we didn’t produce such 
high calibre images as we 

have, we wouldn’t have 
the brand identity we’re 
so proud of or get the 

coverage in magazines. 
You can secure a lot more 

coverage if you have 
decent imagery to 

submit alongside your 
salon news.”
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It’s money, money, money this issue as we 

take a look at VAT and the things you didn’t know 

about this dreaded tax. Edcuation also 

features highly this month as Got Five speaks to 

some of the key educators in the industry. And 

we’ve even found time to speak to the 

people behind the goal to raise standards across 

the board in the hairdressing industry. We’ve got it 

covered, but if we haven’t and there’s something 

you want to know then get in touch 

[gotfive@salonbusiness.co.uk]
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As every good salon owner knows, word of mouth and 
personal recommendations are still the best way of 
securing clients, so it’s important to give your customers 
the most ideal service possible and let them know you 

take their hair and safety seriously. This is why becoming 
part of the Hairdressing Council and registering yourself and your staff 
is so important. 

What actually is the
HAIRDRESSING

The Hairdressing Council is an 
industry-recognised organisation 
that allows stylists to become 
state registered — meaning that 
by joining, they get an official 
stamp from the Government 
to say they’re recognised as a 
professional that offers a high-
quality service. 

It may sound simple but there 
are still so many hairdressers 
in the UK that aren’t registered, 
meaning they have no official way 
to differentiate themselves from 
the unqualified stylists that cause 
problems and injury to clients, 
damaging the reputation 
of hairdressing. 
 
It has been advised that in the 
current financial climate, everyone 
needs to be upping their game and 
be more aware of the competition. 
By becoming a State Registered 
Hairdresser [which means you 
can use the initials SRH after your 
name as well as the Hairdressing 
Council logo on your business 
card and stationery] you’ll be 
joining thousands of hairdressers 
who support the need for 
professionalism including Trevor 
Sorbie, Andrew Barton, Anthony 
Mascolo, Errol Douglas and more. 
 
Paul Falltrick and Jamie Stevens 
have recently joined Andrew 
Barton as Hairdressing Council 
Ambassadors for 2013/14. They 
now have the task of highlighting 
the need for qualified hairdressers 
to become state registered. Talking 
about his new title, Jamie says: “I 

feel passionately that hairdressing 
deserves respect as a serious 
profession and by encouraging 
others to do the same, it will 
pave the way for changes to 
raise standards and ensure the 
professionalism of our industry.”
 
It’s not just stand alone salons 
and stylists that benefit from 
joining; more and more groups and 
franchises are reaping the benefits 
of becoming state registered. 

The Francesco Group is an active 
supporter of the Council, with 
Ben Dellicompagni, Managing 
Director, saying: “The Hairdressing 
Council has the mandate to ensure 
through legally binding legislation 
that minimum standards are set in 
place, so hairdressing is no longer 
regarded as a second rate job. 

“This is essential for our future 
or we’re in danger of losing our 
country’s reputation for the very 
best that hairdressing can offer, 
both commercially and creatively.” 

One exciting development to 
recently occur is the joining of 
forces with the British Barbers’ 
Association to promote state 
registration for barbers. This 
strong allegiance of such a 

specialist sector further cements 
the Hairdressing Council as the 
leading authority on promoting 
and supporting qualified, 
professional stylists and barbers, 
and recognising the difference 
between the two. 
 
What the Hairdressing Council 
aims to do is advise the consumer 
on finding professional and 
qualified stylists and salons 
they can trust. No one would 
ever consider being treated 
by an unregistered doctor or 
nurse, employ an unregistered gas 
fitter or get into an unregistered 
taxi, so why should hairdressing 
be any different when you regard 
some of the chemicals and 
practices used?
 
If you’re registered, your salon’s 
details will be available on the 
website and clients will be able to 
easily find you by simply putting 
their postcode in. There is also 
free advice on the SRH dedicated 
phone line, competitively 
priced insurance cover and the 
opportunity to attend an annual 
Hairdressing Council afternoon tea 
at the House of Commons – la, 
dee, dah.

Benefits of registration also include 
a certificate, free promotion on 
the Hairdressing Council website, 
discounted insurance, business 
advice and logo usage.

Register today by going 
to haircouncil.org.uk
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It’s not just stand 
alone salons and 

stylists that benefit 
from joining
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On April 1, VAT reached its 40th birthday but it was no April Fool. 
Originally introduced as a requirement to join the European 
Economic Community, VAT rates were just 10 percent and 
even at that rate raised £1.5 billion for the public purse. Now 

40 years later, the standard rate has doubled to 20 percent 
and is worth £100 billion a year in the UK. As the bane of many salon 

owners, we decided to track down our resident tax man Bobby Lane to 
give you some useful pointers on the dreaded VAT return.

Top Tips on
DEALING WITH VAT

29

HOW DO I KNOW IF VAT APPLIES 
TO ME?
At current limits, if the turnover of 
your company exceeds £79,000 in a 
year then you’ll be liable for VAT so 
keep an eye on how much money 
your business is making. Even if 
it didn’t make this much last year, 
you’re legally obliged to inform 
HMRC as soon as you reasonably 
believe your annual turnover could 
exceed this limit. 

Be warned there are hefty fines for 
late registration and also interest 
on late payment of VAT. And while 
you may think you can talk your 
way out of it, HMRC has heard 
every excuse in the book.
 
HOW OFTEN DO I HAVE TO PAY 
MY VAT?
Most businesses will account for 
VAT on a quarterly basis and nearly 
all businesses now have to file VAT 
Returns online. While this may be 
more complicated to learn at first, 
it should save you time in the long 
run with lots of software programs 
available to help with this. 

All you have to do is ensure the 
information you input into the 
software is correct and it will do the 
rest for you [as long as you’ve set 
up your details correctly, which you 
can ask your accountant to check]. 

There are other benefits to filing 
online, which include an extended 
deadline – you have one month 
and seven days from the quarter 
end date to file your return. If you 
pay online this is the due date for 
payment as well, but if you pay by 
Direct Debit you have a further five 
days to make the payment.

ARE THERE OTHER WAYS TO 
MAKE FILING VAT RETURNS 
EASIER?

The Flat Rate Scheme 

If your company’s turnover is less 
than £150,000, you could simplify 
your VAT accounting by calculating 
your VAT payments as a percentage 
of your total VAT-inclusive turnover. 
This is currently 13 percent for 
hairdressers. It means you can’t 
reclaim VAT on purchases you make 
but it is taken into account when 
calculating the flat rate percentage. 

Even though you still need to show 
a VAT amount on each sales invoice, 
this scheme makes for much 
simpler management of VAT. The 
good news is that if you’re newly 
VAT registered you can reduce your 
flat rate by 1 per cent until the day 
before the first anniversary of your 
VAT registration.

Depending on how much VAT you 
pay out and receive it could be 
worthwhile being on the flat rate 
so talk to your accountant or visit 
hmrc.gov.uk/vat/start/schemes/flat-
rate.htm to find out more.

The Annual Accounting Scheme

There is the possibility of using 
annual VAT accounting, where 
you make nine monthly, or three 
quarterly interim payments 
throughout the year. It means 
you only need to complete one 
VAT Return at the end of the year 
when you either make a balancing 
payment or receive a refund.

To find out more go to hmrc.gov.uk/
vat/start/schemes/annual.htm It is 
worth considering whether you’re 
more suited to a possible payout 
at the end of the year, or whether 
you’re more comfortable paying 
exactly what you owe as you go 
along to avoid becoming unstuck.

Depending on how 
much VAT you pay out 
and receive it could be 

worthwhile being on the 
flat rate so talk to your 

accountant

got 
SalonBus

ine
ss

BobbyLaneJune.indd   29 25/05/2013   12:20



Got5KPSS.indd   30 25/05/2013   12:23



promo

Goldwell and KMS California have found a new 
UK home in the centre of London’s West End 
so they can now offer you a sparkling new 
academy for all your educational needs. 

Location,
LOCATION, LOCATION!

The Academy London officially opened its 
doors on Shaftesbury Avenue last month 
and will host educational courses, events 
and inspirational evenings for the industry. 
Situated at street level in London’s buzzing 
theatre land, it’s in easy access of Leicester 
Square tube station signifying a new and 
exciting direction for the brands.

“The opening of our new Academy is a 
major landmark in the evolution of the 
Goldwell and KMS California brands and 
businesses,” says Nick Wood, President 
of Goldwell & KMS 
California for UK and 
Ireland.

The Academy 
London is spacious, 
contemporary and 
buzzing with activity 
defined by a modern, 
welcoming and funky 
interior. Industrial chic is 
combined with luxury 
– look up and you’ll see 
a cool concrete ceiling 
hung with oversized 
air conditioning pipes 
reminiscent of a 
warehouse. Look down 
and you’ll be greeted 
by warm wood flooring leading you to chic 
backwashes, colour bars and salons. 

There are three separate salon areas – 
two for Goldwell Colour and inspirational 
courses and one for KMS California cutting 
and styling courses. These back onto a 
large open plan backwash area providing a 
spacious area to explore your creativity. 

There are two classrooms with exposed 
brick walls and plasma screens, that will 
each be used for business courses and 
theory training or can be opened into one 

large event space when it suits. There 
is also a lounge space where course 
attendees can relax, eat lunch or enjoy a 
freshly brewed cappuccino from the new 
coffee bar area. 

“We wanted to make a statement to the 
industry and I truly believe we’ve achieved 
that and exceeded expectations. It’s a 
hugely exciting time for such an investment 
in the future of all our salon customers and 
stylists,”adds Nick.

The new Goldwell 
and KMS California 
Academy is both 
an education hub in 
the city and a hive 
of creative energy 
opening up the 
opportunities for a 
modern and chic new 
colouring, cutting and 
technique training 
academy for you. 
Use it to grow your 
business and nurture 
the creativity in your 
salon.

“In an environment 
where clients choose 

carefully about where they spend their 
money, salons have to up their level of 
service in all areas of their business, colour, 
cuts and styling. The London Academy 
provides a valuable service to all of our 
customers, enhancing their business, skills, 
income and helping to fulfil their career 
potential,” says Irene Meikle, Head of 
Education at Goldwell and KMS California 
for UK & Ireland.

Want to know more? Call The Academy 
today on 020 3540 1200 or visit 
facebook.com/goldwelluk

The new Goldwell 
and KMS California 
Academy is both an 

education hub in the city 
and a hive of creative 

energy opening up the 
opportunities for a 

modern and chic new 
colouring, cutting and 

technique training 
academy for you.
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Having worked on the likes 
of Britney Spears and Poppy 
Delevigne, Rossano Ferretti’s Jack 
Howard is a man who knows his 

colour. When he’s not styling editorial 
shoots or teaching, he’s here telling you how to 
gain both revenue and client loyalty from good 
colour services.

Get the Most
Out of
COLOUR

“I’ve always believed in training 
your staff well and keeping the 
education relevant to the individual 
and the client,” says Jack, who 
regularly hosts courses at the 
L’Oréal Academies in London 
and Ireland. “Good groundings in 
the fundamentals of colour help 
staff understand what a product 
does and why, eventually allowing 
them to be able to manipulate and 
play with colour and truly offer 
a personalised 
and professional 
experience to the 
client.”

This is why 
training should 
be a integral part 
of your business, although making 
sure you get the right training 
for your staff can prove difficult 
as Jack explains: “Getting older 
staff involved in training can be 
difficult, especially when some 
of the techniques they’re being 
shown will never be used in-salon, 
so it’s important that staff trainings 
are creative for some and more 
commercial for others.”

This can be done in many ways 
including event nights, classes 
working with product companies, 

guest artists and educators at your 
salon and so on. “When we stop 
learning we might as well stop 
living, and eventually we’ll stop 
seeing new clients walk through the 
door,” says Jack.

Jack believes one of the key 
areas of colour training is listening 
to the client – especially when 
they’re talking about previous bad 
experiences. It allows the colourist 

to pick up on what 
not to do. Then Jack 
says it’s not about 
overselling a service 
but just allowing 
the finished look to 
speak for itself.

“Colour can be a journey for some 
clients,” he says, before adding, 
“so if you can’t achieve their dream 
colour in the first appointment it’s 
much better to be honest. They 
need to understand that to maintain 
or reach the desired condition and 
colour it might take more than one 
visit. I prefer to set myself and my 
team up for success rather than 
failure.”

Jack’s “thing” has always been 
the day-to-day commercial work 
of beautiful, natural hair colour and 

One of the key 
areas of colour 

training is listening 
to the client
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this is where his focus lies as a portfolio 
artist for L’Oréal Professionnel North 
America and a Guest Artist for L’Oréal 
Professional UK and Ireland.

He says: “I knew my classes had to be 
relevant to the hard working hairdresser 
behind the chair. I love to talk and show 
things that have worked for me over the 
years; tips and tricks that have allowed 
me to work quickly and successfully.”

One of his favourite classes was called 
The Daily Colourist. It was about teaching 
staff to be confident with their colour 
theory, product and the results that 
they’ll get, while also covering how to 
fit a colour correction or introduce new 
techniques such as Balayage or Ombre 
into a busy day and not be afraid.

Jack realised the importance of 
education long before he became an 
educator and this was why, over 14 years 
ago he took himself off to learn the art of 
hair painting [often known as Balayage 
and Ombre techniques].

“I realised that to be a success within 
a community I had to offer something 
different,” explains Jack. “It was baby 
steps to begin with, a face frame of 
Balayage, not a full head – always set 
yourself up to succeed. Once I had that 
down I moved on to half and full heads. 

“Now back in London I’ve been training 
a new wave of colourists in Balayage 
and it makes my day when I see a tweet 
from someone showing of their beautiful 
technique. Only the other day one of my 
team took the plunge and did a beautiful 
piece of freehand work on a client 
instead of a model. I was so thrilled that 
I’d encouraged her and she’d done it.”

Balayage is certainly the must-have 
colour technique of the moment seen 
on the catwalks, screen and in magazines 
so he made the right decision, but he’s 
not about to rest on his laurels: “The 
business side of colour is so important; 
colour is a money maker, but if we’re 
not willing to move with the times we’ll 
lose out.”
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Ken Picton is a man 

who has always been 

clear in his goal; to 

be the best. And he’s 

certainly come close 

to it. Starting in a Welsh 

city centre in the 

nineties before boldly 

moving out to a quiet 

area of Cardiff Bay, 

it was a move many 

wouldn’t have had the 

guts to make but Ken 

did, and that’s why we 

decided to see what 

else he’s been up to in 

the development of the 

Ken Picton brand.
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WHEN DID YOU OPEN YOUR FIRST 
SALON?
It was The Zoo and I opened it in 1990 with 
the goal of making it the best salon in the 
country. I’ve never stopped aiming for this, 
it’s what drives me. It was on a balcony in 
a shopping arcade in Cardiff and nobody 
could see us from the street but I had a 
good following and suddenly we were in 
business. Seven years later we moved into 
a four-storey location in the city centre, 
rebranded as Ken Picton’s Zoo and built 
a team of 22. Our profile soared – I even 
had a 10 week waiting list! In 2000 we 
relocated to a new and relatively quiet area 
of Cardiff bay. Changing from a city centre 
salon that attracts footfall to a destination-
led salon was the scariest but best move 
I ever made. I knew that relocating would 
change the client experience and I felt that 
people wanted more than just a 12-seat 
salon in the city centre. People said I was 
crazy, but we had enough client interest and 
I had an opportunity to offer 
everything under one roof.

WHAT HAVE BEEN THE 
PITFALLS IN YOUR 
CAREER THAT NO-ONE 

WARNED YOU 
ABOUT? 

The larger you 
grow, the more 

red tape you 
face. The 
advice 
I’d give 
is to be 
prepared 
to start thinking not just as 
a salon but as a business 
too. Also remember 
that it will always need 
investment. Creating clear 
opportunities for your team 
is paramount, as is allowing 

people to be more successful 
than you. This is the biggest 

change in our industry today. Not 
everyone wants to open their own 

salon; some just want a boss who 
understands what drives them.

WHAT’S THE SECRET BEHIND YOUR 
SUCCESS? 

In terms of business 
my secret has 

definitely been 
attention 
to detail 
and high 
maintenance 
of standards. 

The secret 
to longevity 

in business is 

staying focused and working to your vision. 
One thing I’ve learnt over the years is that 
just because you’re a good stylist, doesn’t 
mean you’re going to be a good manager. 
Similarly, being a good manager doesn’t 
mean you’re going to be a good salon owner. 
It’s essential for an owner or manager to 
learn the skills needed to be consistently 
good.

WHAT DO YOU THINK MAKES YOU GOOD 
IN BUSINESS? 
I’m always looking to grow and improve 
systems and standards. I really enjoy 
working with people and developing my 
team. The young recruits programme by the 
Welsh Assembly has enabled us to offer 
apprenticeships to 19-24 year olds as well 
as school leavers, which has enabled our 
training centre to expand and grow.

HOW HAVE AWARD WINS HELPED YOU 
BUILD YOUR SALON? 
Award wins came later in 
the growth of my salon, 
but what they actually do 
is provide great recognition 
for the salon and the people 
within it. Award wins 
definitely help improve 
staff morale and encourage 
growth of business and 
they help guard against 
complacency, which is 
really important.

WHAT ARE YOUR 
STRENGTHS IN 
BUSINESS? 

My biggest strength is that I’m really good 
at developing a team. Having the team well 
educated in all areas of the salon’s services 
enables them to talk about each service 
with confidence. By recruiting the right 
people with the right skills the business has 
continued to grow. When interviewing most 
new staff, I find prospective stylists say they 
were promised a lot but given nothing in 
their last job, which is why they’re looking for 
another employer. Who can blame them? To 
get a team firing on all cylinders, they need 
to believe in what they’re doing and believe 
in what they’re delivering. Most importantly, 
they need to know you trust them to do it. 
Without a first-class team, you can’t create a 
fantastic salon experience.

WHAT ARE YOUR WEAKNESSES? 
Some may say I never stand still and can 
have a habit of running before I can walk. 
It’s always a challenge to sustain the growth 
of business and to retain clients even if 
you have the best business head. We’ve 
introduced a loyalty scheme for our clients 
and introductory vouchers to encourage 
cross sales in all departments.

My biggest strength 
is that I’m really 

good at developing 
a team. Having the 

team well educated 
in all areas of the 
salon’s services 

enables them to talk 
about each service 

with confidence. 
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CAN YOU REMEMBER THE WORST 
DAY IN YOUR CAREER? 
Early on, within the first three years, 
there was a moment when my bank 
manager forced me to lay off staff. It 
was a horrible moment having to let 
people go who really didn’t deserve it. 
Ultimately it taught 
me lots of lessons 
in business so it did 
benefit me in a way.

AND THE BEST? 
There’ve been so 
many. I’ve been 
lucky to win so many 
awards and every one 
is equally as special. 
I’ve really worked for 
the success me and 
my team enjoy so it’s great for this to be 
recognised.

WERE THERE TIMES WHEN YOU 
WANTED TO QUIT THE SALON? 
No never. I opened my first salon 
when I was 21 and I rarely look at it in 
a negative light. Of course there have 
been difficult times, for example when 
I first started out I had little commercial 

knowledge and was stung with an 
unexpected tax bill – I didn’t even know 
what VAT was. Over the next few 
years I made sure I learnt all the facts. 
There are two issues that can drag 
down salon owners: staffing issues and 
finances. I knew I needed to learn to 
love them both.

 
WHAT WOULD BE 
YOUR ADVICE TO 
OTHER YOUNG SALON 
OWNERS? 
Treat your business as 
if it’s your own child. 
You want to grow and 
nurture your business 
so it becomes a nice, 
successful person. 
Nearly everyone who 

decides to open their own salon does 
so because they want to be the best 
and think they can do a better job 
than the last boss they worked for. 
Retaining high levels of enthusiasm 
and passion are vital if you want to 
create a fantastic salon from scratch, 
and communication between staff is 
vital during those first few hiccups to 
keep rapport high.

Treat your business 
as if it’s your own 
child. You want to 
grow and nurture 
your business so 

it becomes a nice, 
successful person. 
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Styling: Natalie Armin
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Some of the biggest icons have 
come together over the past month, 
helping to make the Fellowship what 
it is. Here, we catch up with who did 
what and when.

FELLOW
SHIP N

E
W

S
This Month’s colour project 
headed to Camden Lock’s 
trendy HOB academy with 
project leader Michelle 
Griffi n and mentor Faye 
Turner from HOB Salons for a 
look at current colour trends and 
techniques.

The fi rst model demo 
showcased a shadow technique 
that incorporated violet and lilac 
tones in a blonde bob, while 
the fringe carried soft lavender 
grey hues in it. The second 
model was all about on-trend 
candy colours used to create a 
luxurious mother-of-pearl shade. 

Faye went on to talk about 
the spring summer 2013 hair 
trends Cool Blondes, Pastel 
Minky Shades, Tailor-made 
Brunettes, Pale Fire Reds and 
Monochrome palettes.

Then, juts before the students 
got stuck into the practical 
workshop they created a 

moodboard presentation, taking 
their mentor and project leader 
through photographers they fi nd 
inspiring. 

The day fi nished with a practical 
colour workshop where the 
students had a chance to put 
the techniques acquired from 
Faye into practice. 

Talking through his look Liam 
Robinson from Bliss Salon said: 
“Faye’s work is very inspiring, I 
was counting down the days to 
this session. I’ve learned a lot 
from her and today I’m creating 
colour graduation, achieving a 
focal colour point.”

Students responded well to 
Faye’s presentation, hailing it as 
the highlight of the day, leaving 
Michelle beyond satisfi ed with 
the creative energy that fi lled 
the HOB academy. 

Photography: Alice North 
alicesphotography.co.uk

COLOUR-IN!
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X-FACTOR

CLUBSTAR 
MASTERCLASS 
L’Oréal’s Manchester Academy 
was the venue for the fi rst Clubstar 
Masterclass evening of 2013. An 
excited crowd fi lled the academy 
as Leanne Brown, Assistant Artistic 
Director at Westrow Hairdressing; 
Robert Eaton, Artistic Director at 
Russell Eaton; Sharon Peake from 
Ethos Hairdressing; Leah Walton from 
The Colour Room and Joseph Ferraro 
from Halo took to the stage.

There was an eclectic mix of styling 
onstage with Robert and Leanne 
concentrating on precision cutting with 
striking colours, while Sharon, Leah 

and Joseph used their session skills to 
create breathtaking, avant garde styling.

The teams were full of ex F.A.M.E 
team members and Project X veterans 
who had all honed their stage persona 
with experiences offered by the 
Fellowship for a befi tting evening.

The Project X class of 2013 enjoyed another 
fantastic day this month – benefi tting from 
the inspirational knowledge of TWO talented 
women; legendary fashion historian Caroline 
Cox and gifted session stylist Karine Jackson.

The day was held at the newly-launched Sanrizz 
Academy and saw Caroline take students back 
through the history of hair and its contribution 
towards Sassoon’s collections. In the afternoon, 
Fellowship Chancellor Karine demonstrated 
two exciting hair-ups, both focusing on using 
strong structure as preparation for a creative 
interpretation. 

Ashley Thompson from Peter 
Prosser Hairdressing loved the 
day saying: “Caroline blew our 
minds. She was witty, energetic 
and full of inspirational information 
that will change the way we 
approach a collection or a new 
look. Then to have an 
up-close and personal session 
with such a talented stylist as 
Karine was the icing on the cake!”

Photography: Alice North 
alicesphotography.co.uk

There was an eclectic 
mix of styling onstage 

with Robert and 
Leanne concentrating 

on precision cutting 
with striking colours.
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It was the moment Mark 
Creed passed over his 

title in a momentous event 
masterminded by the man 
himself. And what a night 

it was...

president’s 

NIGHT
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Hundreds of hairdressers 
descended on The 
Dorchester in London’s 
decadent Park Lane for 
the Fellowship President’s 
Night last month.

With a strictly glam dress code, it was THE 
event of the hairdressing calendar where stylists, 
colourists, PRs and members of the press 
celebrated a fabulous two years under Fellowship 
President Mark Creed. A time he described as: 
“The best two years of my life.”

Then it was time for Errol Douglas to begin 
his time in the limelight as he was officially 
inaugurated as president of the Fellowship for 
British Hairdressing as the cream of the industry 
looked on. 

Accepting his chain of office from Fellowship 
Chairman David Drew, Errol said: “This is really 

exciting for me. To stand 
up here as your elected 
president is amazing. Every 
president has two years to 
make their mark. Hopefully 
when I’m back on this stage 

in two years’ time you will have seen what I’m 
all about.”

Held in collaboration with HABB, the evening also 
thanked those who have gone the extra mile. 
Here they are:

Humanitarian Award Anthony and Pat Mascolo
President’s Award The Sassoon Creative Team
Fundraising Award Alan D

HABB managed to raise £2,850 on the night that 
will now be used to benefit those in the industry 
who need it most. We suspect the iPad up for 
grabs in the raffle may have played a part in the 
success, but it’s all in a good cause.

“This is really exciting for 
me. To stand up here as 
your elected president is 
amazing. Every president 

has two years to make 
their mark. Hopefully when 

I’m back on this stage in 
two years’ time you will 
have seen what I’m all

about.”
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MASTERS
style

A catwalk show kicked off the evening with 
elaborate designs and atmospheric lighting 
setting the mood for the evening, which also 
saw international hairdressers battle it out 
to be the Global Winner of The Style Master 
2013 International Contest.

During the evening each of the finalists had 
to present one of the looks from the Style 
Masters collections in a stunning show 
inaugurated by Spanish Manuel Mon, Global 
Winner of the International Contest 2012.

It was up to Mikel Luzea, Navarrese 
hairdresser; photographer David Dunan; 
X-presion; Style Masters Team members 
Robert Masciave and Gun-Britt Zeller; 
Roberto Pissimiglia, editor of Estetica 
magazines and Miguel Garcia, International 
Artistic Director of Revlon Professional, to 
choose the winner.

Over 3,000 hairdressers descended 
on the Spanaish capital for the epic 

Style Masters Madrid show.
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And it was Cliff CK Cheung from 
Hong Kong who overcame the other 
finalists from Canada, France, Hungary, 
Peru, Poland and Russia. The young 
hairdresser convinced the jury with a 
look inspired by his Hong Kong home 
aesthetics. At a press conference, 
Cliff said he was 
“very proud to 
have won a 
contest that 
rewards talent and 
creativity”.

The second finalist 
of the International 
Contest was Peruvian Alexander 
Callegari, whose award was handed by 
Lluís Llongueras, while the third finalist 
was Ekaterina Khloptsova from Russia 
who received her trophy from Roberto 
Pissimiglia.

A special mention must go out to the 
UK winner of the International Style 
Masters show 2013 who was Bristol 
Salon, Style Collection.

For this year’s trends, Miguel Garcia, 
International Artistic Director of 

Orofluido and 
Revlon Professional, 
presented midi 
haircuts with 
copper tones 
creating powerful 
light effects. For 
blondes it was all 
natural textiles with 

a sophisticated combination of textures 
and volumes to accentuate the feminine 
personality. The night ended with a 
performance by singer Soraya who 
rocked some disco classics and songs 
from her own discography.

For blondes it 
was all natural textiles 
with a sophisticated 

combination of textures 
and volumes
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out ‘n’ about

As part of an epic 
Aveda Earth Month, 

salon owners, 
hairdressers and 

Aveda staff came 
together to raise 

funds and awareness 
of the current global 

water crisis. We were 
invited along to the 

Aveda Gala Dinner to 
see what it’s all about.
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Held at 
London’s 
luxuriant 
Kensington 
Roof 
Gardens, 
the Aveda 
Gala Dinner 
was one 
of many 
initiatives 
held 
throughout 
April as part 
of Aveda 
Earth 
Month, 
now in its 14th year.

It saw Christie’s auctioneer 
Kate McKenzie kindly 
donate her expertise to 
find the highest bidder 
of holidays, champagne 
dinners, sports tickets 
and beautiful designer 
accessories. It raised over 
£11,700 so will go a long 
way towards Aveda UK’s 
target of £165,500.

This year’s Gala Dinner 
supported the UK 
based charity Water 
Aid, which reaches 
out to underprivileged 
communities across the 
globe who are in need of 
safe and clean water.  
Celeb TV presenter, Laura 
Whitmore made a heartfelt 
speech in support of 
Aveda’s mission saying: 

“It’s absolutely 
shocking that 
one in 10 people 
across the world 
don’t have 
access to safe, 
clean water 
and that 2,000 
children still die 
every day from 
diseases caused 
by drinking dirty 
water. This is 
unacceptable, 
and is the 
reason why 
initiatives like 

Aveda Earth Month are so 
important.”

WaterAid ambassador 
Rachel Stevens followed 
up by saying:
“I’ve seen first-hand how 
WaterAid transforms lives 
by helping communities 
access safe, clean water. 
Not only do peoples’ health 
improve, children can go 
to school and women have 
more time to earn their 
own money becoming 
independent, valued 
members of society.”

April also saw Aveda staff 
take part in the brand’s first 
ever Global Cut-A-Thon, 
a Guinness World Record 
attempt, sponsored bike 
rides and walking on hot 
coals [rather them than 
us!].

“I’ve seen 
first-hand 

how WaterAid 
transforms 

lives by helping 
communities 
access safe, 
clean water.”

51
EcoWarriors.indd   51 25/05/2013   12:36



52

THE MISSION

Aveda is on a mission: To protect the 
environment while focusing on being a natural 
and eco-friendly hair and beauty brand – and 
now they want you to join them.

Do you believe in doing business with 
environmental stability at the forefront of every 
decision? Aveda does and they believe everyone 
else will too when they discover nature works 
for both sustainability and the bottom-line.

Now you can raise your salon profile by 
partnering with this premium, full-service brand 
with high performance products for haircare 
and styling, skin and body, makeup and lifestyle. 
Every product is over 95 percent naturally 
derived* and based on breakthrough botanical 
science and aromaology, giving you the best 
nature has to offer.

SUPPORT

Aveda will support your salon growth with more 
frequent salon visits and individual support for 
product and business planning. But what makes 
this brand special is a conscious decision to not 
appear on every high street. It is this exclusivity 
that creates greater retail opportunities for you 
and consequently higher profit margins.

As an Aveda salon you would also have access 
to broad sampling campaigns with full consumer 
media support and the Pure Privilege loyalty 
program to help you recruit new salon guests 
and ensure they return.

Gary Ingham of Gary Ingham Aveda Lifestyle 

Salon and Spa grew from a Family salon to 
a Lifestyle Salon & Spa with the brand in the 
heart of Hampstead, and he hasn’t looked 
back. He says: “The results have been amazing 
– we doubled our turnover overnight. Retail 
sales have more than quadrupled and all this 
continues to grow. We’ve found it far easier to 
recruit amazing staff and develop them, plus 
we’ve managed to successfully intertwine our 
own brand and values with those of Aveda. 
The massive benefit has been working hand-
in-hand with a globally recognised luxury eco 
brand. The guests love it and so do we.”

Continually on the lookout for new ways to 
generate sustainable growth, Aveda has a 
number of initiatives that are supported across 
the brand from Aveda Benchmarks to Earth 
Month. 

BENCHMARKING FOR SUCCESS

Based on top-performing salons, the Aveda 
Benchmarks are the brand’s standard for 
excellence. The primary objective is to 
learn how to do things better for success in 
everything you do.

Discover a new business 
opportunity to grow your 
salon in a sustainable, 
ethical way with Aveda. The 
eco brand has identified 
key areas around the UK 
with untapped business 
opportunities just waiting 
to be snapped up – will it 
be you?  

SUSTAINABLE 
SALON GROWTH

*from plants, non-petroleum minerals or water. Learn more at aveda.co.uk

Aveda_Advertorial.indd   52 25/05/2013   12:38



53

SUSTAINABLE 
SALON GROWTH

They tell Aveda the areas that are already 
performing well, while serving as checkpoints 
for opportunities for growth.

The Aveda Lifestyle Salon and Spa in Covent 
Garden, is the only company-owned salon 
where these benchmarks are constantly 
measured and they work with the team to 
reach targets based on them. 

From the results, Aveda shares what’s worked and 
hasn’t with the entire salon network so that other 
salon owners can help grow their businesses and 

achieve the benchmarks in the right way. This is 
a very unique model with a diversity of different 
programs that all Aveda salons can benefit from.

SUPPORTING CAUSES

One of the top ways to market your business 
and attract new guests is to practice cause 
marketing – if you support your community, 
your community will support you. By 
encouraging your guests to connect to you on 
an emotional level, you will drive loyalty and 
an increased spend on green products. 

One of the biggest Aveda campaigns occurs 
in April to support and raise money for Earth 
Month – a global initiative in which Aveda 
salons all over the world participate to help 
people around the world that don’t have 
access to clean water. 

In the UK, Aveda supports two organisations. 
One of them is Wateraid, with the focus 
for this year on projects to create access to 
clean water and better sanitation and hygiene 
in Nepal and India. Through the sale of the 
limited edition Light the Way candle, Aveda 
also supports Global Greengrants Fund that 
aims to give communities throughout the 
world access to clean drinking water.

A CONSCIENCE

Aveda is proud to be the first beauty company 
manufacturing with 100 percent certified 
wind power as part of its ethos to produce 
environmentally and ethically conscious 
products.

The wind energy offsets 100 percent of 
the energy used by the company’s primary 
manufacturing facility in Minnesota, their 
headquarters and the Aveda Institute in 
Minneapolis. They’re also proud to be the 
first beauty company with 100 percent post-
consumer recycled pet for skincare and hair 
styling. 

With every package they develop, they’re 
mindful of their environmental footprint 
and work to minimise their packaging and 
maximise the use of recyclable and post-
consumer recycled materials. They’re also 
focused on doing business in a sustainable 
way, through creating partnerships with 
indigenous communities around the world and 
sourcing ingredients from them. Through this, 
they’re able to support these communities 
with revenue they would otherwise not get 
and even go further in giving back to them and 
their communities through extra projects as 
housing, education or medical facilities. Has 
there ever been a better reason to improve 
your business? 

OPPORTUNITY

Aveda has profiled and mapped the Aveda guest for potential business 
opportunities around the UK and they have identified 10 key areas. If you have 
a salon in these areas and are interested in developing your business in a more 
sustainable way, get in touch.

Birmingham
Carlisle 
Edinburgh
Kingston upon Thames

Discover how Aveda can increase your business by calling 0870 034 2380 
or visiting aveda.co.uk/grow 
Join Facebook.com/Aveda  Follow @AvedaUK on Twitter

Leeds 
Manchester 
Penrith 

Portsmouth 
Southampton
Liverpool

One of the biggest 
Aveda campaigns 

occurs in April to 
support and raise 

month for Earth Month 
– a global initiative in 
which Aveda salons 

all over the world 
participate to help 
people around the 

world that don’t 
have access to 

clean water. 
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Stylists headed to the East End 
for the lowdown on Indola Smart 
Street Style from Leonardo Rizzo. 

Oh, and there were cocktails in 
the mix for an urban twist to a 

collection launch...

Feelin’ 
SMART?
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Vodka? Check. Ice? Check. Sparkler? 
Check. What more can you ask 
for when mixing a cocktail of epic 
proportions? Well, you could ask for 
the new Indola Profession Contrast 
shades – and you’d have got it.

Indola Global 
Ambassador 
Leonoardo Rizzo 
put on quite a show 
to stylists, PRs and 
members of the press 
to showcase the latest 
Indola Smart Street 
Style collection and 
the range of colours in the new line.

There were the deepest of rich 
mahogany shades infused with 
vibrant slashes of red, through to 
summery apricot hues highlighted 
with peach, to lilac tipped blonde 
crops and raspberry 
violets. 

Inspired by fashion bloggers who 
bring the street to life, the collection 
showcased bold elfin crops, sixties-
inspired long hair with heavy fringes 
to sweeping side styles. The new 
2013 collection was certainly eclectic.

Talking about the 
collection Leonardo 
says: “Shooting the 
Street Style Collection 
is always exciting 
but there was a real 
buzz this time. As a 
hairdresser there’s 
no better feeling than 

putting your heart into your work and 
getting the wow factor. The collection 
is a great tool for stylists as the five 
looks can be styled so many different 
ways or incorporated into short or 
long hair – which makes it a fabulous 
source of ideas for hairdressers.”

Turn over to see some of our 
faves...

There were the 
deepest of rich 

mahogany shades 
infused with vibrant 

slashes of red
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Hair shines a light on 
gorgeous condition 
with seductive 
long lengths and 
restrained, soft and 
very sexy all-over 
colour. Fans of 
get-up-and-go will 
love the au-naturel 
element to this 
trend; barely textured 
waves and gentle 
kinks and fl icks 
working with the 
hair’s original state. 

Whether boho feminine or sky-
high styling, it’s all about down-
dos and updos with a casual 
feel of cool, undone. The fringe 
still features heavily in 2013 as 
a statement look, especially 
teamed with long hair to give 
an edgy, urban and young vibe. 
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The injection of hidden panels 
of vibrant colours liven up the 
bob in this trend that throws 
out the rulebook. Hair leads 
the way with multi-textured, 
layered shapes and quirky 
details all shot through with 
fashion-forward colour.

It’s precision detailing that 
sums up this trend with 
structural bobs and graphic 
lines. Bold fl ashes of red 
placed through the crown 
means hair can also be styled 
in a myriad of exciting ways.
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Galactic 
GLAMOUR
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With an eye to a cyber-cool 
future, pristine sharp lines 
are the secret to this style, 
punctuated by delicate, 
electric colour effects on the 
tips. Shimmery and subtle 
with a nod to fantasy and 
the beautiful queens of fairy 
tales, it’s the freshness of 
snow drops on crisp winter 
mornings.
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All imagery Hair: Tracey Devine  Makeup: Lauren Mathis  Styling: Bernard Connolly  Photography: Jack Eames
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out ‘n’ about

M A NUP
As the male 

market continues 
to push 

boundaries with 
a bigger focus 

on trends, male-
specific products 

and “manly” 
services, we 

thought it was 
about time you 
heard the latest 

on the one to 
watch.  
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out ‘n’ about

THE MODERN MAN
Right now, the British male is the most 
confident he’s ever been providing a revenue 
for every salon owner, according to Wella 
Educator Kerry Hayden, who specialises in 
men’s hair and grooming. She says: “The 
modern man knows what he wants and is 
happy to pay for it.” 

And Tracey Devine, founder of Angels Hair 
Design group and 2012 Men’s Hairdresser of 
the Year agrees: “Men are realising what’s 
out there and should be made to feel as 
comfortable in the salon as their female 
counterparts if you want to ensure they keep 
coming back.”

Once you get this new clientele through 
the door you will certainly reap the benefits 
with greater loyalty than female clients and a 
growing enthusiasm for 
self-preservation. Figures 
obtained by a recent 
Wahl survey reveal men 
made 15 percent more 
salon appointments in 
2011 than they did the 
year before, with this 
figure rising again in 
2012.

And while your female 
clientele have the 
flexibility to adopt a low 
maintenance longer 
style men are more 
restricted. Matt Stark, 
founder of Stark Style 
in the Refinery Men’s 
Grooming Emporium in 
Harrods, says: “Women 
can embrace the long 
hair trends and let their 
roots grow out if they’re 
a little strapped for 
cash but the tailored, 
strong looks that men 
carry, require upkeep. 
You only have to look at 
how many guys are now 
buying beauty products 
to see that they care about the way they look 
just as much as women do.”

Redken has found that male spending has 
grown by 6.4 percent and reveals that a 
whopping 15 million men in the UK are 
now buying haircare so it’s not just in-salon 
services but retail too. Matthew Luke didn’t 
need much convincing with his three salons 
in Biggleswade, Cambridge and Stevenage 
and says since creating Redken For Men areas 
he’s seen a 30 percent increase in his men’s 
business.  

“If you don’t offer a men’s service you’re 
instantly missing out on 50 percent of the 
market,” adds Matthew. “It doesn’t need to 
be a huge investment to make the difference 
but you do need to think carefully about your 
clientele. Our men’s zone has had a huge 

impact on retail for us and has helped us 
become a destination for men’s hair styling on 
the high street.”

EVERYTHING you do for the male client 
needs you to remember you’re dealing with 
a completely new type of clientele with new 
attitudes, news services, products and even 
new hobbies. 

ATTITUDES
“Men are far less embarrassed these days 
about booking in for highlights or having 
a beauty treatment,” says Julia Gaudio, 
owner of Elajé Hair & Beauty who launched 
Elajé Homme as an exclusive zone for this 
new market. “This loosening of attitudes is 
certainly a good thing in society in general 
but fantastic for salon owners offering male 
grooming services.” 

That said you still need to 
attract men to your salon 
over the next. And that 
starts with what you do 
outside the salon. Simon 
Shaw, European Artistic 
Director for Wahl UK 
says: “You have to target 
your advertising, for 
example put posters up 
in gyms. You could also 
consider sponsoring a 
local football team – think 
of all the men that will 
see your brand name at 
the matches.”

Once you get them in 
you have to keep them. 
“Make sure your salon 
is just as welcoming to 
men as it is to women,” 
adds Simon. “First 
impressions count, so 
make sure you include 
images of men’s haircuts 
in your windows to draw 
them in.”

At Angels, they have a 
dedicated men’s styling area, a healthy stock 
of male-specific products and offer their 
stylists the opportunity to train to a higher 
level in men’s hairdressing if they have a keen 
interest or a real skill for men’s hair. 

That’s not all though as owner Tracey explains: 
“To be able to cater for men, you must be 
able to think like a man. We’ve installed an 
iPad station and even offer beer on tap in the 
salon. It’s important to try and make them feel 
as chilled as possible and little things like this 
really do make a difference.”

However, she warns that the bottom line is 
a good haircut so make sure you direct them 
towards the right stylist in the salon. “We 
always introduce new male clients to our three 
stylists who are trained specifically in men’s 

“To be able to cater for 
men, you must be able 

to think like a man. We’ve 
installed an iPad station 

and even offer beer on tap 
in the salon.”
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hairdressing before offering appointments with 
stylists who cater for both sexes.” 

MEN’S SERVICES 
Ross Strong, three times finalist for the British 
Men’s Hairdresser of the Year award, has 
worked on men’s fashion week in 2012 with 
Wella, and on various shoots, shows and 
fashion events in the industry and is a firm 
believer in offering men more. He warns: “Too 
many people think that men just want a quick 
cut but it’s not about getting them in and out as 
fast as you can. They’re becoming much more 
experimental with their style, so take your time 
and really tailor their look.” 

Matthew Luke salon 
group has introduced 
male-specific services 
such as a “Business 
Package” which includes 
a hair wash, cut and head 
massage, as well as 
professional shaving to 
help build their reputation 
as a go-to destination for 
men. 

Meanwhile Julia has seen 
a surge in male colour 
appointments. “The 
number of men having 
colour has huge growth 
potential, particularly 
those that aren’t happy 
with the grey coming 
through. We’ve also 
noticed an increase in 
men booking in for beauty 
services, with massages 
and waxing the most 
popular.”

Tracey explains: “If you 
tell a man they need 
something, they believe 
you. They’re paying for 
our product knowledge as well as technical 
skills.”

Simon adds: “It’s the stylist’s job to bring men 
out of their shell, to give them the courage to 
experiment with their look by demonstrating 
to them in-salon how to change their style at 
home using the products and techniques we 
recommend.”

Men tend to be a bit shyer in what the ask for 
so as a hairdresser you have to take the lead. 
They expect that as professionals you know 
your stuff, from trend advice to tailoring specific 
techniques and showing them how to use the 
products to maintain their style at home. 

Admittedly, the male product market can seem 
like a minefield, but your first port of call should 
be to talk to the brands you already work with. 
Ask about starter-packs and any male-specific 
marketing material available to your salon. 

EDUCATION
One of the fastest growing areas of men’s 
hairdressing is thinning hair services as the 
industry clocks on to this growing phenomenon, 
but the right training is essential.

Wella educator Kerry says: “Hair loss and 
thinning has always been an important factor 
in a man’s mind.” She recommends NIOXIN, 
not only because it works but the education 
available to stylists is outstanding.

NIOXIN offers salon owners the opportunity 
to allocate one member of staff as a Thinning 
Expert, which means they get to attend training 
days within their catchment area and learn how 
to use the products properly and talk to their 

clients about the subject, 
which often requires a lot 
of sensitivity.

There are numerous other 
courses available that are 
tailored to male trends 
and techniques, as Kerry 
explains: “I lead courses 
for Wella specific to men’s 
hairdressing including 
Foundation and Advanced 
Barbering and Future 
Man, which is all about 
male clients who seek the 
latest trends and cutting-
edge styles. I’d definitely 
recommend it to anyone 
who wants to further their 
knowledge and skills to 
be at the forefront of what 
men want, helping them 
to earn a trendsetting 
reputation.”

Eco brand Aveda also 
offer a great one-day 
inspirational workshop for 
£200 exploring creative 
barbering, which covers 
everything from classic 

shapes to fashion forward work at their London 
academy. 

While Goldwell runs one-day seminars with 
guest artist Erik Lander at their newly located 
academy and is a must for anyone wanting to 
build confidence in their male cutting skills. 
The course includes a morning demo and an 
afternoon of hands-on workshop that’s open to 
all levels of hairdressing.

Leanne Brown, Assistant Creative Director 
of the Westrow Artistic Team and a L’Oréal 
Educator believes courses are the way forward 
if you don’t want to be left behind. She says: 
“Men’s hairdressing is going from strength to 
strength and is one of the fastest growing areas 
in the industry.”

There’s never been a better time to delve into 
the male mind...

“If you tell a man they need 
something, they believe 

you. They’re paying for our 
product knowledge as 
well as technical skills”
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MAN
HE
Gender-oriented products are the way 

forward in capturing this growing market. 

Know what’s out there.

MITCH
Double Hitter 2-in-1 

shampoo and conditoner
Price: £13.95

paul-mitchell.co.uk

FUDGE TEXTURES 
Classic Clay Wax 

RRP: £13.95
fudge.com

JACK DEAN 
Styling Paste

Salon price: £6.25 + VAT
0800 262 509

B FOR MEN 
Multitasking 

Grooming Cream
RRP: £9.95

bedhead.com

STRUCTURE 
Paste Flexible Adhesive

Price £11.95
structurehair.co.uk

SP MEN
Maximum Hold Gel

RRP: £11.30
wella.com
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SCHWARZKOPF PROFESSIONAL
3DMension 

Grey Shampoo
RRP: £9.25

schwarzkopf-professional.co.uk

LABEL.M
Texture Wax Stick

RRP: £10.95
labelm.com

SCRUPLES WHITE TEA
Velvet Molding Gloss 

Price: £17.95
scrupleshaircare.com

THE REAL SHAVING CO
Traditional Shaving Cream

Price: £2.99
salon-services.com

STRUCTURE 
Paste Flexible Adhesive

Price £11.95
structurehair.co.uk

DIVA
Slim Intelligent Digital Argan Styler

Retail price: £69.99
sallyexpress.com

SCHWARZKOPF PROFESSIONAL
OSiS+ Rough Rubber

RRP: £10.45
schwarzkopf-professional.co.uk

SP MEN
Maximum Hold Gel

RRP: £11.30
wella.com
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MONTIBEL.LO
HDs Fix Matt Wax 

RRP: £9.30
montibello.com

BEEVER
No.6 Pliable Fibre 

RRP: £11.70
beeverhair.com/uk

WAHL
Snow Leopard Print Pro Clip

SSP: £38.39 inc VAT
wahl.co.uk

STYLE MASTERS 
Matt Clay 

RRP: £9.95
stylemasters.com

LS&B GROOMING 
Argan Blend Shave Oil

Price: £6.99
salon-services.com

MITCH
Reformer

RRP: £14.95
paul-mitchell.co.uk

66
Products_Mens.indd   66 27/05/2013   16:27



PHILIP KINGSLEY
Texturizer
RRP: £15

philipkingsley.co.uk

KEUNE CARE LINE MAN 
Matt Effect

RRP: £11.50 inc VAT
keune.uk.com

NIOXIN
DIABOOST
RRP: £39.99

nioxin.co.uk/salonfi nder

CLOUD NINE 
Micro Iron 

RRP: £54.95
cloudninehair.com

JOICO 
Power Gel
Price £9.95

joicoeurope.com

OSMO
Shaper Maker

RRP: £7.90
osmo.uk.com

SP MEN
Precise Shine
RRP: £10.79
wella.com

LABEL.M
Exclusive Grooming Kit
RRP: £25.95 [Promo]

labelm.com
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MEN

REAL

IT’S RAW, IT’S HOT AND IT 
SHOWS MEN AS MEN. ENJOY 
THIS STUNNING COLLECTION 

FROM SAKS.
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TAKARA BELMONT HEAD OFFICE / LONDON SHOWROOM
Belmont House, One St. Andrews Way, Bow, London E3 3PA
T.+44 (0)20 7515 0333   hairdressing@takara.co.uk   www.takara.co.uk

Your Salon, Your Way

Alexander Gentleman’s Grooming

To achieve his vision of vintage tradition designed for the modern man, Alexander owner
Paul Roy turned to Takara Belmont’s salon design team and world-leading equipment to
bring his unique and luxurious barbershop to life.    

Alexander’s, St. Albans, Herts Thomas William, Suffolk Ted’s Grooming Room, London Mr. Rizzo, Covent Garden, London
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A 
MAN’S 

WORLD 
As the male market continues to 
boom, Leonie Eastwood meets 
the innovators leading the way 

into twenty first century territory. 
Enter the one-stop grooming 

shops, exclusive to men. 
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HERITAGE

Welcome to a new era of male grooming. 
Built on quality, heritage and exceptional 
style, men only salons are gearing up to be 
as exciting as their female counterparts and 
it’s signalling a new era of hairdressing.

For Tony Rizzo, business guru and founder 
of the Sanrizz empire, male grooming harps 
back to Southern Italy in the 1800s where his 
family name is rooted in barbering traditions 
and techniques, which is why he’s been one 
of the first to step into the male market with 
a bang. 

Introducing his latest business venture, 
Mr Rizzo just for men, he says: “My Italian 
family is rooted in barbering and as a young 
boy I was very aware of the attention to 
detail paid in traditional male grooming 
services. Sanrizz has being doing men’s hair 
for over 30 years but we’ve taken a new 
direction and created a separate salon totally 
dedicated to men’s grooming. With the 
men’s market growing at such a rapid rate, 
it seemed natural to move forward with our 
plans to expand the business.”

Opening a one-stop male grooming spot had 
always been an ambition and the name, he 
says, was decided a long time ago: “In the 
sixties my father returned to his native Italy 
and people were quick to notice that he’d 
adopted the style of a traditional english 
gentleman. From that day onwards, he was 
only ever known as Mr Rizzo.” 

Based in London’s thriving Covent Garden, 
Mr Rizzo offers a new-age men’s menu of 
creative cutting, barbering, grooming and 
wellbeing services.

To find design inspiration for his new 
business venture, Tony and his son Leonardo 
Rizzo, International Creative Director 
of Sanrizz, took a trip to Italy to explore 
traditional men’s methods. They used the 
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time to work out the 
bits they wanted to 
incorporate into their 
modern man’s salon 
– and the bits they 
didn’t.

“It was very much about discovering our 
family heritage and beliefs,” says Tony. 
“We both agreed that we wanted to create 
something truly luxurious and with so many 
new ideas flying around, it soon became 
clear that Mr Rizzo had to be treated as 
a new brand and business, away from 
Sanrizz.”  

For furniture, he turned to professional 
manufacturer Takara Belmont for classic 
barber chairs and chose warm mahogany 
wood fixtures throughout to create a 
welcoming and homely feel. 

Original photographs of Tony’s father are 
displayed in wooden frames and act as a 
constant reminder of the salon’s values and 
family history, while contrasting beautifully 
against the stark, white floors and walls. It’s 
safe to say Mr Rizzo oozes the class of a true 
English gentleman and delivers perfectionism 
in design aspects to equal the services on 
offer. 

QUALITY

Working to a similar ethos of celebrating 
men’s hairdressing is Alexander Gentleman’s 
Grooming in St Albans, which opened at 

the end of last year. 
Owner Paul Roy 
explains: “My main 
aim was to create 
an environment 
for gentlemen 
that’s stylish and 

masculine. I want customers to feel like 
they’ve stepped back into the fifties or sixties 
when barber shops were considered havens 
for gents to relax in and receive five-star 
grooming treatments.”

From luxury wet shaves, haircuts, revitalising 
facials, ear flaming, scalp massage, 
manicures and shoe shining services, it 
seems Alexander has left no stone unturned. 

The shop is painted a striking black gloss 
and windows are clad with bespoke signs 
that have been hand-painted with gold 
leaf, a traditional and timely skill that Paul 
hired a specialist to complete. “I believe in 
doing things properly so spent a lot of time 
researching the right people to come and do 
the work and spent endless hours sourcing 
original fixtures and fittings,” he says.  

Befitting to the traditional English gent, 
there is a vintage bike parked up outside 
the salon. In the window is an eye-catching 
antique brass till from the thirties that Paul 
got from the owner of an old sweet shop on 
eBay. Paul also struck gold with an original 
barber’s pole wind-up telephone and, intent 
on creating the ultimate in men’s grooming, 
had a unique, two seated shoe-shine station 

For furniture, he turned to 
professional manufacturer 
Takara Belmont for classic
 barber chairs and chose
 warm mahogany wood

 fixtures throughout 
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custom made to sit grandly in the main 
window.  

“The shoe shine station draws a lot of 
attention because it’s a thing of the past,” he 
says. “We offer complimentary shoe-shines 
with our services to all clients, which goes 
down well especially with the younger clients 
who have never seen one before.”

Other features include waiting chairs dating 
back to Edwardian times and a VIP room 
that is used to give clients or grooms-to-
be the full works, including facials and nail 
treatments. 

“I wanted to create a traditional barber 
shop focused on the customer’s experience 
and quality traditional techniques in men’s 
grooming that seemed to have disappeared,” 
he adds. 

Everything from the black and 
white flooring, stylish pendant 
lighting and classic grooming 
products play their part in 
transporting clients back to a 
time where men took pride in 
their appearance – and rightly 
enjoyed doing so. 

Befitting to the 
traditional English 

gent, there is a 
vintage bike parked 

up outside the salon. 
In the window 

is an eye-catching 
antique brass till from 

the thirties that Paul 
got from the owner of 

an old sweet shop 
on eBay. 
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STYLE

It’s not just London that’s thriving in the 
rise of the male grooming industry. Ruffians 
is one of Edinburgh’s finest barber shops, 
engineered to meet the demands of the 
modern man using traditional techniques, yet 
suited to today’s urban living. 

Founder Andrew Cannon came up with the 
idea of Ruffians when he spotted a gap 
in the market for an upmarket grooming 
concept, exclusively for 
men. As he explains: 
“I’m not a hairdresser, so 
I approached the whole 
concept from a customer’s 
point of view. I had a clear 
picture in my head as to 
what I wanted Ruffians 
to look and feel like, but 
I needed someone to 
translate my vision.”

He contacted Graven 
Images, a professional 
design company, who 
helped build on his ideas and customer 
needs. By taking a masculine yet refined 
approach, Andrew chose simple, high-quality 
materials including solid oak and iron to 
create a stylish hair hangout. 

The innovative design work complements 
the relaxed, playful atmosphere, which 
Andrew says starts from the moment a 
customer enters the shop. He explains: 
“Ruffians doesn’t have a reception, instead 
customers perch on bespoke-designed tables 
where they can enjoy a freshly ground coffee 
and catch up on anything from news to 
Twitter on our iPads while they wait. I really 
like the concept of coffee culture and wanted 
to bring this element into the shop because 
men seem at ease with it.”

The shaving area is engineered and 
functional, with tiled floors and industrial light 
fittings, which can be pulled out for closer 
inspection by both stylists and clients. “The 
idea was for everything to feel strong. Tiles 
were based on those found in old changing 
rooms and the solid oak cutting table, in the 
style of a craftsman’s workbench acts as the 
focal point,” says Andrew. 

“We plan to be here for a long time so built 
everything to last, which I think gives both 

your staff and clients 
confidence.”

The main cutting area is 
painted warship grey and 
warm timber panelling 
features throughout 
giving a modern spin 
on traditional materials. 
Chairs are traditional, 
from Takara Belmont, 
who reupholstered them 
especially in Ruffians’ 
trademark blue. 

“Contrary to traditional salons, our chairs 
don’t face the wall but each other. It 
creates a completely different environment 
and makes the whole place feel more 
communal,” he explains.

Ruffians also has a unique vacuum system 
in place. “In order to keep the space tidy, 
Graven Images incorporated a central 
vacuum cleaning system built into the side 
to suck up hair and debris straight away, 
without any fuss,” explains Andrew. 

The new breed of barber shops certainly 
seem to have all grounds covered – we’re 
super impressed and jealous they’re just for 
men. Thumbs up boys!

Contrary to 
traditional salons, our 
chairs don’t face the 
wall but each other. It 
creates a completely 
different environment 
and makes the whole 

place feel more 
communal
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MY
MENTOR&I

At 23, Matt Cove didn’t follow the most 

conventional path into hairdressing 

after realising his passion for hair while 

working as an accountant. Luckily, 

after a chance meeting with Mark 

Caswell and a lot of persistence 

from Matt, the Umberto Giannini 

extraodrinaire agreed to take him 

under his wing. Now nearly four years 

on, the duo still work side by side at 

Umberto Giannini’s flagship salon in 

Birmingham on a daily basis.
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MARK CASWELL ON MATT COVE

HOW LONG HAVE YOU WORKED 
TOGETHER?
I’ve had the pleasure of Matt’s company 
at work for about three and a half years 
– his dress sense alone has ensured that 
every day is interesting! 

DESCRIBE WHEN YOU FIRST MET:
Matt was a best friend of a colleague 
that I employed in my first salon and 
he always expressed an 
interest in working as a 
hairdresser. After months 
of persistence, I decided 
to give him a chance and 
was really impressed. I 
haven’t looked back since.

WHAT SORT OF THINGS 
HAVE YOU DONE 
TOGETHER?
Working for such a 
prestigious company 
means that every day 
is varied. My favourite 
things are photo shoots 
and hair shows of which 
I’m fortunate enough to 
say, are many. I endeavour 
to take Matt to as many 
out-of-salon experiences 
as possible. I’m a firm 
believer of throwing 
people in at the deep end, so I made sure 
he assisted me on one of the biggest jobs 
I’ve ever done, which was a shoot with 
Amber Le Bon. Seeing his eyes open up 
and embrace the industry right in front of 
me was unforgettable and I knew then 
he was hooked. Matt’s passion and flair 
has only grown over time. Seeing him 
progress into a capable stylist was great 
and now we work alongside each other 
training the next generation. 

WHY DO YOU THINK YOU WORK SO WELL 
TOGETHER?
I’m really passionate about teaching the 
next generation but with Matt it wasn’t 
like teaching at all. He seemed to know 
what I was going to say before I’d said it. 
He’s always the first one with 
suggestions and creative ideas and was 
pushing the boundaries when he was still 
doing his NVQ. Matt was one of the best 
assistants I’ve ever had the pleasure of 
working with – clients love him and even 
to this day we still work about four feet 
away from each other.

WHAT ARE YOUR BIGGEST 
ACHIEVEMENTS?
It was a bittersweet day when Matt 
qualified; on one hand I felt like his Dad 
sending him out into the big wide world 
but on the other, I lost someone who 
knew my every move and understood 
me at work better than my own wife. 
We’ve worked together on some really 
successful campaign shoots and a few 
big shows that are massive achievements 
considering his experience. I was 
so happy to see him beat me at our 

company annual awards 
and am thrilled he’s taken 
the initiative to enter 
national competitions.

HOW HAS YOUR 
RELATIONSHIP WITH EACH 
OTHER CHANGED SINCE 
YOU MET?
Our relationship has 
grown. I’ve never had 
many friends in the 
industry but working with 
Matt has changed that. 
He knows my friends 
and family well and I’d 
consider him to be an 
integral part of my life, in 
and out of work.

WHAT’S THE SINGLE MOST 
IMPORTANT THING YOU’VE 

LEARNED FROM EACH OTHER?
That I must never lose my passion for 
hairdressing. Matt’s shown me that 
there’s a new breed of hairdressers that 
are hungry and just as talented, so to 
keep him on his toes I have to be on 
mine. I’m forever trying to push myself in 
order to push others.

WHAT ARE YOUR GOALS TOGETHER?
My plan is to keep growing as a 
hairdresser and keep inspiring as an 
educator, bringing more mini-Matts onto 
the shop floor and beyond. The future is 
in their hands, after all.

IF YOU HAD TO COMPARE YOUR 
RELATIONSHIP TO THAT OF A FAMOUS 
COUPLE, WHO WOULD IT BE?
I’ve always had a flair for the theatrics so 
it would probably be Batman and Robin. 
Robin’s always there in the nick of time 
to save Batman and Matt has done this 
for me many times. And vice versa of 
course!

Hair: Mark Caswell, Umberto 
Giannini  Makeup: Carol Maye  
Photography: James Nader

“I’m really 
passionate about 
teaching the next 

generation but 
with Matt it wasn’t 
like teaching at all.” 
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MATT COVE ON MARK CASWELL

DESCRIBE WHEN YOU FIRST MET 
I was initially introduced to Mark in a 
Birmingham nightclub, but he says he 
doesn’t remember! Following that, I 
really wanted a job in the industry and 
kept asking if he would train me. I was 
determined and wasn’t prepared to take no 
for an answer.

WHAT SORT OF THINGS HAVE YOU DONE 
TOGETHER?
For me personally, the biggest thing we’ve 
done together is getting me qualifi ed and 
to the level I’m at now – I wouldn’t have 
progressed like this without Mark. The fi rst 
big step I had was when we did a company 
shoot for the Umberto Giannini Glam Hair 
range with Amber Le 
Bon. It was the fi rst time 
I’d been on a shoot of 
any kind, so to do it on 
such a big scale was 
terrifying, but I loved 
every minute. Since 
then, we work together 
all the time in and out 
of the salon, spending 
hours building elaborate 
hairpieces not only for 
shoots but sometimes 
just to see what we can 
achieve.

WHY DO YOU THINK 
YOU WORK SO WELL 
TOGETHER?
I honestly think I can read his mind. 
When we’re on set, I’ll be holding what 
he’s looking for, before he even knows 
he’s looking for it. We have great banter, 
loads of laughs and so much fun that it 
doesn’t feel like work. It is one of those 
relationships where opposites attract; 
we’re completely different but then also 
have so many similarities too. As his 
assistant, I got to know all of his clients 
really well and felt like I was part of the 
service Mark gave. Even to this day I speak 
to all of his clients regularly. I always know 
when he’s with a new client because 
there’ll be someone I don’t know sitting in 
his chair. 

WHAT ARE YOUR BIGGEST ACHIEVEMENTS?
Finally convincing Mark to give me a job 
and train me. Qualifying as a stylist at 
Umberto Giannini is way up there too and 

winning two in-house company awards 
after competing against hairdressers with 
much more experience than me is a great 
achievement.

HOW HAS YOUR RELATIONSHIP CHANGED?
I don’t think it really has. Mark’s always 
made me feel his equal, even when I was 
his assistant. I’m always happy to help him 
if I’m free and he’s still moaning about my 
trousers being too low.

WHAT’S THE SINGLE MOST IMPORTANT 
THING YOU’VE LEARNED FROM MARK?
He’s always shouting about technique. 
“Prep, visualising and structure” – it 
reminds me of all those years ago. 
Preparation is probably the biggest thing 
he’s taught me, not only prepping 

the hair with the right 
products and tools but 
also prepping my 
ideas to visualise a 
road map of the look 
so I can understand 
things before I’ve 
even started. I now 
use moodboards for 
almost everything, 
which help me collate 
my ideas into one place 
so I can feel the work I do 
a lot more.

WHAT ARE YOUR GOALS FOR 
THE FUTURE?
To be better and bigger 

than anyone – even Mark! I want to be 
recognised for the quality of my work by 
both the public and the industry. I hope that 
if, and when I make it, Mark’s there to 
witness my achievements.

IF YOU HAD TO COMPARE YOUR 
RELATIONSHIP TO THAT OF 
A FAMOUS COUPLE, WHO 
WOULD IT BE?
I’m a fan of comics, so 
I’d say that Mark is like 
Professor Xavier and 
I’m like Wolverine. 
He’s shown me 
that there’s not 
only more to 
hairdressing but 
more to life.

For me personally, the biggest thing we’ve 
done together is getting me qualifi ed and 
to the level I’m at now – I wouldn’t have 
progressed like this without Mark. The fi rst 
big step I had was when we did a company 
shoot for the Umberto Giannini Glam Hair 

Bon. It was the fi rst time 

I honestly think I can read his mind. 
When we’re on set, I’ll be holding what 
he’s looking for, before he even knows 
he’s looking for it. We have great banter, 
loads of laughs and so much fun that it 
doesn’t feel like work. It is one of those 
relationships where opposites attract; 
we’re completely different but then also 
have so many similarities too. As his 
assistant, I got to know all of his clients 
really well and felt like I was part of the 
service Mark gave. Even to this day I speak 
to all of his clients regularly. I always know 
when he’s with a new client because 
there’ll be someone I don’t know sitting in 

WHAT ARE YOUR BIGGEST ACHIEVEMENTS?
Finally convincing Mark to give me a job 
and train me. Qualifying as a stylist at 
Umberto Giannini is way up there too and 

THING YOU’VE LEARNED FROM MARK?
He’s always shouting about technique. 
“Prep, visualising and structure” – it 
reminds me of all those years ago. 
Preparation is probably the biggest thing 
he’s taught me, not only prepping 

the hair with the right 
products and tools but 
also prepping my 
ideas to visualise a 
road map of the look 
so I can understand 
things before I’ve 
even started. I now 
use moodboards for 
almost everything, 
which help me collate 
my ideas into one place 
so I can feel the work I do 
a lot more.

WHAT ARE YOUR GOALS FOR 
THE FUTURE?
To be better and bigger 

than anyone – even Mark! I want to be 
recognised for the quality of my work by 
both the public and the industry. I hope that 
if, and when I make it, Mark’s there to 
witness my achievements.

IF YOU HAD TO COMPARE YOUR 
RELATIONSHIP TO THAT OF 
A FAMOUS COUPLE, WHO 
WOULD IT BE?
I’m a fan of comics, so 
I’d say that Mark is like 
Professor Xavier and 
I’m like Wolverine. 
He’s shown me 
that there’s not 
only more to 
hairdressing but 
more to life.

“The biggest 
thing we’ve done 
together is getting 
me qualifi ed and to 

the level I’m at.” 

MyMentor&I.indd   83 26/05/2013   11:05



catwalk
Where hair meets fashion
catwalk

a/w13

The Moment: Pam Hogg
Spotted: London
Courtesy of: Toni&Guy

Catwalk Teaser_SEPT_2012.indd   36 25/05/2013   12:49



For fashionable
hair that means 

business 

OUT IN
SETPTEMBER 

Catwalk Teaser_SEPT_2012.indd   37 25/05/2013   12:49



86

MEET THE TEAM
The Schwarzkopf Young Artistic Team was created to fuel the next generation of super 

stylists. The year-long programme offers training, education and unrivalled opportunities to 
under 25s under the watchful eye of Schwarkopf’s manager Catherine Adams. The YAT 
members learn cutting, styling and colour the Schwarzkopf Professional way and get to 

put their presentation skills to the test so we decided to catch up with them early 
on in their journeys.

Job title: Senior Stylist, LUMIA 
Hair and Beauty Spa
Qualifications: NVQ Level 2
Top career moment: By far the 
top moment in my career 
was being picked for the 
Schwarzkopf YAT 2013.
Biggest hair icon: Vidal Sassoon.
Best quote you’ve ever 
heard: “There is no success 
without hardship.” Sophocles 
One moment that changed your 
life: When I qualified as a 
hairdresser – I went from 
making teas and coffees to 
doing what I love every day.
What would you have been 
if you weren’t a hairdresser? 

Hmmm, I’m not sure. Probably 
something active, maybe a 
snowboarding instructor?
Essential kit bag item: I love my 
Schwarzkopf ceramic round 
brushes, they’re great for 
blowdrying and smoothing hair.
Which celebrity would you say 
you’re most like and why? I 
think I’d probably be Paul 
Rudd because I like to have a 
laugh and I’m quite sarcastic.
Why do you love being a member 
of the art team? For me it means 
learning from the best and 
taking my hairdressing to the 
next level. I love having the 
opportunity to do that. 

Job title: Creative Stylist, 
Hensmans 
Top career moment: Becoming a 
member of this team. 
Biggest hair icon: Fearne Cotton 
– she’s a massive trendsetter 
and she’s not afraid to push 
boundaries.
Best quote you’ve ever heard: 
“The harder you work, the 
luckier you get.”
One moment that changed your life: 
When I was 15 and started a 
Saturday position at Hensmans. 
I love being a part of this 
amazing industry.
What would you have been if you 
weren’t a hairdresser? Definitely 
something creative, maybe 

along the lines of an event 
organiser – I love working with 
people and getting great results.
Which celebrity would you say 
you’re most like and why? I’d 
love to be most like Pixie Lott. 
I always look to her for fashion 
inspiration. She doesn’t have 
just one look, it goes from 
grungy to floaty and girly to 
anything in-between, but she 
always looks friendly and happy 
with it too. 
Why do you love being a member 
of the art team? I love the 
opportunities and experience 
this forthcoming year will give 
me and the amazing people I’ll 
be able to meet and learn from. 

GREGOR HALL BROWN, 23 KELSIE O’CONNOR, 23
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Job title: Stylist, Barrie Stephen 
Hair
Qualifications: NVQ Level 2
Top career moment: Joining the 
Barrie Stephen Hair team.
Biggest hair icon: Vidal Sassoon.
Best quote you’ve ever heard: 
“Passion is the genesis of 
genius.” Galileo Galilei 
One moment that changed your life: 
Everything I do is a small step 
towards changing my life.
What would you have been if you 
weren’t a hairdresser? 

I’d have liked to have worked in 
fashion.
Essential kit bag item: OSiS+ Dust 
it every time.
Which celebrity would you say 
you’re most like? I’d like to think 
Lana Del Ray – she’s stunning 
and cool in a laid back kind of 
way.
Why do you love being a member 
of the art team? It’s a chance to 
prove myself and work as part 
of a really strong team with a 
common goal. 

Job title: Senior Stylist, Tikadi 
Qualifications: NVQ 1, 2 and 
currently working towards my 
level 3. 
Top career moment: I have a 
few top career moments 
but I’d have to say winning 
the Best Gent’s award at 
the Schwarzkopf Creative 
Compeition or becoming a 
Schwarzkopf YAT member.
Biggest hair icon: The best hair 
icon in the way of their hair is 
Paloma Faith. The best icon in 
how they do hair would be Akin 
Konizi – his work fascinates me. 
It’s beautiful and shows great 
technique. 
Best quote you’ve ever heard: 
Don’t think outside the box, 
think there isn’t a box.
One moment that changed your life: 
Becoming a Schwarzkopf YAT 

member is changing my life as 
I’ve had so many opportunities 
already.
What would you have been if 
you weren’t a hairdresser? A 
physiotherapist. 
Essential kit bag item: My 
essentials have to be OSiS+ 
Dust It and my Schwarzkopf 
vent brush. 
Which celebrity would you say you 
are most like? Fearne Cotton, 
from music to dress sense, 
socialising, festivals and her 
humour, it’s what I’m all about. 
Why do you love being a member of 
the art team? I absolutely love it 
as I’ve met extremely talented 
people. This Is a fantastic 
opportunity and a massive step 
in the right direction to get my 
work seen by others. I can’t 
wait for our journey! 

HAYLEY QUINLIN, 21

ANNIE MORELLI, 20

PAULIN MCCOLE, 20

Job title: Colour technician/
Stylist., John Gillespie 
Hairdressing
Qualifications: SVQ Level 2 and 3 
Hairdressing
Top career moment: Hearing the 
announcement that I’d made it 
into the YAT. 
Biggest hair icon: Patrick 
Cameron
Best quote you’ve ever heard: 
“There’s always room in your 
life for thinking bigger, pushing 
limits and imagining the 
impossible.”
What would you have been if you 
weren’t a hairdresser? I didn’t 
have anything else in mind. 
Like most, I was the kind of 
child that changed her mind 
every two minutes about 
what I wanted to do. Hair was 

something I always loved doing 
so it seemed perfect to do it as 
my profession.
Essential kit bag item: OSiS+ dust 
it or tail comb – I just couldn’t 
work without them. 
Which celebrity would you 
say you’re most like and why? 
Jennifer Aniston as she is very 
fun, outgoing and a strong, 
independent woman.
Why do you love being a member 
of the art team? I feel like I’m 
going to learn a huge amount 
working with these fantastic, 
talented hairdressers. I feel I’ll 
grow massively as a person 
and really step outside of my 
comfort zone, helping me to 
gain confidence in what I do. 
I’m super excited for the year 
ahead.
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HOLD IT THERE
Get off the chart hold 
with Redken’s new 
high Control Addict 

28 hairspray. The new 
premium formula 

provides 24-hour control 
yet it’s workable with 
a satin fi nish and no 

visible fl aking.
RRP: £16.10

Info: 020 8762 4121
redken.co.uk

NOURISHMENT
If you’re a fan of Schwarzkopf’s BC Oil Miracle range 

you’re going to love BC Oil Miracle Volume Amplifi er 5 
and BC Oil Miracle Divine Polish.

RRP: £12.75 
Info: 012969 314100

schwarzkopf-professional.com

ALL IN ONE
Richard Ward PURE is a non-lather paraben and sulphate-

free cleanser formulated with botanical cleansing 
ingredients. It gently and naturally cleans and moisturises 

all hair types in one easy step.
RRP: £26

Info: email wholesale@richardward.com

PURITY
It’s three steps to a purer life with Indola’s 
Pure Detox Shampoo, Pure Energy Mask 

and Pure Refresh Tonic.
RRP from £8.50  Info: 01296 314 000

indola.com

JET-SETTING
Professional haircare 
expert Goldwell has 

released Travel in Style 
Sets just in time for 
summer. Each pack 
contains a shampoo, 

conditioner and hairspray 
– choose from Color, 

Blondes & Highlights or 
Rich Repair.
RRP: £8.50

Info: 01323 432100

SHINE ON
Update your kitbag with 
Shine Angel. Its unique 
V-shaped bristles grip, 

polish and condition hair, 
eliminating static and frizz 

while sealing in 
moisture for a smooth, 

glossy fi nish.
RRP from £15.99

Info: 0845 4591182
tangleangel.com
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TURN HEADS
Indola Profession PCC Contrast 

creates intense and extraordinarily 
vibrant fashion highlights in one go – 

even on dark, natural bases. Three new 
shades of gold, red and violet 

contain special, energy-charged pigment 
cocktails that adhere to every strand.

Price: £5.35  Info: 01296 314 000
indola.com

TOUCHABLE TEXTURE
Matrix Total Results Curl is 
this summer’s must-have for 
creating touchable textures. 
The complete haircare 
system features Total Results 
Shampoo, Conditioner and 
Contour Cream with an 
exclusive anti-frizz, Nutri-Curl 
technology. Voila! 
RRP from £5.95
Info: 0845 601 1022
matrix.co.uk

REPAIR AND RESCUE
Offer your blonde clients a regime to revive their 

hair. Introducing Affinage Blonde Rescue Kit 
with shampoo and conditioner and bag a free

 Cool Blonde Illuminator toner.
RRP: £17.90  Info: 01794 527111 affinage.com

A NEW DYNAMIC
Embrace the bold and bright 
with ASP Colour Dynamics, 

a new collection of semi-
permanent fashion colours for 

those wanting a statement look 
without committing to a 

permanent change.
RRP: £17.90 Info: TBC

COLOUR CONTROL
The newly reformulated and 
repackaged, sulfate-free 
Joico Color Endure range has 
been designed for clients 
wanting to prolong the tonal 
integrity and longevity of 
their hair colour, ensuring 
clarity, brilliance and 
luminosity every day. 
RRP from £12.95
Info: 0845 071 2636
joicoeurope.com

DREAM COME TRUE
X.Dream Cream Advanced bleach from La 
Biosthetique is a rich formula packed with 

luxurious shea butter and beeswax for vibrant 
shine and touchable softness. Natural corn 
protein also fortifies and strengthens each 
strand and locks in active ingredients with 

stunning results.
Price: £11.38 + VAT  Info: 01296 611731

biosthetique.co.uk
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SELF DEFENCE
Montibel.lo has introduced a Solar Care 
range for clients looking for a complete 

summer regime to protect their hair 
from damaging UV rays.

RRP from £9.90
Info: 01264 334 466

montibello.com

MYSTIFY
Mythic Oil’s original oil is the no.1 best-selling 
product by L’Oréal Professionnel with one sold 
every 17 seconds worldwide. FACT. That’s why 

we’re excited for the new and luxurious shampoo 
and conditioner; Mythic Oil Souffl é d’Or.

RRP: £13.00 [shampoo] £14.35 [conditioner]
Info: 0800 072 6699 

lorealprofessionnel.co.uk 

REFRESH
Davines new 

Hair Refresher is a dry 
cleansing mist that can be
 used as a styling product 

to add volume or as 
a dry shampoo to refresh 

hair that needs a quick 
‘pick-me-up’ in-between 

shampoos.
RRP: £17.45 davines.com

Info: 020 3301 5449

CURL CONSCIOUS 
Paul Mitchell has released a range 

specifi cally for curls comprising of Frizz-
Fighting Shampoo, Leave-In Treatment, 

Twirl Around and Ultimate Wave. 
Info: 0845 659 0012
paul-mitchell.co.uk

TAME FRIZZ
KMS California has just launched 
TAMEFRIZZ, the ultimate frizz 
fi ghter containing Pequi Oil, an 
antioxidant-rich Brazilian fruit found 
in the Amazon, high in vitamin A 
and E. Not only does it reduce frizz 
up to 100 percent but also 
controls humidity for up to 
three days.  
RRP from £12.70 
Info: 01323 432100
kmscalifornia.com

FEEL THE FORCE
Want to create a fl awless fi nish? 
Turn to  Structure Force fi rm hold 
fi nishing spray, the latest innovation 
from the red hot salon range 
synonymous with spontaneous 
styling and staying power. 
RRP: £9.95  Info: 0845 071 2326
structurehair.co.uk
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J’adore
When we fi rst caught a glimpse of 
this contraption we weren’t quite sure 
where the hair went and where it didn’t, 
but a quick read through the instructions 
and we were good to go.

So, a 2-3 cm section of hair was 
combed ready for the Perfect Curl. 
Then the tool was held close to the top 
section with the ceramic curl chamber 
towards the head. The hair was 
automatically drawn into the ceramic 
curl chamber where it was softly 
held and heated from all directions to 
effortlessly form the curl.

There were beeps to let us know when 
the hair had been in long enough – 
essential for girls like us who could 
quite literally forget our heads – then it 
was time to let it out. The results were 
truly stunning as a prefect curl was left 
behind with very little effort from us. 

What can we say? It’s a defi nite J’adore 
for us. Plus with three different heat 
settings and three different timer 
settings, there are lots of combinations 
to choose from and with less direct 
heat, it’s kinder to hair too. 

Perfect Curl also hsa a curl direction 
control so you [or your client if retailing 
to them] can curl either towards or 
away from the face. There’s even an 
auto curl function where the direction 
alternates with every section.

It has never been simpler or faster 
to create perfect curls, so you can 
effortlessly achieve a variety of styles 
and trend-led looks in next to no time.e.

Info: babylisspro.co.uk
£120 + VAT

With curls set to be a big trend this summer, BaByliss PRO’s 
Perfect Curl couldn’t have come along at a better time. Officially 
the easiest way to create long-lasting and stunning curls, we’re 

going to try and explain the technology behind it.

J’adoreJ’adoreJ’J’adoreJ’adoreJ’
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“Probably the most 
commercial shot of 
the collection, we’ve 
toughened up what 
is essentially a very 
feminine look with 
strong makeup and 
styling. It’s vital to 
consider every element 
of the finished picture 
when shooting a 
collection as it can 
help take your images 
in a totally different 
direction.”

FUTURE
PERFECT

Bruno Marc Giamattei 
revisited classic movies to 
create strong silhouettes 
and juxtaposing textures 
for this collection. Here we 
delve into four looks.

“Undercutting wouldn’t 
have been seen as 
particularly commercial 
a few years ago 
but now we’ve got 
celebrities like Rhianna 
and Alice Dellal showing 
just how beautiful it 
can look.”
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out ‘n’ about

“This is a very sexy 
look; the shape of the 
hair even echoes the 
curves of the model, 
which is no accident! 
This was my homage 
to Barbarella – that 
retro volume through 
the crown, those 
undulating waves – it’s 
the ultimate style for 
seduction.”

“It’s difficult to 
construct a hair-
up with this much 
volume and structure 
without it looking dated 
or immovable. I love 
what we achieved here; 
it’s playful, uncontrived 
and still beautifully 
glossy.”

Hair: Bruno Marc 
Giamattei, Marc 
Antoni
Makeup: Clare 
Fletcher
Clothes styling: 
Bernard Connolly
Photography: 
Richard Miles

“It’s difficult to 
construct a hair-
up with this much 
volume and structure 
without it looking dated 
or immovable. I love 
what we achieved here; 
it’s playful, uncontrived 
and still beautifully 
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THE 
VALKYRIES

Remind yourself what’s irresistible about avant garde hair with this 
collection from Anne 
Veck.
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Hair: Anne Veck

Makeup: Ewa Pietra

Styling: Kate Jeffery

Photography: Barry Jeffery
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The beauty in these images 
makes time stand still.

Hair: Adam Szabo
Makeup: Bernadett Titkos and Caroline Sims

Fashion styling: Andrea Gonczy 
Photography: Orsolya Luca
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This is the fastest and easiest way to curl hair that I have ever used. Just clip 
in the hair ends, start the motor to wind up the hair then release the clip. It’s so 
quick and easy yet the results are stunningly professional.

Richard Ward
Celebrity Hairdresser

in the hair ends, start the motor to wind up the hair then release the clip. It’s so 
quick and easy yet the results are stunningly professional.
in the hair ends, start the motor to wind up the hair then release the clip. It’s so 
quick and easy yet the results are stunningly professional.

Available at Salon Services, Aston and Fincher, Capital Hair and Beauty, Alan Howard, Salons Direct and other leading salon wholesalers.

“glamoriserUK”www.glamoriser.com

MOTORISED
ROTATING BARREL

SET
COLOUR 

FREE

SET
COLOUR 

FREE

June 2013 £5.95
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