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DARE TO BE DIFFERENT

E
veryone should 
have the freedom 
to experiment with 
their hair. It’s about 
being ‘who you 

are’ with the courage to 
show your individuality. Bed 
Head dares your clients 
to push boundaries, using 
self-expression to celebrate 
their own identity.

Whether it’s smooth and 
sleek, tousled and textured, 
or big and bold, get inspired 
to mix Bed Head products 
and create the ultimate 
cocktail for awesome 
hairstyles with attitude. 

Here’s two of our faves to 
get you started…

BRING OUT YOUR CLIENTS’ INDIVIDUAL STYLE WITH THE ULTIMATE BED HEAD 
STYLING HEROES.
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MODEL: LAINE  STYLIST: PHIL DOWNING

MODEL: VIOLET  STYLIST: THOMAS OSBORN

STEP 1

STEP 1

STEP 3

STEP 3

STEP 4

STEP 4

STEP 2

STEP 2

Spray Superstar Queen 
For A Day on damp hair 

between the layers from 
roots to ends to give 
volume and texture.

To prep for styling, apply 
one to two pumps of Ego 
Boost to damp hair. Then 
apply one pump of Small 

Talk throughout the hair for 
volume. Comb through for 

even distribution.

Take sections of the hair 
and blowdry the hair 

upwards with a medium 
round brush to add lift 
and create the shape.

Blowdry using the 
nozzle attachment. 

Working in sections, 
hold the hair at the 
ends, apply heat to 
the middle and fold 
up to create a lived-

in texture.

Blast dry the hair using 
fi ngers to remove 
excess moisture.

Rough dry the hair using 
fi ngers to eliminate 

excess moisture. Then 
smooth and twist 

sections around a round 
brush while blowdrying 

to create shape.

Spray Headrush from 
mid-lengths to ends 
for added  shine and 

separation.

Spray Headrush 
throughout the hair for      
         separation and 

  extra shine.
         separation and          separation and          separation and 

  extra shine.  extra shine.
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HOW SALON OWNERS 
EVER GET ANY TIME TO 
THEMSELVES ALWAYS 
BAFFLES ME – BETWEEN 
RUNNING A BUSY COLUMN, 
DEALING WITH STAFF 
ISSUES, KEEPING ON TOP 
OF THE ACCOUNTS, AND OF 
COURSE BROWSING SALON 
BUSINESS, THERE’S SURELY 
LITTLE TIME LEFT.

S
till, business needs innovation to 
continue to thrive into next year, so 
we went out into the industry to 
see what those in the know would 

recommend as their top tip for success 
in 2019. Check out what they came back 
with from page 12.

Our favourites include ways to improve 
Facebook reach with emojis, filters and 
“well-chosen hashtags” [thank you 
Emma!]. Insights into Instagram TV and 
local PR are sure to set you in good stead 
too – but don’t take our word for it, have 
a read. 

If you’ve had too much business, why not 
look at pages 46 to 57 where we have 
focused on the latest styles, techniques, 
products, education – you name it, if it’s 
stylish, we’ve covered it. Now reading that 
is definitely not a chore, so if you do get 
five, grab a cuppa, turn the TV off and be 
inspired. 

Jo Charlton
Publishing Editor

EDITOR’S
WORDS
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ALL 500 TEAM MEMBERS FROM HOB SALONS, PLUS 
SELECTED PRESS AND VIP PARTNERS, DESCENDED ON 
PROUD ON VICTORIA EMBANKMENT TO RAISE A GLASS TO 
THE 35TH ANNIVERSARY OF THE SALON GROUP.

6
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A
s well as free-
flowing fizz and 
some sumptuous 
bowl food, the 
party included 

a glitter makeup station, 
interactive selfie mirror, and 
a towering 4-tier cake from 
Blondie’s Kitchen. 

HOB Directors Akin Konizi, 
Paul Simbler and Clive 
Collins started their speech 
with a video that played 
tribute to the heritage of the 
brand and their successes 

and accolades so far – which 
even included some cute 
childhood photos of the three!

After expressing some heartfelt 
thanks to the whole team and 
the sponsors, they presented 
20 HOB staff members with 
awards and floral bouquets 
to recognise their 20 years of 
employment with HOB.

THE TREBLE IT WAS CELEBRATIONS AND GLASSES OF BUBBLY ALL DAY WHEN Q HAIR AND BEAUTY, 
CHICHESTER’S PREMIER SALON, OPENED ITS THIRD BRANCH IN NEARBY DONNINGTON.

T
he brand-new salon 
at Stockbridge 
Road is a bijou 
delight, having been 
restyled with the 

unique Q brand, combining 
elegance and the ultimate 
in professionalism with 
a relaxed and friendly 
atmosphere where everyone 

is treated as a special guest. 
“We’re absolutely delighted 
to be taking our multi-award-
winning philosophy, of which 
we’re so proud, to a new 

area where we’re sure it 
will prove just as popular,” 
said Dawn Lawrence Grant, 
Managing Director of Q Hair 
and Beauty.

As they partied the night 
away past midnight with the 
expert DJ services of Josh 
White, guests were served 
late-night snacks and given 
goody bags to take home, 
provided by ghd.

“As a company with more 
than 500 staff, it’s not often 
we get the opportunity to get 
everyone together under the 
same roof,” said Paul. 

“Tonight was a hugely 
valuable chance to thank 
the whole of our team for 
their hard work and support 
in helping us to achieve this 
amazing 35 year milestone.”

“AS A COMPANY WITH MORE THAN 500 STAFF, 
IT’S NOT OFTEN WE GET THE OPPORTUNITY TO GET 
EVERYONE TOGETHER UNDER THE SAME ROOF,”

GO BIG
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T
he Hair & Vision 
format allows artists 
to present their 
models onstage while 
sharing the concepts 

behind their looks, as well 
as providing insight into the 
trends and techniques they’re 
using.

In Leeds, former Fellowship 
Chairperson Jo Martin was on 
hand to host the night, which 
took place at the Sheaf Street 
space. Opening the evening 
were presentations from 
Jordanna Cobella with looks 
inspired by the eclecticism 
of current-day Gucci; Rick 
Roberts presented directional 
pastel colours and cuts and 
Johnny Shanahan from Barber 
Barber brought his trademark 
cutting and fi nishing to the 
stage.

Special guest Russell Eaton 
was next onstage, sharing 
the secrets of his 50-year-

THE FELLOWSHIP FOR 
BRITISH HAIRDRESSING 
HIT THE ROAD LAST MONTH, 
WITH TWO COORDINATING 
SHOWS IN LEEDS AND 
CARDIFF.

SPECIAL GUEST 
RUSSELL EATON 
WAS NEXT ONSTAGE, 
SHARING THE SECRETS 
OF HIS 50-YEAR-LONG 
CAREER AND THE 
CHANGES HE’S SEEN – 
BOTH IN THE INDUSTRY 
AND THE FELLOWSHIP. 

long career and the changes 
he’s seen – both in the 
industry and the Fellowship. 
A true icon of the British 
hairdressing scene, his 
insight had the room 
captivated.

The second half of the 
evening, hosted by Rick 
Roberts, saw Sharon Peake 
from Ethos present her 
own unique take on colour 

trends with a root fade and 
dramatic teal model, among 
others. 

Meanwhile, in Cardiff, host 
and Fellowship Chancellor 
Ken Picton welcomed the 
crowds to Cornerstone 
Cardiff for an inspiring 
evening.

The stage wecomed Ian 
Davies from Ocean with 
two contrasting looks – one 
with full curls and the other 
a striking crop; Jamie Hill, 
who presented two versions 
of the mohawk – one made 
from braids and the other 
formed with cable ties; Anne 
veck, Joshua Goldsworthy 
and Steven Smart – to name 
a few.

Special guests Errol Douglas 
MBE and Craig Chapman 
had an inspiring conversation 
on stage, sharing their 
own stories of Fellowship 
success and what’s next in 
their hectic calendars.

With two shows, two cities 
and a host of creative names 
on stage, it’s safe to say this 
was the Fellowships biggest 
– and most inspiring – night 
of the year so far.

HAIR 
CREATIVITY
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ORGANIC COLOUR SYSTEMS’ SALON MENTORS WERE 
SET THE TASK OF SUBMITTING ONE TO THREE IMAGES, 
INSPIRED BY BRAND AMBASSADOR KARINE JACKSON’S 
2019 COLLECTION, WHERE HAIR WAS THE MAIN FOCUS.
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A
ll of their 
collections were 
submitted to a 
panel of esteemed 
judges who 

selected Michel Koller from 
Germany; Tracey Burnap 
from USA and Stefanie 
Kaufman from Canada as 
the winners. The judging 
panel consisted of Karine, 
alongside OCS staff Vicki 
King, Australasian Manager; 
Nichola Hand, Australasian 

Education Manager; Cloe 
Hazell, Global Education 
Manager; Nicole Maddock, 
Marketing Manager and 
others.

The three winning Mentors 
have now each worked on 
a model as part of Organic 
Colour Systems’ photoshoot 
in October to form their 
Inspired Collection 2019, 
which will be released in 
January next year.

SALON BUSINESS HAS TEAMED UP WITH VIVISCAL PROFESSIONAL TO GIVEAWAY THREE MONTHS’ 
SUPPLY OF THE BRAND’S HUGELY SUCCESSFUL HAIR GROWTH SUPPLEMENTS, WORTH £540. 

NOW IN MINIMALIST WHITE PACKAGING WITH SIMPLE ‘V’ DESIGN, THE SUPPLEMENTS NOT ONLY HELP CREATE 
HEALTHY HAIR, BUT THEY LOOK GOOD TOO. CONTAINING HERO INGREDIENT MARINE PROTEIN COMPLEX AMINOMAR 
C ALONGSIDE BIOTIN, VITAMIN C AND AMINO ACIDS, THESE SUPPLEMENTS ARE PACKED WITH GOODNESS AIMED AT 
IMPROVING THE THICKNESS AND HEALTHINESS OF THEIR HAIR IN TODAY’S FAST-PACED WORLD. GET YOUR HANDS 
ON THE SUPPLEMENT, BY LIKING OUR INSTAGRAM POST, OR SENDING AN EMAIL TO INFO@SALONBUSINESS.CO.UK 
TERMS AND CONDITIONS ONLINE AT SALONBUSINESS.CO.UK

INSPIRED 
COMPETITION

GIVEAWAY
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“I COULDN’T BELIEVE 
IT WHEN I HEARD 
THAT I WON. THE 
COMPETITION IS 
GLOBAL AND HUGE. 
I’VE COMPETED 
A LOT, BUT THIS 
COMPETITION AND MY 
SUCCESS IN IT, HAS 
OPENED SO MANY 
DOORS FOR ME. I’M 
JUST SO HAPPY.”

I
t was her colour blends that 
caught the eye of the judges 
– and earned her £1,000 in 
holiday vouchers and a Fudge 
Professional salon bundle. 

“I couldn’t believe it when 
I heard that I won. The 
competition is global and huge. 
I’ve competed a lot, but this 
competition and my success in 
it, has opened so many doors 
for me. I’m just so happy,” says 
winner Janica. 

MIXOLOGY 
MASTER

The year-long programme 
is a fantastic opportunity 
for stylists under the age of 
25 and includes top-quality 
training, an insight into 
the world of social media, 
experience as a session 
stylist at London Fashion 
Week and finishes with 
a photo shoot where the 
team creates their very own 
collection. This year’s team 
have also had opportunities 
to assist at shows such 
as Salon Live at Salon 
International. 

FOLLOWING A HUGE AMOUNT 
OF ENTRIES FROM ACROSS THE 
GLOBE, FUDGE PROFESSIONAL 
IS PLEASED TO ANNOUNCE 
THE WINNER OF ITS MIXOLOGY 
MASTER 2018 COMPETITION AS 
JANICA STROM FROM SALON 
MOODROOM IN FINLAND. THIS 
IS HER SECOND WIN, HAVING 
WON IN 2016. 

9

The Schwarzkopf 
Professional Young Artistic 
Team has successfully 
trained, mentored and 
nurtured many a rising star 
since the scheme started 
– and you could be next.

For more information 
on entering, visit www.
skpevents.co.uk/yat2019 
and submit your application 
before midnight on Sunday, 
November 25. 

YOUNG AND
ARTISTIC

THE ENTRIES TO THE SCHWARZKOPF PROFESSIONAL 
YOUNG ARTISTIC TEAM 2019 ARE NOW OPEN.
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ONE MIND IS BETTER THAN TWO, 
AND WE’VE CONSULTED A LOT MORE 

THAN THAT FOR THIS MONTH’S 
ISSUE. IT SHOULD SERVE YOU WELL.

12 20 28 32
INSIDER TIPS FOR 
SALON SUCCESS

GOT FIVE
FIVE ON SERVING ALCOHOL 

FIVE ON BUSINESS 
INNOVATION

FIVE ON THE BUDGET

MR AND MRS CHECK IN WITH OUR 
TECH GIRLS
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SB:FEATURE

IN FEAR OF SOUNDING CLICHÉ, WE WON’T SAY 
NEW YEAR, NEW YOU, BUT THE END OF 2018 
DOES PRESENT AN OPPORTUNITY TO MULL OVER 
SOME NEW IDEAS. SO FOR THE LAST ISSUE OF 
2018, WE ASKED OUR FRIENDS IN THE BUSINESS 
TO OFFER UP THEIR TIP TO BRING YOUR SALON 
SUCCESS NEXT YEAR AND BEYOND.
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“If you’re 
considering 
working with a 
hair PR agency, 
think carefully 
about what you 

want – PR isn’t advertising or 
marketing, it’s a different focus 
altogether (although some 
people/companies offer these 
complimentary services). PRs 
have a direct link to the media 
and communicate key messages 
for companies through editorial 
opportunities, not paid space. 
If you’re sure you need a PR 
then speak to trade journalists 
to get their advice on good 
PRs – after all they’re talking to 
them every day. You don’t have 
to just see one company; you 
can have an informal chat with 
two or three and see how they 
work and what they can do for 
your brand.” SAMANTHA GROCUTT, 
ESSENCE PR

“PR is a great tool to promote 
your salon locally and to 
the industry.  If you want to 
undertake PR yourself, then 
the rule of thumb for a great 
press release is ‘Who, What, 
Where, When and How’ – get 

these points over and hopefully 
you’ve also answered the 
journalists’ questions for them. 
Also, bear in mind the timescale 
of the publication – is it daily, 
weekly, monthly, quarterly as 
this will have an impact on the 
relevance of your news. Invite 
the key press contacts into 
the salon for a complimentary 
treatment and get to know their 
needs and interests. It’s not 
just about local newspapers 
and magazines now but local 
bloggers and influencers can 
really help you to shout about 
your expertise. Just ensure you 
go into any agreements with 
open communications so each 
party knows what is expected 
of them.” SAMANTHA GROCUTT, 
ESSENCE PR

“One of the best things you can 
do for your salon business is to 
seize as many opportunities as 
possible - big or small. Social 
media is fantastic but nothing 
beats actually getting out there 
and meeting people. Get to 
know your local media outlets 
by entering regional awards – 
they’ll appreciate having your 
support and if you’re successful, 

you should get some lovely 
press coverage out of it. Team 
up with nearby businesses for 
fundraising events or networking 
evenings – perhaps there’s an 
annual event (a music festival, 
fashion show, business luncheon 
etc) that would benefit from 
your hair services? Support your 
industry too – hairdressing is 
packed with inspirational events 
all year round, from educational 
evenings to big competitions 
and weekend-long exhibitions, 
so try to go along to as many as 
you can. Each provides a unique 
opportunity to draw inspiration 
from like–minded creatives and 
gives you the chance to shout 
about your brand.”
LAURA DAVIES, GORGEOUS PR 

“Customer communications 
is an important part of 
salon marketing that can be 
overlooked. Many salon’s 
focus on marketing to attract 
new customers, but their 
communications to existing 
clients can be neglected. Why, 
when they are arguably your 
best marketing asset? Having a 
customer communications plan 
to ensure your clients are aware 

“WHETHER YOU’RE A WELL-ESTABLISHED BRAND KEEN TO CAPITALISE 
ON YOUR SUCCESS OR A FLEDGLING BUSINESS, A COMPETITIVE 

MARKETPLACE MEANS YOU NEED TO ENSURE YOUR BRAND STANDS 
OUT. WORKING IN COLLABORATION WITH YOUR CHOSEN PUBLICITY 
TEAM WILL ENSURE YOUR BUSINESS BENEFITS FROM STRATEGIES 

THAT REALLY DELIVER ON YOUR KEY OBJECTIVES. BUT BEFORE THEY 
DELIVER ON THEM, IT’S UP TO YOU TO REALLY THINK ABOUT WHAT 

THEY ARE. IT MIGHT BE RAISING YOUR PROFILE LOCALLY OR IN THE 
INDUSTRY, INCREASING FOOTFALL TO YOUR SALON, OR WINNING 
INDUSTRY AWARDS. WHATEVER YOUR OBJECTIVES YOU NEED TO 

ENSURE YOUR PUBLICIST IS TRULY IN TUNE WITH YOUR END GOAL, 
SO THAT EVERYTHING THEY WORK ON IS IN DIRECT SYNERGY.” EMMA 

ROWBOTTOM, SEVEN PUBLICITY

of your latest news, products, 
services and promotions is vital. 
Your clients know you, trust you 
and you have their loyalty. It’s much 
easier to attract new business from 
existing clients by introducing them 
to new ideas and services than it 
is to entice people away from their 
existing hairdresser. If they try new 
services, experience new products 
and are rewarded for their loyalty 
through attractive incentives, they’ll 
spend more and tell others.” PAUL 
EVANS, VIVID PR 

There are a couple of things that 
really help improve [Facebook] 
reach, including adding a price to 
your post (even if it’s prices from), 
using emojis, using one filter 
consistently, using a few well-
chosen hashtags, scheduling to 
publish at peak times, mentioning/
tagging in brands for products 
used and tagging in your location. 
If you’re using three images, try 
the slide show option to create 
a video in Facebook. Use your 
insights to help show you the 
best days and times to post to 
reach more of your audience and 
gain better engagement. It’s this 
engagement that is driving social 
media forward. A like on Facebook 
is not as strong as getting another 
reaction, so make sure your 
content (both imagery and copy) 
are engaging enough to get more 
of a response!” EMMA SELDON, HYPE 
MARKETING

“Marketing is not just one 
element, but also a combination of 
various touch points from the first 
impression of your salon frontage 
through to your marketing assets, 
like flyers, loyalty schemes, PR 
and, of course, social media. 
Ensure you have a strong 
identifiable brand so when you’re 
seen in isolation, your audience 
know it’s you and where to come! 
We would always recommend 
sharing your designs with others 
to get their feedback, and proof 
items before 
printing or going 
live – it’s amazing 
what others spot 
that you might 
miss!” EMMA 
SELDON, HYPE MARKETING
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A GREAT COLLECTION, LIKE THE ONE CHRIS WILLIAMS 
CREATED ON THESE PAGES, PUTS YOU IN GOOD 

STEAD FOR BEAUTIFUL MARKETING THROUGHOUT 
THE YEAR. HAIR: CHRIS WILLIAMS RUSH  

PHOTOGRAPHY: JACK EAMES  STYLING: MAGDELENA 
JACOBS  MAKEUP: KELLY SADLER
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“IF YOU’RE SELLING AN 
EXTENSION SERVICE 
HAVE AT LEAST TWO 
MEMBERS OF THE TEAM 
WEARING EXTENSIONS 
– IDEALLY SHOWCASING 
THE VARIETY OF OPTIONS 
AVAILABLE – LENGTH, 
VOLUME, COLOUR, FRINGES, 
FLASHES – WHATEVER. 
WITH EXTENSION CLIENTS, 
ALSO INCLUDE THE A-Z OF 
AFTERCARE DURING THE 
TREATMENT PROCESS; NOT 
JUST HURRIEDLY AT THE 
END OF THE APPOINTMENT.” 
JULIE ALLEN, JOOLS PR

17

“Make sure your team 
use the products they’re 
selling on their own hair 
to best effect, as they’re 
your key influencers as 
far as your clientele is 

concerned. Then bring selling products 
into the consultation process and 
promote them as problem solvers and 
polishers. Explain how important it is 
to use professional products, mention 
brand heritage and expertise, premium 
grade ingredients, concentrated formulas 
and so on. Plus sell at the beginning, 
not at the end when all time-poor clients 
want to do is make a dash for the door. 
Alongside, choose a product of the 
week, every week. Tag it “We love” 
and actively promote it in the salon 
and on social media. Don’t just plonk 
products in front of the client – give them 
the appropriate build-up with brief, but 
informative and enthusiastic explanations. 
In-salon competitions with interesting and 
innovative prizes to motivate staff to sell 
effectively, can be great.” JULIE ALLEN, 
JOOLS PR

Experience the many industry events 
available to you. Network as much as you 
can; hairdressers love to help and learn 
from each other. Join the Fellowship 
and present at Members’ Night. Enter 
creative and business awards; achieve 
success and there’s no better way 
of raising your profile.
JULIE ALLEN, JOOLS PR

“Bring your salon colours, aesthetic and 
personality into your social media images, 
so people know what you’re about. Is 
your salon white, minimalist and great at 
graphic cuts? Or are you all about bright 
and bold with a sense of humour? Make 
sure that’s identifiable on your social 
media, so you attract more of their clients 
you want.” RACHAEL GIBSON, LWPR AND @
THEHAIRHISTORIAN 

“Look out for apps like Later and Planoly, 
which will allow you to schedule posts 
for days, weeks or months in advance. It 
takes some of the pressure of you and 
ensures you’ve always got something 
fresh going up.” RACHAEL GIBSON, LWPR 
AND @THEHAIRHISTORIAN 

“Fail to plan and you plan to fail. In a 
multimedia world, plan your marketing 
campaigns for the year, design a 
promotions calendar and put a budget 
together. This way you’ll have a stronger 
approach and you’ll be able to measure 
results to see what works best, and what 
doesn’t. Integrating your approach to 
focus on local PR, social media and digital 
media is also vital so your marketing is on-
brand and consistent across your entire 

media landscape. Social media is also a 
great way of building local connections 
but you need to consider how social 
marketing fits into your plan, as well 
as looking at local print and online 
media outlets, and in-salon campaigns. 
When it comes to marketing, a clear 
plan, with clear objectives and ways 
of evaluating results will transform 
marketing from outlay into a valuable 
investment.” PAUL EVANS, VIVID PR

“Prospective clients need to be given 
the desire to visit your salon through 
marketing. Social Media can help 
hugely with this as portals such as 
Instagram can give a real insight into 
the salon, the team and the services 
you offer. Video is the big thing just 
now and fairly new to Instagram is 
Instagram TV, which offers streaming 
for up to one hour and allows the 
salon to showcase their beautiful 
surroundings, their great team and 
some of the fabulous work they 
produce. If you haven’t tried it out – 
give it a go.” ALISON JAMESON, AJC93

“Keeping existing clients can be more 
difficult [than attracting prospective 
clients] as appointment times are 
getting longer and many are searching 
for discounts and offers and loyalty 
can be thin on the ground. Make 
them feel special, offer services (such 
as a complimentary head massage 
treatment) to clients after their third 
or fourth visit or send them a birthday 
card with a voucher to spend in 
the salon. These little things aren’t 
expensive but they go a long way 
to making someone feel special and 
encouraging their loyalty.” ALISON 
JAMESON, AJC93

“Proactively seek editorial placement 
with local press – particularly small, 
glossy local magazines that are 
dropped through letterboxes and only 
feature nearby businesses. These 
magazines are often a very good way 
to really engage with people living right 
on your doorstep. Call or email the 
editor and offer to run a competition 
feature to win a makeover (you 
may also want to partner up other 
businesses such as a clothes shop), or 
see if they’re planning any upcoming 
salon reviews and/or beauty trend 
features you can get involved in. If 
you can afford it, a small advert with 
an exclusive promotion is also a good 
way to show the local magazine you’re 
supporting their business; making 
them much more open to supporting 
you in the future too. Usually the 
magazine will be able to help design 
this if you can’t produce a branded 

advert in-house.” CHERYL COX, GROUP 
ACCOUNT DIRECTOR AT JAYWING PR

“Look at your Social media channels. It 
is all too tempting to have an account 
with every channel, but this can be a lot 
of work to maintain and also hard to build 
up an engaged and relevant audience. 
It is far better to focus on one platform 
– I would advise either Facebook or 
Instagram – and populate this with good 
content every few days. Remember to 
think about your audience and what they 
will want to see most. Photos of cuts and 
colour work (if ok with the customer) are 
usually a lot more effective and shareable 
than spamming the feed with lots of 
offers, or only posting edgy collection 
shots. If you do want to shout about a 
promotion on Social, post this just once 
and put a little bit of money behind it to 
ensure it is served to your target audience 
– and don’t forget that clear call to action 
so you can see how well 
it worked for you.” CHERYL 
COX, GROUP ACCOUNT 
DIRECTOR AT JAYWING PR
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IN A BID TO OFFER THE 
ULTIMATE SERVICE, SALONS 
ACROSS THE COUNTRY ARE 
OFFERING ALCOHOL TO 
THEIR GUESTS – BUT THEY 
COULD BE BREAKING THE 

LAW. LUKE ELFORD, AN ASSOCIATE IN THE 
LICENSING TEAM AT TLT, BREAKS DOWN THE 
RULES AND HOW THEY AFFECT YOU.

SB:GOT 5

THE INS AND OUTS 
OF LICENSING

Cutting corners on 
licensing has the 
potential for hair 
raising fines.
 

“In my day job as a licensing 
lawyer, I’ve noticed a trend for 
premises that you wouldn’t 
usually associate with alcohol 
adding it to their offering. 
From hair salons and nail 
salons to trampoline parks 
– you name it, the list is 
endless.
 
“This is due to increasing 

competition but also 
consumer demand for more 
of an experience from retail 
and leisure operators. The 
important thing is that the 
operator has considered the 
need for a licence and is 
taking expert advice before 
providing alcohol to their 
customers. Unfortunately, 
some operators are 
understandably unaware of 
the rules and are offering 
alcohol without first 
considering if they need a 
licence.

GOT5_LICENSING.indd   20 08/11/2018   13:52



THE INS AND OUTS 
OF LICENSING

21

SB:GOT 5

“THE UNFORTUNATE TRUTH IS THAT IF YOU’RE ENGAGING IN THAT KIND 
OF PRACTICE, YOU’RE SUPPLYING ALCOHOL AS PART OF A PAID FOR 
SERVICE. AS SUCH, THE LOCAL AUTHORITY COULD TAKE THE VIEW THAT 
YOU ARE SELLING ALCOHOL WITHOUT A LICENCE AND IF THEY FELT THERE 
WAS A NEED TO DO SO, PROSECUTE THE PROPRIETOR. MORE LIKELY, THE 
LICENSING AUTHORITY WOULD DEMAND YOU STOP ‘SELLING’ ALCOHOL 
AND SUGGEST THAT YOU OBTAIN A LICENCE.”

“The basic proposition is 
that the retail sale of alcohol 
without a licence is an offence 
under the Licensing Act 2003. 
The penalties for getting 
caught are no laughing matter 
– a (potentially) unlimited fine 
and/or six months in prison 
with courts determining 
fine levels based in part 
on a business’ turnover. 
Further offences of exposing 
alcohol for unauthorised 
sale and keeping alcohol for 
unauthorised sale mean that 
offering a glass of wine with a 
haircut or a bottle of beer with 
a beard trim can end up being 
very costly indeed.

“For a long time, people have 
tried to find a way around 
licensing rules by concocting 
various schemes to convince 
the authorities that they aren’t 
‘selling’ alcohol, which has 
led to myths and businesses 
becoming easily confused 
about when they can and 
cannot operate without a 
licence. There has been 
everything from ‘paying’ over 
the odds for a cloakroom 
ticket to ‘hire fees’ that include 
alcohol.

“I have witnessed a number 
of beauty salons and barber 
shops offering clients an 
alcoholic drink on arrival and 
some that are very kind and 
top them up throughout the 
visit. This is often explained 
away as a ‘complimentary’ 
drink and therefore not a sale.

“The unfortunate truth is that 
if you’re engaging in that kind 
of practice, you’re supplying 
alcohol as part of a paid for 
service. As such, the local 
authority could take the view 
that you are selling alcohol 
without a licence and if they 
felt there was a need to do so, 
prosecute the proprietor. More 
likely, the licensing authority 
would demand you stop 
‘selling’ alcohol and suggest 
that you obtain a licence.

“Obtaining a licence can take 
up to two months, so it is best 
to act now rather than wait for 
the opportunity to enhance 
your offer. This should be 

a relatively straightforward 
process, but there are some 
legislative hoops to jump 
through and many business 
owners have come unstuck, 
so speaking to an expert is 
advisable.
 
“The government was 
considering introducing a 
new form of permission (a 
Community Ancillary Sellers’ 
Notice or ‘CANS’). This 
would have enabled small 

businesses selling alcohol as 
part of a wider service e.g. 
hairdressing, to do so without 
the need to go through 
the process of obtaining a 
full premises licence. The 
legislation was never enacted, 
and during a recent look 
at licensing in general, the 
House of Lords recommended 
scrapping CANS entirely, 
which the government 
has said it will take into 
consideration. 

“With other issues occupying 
the political agenda at present, 
we are not expecting any 
further developments in the 
near future. Until then, salons 
should consider whether they 
need or want to apply for 
a premises licence, and be 
mindful of the consequences 
of not doing so,” concludes 
Luke. 
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SARAI HAIR AND BEAUTY 
OWNER SARAH MORRISSEY 
KNEW THAT WHEN SHE 
TOOK OVER THE SALON IN 
2006, SHE HAD TO ENSURE 
THE STAFF WERE HAPPY TO 

GET THE BUSINESS RIGHT. IN 2018 SHE PROVED 
SHE’D DONE JUST THAT WHEN SHE BECAME 
SALON BUSINESS AWARDS BUSINESS SALON 
OF THE YEAR. READ ON FOR SOME INSPIRATION 
ON TREATING YOUR STAFF JUST SO, TO SEE 
YOUR BUSINESS FLOURISH. 

SB:GOT 5

GETTING 
BUSINESS 
RIGHT

LIFESTYLE
‘Everyone is Unique’ is 
the mantra at the heart of 
everything at Sarai Hair and 
Beauty, with Salon Owner 
Sarah Morrissey investing 
significant time and resources 
in shaping and supporting the 
team. 

“We recognise that our staff 
spend a lot of time at work, 
and therefore we strive to 
create an environment that 
inspires passion, dedication 
and loyalty.” says Sarah 
adding, “This boosts 
motivation levels, progression, 
job satisfaction and, ultimately, 
elevates just a job into a 
career.” 

Ongoing training is tailored to 
each individual and every staff 
member is set personal goals, 
to give them the motivation to 
“work towards something for 
themselves as well as for the 
salon”. 

“The training we offer 
inspires our team to become 
the talented, motivated 
and creative stylists and 
beauticians that customers 
come back for time and time 
again,” explains Sarah, who 
delivers much of the training 
herself.

“Spending time training our 
future stars, getting to know 
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“THE STAFF RANGE 
IN AGE FROM 16 
THROUGH TO 49 SO 
WE HAVE A GREAT 
BLEND OF YOUTH AND 
EXPERIENCE THAT 
KEEPS EVERYONE 
ON THEIR TOES – 
THE YOUNGSTERS 
SHOW MATURITY, 
THE SENIORS STAY 
SWITCHED ON TO THE 
TRENDS. IT’S A WIN-
WIN DYNAMIC FOR 
OUR CLIENTS”

them on a personal as well as 
a professional level, creates 
a mutual bond where you 
work together for one another 
instinctively. This is the bedrock 
of brilliant teamwork and is an 
integral part of our success.”

EDUCATION
As a trainer for the industry 
standard training and 
development company UKTD, 
Sarah is perfectly placed to 
guide the younger members of 
staff on the day to day aspects 
of their job description. And 
as a qualified NVQ assessor, 
she can also train and assess 
the team for their NVQ 
qualifications.

Sarah doesn’t neglect external 
training either, ensuring 
sufficient budget for all staff to 
experience both internal and 
external training. The team 
attends training appropriate to 
their level of experience and 
expertise at the training centres 
of many of the industry’s key 
players. Sarah then arranges for 
them to share the knowledge 
they’ve gained in staff training 
sessions back at the salon. 

Reviews take place quarterly 
throughout the year to 
monitor progress too, and 
there’s a Continuous Personal 
Development plan for each 
team member, which is 
compiled with them.

EXTRA-
CURRICULAR
“Putting together photo shoot 
collections are the ultimate 
collaboration exercises. Not 
only is it motivating and 
exciting for the team, but also it 
showcases how talented they 
are as a collective,” explains 
Sarah.

At Sarai they actively encourage 
staff at all levels to step out 
of their comfort zone when 
the opportunity arises. Sarah 
says: “One of our team has 
experienced working backstage 
at the V festival, showing off 
her skills and promoting the 
salon. Also, two of the team 
were involved backstage at 
London Fashion Week with 
Karine Jackson. 

“This was featured in Vogue 
magazine and was of course, 
posted on our social media 
sites, website, and referenced 
in our newsletter. Another 
member of our team was also 
involved backstage on a photo 
shoot for Ann Veck” – all great 
profiling for the salon!

OFFERING MORE
Sarah believes by offering 
enhanced career opportunities, 
staff are better prepared, 
fully skilled and have a more 
fulfilled role, and she doesn’t 

underestimate the factors that 
contribute towards this. 

“The staff range in age from 
16 through to 49 so we 
have a great blend of youth 
and experience that keeps 
everyone on their toes – the 
youngsters show maturity, the 
seniors stay switched on to the 
trends. It’s a win-win dynamic 
for our clients,” she says.

They also take a positive 
approach towards flexible and 
part-time working hours to 
encourage team members with 
small and school age children 
to stay at the salon, rather than 
feeling compelled to give up 
the career they love. 

WELLBEING
Salon Manager, Lisa Welsher, 
also has a number of 
qualifications under her belt 
that equip her with the skills to 
look after staff’s wellbeing. 

“If someone is having a bad 
day, whether it’s to do with 
work or personal issues, Lisa 
will spend time with them, 
break down the problem and 
hopefully turn things around. 
She is very much into Neuro-
Linguistic Programming [a 

discipline defined by its belief 
that changing behaviour can 
alter the ability to achieve], 
which is having a huge success 
as the team feel they can really 
open-up with her and discuss 
their issues,” says Sarah.

Lisa has also just finished 
a counselling course and is 
currently doing a Cognitive 
Behavioural Therapy course. 
“If a staff member is having 
out of salon counselling or CBT, 
we will sit with them and read 
through literature given or find 
out what they’ve been doing 
in the sessions so that we can 
support them with this to keep 
it consistent for them,” adds 
Sarah.

TEAM BUILDING
There are team building days 
held quarterly, either in-salon or 
as an out of salon event. The 
latter are often charity events, 
like Race for Life. 

“Knowing and understanding 
how the team ticks is key, as a 
team won’t function effectively 
unless they know each other 
really well,” explains Sarah.

Here, here!
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FOLLOWING THE 
ANNOUNCEMENT OF THE 
BUDGET BY THE CHANCELLOR 
OF THE EXCHEQUER, PHILIP 
HAMMOND, THERE WAS SOME 
GOOD NEWS FOR SALONS ON 

APPRENTICESHIP COSTS, BUSINESS RATES 
AND VAT BUT ALSO SOME BAD, WITH INFLATION-
BUSTING INCREASES TO THE NATIONAL 
MINIMUM WAGE. 

SB:GOT 5

THE BUDGET 
AND YOU APPRENTICESHIP 

COSTS
First things first, 
the mandatory cash 
contributions from 
employers towards the 
cost of apprenticeship 
training and assessment 
will be reduced from 10 
percent to five percent, 
from April 2019 for new 
starters. 

So what does that 
mean for salons? From 
January 1, changes to 
funding bands means 
cash contributions for 
employers of apprentices 
on the hair professional 

Trailblazer standards 
are already going down 
from £900 to £700, 
but following today’s 
announcement this will 
go down again to £350 
in April 2019 for new 
starters. Employers of 
apprentices on the beauty 
professional Trailblazer 
standards will also see 
cash contributions go 
down from £700 to £350 
in April.
 
Hilary Hall, NHF and NBF 
Chief Executive says: 
“We’re delighted that our 
campaign against cash 
contributions for small 
business employers has 
been successful. Salons 
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with less than 50 employees 
who take on 16-18 year 
olds (or 19-24 year olds who 
have been in care or who 
have a local authority care 
plan) will continue to pay 
nothing towards the cost of 
apprenticeships. If you’re 
thinking of taking on an older 
apprentice (19+), waiting until 
April will save you at least £350 
per apprentice.”

BUSINESS RATES
Business rates for hair salons, 
beauty salons and barbershops 
with a rateable value of 
£51,000 or less will be cut 
by a third for two years. In 
a further move to help the 
high street, £675 million has 

been allocated for local high 
streets to improve transport 
links, re-develop empty shops 
as homes and offices and 
to restore or re-use old and 
historic properties.

“The extra relief for small 
salons is welcome, but it still 
leaves large salons with the 
burden of business rates,” 
says Hilary. “We’ve also been 
fighting hard for our members 
on business rates, which we 
believe are unfair to ‘bricks 
and mortar’ businesses 
like salons while online 
businesses pay nothing. The 
Chancellor announced a new 
Digital Service Tax which will 
apply to online platforms such 
as Amazon and Facebook, 

which may signal that the 
government is taking small 
steps towards addressing this 
imbalance.”
 

VAT REGISTRATION 
THRESHOLD
Despite speculation that the 
Chancellor would slash the 
VAT registration threshold to 
£43,000, he announced that 
it would be maintained at the 
current level of £85,000 for two 
more years until April 2022. 

This is good news for salons 
with a turnover between 
£43,000 and £85,000 although 
there is still more that can be 
done. 

The NHF/NBF is calling for a 
smoothing of the ‘cliff edge’, 
which currently lands salons 
with an immediate bill of 
£17,000 as soon as they go 
£1 over the threshold. The 
Chancellor has not ruled 
this out, but as VAT is a tax 
controlled by the European 
Union, it will now wait until 
the terms of Brexit are 
clear. According to Hilary, there 
are clear signals that the longer 
term plan for VAT is to reduce 
the threshold after 2022 
though. 
 

WAGE RISES
The National Living Wage paid 
to workers aged 25 or over 
will rise from £7.83 per hour to 
£8.21 per hour next April.

The 38p increase represents a 
4.9 percent rise, meaning the 
UK’s lowest paid workers will 
see their pay rise above current 
levels of inflation. It amounts 
to an annual increase of about 
£690 for a full-time worker.

The Government has also set 
a target of £9 per hour by 2020 
so now is the time to act to be 
ready for a likely further large 
increase next year to reach this 
target.

You can never be too prepared, 
and if there’s some left over? 
Even better.

“WE’RE DELIGHTED THAT 
OUR CAMPAIGN AGAINST 
CASH CONTRIBUTIONS 
FOR SMALL BUSINESS 
EMPLOYERS HAS BEEN 
SUCCESSFUL. SALONS 
WITH LESS THAN 50 
EMPLOYEES WHO TAKE 
ON 16-18 YEAR OLDS 
(OR 19-24 YEAR OLDS 
WHO HAVE BEEN IN 
CARE OR WHO HAVE A 
LOCAL AUTHORITY CARE 
PLAN) WILL CONTINUE 
TO PAY NOTHING 
TOWARDS THE COST OF 
APPRENTICESHIPS”
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MR 
& 
MRS
SITUATED IN A CHARMING 
TWO-STOREY STONE 
BUILDING ON HIGHWORTH’S 
FAMOUS MARKET SQUARE, 
KAROLIINA SAUNDERS 
HAIR DESIGN IS ELEGANT 
AND FULL OF CHARACTER. 
AS HUSBAND AND WIFE 
AS WELL AS BUSINESS 
PARTNERS, SALON OWNERS 
KAROLIINA AND MARK 
KNOW WHAT IT MEANS TO 
FORGE RELATIONSHIPS FOR 
SUCCESS IN BUSIESS AND 
IN LIFE. WE ASKED THEM TO 
DIVULGE THER SECRET.

SB:FEATURE
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TELL US WHAT YOU’RE 
RESPONSIBLE FOR IN 
THE RUNNING OF THE 
SALON: 
KAROLIINA: As salon 
owner, manager and salon 
educator, I run and manage 
the salon and do a lot of the 
offi ce and administration 
work. I design the training 
plans and deliver a lot of 
the in-salon education. I 
also order the stock and 
work on the salon fl oor 
several days a week.
MARK: As Business Manager 
I develop the business in 
every way I can, and look 
for opportunities to grow 
our salon. I do some of 
the social media alongside 
our salon PR and organise 
a lot of the planning that 
allows us to attend and 
be involved with so many 
events away from the salon 
– such as awards, shows, 
competitions etc. I’m also 
Karollina’s sounding board – 
one of the most important 
jobs of all!

WHO IS THE CREATIVE 
ONE?
K: Me – I have always 
been creative and so much 

29
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MR & MRS
KAROLIINASHD.CO.UK

INSTAGRAM @KAROLIINASAUNDERS
FACEBOOK

@KAROLIINASAUNDERSHAIR
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inspires me that I 
find it impossible not 
to be.
M: Karoiiina is the 
creative one – I’m the 
sounding board for 
her ideas.

WHO WEARS THE 
TROUSERS?
K: Me at work and 
Mark at Home.
M: Me.

WHY DO YOU 
WORK SO WELL 
TOGETHER?
K: We’re both really 
passionate about 
the salon and what 
we want to achieve. 
We share the same 
ideas and are both 
perfectionists.
M: We work well 
together because I’m 
very understanding 
and supportive.

WHAT ARE YOUR 
STRENGTHS?
K: I’m passionate 
and totally engaged 
with what I’m 
doing. I grab every 
opportunity and say 
YES to everything. I 
will never take no for 
an answer.
M: I’m diplomatic 
and organised and 
the voice of reason. 
I keep Karoliina in 
check.

WHAT ARE YOUR 
WEAKNESSES?
K: My strengths can 
be my weaknesses. 
It can be tiring 
working with me as I 
can literally never say 
no and it’s hard to 
keep up.
M: I would probably 
say that I can be 

too forgiving when 
it comes to giving 
second chances.

WHAT’S YOUR 
MOST ANNOYING 
WORK HABIT.
K: I expect everyone 
to do as much as I 
do.
M: I nag Karoliiina.

WHICH CELEBRITY 
COUPLE ARE YOU 
MOST LIKE?
M AND K: I think we 
would say Goldie 
Hawn and Kurt 
Russell. We’ve been 
together a long time 
and we work really 
well as a team. We’re 
still best friends.

“AS BUSINESS 
MANAGER I DEVELOP 
THE BUSINESS IN 
EVERY WAY I CAN, 
AND LOOK FOR 
OPPORTUNITIES TO 
GROW OUR SALON. I DO 
SOME OF THE SOCIAL 
MEDIA ALONGSIDE 
OUR SALON PR AND 
ORGANISE A LOT OF 
THE PLANNING THAT 
ALLOWS US TO ATTEND 
AND BE INVOLVED 
WITH SO MANY 
EVENTS AWAY FROM 
THE SALON – SUCH 
AS AWARDS, SHOWS, 
COMPETITIONS ETC. 
I’M ALSO KAROLLINA’S 
SOUNDING BOARD- 
ONE OF THE MOST 
IMPORTANT JOBS        
OF ALL!”
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When you spend your days 
helping others to look their 

best, it’s easy to neglect yourself. 
Who has the time or money 

to keep researching and 
testing out the latest skincare 
products anyway? But when 
you look good, you feel good. 

So, step forward the smart 
answer to your prayers; the 

HiMirror. It analyses your skin 
by taking photos and tracking 
its progress. It can tell if your 
products are really working, 
or not, and  suggest targeted 
recommendations. It’s like 
having your own skincare 

consultant at home! RRP: £239 
himirror.com

32
Whether you want to cut 

out the salon chatter 
while you take a quick 
break, or are simply 

looking to unwind at home, pop 
on a pair of the WH-1000XM3 

Wireless Noise Cancelling 
Headphones by Sony. Its smart 
listening automatically detects 
your activity and adjusts ambient 
sound settings accordingly. RRP: 
£329 CENTRESDIRECT.CO.UK  

SB:GADGETS

TECH 
GIRLS
AS WE HEAD FULL FORCE INTO THE 
BUSY FESTIVE SEASON, IT’S TIME TO 
WEATHER THE STORM WITH A LITTLE 
ME TIME. SO, WHY NOT MAKE SOME 
UPGRADES IN YOUR PROFESSIONAL 
AND HOME LIFE? WE LOOK AT SOME 
GADGETS WORTH INVESTING IN. ME TIME

BLOCK 
IT OUT

Get ready to unwind 
with some ambient 
lighting at the end 
of your shift, or ease 

that anxiety pang just before 
bed, by knowing your salon’s 
lights were scheduled to turn 
themselves off. The LIFX 
A60 LED Light Smart Bulbs 
connect your lights with 
Google Home or Amazon 
Alexa for voice control, and 
are also great when it comes 
to saving energy. RRP: £54.99 
LIFIX.COM

SET THE MOOD
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It’s always good to end the 
day with a bit of me time and 
if reading’s your thing, the 
Remarkable Ereader is for you. 
It’s the lightweight way to carry 
around all of your favourite 
reads, plus it also doubles up 
as a great notetaker. Scribble, 
draw or sketch with its battery-
free pen – a great way to jot 
down inspiration as it strikes. 
RRP: £499 remarkable.com

When you don’t feel 
like working out after 
running around the salon 
all day, try and remind 

yourself that regular exercise 
helps to boost your physical AND 
mental endurance. Help yourself 
to remember with the Garmin 
Vivosmart 3 Tracker, which also 
features a built-in heart rate monitor 
to give you a stress rating; a little 
reminder to step aside and take fi ve 
when you really do need it. RRP: 
£99.99 GARMIN.COM  

We rely on WiFi for more 
and more each day, and 
there’s nothing more 
stress-inducing than bad 

connectivity, especially when you 
just need to update your Twitter feed 
after a long day in the salon. So, up 
your wireless game with a Mesh 
Network from Google. Google Wifi  
doesn’t just rely on one single router, 
it blankets every corner of each room 
giving you the best connectivity 
possible. Also handy at covering 
dead-spots in your salon. RRP: £129 
STORE.GOOGLE.COM

SB:GADGETS

MIND FUEL

STAY CONNECTED

STOP STRESS

STATS

APP: OAK 
MEDITATION & 

BREATHING

It’s estimated that the wearable 
fi tness trackers market will reach 

$48.2 Billion 
by 2023. P&S MARKET 

RESEARCH

Struggle to stay calm when 
things get too busy? Or, 
have diffi culty drifting off at 
night? If that’s a yes, then 

the Oak app is for you! Choose 
from a range of meditative and 
breathing sessions ranging from 
fi ve to 30 minutes, which will help 
you to relax and turn meditation 
into a habit. It’s simple yogic 
breathing exercises can easily 
be performed on-the-go. So, no 
excuses! Free to download from 
the app store. oakmeditation.com

Vivosmart 3 Tracker, which also 
features a built-in heart rate monitor 
to give you a stress rating; a little 
reminder to step aside and take fi ve 
when you really do need it. RRP: 
£99.99 GARMIN.COM  

fi ve to 30 minutes, which will help 
you to relax and turn meditation 
into a habit. It’s simple yogic 
breathing exercises can easily 
be performed on-the-go. So, no 
excuses! Free to download from 
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ONE OF THE HIGHLIGHTS OF SALON 
INTERNATIONAL, RUSH LIVE, WAS IN 

THE SPOTLIGHT AT THE SALON LIVE 

THEATRE, INSPIRING AND EDUCATING 

ALL WHO ATTENDED.  

For the past eight 
years the staff 
at RUSH Hair 
have been raising 

invaluable funds for Great 
Ormond Street Hospital, 
and as co-founder and 
joint CEO, Stell Andrew 
reiterated in his Rush Live 

opening speech, “Tonight 
is all about helping to 
save children’s lives.” 

During the evening 
guests were treated 
to the intricacies of 
Rush’s latest collection, 
Obsession, presented 
by International Creative 
Director, Andy Heasman 
and International Colour 
Director, Chris Williams.

“Obsession is to 
be different, make 
a statement and to 
be individual. With 
Obsession, we are 
eclectically mixing 
fashion and hair, creating 
juxtapositions, inspired by 
the youth and uniqueness 
of sub cultures,” said 
Andy.  

The fi nal session was 
full of beauty, drama and 
individuality. The Editorial 
and Session Team, led by

Tina Farey, brought to life 
models inspired by the 
Popovy Sisters. Creators 
of bespoke dolls, with 
couture clothes and 
individual hairstyling, the 
team showcased Avant 
Garde hairstyling at its 
best – anti-head shapes 
created with braids along 
with super short fringes 
with extreme length, 
pompoms and tassels 
with an ethereal beauty.  

The evening fi nished with 
all the evening’s models 
taking to the stage in a 
catwalk presentation and 
Andy saying: “Tonight 
was about raising money 
for a great charity, the 
Great Ormond Street 
Hospital, as well as 
sharing our creative ideas 
with you.”

ALL GOOD

reiterated in his Rush Live 

Tina Farey, brought to life 
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“OBSESSION IS TO BE DIFFERENT, MAKE A 
STATEMENT AND TO BE INDIVIDUAL.”
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LEGENDARY LONDON VENUE, THE 

ROUNDHOUSE IN CAMDEN, ONCE 

AGAIN PROVIDED THE SPECTACULAR 

SETTING FOR THE ANNUAL UK & 
IRELAND FINAL OF THE WELLA 
PROFESSIONALS TRENDVISION 
AWARD 2018.

Hosted by TV 
favourite Emma 
Willis, this year’s 
TrendVision 

Award for UK and Ireland 
showcased some pretty 
impressive hairdressing 
talent from both finalists 
and show creators. 

The night featured an 
iconic collection from 
Wella’s Technical Director, 

Robert Eaton, supported by 

the Russell Eaton Art Team 

who opened the show. The 

talented award-winning 
colourist presented Colour 

Me+, a stunning collection 

of multi-tonal hair colour 
brought to life through light 

and reflection.   

An incredible show called 
Long Live the Queens from 

ghd demonstrated the truly 

creative nature of ghd, 
and celebrated all stylists, 
who it dubbed the ‘Queen 

Makers’. HOB Academy 
also presented its HOB 35 

show, headed up by Akin 
Konizi and his creative 
team. The incredible 
collection celebrated its 35 

year anniversary drawing 
inspiration from previous 
collections and current 
trends. 

More than 800 of the 
hairdressing industry’s 
finest gathered for 
the evening of pure 
entertainment, creativity 
and hair fashion, 
culminating with the 
unveiling of the TrendVision 

Award 2018 UK & Ireland 
Winners. 

THE UK WINNERS: 
COLOR VISION:
GOLD – Krista Ward, D&J 
Ambrose
SILVER – Ben Draper, Regis 

BRONZE – Dannie Lea, 
Dannie Lea Hair & Beauty 
 
CREATIVE VISION:
GOLD – Nikki Clifford, NJUK 

Hair & Beauty
SILVER – Brandon 
Messinger, Zullo & Holland
BRONZE – Helen Tether, 
Helen Tether Award 
Winning Hair 
 
UK & IRELAND WINNERS:
MALE GROOMING GOLD - 
Lieanne Buckley, Lieanne 
Gents Stylist 
RUNWAY GOLD - Stephanie 
Gallagher, Wonderland  

PEOPLE’S CHOICE UK AWARD 
WINNER:
Lisa Alexander, Dickson 
Reid Hairdressing

TALENT
POOL
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MORE THAN 800 OF THE HAIRDRESSING 
INDUSTRY’S FINEST GATHERED FOR 

THE EVENING OF PURE ENTERTAINMENT, 
CREATIVITY AND HAIR FASHION.

TRENDVISION 
DIDYOUKNOWS…
>> You don’t need to be a Wella 
salon to enter

>> The Gold winners from the 
UK & Ireland final will have 
face to face mentoring with 
leading icons including Darren 
Ambrose, Cos Sakkas, Akin 
Konizi, Paul Adamczuk and 
Robert Eaton 

>> Gold winners are flown to 
the International final, which 
could be a chic European spot 
or thriving American city

>> Winners receive a 
tailormade programme of 
education courses, and will 
take part in a photoshoot with a 
leading industry photographer
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FOLLOWING ON FROM THE TRENDVISION 
UK AND IRELAND FINAL, THE TALENTED 

WINNERS HEADED TO THE IBERIAN 

COAST FOR THE INTERNATIONAL STAGE, 

TO COMPETE WITH THE CREAM OF THE 

CROP FROM 42 OTHER COUNTRIES. 

As part of Wella 
Professionals’ 
commitment to 
celebrating and 

elevating the heart of 
Professional Beauty, the 16th 

edition of the International 
TrendVision Awards featured 

a new format and name. 

Newly dubbed Wella 
Professionals International 
TrendVision Awards Creative 

Retreat Experience, it now 

includes hands-on and 
inspirational experiences 
for the 76 national fi nalists 
across three days. 

Held in the historical city of 

Lisbon, the entire weekend 

was broadcast live across 
Wella’s social channels 
reaching more than 15 million 

hairdressers, emerging 
infl uencers and the next 
generation of industry 
shapers around the world. 

It kicked off with some of 
the best and most sought-
after names in the industry 

including the exceptional 
Eugene Souleiman, Wella 
Professionals Global Creative 

Director Care & Styling 
and ghd fashion week 
ambassador. He provided an 

overview of fashion week 
looks using references from 

Thom Browne, 

Maison Margiela and Olivier 

Theyskens.

Coty Professional Beauty 
Global Ambassador Rossano 

Ferretti inspired the audience 

with his incredible success 

story as an industry leader 
with over 30 years of 
experience. With 23 luxury 

hair spas worldwide to his 
name, Rossano is known as 

the Maestro and the creator 

behind the iconic Invisible 
Haircut. 

Sarah Potempa, Celebrity 
Hair Stylist, demonstrated the 

power of social media sharing 

her tips and experience 
while Andreas Kurkowitz, 
Wella Professionals 
Global Color Ambassador, 
introduced the seasonal 
Color Palette from INSTA-
VINTAGE MOVEMENT, a 
new and exciting evolution 

in expressing individual 

INTER-
NATIONAL 
STARDOM

CROP FROM 42 OTHER COUNTRIES. 
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NEWLY DUBBED WELLA PROFESSIONALS 
INTERNATIONAL TRENDVISION AWARDS 
CREATIVE RETREAT EXPERIENCE, IT NOW 

INCLUDES HANDS-ON AND INSPIRATIONAL 
EXPERIENCES FOR THE 76 NATIONAL 

FINALISTS ACROSS THREE DAYS. 

uniqueness by applying modern 
colors with a vintage feel. 

Sylvie Moreau, President of Coty 
Professional Beauty said: “ I hope 
we’ve offered all our participants a 
once in a lifetime experience with 
this new Creative Retreat experience. 

“It was incredibly inspiring to watch 
the teams and their mentors during 
these three days, pushing their 
boundaries and working outside of 
their comfort zone. The quality of the 
work that we witnessed here was 
simply outstanding. “

To celebrate the future of 
hairdressing, the 16 mentors 
selected the winners for the 
Wella Professionals International 
TrendVision Awards 2018, Color 
Vision and Creative Vision awards. 
Tanya Grant from Australia scooped 
the Color Vision awards, while the 
Creative Vision Winner was Sergei 
Chernyshey from Russia.
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TORONTO WAS HOME TO HUNDREDS 

OF HAIRDRESSERS AS GLOBAL 
ZOOM CREATED TWO DAYS OF 

EXTRAORDINARY SHOWS, AN EXCITING 

COMPETITION AND INSPIRING ARTIST 

SESSIONS. 

Toronto hosted this 
year’s Global Zoom 
event where almost 
3,000 passionate 

stylists from all over the 
world came together. 
One of the numerous 
highlights was the world 
premiere of Goldwell’s 
2019 Color Zoom 
Collection REMIX – a mix 
of retro pop with quirky 
punk elements.

It was the Academy 
Sessions that started it 
all off though with more 
hands-on education than 
ever before; The Master 
Design Team presented 
the most fashion-forward 
designs from Goldwell’s 
signature programme, 
focusing on cut, styling 

and colour. Global 
Cutting Ambassador Jay 
Mahmood and the team 
showcased haircuts 
from the Master Stylist 
Programme alongside 
Rodica Hristu who’s 
colour expertise brought 
to life the Master Colorist 
Programme. 

The KMS Style Council 
delighted the audience 
with initial insights about 
STYLECOLOR. Across 
the two days, the team 
showcased a variety 
of cuts and styles with 
amazing STYLECOLOR 
effects to enhance the 
looks.

The @Pure Pigments 
Team, Rebecca Hiele 

TRANS-
ATLANTIC 
INSPIRATION
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“WE HAD TWO INCREDIBLE AND 
INSPIRATIONAL DAYS WITH 

MORE EDUCATIONAL CONTENT 
THAN EVER BEFORE,”
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and Lindie Blackwell, 
presented how to use and 
showcase the beauty of 
@Pure Pigments. They 
presented models whose 
customised colours 
displayed unprecedented 
shine, vibrancy and colour 
brilliance, displaying how 
@Pure Pigments can be 
used within the daily salon 
routine. 

Of course, the reason 
everyone descended on 
the Canadian capital was 
the Color Zoom Challenge 
with three different 
categories – Partner, 
Creative & New Talent. 

This year, participants 
interpreted the 
ELEMENTAL Collection 
as they represented their 
countries at the Color 
Zoom Live Final. 

It was at the Oribe Cocktail 
Party where the Gala Show 
saw the announcement 
of the three global 
winners, all of whom had 
demonstrated astounding 
hairdressing skills in the 
Color Zoom competition: 

New Talent category: 
Nushka Barbosa, 
Netherlands 
Creative category: Roos 
Topley, Netherlands 
Partner category: Lieke 
Nijenkamp, Netherlands 

Again Lieke Nijenkamp 
from the Netherlands 
[Partner category] won 
the Stylists’ Favourite 
Award, together with 

Nushka Barbosa from 
the Netherlands [New 
Talent category] and Pedro 
Alvarez from Mexico 
[Creative category]. The 
Goldwell Stylists’ Favourite 
Awards are a set of awards 
linked to the Color Zoom 
Challenge. The special 
feature of these awards is 
that anyone, anywhere in 
the world, is able to vote 
via an online platform to 
choose their favourite entry 
in each category, from all of 
the National Gold Winners. 

Two former Color Zoom 
winners were also 
recognised with the Color 
Zoom Hall of Fame award, 
for their dedication and 
mentorship of Color Zoom 
teams throughout the last 
decade. Neil Barton from 
the UK was one of them. 
Well done to Neil and all of 
the winners.

The Farewell took place 
in one of the hippest 
nightclubs in Toronto – 
Rebel. Of course this was 
the crowning finale of the 
2018 Global Zoom Event. 
Global Zoom 2019 will take 
place in Vienna. 

“Hairdressers from all 
around the world enjoyed 
the Global Zoom event 
in Toronto, a city that 
never sleeps. We had two 
incredible and inspirational 
days with more educational 
content than ever before,” 
said John Moroney, Vice 
President Education & 
Global Creative Director.
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A BLOWDRY 
REVOLUTION
HAVING MADE HUGE WAVES WITH A DETANGLING HAIRBRUSH WHEN TANGLE TEEZER FIRST 
CAME TO MARKET, THERE IS LITTLE THE BRAND’S FOUNDER SHAUN PULFREY DOESN’T 
KNOW ABOUT THE INTRICACIES OF HAIR. AND WITH THE LAUNCH OF MORE PIONEERING 
PRODUCTS, HE IS CONTINUING TO CHANGE THE WAY STYLISTS LOOK AT HAIR AT EACH STAGE 
OF THE SALON PROCESS. SALON BUSINESS RECENTLY TEAMED UP WITH TANGLE TEEZER 
AND HEADED OUT ON THE ROAD TO EQUIP STYLISTS WITH THE BRAND’S TOOLS AND THE 
KNOW-HOW FOR A REVOLUTIONISED BLOWDRYING EXPERIENCE. SEE HOW THEY GOT ON…

“THE BLOW-STYLING 
SMOOTHING TOOL WAS 
MY FAVOURITE. AS A 
COLOURIST, SOMETIMES 
MY CLIENTS NEED TO 
GET OUT OF THE DOOR 
QUICKLY, SO I NEED TO 
WORK THROUGH LONG 
THICK HAIR BUT ALSO 
I WANT TO LEAVE IT 
SMOOTH AND POLISHED 
SO THE COLOUR LOOKS 
AMAZING.” JASON 
HOGAN, CELEBRITY 
HAIRDRESSER, JOSH 
WOOD COLOUR

SB:STYLING

Jason Hogan, Celebrity Hairdresser, Josh Wood Colour
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TANGLE TEEZER 
FOUNDER SHAUN 
PULFREY, TALKS 
SHOP
WHAT IS TANGLE TEEZER’S 3 STEPS 
TO HEALTHIER HAIR SYSTEM?
It covers detangling, 
blowdrying and styling. 
We’ve been able to recognise 
problems within each category 
and give the solutions that 
people need based on their 
individual hair types. 

HOW CRUCIAL IS EDUCATION WHEN 
IT COMES TO HEALTHY HAIR?
Education is at the forefront of 
everything we do – with all our 
products there’s a technique 
that must be used to get the 
best results. 

WHAT IS THE IMPORTANCE OF 
USING THE CORRECT HAIRBRUSH 
FOR EACH STEP?
The hairbrushes all serve a 
different purpose with different 
results. After the success 
of our detangling range, we 
want to create awareness and 
education with our blowdrying 
and styling tools, ensuring the 
industry knows the amazing 
innovation and benefi ts. 

SB:STYLING

WHAT IS THE KEY DRIVER WHEN 
CREATING A NEW HAIRBRUSH?
It’s about identifying a 
problem and working out how 
we can solve this with our 
technology. All our hairbrushes 
have revolutionary patented 
technology, with teeth that 
have different shapes and 
stiffer or softer gradients 
of materials. So far, we’ve 
managed to solve every hair 
problem out there with our 
teeth, and will continue to do 
so when the next problem 

“TANGLE TEEZER BLOW-
STYLING TOOLS ARE 
INCREDIBLE. THEY’RE 
EXACTLY THE THING I’VE 
BEEN LOOKING FOR. I AM 
ALWAYS REALLY PUT OFF 
BY BOAR BRISTLES AND 
I LITERALLY HAVEN’T 
BOUGHT ANY NEW 
BRUSHES FOR ABOUT 
TWO YEARS. THEN WHEN 
I SAW THIS, I WAS LIKE 
THIS IS INCREDIBLE; 
SOMETHING THAT’S 
GOING TO GIVE ME THE 
LOOK WE WANT, THAT 
REAL PROFESSIONAL 
LUXE SMOOTH FINISH. 
I DON’T COMPROMISE 
MYSELF!” LUKE HOPKINS, 
STYLIST, THE SOCIAL

47

“MY FAVOURITE 
TOOL IS THE BLOW-
STYLING SMOOTHING 
TOOL BECAUSE OF 
THE WAY IT FLOWS 
THROUGH THE HAIR; 
LITERALLY IT’S LIKE 
CUTTING BUTTER. IT’S 
PHENOMENAL.” MARK 
MOUNTNEY, SALON 
OWNER, ZOOLOGY

comes along, I personally feel 
like there’s nothing our teeth 
technology could not solve in 
the hair industry.

DO YOU BELIEVE INNOVATION IS 
THE KEY TO HEALTHY HAIR?
With Blow-Styling, we’ve 
worked with the science of the 
hair to reduce the amount of 
heat used, while still achieving 
the same results. Without 
using excessive amounts of 
heat, the resulting outcome is 
healthier hair.

Luke Hopkins, Stylist, The Social

Mark Mountney, Salon Owner, Zoology
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THE ANTI 
BLOW-DRY
IT’S TIME TO RETHINK HOW YOU FINISH YOUR STYLES 
AS A GROWING NUMBER OF CLIENTS ARE BANISHING THE 
BLOW-OUT…FIONA WARD EXPLORES…
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LOOSEN UP
How many clients do you get in the 
salon asking for hair that doesn’t 
look too ‘done’? Nowadays, the 
traditional bouncy blow is becoming 
less and less au fait – and some 
customers, particularly millennials, 
are seeking out salons that can 
prove their finishing credentials are 
more current than classic. 

“I’m always searching on social 
media for stylists in my local area 
that have nailed that natural, undone 
look,” says 28-year-old Charlotte, 
from Leamington Spa. “If I book an 
appointment with someone new, I 
find I have to check their Instagram 
profile to see if they style hair the 
way I like it.”

Those who are averse to volume 
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and bounce are strictly so, and 
while our social feeds are now 
full to the brim with loose waves 
[or as most in the know call 
them, bends], over blown-out 
curls, some clients are finding 
themselves frustrated that the 
status quo is still to usher them 
out of the salon with a style 
that’s more roller-set than rock 
‘n’ roll. Of course, there will 
always be significant demand 
for those time-honoured styles, 
but many modern clients are 
now looking for something, 
frankly, cooler. 

“We can have a tendency to 
over-polish the look or over-style 
it,” says Suzanne Alphonse, 
Wella Professionals Educator. 
“Although the ‘anti-blow dry’ 
looks as though it has had 
minimal attention, in reality it can 
be the hardest to achieve. It’s 
all in the prep work. It’s about 
creating a healthy-looking head 
of hair that you can manipulate 
into shape. This will aid in the 
longevity of the look as well.”

ALL EARS
When hairdressers cut or colour 
hair, they take into account 
their clients’ lifestyles, tastes 
and choices – and that should 
always be the same for how 
they style it, too. One of the 
best parts of a hair appointment, 
after all, is being able to enjoy 
the professional finish for the 
next few days. 
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“SO MANY WOMEN 
TODAY ARE LOOKING 
FOR STYLES THAT ARE 
SOFT AND FEMININE 
AND EASY TO STYLE AND 
MAINTAIN,” SAYS TIGI’S 
ANTHONY MASCOLO. 
“HAIRSTYLES THAT 
USE THE NATURAL 
MOVEMENT OF THE HAIR 
AND ARE UNCONTRIVED, 
JUST LOOK RIGHT. IT’S 
ABOUT CUSTOMISING 
THE SERVICE TO SUIT 
THE CLIENT, CREATING 
THE PERFECT REGIME 
TO GET HAIR IN TIP-TOP 
CONDITION AND THEN 
PROVIDING THEM WITH 
THE RIGHT PRODUCTS 
TO MAINTAIN THAT AT 
HOME.”

SB:FEATURE

You don’t want your client 
heading straight home to wash 
and style it the way they actually 
like it. Some might like to have 
a style a little more out there 
when they head to the salon, 
while others simply like to feel 
like themselves. So do ask – the 
finish is the final impression you 
leave your clients with.

“So many women today are 
looking for styles that are soft 
and feminine and easy to style 
and maintain,” says TIGI’s 
Anthony Mascolo. “Hairstyles 
that use the natural movement 
of the hair and are uncontrived, 
just look right. It’s about 
customising the service to suit 
the client, creating the perfect 
regime to get hair in tip-top 
condition and then providing 
them with the right products to 
maintain that at home.”

REAL DEAL
There’s no denying that embracing 
and celebrating natural hair 
textures is a huge trend right 
now. And that’s something that 
all hairdressers should see as a 
huge positive, according to Organic 
Colour Systems’ Salon Mentor 
Alyssa Housh. “Our industry has a 
tendency to create trends that are 
very structured and rigid. I think 
this is partially because it’s fun for 
us, as stylists, to create dramatic 
change,” she says. 

“Altering texture certainly creates 
dramatic change. But, I think 
learning to enhance all textures is 
more of an artistic challenge. This 
is why nearly all curly hair clients 
have horror stories about the bad 
haircuts they’ve experienced – 
many stylists just haven’t mastered 
all textures.” 

So for clients who already have 
their own shape, movement or 
texture, it’s about enhancing it into 
that undone aesthetic, rather than 
changing it. A lot of it comes down 
to product choice – and getting the 
cut right. “Well-cut hair can look 
great just left naturally to dry,” says 
Gary Halliday, Creative Director at 
Andrew Jose. 

“We’re seeing a lot more clients 
wanting their hair to look as natural 
as possible. Slightly grown-out 
fringes and delicate bobs with a 
hint of ruffled texture are really cool 
this season.”

You need to address the hair’s 
natural state before choosing your 

products, too, according to Pont 
Smith, R+Co’s Lead Educator. 
“When working with ‘anti-
blowdry’ looks, you need to really 
analyse and feel the texture and 
density of the hair to make the 
right choice,” he says. 

“If the hair is thick, coarse and 
dry, bring in the moisture – 
something that will help hydrate 
those ends. If the hair is fine 
and flat, you’ve got to work 
with more matte products, such 
as mousses, powders or salt 
sprays.” 

CHANGE  
IT UP
Those that don’t have natural 
oomph can of course still achieve 
the look. For a quick fix on fine 

or straight hair, spritzing with a 
salt or texturising spray will add 
grit – or even some dry shampoo 
at the root. 

RUSH Hair’s Editorial Director 
Tina Farey, who created the hair 
collection for this feature, says: 
“L’Oréal Professionnel Tecni.
ART Messy Cliché is one of my 
favourites – it works great on 
fine hair and provides fantastic 
texture and a beautiful shine.”

Hot tools can give great 
movement, too, though it’s all 
about choosing the right shapes. 
Choose a wand over a tong, 
with an inconsistent shape that 
will give less uniform curls. 
“You want to wrap each section 
around the tong differently,” 
says Suzanne. “Around the hair 
line you may wrap around the 
wand three times, leaving the 
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ends out. Then away from the face 
you want to wrap some sections 
twice around the wand, and others 
once.”

And, while extensions are often 
associated with more glossy, 
glamorous looks, clients with finer 
hair can use them to achieve a 
laidback look – if you choose the 
right hair type. “Our stylists love 
our Exclusive hair range for a more 
natural look, “ says Victoria Lynch, 
founder of Remi Cachet. “It’s 
Indian hair – the natural texture 
matches perfectly with European 
hair and has a natural wave to make 
the extensions appear to be the 
client’s own.” 

One of the brand’s super stylists, 
Chantelle Rason, suggests minimal 
styling, too. “Just wash, blowdry 
with a diffuser then scrunch with 
oil,” she adds. 

ON THE 
CATWALK
A perfect example of natural-
looking texture was seen at 
Roksanda’s recent SS19 show, 
where L’Oréal Professionnel’s 
James Pecis admitted he was 
“cheating” the look on the 
models with sleeker hair types. 
“We’re accentuating the natural 
waves in the girls’ hair. And if 
they don’t have waves, then 
we’re cheating it,” he said. 

How? By drying the brand’s 
Tecni.ART Pli into the hair as a 
base builder, before dividing the 
hair into three sections to create 
three low, loose braids – then 
clamping a straightener over 
before leaving to cool and set. 
After removing, he made sure to 
add subtle ‘S’ waves to the ends 
with the irons, creating the most 
effortless of waves. 

So next time a client tells you 
they don’t like their hair to look 
too ‘done’, don’t be afraid to try 
something different – you might 
just become the stylist they’ve 
been desperately searching for 
all along.
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EDUCATING HAIRDRESSERS
Organic Colour Systems 
recognises the importance 
of training with a 
comprehensive education 
programme consisting of 
four core workshops; The 
Fundamentals, Resistant 
Grey, Blondes and Fashion 
Colours. 

For over two decades this 
education programme has 

WHETHER A SEASONED PROFESSIONAL OR JUST 
OUT OF COLLEGE, EDUCATION IS IMPORTANT 
FOR CONTINUED GROWTH AND SUCCESS. AND 
HAIRDRESSERS NOW HAVE A VARIETY OF 
TRAINING OPTIONS AT THEIR FINGERTIPS FROM 
ONLINE TUTORIALS TO YOUTUBE. NO MATTER 
WHAT MEDIUM YOU CHOOSE, THE IMPORTANT 
THING IS THAT YOU CONTINUE TO LEARN. 

AN EDUCATION 
IN ORGANIC…

helped hundreds of salons 
worldwide to build a stronger, 
naturally better business. 
Organic Colour Systems 
also has an expanding online 
community of stylists featuring 
education, business tips and 
creative content. 

GREEN FOOT FIRST
Organic Colour Systems’ 
unique green science and 
methodology sets the brand 
apart from competitors 
but stylists need the right 
education to know how to use 
the System of products to their 
maximum benefit. 

Their workshops answer this 
need, revealing a focus on the 
health and condition of the hair, 
first and foremost. Organic 
Colour Systems’ experienced 
Salon Mentors teach how to 
analyse clients’ hair using the 
‘Wet Stretch Test’, followed by 
a lesson in detoxing and pre-
treating the hair  – all of this 
before even applying colour! 

Global Education Manager 

Cloe Hazell says: “The basic 
training should never be 
ignored. Although it is great 
learning new techniques, you 
still need your colour training. 
It’s like building a house; you 
never build a house without 
foundations. It is the same 
with hair; once you have the 
foundations and health of the 
hair, you can get as creative as 
you like with it.”

PURE CHOICE
There’s no one specific 
reason why so many salons 
have chosen to use Organic 
Colour Systems over the past 
20 years. Some started their 
journey because they wanted 
a healthier salon environment 
for themselves and their staff, 
some joined because they 
wanted to be able to offer 
a more natural and gentle 
service to their clients. 

For others it was an ethical or 
lifestyle choice and then there 
are those who love the offer 
of continuous education – with 
Organic Colour Systems, 
stylists are invited to attend 
as many workshops as they 
choose.

Natalie Lupton UK Salon 
Mentor says: “Colourists 
will learn something new at 
every workshop because we 
all have tips and tricks with 
how we work personally. Our 
workshops have such a great 
environment, where everyone 
feels comfortable and safe to 
ask questions, get creative and 
learn.”

When it comes to education, 
think of it as a means to an 
end, like going to the gym. If 
you stop going, you’ll lose any 
progress you made. 

Similarly, hair professionals 
who don’t continue to seek out 
opportunities for growth, may 
see their skills decline

BOOK ON TO AN ORGANIC COLOUR 
SYSTEMS WORKSHOP TODAY 
WWW.ORGANICCOLOURSYSTEMS.
COM/BOOK-A-WORKSHOP/

IT IS LIKE BUILDING 
A HOUSE; YOU NEVER 
BUILD A HOUSE WITHOUT 
FOUNDATIONS. IT IS 
THE SAME WITH HAIR; 
ONCE YOU HAVE THE 
FOUNDATIONS AND 
HEALTH OF THE HAIR, YOU 
CAN GET AS CREATIVE AS 
YOU LIKE WITH IT.”
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1 GHD CORE 
SEMINARS   
These trend-led 
seminars will 

include all the techniques 
and tool know-how that 
you need, with a fashion 
focus to ensure that you 
walk away with looks your 
clients will love. Covering 
blowdries, curling and 
styler tips, you’ll run 
through all the essential 
skills with a dynamic new 
focus on what’s trending 
now. PRICE: £150 + VAT. 
INFO: www.ghdhair.com 

2MATRIX STYLING 
FUNDAMENTALS 
Learn the 
fundamental skills 

of preparation, styling and 
finishing the hair exactly 
as your client likes it. 
PRICE: £90 INFO: www.
alanhoward.co.uk 

3WELLA PROFES-
SIONALS’ INSTA 
WAVES & BRAIDS 
AND MOVEMENT

A great course to learn about 
how to create different 
waves and movement in 
the hair that will allow you to 
finish all your salon cuts and 
colours with Insta-worthy 
blowdrys. PRICE: £300 
INFO: www.education.
wella.com

WANT TO BRUSH-UP ON YOUR 
SKILLS? CHECK OUT THESE EXPERT 

TRAINING COURSES…

SB:STYLING
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STYLE
SMARTER

4TIGI 
PROFESSIONAL’S 
BLOW DRY 
EXPERIENCE

Taking inspiration from 
current trends in fashion, 
street style and celebrities, 
learn how to create on-trend 
looks for your clients, using 
Bed Head, Catwalk and S 
Factor products. PRICE: £250 
INFO: uk.education@tigi.
com

5 JOICO SALON IDEAS
Salon Ideas is an 
educational concept 
from JOICO that’s all 

about real, everyday people. 
Suitability and adaptability is 
the main focus, allowing you 
to think differently and find 
another way of reaching your 

current and potential new 
clients. PRICE: £595 + VAT 
(three days) INFO: www.
laceyshairsupplies.co.uk

6 FRANCESCO 
GROUP’S 
PERFECT FINISH
Take an in-depth 

look at styling techniques 
with a range of heated 
appliances and styling 
tools to develop your 
creative skill and leave with 
the confidence to create 
on-trend styling looks. 
PRICE: £240 INFO: www.
francescogroup.co.uk
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ADD THESE TEXTURE HEROES TO YOUR 
KIT BAG TO MAKE THE PROCESS AS 
EFFORTLESS AS THE RESULT… 

SEEN AT 
ROKSANDA SS19 

COURTESY OF 
L’ORÉAL

SB:COLOUR KIT

ID Hair Blow Fiber Foam, RSP £12.50. INFO: 
WWW.IDHAIRUK.COM

Goldwell StyleSign Creative 
Texture , RRP £14.25. INFO: 

WWW.GOLDWELL.CO.UK

 TO YOUR 
KIT BAG TO MAKE THE PROCESS AS 

STYLE 
          UP

R+CO DEATH 
VALLEY DRY 

SHAMPOO, RRP 
£23.95. INFO: 

01442 248 104
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L’Oréal Professionnel 
Tecni.ART Messy 

Cliché, RRP £15. INFO: WWW.
LOREALPROFESSIONNEL.CO.UK

Wella Professionals EIMI 
Perfect Setting, RRP: £10.80. 

INFO: WWW.WELLA.COM

RRP £12.95. INFO: WWW.
FUDGEPROFESSIONAL.COM

JOICO BEACH 
AND BODY 

SHAKE SPRAYS, 
RRP £16.45. 

INFO: 
0845 071 2326

AMIKA HAUTE 
MESS TEXTURE 
GLOSS, RRP £20. 

INFO: WWW.
ALANHOWARD.

CO.UKGHD 
CURVE 

CLASSIC 
WAVE 
WAND RRP £120. 

INFO: GHDHAIR.COM

KMS HAIRPLAY 
PLAYABLE TEXTURE, 
RRP £17.25. INFO: 
WWW.KMSHAIR.

COM

TIGI Copyright Volume fi nishing 
spray, RRP £16. TIGI Copyright Volume 

Lift Styling Spray, RRP £18. 
INFO: WWW.TIGI.COM

FUDGE 
PROFESSIONAL 

SALT SPRAY 

STYLE 
          UP
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INSIDE 
THE 
MIND OF…
GARETH 
WILLIAMS 

AFTER JOINING HEADMASTERS IN 2009, GARETH WILLIAMS HAS WORKED HIS WAY THROUGH 
THE RANKS TO BECOME AN ARTISTIC AMBASSADOR AT HEADMASTERS AND IS CURRENTLY 
A L’ORÉAL COLOUR I.D ARTIST. HIS VARIOUS ROLES HAVE SEEN HIM WORK WITH PRESS, 
CELEBRITIES AND TAKE PART IN SHOWS WITH MULTIPLE BRANDS. HE HAS A KEEN EYE ON 
TRENDS, INDUSTRY RELATIONS AND A PURE PASSION FOR EDUCATION. HE EVEN HEADED THE 
INTERNATIONAL EDUCATION IN NORWAY ON BEHALF OF L’ORÉAL, IN-BETWEEN DELIVERING 
EDUCATION AND TRENDS KNOWLEDGE FOR THE FELLOWSHIP OF BRITISH HAIRDRESSING. 
WITH THE LITTLE TIME HE HAS LEFT AFTER ALL THAT, GARETH CREATES BEAUTIFUL COLOUR 
WORK WHILE DESIGNING NEW TECHNIQUES. THIS INCLUDES HEADMASTERS’ SUPERNATURAL, 
WHICH GAINED NATIONAL PRESS COVERAGE. THERE ARE FEW BETTER SHOES TO BE IN RIGHT 
NOW THAN HEADMASTERS’ GARETH WILLIAMS, WHO, TOP TOP IT OFF, IS STILL BASKING IN 
THE GLORY OF BECOMING SALON BUSINESS AWARDS 2018 ULTIMATE STYLIST OF THE YEAR.
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did my apprenticeship under 
a really amazing hairdresser 
called Roland Grossett. He was 
a taskmaster and definitely 
installed a strong work ethic, 
so I wanted to keep excelling. 
After training and becoming 
more of an established stylist, 
I felt that I had outgrown 
where I had grown up. Then 
I saw Headmasters’ original 
Manhattan image in a shop 

WHAT ARE YOU 
THINKING RIGHT 
NOW?
I just had a 
banana, honey 

and granola yoghurt pot, which 
I added peanut butter into and 
now I’m thinking what other 
innovations I can have with 
peanut butter!

DESCRIBE YOURSELF IN ONE 
SENTENCE?
I would say I am funny and 
knowledgable, I come across 
well organised and polished.

WHAT DO YOU LOVE ABOUT HAIR?
I love how it can transform 
anyone, make them look 
more feminine or masculine. 
Anyone can be any character 
and I think of myself as the 
conductor of that.

TELL US YOUR HAIR JOURNEY SO 
FAR?
I grew up in Wiltshire where I 
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“I KNEW THAT WAS 
THE BRAND I WANTED 
TO WORK FOR. A FEW 
WEEKS LATER I WAS 
EMPLOYED IN ITS 
CENTRAL LONDON 
FLAGSHIP. I TOOK 
ALL OF THE COURSES 
AVAILABLE AND 
LEARNT LOTS FROM 
THE OTHER STYLISTS, 
BEFORE AUDITIONING 
AND JOINING THE 
ARTISTIC TEAM. I 
WAS CONTINUALLY 
UP-SKILLING AND 
BUILDING MY COLUMN 
AND PROGRESSED 
THROUGH THE RANKS.”

window and fell in love. I 
knew that was the brand I 
wanted to work for. A few 
weeks later I was employed 
in Headmasters’ central 
London flagship. I took all 
of the courses available and 
learnt lots from the other 
stylists, before auditioning 
and joining the artistic team. I 
was continually up-skilling and 
building my column and 
progressed through the 
ranks. Now I am the Creative 
Ambassador for the group.
 
WHY DID YOU ENTER THE SALON 
BUSINESS AWARDS?
I entered the awards because, 
obviously, it’s a fabulous 
publication [why thank you, 
we, of course, agree]. The 
awards are a great shout out 
to people who are creative 
but are still connected and 
dedicated to salon life. If we 
aren’t doing clients hair, the 
industry would collapse, so I 
love that we have the ability 
to have a chance to show that 
off.
 
HOW DID IT FEEL TO WIN?
OMG, winning was the most 
amazing feeling. It literally was. 
I had finalised for so many 
industry awards before this 
win so it felt so good to take 
home the trophy.
 
WHAT WOULD YOUR ADVICE BE TO 
NEXT YEAR’S ENTRANTS?
Plan your entry and make sure 
you know your identity. Show 
the judges who you are and 
don’t be afraid to share your 
achievements.

WHAT ARE YOUR HERO PRODUCTS?
The Pureology Perfect 4 
Platinum range; the products 
have anti-fade technology and 
are the ultimate detanglers, 
combined with the new 
MANTA hairbrush.
 
DESCRIBE A BAD HAIR DAY FOR 
YOU?
A bad hair day for me is when 
my hair parts central, my hair is 
receptive and for some reason 
it parts centrally when I’m not 
in control.

WHERE DO YOU HOPE HAIR WILL 
TAKE YOU?
I’ve been so lucky to have 
done some really cool things, 
but I honestly love this 
industry! Right now I’m taking 
every opportunity and running 
as far with it as I can.
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TWITTER: 
@GAZZYLONDON

INSTAGRAM: 
@GAZZYLONDON
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GREEN FOOT  
FIRST

SB: INTERIORS

IT’S THE JAKEMAN AND GREEN TOUCHES THAT MAKE THIS SALON STAND OUT – AND 
THAT IT DID IN THE SALON BUSINESS AWARDS 2018, SCOOPING GREEN SALON OF 
THE YEAR. JOIN OUR JUDGES IN ADMIRATION…

Jakeman and Green 
presents as an oasis 
of green and yet 
not too long ago, 
the building was 
home to a local 

newsagents. 

“There was no heating, the 
only plumbing was a toilet 
and small hand sink, and the 
electrics needed rewiring,” 
explains Jakeman and Green 
Salon Owner Megan Green. 
“The whole property needed 
dry lining, plasterboarding and 
new ceilings. 

“We knocked a couple of 
walls out, and created a 
couple of new ones, to utilise 
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the space better. We 
added an energy efficient 
boiler, and new electrical 
points. The floor was very 
uneven so we levelled 
it out and created steps 
where needed. Two of 
the existing windows 
were covered, so we 
replaced these to add 
more natural light to the 
main salon area. And this 
was all before the general 
decorating.

As in all good salon 
designs, when Megan and 
business partner Stacey 
Jakeman embarked on 
their salon journey, the 
first thing they did was 
get the brand on point. 
Their aim? To create a 
calming, homely, yet 
professional space. 

“The design of our salon 
works really well at 
expressing our organic 
attitude and eco friendly 
ethos across all areas of 
the salon. With a strong 
dark green colour on the 
majority of our walls, 
copious amounts of 

“THE DESIGN OF OUR 
SALON WORKS REALLY 
WELL AT EXPRESSING 
OUR ORGANIC ATTITUDE 
AND ECO FRIENDLY 
ETHOS ACROSS ALL 
AREAS OF THE SALON. 
WITH A STRONG DARK 
GREEN COLOUR ON 
THE MAJORITY OF 
OUR WALLS, COPIOUS 
AMOUNTS OF PLANTS, 
AND RECLAIMED 
WOOD HERE, THERE 
AND EVERYWHERE, WE 
REALLY FEEL LIKE OUR 
BRAND IS PUT FORWARD 
IN OUR DESIGN,”
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plants, and reclaimed wood 
here, there and everywhere, 
we really feel like our brand 
is put forward in our design,” 
says Megan.

“The small details were the 
most important aspects for 
us, so we focused a lot of 
time and research creating 
beautiful little Jakeman & 
Green touches. These haven’t 
gone unnoticed, and clients 
love the unique botanical/
industrial theme that we’ve 
created. 

“Incorporating plants was 
always at the forefront of our 
design concept, and it serves 
to compliment our ethos 
brilliantly.”

Most of the salon design and 
purchasing was carried out 
by Megan and Stacey, with a 
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“OUR STYLING CHAIRS 
ARE REM. WE WANTED 
A BASIN WHERE THE 
CLIENT WAS FULLY LAID 
DOWN, BUT COULDN’T 
SEEM TO FIND WHAT WE 
WANTED ANYWHERE, 
PLUS WE WERE ON A 
TIGHT TIME SCHEDULE. 
EVENTUALLY WE FOUND 
OUR BACKWASHES ON 
EBAY.”

SALON NAME: 
SESH HAIRDRESSING
LOCATION: EDINBURGH

WEBSITE: SESHHAIRDRESSING.CO.UK
INSTAGRAM: @SESHHAIRDRESSING

TWITTER: @SESHHAIR
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little [or a lot of] help from 
their other halves. The 
latter were responsible 
for sourcing the reclaimed 
wood, and exposed 
electrical and heating pipe 
work.

And despite all of their 
efforts, for which Megan 
is very grateful, saying: 
”Every tiny little detail 
means a lot to me,” it is 
the waiting area, that is her 
favourite feature 

“We don’t leave clients 
waiting very long but I love 
the cosy feel of it, like a 

snug little cottage living 
room. It’s surrounded by 
air purifying plants and two 
large windows so you can 
watch the world go by,” 
she says. 

When it comes to the 
furniture, they stepped 
away from the norm, 
adding: “We wanted to 
source items that weren’t 
deemed “salon furniture” 
as such, as we wanted to 
create a unique, homely 
experience. We ordered 
our sofas, and colour bar 
unit from MADE.com, and 
sourced light fittings and 
bulbs from Wayfair and 
eBay.

“Our styling chairs are 
REM. We wanted a basin 
where the client was fully 
laid down, but couldn’t 
seem to find what we 
wanted anywhere, plus 
we were on a tight time 
schedule. Eventually we 
found our backwashes on 
eBay.”

It wasn’t just their 
furniture choices that were 
well thought out; the paint 
that was used was all 
Volatile Organic compound 
free, to avoid gas being 
emitted into the air.

They have exposed 
copper pipes as part of 
their heating system, 
and so installed fewer 
radiators based on the 
fact that the copper pipes 
also give out heat. They 
have eco friendly shower 
heads installed too, which 
remove impurities from 
the water, as well as 
reducing water usage by 
around 43 percent.

Their efforts for 
sustainability go above and 
beyond but, we confess, 
it’s the way it looks that 
really stole our hearts!  
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With big texture and 
eighties inspired looks 
continuing to dominate 
the catwalks this 

autumn winter, you really will be 
reaching for the crimper. The new 
Alfa Italia Vetta Pro Crimper will 
add depth and bold texture to any 
look, instantly enhancing shape 
and volume on fi ne hair. Featuring 
technologically advanced, multi-
dimensional ceramic plates, and a 
state of the art heater, which gets 
to temperature in just 30 seconds.    
RRP: £79.95 INFO:      
alanhoward.co.uk

66

Get ready to take 
customised salon services 
to the next level with the 
new Dualsenses Intensive 
Conditioning Serums. 
These seven intensive 
care serums continue the 
Dualsenses success story 
and allow for a targeted 
treatment for every hair 
need, without consuming 
additional time during 
the service. The perfect 
addition to the Dualsenses 
range, it allows salons 
to provide visible and 
noticeable care results for 
all client hair types.
RRP: ON REQUEST INFO: 
GOLDWELL.CO.UK

The Hairstory range is now available 
in the UK and boasts some great 
options for the party season. It 

features products like Powder, Lift, 
Dressed Up and Balm for added 
oomph and to help perfect get 

longevity in Christmas curls. Merry 
Crimbo! RRP FROM £11 

INFO: HAIRSTORY.COM

A NEW STORYEXPRESS YOURSELF

THINK WINTER HAIR ESSENTIALS, LAST MINUTE RETAIL OPPS, AND PARTY HAIR MUST-HAVES AS SILLY SEASON 
DESCENDS. TAKE YOUR PICK OF OUR FESTIVE FEAST FROM A HOST OF LEADING BRANDS AND YOU’LL SAIL THROUGH 

IT WITHOUT A GLITCH.

THE KIT BAG

Well-known in America for its vibrant 
signature pattern and ongoing mission for 
a lifestyle of self-expression, the Brooklyn-

based haircare brand Amika is now 
available in the UK. So, we couldn’t resist 
featuring one of its gift sets to celebrate. 

Nourish your client’s winter hair with 
The New Normal; featuring its Normcore 
Signature Shampoo and Conditioner, and 

Soulfood Nourishing Mask. 
RRP: £32 INFO: LOVEAMIKA.COM 

SB:PRODUCTS

BACK TO 
BASICS

GET CRIMPED

TAILORMADE 
BEAUTY

OOH 
LA-LA

SALON
SERVICE

W hen requests for 
big party hair 
and updos are 
rolling in thick 

and fast, Kent Salon’s KS04 
Dressing Out Brush is a must-
have. Moulded from a single 
piece of heat proof ABS, the 
brush is poised and balanced 
in a way that’s second to none. 
For added strength, the head 
of the brush is filled with three 
rows of the finest natural boar 
bristle mixed with nylon. RRP: 
£15 INFO: kentsalon.co.uk
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Matador is a 
professional comb 
brand steeped 
in heritage and 

manufactured from the 
highest quality materials to 
meet the needs of hairdressing 
and barbering professionals. 
Boasting some 40 lines, there’s 
one for you, no matter your 
requirements. Call it a stocking 
fi ller and have a new and 
improved kit come January. 
RRP from £5.95 to £8.50 INFO: 
Hercules-saegemann.de

M
manufactured from the 
highest quality materials to 
meet the needs of hairdressing 
and barbering professionals. 
Boasting some 40 lines, there’s 
one for you, no matter your 
requirements. Call it a stocking BYE BYE BRASS

A party hair hero, the Lee Stafford Hair 
Goals On The Go Set will effortlessly carry 

clients from the desk to the dancefl oor. 
Featuring the Hold Tight Hairspray, 

Dehumidifi er, Dry Shampoo, and Shine 
Spray, it’s also perfect for travel with all of 

the products under 100ml.
RRP: £8.50 INFO: LEESTAFFORD.COM

PARTY HAIR

Shine On by TIGI Bed 
Head is a festive set 
that will help your 
clients achieve their 

hair goals through to the after 
party and beyond. It features 
three party season staples for 
instant smoothness and shine – 
Headrush, Motor Mouth and 
After Party. It’s a trio you’ll never 
want to party without again!  
RRP: £43 INFO: tigi.com

As the weather gets colder, it’s time 
to up your winter haircare game. 

Formulated with Moroccan Argan Oil and 
Blue Malv pigment, the latest release 
from Andrew Barton is packed full of 
antioxidants to help protect hair from 

everyday damage. The Brighter Blondes 
Toning Shampoo has been designed 
to target and neutralise brassy, yellow 
tones while helping to rebalance and 
brighten up blonde, grey or white hair. 

RRP: £5 INFO: ANDREW-BARTON.COM

SB:PRODUCTS

HANDCRAFTED
COMBS

SHINE ON

As November 1 marked World 
Vegan Day, featuring this animal-
loving brand was a must. Muk 
has also just launched another 
PETA approved range with the 

goal of embracing and enhancing 
natural or heat generated curls 
and waves. For a little winter 

haircare, its fruit salad fragranced 
Kinky Muk Curl Leave-in 

Moisturiser also works perfectly 
as a stand-alone moisturiser. 
RRP: £11.75 INFO: MUKME.COM

VEGAN CURLS

67

ADDED
HYDRATION

For winter hair that needs a little more tlc, 
the nourishing dynamic duo by 72 Hair is 
formulated to add strength, moisture and 

ultimately help reduce frizz with every wash. 
It protects from sun, pollution and UVA 

damage. Ideally suited to natural and  colour-
treated hair. RRP: £29.98 INFO: 72HAIR.COM

ADDS 
STRENGTH

FORTY
LINES

67
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Takara Belmont is looking ‘back to 
the future’ with the latest timepieces 

in the Vintage Alt collection of four 
styling and two backwash chairs. 

Authenticity is key, plus, each chair 
can be customised to exceed interior 

design and customer expectations. It’s 
out with the old, and in with ‘old’!

RRP: £1,500-£1,710 INFO: 
TAKARAHAIRDRESSING.CO.UK  

OUT WITH THE OLD

A lready 
popular     
with barbers, 
could the 

DS1 Straight Thinner 
Black & Gold Scissors 
by Dark Stag be 
exactly what your kit 
is missing? Its micro 
serrated texturising 
teeth provide a reliable 
feel and performance, 
while the German design 
screw system makes for 
a smooth feel. Set your 
small fi nger free with 
its removable fi nger rest 
for added comfort while 
you craft. RRP: £40.50 
inc VAT INFO: salon-
services.com

TIME TO 
TRAVEL

CRAFT IN
COMFORT

As the men’s grooming trend 
continues to grow, the Andis 
Company has introduced a 
new fade blade version of its 
recently released ProAlloy 
adjustable blade clipper. The 
ProAlloy Fade option provides 
barbers and stylists with one of 
the closest-cutting and coolest-
running tools on the market 
today. So, why not update your 
kit? RRP: Salon price £89 inc VAT 
INFO: andis.com

CLOSER CLIPPINGS

PUMP IT UP
The perfect solution for those whose hair 
lacks volume and needs a bit of a lift. The 
Care Volume Christmas Pack of IdHAIR 

Elements Xclusive products helps to 
provide hair with an incredibly full feeling. 
It includes an IdHAIR Elements Xclusive 
Care Volume Shampoo and Conditioner, 
and IdHAIR Elements Xclusive Styling 

Blow 911 Rescue Spray, plus two 
cosmetic pouches.

RRP: £29.99 INFO: IDHAIRUK.COM

Far and wide travel will be on 
the agenda with RIKOKO 
Noir, the fi nishing line, which 
includes the travel friendly 

and fan-favourite, KOKOBALM. 
A solid coconut oil, it’s infused with 
strengthening lemongrass that 
naturally adds weightless shine and 
heals with cumulative use. It’s all 
about the luxury. Can you cut it? RRP: 
£50 INFO: randco.com

PERFECT 
FOR 

TRAVEL

GIFT FOR
VOLUME
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WE 
    LOVE

EVERYONE WHO’S ANYONE HAS BEEN, 
IS CURRENTLY BEING OR ONE DAY 
INTENDS TO TRY TO BE, VEGAN [WE’RE 
SOMEWHERE BETWEEN THE MIDDLE 
AND LATTER CATEGORY AT PRESENT]. 
WHETHER IT’S FOR ETHICAL, HEALTH 
REASONS, OR JUST A LIFESTYLE 
CHOICE, VEGANISM IS GROWING 
MOMENTUM – AND NOT JUST IN FOOD. 
WE’RE JUMPING ON THE HAIR BAND 
WAGON, AND HOPE YOU’LL JOIN US!
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Now there’s a vegan haircare solution for 
thin hair that will add volume, texture 
and bundles of body. The Insight 
Volumizing range is a two-part system 
that starts with Volume Up Shampoo, 
which leaves hair full of body and super 

soft, without being unmanageable. It’s 97 percent 
naturally derived too.  

Followed with Volume Up Hydrating Spray – a 98 
percent naturally derived leave-in conditioner – hair 
is left with body and in perfect condition for styling. 
Together they make a great vegan, natural haircare 
choice.   

It’s not just this duo, all Insight products are 
packed with naturally inspired formulations that 
work together using the ancient wisdom of phyto-
extracts and oils to provide a purifying experience 
with effective results. The products are paraben, 
petrolatum, colourant and allergen free and the 
formulations contain its key active ingredient 
and major USP; ozonated water, which uses a 
purifi cation process to remove any metallic extracts 
and bacteria. 

The Insight Volumizing range is nickel tested <0.5 
PPM, making it a super safe range to use. Products 
are also stamped with the VeganOK seal of 
approval and are 100 percent made in Italy. 

It’s not just what’s on the inside, Insight products 
are presented in lightweight, 100 percent 
recyclable and sustainable packaging, inspired by 
apothecary design, perfect for the stylish salon or 
bathroom shelf, all for a surprisingly affordable price 
tag. This range is most defi nitely a game-changer 
and one that’s, not surprisingly, taking the UK 
market by storm.    

RRP: VOLUMIZING SHAMPOO 400ML £9.99
VOLUME UP HYDRATING SPRAY 100ML £7.99

 INFO: INSIGHTPROFESSIONAL.CO.UK
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M U T E D    
   W I N T E R

THE COLOUR IN 
KARINE JACKSON’S 
COLLECTION, POPS 
LIKE THE GENTLE 
WINTER SUN ON A 
COOL WINTER’S DAY.
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HAIR: KARINE JACKSON USING 
ORGANIC COLOUR SYSTEMS

PHOTOGRAPHY: ANDREW O’TOOLE
MAKEUP: MARGARET ASTON

STYLIST: MEL NIXON
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    J U X T A
P O S E D SOFT AND SHARP, HAIR IS BEAUTIFUL. 
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    J U X T A
P O S E D

HAIR, PHOTOGRAPHY AND 
STYLING: ROSS CHARLES
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 E T E R N A L

THIS COLLECTION  IS AN EXPLORATION 
OF AGELESS STYLE AND BEAUTY.

GALLERY_novdec.indd   74 08/11/2018   14:01



HAIR: RUSSELL EATON ART TEAM
MAKEUP: LUCY FLOWER

PHOTOGRAPHY: RICHARD MILES
STYLING: CLAIR FRITH

PRODUCTS: WELLA PROFESSIONALS
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O U T T A K E S
KERRY MATHER CREATED 

A SEVENTIES DAVID 
BOWIE VIBE USING “SUPER 
FAMOUS” MODELS WHO 
ARE JUST HANGING OUT 

BETWEEN TAKES. 
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HAIR: KERRY MATHER
PHOTOGRAPHY: RICHARD MILES 

MAKEUP: SOPHIE COX
STYLING: CLARE FRITH
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R U F F  L O V E
INSPIRED BY SUBJECTIVE AND 

CONTRASTING COLOUR PALLETES, THE 
HARE & BONE ART TEAM PLAYED WITH 

DIFFERENT TONES AND EXPLORED A 
WORLD OF POSSIBILITIES. 
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HAIR: HARE & BONE ART TEAM 
PHOTOGRAPHY: JENNY HANDS

MAKEUP: VIOLET ZENG
PRODUCTS: GOLDWELL & KMS
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The Culture of Hairdressing
FORMULATED WITHOUT PARABENS + SULFATES*. VEGETARIAN. CRUELTY + GLUTEN FREE.

REBEL BEAUTY BRANDS LTD         UK@RANDCO.COM         TEL +441442248104 

*SLS OR SLES

@RandCoUKRandCoUK
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