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editor’sWORDS
HERE WE ARE AGAIN, HAVING FINISHED YET ANOTHER ISSUE AND 

READY TO EMBARK ON THE NEXT, WHEN WE GET A SMALL MOMENT 
TO REFLECT. WHETHER YOU’RE A COLOURIST, A STYLIST OR THE 

BUSINESS BRAIN BEHIND THE WHOLE THING, REFLECTION IS KEY. 
For us, it’s when we really appreciate you 
guys. You work tirelessly, day after day to 
not only build on your own craft, but build 
up hairdressing as an industry, and you’re 
doing a pretty good job. 

You only have to look at some of the 
events that are happening, the products 
that are launching and the styles that 
are emerging to know there’s still a lot 
more where that came from. And as for 
the standard? Well, the entries to our 
very own Salon Business Awards are 

testament to that. The judges have been 
hard at work going through the entries 
since the closing date at the beginning of 
the month, and while it’s been spring’s 
version of a heatwave over the last week, 
we don’t think that’s the cause of our 
judges getting hot under the collar…you 
guys are first class.

The creativity, not only in style, but in 
business is pure genius and we can’t 
wait to celebrate you guys at Madison’s 
Cocktail Bar on July 4. Got your tickets 

yet? Don’t forget, you can buy them 
direct through our website so it won’t 
take long.  

For now, we’re heading off to get started 
on the next issue but if you want to 
get in touch in the meantime, we’re on 
Twitter @salon_business, Facebook [Salon 
Business] and Instagram @salon_business

Catch you soon x
Jo Charlton
Publishing Editor

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

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

H
air: Jill W

atkin
s  P

h
o

to
g

rap
h

y: Jo
h

n
 R

aw
so

n
  M

akeu
p

: Lan
 N

g
u

yen
 an

d
 H

an
n

ah
 D

avies  C
lo

th
es stylin

g
: M

arika P
ag

e

CommentContentsMayJune.indd   2 10/05/2016   16:29



CONTENTS
May une 201

MAY/JUNE 2016 £5.95

www.milkshakehaircare.co.uk
only available at professional hair salons.

NATURAL BEAUTY
Only milk_shake® combines milk and yogurt 

proteins with rich vitamins from fruits and nature  

for beautiful, healthy hair. The patented vitamin 

complex Integrity 41* protects hair color from fading 

and special conditioning agents soothe and condition 

the scalp and hair for a perfect result.

Discover beautiful hair with milk_shake®

the natural way to treat your hair.

Integrity 41* –– Helianthus annuus, sunflower seeds hydro-glycolic extract.

For more info on milk_shake®

please call 01392 365 177 or e-mail info@milkshakehaircare.co.ukFollow us on
INSTAGRAM
milkshakehairuk

Find us on
FACEBOOK
Milk Shake Hair UK

w
w

w
.sa

lo
n
b
u
sin

e
ss.c

o
.u

k

M
A
Y
/JU

N
E
 2

0
1
6

CoverMayJune.indd   15

10/05/2016   16:18

ON THE 
COVER

Beauty exemplifi ed 
on a white canvas

Hair: Jill Watkins  

Photography: John Rawson  

Makeup: Lan Nguyen and 

Hannah Davies  Clothes 

styling: Marika Page

BREAKING NEWS
04  The haps in business, in 

creativity and in-salon

DOWN TO BUSINESS
10 Education broken down

16 Course listings

20 Five on following brand

22 Five on franchising 

24 Five on utilising your email 
addresses

26 Anne Butterly talks Easydry – 
a decade in

30 See what’s got our Tech Girls 
hot under the collar     

IN STYLE
36 Summer: What’s raising the 
mercury in the coming season

44 Summer: The kit you need to 
get TODAY

46 The names of Wella 
TrendVision photo heat are out

47 Join us in Graz in Austria

48 There’s True Beauty in 
Amsterdam

50 Marc Antoni makes his 
mark

52 LCT tour comes to an 
end

54 Salon Business 
Awards: The entries 
are in!

62 Adapting your 
salon to male 
clientele

68 In the 
shoes of the 
ghd Style Squad 
members

74 Meet our afro hair expert

76 See how it’s done in the         
Big Apple 

80 Formulations reinvented and 
new ones added

83 Our fave of the bunch

84 Inspirational 
collections 

There’s True Beauty in 
Amsterdam

 Marc Antoni makes his 

 LCT tour comes to an 

 Salon Business 
Awards: The entries 

Adapting your 
salon to male 

shoes of the 
ghd Style Squad 

 Meet our afro hair expert

 See how it’s done in the         

 Formulations reinvented and 
new ones added

 Our fave of the bunch

 Inspirational 

CONTENTS

CommentContentsMayJune.indd   3 10/05/2016   17:39



business brainstorm

BREAKING 
NEWS

Be in with a chance to hear from an array of 
experts providing lots of tips, suggestions 
and advice at The Fellowship’s Business 
Brainstorm on Monday, June 27.
 
“Business Brainstorm is a fantastic 
opportunity to see two incredible business 
and fashion gurus sharing their professional 
stories,” says Edward Hemmings, Fellowship 
Business Education. “It’s also a unique chance 
to hear their career journeys providing advice 
and expertise in various aspects of business. 
Following this is the business panel discussion 
where the ‘hot topics’ of the industry right 
now will be discussed. A really interactive 
Q&A session.”
 
Demand is expected to be high for this event 
so keep an eye out on fellowship.com to 
make sure you book your place early. 
Remember to follow @fellowshiphair on 
social media to see up-to-date events.

Mark Giannandrea has  been appointed 
as General Manager of KAO Salon 
Division UK. With over 20 years’ 
experience in the hairdressing industry, 
Mark brings with him a wealth of 
experience from across the globe and 
has joined the London offi ce to work 
on the Goldwell and KMS California 
brands.

Mark says: “I have a great passion for 
everything related to haircare – the 
latest trends, technology or innovations 
and the oozing opportunities these 
present to the market. I’m hugely 
excited about my new role as General 
Manager and feel privileged to have 
become part of the KAO organisation.”

Champagne corks were 
popping on Wednesday 
evening when a host of 
invited guests joined Q Hair 
and Beauty in Chichester to 
celebrate the offi cial opening 
of the new Drawing Room 
salon.

The fi rst-fl oor ladies’ salon 
has been given a complete 
makeover. Once the grand 
drawing room of the historic 

townhouse on the city’s 
North Street, enormous effort 
has gone into recreating an 
elegant and stylish area, with 
a modern twist.

The result is a beautiful, 
spacious room which retains 
its original beauty but also 
ensures Q remains at the 
leading edge of modern 
hairdressing.

bad
apple

Demand is expected to be high for this event 

It’s also a UNIQUE 
chance to hear their 
CAREER journeys 

providing ADVICE and 
EXPERTISE.kao 

newbie
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Head of Toni&Guy Toni Mascolo has added 
yet another title to his CV scooping the very 
prestigious Primi Dieci Award at BAFTA. 
He’s been recognised as one of the 10 most 
successful Italians in the UK today for his 
unique career as one of the most celebrated 
entrepreneurs in the hairdressing industry. 
Congratulations Toni.

Iconic hairdresser, TIGI 
International Artistic 
Director, Anthony 
Mascolo, opened the 
first Bad Apple Academy 
in Wolverhampton. The 
award-winning group 
already has established 
salons in Birmingham, 
Walsall and Solihull, but 
the new project is both 
exciting and fundamental 
to the future growth of the 
business. 

The Wolverhampton 
Academy and Salon are 
the group’s biggest space 
so far. The three storey 
building was originally 
a bakery, which caused 
quite a few obstacles 
to the building project 
and delayed the original 
opening date. But, 
almost on-schedule, 
the salon doors opened 
on December 3, 2015, 
taking advantage of 
pre-Christmas business 
opportunities.

Future plans for the 
Academy are 

ambitious, but 
there are 

several 
different 

areas already in 
development, starting from 
ongoing education for the 
growth of Bad Apple’s own 
team. 

“Having Anthony Mascolo 
officially open the Salon/
Academy was a dream 
come true for us at 
Bad Apple Hair,” says 
Managing Director, Gavin 
Mills. “He is an inspiration 
and icon to our team and 
founder Aid Tams. To 
have all our key partners, 
TIGI, Cloud Nine, Aston & 
Fincher and other be are 
part of this special day was 
amazing. We couldn’t have 
asked for more.”

“I’ve known Aid for a few 
years now and have always 
been impressed by his 
creativity and focus. He 
thinks similarly to me, in 
fact I think he’s pinched 
my favourite saying: ‘To 
break the rules you have to 
know the rules’. The new 
Bad Apple Academy is a 
great place for learning. I 
look forward to watching 
its progression,” says 
Anthony.

bad
apple

again and again

Styling gurus Zoe Irwin and Adam Reed, welcomed an 
audience of industry experts, press and salon owners 
to the ghd studio on Dean Street for The Briefi ng. 

Discussing and demonstrating four key trends for 
AW16, the ghd UK brand ambassadors, styled four 
stunning looks based on what we’ve seen across the 
world and what will be key trends for this year. 

Cocktails were fl owing and laughter fi lled the air as the 
dynamic duo created a fun and relaxed atmosphere. 
The four trends predicted were Knotted Buns, Ethereal 
Embellishment, Curly Sue and Braidy Bunch, the last 
being our fave. 

Inspired by Dolce & Gabbana, it celebrated both sleek 
pigtails wrapped into buns and giant messy braids. 
Adam’s look at The Briefi ng incorporated tousled 
fi shtail plaits and looped braided pigtails. “There’s 
versatility in the way I’ve styled this,” he says. “It’s 
got a ghetto braid vibe with a personalised halo braid 
that maintains eighties texture. This look is beautiful, 
simplistic and modern. I’ve kept the sides fairly fl at and 
formed the braids in a narrow shape to give a military 
element.” 

Zoe and Adam both spoke about the importance of 
having a high skill level to recreate these trends. Adam 
explained that stylists must have the craftsmanship to 
break the rules but ensure that the hair is still beautiful. 

ghd will be holding trend briefi ngs each season 
bringing stylists and experts the newest trends.

the
briefing

ambitious, but 
there are 

several 
different 

The new BAD 
APPLE ACADEMY 
is a great place for 

LEARNING.

to the
 drawing
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CoppaFeel!

new head

Breast cancer education 
charity CoppaFeel! in 
conjunction with Paul 
Mitchell Luxury Hair Care is 
bringing you a world fi rst – a 
magical hybrid of the much 
loved silent disco and a 5 
or 10k run. You bring your 
headphones, they bring you 
epic live DJs to tune into as 
you run, jog, walk, shimmy 
or swagger your way around 
the course.

This is CoppaFeel!’s fi rst 
step into staging their own 
outdoor, mass-participation 
event, which takes place on 
May 22, 2016 at the Hop 
Farm in Kent. CoppaFeel! 
patron and Radio 1 DJ Greg 
James is curating the event 
and lining up a set to end 
all sets.

Paul Mitchell Luxury Hair 
Care is proud to be the 
headline support for the 
event, with a team on-hand 
to add a splash of glitter 
while styling up on-trend 
boxer braids.

Director of Publicity for 
Paul Mitchell, Zoë Vears 
enthuses: “Paul Mitchell 
has been proud to support 
CoppaFeel! for almost three 
years now. Kris and the 
team are tireless in their 
efforts to raise awareness 
while still having as much 
fun as possible, something 
perfectly summed up by 
Silent Disco Dash.”

silentdiscodash.com

Family run salons Hensmans 
in Northampton and Milton 
Keynes recently created a 
stunning collection of images 
on their most loyal clients and 
generations of different family 
members, based on the new 
Schwarzkopf Professional 
Essential Looks trends.

The models for the Hensmans 
Heritage collection were 
families that have been going 
to Hensmans for generations, 
including a set of twins, fathers, 

mothers and daughters. 
Each client had a full hair 
transformation from colour to 
cutting and then styling to refl ect 
the new Essential Looks trends 
Made To Create.

“We wanted to showcase a 
collection of hair trends on our 
clients that have been trusting 
us with their hair for many 
years,” says Salon Owner Julie 
Hensman. 

We bet the clients loved it too.

Herb UK Ltd, parent company 
of Organic Colour Systems, has 
announced the appointment of its 
new Operations Director, Mark 
D’Arcy.
 
As part of an exciting growth 
phase within the company, Mark’s 
appointment comes at a time of 
rapidly expanding global operations 
to ensure a continued clear focus 
and direction to the manufacturing 
and supply chain operations within 
the company, while providing an 

excellent level of customer service 
as the business expands and 
the brands gain more consumer 
awareness internationally.
 
Mark, who joined Herb UK Ltd six 
and a half years ago as Operations 
Manager, says: “It’s been a long 
journey with an amazing company. 
Thanks to the engaged team of 
committed people we have at 
Herb UK, we have developed into a 
world class business.”

SALONGENIUS has a new 
offering for their customers – 
an interactive platform where 
salons, spas and therapists 
can host and manage their 
reviews.

SALONGENIUS has teamed 
up with salonspy.com, 
an online community that 
provide listings for every 
salon and spa in the UK.  

The new system means 
salon owners can 
automatically generate 
reviews from their 
customers after the 
completion of their 
appointments via SMS.  
These reviews are then 
hosted and promoted online.

Now that’s an easy sell. 

spread
the word

BREAKING 
NEWS
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heritage

new head
Herb UK Ltd, parent company 

the word

It’s been a LONG 
journey with 
an AMAZING 

company. 

Find us on     and    at Paul Mitchell UK     #IHEARTPM     

To work with a brand that truly supports the professional industry,  
call us on 0845 659 0011 or visit salon-success.co.uk
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EVERYBODY LEARNS IN 
DIFFERENT WAYS, EVEN 
HAIR STYLISTS, SO WHEN 
IT COMES TO INVESTING IN 
EDUCATION, HOW CAN YOU 
BE SURE YOU’RE GETTING 
THE MOST OUT OF YOUR 
BUDGET? HELEN BIRD 
COMPARES DIFFERENT 
EDUCATION PROVIDERS 
AND DISCOVERS THE NEW 
HEIGHTS BEING REACHED 
BY THE LATEST COURSES.

CHALLENGE
YOURSELF

Education.indd   11 10/05/2016   23:26
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Staying ahead of the game: it’s 
a pressure that sits on every 
hair stylist and salon owner’s 
shoulders, never to completely 
disappear. In one of the fastest 
moving industries around, 
is it even possible to remain 
competitive? Of course it is – if 
you make the investment in 
high-quality training that brings 
the best out of staff while 
making the most of your budget. 

With a range of educational 
styles and providers available, 
we take a closer look at just 
a few to discover the unique 
ways in which they produce star 
quality in hairdressing.

CASE STUDY: THE MIXED 
ACADEMY

At Academy Salons in Surrey, a 
mix of apprentices and private 
students means diversity in age, 

Education.indd   12 10/05/2016   23:26
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level and educational needs. But 
with its comprehensive range 
of courses, which span Levels 
1 to 3 NVQ, as well as extra 
tuition for advanced students 
and those who want to run their 
own salons, the academy has all 
bases covered.

The main advantage of learning 
in this type of setting, the 
academy’s spokesperson tells 
Salon Business, is the ability to 
offer one-to-one tuition and take 
them right through all aspects 
of education, including salon 
management and creative photo 
shoot work. 

“With this kind of education 
it really helps motivate young 
people to work in a team 
environment,” they explain.

The academy is also seeing a 
rise in apprentices, thanks in 
part to its involvement in career 
advice evenings at local schools 
and colleges. Apprentices are 
also sponsored with a minimum 
of 18 hours per week funded by 
the academy. 

“We believe that this is the way 
forward in the long term and 
we will be rewarded by having 
a good quality academy team 
that we can grow organically,” 
according to the spokesperson.

Once qualified, students from 
the academy invariably go on to 
run a successful column in one 
of its associated salons, meaning 
they follow a natural journey 
from trainee to paid stylist.
 
CASE STUDY: THE 
PRIVATE ACADEMY

Courses at London Hair 
Academy are geared towards the 
individual and range from one-
day refreshers to a full-time NVQ 
in just 13 weeks. “Our packages 
aim to get students ready for the 
workplace,” says manager Lisa 
Farrall.

With a maximum class size of 
six students, who work on live 
models from the outset, the 
academy prides itself on truly 
hands-on learning that’s tailored 
towards the individual. How? 

“Each student has a different 
ability and creativity, so as an 
educator it’s important to keep 
this in mind and teach creatively 
to capture different ways of 
learning,” says Lisa. “With high 
levels of training and quicker 
courses, learners are developing 
their skills instantly rather than 
waiting for salon training nights.”

And the process of helping each 
student get value for money 
when choosing a course is a 
collaboration at the academy. 
“Just like a haircut, consultation 
is key,” Lisa explains. “You 
come to the academy, talk to an 
educator and take a look around. 
Tell us your needs and goals and 
we find the best course for you.”

The tutors have substantial 
industry experience, as well 
as their fingers on the pulse 
of what’s hot in hair. “With an 
academy like ours that houses 
educators who are commercially 
active in the industry, you’re 
sure to stay on trend,” says Lisa. 
“We are a force to be reckoned 
with – watch this space!”

THE MAIN 
ADVANTAGE OF 
LEARNING IN THIS 
TYPE OF SETTING, 
THE ACADEMY’S 
SPOKESPERSON 
TELLS SALON 
BUSINESS, IS THE 
ABILITY TO OFFER 
ONE-TO-ONE TUITION 
AND TAKE THEM 
RIGHT THROUGH 
ALL ASPECTS 
OF EDUCATION, 
INCLUDING SALON 
MANAGEMENT AND 
CREATIVE PHOTO 
SHOOT WORK. 

Education.indd   13 10/05/2016   23:26
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“WITH THE RISE OF CELEBRITIES AND 
INFLUENCERS, TRENDS ARE CONSTANTLY 
CHANGING, TECHNIQUES ARE ALWAYS 
EVOLVING, SO FOR US AS STYLISTS WE 
NEED TO ENSURE WE’RE PROVIDING OUR 
CLIENTS WITH THE LATEST TECHNIQUES AND 
SERVICES. THIS IS OUR BUSINESS AND WE 
MUST BE AT THE FOREFRONT.”

CASE STUDY: THE  
SALON INNOVATOR

At Rush Hair, education 
“underpins everything we 
do”. Within its salons, the 
team undertakes regular 
training days, with access to 
the brand’s renowned artistic 
team as well as “industry 
powerhouses”.

All Rush employees benefit 
from a structured training 
plan and career path. “The 
choices available to the team 
are limitless and Rush Hair 
likes to develop its employees’ 
skills,” explains the brand’s 
spokesperson. 

With some of the best 
educators in the industry, 
including Andy Heasman 
teaching cutting and Chris 
Williams as resident colour 
expert, each upcoming stylist 
is in safe hands.

Keeping up with constantly 
changing trends is a key part 
of the Rush philosophy and 
each stylist is encouraged to 

reflect that. “With the rise of 
celebrities and influencers, 
trends are constantly changing, 
techniques are always 
evolving, so for us as stylists 
we need to ensure we are 
providing our clients with the 
latest techniques and services. 
This is our business and we 
must be at the forefront.”

CASE STUDY: THE 
APPRENTICESHIP 
CHAMPION

Natalie Allen, salon owner 
for Harvey Luke, believes in 
nurturing the next generation 

of hair stylists. A nine-strong 
team of apprentices is 
currently on the books at her 
salon group, which spans four 
locations in Derby, learning 
Levels 1 to 3. 

Each qualified member of staff 
acts as an in-house educator, 
teaching the apprentices 
everything from foiling to 
blowdry techniques on a 
rotational basis, “so they’re 
picking up skills from all our 
members of staff rather than 
just one person”, says Natalie.

The more established 
stylists also receive ongoing 
education, attending regular 
courses from brands such as 

ghd, with which the group 
has an account. But the 
apprentices are involved with 
this too as Natalie reports. 
“Four of my staff will be on 
the training course, but I’ll 
also send four apprentices as 
models, so it’s almost getting 
double for your money,” she 
says. “They’re not doing the 
practical but they’re getting 
the knowledge as a prep.”

The result of nurturing 
apprentices, Natalie adds, 
is not only staff loyalty 
but a stronger client base. 
“Everyone’s got their own way 
of working – Francesco Group 
has, Toni&Guy has – so it’s 
nice to have your own way so 
you’re all working consistently 
and you build customer loyalty.

“Apprenticeships mean you’re 
home-growing staff: you’re 
teaching them your way. 
One member of staff is now 
assistant manager at 24 years 
old because she knows my 
way.”

FRANCHISE OPPORTUNITIES NATIONWIDE
BE YOUR OWN BOSS AND PARTNER WITH THE

FASTEST GROWING UK HAIR BRAND

To find out more about franchising visit careers.rush.co.uk/franchise 
or call our franchise team on

020 3393 3530

Salon Business/Rush Hair/June/2016.indd   1 06/05/2016   14:57Education.indd   14 10/05/2016   23:26



FRANCHISE OPPORTUNITIES NATIONWIDE
BE YOUR OWN BOSS AND PARTNER WITH THE

FASTEST GROWING UK HAIR BRAND

To find out more about franchising visit careers.rush.co.uk/franchise 
or call our franchise team on

020 3393 3530

Salon Business/Rush Hair/June/2016.indd   1 06/05/2016   14:57Education.indd   15 10/05/2016   23:26



16

KEEP ON learning

H
air: Ken Picton and the ghd A

rt Team
  Photography: A

ndrew
 O

’Toole  A
rt D

irection: Ken Picton  M
akeup: N

aoko Scintu  Styling: Thea Lew
is Yates 

Courses.indd   16 10/05/2016   14:32



down to business

17

COURSE: BEYOND 
BALAYAGE

Provider: Aveda
Duration: One day
Date: June 22
Location: Fitzroy Aveda Academy
Cost: £165
Description: Take your balayage skills 
beyond the basics with expanded 
ways to do freehand techniques 
in less time than traditional foil 
placements.
Level: Advanced

COURSE: ADVANCED GREY 
COVERAGE

Provider: Goldwell
Duration: One day
Dates: June 28, August 16, 
September 27, November 8
Location: London
Cost: £160
Description: Make grey services the 
flagship of your salon by gaining 
excellence in grey coverage.
Level: Advanced

COURSE: SHIATSU – THE 
STYLE STARTER

Provider: KMS
Duration: One day
Dates: July 11, October 3
Location: KMS Academy, London
Cost: £100
Description: This unique programme 
covers demos on pressure points, 
movement and pressure type, 
KMS products for massage, what 
the points do and the Shiatsu 
shampoo technique.
Level: All

COURSE: THE IQ CUTTING 
METHOD

Provider: KMS
Duration: Three days
Dates: June 27-29, September 19-
21, November 14-16 London; June 
6-8, September 26-28 Westrow
Cost: £325
Description: Whether you’re a 
veteran stylist or just starting 
out, this comprehensive set of 
cutting techniques offers a strong 
foundation of technical know-how 
that enables an endless number of 
haircuts.
Level: All

COURSE: HOLLYWOOD 
WEAVE

Provider: Remi Cachet
Duration: One day
Dates: June 27; any date in-salon
Location: London and in-salon
Cost: £240
Description: This workshop trains in 
weft application and specifically the 
new Hollywood Weave technique, 
boasting less tension for the client 
and easier maintenance.
Level: NVQ Level 2

COURSE: FAST FASHION

Provider: ghd
Duration: One day
Dates: May 23, July 11, October 24 
London; July 18 Leeds; October 3 
Cardiff; July 4 Birmingham; June 
27 Edinburgh
Cost: On request
Description: Discover the quick hair-
up styles your clients are asking 
for. Make your work faster, simpler, 
more modern and even make 
more money.

COURSE: FASHION 
EDITORIAL

Provider: ghd
Duration: One day
Date: July 1
Location: London
Cost: On request
Description: Discover the exciting 
and challenging world of editorial 

hairdressing with award-winning 
stylist Zöe Irwin.

COURSE: COLOUR BUZZ: 
FREEHAND COLOURING 
TECHNIQUES

Provider: Schwarzkopf Professional
Duration: One day
Dates: September 19 London; July 
4 Manchester
Cost: On request
Description: This one-day course is 
dedicated to colour trends such 
as ombre, blonde and ronze, and 
will teach you all there is to know 
about these salon-friendly freehand 
techniques.

COURSE: LIGHTS-
CAMERA-ACTION

Provider: Schwarzkopf Professional
Duration: Two days
Date: June 7-8
Location: London
Cost: On request
Description: Create your own photo 
collection with the Northern Ireland 
British Hairdressing Award Hall 
of Fame member Kevin Kahan, 
focusing on seasonal trends and 
taking inspiration from the Essential 
Looks style bible.

COURSE: AN 
INSPIRATIONAL DAY 
WITH…LEONARD RIZZO & 
SHARON COX

Provider: Wella
Duration: One day
Date: November 22
Location: Manchester
Cost: £312
Description: Get up close with 
these iconic hairdressers and let 
them inspire and guide you to 
enhance your hairdressing skills. 
In this intimate environment, take 
away new ideas and techniques 
to incorporate into your daily 
consultations with your clients.
Level: Advanced

A SELECTION 
OF THE MOST 
FORWARD-
THINKING 
COURSES FOR 
THE REMAINDER 
OF THE YEAR…

COURSE: COLOUR 
EXPRESS MASTERCLASS

Provider: La Biosthetique
Duration: One day
Date: June 27
Location: Aylesbury
Cost: £65 + VAT
Description: This masterclass is a 
theory colour course that has been 
designed to condense as much 
La Biosthetique colour knowledge 
and information into one day as 
possible.
Level: Beginner/intermediate

COURSE: THE ART OF 
MALE GROOMING

Provider: Paul Mitchell
Duration: One day 
Dates: June 20 Falkirk; June 26 
Lancashire; June 27 Aylesbury
Cost: £179 + VAT
Description: This one-day 
course includes wet shaving 
techniques, analysing guests’ skin, 
understanding growth patterns and 
how they affect the final result, and 
how to adapt your technique to 
each individual male guest.
Level: All

Courses.indd   17 10/05/2016   14:32



Got5Header.indd   18 11/05/2016   08:24



Learn the fun side of business 

with our dedicated got five. It 

covers the issues you face in-

salon with advice from those 

in the know, delivered to you in 

under five minutes. 

got

 SalonBus
ine

ss

Got5Header.indd   19 11/05/2016   08:24



20

WHY IS IT IMPORTANT TO HAVE A CONSISTENT 
BRAND?
The services we  provide – haircut and hair 
colour services are essentially generic; our 
core product as hair salons is what sets us 
aside from our competitors and consistent 
branding helps us communicate what the 
core product is.
 
HOW SHOULD A SALON OWNER DECIDE WHAT 
THEIR BRAND IS?
Your brand should encompass what is 
unique about you and the way you do 
business. A good place to start is to 
consider your most important values as 
a salon owner. Is it service excellence or 
creativity? Also think about how your guest 
experience will be different to what other 
salons in your area offer.

Considering and highlighting these key 
elements will help you to define your 
core values. That’s the reason that we 
chose Aveda as our product and education 
provider because their environmental 
stance, and way of doing business, mirrors 
our philosophy. 

BRANDING 
YOUR
SALON

Starting off 
with an Aveda 
Family location 
salon back 
in 2003, and 

now with a thriving three 
location business and a 
turnover in excess of £2.5 
million, Mike McLeod is 
definitely doing something 
right. Here, he shares his 
insight into the importance 
of creating a brand and 
partnering with other 
brands that follow suit. 
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HOW DID YOU GO ABOUT MAKING YOUR 
BRAND CONSISTENT?
It’s important to review every way 
the business touches the guest or 
prospective guest to ensure that 
every aspect consistently refl ects 
the values of the brand.
 
WHAT AREAS DID YOU LOOK AT?
Every aspect of our customer facing 
messaging, from logo and signage, 
to printed collateral, from website to 
email marketing. We also reviewed 
the ‘touch points’ at every stage 
of the guest’s visit – from initial 
phone enquiry, through to check 
out – to ensure that staff interactions 
consistently reinforced the brand 
identity.
 
HOW DID YOU COMMUNICATE THIS TO 
STAFF?
We held an all staff meeting on the 
theme of brand identity in which we 
asked each individual to identify the 
three brand values they felt were 
most important to the company and 
dovetailed the themes they identifi ed 
into the key brand values we as 
owners had previously identifi ed.   
 
HOW DO YOU COMMUNICATE THE BRAND 
TO YOUR CLIENTS?
The fi rst and easier element was 
to create a consistent feel to the 
physical environment and a coherent 
tone to every marketing piece. The 
second and more diffi cult aspect was 
to ensure every team member was 
aware of the fundamental importance 
of what they do, and say. We use 
scripting and role play to ensure 

that the key brand messages are 
consistently delivered.
 
WHAT ARE THE BENEFITS TO YOUR 
BUSINESS OF HAVING A CONSISTENT 
BRAND? 
A coherent brand helps you to 
differentiate your business, and 
stand out in your customers’ minds. 
It gives your business a personality 
and identity that people can relate 
to. When branding is clear and 
consistently applied it drives both 
authority and trust in the business, 
meaning clients are more likely to 
purchase from you and more likely to 
recommend you to their peers.

The first and easier 
element was to create 
a consistent feel to the 
physical environment 
and a coherent tone to 
every marketing piece. 
The second and more 
difficult aspect was 
to ensure every team 
member was aware 
of the fundamental 
importance of what 
they do,  and say. 

HOW DID YOU GO ABOUT MAKING YOUR 
BRAND CONSISTENT?
It’s important to review every way 
the business touches the guest or 
prospective guest to ensure that 
every aspect consistently refl ects 
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WHAT IS FRANCHISING? 
For many people when they think 
of franchising they think of large 
international companies such 
as McDonald’s, Subway and 
Domino’s Pizza, but franchising in 
the hairdressing industry has been 
around for many years. Franchising 
allows you to go into business for 
yourself, but not by yourself. It’s all 
about relationships. If, as an individual 
you want to go into business but 
feel you’d have a greater success 
running a business under the umbrella 
of a larger successful brand, with 
systems in place for everything from 
HR to recruitment – then franchising 
is for you. Franchising is about 
the franchisor’s brand values and 
standards, how they support their 
franchisees, how the franchisor meets 
their obligations to the franchisee 
and, most importantly, the working 
relationship between the franchisor 
and the franchisee. 

WHAT ARE THE BENEFITS OF 
FRANCHISING OVER SETTING UP ON 
YOUR OWN? 
You have the autonomy of running 
your own business but with the 
benefi ts of having the systems, 
training and procedures of a large 
organisation. Opening your own 
business can be scary; it was for Stell 
and I when we opened the fi rst Rush 
salon over 20 years ago. We’ve learnt 
huge lessons as the years have gone 
by and understand how important it 
is to have systems and procedures in 
place for every aspect of the business. 
Anyone franchising with Rush receives 
the full package of over 20 years of 
experience backed up by excellent 
systems and fi rst class training. 

HOW MUCH MONEY WOULD A 
POTENTIAL FRANCHISEE NEED? 
As a guideline, for a Rush Franchise, 
you would need a minimum 
investment of £15,000. There are 
lots of other factors to be taken into 
consideration such as the location or 
the salon refi t, so each case is treated 
individually. 

WHAT ARE THE CHANCES OF SUCCESS 
AS A FRANCHISEE? 
As with any business, success isn’t 
handed to you on a plate. Whether 
you franchise or decide to open 
independently, you have to put the 
work in. We’ve had franchise salons 
for almost 10 years now and they 
continue to grow and develop because 

FRANCHISING 
IN FIVE 
MINUTES

Thought about opening your own 
salon? Always been too nervous to 
take the plunge? Franchising could 
be the option for you. Andy Phouli, 
Chairman of Rush Hair, reveals what it 

means to franchise.
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the franchisee is continually 
working on evolving and growing 
their business. Several of our 
franchisees now have two very 
successful Rush franchisees and 
are looking to open additional Rush 
franchise salons in the not too 
distant future. I believe you have 
a better chance of success as a 
franchisee as you have the support 
and guidance of the franchisor. It’s 
our job as a franchisor to ensure, 
especially in the important first 12 
months, that systems are working; 
clients are returning and fantastic 
hairdressing and great service is 
offered to each and every client. 

ON AVERAGE, HOW LONG IS THE 
PROCESS FROM MAKING THAT 
FIRST CALL TO SETTING UP YOUR 
SALON? 
On average it takes approximately six 
months. After the initial interview and 
consultation process, you start your 
journey on our training programme, 
which offers fantastic hands-on 
experience in salon and in our in-
house academy training facilities.

You’ll also receive training days in 
all of our departments including 
Marketing, HR, Operations and our 
Call Centre, to give you a taste and 
understanding of all the processes 
and systems within the company. 
Finding the property can be time 
consuming, but we have a team 
that is constantly on the look out for 
suitable premises. 

WHAT CAN A RUSH FRANCHISEE 
EXPECT TO GET? 
There are many benefits to becoming 
a Rush franchisee and training 
comes exceptionally high on that 
list. Outstanding training underpins 
everything we do at Rush. With our 
Training Academy in Croydon we 
provide hairdressing education from 
basic NVQ training to advanced. 
We have the best in the business 
heading up our training programme 
– Andy Heasman, Chris Williams, 
Tina Farey and Paola Pinto, to name 
just four. We also provide business 
and management training for all 
franchisees. Our team works with 
them on a one-to-one basis to 
ensure every aspect of running a 
successful business is supported and 
addressed. As the franchisor we’re 
on hand to support and guide the 
franchisee through any challenges 
they may have. We have a large 
team of experts in their field who 

are there to ensure the franchise is 
successful, profitable and provides a 
secure future for the franchisee and 
their team. 

HOW MUCH CONTROL WILL A 
FRANCHISEE HAVE OVER ASPECTS 
OF THEIR SALON SUCH AS INTERIOR 
DESIGN, SERVICES OFFERED, ETC.? 
As the salon is under the Rush 
banner, they will have to adhere to 
our branding. We have a distinct look 
in salon design, but at the same time 
we are sympathetic to the salon’s 
location and style of property. We’re 
just about to open a new franchise in 
Greenwich and we found a window 
that’s over 100 years old – which has 
now become an important part of 
the design. It was the same with our 
Chelmsford franchise, the building 
had beautiful beams and we made 
this a feature of the design and even 
tweaked our colour palette to suit 
the style of the building. We also 
have a menu of services, which all 
salons provide to their clients. With 
regards to service, as a company 
we set very high standards and are 
more than happy if franchisees add 
individual touches, which make the 
client’s salon experience even more 
enjoyable. 

WHAT HAPPENS IF A FRANCHISEE 
WANTS TO SET UP ON THEIR 
OWN AFTER THEIR TIME AS A 
FRANCHISEE? IS THIS AN OPTION? 
Who knows what the future will 
hold and sometimes circumstances 
change and people have to move on.  
Running your own business isn’t for 
everyone and sometimes you have 
to try it and experience it before you 
know it’s not right for you.

got five
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You’ll also receive 
training days in all 
of our departments 
including Marketing, 
HR, Operations and 
our Call Centre, to 
give you a taste and 
understanding of all 
the processes and 
systems within the 
company. 
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ORIGINALITY
With the average office worker 
receiving 121 emails per day 
according to a recent survey, much 
time is spent by businesses working 
out how staff can reduce the time 
they spend managing emails.

Therefore if you have an email to 
send for your business you need 
to stand out from the crowd and 
be distinctive. When sending 
emails to businesses or private 
individuals, mix-up your strategy; 
have something different to say. The 
bottom line is by being creative you 
are much more likely for your email 
to be opened and also increase the 
chances of the recipient responding 
to the call to action contained within.

MARKETING
A very popular use of emails is for 
marketing and sales. It’s only natural 
that businesses want to develop 
their market and sell; emails are an 
ideal medium to achieve this.

Flash sales work well, such as 
save 30 percent if you book 
today. Additionally emails offer 
an opportunity to cross-sell [i.e. 
recommend compatible products, 
or upgrade a service. If you have 
an eCommerce site, a classic 
functionality is to send emails out 
for abandoned shopping carts 
[i.e. do you want to complete this 
order you abandoned?]. Another 
method operated by many retailers 

is repeat selling [i.e. you ordered this 
before, so do you want to order it 
again].

Email lists are indeed great for 
sales and marketing provided you 
work hard at the messaging and 
concentrate on adding value to the 
recipient with each email sent.

SOCIAL MEDIA
If you’re trying to grow your social 
media presence then an email list is 
ideal. Many on your list will be happy 
to follow your business on social 
media channels such as Facebook, 
Twitter, YouTube and Pinterest, they 
just need a link to make it easy for 
them. If they’re happy with your 
service and you’ve asked them to 
consider completing this action that’s 
even better.

Chris Skinner, the Group Sales 
Director at Intelligent Data Group 

USING YOUR 
E-DATA

You’ve gone to the effort of collecting 
the email addresses of as many 
clients as possible, obtaining opt-in 
confirmation from everyone on the 
list, but now what do you do with 

it? Intelligent Data Group tells Salon Business 
how you can fully utilise your email list without 
spamming, while also being creative and offering 
something that the recipient really wants.

“Email lists are indeed 
great for sales and 
marketing provided 
you work hard at 
the messaging and 
concentrate on adding 
value to the recipient 
with each email sent.”
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says: “Positive online reviews are 
invaluable for businesses in this 
day and age. Most recipients on a 
list who are happy with a business 
may consider leaving a review if 
requested to do so.” 

Online reviews on sites such as 
Yelp and TripAdvisor, etc. are not 
only reassuring for prospective 
customers, they’re great for SEO 
too.

COMPANY NEWS
Once your email list is in place 
it’s natural to also want to send 
through company news and 
announcements. This is frequently 
achieved through an e-newsletter, 
which is sent either weekly, 
monthly or at intermittent periods. 
These either contain full news 
stories/announcements or teasers 
to the full story, which require the 
recipient to click through to visit the 
salon’s website.

As well as official corporate 
announcements, such as personnel 
changes, ownership changes, 
there’s also the opportunity to share 
news about new products and 
services too.

SOMETHING DIFFERENT
The key to getting the most out of 
your email list is captivating interest, 
so here are a few different uses of 
Email lists to try, just to be that little 
bit different:

Competitions – Everybody loves 
the chance to win, so occasionally 
offer competition entries by email.

Data management – Businesses 
send the data they hold to their 
email list and ask them to check 
the data for accuracy [data cleanse 
verification] and also maybe ask 
for additional information [data 
enhancement].

Feedback – For a salon, feedback is 
vital. Emails can be sent requesting 
feedback, this is often in the format 
of a survey, or could be more 
freestyle if preferred. Remember 
to keep it short if you want a 
response!

For more information on the 
best ways to manage data and 
effective email marketing, visit 
intelligentdatagroup.co.uk 
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TALKING TO EASYDRY’S FOUNDER, ANNE BUTTERLY, IT 

IS QUICKLY APPARENT WHY THE COMPANY IS WHAT IT IS 
TODAY – SHE’S A GO-GETTER. IT’S A TRAIT THAT RUNS 

THROUGH OTHER ENTREPRENEURS LIKE HER. SHE’S 
TAKEN AN IDEA AND BUILT IT INTO A HUGELY SUCCESSFUL 
COMPANY WITH NUMEROUS AWARDS UNDER HER BELT – 
AND IT’S STILL GROWING. TAKE THE TIME TO READ HER 

INTERVIEW WITH SALON BUSINESS AND YOU COULD FIND 
YOURSELF INSPIRED.

 with Anne Butterly
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CAN YOU REMEMBER WHEN YOU 
FIRST CAME UP WITH THE IDEA FOR 
EASYDRY?
Back in 2003, I was sharing a 
house with six college friends 
who regularly coloured their 
hair. Despairing of the ruined 
cotton towels in the bathroom, 
I thought it would be great 
if someone could come up a 
hygienic, disposable option that 
would protect clothes during the 
colouring process and dry the 
hair afterwards – a towel that 
was highly absorbent but easily 
affordable.

WHAT DID YOU DO TO MAKE IT COME 
TO FRUITION?
I got to work researching this 
new idea. I discovered that 
cotton towels can harbour 
germs even after washing 
with detergent and the fabric 
construction can actually 
help with the transmission 
of infection. I realised that 

non-woven towels were a 
much more effective barrier 
against the spread of bacteria. 
My research showed me 
that I could produce a highly 
absorbent towel that was also 
environmentally friendly. 

We created patented 
WaterWeave and UATT 
Technologies to ensure that our 
towels are strong and absorbent 
– in fact, they are three times 
more absorbent than cotton. 

I quickly realised that this new 
product could revolutionise the 
hairdressing industry. Ten years 
later, Easydry products are sold 
in the UK, the USA, Australia 
and across Europe. In addition 
to our hugely popular towels, 
we’ve developed the range 
to include shoulder capes and 
other products for beauty salons 
like bed roll and body wrap.

AND NOW YOU’VE HIT YOUR 10 YEAR 

ANNIVERSARY. ARE YOU DOING 
ANYTHING TO MARK IT?
Reaching our ten year 
anniversary was an incredible 
milestone. We unveiled a 
special 10 year logo to mark the 
event. Our celebrations included 
an around the world trip to our 
key markets to meet our team 
and our key clients – this trip 
included the UK, Australia, the 
Middle East and the USA. We 
also signed a new distributor in 
the Canadian market which is 
has the potential to be a huge 
market for Easydry. 

WHAT’S SURPRISED YOU MOST 
ABOUT THE LAST 10 YEARS?
How quickly it’s passed! I 
suppose the phrase “time fl ies 
when you’re having fun” is 
defi nitely true in my case.

I’ve been pleasantly surprised at 
how easy it has been for salons 
to fully embrace the Easydry 
system, which has enabled 

against the spread of bacteria. 

absorbent towel that was also 

Technologies to ensure that our 
towels are strong and absorbent 
– in fact, they are three times 
more absorbent than cotton. 

I quickly realised that this new 
product could revolutionise the 
hairdressing industry. Ten years 
later, Easydry products are sold 
in the UK, the USA, Australia 
and across Europe. In addition 
to our hugely popular towels, 

to include shoulder capes and 
other products for beauty salons 
like bed roll and body wrap.

AND NOW YOU’VE HIT YOUR 10 YEAR 

ANNIVERSARY. ARE YOU DOING 
ANYTHING TO MARK IT?
Reaching our ten year 
anniversary was an incredible 
milestone. We unveiled a 
special 10 year logo to mark the 
event. Our celebrations included 
an around the world trip to our 
key markets to meet our team 
and our key clients – this trip 
included the UK, Australia, the 
Middle East and the USA. We 
also signed a new distributor in 
the Canadian market which is 
has the potential to be a huge 
market for Easydry. 

WHAT’S SURPRISED YOU MOST 
ABOUT THE LAST 10 YEARS?
How quickly it’s passed! I 
suppose the phrase “time fl ies 
when you’re having fun” is 
defi nitely true in my case.

I’ve been pleasantly surprised at 
how easy it has been for salons 
to fully embrace the Easydry 

“I QUICKLY REALISED 
THAT THIS NEW 
PRODUCT COULD 
REVOLUTIONISE 
THE HAIRDRESSING 
INDUSTRY. TEN YEARS 
LATER, EASYDRY 
PRODUCTS ARE SOLD 
IN THE UK, THE USA, 
AUSTRALIA AND ACROSS 
EUROPE. IN ADDITION TO 
OUR HUGELY POPULAR 
TOWELS, WE’VE 
DEVELOPED THE RANGE 
TO INCLUDE SHOULDER 
CAPES AND OTHER 
PRODUCTS FOR BEAUTY 
SALONS LIKE BED ROLL 
AND BODY WRAP.”
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them to make huge changes in 
how their salon works – saving 
space, time, energy and money.

Easydry to me is a no-brainer. 
It provides salons with a 
simple tool that can change 
the way their salon works. 
They no longer need to have 
an apprentice wasting 10 hours 
per week [500 hours per year] 
on laundry when they could be 
adding real value to clients. I’m 
excited to see how many hours 
per week we can save salons 
– and I’m excited to see what 
they can achieve with this time.

DESCRIBE A TYPICAL DAY FOR YOU 
10 YEARS AGO AND NOW?
Ten years ago I struggled to 
introduce the revolutionary 
concept of an absorbent, 
biodegradable hair towel to 
salons. My time was spent 
calling and meeting with salons 
to introduce them to this new 
concept.

Now, we’re being used in top 
salons around the globe and 
more top salons are joining the 
Easydry family each day. It’s 
great to see boxes of Easydry 
leave our warehouse every day 
and it makes me very proud of 
how the company has grown.  

WHAT DO YOU LOVE MOST ABOUT 
WHAT YOU DO?
Innovation is at the heart of 
everything I do at Easydry. I 
love listening to our customers 
and learning from them. From 
their feedback we’ve created a 
number new products including 
a barber towel and a hot shave 
towel. Continuous innovation 
drives me every day to provide 
innovative solutions to everyday 
problems in salons.

We recently calculated the 
amount of water that salons 
using Easydry have saved over 
the past decade. The amount 
of water saved by Easydry was 

221 million litres – incredibly, 
that is equivalent to over 2.5 
million baths and 89 olympic 
sized swimming pools. There 
was 41 Million Litres saved 
during 2015 alone! These 
fi gures make me very proud 
of what Easydry salons have 
achieved already.

WHAT HAS BEEN THE BIGGEST 
CHALLENGE YOU’VE FACED SO FAR?
I think the biggest challenge 
was getting our fi rst customers 
onboard. To get the ear of a 
top salon like Hooker & Young 
at the beginning gave me the 
confi dence that my product 
would work. 

WHAT ASPIRATIONS DO YOU HAVE 
FOR THE BRAND GOING FORWARD?
I have many plans for Easydry. 
We have new products that we 
want to release and I have new 
sectors that I’d like to enter.

I’d also love to see more salons 

in the UK and Ireland making 
the easy switch to Easydry.

WHAT WOULD YOU SAY TO SOMEONE 
ELSE THINKING OF MAKING AN IDEA 
COME TO LIFE?
Having an ideal and making it 
come to life may be diffi cult but 
it will be the most interesting 
thing you do and could defi nitely 
be the best thing you ever 
do. Make sure you protect 
your ideas, carry out as much 
research as you can. Be brave 
and go for it.

Surround yourself with people 
that share your vision and goal 
– make sure they’re willing to 
go above and beyond. Each new 
business needs support from 
their team and their customers.

Believe in your product, yourself 
and your team – just go and 
do it.
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Whether you’re simply looking for gadgets to make your 

salon life easier or to invest in something to boost your 

service offering, look no further than our Tech Girls’ choice 

of gizmos. It’s worth investing wisely as stats show that too 

many of us are making the wrong tech choices…

Bad back? Studies show that 
most hairdressers will exper-
ience back, neck or shoulder 
pain at some point during 
their career. Sure, they’re 
tough, but a little help with 
posture could work miracles. 

The Lumo Lift from Lumo 
Bodytech is a posture-cor-
recting device that clips 
under your collar and gently 
vibrates when it senses 
slouching – sync it with your 
smartphone to track your 

hours of good posture, steps 
and calories. It’s even been 
shortlisted in the AXA PPP 
Health Tech & You Awards – 
we’re sold!  

£59.99, AMAZON.CO.UK

RECHARGE

Whether it’s clients or staff, there’s 
always someone in the salon who 
needs to charge their phone. These 
brilliant Trendiswitch Double USB Plug 
Sockets are a lifesaver – you can plug 
in up to six appliances and devices at 
the same time. They’re also available 
in four modern colours, so you’ll fi nd 
something to suit your salon.

 £24.95, TRENDISWITCH.COM 

STRAIGHTEN UP

girlstech

STRAIGHTEN UP

30
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CLIENT VIEWS

truRating allows you to keep 
track of how customers rate 
your service, their likelihood to 
recommend you and whether 
they think they got value for 
money, all via your chip and pin 
machine. Use the app to track 
your service ratings throughout 
the week – it’s anonymous, 
quick and easy. TRURATING.COM

BOOKWORM

April saw the launch of 
Amazon’s new Kindle Oasis 
– 30 percent thinner and 20 
percent lighter than any other 
Kindle – it’s ideal for anyone on 
the go. The perfect 
accompaniment to your well-
deserved summer holiday. 

£269.99, AMAZON.CO.UK

stats

apps
31 percent 

percent of decision makers 
at small businesses said they 
have purchased technology 
that theyve never used, or used 
much less than intended.  
total of 2  percent said they 
believe theyve wasted anywhere 
between £200 and £10,000.  

rgh
SURVEY BY FIRST DATA

RECHARGE

Swiss skincare brand True North 
has just launched an innovative skin 
analysis system in Harvey Nichols 
stores nationwide. The futuristic-looking 
machines use the same technology 
as the FBI to analyse the skin’s needs 
such as moisture levels, skin sensitivity 
and oil production. It can even predict 
how you’ll look in ten years – we’re 
intrigued and terrifi ed at the same time. 
Will you be offering it in your salon? 

TRUENORTHCOSMETICS.COM

truRating allows you to keep 
track of how customers rate 
your service, their likelihood to 
recommend you and whether 
they think they got value for 
money, all via your chip and pin 
machine. Use the app to track 

appsapps
INSPIRATION

Schwarzkopf Professional’s 
Essential Looks app has 
undergone a spring/summer 
makeover following the 
launch of their SS16 Made 
to Create collection. Users 
can access trend reports 
and all the latest news from 
Schwarzkopf Professional 
and the fashion world, 
with articles and blogs 
packed with inspiration 
and passion. Live shows 
are also streamed onto the 
app, with video highlights 
and exclusive backstage 
images available at any 
time. Search for Essential 
Looks by Schwarzkopf 
Professional on the App 
store to fi nd out more.  

LOUD & PROUD

Libratone’s stylish ZIPP 
speakers have multi-room 
connectivity and inter-

changeable covers in a range 
of luxurious colours. Link up 
to six speakers to create a 
sound system throughout 
your salon. We love that 
you can easily control them 

through the SoundSpace app 
to give great atmosphere. 
Also available in miniature 
for extra portability. 

FROM £179, LIBRATONE.COM

machine. Use the app to track 
your service ratings throughout 
the week – it’s anonymous, 
quick and easy. TRURATING.COM

BOOKWORM

April saw the launch of 
Amazon’s new Kindle Oasis 
– 30 percent thinner and 20 
percent lighter than any other 
Kindle – it’s ideal for anyone on 
the go. The perfect 
accompaniment to your well-
deserved summer holiday. deserved summer holiday. 

£269.99, AMAZON.CO.UK

machine. Use the app to track 
your service ratings throughout 
the week – it’s anonymous, 

TRURATING.COM
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jargon
For one issue only, the 

professionals behind Organic 

Colour Systems are delving 

into what ‘natural’, ‘organic’, 

‘non-ammonia’ and ‘PPD free’ 

really mean.

marketing

Karine Jackson for O
rganic C

olour System
s
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THE ORGANIC HAIR COLOUR STATEMENT
It’s important for hairdressers and consumers 
to know that just because a hair colour 
contains certified organic ingredients, this 
doesn’t make it 100 percent organic. In fact, 
a completely organic permanent hair colour is 
like the Holy Grail because there are synthetic 
ingredients that are essential to make the hair 
colour effective and provide results, say the 
professionals at Organic Colour Systems.

When choosing a “natural” 
colour brand, look at their 
ethical credentials and their 
reasoning behind why they 
have opted to use natural and 
certified organic ingredients 
i.e. conservation, traceable 
supply chain, healthier for the 
user and the benefits of long-
lasting colour. 

Affordability and shelf life of 
the products are also factors 
that need to be taken into 
consideration, so look for 
a brand that strives to use 
organic ingredients first and 
foremost, natural ingredients 
and then synthetic 
ingredients, only if there is no 
alternative.

AMMONIA FREE
More and more companies 
are now removing ammonia 
from their hair colours, which 
is really positive for the end 
user as it’s an extremely 
harsh chemical that doesn’t 
actually need to be in a hair 
colour to make it effective, 
according to the experts at Organic Colour 
Systems. 

Historically, ammonia was used to raise the 
pH of the hair sufficiently enough to open the 
cuticle and allow the colour to enter the cortex 
of the hair, yet it has three main side effects. 
1) Significant protein and moisture loss from 
within the hair, 2) The pH of the hair is raised 
so much that it’s difficult, if not impossible, 
to return it to it’s ideal pH after colouring, 3) 
Ammonia has a natural lightening effect so 
hair requires greater levels of pigment as a 

percentage of colour to 
create the desired results.
Many ammonia-free 
colours have now 
replaced this ingredient 
with ethanolamine in like-
for-like and sometimes 
greater quantities. While 
not producing the irritating 
gas that ammonia does, 
it can have the same 
negative side effects on 
the hair.

The key difference with 
Organic Colour Systems 
is that although their 
hair colours contain 

ethanolamine, the base of the colour is 
already alkaline to raise the pH and is also a 
conditioning agent that softens the cuticle at 
the same time.  This softening process means 
that Organic Colour Systems is able to work 
at a far lower pH, which is gentler on the hair, 
meaning far less ethanolamine is required.

PPD FREE
According to Organic Colour Systems, if you 
have a permanent oxidative hair colour then it 
will either use PPD (p-Phenylenediamine) or 
PTD (2,5-Toluenediamine Sulphate) and the 

reactions and toxicity of both are exactly the 
same. To create the same colour with PTD 
you will need at least one and a half times the 
concentration of PTD than you do with PPD.

Salons therefore need to be educated on not 
singling out one ingredient but looking at the 
formulation as a whole. According to Organic 
Colour Systems this is also why a patch test 
must always be carried out. 
 
It is extremely important for salons and stylists 
to ALWAYS carry out a skin sensitivity test prior 
to colouring. This is because a person can be 
allergic or sensitive to any ingredient whether it 
is natural or not.

PEG INGREDIENTS
Many commonly used cosmetic ingredients 
such as some Ceteareth, Steareth, Ceteth, 
Oleth, as well as other ‘eth ingredients and 
also Ammonium Laureth Sulfate and Sodium 
Laureth Sulfate, have been ethoxylated in the 
same way a PEG ingredient has, therefore by 
default are PEG’s. 

PEG ingredients are often spoken negatively 
of, but there is evidence to suggest that 
they actually produce very little or no dermal 
irritation and have extremely low acute and 
chronic toxicities, so if some do crop up in your 
colour, don’t worry too much.

With so many factors to consider when 
choosing a natural and organic colour brand, 
education should be at the forefront and 
Organic Colour Systems recommends that 
salons take these on a case by case basis and 
research into not only the ingredients used and 
the claims made, but the ethos behind these 
brands and their credentials.

FOR MORE INFORMATION ABOUT 
ORGANIC COLOUR SYSTEMS AND HOW 
TO BECOME A STOCKIST PLEASE VISIT 
ORGANICCOLOURSYSTEMS.COM

“MORE AND MORE 
COMPANIES ARE NOW 
REMOVING AMMONIA 

FROM THEIR HAIR 
COLOURS, WHICH IS 

REALLY POSITIVE FOR 
THE END USER AS 

IT’S AN EXTREMELY 
HARSH CHEMICAL THAT 

DOESN’T ACTUALLY 
NEED TO BE IN A HAIR 
COLOUR TO MAKE IT 

EFFECTIVE, ACCORDING 
TO THE EXPERTS AT 
ORGANIC COLOUR 

SYSTEMS.” 

promo
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FINALLY, WARMER CLIMES ARE 
ON THE HORIZON! BUT BESIDES 

GOOD WEATHER, SUMMER IS 
THE PERFECT OPPORTUNITY 
TO BOOST YOUR BUSINESS – 

HERE’S HOW…

AND THE SALON
summer
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Who doesn’t love summer? Sunshine, 
school holidays and long, bright evenings 
are one thing – but for hairdressers, 
it’s the ideal time to get creative, bring 
in new clients and enjoy a jam-packed 
appointment book. With the average 
woman now spending up to a whopping 
£472 on hair and beauty treatments before 
their holidays*, summer is certainly the 
time to maximise on your offering.

“The summer season means clients are 
coming through the door for weddings, 
proms, pre-holiday hair and beauty 
treatments,” says Debbie Elderton, owner 
of Arcana Salons in Milton Keynes. “May 
to August is easily as busy as the festive 
period in our salon. It’s a great time to get 
your social media full of #SalonSelfies to 
showcase hair-ups and colour makeovers, 
and also to advertise packages, linked 
sales and summer-sun advice.”

In fact, weddings are a massive part of 
any salon’s summer remit – 42 percent of 
marriages take place in July, August and 
September. That means bridal packages, 
hen do parties, mother of the bride and 
guest blowdries, can all be added to your 
service list. 

Feeling under-confident in hair-up? Invest 
in a course for yourself or your staff 
members – refreshing your knowledge 
and taking the time to practice, will have 
your bridal business booming in no time. 
Salon Services offers a variety of day 
courses across the UK as due most of the 
bigger product manufacturers. If you want 
to bring up your junior members, why not 
consider sending them on the ghd Styling 
Programme?

Alternatively, for some quick inspiration, 
check out some YouTube tutorials – Patrick 
Cameron and Sharon Blain have done 
some great online demos. Remember that 
today’s brides can ask for anything from 
vintage victory rolls to boho braids – so be 
prepared.

While weddings mean big business, 
summer also brings with it festival season 
– the ideal opportunity to have some 
fun with clients. David Corbett of David 
Corbett Hairdressing is all for getting 
creative. “For those more adventurous 
clients, I’d suggest adding a few of the 
beautiful rainbow shades currently on 
trend. Festival braids and waves are also a 
great alternative to a blowdry and can last 
for a few days,” he says.

If there’s a festival local to you, why not 
explore the idea of a pop-up salon on-
site? You’ll welcome new clients, spread 
the word about your business and enjoy 
the entertainment too – just be sure 
to get organised with equipment and 
appointment times, and be ready to work 
hard [and play hard] come rain or shine. 

Glastonbury regulars milk_shake recently 
announced they’ll be adding makeup and 
men’s grooming to their festival offering 
this year, and have chosen to use an 
online booking system to keep on top 
of appointments. “Not only does it look 
professional but it gives us the opportunity 
to really market our pop-ups pre-festival 
and make sure we have enough staff to 
cope with demand,” says Director Xavier 
Berrell. “We can also continue to target 
our clients after the event.”

While rainbow hair and glitter partings 
might not be everyone’s cup of tea, 
summer is still a great time to encourage 
your clients to try something new. 
Whether it’s nudging one of your regulars 
to finally take the plunge and get that long 
bob they’ve been mulling over, embracing 
some beachy texture rather than the usual 
bouncy blow-dry or trying some balayage, 
it’s a chance to broaden your [and their] 
horizons. 

And if you’re feeling extra-inspired, 
stand out from the crowd by adding 
specific summer styles to your offering. 
Charles Worthington recently launched 

“THE SUMMER SEASON MEANS CLIENTS ARE 
COMING THROUGH THE DOOR FOR WEDDINGS, 

PROMS, PRE-HOLIDAY HAIR AND BEAUTY 
TREATMENTS,” SAYS DEBBIE ELDERTON, OWNER 

OF ARCANA SALONS IN MILTON KEYNES. “MAY 
TO AUGUST IS EASILY AS BUSY AS THE FESTIVE 

PERIOD IN OUR SALON. IT’S A GREAT TIME TO GET 
YOUR SOCIAL MEDIA FULL OF #SALONSELFIES TO 
SHOWCASE HAIR-UPS AND COLOUR MAKEOVERS, 

AND ALSO TO ADVERTISE PACKAGES, LINKED SALES 
AND SUMMER-SUN ADVICE.”

*Survey by Debenhams
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two entirely new colour services for the 
summer season, inspired by the SS16 
catwalks for a fashion-forward twist to 
their treatment list. 

‘Lash layering’ is an innovative sunkissed 
technique using a mascara-like applicator, 
and the ‘shaded halo’ is an avant garde 
take on ombré, using a block colour in a 
diamond section at the crown. Like their 
logic? Take heed from your own favourite 
trends and come up with a new signature 
style. If that feels inaccessible, try 
offering something unique like a braid bar 
throughout the warmer months. 

If you’ve been considering adding beauty 
to your remit, now’s the perfect time 
too. Nail art, tanning and waxing are all 
big sellers with summer holidays on the 
horizon – but if you’re not looking to 
expand into other areas, try teaming up 
with another local beauty salon. A simple 
20 percent off for all their customers 
will have them flooding through your 
door once they’ve had their pre-holiday 
manicure.

Retail-wise, summer brings an array 
of opportunities to boost your profits. 
“Salons sell some of the best sun, sea 
and scalp protectors and often act as the 
one-stop-shop when clients are coming in 
to get their hair done before their holiday,” 
says Mark Coray, owner of Cardiff’s Coray 
and Co. “Many clients also need to visit 
after their holiday to correct the colour and 
the hair’s condition created by salt water, 
sun and sand.”

Miniatures, specific sun care items 
and all-in-one products are all popular 
when clients are off on their holidays or 
outdoors in the heat more often. Festival 
‘survival packs’ also make great gifts, 
and can be packaged up using your 
top recommended products. Be wary, 
anything heavy, leaky or awkward to use 
won’t be travel-friendly.

Of course, the summer period has its 
challenges just like every day at the salon. 
School holidays mean parents have less 
free time, and you’ll need to stay on top 
of your staff rotas with a higher level of 
holiday requests. “When business is slow, 
you can use your time to catch up on filing 
and office organising, or start converting 
old paper files to digital,” says Elena 
Lavagni, director of Neville Hair & Beauty. 

“Take advantage of the break and turn 
your attention to developing proactive 
strategies, like researching new markets 
for leads and updating your client list.” 
Whatever the drawback, there’s an 
opportunity to outweigh it – so start 
planning now for your busiest summer 
yet.

KEVIN COOK, A SMALL 
BUSINESS CONSULTANT 
FROM BUSINESSDOCTORS.
CO.UK, SHARES HIS TOP TIPS 
FOR MAKING YOUR SUMMER 
PRODUCTIVE:

1 Think outside the box. Apart from 
holidays abroad, people also have 
staycations [which could involve very 
different weather conditions], garden 

parties, picnics and barbecues. Think 
about the impact of these activities on hair 
and use this in your marketing.

2 Target your efforts to two 
objectives – to bring in existing 
customers more frequently, and to 
attract new customers.

3 Encourage clients to engage with 
your Facebook page with a series 
of summer specials exclusively 
for your followers. Not only will it 

boost your business but it will grow your 
social influence too.

4 Consider rewarding existing 
customers throughout the summer 
if they introduce friends to you. 
You could offer both them and their 

friend £5 off their next visits.

5 Use the timing of holidays to 
increase the frequency of visits. 
For example, encourage customers 
to come in for their regular 

appointment before their holiday, and 
at the same time book a post-holiday 
appointment.

“SALONS SELL SOME OF THE BEST SUN, SEA AND 
SCALP PROTECTORS AND OFTEN ACT AS THE 
ONE-STOP-SHOP WHEN CLIENTS ARE COMING 
IN TO GET THEIR HAIR DONE BEFORE THEIR 
HOLIDAY, MANY CLIENTS ALSO NEED TO VISIT 
AFTER THEIR HOLIDAY TO CORRECT THE COLOUR 
AND THE HAIR’S CONDITION CREATED BY SALT 
WATER, SUN AND SAND.”
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KERASILK HAS BEEN GIVING CLIENTS A REASON TO FALL BACK IN 

LOVE WITH THEIR HAIR SINCE THE LAUNCH OF FOUR KEY SEGMENTS 
IN 2015: CONTROL, RECONSTRUCT, REPOWER AND COLOR. NOW THE 
ROMANCE IS SET TO BLOOM AGAIN AS GOLDWELL LAUNCHES FIVE 

NEW INNOVATIVE PRODUCTS TO JOIN THE KERASILK LINE UP. 

A LOVE
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1 2 3 4 5KERASILK 
RECONSTRUCT 
SPLIT ENDS 
RECOVERY 
CONCENTRATE
Which hair type 

is it for? Stressed and 
damaged hair.
What it does? It is a highly 
concentrated formulation, 
containing keratin, colour 
caring silk and Hyaloveil. It 
seals split ends even after 
contact with water and 
provides nourishing care.  
Hair is left with a healthy 
shine and feels wonderfully 
supple.
How do you use it? Work 
it into the ends of clean, 
damp or dry hair and then 
style as desired.
RRP: £22

KERASILK 
RECONSTRUCT 
RESTORATIVE 
BALM
Which hair 
type is it for? 

Stressed and damaged 
hair.
What it does? Provides 
protection against hair 
breakage from root to 
tip. Hair gains more 
elasticity and lasting 
moisture, thanks to 
keratin, colour caring 
silk and Hyaloveil, 
which protects hair 
and prevents if from 
drying out. 
How do you use it? Work 
into clean, damp or dry 
hair and then style as 
desired. 
RRP: £19

KERASILK 
COLOR 
CLEANSING 
CONDITIONER
Which hair type 
is it for? 

Coloured hair.
What it does? Ensures 
longer lasting colour 
freshness as it cleanses 
and cares in just one 
step. The innovative 
co-wash formulation with 
keratin, silk and precious 
tamanu oil protects the 
hair’s natural surface and 
reduces colour fading.
How do you use it? Apply 
to wet hair, massage 
thoroughly and rinse. 
RRP: £22

KERASILK 
COLOR 
GENTLE DRY 
SHAMPOO
Which hair 
type is it for?  

Coloured hair.
What it does? Maintains 
colour freshness by 
reducing the need for 
washing, without leaving 
visible residue. Hair is 
left feeling clean and 
refreshed, while keratin, 
silk and precious tamanu 
oil gives hair a brilliant 
shine, leaving it smooth to 
the touch.
How do you use it? Apply to 
dry hair and comb through. 
RRP: £18

KERASILK REPOWER 
VOLUME DRY 
SHAMPOO
Which hair type is it 
for? Fine/limp hair.
What it does? An 

aerosol spray formula, it 
interlinks two innovative 
powders to cleanse and 
refresh fi ne, limp hair 
without leaving residue or 
white marks. It provides 
a naturally volumising 
effect by absorbing oil and 
residues.
How do you use it? Apply to 
dry hair and comb through. 
Style as desired. 
RRP: £18

INFO: GOLDWELL.CO.UK 
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chill* Ed Protect Leave-in
 Treatment, 
£11.99 CHILL.UK.COM

OSMO Silverising 
Mask, £17.80 
OSMOUK.COM

Schwarzkopf 
Professional BC Sun 

Protect, FROM 
£10.55 SCHWARZKOPF-

PROFESSIONAL.CO.UK

Kerastase Soleil 
range, POA, 
KERASTASE.CO.UK

Bed Head Totally Beachin’ 
shampoo, £12.50, and 

conditioner, £14.50, Beach 
Freak, £15.50, and Beach 

Bound, £15.50 BEDHEAD.COM 9
milk_shake miniature 
Conditioning Whipped 
Cream, £8.99, and 
miniature Sensorial Mint 
Spray, £6.99 
MILKSHAKEHAIRCARE.CO.UK

Goldwell Kerasilk range, 
FROM £19 GOLDWELL.CO.UK

Crazy Color Semi-Permanent Hair Color 
Cream in Peppermint and Peachy Coral, 
£3.99 CRAZYCOLOR.CO.UK

CNTRL Ocean 
Mist Spray, £14.99 
CNTRLGROOMING.CO.UK

System Professional 
SOLAR range, FROM £18.25 
SYSTEMPROFESSIONAL.COM

Mason Pearson 
Pocket Bristle Brush, 
£49.25 
MASONPEARSON.CO.UK5

SUMMER MIGHT BE THE TIME FOR 
EXCITING BUSINESS DEVELOPMENTS, 

BUT IT’S ALSO WHEN THE BEST 
LAUNCHES HIT THE SHELVES – AND 
GIVES YOU THE PERFECT EXCUSE TO 
UP YOUR RETAIL GAME. HERE ARE 

OUR FAVES…
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Award-winning hairdressers 
Akin Konizi and Marc 
Antoni were among 
the judges of the Wella 
Professionals TrendVision 
Award photographic heat, 
which saw 156 competitors 
finalised for the UK & 
Ireland Regional Heats. 

It followed hundreds of 
entries from hairdressers all 
hoping to make their mark 
in the Creative Vision and 
Color Vision categories.

Our Editor Joanne Charlton 
who took part in the judging 
said: “There were lots of 
really outstanding looks – 
competition was certainly 
very tough at the top.”

The UK competitors are 
now set to battle it out at 
the Regional Heats, set 
to take place across the 
country throughout May, 
while the Irish competitors 
will be judged at the Irish 
Heat in August. 

Providing a chance for 
salon teams to go along 
and cheer on the finalists, 
the UK and Ireland Regional 
Heats are also an ideal 
opportunity to be inspired 

with the latest looks from 
some of the industry’s 
biggest names.

At the UK heats Sassoon 
Academy will showcase 
their new Kidhood Collection; 
Cheynes Hairdrsesing will 
present their latest Look 
collection while Jon Wilson, 
TONI&GUY; Luke Benson, 
D&J Ambrose; Amelia Evans, 
HOB Salons; Peter Burkill, 
HOB Salons and Altin Ismaili, 
Marc Antoni, will form A 
Fusion of Creative Talent to 
present the Autumn/Winter 
Trends for 2016.

All those fortunate to make it 
through to the UK and Ireland 
Regional Heats will be hoping 
they’ll wow the judges for a 
chance to make it through 
to the all-important UK and 
Ireland Final, which takes 
place on Monday October 
10, 2016 at the Roundhouse, 
Camden, London.

To book tickets for the 
TrendVision Award UK 
Regional Heats please 
speak to your Wella Account 
Manager or contact the 
Events team on 
0845 6018 128.

46

THE REGIONAL FINALISTS OF 
THE WELLA PROFESSIONALS 

TRENDVISION AWARD 2016 UK 
& IRELAND HAVE BEEN CHOSEN 

AFTER INDUSTRY EXPERTS 
CAST THEIR EYES. 

photo 
finish
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Representing British 
craftsmanship, Mahogany 
took to the stage with their 
models to cut and style, talk 
through the Schwarzkopf 
Professional products used 
and explain the inspiration 
behind their collection. 

It’s described as being 
the embodiment of the 
innocent enchantress and 
the vampish temptress, 
using hidden disconnection 
and playful placement of 
colour to produce femininity 
and sex appeal.

The Hair Trade Fair in Graz, 
now in its fourth year, is a 
trade fair for hairdressers 
and stylists held at the 
Messe Congress Graz 

in Graz, Austria. It plays 
host to more than 100 
hair and beauty exhibitors 
and brands and stage 
presentations from a 
number of international 
stylists.

“Thank you to the 
Mahogany team,” says 
Alexander Hofferer from 
Schwarzkopf Professional, 
Mahogany’s colour 
house. “The show was 
outstanding. We hope to 
see them again in Austria.”

Colin Greaney adds: “We’re 
so happy with how the 
show went and we had 
a great time. A big thank 
you to the Schwarzkopf 
Professional team.”

47

MAHOGANY’S INTERNATIONAL 
CREATIVE DIRECTOR COLIN 
GREANEY, SENIOR CREATIVE 
DIRECTOR NEIL ATKINSON 
AND HEAD OF COLOUR TAI 

WALKER RECENTLY TRAVELLED 
TO GRAZ IN AUSTRIA WITH 

SCHWARZKOPF PROFESSIONAL 
TO PRESENT THE COQUETTES 
COLLECTION ONSTAGE AT THE 

HAIR TRADE FAIR.

 the 
coqu-
ettes
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Impromptu styling sessions 
and awe-inspiring shows 
with unrestricted creativity 
were in abundance at 
Keune’s True Beauty show.

Held at Gashouder in 
the historical city of 
Amsterdam, Legendary 
Spanish hair artist collective 
X-presion and Keune’s 
Creative Director Ilham 
Mestour and her backstage 
team were the highlights. 
They gave stunning 
performances, inspiring 
hairdressers to elevate their 
craft. 
 
“Diversity matters greatly 
to us. Keune aims to reflect 
society, showing a large 
variety of creations on 
stage. With no fewer than 

50 models of different ages, 
body types, genders, and 
ethnicities, the event was 
a celebration of diverse 
beauty. The Keune team, 
comprised of 20 national 
and international top 
stylists, passionately took 
the crowd on a creative 
journey,” says a spokesman 
for Keune.

The brand also took the 
opportunity to introduce 
new product lines, relaunch 
others, and much more. 

After the grand finale, it 
was time to celebrate with 
a spectacular afterparty. 
World-renowned DJ Martin 
Solveig kicked off, after 
which DJ AiScream took 
over the booth. Party time.
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THOUSANDS OF HAIRDRESSERS 
HEADED TO AMSTERDAM 

TO HELP KEUNE CELEBRATE 
TRUE BEAUTY, AS THE BRAND 
APPROACHES ITS CENTURION.

true 
beauty
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President Bruno Marc kicked 
off the night by stating “tonight 
is all about celebrating 70 
years of The Fellowship for 
British Hairdressing” before 
introducing Patron of Honour 
Ann Herman for a few words 
about her involvement with The 
Fellowship.

Ann reflected on so why she is 
so proud to be one of the “early 
members” before concluding 
with “of course there are 
people like me whose working 
life has been extended by being 
involved with The Fellowship 
and to be honest, I wouldn’t 
have had half the fun I have 
without it. Thank you all.”

Guests were then treated to 
hair through the decades by 
seven industry icons, set off by 
past F.A.M.E. Team member 
Jamie Stevens with his forties 
inspired looks. Gary France 
followed with his take on 
fifties hair, then Tracey Devine 
Smith with the swinging sixties 
and Akin Konizi presented 
the seventies. It was Daniel 
McCourt, on behalf of Mark 
Hayes, that was given the 
eighties to present before last 
year’s Fellowship Hairdresser 
of The Year Guy Kremer 
showcased his looks of the 
nineties. It was only natural then 
that past President and Brand 
Ambassador Errol Douglas MBE 
closed the show with his hair 
inspired by the noughties.
While guests tucked into their 
dinner Bruno Marc returned 
to the stage to reflect on 
his involvement with The 
Fellowship before introducing 

Chairman Hellen Ward who 
spoke of the importance of 
inspiring the next generation. 

After a chance to enjoy dessert 
HABB President David Drew 
was welcomed to the stage 
as he conveyed his gratitude 
for the continued support from 
The Fellowships towards the 
industry charity. It was a real 
celebration of HABB and a short 
VT demonstrated the positive 
impact being involved can have 
on individuals and their teams. 

He then went on to present the 
following awards;

ELLA JOHNSON – JAYNE 
HENDERSON AWARD
DAVID LAMBERT – PRESIDENT’S 
AWARD 2016
HERBERT HOWE – THE 
HUMANITARIAN AWARD 2016

The positivity continued 
with Bruno introducing 
Edward Hemmings for the 
announcement of the Step 
Up & Shine Scholarship. The 
Christofer Mann Step Up & 
Shine Scholarship in association 
with The National Hairdressers 
Federation has continued to be 
a huge success and offers the 
winner a bespoke education 
package worth over £2,500 with 
Debbie G as the mentor. This 
year’s winner was Evangeline 
Barrett of Blondz Hair in 
Weymouth. 

The evening really was a 
fabulous way to really reflect on 
what makes The Fellowship so 
special.
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FELLOWSHIP PRESIDENT’S 
NIGHT RETURNED TO 8 

NORTHUMBERLAND AVENUE IN 
LONDON FOR A GLAM EVENING 

CELEBRATING THE ARRIVAL OF A 
NEW HEAD HONCHO AND ITS 70 

YEAR ANNIVERSARY.

double 
whammy
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Thirty five salons competed 
for their place in the L’Oréal 
Colour Trophy Grand Final 
in June at the London 
Regionals.

It followed a whistle 
stop tour where talented 
hairdressers battled it out at 
venues across the country 
including Emirates, Old 
Trafford; Aston Villa FC, 
Birmingham; Brunel’s Old 
Station in Bristol and Royal 
Armouries, Leeds.

For the first time ever, the 
L’Oréal Colour Trophy STAR 
Award finalists [formerly 
the Young Colourist Award] 
competed in each region 
alongside the L’Oréal 
Colour Trophy award and 
L’Oréal Men’s Image award 
categories.

The Rush Epsom and 
Artistic Team member, 
Seung Ki Baek alongside 
Workshop Session 
stylist, Michelle Farmer 
proved to be a force to be 
reckoned with when they 
submitted their winning 
model. Michelle’s role was 
to create the colouring 
technique while Baek 
completed the look with a 
cut and finish.

While the team awaited the 

results Michelle said: “I was 
feeling anxious when the 
judging commenced, yet 
we were confident as our 
model looked amazing!”

The influence behind the 
styling was a textured loose 
layered bob, which met 
the competition’s brief, to 
create a forward thinking 
cut and colour technique.

The Grand Final will take 
place on June 23 in London. 
See who will be there…

L’ORÉAL COLOUR 
TROPHY AWARD
NORTHERN IRELAND
KH Professional, Strabane
Peter Mark, Lisburn
Peter Mark Training 
Academy, Belfast
Peter Mark, Arthur Street, 
Belfast

SCOTLAND
McKenzie Hairdressing, 
Newton Mearns, Glasgow
Chaplins, Falkirk
Romuald SA, Elderslie, 
Bryony Quate Hairdressing, 
Edinburgh

NORTH EASTERN
Conrad Blandford, Sheffield
House of S, Wickersley, 
Rotherham
Cutting Room Creative, 
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AS THE FINAL STOP OF THE 
L’ORÉAL COLOUR TROPHY TOUR, 

TALENTED HAIRDRESSERS 
FLOCKED TO AMBIKA P3 IN 
MARYLEBONE ROAD FOR A 

PEAK AT THE TALENT ON OFFER. 

UK
talent
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Chapel Allerton, Leeds
Vanilla by Sara Barlow, 
Sheffield

NORTH WESTERN
Royston Blythe, Shrewsbury
Rueben Wood Creatives, 
Manchester
Harrison Hair Studio, 
Liverpool
Trevor Sorbie, Manchester

MIDLANDS
Michelle Lawley, 
Wolverhampton
Nashwhite, Warwick
Royston Blythe, 
Wolverhampton
Black Sheep Hair, Sutton 
Coldfield

EASTERN
Vae Hair, Diss
Browns, Stony Stratford
Kennady’s, Ingatestone
Pearson Clark, Frinton-on-
Sea

SOUTH WESTERN
Blushes, Gloucester
AKA Professional 
Hairdressing, Bristol
Blushes, Cheltenham
Blushes, Cirencester

SOUTHERN
Headmasters, Brighton
KJM Salons, Fleet
Simon Webster Hair, 
Brighton
SAKS Kings Hill, West 
Malling

LONDON
Sinead Kelly London
Trevor Sorbie, Covent 
Garden
The Chapel, Islington
Rush Centrale, Croydon

L’ORÉAL MEN’S IMAGE 
AWARD
NORTHERN IRELAND
Andrew Mulvenna Hair, 
Belfast 
Peter Mark, Ballymena

SCOTLAND
Concept Hair & Beauty, 
Glenrothes, Fife
Linton & Mac, Aberdeen

NORTH EAST
Unique, Beverley
Conrad Blandford, Sheffield

NORTH WEST
The Boutique Atelier, 
Ellesmere Port
Embassy Hair, Newcastle-
under-Lyme

MIDLANDS
Umberto Giannini Selfridges, 
Birmingham
Reds Hair Company, Ross-
on-Wye

EASTERN
Image Barber, Bedford
Raymond Bottone, 
Brentwood

SOUTH WEST
Laura Leigh Hair & Beauty
Blushes, Cirencester

SOUTHERN
Toni&Guy, Guildford
Electric Hairdressing, 
Brighton

LONDON
Urban Retreat, 
Knightsbridge
Headmasters, Great 
Portland Street

THE L’ORÉAL COLOUR 
TROPHY STAR AWARD 
WINNERS
NORTHERN IRELAND 
Patricia McGowan, KH 
Professional, Strabane

SCOTLAND
Caitlin McIlhatton, Bubbles 
Boutique, Kirkcaldy

NORTH EASTERN 
Emma Church, Hays Salon, 
Hull

NORTH WESTERN  
Imogen Coates, Sally 
Montague Hair Group, 
Duffield

MIDLANDS 
Hannah Clague, Reds Hair 
Company, Ross-on-Wye

EASTERN 
Mollie Cavell, The Gallery 
Haircutters, Norwich

SOUTH WESTERN 
Amie Garnett, The White 
Room, St Peter’s Port, 
Guernsey

SOUTHERN 
Oliver Harper, Toni & Guy, 
Bournemouth

LONDON 
Grace Dalgleish, 
Brooks+Brooks 55
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WE CATCH UP WITH SOME OF OUR 
JUDGES TO SEE HOW THEY FEEL ABOUT 

THEIR PENDING RESPONSIBILITY…

“I ALWAYS REALLY ENJOY 
JUDGING THE SALON BUSINESS 

AWARDS AND SEEING 
WHAT NEW AND INVENTIVE 
IDEAS SALON OWNERS AND 
MANAGERS HAVE CONJURED 
UP. IT’S SO IMPORTANT THAT 

SALONS TAKE TIME OFF OF THE 
SALON FLOOR TO WORK ON 
THEIR BUSINESS, AND THINK 

ABOUT HOW THEY CAN STAND 
OUT FROM THE COMPETITION. 
FOR THOSE WHO CHOOSE TO 
DO THIS, THE AWARDS ARE AN 
IMPORTANT RECOGNITION OF 

THEIR HARD WORK AND 
CREATIVITY.”

ZOË VEARS, DIRECTOR OF 
PUBLICITY AT SALON SUCCESS

“THE SALON BUSINESS AWARDS GIVE HAIRDRESSERS THE OPPORTUNITY 
TO DEMONSTRATE THEIR EXPERTISE AND SHARE THEIR SUCCESS STORIES 

WITH THEIR PEERS. I THINK IT’S IMPORTANT HAIRDRESSERS HAVE THE 
OPPORTUNITY TO SHOW BOTH THEIR INNOVATIVE, BUSINESS AND 

CREATIVE TALENTS. THERE ARE SO MANY HAIRDRESSERS OUT THERE WITH 
FANTASTIC BUSINESS IDEAS, GREAT TEAMS AND TRAINING EXCELLENCE. 

TO BE SUCCESSFUL, A SALON NEEDS BALANCE BETWEEN BUSINESS 
ACUMEN AND CREATIVE DEVELOPMENT. THAT TAKES VISION AND 

ULTIMATELY LEADS TO BUSINESS SUCCESS.”
LINDA EVANS, TIGI GLOBAL PR

“IT’S A LOVELY 
OPPORTUNITY TO READ 
ALL ABOUT THE GREAT 
THINGS GOING ON 
IN THIS FABULOUS 

INDUSTRY AND HOW 
SALONS USE THEIR 

CREATIVITY TO DEVELOP 
THEIR BUSINESSES 

AND TEAMS. BEING 
ASKED TO JUDGE THESE 

AWARDS IS A GREAT 
HONOUR.”

EMMA SELDON, 
DIRECTOR HYPE 

MARKETING ON BEHALF 
OF REMI CACHET
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Champagne
Soiree

WHILE THE JUDGES ARE BUSY 
SCRUTINISING THE ENTRIES, WE’RE 

MAKING THE PREPARATIONS FOR THE 
#SBAWARDS’ MOST ENTERTAINING 

AWARDS CEREMONY YET.

We’re taking over 
Madison’s roof 
top cocktail bar, 
overlooking one 
of London’s most 
historical landmarks, 
St Paul’s.

There’s an outdoor 
terrace to catch the 
early evening rays as 
well as a stunning bar 
with floor to ceiling 
windows with views 
of London, where 
you can kick back 
or head onto the 
dance floor with a 
renowned DJ. 

Come and celebrate 
with the creme de la 

creme of hairdressing 
and see who takes 
home the top 
accolade.

There’ll be food, 
drink and plenty of 
surprises. With fun 
being number one 
on the agenda, we 
have some pretty 
exciting tricks up our 
sleeves. If you want 
to be the first to hear 
about what’s planned 
follow us on Twitter 
and Instagram 
@salon_business and 
follow our 

Facebook page 
Salon Business.
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Champagne
Soiree
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PARTY TIME
Monday, July 4, 2016, 
6.30pm 
Madison’s rooftop cocktail 
bar, St Paul’s, London

To book, call 020 3291 3681, 
email awards@salonbusiness.co.uk 
or do it online at 
salonbusiness.co.uk/awards

Last year was a sell out so get in quick
#SBAwards

NOW IS THE 
TIME TO 
BUY YOUR 
TICKETS.
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HAVE YOU ENTERED THE 
AWARDS AND WANT TO KNOW 
IF YOU’VE BEEN SHORTLISTED? 

KEEP YOUR PHONE CLOSE 
BETWEEN MAY 30 AND JUNE 6 
WHEN WE’LL BE LETTING YOU 
KNOW. DON’T WORRY, IF YOU 

MISS THE CALL, WE’LL SEND 
YOU AN EMAIL.

GOOD LUCK.

THANK YOU TO
our sponsors
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THE MOMENTUM FOR MALE 
GROOMING IS GAINING EVEN 
MORE PACE, SO IT’S TIME 
YOU MADE SURE YOU WERE 
ON FOR THE RIDE…

THEMALEGROOM BOOM
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City centric or located in the country, you 
cannot fail to notice that the grooming 
industry has exploded in recent years. From 
increased dominance in fashion to the launch 
of more male-focused product ranges, one 
thing is clear – your business needs to make 
the male client a priority. 

“There’s defi nitely been a huge male 
grooming boom over the last fi ve years,” 
agrees Marcus King of Hooker & Young, 
Billingham. “Gents are a lot more style and 
trend aware these days and they research 
looks and turn to social media for inspiration. 
Salons need to be aware of this as male 
clients are confi dent and sure of what they’re 
looking for – it’s a whole revolution that 
salons need to adapt to.” 

While some salons are only now embracing 
the male client, others have already seen 
a rise in business: “For us, it’s improved 
business because we’re a unisex salon and 
embrace the gent clientele,” enthuses Kai 
Wan of P.Kai Hair. “Thirty percent of our 
clientele are now men who want the care 
and experience that they don’t necessarily 
get in a barbers.” 

Not only have males been more active 
in-salon, but trends have become more 
sophisticated, with a whole host of new 
cutting and styling techniques taking centre 
stage, as Kevin Luchman, International 
Artistic Director at Toni&Guy explains: 
“There’s been a shift in men’s attitudes 
once again and with that, lots of brands have 
responded to this by increasing choice for 
male grooming.  

“Barbering in particular has grown in 
popularity once again, with techniques using 
razors as opposed to scissor over comb, 
leading to sharper almost tailored-led styling 
for guys.” 

Increased interest has been seen across age 
groups and lifestyle stages, so most stylists 
agree you need to cater for a wide range of 
male tastes to truly make the most of the 
boom.

“It’s dependent on the position and ethos 
of a salon as to what services you offer but 
salons offering shaving services as well 
as traditional cuts need to ensure they’re 
not isolating themselves into one particular 
service or style,” continues Marcus. “It’s 
important to stay open minded to all clients’ 
needs and cater for a wide demographic. All 
male clients should be offered a full service, 
whether that’s beard and eyebrow services 
or just a simple cut.” 

That being said, salons don’t need to pop out 
the red and white pole yet: “It’s all down to 
salon managers to provide a male friendly 
environment and to ensure that all stylists 
are confi dent in cutting men’s hair, however 
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* BE CONSISTENT AND REMIND CLIENTS 
YOU OFFER MEN’S SERVICES. YOUR 
SALON NEEDS TO PUSH INTO THE MALE 
GROOMING MARKET AND TELL PEOPLE 
ABOUT YOUR SKILLS AND EXPERTISE. 
MARCUS KING, HOOKER & YOUNG 

* IF IT’S A UNISEX HAIR SALON, MAKE 
SURE THE TEAM IS EDUCATED IN 
MEN’S HAIR SO THEY CAN DO A GOOD 
JOB WITH BARBERING TECHNIQUES, 
WHILE APPLYING THAT TO THE SALON 
EXPERIENCE AND KEEPING UP-TO-DATE 
WITH CURRENT TRENDS. KAI WAN AT 
P.KAI HAIR 

* UNDERSTAND MEN AND THEIR 
EXPECTATIONS, AS THE WHOLE 
GROOMING SPECTRUM HAS MOVED ON 
FROM SIMPLY SHAVING TO FULL ON 
HAIR/SKIN/BODY MAINTENANCE. KEVIN 
LUCHMAN, TONI&GUY

TOP TIPS
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this defi nitely doesn’t mean turning a salon 
into a barber shop,” Marcus stresses. 

“There’s a huge difference between a salon 
and a barbers, but you can be adaptable and 
attractive to both male and female clients 
without needing a separate business. It’s 
all about the overall salon experience and 
environment. I’m not a huge fan of the word 
‘unisex’ but by keeping your salon gender 
neutral and creating an overall friendly 
atmosphere, you’re less likely to alienate 
clients.” 

Indeed, your menu should be one of the 
fi rst things to consider when making your 
salon more male-friendly. Researching 
into the most in-demand styles, cuts and 
colours is essential. “The classic hair cut 
is, unsurprisingly, the most popular service 
but a lot of men are also into conditioning 
treatments and interested in pre-cleansing 
shampoos to clean their hair of product,” 
adds Marcus. 

“Keep menus simple and don’t have a small 
section for male services but keep it on par 
with women’s.” 

While blowdries and deep conditioning 
treatments are popular add-ons for women, 
consider alternatives for men. “We have 
a menu with various men’s cuts and 
treatments such as traditional hot shaves to 
optimise the experience,” describes Kevin. 

Price consideration is important to be sure 
any investment brings a return. “For me, 
99 percent of salons are charging too little 
for male services. There’s no reason why 
a men’s haircut should be much cheaper 
than a woman’s. It’s something that needs 
addressing because generally men need a 
complete restyle when they walk into the 
salon. It’s not just a trim off the ends but 
stylists need to work the hair completely 
fresh.” Marcus explains. 

Décor and atmosphere should also be 
assessed to ensure it is male friendly. 
“Music is key; it should be understated and 
not too loud,” proposes Marcus. “Chart 
music that’s current and fairly generic works 
as it’s neither too masculine nor feminine.”
“Having a wide selection of drinks available, 
from coffee and beer to wine and fruit tea, 
is benefi cial because it’s just that extra little 
something to make the client feel looked 
after.” 

“An important consideration when creating 
a male friendly environment in salon is the 
equipment choice. Choosing classic and 
fuss-free furniture that oozes masculinity 
will make male clients feel more at ease 
during their time in-salon. Classics include 
Takara Belmont’s iconic Apollo 2, Dainty, and 
Legacy95 grooming chairs, as well as the 

newly launched Aubrey Barbering Styling 
Station extending male grooming interior 
options, with its robust and rugged design,” 
says Andre Dupratt, National Territory 
Manager. 

As well as creating a comfortable, creative 
atmosphere, little extras can make all the 
difference. “The modern working man 
needs to know that they can have a set 
time, so appointments make the salon more 
attractive,” Kai recommends. “We also have 
men’s magazines and offer advice in hair 
thinning, NIOXIN, and grey blending.”

Retail is another way to capitalise on 
the extra demand, and men can be very 
receptive to buying the products used during 
a service – if sold correctly. “Guys don’t like 
a hard sell and are only interested in what 
something does and that it works,” Kevin 
states. “Educating men is so important. If 
you stock and offer good quality products 
they will trust you and stick with those 
products.” 

Sales promotions are also likely to work 
with this clientele, as might loyalty systems. 
“Vouchers to existing clients to invite their 
husbands, brothers and othermale family 
members are always a big hit to get an 
instant increase in male clients. If someone 
is going to a barber for a cheap haircut and 
you want to convert them to a client of your 
own, the voucher needs to offer a large 
discount of up to 50 percent to encourage 
them into the salon. It’s then your job to 
show them what you can do so they book 
another appointment,” Marcus suggests.  

Loyalty schemes are another alternative as 
men generally visit the salon every three 
weeks. “A loyalty system works well but not 
physical cards as men don’t seem to like to 
carry them,” warns Kai. “In our salon, they 
accrue points with services throughout the 
year and when they have enough they can 
use them on products.” 

“VOUCHERS TO EXISTING CLIENTS TO INVITE THEIR 
HUSBANDS, BROTHERS AND OTHER MALE FAMILY MEMBERS 
ARE ALWAYS A BIG HIT TO GET AN INSTANT INCREASE IN 
MALE CLIENTS. IF SOMEONE IS GOING TO A BARBER FOR 
A CHEAP HAIRCUT AND YOU WANT TO CONVERT THEM TO 
A CLIENT OF YOUR OWN, THE VOUCHER NEEDS TO OFFER 
A LARGE DISCOUNT OF UP TO 50 PERCENT TO ENCOURAGE 
THEM INTO THE SALON. IT’S THEN YOUR JOB TO SHOW THEM 
WHAT YOU CAN DO SO THEY BOOK ANOTHER APPOINTMENT.” 
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DEDICATED TO 
BOOSTING THE 
CAREERS OF UP AND 
COMING STYLISTS, 
GHD STYLE SQUAD 
IS A FORCE TO BE 
RECKONED WITH. 
HERE WE MEET THE 
STYLISTS CAUSING A 
STIR ON THE STREET, 
IN THE SALON AND 
BACKSTAGE AT 
SOME OF THE MOST 
INSPIRATIONAL 
SHOWS IN 
HAIRDRESSING.
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HOW HAS YOUR LIFE CHANGED SINCE 
JOINING GHD STYLE SQUAD?
CHLOE SWIFT: It’s been a really busy but productive 
journey, not only have I been working full time 
in the salon but been completing projects to 
reach the Style Squad deadlines. I’m constantly 
checking my emails to keep an eye out for 
upcoming events or exciting opportunities.
TILLY PENN: Since the Style Squad I’ve found a 
lot of things have changed; my confi dence for 
one and my knowledge as a hairdresser. Ghd 
has taught me so much, not only about styling 
hair but also what hair is made of. I’m constantly 
learning more each day with the Style Squad.
CHARLES STANLEY: I’ve had some amazing 
opportunities such as an event with Glamour and 
assisting so many of the amazing ghd education 
team. The skills I’ve learnt through the Style 
Squad have allowed me to further my client 
base in the salon, as well as almost getting a cult 
following for my fi nishing techniques.
SAM HANKIN: When I joined I was still doing my 
NVQ Level 3 hairdressing, now I’ve worked 
backstage at LFW, worked alongside the 
incredible Zoë Irwin, Adam Reed and Anna 
Chapman, plus getting onto Headmasters Junior 
Art Team and teaching styling at Headmasters 
Academy. 
GRANT WILLIAMS: Since getting into the Style 
Squad my work in the salon has developed 
hugely as I focus more on the styling and 
fi nishing aspects. I’ve also gained a lot more 
confi dence in my work and I now head the 
styling education in my salon, passing on what 
I’ve learnt from my Style Squad opportunities. It’s 
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given me a thirst to learn more.
CONOR CULLEN: My life has changed drastically, 
from meeting and learning from some of the 
industry’s greats and even being recognised 
and respected from people in the industry is 
exceptional.
MIKE MAHONEY: Being on the Style Squad has 
opened my mind to approach hair differently, 
from creating moodboards and prepping hair to 
using your surrounding infl uences.
JORDAN COOK: I’ve met some great people, 
gained confi dence and had some amazing 
experiences.

WHAT MAKES YOU PERFECT FOR THE STYLE SQUAD?
CHLOE: I think what makes someone perfect 
for the Style Squad is their personality; it’s not 
about what you know already but about how 
much you can take onboard and run with. Each 
member has a unique personality and we all 
gel because of this. If I had any tips for future 
members it would be to be yourself and not a 
version of someone else; being ‘you’ is what 
makes you stand out.
TILLY: You have to be passionate. It’s important 
to have a strong work ethic and an eagerness 
to learn.
CHARLES: Having a knowledge about brands 
and cultural reference points have helped 
me throughout my time on the Style Squad. 
You defi nitely have to be passionate about 
hairdressing and be open minded to learning 
and advancing your skills. Most importantly, be 
humble.
SAM: I’m a very enthusiastic person and always 
say yes to any opportunity that comes my way! 
GRANT: A member has to want to learn and 
give it their all. The ghd educators and brand 
ambassadors that we work with throughout 
the year are so inspirational – how much they 
care about our education and styling in general 
passes on to us too! It’s a year jam packed with 
opportunities so you must give it your all. 
CONOR: It’s important to be willing to learn 
from the ghd educators but also from other 
members.
MIKE: Being a team member is so important. 
The team this year have all got on so well 
straight from the start and have enjoyed and 
share every opportunity together.
JORDAN: I think I’m quite easy going and a team 
player. I’m also a quick learner!

WHAT’S YOUR PROUDEST MOMENT IN 
HAIRDRESSING?
CHLOE: When I was styling TV personality 
Pips Taylor and DJ Zara Martin’s hair at the 
London Fashion Week pop up event. I got 
photographed styling their hair and then a client 
found me in OK! Magazine a week later. I was 

“A MEMBER HAS TO WANT TO LEARN AND 
GIVE IT THEIR ALL. THE GHD EDUCATORS 
AND BRAND AMBASSADORS THAT WE 
WORK WITH THROUGHOUT THE YEAR ARE SO 
INSPIRATIONAL – HOW MUCH THEY CARE 
ABOUT OUR EDUCATION AND STYLING IN 
GENERAL PASSES ON TO US TOO! IT’S A YEAR 
JAM PACKED WITH OPPORTUNITIES SO YOU 
MUST GIVE IT YOUR ALL.”

“A MEMBER HAS TO WANT TO LEARN AND 
GIVE IT THEIR ALL. THE GHD EDUCATORS 
AND BRAND AMBASSADORS THAT WE 
WORK WITH THROUGHOUT THE YEAR ARE SO 
INSPIRATIONAL – HOW MUCH THEY CARE 
ABOUT OUR EDUCATION AND STYLING IN 
GENERAL PASSES ON TO US TOO! IT’S A YEAR 
JAM PACKED WITH OPPORTUNITIES SO YOU 
MUST GIVE IT YOUR ALL.”

HELLO 
FROM 

PARADISE
#ghdAzores #SunSeaghd #WhereIGoTheyGo 

Summer just got fabulous. Introducing the limited edition ghd azores collection – three stylers  
in limited edition pearlescent shades, each with a gorgeous heat-resistant bag. Your clients 

can choose from serene pearl, atlantic jade or marine allure, all of which can be used to create 
summer hair trends including beach waves, bouncy curls or ghd’s signature straight look.  

For more information, contact your ghd account manager or call 0845 330 1133.
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so excited I ran out to buy myself a copy. 
TILLY: Getting the call to say I’d made it 
onto the Style Squad was a very proud 
moment for me! Having presented in 
front of Zoë Irwin, Leah Walton and Ken 
Picton among other amazing hairdressers 
at my audition and feeling so nervous, 
getting the call was a great day.
CHARLES: I’ve had some amazingly proud 
moments over the year, including taking 
in all the knowledge and skills I’ve learnt 
as well as starting to enter competitions 
and working on shoots.
SAM: It was when I fi nished my 
hairdressing NVQ. I started at 25 and had 
always been told I was too old to start. 
Finishing it was a great achievement and 
amazing feeling, plus a big ‘told you so’ to 
all the people who said I couldn’t do it.
CONOR: My proudest moment has to be 
making the ghd Style Squad as it was 
something I didn’t think I could achieve, 
but I did with the incredible support from 
my bosses Liam and Sophie pushing 
me out of my comfort zone and working 
me as hard as I could! For that I’m truly 
grateful.

AND YOUR PROUDEST MOMENT 
EVER?
CHLOE: Getting into the Style Squad was a 
really proud moment for me as hundreds 
of people apply and it does make you feel 
pretty special when you’re then picked. 
I am also proud of completing my NVQ 
Level 3 and having a few promotions 
within the salon. 
TILLY: Since I started hairdressing I have 
always loved the creative side and not 
only did I win a space on the style squad I 
was the winner of Hair magazine’s talent 
scout all in one year.
CHARLES: My proudest moment would be 
qualifying as a hairdresser, being given the 
reigns on the shop fl oor then a week later 

fi nding out I was on the Style Squad!
SAM: Moving to London and starting a 
new career. 
GRANT: One of my proudest moments 
was being onstage at The Fellowship 
member’s night presenting the Style 
Squad’s collection Raw Resurrection. I 
used to sit and watch these shows all the 
time and it being the other way around up 
onstage was amazing.
JORDAN: Becoming an uncle.

DESCRIBE YOUR BEST EVER DAY.
TILLY: To work at fashion week for top 
designers with someone like Sam 
McKnight. My dream is to be a session 
stylist, so to work beside a talent like Sam 
would be the best day ever.
GRANT WILLIAMS: Waking up in the 
Maldives ready to style an amazing photo 
shoot for a magazine cover.
CONOR: To do a photo shoot with Darren 
Ambrose and the D & J Art Team. That 
would be incredible.
MIKE: There’s so many things I would 
do. I’d start by waking up to winning the 
lottery, taking all my friends on a private 
cruise somewhere really hot and exotic, 
with a few cool DJs to set the scene 
nicely.
JORDAN: Finally passing my driving test.

NOW DESCRIBE YOUR WORST.
TILLY: To lose or break my kit on the way 
to fashion week, or to wake up late and 
miss the whole thing!
CHARLES: Being ill in bed and not being 
able to see or talk to anyone.
SAM: My worst would have to be if I woke 
up late and nothing went in my favour, I 
hate being late.
GRANT: Missing all my trains on the way to 
my best day ever.
CONOR: If I broke both my hands. I think I 
may actually get my hands insured just to 
be on the safe side.
MIKE: Not being able to laugh! 
JORDAN: I don’t have worst days, a day is 
what you make of it.

WHAT DO YOU LOVE MOST ABOUT 
YOUR JOB? 
CHLOE: I love the social aspect of 
hairdressing, being able to chat to my 
lovely clients and making people feel 
good about themselves. It’s great to hear 
clients express how much they love what 
you’ve done with their hair; it defi nitely 
makes me feel appreciated.
TILLY: I love meeting new people. I fi nd 
different people so interesting and it’s 
great to see and hear how different 
people look at hair. 
CHARLES: I love the creative freedom 
I have, as well as all the amazing 
opportunities to meet people, travel and 
see exciting new places.

“MY PROUDEST MOMENT 
HAS TO BE MAKING THE GHD 
STYLE SQUAD AS IT WAS 
SOMETHING I DIDN’T THINK 
I COULD ACHIEVE, BUT I 
DID WITH THE INCREDIBLE 
SUPPORT FROM MY BOSSES 
LIAM AND SOPHIE PUSHING 
ME OUT OF MY COMFORT 
ZONE AND WORKING ME AS 
HARD AS I COULD! FOR THAT 
I’M TRULY GRATEFUL.”
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CONOR: There’s a quote from Vidal Sassoon 
that I love, ‘hairdressers are a wonderful 
breed, you can work one on one with 
another human being and the object is to 
make them feel so much better, and to look 
at themselves with a twinkle in their eye’ 
and for me, that’s why I love this job. No 
better feeling than that.
MIKE: Being able to work in a creative 
atmosphere and being part of the fashion 
industry.  
JORDAN: I love creating the best version of 
someone.

WHAT EXCITES YOU MOST ABOUT 
HAIRDRESSING?
CHLOE: It can literally take you anywhere in 
the world.
SAM: Learning new things and creating 
beautiful hair.
GRANT: Being able to roam free with my 
creativity. Hairdressing is a creative career 
so I’m excited to get more involved in 
photoshoots and stage work.
MIKE: Keeping up with hairy trends and 
generally thinking that little bit deeper than 
just ‘hair’.

IS THERE A PHRASE OR SENTENCE THAT 
SOMEONE SAID TO YOU ONCE THAT HAS 
STUCK WITH YOU? 
CHLOE: ‘Do what makes you happy.’
TILLY: ‘Even the oldest hairdresser can still 
learn something new.’
CHARLES: ‘Hair is like architecture. Create 
a strong foundation and structure, which 
you can then deconstruct and recreate’ – 
Anthony Walmsley (my boss!)
SAM: ‘Get a grip, get a life and get over it.’
GRANT: ‘Every accomplishment starts with 
the decision to try.’
MIKE: After working with the guys in the 
HOB Academy for the past two years, they 
use a tool called the wow factor. This is a 
spontaneous reaction you get when you 
see something that literally makes you go 
‘WOW’. To try and get this reaction there 
are three rules: It needs to be suitable, 
fashionable and well executed.
JORDAN: ‘It’s all in the prep.’

IF YOU COULD SUM UP YOUR CAREER 
SO FAR IN ONE SENTENCE, WHAT 
WOULD IT BE?
CHLOE: Fun, hectic, exciting and rewarding.
TILLY: So lucky to achieve so much at 20 but 
so excited to see where my future takes 
me.
CHARLES: What an exciting start to a colourful 
and stupendous career ahead of me.
SAM: I would say it’s busy, stressful but 
extremely rewarding and worth it all.
GRANT:  I’ve come so far but there’s still even 
further to go.
CONOR: My career so far feels like a dream, 
everything I have imagined and dreamed of 
has come true, truly breathtaking!
MIKE: One word…mental.
JORDAN: A fast moving journey full of great 
memories.
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+doctorhair

AFRO HAIR CAN THROW A HOST OF 
CHALLENGES AT STYLISTS THAT LEAVE 
THEM QUICKLY FEELING OUT OF THEIR 

DEPTH, BUT WITH A BIT OF KNOWLEDGE 
YOU CAN TACKLE AFRO HAIR WITH A 

BREEZE. AFRO HAIRDRESSER OF THE YEAR 
MICHELLE THOMPSON KNOWS EVERYTHING 

THERE IS TO KNOW ABOUT IT AND SHE’S 
AGREED TO TELL US. 

HairDoctor.indd   74 10/05/2016   16:35



75
important that you use products designed 
specifi cally for this hair type to make it the 
best it can be. Brushes such as the Denman 
Afro combs and dryers such as the Wahl 

WHAT ARE THE DIFFICULTIES ASSOCIATED WITH AFRO 
HAIR?
There are many problems associated with afro 
hair, however these can be sorted very quickly 
with the right haircare routine. With afro hair, 
it can become very dry, very quickly and also 
become very brittle. It can often be diffi cult 
to fi nd products that suit the hair as well as 
choosing the style to suit your client’s face 
shape and hair itself. 

HOW DO YOU OVERCOME THE PROBLEMS?
In terms of hair becoming very dry and brittle 
I would always advise conditioning to keep 
moisture locked in. Hair is just like skin and 
needs key nutrients in order to revitalise it. Also, 
ensure that the products used and retailed are 
suitable for the texture and type of hair. There is 
no point advising products that aren’t right. The 
right products create the right style.

ARE THERE ANY REGIMES STYLISTS SHOULD BE 
RECOMMENDING FOR THEIR CLIENTS AT HOME? 
Absolutely – you must remember that as the 
professional you’re guiding the client and are 
the infl uencer on their routine. For me, I always 
advise a weekly conditioning routine, where the 
client conditions the hair to inject key nutrients 
and vitamins. As well as this, I recommend that 
clients use alcohol free products. Alcohol is 
very damaging to afro hair and causes it to 
become extremely dry and break very easily. 
Oh and don’t forget to remind them to protect 
their hair at night. Standard pillowcases rub 
against hair and have the tendency to roughen 
up the cuticle, causing serious damage to 
afro hair. I always recommend protecting 
the hair with a silk scarf or investing in a silk 
pillowcase. 

WHAT IS YOUR TIP FOR GETTING THE BEST OUT OF 
AFRO HAIR?
Take care of it in the most appropriate way. 
Hair is like skin, and it is very important that it 
is treated in the correct way with the correct 
products and care. Hair is very fragile and you 
must ensure it is taken care of in all ways. It’s 
easily damaged but extremely hard to repair.

SHOULD STYLISTS USE SPECIAL BRUSHES AND 
TOOLS?
Yes. Afro hair is a specialty in itself, and it is 

With afro 
hair there are 

no boundaries. I see 
it as an opportunity 
and it needs to be 
known that with afro 
hair it is so versatile 
you can try any style. 

+

Afro PowerPik are absolutely fantastic, and 
something I regularly have in my kit bag. In 
terms of styling tools I am verchv y cautious 
as to what I am using, as I want to maintain 
the health of the hair. I always try to avoid 
heated appliances where possible although it is 
sometimes a must.

ARE THERE ANY STYLES THAT SHOULD BE AVOIDED ON 
AFRO HAIR?
Honestly? With afro hair there are no 
boundaries. I see it as an opportunity and it 
needs to be known that with afro hair it is so 
versatile you can try any style. At fi rst clients 
can be rather cautious, however once you begin 
experimenting you can really see what styles 
can be achieved.

HOW DOES COLOUR RESPOND ON AFRO HAIR? 
Darker skinned women can wear different 
types of colours, shades and tones. It’s all about 
experimentation and fi nding what works for 
the hair type and the client. Always chat to the 
client fi rst to make sure you can achieve their 
ultimate hair goal. If in doubt, you can always 
advise the client to fake it with hair extensions 
or a wig. This is great as it completely changes a 
look and doesn’t cause damage to the hair.

HOW DO YOU MANAGE CLIENT EXPECTATIONS?
By conducting a very thorough consultation. 
More often than not, clients come to the salon 
with their look they want to achieve and don’t 
realise that in some cases it may take a period 
of time to get there. I always explain to the 
client what will work and what won’t, as well 

as chatting them through their appointment and 
what it will take to achieve the goal. Honesty is 
the best policy in every single case. 

WHAT IS GREAT ABOUT AFRO HAIR?
It is so versatile, and the opportunities are 
endless! I’m delighted to work with such 
fantastic product companies and a great team, 
who is constantly pushing the boundaries within 
the afro hair world.

Maybe now it’s your turn.
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MODERN DAY LIFE 
MEANS TRAVELLING 
FROM ONE SIDE OF 
THE WORLD TO THE 
OTHER IS LITTLE 
MORE COMPLICATED 
THAN HOPPING ON 
A BUS [IF NOT A 
LITTLE LONGER]. 
THAT’S WHY FOR 
THIS ISSUE, WE 
THOUGHT WE’D 
HEAD OVER TO THE 
BIG APPLE AND SEE 
WHAT THE INTERIOR 
HAPS ARE OVER 
THERE. ARE YOU 
READY?

across
the
water
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As the home of 
one of the world’s 
biggest fashion 
events, New York 
knows a thing or 
two about style, 
and its newest 
addition fi ts in 
very well indeed.

Davines has 
joined forces with 
Marco Santini 
and Leo Manetti, 
renowned 
hairstylists and 
owners of New York City salon 
ION Studio, to create ION: 
Davines Salon and Atelier, 
a fl agship salon and training 
academy in the pulsing heart 
of New York.

The new studio is run by a 
select team of stylists and 
comprises an ION Studio 
salon: a leading hair salon, 
regularly featured in the 
prestige pages of Elle, 
Vanity Fair and Vogue and 
whose celebrity clientele 
include Julianne Moore, 
Diane Kruger and Olivia 
Palermo. In addition to the 
salon, the studio is home to 
an Atelier – a professional 
academy providing a fi rst-class 
education in styling and colour 
– led by Marco and Leo, as 
well as top Davines teachers.

The bespoke interior was 
designed by WRK, the 
Brooklyn-based design team 
behind Le Labo at The Ace 
Hotel, Rag & Bone and Brass 
Monkey. 

Built over three fl oors the 17 

chair salon has 
been designed 
to refl ect 
the look of a 
home. The 
lower level is 
reminiscent 
of an open 
kitchen, 
complete 
with a colour 
bar and a 
handmade 
reclaimed-
wood kitchen 
table, which 

is home to four colouring 
stations. 

The ground fl oor features a 
striking Italian marble reception 
desk and three oak-wood 
styling stations, made from 
fallen trees at Marco and Leo’s 
home. Created almost entirely 
from reclaimed materials 
sourced from local craftsmen, 
the result is an aesthetically 
striking studio that stays true 
to the sustainability ethos of 
both brands. 

Leo says: “Beauty can be done 
sustainably, and we want to be 
a catalyst for that.”

Anthony Molet, CEO of 
Davines North America says: 
“Davines has always been 
inspired by the work of Marco 
and Leo, as well as that of 
their highly specialised team at 
ION Studio. We’ve developed 
a strong connection with 
ION as kindred Italians, as 
innovators of their craft and as 
educators for other stylists and 
colourists.”

THE NEW STUDIO 
IS RUN BY A 

SELECT TEAM OF 
STYLISTS AND 

COMPRISES AN ION 
STUDIO SALON: 
A LEADING HAIR 

SALON, REGULARLY 
FEATURED IN 
THE PRESTIGE 

PAGES OF ELLE, 
VANITY FAIR 

AND VOGUE AND 
WHOSE CELEBRITY 

CLIENTELE 
INCLUDE JULIANNE 

MOORE, DIANE 
KRUGER AND 

OLIVIA PALERMO.
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treat & tame

all summer long

ELUMEN-ATE
MIRACLE
MAKER

AND
RELAX

GOOD ENOUGH, EVEN WHEN YOU DON’T 
DESERVE A BIT OF RETAIL THERAPY.

the kit

Macadamia Professional has launched an Endless 
Summer collection of hair products, including the Sun 
& Surf shampoo and conditioner, an After Sun Leave-

In Repair spray and a Sun Shield Dry Oil Veil.
RRP from £18 to £18.90

Info: macadamiahair.co.uk

Remi Cachet Miracle Mist 
conditions extensions with 
vitamin B5 and hydrolysed 

wheat protein preventing hair 
breakage. It can be used on 
either wet or dry hair as a 

detangling spray making it an 
essential in any hair extension 

wearer’s beauty bag. 
RRP: £11.95

INFO: ADDITIONALLENGTHS.
CO.UK

Formulated specifically to care and control for 
even the frizziest of hair, the Smoothing Collection 
from eSalon is ideal for even the most difficult hair 
types. Marula and Pequi oils soften hair from the 
inside out, aid styling and detangle – a triple treat! 
Price from £9 to £11 Info: eSalon.co.uk

For a true treat after a long 
week on the salon fl oor, 
we love Monique Hart’s 
relaxation products. The 
Bleeding Heart Candle 

combines lavender, rose, 
cedar wood and geranium – 
its soothing effects will give 
you the best night’s sleep! 

PRICE: £29 
INFO: THEHARTSPA.COM

Goldwell’s Elumen 
unleashes the 
ultimate colour 
playground and is 
the defi nitive way to 
create exceptional 
looks that stand out 
from the crowd. 
Create the perfect 
colour statement for 
your clients.
INFO: GOLDWELL.
CO.UK
PRICE ON REQUEST
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Hair health has never been more important, 
particularly during and after colouring services. 
Milk_shake has now launched a range of in-
salon and take home treatments to improve 

colour uptake and retention – including a Deep 
Colour Complex, Safe Lightener Complex 

and Deep Colour Maintainer Balm. All contain 
a natural Quinoa protein to protect and ease 

styling. Price from £10
Info: milkshakehair.co.uk

Philip Kingsley’s PK Prep range 
has launched three new styling 

products with innovative formulas 
for beautiful results every time. 

We love the Polishing Balm, 
which has a unique balm-to-serum 
texture for easy application and a 

super-sleek fi nish. 
PRICE: £18.50 

INFO: PHILIPKINGSLEY.CO.UK

We love Joico’s InstaTints; 
temporary colour shimmer sprays 
for vivid colour that washes out 

after one shampoo. Ideal for 
clients that don’t want to commit, 
they’re the perfect retail product 

to recommend come festival 
season – available in fi ve on-trend 

shades. 
PRICE: £4.95 

INFO: JOICOEUROPE.COM

Did you know that blonde colour 
services make up an average 
of 60 percent of every salon’s 

takings around the world? Look 
after your fl axen-haired clients 

with Indola’s Divine Blond range, 
with innovative neutralising 

and strengthening properties. 
Available from June. Price from 

£8.35 TO £8.95 
INFO: INDOLA.COM

Featuring Paul Mitchell’s 
technologically advanced KeraRefl ect 

blend made with a fusion of 
Abyssinian oil for brilliant shine, 

awapuhi extract for optimal moisture, 
strengthening keratin protein and 
thermal protectors, Awapuhi Wild 

Ginger MirrorSmooth offers a 
transformation. This highly effective 

formulation works from the outside in 
to transform frizzy, lacklustre locks into 

soft strands.
RRP FROM £7.95 TO £20.50

INFO: PAUL-MITCHELL.CO.UK

strength
in colour

roll it up
June sees the launch of Paul Mitchell’s latest 
electrical innovation, the Neuro V8 Compact 
Hot Roller Deck. Heating up to eight rollers 

simultaneously, it boasts specific technology, which 
helps them retain heat while styling – giving extra 

staying power. Packaged in a super-handy carry case, 
they’re ideal for weddings or styling on the go. 

RRP: £84.95 Info: paul-mitchell.co.uk

MIRROR SMOOTH

UP THE ANTE

BLONDE
AMBITION

COLOUR RUSH

PREP LIKE
A BOSS

Fine-haired clients will be thrilled to try 
TIGI Bed Head’s new volume range, 
with unique new technology that gives 
the hair ‘volume memory’ as it dries 
for super long-lasting effects. For a 
really standout fi nish, try the Volume 
Boosting Foam, which gives fi bre-
on-fi bre friction for a thicker look with 
extra texture. PRICE FROM £13.95 TO 
£27.95  INFO: BEDHEAD.COM

81
ProductsMayJune.indd   81 10/05/2016   15:49



Trend forecasters predict that super-tight 
corkscrew curls will be big next season – 
albeit with a natural, textured finish. The 
Intelligent Digital Microstick Wand from 
Diva will be a welcome addition to your 
electricals line-up, allowing you to create 

those super-tight curls in seconds. 
RRP: £39.99 

Info: sallyexpress.com

82

summer lovin’
From body balm to hair protection spray, OWAY’s new SunWay 
range has everything your clients need to keep themselves 
beautiful and healthy this summer. Made with 92 percent natural 
derived ingredients, the SunWay range can help to protect hair 
and skin from the drying effects of chlorine, salt water and sun 
damage. RRP from £17.50 to £21 Info: oway.co.uk

SHAMPOO
STRONG

TEXTURE’S IN
WELL GROOMED

Your clients will be safe in the 
knowledge that their hair is free 
from damage with Schwarzkopf 

Professional’s latest addition to the 
FIBREPLEX range – the new shampoo 
joins the existing system for at-home 

hair protection after colouring. 
PRICE: £11.75 

INFO: SCHWARZKOPF-PROFESSIONAL.CO.UK

That next-day-hair look shows no 
sign of disappearing, and Davines’ 

Your Hair Assistant Defi nition 
Mist is the ideal accompaniment 
for beachy, lived-in texture. Spritz 

on dry hair to create natural 
separation, while also adding shine 
and reducing any humidity-induced 

frizz. RRP: £20.30 
INFO: DAVINES.COM

Reuzel, the ever-growing range 
from the Instagram-iconic Schorem 

barbershop in Rotterdam, has 
added two new shampoos and a 
conditioner to its line-up. Our pick 
is the Scrub Shampoo, combining 

a unique combination of spearmint, 
witch hazel, nettle leaf, rosemary 

and horsetail root for a healthy scalp 
and deep-cleaning result. 
PRICE FROM £7.49 TO £23.99 

INFO: REUZEL.CO.UK  

that’s my curl
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down to business

#MITCHTHEMAN
EMBRACE MAN POWER WITH THIS 
MONTH’S J’ADORE – THE MITCH 

MATTERIAL MAN IS STRONG, POWERFUL 
AND HE WON’T LET YOU DOWN.

The thing about your male clients 
is, they like to look good, but 
they like to do it without too 
much hassle. They also want to 
know that, while they might have 
left the house, they haven’t left 
their style behind. 

Paul Mitchell’s newest boy 
product is Mitch Matterial and 
it’s goood. Lasting all day long, 
not only does it make hair look 
and feel thicker, this powerful, 
high performance styling clay 
has a strong-hold texture that 

adds bulk for thicker-looking hair, 
without weighing it down. 

With no-shine it leaves a dry, 
ultra-matte fi nish to the hair, 
making it the ultimate styling 
product to lock in strong, modern 
looks.

With no boys in our offi ce to test 
it, this was one for the hubbies, 
and they’re verdict? Where can 
they get more!

RRP: £14.95
INFO: PAUL-MITCHELL.CO.UK
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SEASCAPE

IAN DAVIES EXPLORES 
COLOUR, TEXTURE 
AND LENGTH 
FOR A VIBRANT 
PRESENTATION OF 
BEAUTY.
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HAIR: IAN DAVIES
PHOTOGRAPHY: KEITH DAVIES
MAKEUP: SHEVAUN MCKENNA

STYLING: CLAIR RAWLINGS
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EEKING INSPIRATION FROM SIXTIES ARTIST BRIDGET 
RILEY, THIS COLLECTION MERGES BLACK AND WHITE 

SHAPES WITHIN THEMSELVES, TO CREATE AN ILLUSION 
OF MOVEMENT.
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HAIR: BEN RUSSELL, RUSH HAIR 
PHOTOGRAPHY: JOHN RAWSON
STYLING: BERNARD CONNOLLY 

MAKEUP: KRISTINA VIDIC

Gemometry.indd   91 10/05/2016   16:33



www.milkshakehaircare.co.uk
only available at professional hair salons.

NATURAL BEAUTY
Only milk_shake® combines milk and yogurt 

proteins with rich vitamins from fruits and nature  
for beautiful, healthy hair. The patented vitamin 

complex Integrity 41* protects hair color from fading 
and special conditioning agents soothe and condition 

the scalp and hair for a perfect result.

Discover beautiful hair with milk_shake®

the natural way to treat your hair.

Integrity 41* –– Helianthus annuus, sunflower seeds hydro-glycolic extract.

For more info on milk_shake®

please call 01392 365 177 or e-mail info@milkshakehaircare.co.uk

Follow us on
INSTAGRAM
milkshakehairuk

Find us on
FACEBOOK
Milk Shake Hair UK
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