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editor’sWORDS
Care has  always featured highly on the salon agenda, but never before has it been 

quite so evolved. Now when recommending the best routine for clients, many hairdressers 
are left in a bit of a tizz. It’s down to years of substantial investment from product 

manufacturers, meaning care now has hundreds, if not thousands, of products available 
falling under their own, brand new sub categories.

From pioneering new formulations 
in traditional masks to keratin and 
oil treatments, the bar has certainly 
been raised in the care sector. But we 
understand it can be a bit of a minefi eld. 
Break down the jargon with our feature 
on pages 12 to 17, and make sure you 
have the confi dence to recommend the 
right care routine for every client.

The right care routine is rarely more 
important than for your colour client, 

which tied in rather nicely this month with 
our Colour Focus. 

Spread over 25 pages, Colour Focus, 
sponsored by Wella Professionals, takes 
a look at what’s new in the world of 
colour – and there’s plenty. We’ve spoken 
to the colourists who are doing it, the 
manufacturers who are helping them 
do it and the educators who are there to 
make sure you can do it too. We’ve also 
thrown in a few of our fave collections, 

bright and beautiful, seeing as we know 
how much you love them. 

There’s all this and more waiting for 
you. We hope you enjoy it, and most 
importantly take something away that will 
help your salon business.

‘til next time.

Jo Charlton
Publishing Editor

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

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

H
ai

r:
 C

ra
ig

 C
h

ap
m

an
  P

h
o

to
g

ra
p

h
y:

 B
ar

ry
 J

ef
fe

ry
  M

ak
eu

p
: E

liz
ab

et
h

 R
it

a 
 S

ty
lin

g
: K

at
e 

Je
ff

er
y

CommentOct.indd   5 25/09/2015   10:01



ON THE
COVER

OCTOBER 2015 £5.95

Although it does not contain pPD/pTD, there remains a risk of allergic reaction that can be severe. Always perform an Allergy Alert Test 48 hours before each colouration. 

Strictly follow safety instructions and consult www.wella.com/INNOSENSE. If your client has ever experienced an allergic reaction to hair colourants including pPD and pTD, you 

should not colour. ME+ is present in Pure Naturals, Rich Naturals and Deep Browns of the Koleston Perfect INNOSENSE brand. °1st ever permanent colour to be accredited by The 

European Centre for Allergy Research Foundation with up to 100% grey/white hair coverage and up to 3 levels of lift. 

*

DISCOVER A NEW

WORLD OFWORLD OF
WELL-BEINGWELL-BEINGWELL-BEINGWELL-BEINGWELL-BEINGWELL-BEING

OUR MOST VIBRANT LONG LASTING COLOUR NOW COMES 

FORMULATED  WITHOUT PPD & PTD*

• Up to 100% grey/white coverage

•  1st permanent colour of its kind° to receive the European Centre Allergy 

   Research Foundation seal of approval

•  Crème color formula contains up to 25% conditioning agents and lipids

NEW MINERAL COLLECTION
5 NEW SHADES (4/17, 6/17, 7/18, 9/81, 10/95)

For more information, contact your Wella Professionals Account Manager, call 01202 595700 or visit www.wella.com
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celebration of 
colour

get appy

BREAKING 
NEWS

Leading salon brand Supercuts gathered its 
recently appointed Colour Specialists for 
their fi rst congress at Wella Studio in 
Manchester.
 
Showcasing some of 
the latest industry 
techniques, the day 
consisted of demos 
and a guest speech 
from Sassoon’s UK 
Colour Director, 
Edward Darley, 
who shared 
his tips on 
expert colour 
application, 
cutting and 
fi nishing 
methods.
 
The Colour 
Specialists tried 
out step-by-step 
methods for some 
of the latest colouring 
techniques including 
the marbling effect, which 
uses Wella Colour ID to paint 
pearlescent colours onto the hair 
freehand.
 
Becci Mills, Head of Education at Supercuts, 
said: “The day provided an excellent 
opportunity for our colour experts to get 
really creative, with demos and hands-on 
workshops to test out their new skills.”

the marbling effect, which 
uses Wella Colour ID to paint 
pearlescent colours onto the hair 

Award-winning Additional Lengths have 
introduced an App to make buying their 
hair extensions quicker and easier.  With 
a general move towards mobile use, the 
App has some nice features including a 
Wish List to help store your Christmas 
treats and client orders; as well as 
PayPal’s express checkout to make paying 
painless. age of beauty
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standing room only
There was standing room only at the 
inaugural Angelo Vallillo Academy 
Catwalk Show when the fi rst ever 
cohort of Academy apprentices 
showcased their skills.

Hosted in the lush surroundings of 
the Park Plaza Hotel, the event was 
the fi nal test for the students from 
salons across the city, who have 
now successfully completed their 
apprenticeship at the Academy.

Best hair on the night went to Sophie 
Smith from The Tier, who won the 

Level 2 prize, and Leanne Clifford 
from Zullo & Holland, who won the 
Level 3 prize.

“It has been a great year for the 
students and for the Angelo Vallillo 
Academy,” said Simon Tuckwell, 
2014 Fame Team member and 
academy manager.

“It was a great group of students 
from some of the city’s best salons, 
so the talent and the readiness to 
learn were high.”

pure fashion
It was all braids, undone waves 
and loose texture when Fudge 
Professional sent a team of stylists 
to create the stunning hair on this 
year’s catwalk at Pure London. 

Taking place at Olympia Grand, 
Pure London brings together the 
UK’s new fashion designers and 
buyers, serving as a platform for 
tomorrow’s big names in fashion. 

With up to six catwalk 
performances each day, there 
was a lot of hair to be styled, with 
Bohemian chic the order of the 
day.

Led by session stylist, Magdalena 
Tucholska, the hair team created 
loose, un-done waves with lots of 
texture. Braids at the front added 
interest while keeping the look 
on-trend.

“The biggest challenge at Pure 
London is maintaining the hair – 
the Fudge Professional products 
gave us that soft texture we were 
after, as well as the hold factor,” 
says Magdalena. “My favourite 
product is the Fudge Professional 
BIG HAIR Think Big Texture Spray 
as it was ideal for backstage touch-
ups.”

Schwarzkopf 
Professional’s Young 
Artistic Team and 
Clynol’s Protégé teams 
spent some time at the 
ASK Academy getting 
familiar with the new AW15 
Essential Looks collection: 
The Age of Beauty.

The teams were not only 
introduced to all the new 
trends and concepts within 
the new collection, but were 
also fully immersed in it with 
step by steps and detailed 
talks from Schwarzkopf 
Professional UK ambassador 
Charlie Taylor and Dylan 
Brittain, Artistic Director at 
Rainbow Room International. 
The teams were taken 
through a few of the most 
versatile looks within the 
collection and taught how 
to recreate them, from the 
cut and colour to the exact 
body positioning and posture 
required during each cut.

The Age of Beauty collection 
is the 28th edition of 

Essential 
Looks and 
is dedicated to redefi ning 
age, celebrating the mature 
women and bringing beauty 
and individuality back into 
focus.

“The autumn winter 15 
Essential Looks collection is 
by far the most commercially 
viable yet and I am looking 
forward to taking it back into 
the salon to my clientele. 
I feel fully competent in 
recreating the looks as well 
as being able to teach them 
to others and spreading the 
Schwarzkopf philosophy 
further,” says YAT team 
member Patrick Madden 
McDougall.

7

spent some time at the 

familiar with the new AW15 
Essential Looks collection: 

The teams were not only 
Essential 
Looks and 
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Fudge Professional delivered a lesson in the science 
of hair expansion at the offi cial launch event for its 
latest styling product, Xpander Jelly. Designed to 
target sparse, vulnerable and thinning hair, Xpander 
Jelly creates thicker, fuller hair in an instant. 

Held at London’s Somerset House Pennethorne’s 
Cafe, the informal breakfast gave press the 
opportunity to learn about the technology behind 
Fudge Professional’s latest innovation in men’s 
grooming. 

Guests were seated on tables of fi ve in the gracious 
room located at the West Wing of Somerset House, 
which was decorated with some of the looks at 
LCM SS16, along with some of the brand’s new 
collection images showcasing Xpander Jelly in 
action. 

Two male models who had been pre-styled with 
Xpander Jelly by John Vial, Creative Director for 
Fudge Professional, were also on show for press 
to witness the impressive hair expanding effects 
fi rst hand. 

After an insightful presentation, guests were 
encouraged to test it out and discover the 

bulging benefi ts for themselves. 

Talking about Xpander Jelly, John says: 
“It really is a fantastic innovation. It 
gives the illusion of a thicker and fuller 
head of hair, but without it actually 
looking like any product has been 

used. Our Brand Ambassadors who 
have been trialling the product for us 

have been really impressed by it and we 
can’t wait to see the response from the rest 

of the hair industry.” 

are you fearless 
enough?

love jelly

Two talented stylists have headed to Vietnam to take 
part in a mentoring scheme, as part of the Wella-
UNICEF Making Waves partnership. 

Colin McAndrew from Medusa, Scotland and 
Evangeline Barrett from Blondz Hair, Ireland, are 
part of a delegation of 10 hairdressers from across 
Europe who will be training vulnerable young people 
in Vietnam and helping them to build careers in 
hairdressing. 

gift of hairdressing

8

Have you got what it takes to be part of the 
next Sebastian Professional CULT Team in 
the UK and Ireland?

Entry is now open for the hair team of 2016-
17 for stylists who have completed the 
Sebastian Professional MOB Programme 
to shake up the world of hairdressing and 
audition for a place on the CULT Team. 

To enter, you’ll need to fill out an online entry 
form with details such as your inspirations, 
favourite designers, favourite music, 
achievements...and anything else you’d like 
to say.

Entry closes on Thursday, October 29 at 
midnight with finalists appearing in auditions 
at Wella World Studio in London on Tuesday, 
December 8. Those that make it through 
will have a week long bootcamp starting 
on Monday, January 11, packed full of 
inspiration, education and fun.

Each year Goldwell invites hairdressers 
from all over the world to participate in the 
renowned Color Zoom Challenge, and now 
there is The Stylists’ Favourite Award. This 
gives everybody worldwide the chance to 
vote for their favourite entry from each of the 
three categories [New Talent, Creative and 
Partner] from all of the national gold winners. 

Votes were cast through the Goldwell 
website until September 30 and the winners 
will be announced at the spectacular live 
Las Vegas Global Zoom show in October for 
recognition on an international scale.

Voting in the Stylists’ Favourite Awards is 

a great opportunity to support the UK gold 
winners by giving them the opportunity to 
put their creative masterpieces in the 
limelight and help give the UK 
hair industry the recognition 
it deserves at Global Zoom 
2015. Let’s do it together.

stylists’ fave
After an insightful presentation, guests were 

encouraged to test it out and discover the 
bulging benefi ts for themselves. 

Talking about Xpander Jelly, John says: 
“It really is a fantastic innovation. It 
gives the illusion of a thicker and fuller 
head of hair, but without it actually 
looking like any product has been 

used. Our Brand Ambassadors who 
have been trialling the product for us 

have been really impressed by it and we 
can’t wait to see the response from the rest 

of the hair industry.” 

put their creative masterpieces in the 
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Get your client service ship-shape with this month’s 
in-depth look at products that care, or for a quick 

business overhaul check out the short, sharp 
features in our got fi ve section.

P12 THE TRANSFORMERS
LEARN ABOUT THE PRODUCTS THAT WILL 
REVITALISE YUOR CLIENTS’ HAIR

GOT FIVE
P22 FIVE ON VAT REGISTRATION
P26 FIVE ON REVAMPING ON A BUDGET
P28 FIVE ON YOUR QUESTIONS
P30 FIVE ON BEING A LIKEABLE BOSS

P34 CAROLINE BIGGS ANSWERS OUR QU’S 

colour focus
P37 SMARTEN UP YOUR COLOUR BUSINESS 
WITH OUR SAVVY GUIDE TO WHAT’S SET TO BIG 
AND HOW YOU CAN ACHIEVE IT

DowntoBusinessOctober.indd   11 22/09/2015   15:44



12
SummerEdit.indd   12 22/09/2015   21:03



13

We take an in-depth look at the product 

categories that promise to revitalise your 

client’s hair, to help you choose the right ones.

transformersthe
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Hair oils
Hair oils have become one of the industry’s 
most talked about hair products of late, 
with stylists, celebrities and models singing 
the praises of the instantly hydrating 
products. Containing multiple benefi ts, hair 
oils are most often applied before blow-
drying to help generate a smooth, sleek 
fi nish, but they’re so versatile, the world’s 
your oyster.

“Hair oils are a great way of reducing frizz 
and speeding up the hair drying process,” 
explains Paul Edmonds of Paul Edmonds, 
London. “They’re best used on medium to 
thick hair or on all types of dry, dehydrated 
or coloured hair.” 

In terms of application, there’s one thing 
all stylists agree on: “I’d normally say keep 
them off the roots and work towards the 
length and ends. The idea of them is that 

they act like our own natural sebum to 
protect and keep the hair shaft supple,” 
adds Paul. 

Winter is an especially good time to use 
such a nourishing product, as as well as 
reducing frizz and encouraging shine and 
lustre, oils can give hair a much-needed 
health boost: “I always recommend that 
clients use an oil treatment in their hair 
as these help to keep the hair healthy,” 
said Anya Dellicompagni, Director of 
Hairdressing at Francesco Group. 

The amount you use is crucial, as is even 
distribution, which is dependant on the 
thickness and condition of your clients 
hair: “I recommend adding an oil in to my 
client’s styling routine. A 5p sized amount 
of oil goes a long way and will result in a 
shiny glossy fi nish and can be used on wet 

 "Hair masks are especially 

benefi cial for clients with 

dry, damaged, dull or 

processed hair. Scalp 

masks help to optimise 

the condition of the 

scalp, creating the ideal 

environment for healthy 

hair growth.”
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EvEryday WondEr

India Shampoo,  
Conditioner and Oil

discovEr thE Magic

India Oil, Healing Spray and  
24K Hair Masque

@IconProductsUK/IconProductsUK @IconProductsUK

I.C.O.N.’s luxurious India line presents pure indulgence 
this Christmas with its new ‘Discover the Magic’ and 

‘Everyday Wonder’ limited edition gift sets, designed to 
treat and transform any hair type

To stock up for Christmas call  
I.C.O.N. Salon Support on 0113 2781 292  
or visit www.icon-products.co.uk
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or dry hair,” she says. 

serums
Serums are typically applied post wash and 
before drying and work to promote shine and 
stop tangling. There are many varieties of 
serum available on the market, categorised 
into two main groups – oil and water based. 

“Oil-based serums give the appearance of 
immediate smoothness and shine,” describes 
Anabel Kingsley, Director of Communications 
at Philip Kingsley. “However, they often 
contain high levels of silicone, which can dry 
the hair over time. Water-based serums [i.e. 
creams] are often better as they moisturise 
as well as make the hair glossier and more 
manageable.” 

Primarily used on dry, frizzy or chemically-
treated hair, serums form a thin, protective 
layer on strands to help smooth the shaft, 
which also means heavy serums should be 

avoided on those with fi ne hair, as they’ll 
weigh it down, according to Anabel. 

Again, care must be taken to ensure you don’t 
over apply this product: “Applying oils and 
serums can cause the hair to become limp, 
lacklustre and greasy,” warns Jamie Stevens, 
celebrity hair stylist and owner of Jamie 
Stevens Hair. “Never apply more than a 10p 
sized blob,” he says.

masks 
Masks are intensive treatments formulated 
to add hydration and nourishment. Masques 
are often washed off after a set amount of 
time or can be left in. “There are two types 
of masks – hair masks and scalp masks,” 
says Anabel. “Hair masks contain hydrating 
ingredients, such as elastin and olive oil, to 
improve the suppleness and elasticity of 

the hair and to close the cuticle. Breakage is 
reduced, shine is increased and the hair is left 
more manageable. 

“Hair masks are especially benefi cial for 
clients with dry, damaged, dull or processed 
hair. Scalp masks help to optimise the 
condition of the scalp, creating the ideal 
environment for healthy hair growth. They can 
either be stimulating or exfoliating: Stimulating 
treatments are best suited for those with fi ne 
hair, hair volume worries or excessive hair fall, 
while exfoliating treatments are excellent for 
clients with a fl aky, itchy or irritated scalp.” 

The time you leave a treatment on for on 
can make all the difference: “For maximum 
benefi t, hair masks should be used at least 
once a week and left on for 20 minutes to 
an hour prior to shampooing. In salon, the 
client can be placed under a steamer to aid 
penetration of the active ingredients,” says 
Anabel. 
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Equally, care must also be taken to ensure 
masques are not used too much, as Anya 
stressed the importance of addressing the 
frequency of use: “A lot of clients tend to 
over-use masks, I’d recommend using them 
as a weekly treat or twice a week if your hair 
is particularly dry and damaged.”

Not only benefi cial to your client’s hair, maks 
can be a great way of boosting your pocket, 
as Paul says: “Teaching your clients that they 
pay a lot for their hair colour and cut and it 
makes sense to do regular in-salon intensive 
treatments and a home maintenance 
treatment to keep it at an optimum level.” 

keratin
One of the newest ways to smooth and 
de-frizz multiple types of hair is via a keratin 
treatment. “Keratin treatments add protein to 

the hair making it softer, frizz-free, shinier 
and more manageable,” Jamie told us. 
“Manageability is improved and drying 
time is dramatically reduced.”

Keratin treatments are becoming 
increasingly popular due to the longevity 
of the treatment. Once a treatment is 
done the effects can last for up to 12 
weeks so it’s brilliant for clients who like a 
low maintenance haircare routine. 

They’ve transformed the smoothing 
market over the past decade, but the 
expense and upkeep can be diffi cult 
for clients to adhere to, with the added 
expense of sulfate-free aftercare products 
to invest in as many keratin products 
react with sulfate often found in haircare 
products. 

For many clients, according to Anabel, 
it’s worth the price, however that doesn’t 
mean you can’t appeal to other clients 

who may only want it at certain times of 
the hair or for special occasions.

“We would recommend this type of 
treatment to clients going on holiday to 
damp climates to combat frizz,” says 
Suzie Barker of Aitch & Aitch Creative 
Team. “It will cut down on blowdrying 
time and allow them to manage their 
hair between appointments.”

So how does it work? Nick Green, who 
works in Business Development at 
Nanokeratin System told us. “Whether 
your hair is virgin, afro, coloured or 
highlighted, our in-salon treatments 
are formulated to break down to a 
nano molecular size where it is able to 
penetrate into the hair shaft to work on 
the most unruly hair types.”

So whether your client has thick unruly 
hair, or fi ne hair just in need of some 
gentle nourishment, there’s a product 
out there for them.
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Learn how these three successful 
salon owners continue to evolve 
their business with Aveda.

AMANDA MARSDEN LIFESTYLE SALON & SPA, Exeter

GARY INGHAM LIFESTYLE SALON & SPA, Hampstead

JAMES DUN’S HOUSE LIFESTYLE SALON & SPA, Glasgow
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Q: What makes Aveda different 
from other beauty companies in 
terms of supporting and growing 
your business and profits?

INGHAM: Our Aveda Salon Development 
Partner feels like a real member of our 
team and has worked with us on many 
innovative business-building initiatives. 
It’s like having a management consultant 
with industry expertise, but for free. 
With Aveda’s proven approach to planning 
business benchmarks, focusing on a few 
key metrics has increased the profitability 
of our salon, and has been easy to 
implement.
Educational support is very strong, and it’s 
not just the many creative courses Aveda 
offer, the business courses are also great.

FORREST: Another unique offering from 
Aveda is Aveda Business College. It’s a step-
by-step for business owners and managers, 
going all the way from understanding what 
makes the business tick to how your in-salon 
culture can affect  your profits.
It lets the salon owners work from a proven 
business blueprint meaning they can really 
focus on the team and the guest experience.

MARSDEN: Aveda demonstrates a sense of  
sensitivity by working alongside salon owners.
The ‘Benchmarking for Success’ course is 
an essential  tool  and  a  constant  reminder 
to retain your focus on growth while 
maintaining your level of profit. 

Culturally, Aveda makes us different from 
many of the salons out there; inspiration 
and education for the team, products 
that are innovative and results-driven, 
and also a clear business focus to help us 
stay on track. All that combined attracts 
new guests and helps retain them and 
therefore continually grows our business.

MARSDEN: Guests recognise that Aveda 
salons and spas have an inherent 
quality assurance throughout the guest 
experience, which is vital in helping us 
capture new guests.
Aveda colour is equally sought out by guests 
and delivers such beautiful results — and the 
fact that the colour is bespoke means that 
guest loyalty is built and locked in.

Born out of this fantastic performance is 
a confidence that ripples throughout the 
team, which in turn extends to the guests.

“Culturally Aveda makes us different from many of 
the salons out there; inspiration and education for the 
team, products that are innovative and results- driven, 
and also a clear business focus to help us stay on track.”

— SHEONA FORREST
James Dun’s House Lifestyle Salon & Spa: Glasgow & Aberdeen

Q: How has Aveda helped you attract 
new customers to your salon and 
grow your business and profits?

INGHAM: Co-branding with Aveda says 
something more than: we stock this brand.
It says: we’re experts in hairdressing and 
in beauty, we use only the best products,    
we care for our environment, we respect 
nature and we strive for excellence. 
Aveda full spectrum™ colour is a fantastic 
colour system with wonderful results every 
time. As well as being totally customisable for 
every guest, it also represents a huge saving 
in stock holding for the salon.
Aveda do a lot of media campaigns aimed 
at driving customers into Aveda salons. 
TV, print and digital campaigns have all 
benefitted our business enormously. 
The prime-time TV slots for invati™ not 
only drove new customers to our salon 
(and huge sales), but it also validated our 
salon’s image of quality and exclusivity.

FORREST:   When you partner with Aveda your 
business benefits from a global network of 
education and creative inspiration.  

“Our Aveda 
Salon 
Development 
Partner feels 
like a real 
member of 
our team and 
has worked 

with us on many innovative 
business-building initiatives. 
It’s like having a management 
consultant with industry 
expertise, but for free.”

— GARY INGHAM
Gary Ingham Lifestyle Salon & Spa; Hampstead 

“(Aveda’s) 
‘Benchmarking 
for Success’ 
course is an  
essential tool 
and a constant  
reminder to 
retain your focus 

on growth while maintaining your 
level of profit.”

—AMANDA MARSDEN
Amanda Marsden Lifestyle Salon & Spa; 

Exeter & Totnes

What are you waiting for?
To discover how Aveda can help grow your business call 0870 192 5650 for a one-on-one consultation.

Aveda.co.uk/grow
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The intricacies of being VAT registered, 

revamping on a budget, being a likeable 

boss and gettig your questions answered – 

all in five.
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IS IT YOUR CHOICE?
Most importantly, registration for 
VAT is compulsory when the annual 
turnover of your business reaches a 
certain threshold [currently £81,000] 
and this goes up each year. If your 
salon’s turnover is currently at this 
level or above, before taking into 
account any costs, then you have no 
choice and must register for VAT as 
soon as possible.
 
However, even with 
turnover less than 
this amount, many 
small businesses 
choose to 
voluntarily register 
for VAT. Certainly, 
registering and 
having a VAT 
number may help 
give your business 
more prestige with 
clients and present 
a more professional 
image but are there 
any real financial benefits?
 
Let’s start by looking at what being 
VAT registered actually means...

WHAT IT MEANS
If you do register, you’ll need to 
charge VAT at the standard rate of 20 
percent on all sales, but you can also 
reclaim any VAT incurred on goods 
and services you buy for use in the 
business. 

You’ll need to complete a VAT return 
each quarter telling HMRC how much 

VAT you’ve charged and how much 
you’ve paid. If you’ve charged more 
than you’ve paid, then you’ll need to 
pay HMRC the difference, or you can 
reclaim the money from HMRC when 
the sums are reversed. 
 
You would need to deal with the 
administration of this yourself or pay 
an accountant to do this for you, but 
there are lots of software programs to 
enable you to do this relatively easily.

HOW IT AFFECTS YOUR 
BUSINESS 
You would certainly 
need to consider that 
being VAT registered 
may make your salon 
more expensive than 
your non-VAT registered 
competitors. For 
example, if you aren’t 
VAT registered and 
you’re charging £50 for 
a service then this is 
all your clients will pay. 

If you then become VAT registered, 
you’ll have to charge VAT on top, or 
soak up the difference yourself and 
reduce your profit margin. 

At 20 percent in this example the 
added VAT is £10 so it’s not to be 
sniffed at, but you could split the 
difference by charging £55. The loss 
you make may well be completely 
recuperated in the VAT you can claim 
back, depending on your costs. 
 
This is one of the main advantages of 
being VAT registered – you’re able to 

BEAT
THE VAT

If you’re reading this, chances are 
your salon is either VAT registered 
and you’re wondering if it should 
be, or you’re contemplating going 

down this route. Before you do 
anything, see what Stephanie Levin, 

partner at SSH, has to say on the implications 
of being VAT registered.
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so it’s not to be 
sniffed at, but you 

could split the 
difference by 

charging £55.
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claim back any VAT you’ve been charged 
on purchases you’ve made for the 
business. In your start-up phase, where 
you may not be invoicing significant 
amounts but are incurring costs on 
product stock, tools, advertising etc, then 
voluntary registration can often mean that 
HMRC are refunding you every quarter. 
This can certainly help with cash flow!

Bear in mind though that many of the 
costs you incur in running your salon will 
not have VAT charged such as rates and 
salary costs.
 
So if you’re an established profitable 
business charging for services to more 
than cover your costs, then you’re most 
probably going to be in a position where 
you owe HMRC more than you can 
reclaim each quarter. In this situation, 
voluntary registration is only going to 
benefit the tax man.
 
WHAT ABOUT THE FLAT RATE VAT SCHEME?
 An alternative option that many small 
businesses who are required to be VAT 
registered consider is registering for the 
Flat Rate VAT scheme. The scheme was 
established to simplify VAT for small 
businesses, especially those who provide 
a service and therefore do not have large 
amounts of VAT to reclaim.
 
Under this scheme, while you can charge 
your customers the standard rate of VAT 
of 20 percent, you only have to pay across 

to HMRC VAT at a reduced rate [for a 
salon this would be 13 percent].
 
For example, if a client is charged £50, 
with VAT at 20 percent on top this would 
become £60 and this is what your client 
would owe you. Of this, only 13 percent 
would be required to be paid to HMRC, 
i.e. £7.80. You are therefore able to 
generate extra profit through paying less 
VAT that you charge.
 
Under this scheme, you cannot also 
reclaim the VAT incurred on your 
business purchases but this just makes 
the administration of the scheme much 
easier.
 
There is also the added incentive that 
HMRC offers a one percent reduction in 
the flat-rate percentage in your first VAT 
registered year.

THE VERDICT
The world of VAT is complex and no 
two businesses are the same so you 
should always contact a professional 
accountant for advice before embarking 
on registration. 

However, if registration becomes 
compulsory for you and you’re likely to be 
in a position where you owe HMRC more 
than they would owe you, then the Flat 
Rate VAT Scheme is worth some serious 
thought.
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There’s a brush revolution going on right here… right now. Get strength, 
condition, glossiness and volume like you’ve never known before with the 
innovative teeth technology of the detangling and blow styling brushes.

For sales enquiries please call: 020 7274 6128

www.tangleteezer.com



26

SPRUCING UP YOUR SALON ON A 
SHOESTRING.
If your salon is in need of a revamp, 
then the summer seems the perfect 
time to give an interior some 
attention. Not only is it a quieter 
time of year but it’s a great way of 
showing your in the game with a 
mid-year spruce up on a budget. 

HOW CLEAN IS YOUR SALON? 
HONESTLY. 
When a client is 
sat in the salon 
chair with little to 
do except read a 
magazine or look 
around the salon, 
they will notice 
details – and while 
they might not 
notice just how 
clean it is, they’ll 
definitely notice 
if it isn’t. First 
impressions count, 
and one action you 
can take that costs 
nothing other than 
time and hard work, 
is to deep clean 
your salon. 
It might be clean enough on a day-
to-day level, but really stripping back 
and polishing every element of the 
salon will most definitely make a 
difference. Analyse everything from 
the dust on the skirting boards to 
the colour stains on the walls and 
the stains on the coffee cups. You 
often don’t need to replace things, 
just revamp them. Stained tiles 
at the backwash, sinks that don’t 

sparkle and chrome fittings that 
aren’t polished are all details that 
don’t go unnoticed. Think about 
the last time you ate in a restaurant 
that wasn’t up to your hygiene 
standards? What assumptions 
did you make about the food? It’s 
exactly the same with salons – your 
colourist might be amazing, but if 
the environment is shabby then 
clients will automatically undervalue 
your services.  

MAKE SMALL 
INVESTMENTS; NOT 
LARGE ONES. 
Of course replacing 
all your furniture and 
updating everything 
is going to make a 
difference, but it’s 
also going to cost you 
a fortune. So why 
not make smaller 
investments that 
will instantly make 
a difference? Get 
rid of blinds that are 
blocking out light, 
invest in fresh flowers 
on your reception, 

replace towels and gowns, throw 
any cups with chips in and make 
sure all your magazines are up to 
date.  

REVAMP YOUR INTERIOR.
Maybe your furniture is still working 
for you perfectly but the salon 
overall is looking tired? A mini 
revamp can be done for a small 
amount and updating things such 
as your facia and signage, lighting, 

REVAMP ON 
A BUDGET

Staying at the top of your game 
requires first class, regular 
education, consistent service and a 
clean, modern salon. The latter can 

be done on a budget and Matthew 
Lutos, Managing Director of Olymp UK and 
Beauty Planet Salon Designs, tells us how…
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wall colour and shelving can make a major 
difference. Why not invest in a uniform for 
your staff at the same time? The results will 
be impressive and it won’t cost anywhere 
near as much as replacing all your furniture. 

DON’T UNDERESTIMATE A LICK OF PAINT. 
Any busy salon needs painting regularly 
to look fresh and clean. It’s a cheap thing 
to do and makes a big difference. You 
don’t have to decorate throughout to 
have a new look – but areas that are hard 
wearing such as around the foot bars will 
inevitably need touching up frequently. You 
could also create a feature wall. Either use 
stunning wallpaper or simply paint a wall in 
a contrasting colour to create an impressive 
feature. The beauty of it is that you can 
change it frequently depending on the 
season.   

DON’T PERSONALISE THE SALON.
One design error that a lot of salon owners 
make is that they allow their personal taste 
to override their professional needs. Your 
salon is a business, and your branding 
should be all about the salons offering and 
its position in the marketplace. Your taste 
might be particularly lavish and high end, 
which is fine to recreate in your salon if 
that is what the market positioning is, but if 
you’re offering affordable and commercial 
hairdressing then there’s little point in your 
salon looking like an exclusive art gallery.  

LESS IS MORE WHEN IT COMES TO CLUTTER
The easiest way to look old-fashioned is to 
have clutter and personalised items in your 
salon. It’s fine to have a team picture from 
a night out in the staff room, but on the 
salon wall it’s definitely not necessary. Do 
you have anything other than fresh flowers 
on the reception desk? If so, is it really 
relevant? Anything personal or ornamental 
could make you look unprofessional. De-
cluttering is a cheap way of giving a fresh 
look, and costs nothing at all. Try standing 
back and looking at your salon from the 
other side of the street – is your window 
filled with clutter and does it entice clients 
to walk in and give you a try? Anything in 
your window that’s not relevant to your 
business needs to go – old posters, plants 
and dusty retail displays with faded stock is 
all a big no. 

BE UP TO DATE 
Everything from the magazines your clients 
are reading to the imagery you’re displaying 
on your walls should be current. We’re in 
the fashion business and nobody wants 
a hair cut or colour that’s old fashioned. 
So, unless everything about your salon 
is current, clients will assume your 
hairdressing is the same. 
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Q: Help please! My salon has done 
really well this year, but I haven’t 
put away enough tax to pay my 
bill by the end of January 2016. 
What’s your advice to help me get 
back on track?

A: It’s good you’re dealing with the 
issue right now and not burying 
your head in the 
sand.  As we all 
know, tax is one of 
those things in life 
which is a certainty. 
Your situation is 
certainly not an 
isolated case. I’ve 
come across a 
number of salon 
owners and sole 
traders who fall 
into the same trap 
of spending the 
profits and find at 
the eleventh hour 
that they don’t have 
enough money to pay their tax 
bills.
 
That said, HMRC expect any 
business owner/sole trader to take 
responsibility for their finances 
and won’t tolerate thinly-veiled 
excuses.
 

If you don’t have the cash to 
pay you should contact HMRC 
immediately to explain the 
position. This can be done by 
calling up yourself or getting your 
accountant to deal on your behalf if 
you have given HMRC permission 
to speak with them. Usually HMRC 
will want to speak to you as well, 

although your 
accountant can start 
the conversation.   
 
You have to have 
a good reason for 
the issue. If you 
tell HMRC that you 
have spent your 
tax funds on an 
expensive cruise or 
shopping spree, he 
or she will not be 
impressed. If there 
is a valid business 
reason such as a 
catastrophic event 

that has meant your business has 
suffered a huge drop in revenue, 
or a major unexpected issue that 
has caused significant cashflow 
problems, then it’s a different 
story.
 
HMRC is likely to ask you for a 
personal financial statement to 

YOUR 
QUESTIONS 
FOR BOBBY 
LANE

Every month you send us your 
gruelling questions and we go to 
our resident business guru Bobby 
Lane, partner at Shelley Stock 

Hutter, to get the answers.
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see whether or not there are any 
assets that you can turn into cash 
quite quickly e.g. ISAs and/or Stocks 
& Shares. Also they may ask if it’s 
possible that you could raise an extra 
mortgage on your main residence or 
other property.     
 
Generally HMRC will be more 
accepting if this is your first  
“offence” i.e. up until now you have 
paid all your taxes, including PAYE,  
in time and have not asked for an 
arrangement within, say, the last 
three years. Sometimes HMRC will 
be prepared to give you some extra 
time to pay [although interest will be 
mounting up] – it very much depends 
on the reasons for not being able to 
meet the liability.
 
If you trade through a limited 
company one of the main tax liabilities 
will be Corporation Tax. In these 
circumstances you’re not personally 
liable for this tax. HMRC will therefore 
look at the company’s assets to see 
whether or not anything can be sold 
to raise the money. They may also ask 
you if you’re able to raise the money 
personally, however they cannot force 
you to do this unless you owe money 
to your company.  
 
Assuming that a time to pay 
arrangement is granted, you will pay 
the tax in equal instalments over 
the time agreed and HMRC usually 
request a Direct Debit to cover this. 
If you default on the payments, then 
the arrangement will be automatically 
cancelled and HMRC will proceed to 
collect the balance.
 
Interest on late payment, currently 
three percent per annum, will be 
charged together with the final 
instalment.
 
Obviously it is best to avoid the above 
conundrum if at all possible as, apart 
from anything else, it is a stressful 
position to be in.  
 
To avoid getting into the same 
situation next year, you may want to 
consider setting up a monthly direct 
debit with HMRC for future earnings, 
so that your estimated tax is paid 
immediately. If you’re trading through 
a company, set up a separate tax 
account and transfer your liabilities 
each month. If you do this you’ll have 
peace of mind and know that the 
money left over is yours to spend 
freely. Then you can buy that handbag 
or go on your dream holiday.
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“Building a successful salon takes 
way more than having a great 
location and a beautiful salon. You 
need a great team behind you; one 
that’s stable and committed,” says 
Medusa Director Colin McAndrew, 
before adding: “Building a team 
and finding yourself head of a 
group of amazing people takes 
a whole bunch of new skills; it 
means transforming yourself from 
hairdresser into manager.

“I was advised early on, not to 
worry about being liked, but I find 
that hard. I want to enjoy coming to 
work; I want my managers to enjoy 
it and I want the rest of the team 
to enjoy it as well. 
And if you like 
your boss it’s so 
much easier. The 
way we treat one 
another is crucial 
to that satisfaction, 
and it’s up to the 
senior team to set 
the tone.”

At Medusa, 
they’ve devised a 
list of qualities that 
they believe help 
make a great salon 
manger and, while 
they’re only human 
and do make 
mistakes, they try 
to stick to them. 

LEAD BY EXAMPLE
Managers should 
always get to 
work on time, or 
even early, and graft away just as 

much as the most junior person 
on the team. That means running 
a column of clients, brushing the 
floor occasionally, taking payment 
if the receptionist is away, jumping 
in and assisting another stylist 
if you’re free and working late if 
necessary. If you want your team 
to work hard, show them how it’s 
done.

LISTEN RATHER THAN TALK
Make time to hear what your 
team has to say and reflect on 
what they say. Offer advice only 
if it’s requested, and when you 
do respond, think about what’s 
important to the person and what 

would help them, 
rather than just 
thinking about it from 
your own point of 
view.

SHOW INTEREST
If someone is talking 
to you, give them 
your full attention. 
Put away your phone, 
turn your gaze from 
the computer screen, 
stop counting the 
shampoo bottles left 
on the retail shelves. 
Maintain eye contact, 
smile or frown and 
nod. Non-verbal 
responses help build 
trust and affection and 
show you’re focused 
on that person. Ask 
questions for clarity. 
Being able to have 
a dialogue with the 

boss makes people feel secure.

BE A LIKEABLE
BOSS

Being likeable doesn’t often 
feature highly on the essential 
characteristics of a manager and 
yet Medusa’s Colin McAndrew 

believes it should. Here he tells us 
how to do it.
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liked, but 
I find that hard. 
I want to enjoy

 coming to 
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enjoy it and I 

want the rest
of the team 

to enjoy it 
as well.

AVOID SELECTIVE HEARING
A good manager listens to everyone 
and considers each comment 
carefully. Sometimes it’s easy to 
develop favourites who you like 
talking to, but this is business 
and you can’t let personal issues 
dominate. You have to show you 
respect each team member equally 
and act on suggestions from 
everyone. 

LEAVE PERSONAL PROBLEMS AT HOME
It’s something that we say to every 
team member, but it’s absolutely 
crucial for managers to separate 
home and work. Professionalism 
must be the dominant trait when 
you’re managing other individuals.

BURST THAT BUBBLE
The best managers stay grounded 
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even after promotion, and do not get 
bloated with self-importance. How 
can you be a good manager if your 
team finds you insufferable? So we 
keep it real. Success only comes 
from teamwork, not individuals.

KEEP THE FOCUS ON THE TEAM
Rather than simply expecting the 
team to perform, a good manager 
concentrates on making sure every 
team member has what they require 
to make the team the best it can be.

SHARE THE GLORY
Giving praise and passing it along is 
enormously motivating, so it’s crucial 
that a manager shines the spotlight 
on others rather than monopolises it. 
Showing the clients, the rest of the 
team and the overall management 
that someone is doing good shows 
that the manager is also doing 
well and is the sort of person who 
appreciates others.

BE TACTFUL AND CONSIDERATE
This can be hard. Sometimes you 
might blurt things out unthinkingly 
or even say something in anger, but 
while it’s a no-no for anyone to do 
this in a professional environment, 
it is a hundred times worse if a 
manager does. Good managers 
weigh their words carefully. They 
never reprimand an employee in 
public, never speak in anger and 
never discuss the failings of team 
members with other team members. 

BE READY TO PUT YOUR HAND UP
This crazy notion that managers are 
infallible is dangerous. Managers 
must be able to admit they’re wrong 
when they’re wrong, and be big 
enough to ask for help or advice 
when they need it. There’s nothing 
more damaging for a salon than the 
manager struggling along with a 
problem or hiding it away instead of 
getting everyone involved to sort it 
out. A problem shared is a problem 
halved, but owning up to your 
mistakes also shows the rest of the 
team that you aren’t perfect. And 
they’ll like you all the better for it.
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Flying the British fl ag, 

entrepreneur Caroline Biggs has 

styled and cut hair across the 

globe including Hong Kong, 

Bermuda, USA and Greece. 

Sassoon trained, she has a 

wealth of experiences making her 

an ideal teacher, which she did at 

a number of UK colleges in the 

late nineties. In 2000, Caroline 

decided to sell up 

and relocate to Spain 

with her husband Ken. Here she 

opened up her own hair salon 

and trained to become a Beauty 

Therapist. In 2010, she opened up 

her own Beauty Warehouse and 

launched her own Hair & Beauty 

Training Academy in the Costa 

Blanca with her husband Ken, 

where they teach Advanced 

Beauty courses. Her 

entrepreneurial spirit ensued 

though and a year later Caroline 

began to develop Infi natura Cura 

Oil. Here she spills the beans on 

building a brand and what it’s like 

to work in very different 

landscapes. 
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WHY DID YOU DECIDE TO MOVE TO SPAIN?
During my early twenties, I worked 
around the world in a variety of global 
locations, including Hong Kong, 
Bermuda, USA and Greece. I loved the 
lifestyle abroad, especially living in a 
warm climate.  When I came back to 
the UK to live, I struggled with the cold 
temperatures and suffered with SAD 
in the dark winter months – this was 
the deciding factor that encouraged us 
to move to a warmer climate. I have 
always liked the Spanish people and it´s 
close enough to the UK to travel back to 
visit my family. 
 
TELL US ABOUT YOUR FIRST JOB ABROAD.
It was in a large salon in the centre 
of Hong Kong when I was 21. The 
heat takes its toll on you when you’re 
standing hairdressing for an eight to 
10 hour day. It was so humid in the 
summer that we actually used to apply 
our makeup and do our hair in the salon, 
otherwise by the time I got to work my 
hair would be frizzy and my makeup 
would have melted in the heat. I also 
had no experience of styling Chinese 
hair, which was a complete challenge 
as it´s so straight and has to be cut 
differently. 

HOW DOES THE INDUSTRY DIFFER IN EACH OF 
THE DIFFERENT COUNTRIES YOU’VE VISITED?
In Bermuda I had to learn to straighten 
afro hair and apply weaves, whereas 
in America, a lot of clients wanted big 
hair and big bangs. I also had to set hair 
with shiny smooth rollers with no grips. 
We worked a six day week from 8am 
to 8pm so it was intense. We also had 
no juniors, so we had to do all our own 
shampooing, neutralising and cleaning, 
etc. As a result, we couldn’t fit in other 
clients while a client’s colour was 
developing. In Greece, a lot of clients 
liked their hair blowdried from curly 
to straight regularly. The majority of 
customers also had extremely thick 
hair, so it took quite a long 
time to dry and we didn’t use 
straightening irons then either. 
In Spain, I taught colouring 
courses and had to change the 
way that I apply a full head of 
foils, as they apply the packet 
to the section sideways. Other 
than that, most salons run the 
same way in all the countries.
 
WHAT’S THE HARDEST THING 
YOU’VE EVER DONE CAREER-WISE?
I moved to Hong Kong with 
£400 in my pocket and didn’t 
have a job lined up. I was lucky 
enough to get a job within a 

day, but I didn’t get paid for a month, so 
I had to live on baked beans and toast 
for the first four weeks.

WHAT MOST SURPRISED YOU ABOUT ALL OF 
THE THINGS YOU’VE DONE?
I was surprised about how easy it is 
to travel around the world as a British 
hairdresser. We have a great reputation 
abroad and it was very easy to find 
work.
 
HOW DID YOU GO ABOUT CREATING THE 
INFINATURA CURA OIL BRAND?
My original idea was to create a beauty 
range that was safe enough to use on 
all skin and hair types. When I worked 
in Hong Kong, all the Chinese and 
Malaysian girls used Camellia Oil – it 
was originally used by the Geishas in 
Japan and it was their ultimate beauty 
secret. I started experimenting with a 
variety of natural oils, after two years of 
developing and perfecting the formula, 
I finally came up with a 100 percent 
natural multi-purpose oil that you can 
use on the Skin, Hair and Nails as a 
Beauty SOS and repair treatment – 
Infinatura’s Cura Oil was born.

WHAT MAKES INFINATURA CURA OIL SO 
UNIQUE?
Since its launch consumers have 
reported that it has helped to reduce 
their psoriasis and Eczema, as well 
as relieving an itchy scalp. It can also 
be used to reduce inflammation after 
shaving or waxing, to help soothe 
sunburn and insect bites. It’s also 
very effective in healing scar tissue, 
reducing the appearance of fine lines 
and wrinkles and is a popular beauty 
saviour for pregnant mums-to-be to 
help prevent stretch marks. Everyday 
someone tells me they have found 
another use for it. Yesterday, a customer 
said she had to buy another bottle 
because her husband likes to shave 

with it and is using hers as 
it’s stopped him getting 

razor burn.
 
WHAT’S NEXT IN YOUR 
CAREER?

I’m very lucky as 
I love my job and 
I’m currently in 
the process of 
formulating lots 
of new natural 
products to expand 
the line. The first is 
launching later this 
autumn – watch 
this space! 
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My original idea 

was to create a 

beauty range that 

was safe enough to use 

on all skin and hair 

types. When I worked in 

Hong Kong, all the Chinese 

and Malaysian girls used 

Camellia Oil – it was 

originally used by the 

Geishas in Japan and it 

was their ultimate 

beauty secret. liked their hair blowdried from curly 
to straight regularly. The majority of 
customers also had extremely thick 
hair, so it took quite a long 
time to dry and we didn’t use 
straightening irons then either. 
In Spain, I taught colouring 
courses and had to change the 
way that I apply a full head of 
foils, as they apply the packet 
to the section sideways. Other 
than that, most salons run the 
same way in all the countries.

YOU’VE EVER DONE CAREER-WISE?
I moved to Hong Kong with 
£400 in my pocket and didn’t 
have a job lined up. I was lucky 
enough to get a job within a 

said she had to buy another bottle 
because her husband likes to shave 

with it and is using hers as 
it’s stopped him getting 

razor burn.

WHAT’S NEXT IN YOUR 
CAREER?

I’m very lucky as 
I love my job and 
I’m currently in 
the process of 
formulating lots 
of new natural 
products to expand 
the line. The first is 
launching later this 
autumn – watch 
this space! 
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It starts in the minds 
of THE CREATIVES, 

they bring it to the 
FROW and we bring 

it to you. AUTUMN 
WINTER 15 colour 
trends…BRING IT 

ON.
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colour speak
We set aside two issues every 

year to talk to you about 
COLOUR, which at the start of 
every year seems a quite a lot 

of print space, but every time it comes around 
we find we’re struggling for space – and it’s 
because of you guys.

UK hairdressers raise the bar and provide 
inspiration to their FELLOW HAIRDRESSERS 
across the globe. This puts a lot of demand on 
the UK COLOUR HOUSES to create pioneering 
formulations – and they succeed. There’s also 
demand on colourists to come up with new, 
GROUND-BREAKING TECHNIQUES every 
season – they succeed at that too. And that’s 
where we come in, to tell you all about it, with 
some help from WELLA PROFESSIONALS, 
who sponsored our exclusive COLOUR FOCUS. 

In this dedicated issue we’ve spoken to some of 
the UK’s TOP COLOURISTS about what they’re 
doing this autumn winter, as well as tracked 
down the courses to help you do it. We’ve got 
our pick of the PRODUCTS that will help your 
COLOUR BUSINESS fly.

Indulge in our Colour Focus. 

JO CHARLTON
PUBLISHING EDITOR
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true 
colours

Hair colour has evolved to 

such a degree that the 

possibilities afforded to 

clients are almost endless. 

Helen Bird talks to a range 

of experts about current and 

future trends, developments 

in products and techniques, 

and why colour is at its most 

exciting time ever.
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It is surely a sign of the times when the 
latest seasonal trends in hair colour span 
muted pastels to metallics and block 

brunettes to soft balayage. With so many 
effects achievable with today’s sophisticated 
products and refined techniques, why 
should clients be restricted by one or two 
overarching trends? It appears that the age 
of bespoke hair colour has arrived, and our 
experts couldn’t be more excited about it…

tailored trends
“It’s an exciting time for colour,” says Daniel 
Spiller. The Wella Professionals Colour Club 
member is as passionate about his craft as 
they come, and talks enthusiastically about 
the twist on natural colours that Wella has 
created with its latest Koleston Perfect 
INNOSENSE Mineral Collection.

This autumn winter trend, he says, is for 
colour to look like it “could have been 
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Introducing eight new 
luxurious, indulgent 
shades developed by  
the TIGI Creative Team.
From cool antique & 
vintage rose golds to 
gorgeous chocolate suede 
tones, these shades give 
hair a rich, sensual look.
Formulated to be used 
alone or intermixed they 
allow stylists to create the 
ultimate customized result.
So now you can indulge 
your clients’ hair with a 
unique touch of luxury.

Invent it.  
Own it. 
Indulge it.
For more creative inspiration 
and to become a TIGI 
copyright©olour stockist  
call us on 0844 844 0944  
or visit:
www.tigicopyrightcolour.com

Pure 
indulgence!
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created by the elements”. “[It] has become 
faded and eroded so it looks muted and 
subdued.”

In stark contrast is the ‘ronze’ trend 
described by Tracy Hayes, Global Head of 
Technical Training at Fudge Professional. 
The warm tones of red, bronze and copper, 
as seen on the likes of Sienna Miller, “are 
perfect for clients wanting shiny, glossy 
hair”, Tracy says.

And it’s the same story at TIGI where on-
trend antique and vintage rose golds that 
are springing up everywhere have now 
appeared in hair colour. TIGI Copyright Colour 
offers these head turning shades, ideal for 
fashionistas looking for added opulence.

“The colour palette for this autumn and 
winter is rich, deep and complex. I’m excited 
about these new shades because they’re 
completely on-trend for both creative and 
fundamental applications,” says Christel 
Lundqvist, TIGI Global Technical Creative 
Director.

At Aveda, meanwhile, Technical Hair 
Specialist Jo McKay is seeing a trend for 
“heavier, block colouring on the mid-lengths 
and ends” among younger clients, while 
panels of pastel tones are popular with more 
mature guests. “We are moving away from 
heavy, matte hair colour into techniques that 
create a more 3D effect,” she adds.

But block darks aren’t completely off the 
agenda, it would seem: the solid, monotone 
look inspired by Kendall Jenner and Katie 
Holmes is still going strong “for the bold and 
brave”, according to Karen Hyam, Salon and 
Colour Director at Atelier Hairdressing and 
Beauty Rooms in Hertfordshire.

The refreshing thing about this array of 
trends is that anything goes. Rather than 
conforming to a universal look peddled by 
the media, the modern client is working in 
collaboration with the colourist to choose 
a look that is, first and foremost, right for 
their individual hair type and skin tone, but 
that also fits nicely with current fashions. Of 
course, the key to achieving this successfully 
relies heavily on effective products and 
masterful technique.

creative freedom
Never has the colourist had more artistic 
licence to create bespoke looks for each 
individual client – the trends and the products 
are certainly allowing for it. With this prime 
opportunity for hair professionals to develop 
their colour skills comes a range of education 
options to help them become masters of their 
craft [see our education on pages 50-51].

“Application techniques in recent years have 
become braver in breaking the boundaries,” 
says Tracy. “Although it’s very important to 
learn 100 percent technically, recently it has 
become the trend to tailor-make the colour, 
and this has often resulted in more freehand 
techniques.”

At TIGI , they’re using techniques like 
Diffused Silhouette to give the face a 
flattering contouring effect, according to 
Christel. 

Certainly, with the ability to branch out of 
rigid, structured application and exercise 
creative freedom, the colourist can become 
the artist and the client’s hair their canvas. 
For Karen, the key is to “become a freehand 
highlighting expert”. “Use the great range 
of tools available, including sponges, blur 
brushes and paddles to create some great 
bespoke looks,” she adds.

Jo agrees that, with a more freehand way of 
working, “techniques have progressed from 
being geometric and structured”. “We’re 
using a lot more rounded, organic shapes on 
the head,” she adds.

Jo is even pioneering her own techniques, 
drawing inspiration from both art and nature 
to create ‘colour splashing’. Channelling 
abstract expressionist artist Jackson Pollock, 
she experimented with the drip painting 
technique with violets, pinks and blues 
inspired by the Northern Lights of Iceland. “I 
was looking for a fresh, new way to approach 
hair colouring and to create visual textures,” 
she says.

“It works in tune with the hair’s 

natural shades to merge col-

ours together and 

create something completely 

unique. It allows you to ex-

periment with all kinds of 

colours, from dusky, warm 

pinks through to ashy greys 

on blondes, while adding 

strength and structure to the 

hair.”
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extending the palette
Of course, an accomplished application 
of colour is only as effective as the 
product itself. But with the array of 
shades and high-performance formulas 
offered by today’s advanced collections, 
this needn’t be an issue. 

We are now seeing such sophisticated 
inventions as bond-building colours, 
which mean even clients with the most 
damaged hair are not exempt from a 
bold colour change. Karen explains: 
“They allow us to change the colour 
of the client’s hair while rebuilding 
the disulphide bonds that can be 
broken from permanent and lightening 
techniques.”

Meanwhile, for clients looking for 
lower maintenance colour, the toning 
treatments that we saw in the nineties 
seem to have made a comeback, with 
a sophisticated twist. At ICON concept 
salon HairBeautiful, Maria Padley is 
embracing the effects afforded by such 
products as ICON’s Stained Glass [see 
products on pages 54-55].

“It works in tune with the hair’s natural 
shades to merge colours together and 
create something completely unique,” 
she says. “It allows you to experiment 
with all kinds of colours, from dusky, 
warm pinks through to ashy greys on 
blondes, while adding strength and 
structure to the hair.”

The development of hypoallergenic 
products is also a huge progression 
in colour, according to HOB Salons’ 
creative colour director Issie Churcher. 
She credits Wella’s INNOSENSE range 
as an example that allows ingredients-
conscious clients to be offered 
“permanent colour that has the same 
quality and performance as any other 
colour on the market” without PPD or 
PTD. 

colour me happy
Whether professional or client, there 
has never been a more exciting time for 
colour. This is the era for the colourist 
to come into their own, creating 
innovative, bespoke looks on their 
clients for every season.

“The ability to mix and create any 
shade is so much fun and it’s really 
rewarding when you see a colour that 

has been personalised by you,” says 
Issie. 

Equally inspired by her work is Jo. “Hair 
colouring is like a gift,” she says. “You 
create the effect you desire, wait, then 
wash and dry to reveal this incredible 
change on the hair.”

Daniel is convinced that this area 
of hairdressing will only continue to 
evolve. “Hair colour isn’t going to stand 
still,” he says. “The next stage of 
development and training will continue 
to drive clients into the salon, knowing 
that they can only get that result by a 
professional.”

The development of hypoallergenic products is also a 

huge progression in colour, according to HOB Salons’ 

creative colour director Issie Churcher. She credits Wella’s 

INNOSENSE range as an example that allows ingredients-

conscious clients to be offered “permanent colour that has 

the same quality and performance as any other colour on 

the market” without PPD or PTD. 

47
Colourfeature.indd   47 22/09/2015   13:15



colour
As the links between modern day hairdressing         and fashion entwine ever 

deeper, so do your clients’ desires for the trends. Wella Professionals is dedicated to 

helping your salon be on-trend with the education and tools to put your salon on the 

vogue list. It has a dedicated team of top session stylists and fashion analysts who aim 

to create, breakdown and reinterpret the trends. Cue the Wella Professionals autumn 

winter trend Unchartered Territories.

right
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the trends
The Wella Symposium 2014 Vision Factory 
saw a team of top creative artists come 
together in Milan, to talk inspiration and the 
future of hair, colour and style, with a creative 
exploration around the 2015 Trends, led by 
Wella Professionals Global Creative Directors, 
Josh Wood and Eugene Souleiman.

They discovered the stark trends of autumn 
winter, which will see hair that mirrors what 
the elements do to nature with colour taking on 
a marbled effect, no matter what the shade.

Inspired by the mineral layers found naturally in 
our earth’s crust, hair this season has a natural 
erosion with earthy tones, spicy colours of a 
romantic landscape and translucent light of 
north. Picture topography through the hair.

Wella Professionals has created nine key looks 
for your salon that incorporate weathered 
tones and layered colour. Ranging from 
Marbled Rust to Nacre Blonde they cater to 
every type of client and hair type and allow for 
individual interpretation of the trend. 

the products
The NEW Koleston Perfect INNOSENSE 
Mineral collection has everything you need 
to achieve this for your clients, in a premium 
colour line that promotes Well-Being. Inspired 
by earth, minerals and stone, every shade in 
this collection gives saturated but not heavy 
colour results.

With a strong reputation for premium colour, 
Wella Professionals has taken it to another 

level with Koleston Perfect INNOSENSE as its 
most vibrant, long-lasting colour, formulated 
without PPD and PTD.

“The new Koleston Perfect shades allow salons 
to be three steps ahead of their clients’ desires. 
They embody the sense of ‘stealth wealth’ – an 
authentic, yet luxurious Couture look that’s the 
best possible version of themselves. The new 
shades are on trend, nature-inspired, mindful 
and authentically beautiful,” says Josh Wood, 
Wella Professionals Global Creative Director for 
Color.

The exclusive Mineral Collection means 
Koleston Perfect INNOSENSE can satisfy even 
more of your clients with fi ve nature-inspired 
shades;

4/17 MEDIUM ASH BRUNETTE BROWN – 
Inspired by the earthy, mineral-rich layers of rock.
6/17 DARK ASH BRUNETTE BLONDE– 
Infl uenced by the naturally occurring reddish clay.
7/18 DARK ASH PEARL BLONDE– Galvanised 
by the culmination of all minerals.
9/81 VERY LIGHT PEARL ASH BLONDE – 
Inspired by the layers of coloured cool ash rock.
10/95 LIGHTEST CEDRE MAHOGANY BLONDE 
– Stirred by the pastel-coloured sand deposits.

couture colour
Make your offering even more attractive by 
upgrading your fashion-conscious clients into 
a Couture Colour service, charged at a 
premium. The Colour Boost and Colour 
Renewal services are both ideal to enhance 
your client’s experience. 

Colour Renewal Service uses Wella 
Professionals Elements as the perfect post 
Couture Colour service treatment to delight 
your client‘s beauty and well-being choices.

The new Colour Boost Service with Elements 
Conditioner will refresh mid-lengths and ends 
with a boost of colour. Both services are 

colour recommended for your ingredient-conscious 
clients who desire a range like Elements, which is 
free of sulfates, parabens and artifi cial colourants.

“The client mindset is changing. Women are 
increasingly aware of the need to nurture their 
mind as well as their bodies; they’re scheduling 
‘me time’ to take care of themselves. By creating 
a service menu and environment that meets their 
hair, beauty, dietary and emotional needs, salons 
can become a home away from home. A place 
where women want to spend time,” says Josh.

It is these women, who come to the salon 
for quality time, that Couture Colour services 
are ideal for. The Mineral Collection is already 
creating a storm for SS16 too, appearing on the 
PPQ catwalk at London Fashion Week, so get it 
in your salon and be prepared.

INFO: CONTACT YOUR WELLA PROFESSIONALS 
ACCOUNT MANAGER, CALL 01202 595 700, OR 
VISIT WELLAPROFESSIONALS.CO.UK FOR MORE 
INFORMATION. LIKE WELLA ON FACEBOOK
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smarten
Our pick of this season’s 

best courses to get you 

colour savvy.

50
up

educate
Hair: Steven Smart

Photography: Richard Miles
Makeup: Debra Smart

Styling: Bernard Connolly
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CREATIVE CONSULTATION, 
TIGI, LONDON

2 DAYS, £375. DEVISED BY TIGI’S 
GLOBAL TECHNICAL DIRECTOR 

CHRISTINE LUNDQVIST, THIS 
COURSE AIMS TO HELP YOU 

GROW YOUR COLOUR BUSINESS 
VIA NEW CREATIVE THINKING 

AND ENHANCED FASHION 
KNOWLEDGE. INCLUDES HAIR 

AND COMPLEXION ANALYSIS, AS 
WELL AS DESCRIPTIVE LANGUAGE 

TO ENHANCE COLOURISTS’ 
CUSTOMER SERVICE.

MASTER COLOUR 
PROGRAMME – WELLA, 

LONDON/MANCHESTER/
DUBLIN/SCOTLAND

13 DAYS IN 4 STAGES, £2,220
BECOME A WELLA PROFESSIONALS 

MASTER COLOURIST WITH THIS 
EXTENSIVE COURSE. STARTING 

WITH THE BASICS, TRAINEES WILL 
GO ON A JOURNEY OF INTENSE 
LEARNING TO DEVELOP THEIR 
CREATIVE AND CORRECTIVE 

COLOURING SKILLS.

COLOUR SALON FASHION 
COLOUR – HOB ACADEMY, 

LONDON

1 DAY, £220. THIS BRAND NEW 
COURSE ENCOMPASSES A WIDE 

RANGE OF LOOKS, USING EMERGING 
TRENDS FROM CATWALK TO 

CELEBRITIES AND INTRODUCING 
CONSCIOUS COLOURING TECHNIQUES.

transition colour – 
TIGI, london

3 DAYS, £590. THIS INTERMEDIATE 
COURSE FOCUSES ON STRONG, 

SALON-VIABLE COLOURING 
TECHNIQUES AND MIXTURES, AIMING 

TO PROGRESS SKILLS AND BUILD 
CONFIDENCE TO DEVELOP SALON 

COLOURISTS.

1 DAY, £80 PLUS VAT. WITH 
EXPERT DEMOS, THEORY AND 

PRACTICAL WORK, THIS COURSE 
GUIDES STYLISTS THROUGH THE 

LATEST COLOURING TECHNIQUES, 
ALLOWING THEM TO BE CREATIVE 

AND DEVELOP BESPOKE, 
SIGNATURE COLOUR WORK.

AVEDA HAIR COLOUR 
SYSTEMS – AVEDA, 

LONDON

1 DAY, £95. DISCOVER THE DISTINCT 
METHODS AND TECHNIQUES 

OF AVEDA COLOUR WITH THIS 
INTRODUCTORY WORKSHOP. THE 

DAY INCLUDES HAIR COLOUR 
THEORY AND AIMS TO BOOST 
CONFIDENCE IN APPLICATION. 

ATTENDEES MUST HAVE A MINIMUM 
OF ONE YEAR’S EXPERIENCE.

colour innovate 
– la biosthetique, 
aylesbury/dundee

educate
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behind
the

scenes
Session styling supremos 

Eugene Souleiman and 

Josh Wood headed up the 

Wella Professionals gang 

to create the pioneering 

autumn winter 15 trend, 

Uncharted Territories. We’re 

bringing you the scenes from 

backstage where the trends 

were created, interpreted and 

reimagined. 

Wella Professionals Global Directors, 
Eugene Souleiman and Josh Wood, create 

the editorial style collection Uncharted 
Territories for autumn winter 2015. This 

trend takes fashion’s strong, pioneering spirit 
out into the awe-inspiring world where the 

raw and weathered elements of nature reign.
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HAIR HAD A LIVED IN FEEL WITH CRAFTED PRACTICAL BRAIDS 
THAT EXUDED RAW, UNRAVELLED EDGES, WHICH COULD HAVE 
BEEN CAUSED BY THE WIND AND RAIN [HAD THEY NOT BEEN 
EXPERTLY CREATED BY THE MASTERFUL EUGENE].

“I WAS INSPIRED BY THE EROSION OF NATURE; SOMETHING 
THAT’S LIVED IN AND SLIGHTLY ASKEW WITH DETAILS IN 
UNUSUAL PLACES,” SAYS EUGENE. “THIS IS INCREDIBLY CHIC 
IN A VERY RAW WAY. IT’S ABOUT A HANDSOME HAIRSTYLE 
ROUGHENED BY THE ELEMENTS WITH THE BRAIDS, WHICH 
CREATE UNEXPECTED, INTRICATE DETAILS – LIKE YOU’RE 
ACCESSORISING HAIR WITH HAIR.”

JOSH STARTED WITH A NATURAL 
BASE COLOUR IN BOTH LOOKS SEEN 
HERE – SANDY BLONDE OR CHESTNUT 
BROWN – BEFORE ADDING VIVID, YET 
NATURAL, FLASHES USING NEW MAGMA 
LIMONCELLO AND THE INSTAMATIC BY 
COLOR TOUCH PORTFOLIO.

“IT’S ABOUT THE CONTRAST OF UNUSUAL 
COLOURS TOGETHER; THESE ARE NATURAL 
COLOURS USED IN AN UNNATURAL 
WAY,” SAYS JOSH. “AUTUMN WINTER 15 
EMBODIES A TREND THAT HAS EVOLVED 
RATHER THAN ARRIVED. WE’VE SEEN 
PASTELS, BUT THE BIG DIFFERENCE IS 
THAT THESE COULD HAVE BEEN CREATED 
BY THE ELEMENTS. THE COLOUR HAS 
BECOME FADED AND ERODED SO IT LOOKS 
MUTED AND SUBDUED; LIKE IT’S BEEN 
CREATED IN THE ENVIRONMENT.”

Hair colour takes inspiration from 
a natural palette, with fl ashes of 
weathered heather, yellow ochre 
and sea foam blue, while styling 
is eroded and raw, swept and 
undone as if by the wind.
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colour kit

See here first 
for the latest 
formulations 
designed to 
enhance your 
colour service 
for every 
client.

BANISH GREYS

BALAYAGE MADE EASY

Brassiness in blonde hair can be eliminated with 
Blonda Shampoo and Conditioner from Unite. The 
system is designed to deliver essential nutrients 
to nourish and protect, while toning naturally 
blonde or highlighted hair.
RRP FROM £16.80
INFO: UNITEPROFESSIONALS.CO.UK

The trend for balayage 
shows no signs of fading 
and with this kit from La 
Biosthetique, including 
brush and board, the stylist 

can create an authentic, 
freehand effect, ‘just like 
an artist’.
RRP from £2.45 plus VAT
INFO: BIOSTHETIQUE.CO.UK

L’Oréal Hair Touch Up is designed 
to blend away unwanted greys. 

These tailor-made hair colour 
sprays in black, brown, light brown 
and dark blonde are an ideal retail 
offering for clients looking for a 
quick-fi x colour boost between 

appointments. 
RRP: £12.99

INFO: LOREALPROFESSIONNEL.CO.UK
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go 
blonda

BALAYAGE MADE EASY

can create an authentic, can create an authentic, 
freehand effect, ‘just like 

from £2.45 plus VAT
INFO: BIOSTHETIQUE.CO.UK

Brassiness in blonde hair can be eliminated with 
Blonda Shampoo and Conditioner from Unite. The 
system is designed to deliver essential nutrients 
to nourish and protect, while toning naturally 
blonde or highlighted hair.
RRP FROM £16.80
INFO: UNITEPROFESSIONALS.CO.UK

go go 
blondablonda
go 
blonda
go go 
blonda
go 

Brassiness in blonde hair can be eliminated with 
Blonda Shampoo and Conditioner from Unite. The 
system is designed to deliver essential nutrients 
to nourish and protect, while toning naturally 
blonde or highlighted hair.
RRP FROM £16.80
INFO: UNITEPROFESSIONALS.CO.UK

go 
blonda
go 
blonda
go 

Hair: Steven Smart
Photography: Richard Miles

Makeup: Debra Smart
Styling: Bernard Connolly
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Looking for sophisticated 
brunette shades? Check out 
the three newly reformulated 
Revlonissimo Colorsmetique 

colours in 4.11, 4.15, 4.3, plus two 
beautiful copper shades in 5.4 

and 7.4 available now. 
We love!

Price on request
Info: revlonprofessional.com

Looking for sophisticated 

TREND WATCH

QUICK CHANGE

COLOUR CLUB

BACK TO NATURE

COLOUR BRIGHT

OWN IT

The ‘ronze’ [red/bronze] hair trend is big news 
this autumn winter, says Fudge. This new red 
colour palette is designed for exactly that, from 
violet pink reds to vibrant cherry reds.
Salon price from £4.95 plus VAT
Info: fudge.com/professionals

Nourishing Blondeshell 
Enhance High Shine 
Brightening Oil from 
Keratin Complex is 
ideal for over-processed 
or highlighted hair, 

delivering instant 
brilliance and shine.
RRP: £27.20
INFO: KERATINCOMPLEX.
COM

Enlightener Blonde 
Finish Protective Toners 
from Aveda consist 
of three pre-blended 
shades designed to 
perfect any shade of 
blonde within a short, 
fi ve-minute processing 

time. The gel-crème 
formula leaves clients’ 
hair toned to their 
desired shade for up to 
four weeks.
PRICE ON REQUEST
INFO: AVEDA.CO.UK

Get on the rose gold 
trend with TIGI Copyright 
Colour’s latest shades. 
These headturning,
addictive shades exude 
luxury bringing an opulent 
extravagance to the new 
season’s colours. 
PRICE ON REQUEST
INFO: TIGIHAIRCARE.COM

Cool colours are hot for autumn 
winter, thanks to the Koleston 
Perfect INNOSENSE Mineral 

Collection. With fi ve new 
on-trend shades inspired by 

earth, minerals and stone, the 
permanent colours, showcased 
at London Fashion week, span 

ash brown to mahogany blonde.
SALON PRICE: £9.59

INFO: WELLA.COM
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With toning tipped to be a trend 
for 2016, the Stained Glass tonal 

treatment from I.C.O.N fi ts the bill. 
It can emphasise or neutralise the 

hair’s natural and artifi cial tones 
without build-up in the depth of the 
hair. Available in a range of shades.

RRP FROM £19.58 PLUS VAT
INFO: ICONPRODUCTS.COM/EN

do you ‘ronze?go 
blonda

COLOUR BRIGHT

Nourishing Blondeshell delivering instant 

stained
From delicate ‘bonbon’ 
pink to mint green, La 
Biosthetique is offering 
a new range of 43 
pastel shades that have 
got the trend covered. 

The kit’s detachable 
strands bring visual 
inspiration to the 
consultation process.
PRICE ON REQUEST
INFO: BIOSTHETIQUE.CO.UK

COLOUR CLUBCOLOUR CLUB

OWN IT

Get on the rose gold 
trend with TIGI Copyright 
Colour’s latest shades. 
These headturning,
addictive shades exude 
luxury bringing an opulent 
extravagance to the new 
season’s colours. season’s colours. 
PRICE ON REQUESTPRICE ON REQUEST
INFO: TIGIHAIRCARE.COMINFO: TIGIHAIRCARE.COM
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Each year the TIGI 

International Creative 

Team creates a collection 

demonstrating the process 

of working together globally, 

sharing ideas and creating 

concepts to communicate 

with hairdressers. The 

starting point for the TIGI 

Collection 2016 comes 

from the underlying unity 

between cut and colour. In 

effect this is one service, 

designed to achieve the 

perfect hairstyle, reflecting 

the fashion image and 

personality of the individual. 

The Collection shows the 

essential use of products in 

the creation of the final looks 

and we have a sneak peak 

of our fave look.

unity
cut & colour

of

To ensure hairdressers are equipped with all the skills they need 
to flourish, TIGI has two courses that are closely linked with the 
2016 TIGI Collection: Creative Colour and Creative Cutting.

CREATIVE COLOUR explores the world of colour, taking 
inspiration from art, fashion and new media. Students will be 
pushed to create new and exciting colour techniques through the 
application of fundamental hair colour principles. 

CREATIVE CUTTING is designed for cutting edge hairdressers 
who are both highly experienced and confident. It’s created to 
inspire advanced hairdressers with the latest cutting and finishing 
techniques.

Together they equip hairdressers and colourists with the skills to 
interpret, individualise and create the looks that are set to be big in 
2016. Make sure your team’s in the mix. 

Info: tigiprofessional.com 

THE COURSES
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cut & colour

“From the beginning of our CAREER JOURNEY, we need a rounded 

amalgamation of different TECHNIQUES, building on this KNOWLEDGE as 

we progress; gaining greater EXPERIENCE and CONFIDENCE on the way.  

Utilising the new TECHNIQUES and concepts in this COLLECTION, we hope 

hairdressers and colourists can PUSH THEIR CREATIVE boundaries, to 

EVOLVE AND ENHANCE their individual work.” 

Anthony Mascolo, TIGI Founder & TIGI International Artistic Director

THE COURSES
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BRIGHT AND 
BEAUTIFUL

TONE AND TEXTURE 
JUXTAPOSES WITH 
COLOUR FOR AN EYE-
CATCHING COMBO.
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Hair: Faruk Mohammed and Sandy Caird
Photography: Martyna Kamecka

Makeup: Ksenia Orzel
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Hair: Verity Faichen, Daniel Gray 

Hairdressing Makeup: Paula Maxwell

Styling: Natalie Armin

Photography: Jay Mawson

H
air: C

raig C
hapm

an  Photography: B
arry Jeffery  M

akeup: Elizabeth R
ita  Styling: Kate Jeffery
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Be inspired by your fellow peers and their 

exceptional work. We certainly are.

P64 TIGI WORLD RELEASE 
HEADS TO VEGAS

P68 ECO HEADS DAVINES, 
SHOW WHAT THEY CAN DO

P72 TAKE A PEEK INSIDE SEED

P76 NEVER TOO OLD TO LEARN 
WITH RAE PALMER AND CO

P80 KIT BAG: IS YOURS UP TO 
DATE? 

P83 WHAT’S GOT US HOT 
UNDER THE COLLAR...

P84 COLLECTIONS: TELL US 
YOUR FAVE #SALON_BUSINESS
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Held over two days, TIGI 
World Release packs 
inspiration, networking and 
of course a bit of Las Vegas 
glitz and glamour to the hilt.

It’s when TIGI shares what 
they do, what’s new, and 
what’s up and coming, with 
education, business building 
and innovation thrown into 
the mix.64

Over 2,000 hairdressers from across the 
globe descended on The Aria Resort in 

Las Vegas for the spectacular TIGI World 
Release 2015.  

strike
it lucky
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Education was up first with a 
fast moving presentation of 
cuts and colours from new TIGI 
Collection 2016. Effortlessly 
styled and highly wearable, 
these are looks any hairdresser 
can immediately use in their 
own salon.

The presentation was followed 
by an on-stage section of both 
cutting and colouring when 
Anthony Mascolo said: “I’m 
tired of creating different 
versions of the undercut, let’s 
do something different!” 

He then pulled out clippers, 
proceeded to clipper off his 
model’s hair to create a short, 
and it has to be said, stunning 
crop, perfectly enhancing 
the pale blonde colour tones 
created by Christel Lundqvist.

On the first day, prior to the 
afternoon Education Show, 
guests were able to spend time 
in the TIGI Retail World area. 

There was more to follow with 
a Bed Head for Men section 
and an energising catwalk show 
in anticipation of the evening’s 
finale show.

From good to evil with a 
tantalising nod to 50 Shades 
and a colourful ending, each 
section of the finale show was 
introduced and ignited, by fast-
moving male dancers.

With different textures, 

sculptural shapes and painted 
wigs, the audience were on the 
edge of their seats throughout 
the show. The finale culminated 
in a rousing standing ovation, 
before the 2000 plus audience 
were invited to get dancing to 
start the TIGI Neon After Party.

On the second day of World 
Release, TIGI brought together 
the details of their education 
programmes, showing cutting 
and colouring techniques 
relevant to today’s salon 
hairdresser, with information on 
product usage for styling and 
finishing perfection.

World Release closed with an 
onstage photo shoot. Anthony 
and the TIGI International Team 
gave a very personal insight 
into how they work together as 
a team to create the imagery 
so synonymous with TIGI 
branding.

World Release is most 
definitely By Hairdressers For 
Hairdressers.

WORLD RELEASE 

is most definitely By 

HAIRDRESSERS For 

Hairdressers.
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London’s renowned fashion 
incubator, Central Saint 
Martins, played host to the 
hotly-anticipated 2015 Davines 
Hair on Stage Show. This 
inspiring venue saw more 

than 370 hairdressers, industry 
names and members of the 
trade press gather together for 
a night of creativity at its finest 
from its affiliated guest artists 
and emerging hairdressing 68

The worlds of art, craft and hair came 
together in the name of Davines Hair on 

Stage – and nearly 400 hairdressers were 
there to see it. 

stage-
worthy
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talent and supporting salons. 

The night also played host to 
The Crafts – Allilon Education’s 
pioneering platform for the arts, 
whose aim was to influence, 
energise and inspire.

Mike Beauchamp, Davines UK 
Country Manager opened with a 
warm welcome speech focusing 
on the company’s cornerstone 
value of Sustainable Beauty. 
There were also three different 
artistic teams and the World Style 
Contest presented by Emma and 
Steve Rowbottom [Directors of 
Seven Publicity and Westrow 
respectively].

The internationally acclaimed 
Allilon Education Art Team was 
first to take the stage, led by its 
directors, Pedro Inchenko and 
Johnny Othona. Inspired by the 
visuals of artist Emily Tan, the 
group presented their latest 
collection, Reverie, showcasing 
expressive colour and stunning 
cuts on 17 models that filled the 
stage. Emily Tan herself was then 
brought onstage and closed: “My 
work involves organic abstractions 
that create patterns in a non-
representational way and working 
with the Allilon Education team 
has been a huge honour for me.”

Allilon then gave the stage to 
the emerging talents of the 
World Style Contest a global, 
annual competition that offers 
hairdressers the ability to express 
their creativity and talent through 
photography and onstage 
performance. 

Silvio Hauke from Blue Tit was 
crowned winner on the night for 
his stunning Avant Garde colour 
interpretation and will have his 
own show at next year’s Hair on 
Stage UK. 

All UK contest entries will also 
compete internationally for a place 
at the global World Style Contest 
Grand Final, which will take place 
during the 2016 Davines World 
Wide Hair Tour in Los Angeles in 
January. 

Last to the stage was Davines 

Artistic Director Angelo Seminara 
and his trusted colourist, 
International Creative Colour 
Ambassador, Edoardo Paludo. The 
duo’s creative talent turned night 
to dawn, metaphorically at least, 
with their new Davines Goldess 
collection. Taking inspiration from 
Aurora, the Goddess of Roman 
mythology who bought the dawn, 
the essence of Goldess collection 
is its colour – an array of warm 
metallic hues shimmering through 
the hair of the models suggesting 
the first rays of sunlight, the soft 
glimmers of dawn, breaking 
through the retreating night. 

Key to those colour techniques 
is a special tool, as explained 
by Angelo: “I love combining 
creative colours with classic 
shapes created using the Davines 
Flamboyage technique. For 
Goldess this colouring technique 
was used to capture the 
amazing tones from the various 
elements.”

After a show to remember, 
guests enjoyed drinks and food at 
the Central Saint Martins theatre 
bar, while music from DJ Rudy 
Ranks ensured guests could party 
through into the early hours.

“I love COMBINING 
CREATIVE colours 

with classic 
SHAPES created 

using the DAVINES 
FLAMBOYAGE 
TECHNIQUE. 

For Goldess this 
COLOURING 

TECHNIQUE was 
used to capture the 

AMAZING TONES 
from the various 

ELEMENTS.”
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One of three salons under the London-based Seed umbrella, the SW6 branch boasts 

an East meets South West vibe, with a homely, friendly and relaxed appeal. Owned 

by dream team Yuly Massoni and Francesca Amantis who have done it all before in 

Clapham and Kensington, it is a fi tting testament to the benefi t of experience.
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Scaffolding poles are not the usual item 
you expect to fi nd in a salon, but it is pieces 
such as this that contribute to the urban 
warehouse feel of this salon. 

There is of course more to it than just 
scaffolding poles; the super sustainable Seed 
salon on the Fulham Road in London has 
old speakers in their new guise as working 
stations alongside an original fi replace and an 
oven that was discovered when renovating. 

The interior features exposed brick, quirky 
details such as mismatched graphic tiles and 
antlers by the backwash, stunning Davines 
product displays and relaxing beauty rooms 
that combine to make it a heavenly haven 
for its discerning 
clientele. 

Co-owner Yuly 
Massoni said: “We 
wanted to create a 
relaxing environment; 
a place to start 
new conversations, 
share ideas, grow 
and connect. We’ve 
also created an 
environment where 
you can get more 
than just a haircut 
with our sister 
company, BeautyM. 
We want our salon to 
be a big part of the 
neighbourhood, from 
baby’s fi rst haircut 
to granny’s birthday 
celebration.”

The original stove in the colouring area was 
discovered, by chance, underneath the 
plaster, during the renovations. Exposed 
brickwork, metal scaffolding poles and 
reclaimed wooden boards give the Davines 
colour corner a rustic edge that complements 
the salon’s industrial feel.

There are three backwash zones discreetly 
located in the basement away from the 
hustle and bustle of the salon upstairs. The 
disorientated graphic tiles create an eye-
catching display, cleverly drawing attention to 
the retail shelves. The large antlers mounted 
above the backwash are another attractive 
focal point and a reminder of nature and the 
sustainable ethos of the salon – plus they 
make a fantastic conversation starter!

The fi rst fl oor is the hub of the salon, housing 

Co-owner Yuly 
Massoni said: “We 
wanted to create a 
relaxing environment; 
a place to start 
new conversations, 
share ideas, grow 
and connect. We’ve 
also created an 

We wanted to 

create a RELAXING 

ENVIRONMENT; a 

place to start new 

CONVERSATIONS, 

share ideas, grow and 
CONNECT. 
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11 styling stations and 
the reception area. The 
unusual styling stations 
have been carefully 
crafted utilising old 
speakers and reclaimed 
scaffolding, while 
ornate gild mirrors hang 

above exposed brickwork for a touch of luxe.

Sustainable product manufacturer, Davines, 
stocked exclusively at Seed, is referenced 
throughout the salon, with stunning product 
displays sitting among empty Davines 
containers, recycled as plant pots, adding a 
touch of green to the 
eco-friendly salon interior.

The salon’s sister company, BeautyM, is 
a tranquil retreat located within the salon, 
offering a wide range of beauty treatments in 
a serene environment.

It’s not all about the inside though; the 
private decked outside area is adorned with 
lush greenery and exotic fl owers. Seating is 
provided for clients to enjoy a cup of coffee 
or glass of prosecco in the sunshine, away 
from the hustle and bustle of the salon. 
Where do we book?

You DON’T just come 

here for a HAIRCUT, 

you come here for a 

great ITALIAN COFFEE 

and biscotti or a glass 

of PROSECCO and to 

catch up with FRIENDS
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never
too old
to learn

Rae Palmer is the owner 

of luxury hair salon We 

Love Hair and Beauty and 

was named Southern 

Hairdresser of the Year in 

the British Hairdressing 

Awards 2008/09. She’s 

also found time to study 

trichology since opening 

her first ever salon in 1997. 

It’s pretty obvious to see 

she has a vast knowledge 

to pass on and one of those 

lucky recipients is Cileste 

Makkink Rogers, her very 

own Salon Director. Let’s 

see what they had to say to 

each other. 
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CAN YOU REMEMBER YOUR FIRST 
DAY IN THE SALON? 
It was scary! When I got 
offered at job at Rae Palmer 
Hairdressing, I was so happy, 
I just wanted to impress you. 
I worked so hard I got blisters 
on my feet. I even went out 
shopping for a whole new 
wardrobe just for work. 

WHAT’S THE BIGGEST LESSON 
YOU’VE LEARNED SINCE YOU 
STARTED WORKING IN THIS 
SALON? I’ve learnt that my 
attitude towards work is the 
most important thing. And 
to always be willing and be a 
team player.

WHAT DO YOU LOVE ABOUT 
HAIRDRESSING? I love 
everything to do with 
hairdressing but my all time 
favourite is hair ups. 

WHAT HAS BEEN YOUR BIGGEST 
ACHIEVEMENT IN HAIRDRESSING 
TO DATE? 
Becoming the fi rst Art Director 
for WeLove Southsea and I’m 
really excited to be the fi rst to 
start a WeLove art team with 
you.

WHO HAS BEEN YOUR BIGGEST 
INFLUENCE IN YOUR CAREER 
SO FAR? It’s you of course! I 
remember fi rst meeting you 

when I was at college when 
you launched the HABB 
Graduate competition. I was 
so excited to learn from you 
and it opened my eyes to 
what was possible in a career 
in hairdressing; the whole 
package from commercial 
success in the salon to creative 
artwork. You’ve trained me 
from the start and that has 
motivated and encouraged me 
a lot. 

HOW HAVE YOU CHANGED SINCE 
YOU JOINED THE SALON? I’ve 
kept up to date and I’m always 
looking for the next big thing, 
be it colour techniques or 
trends. I’m aware of the 
importance of promoting 
my work too, and post lots 
of before and after pics on 
social media, which is also an 
interesting way to look back on 
my work.

CAN YOU REMEMBER YOUR FIRST 
HAIRCUT? 
Yes I can remember my fi rst 
hair cut in the salon, it was a 
graduated bob for one of my 
close friends. 

WHAT’S YOUR FAVOURITE ASPECT 
OF THE JOB? That it’s not a 
job to me, it’s my career and 
passion. I love everything 
about it. It’s a family affair 
really, I get to work with my 
favourite people and we’re all 
on the same page, working 
towards the same goals.

WHAT ARE YOUR AMBITIONS?
To follow in your foot steps, to 
win BHA and to be part of an 
art team…

when I was at college when 
you launched the HABB 
Graduate competition. I was 
so excited to learn from you 
and it opened my eyes to 
what was possible in a career 
in hairdressing; the whole rae asks cileste
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DO YOU REMEMBER YOUR FIRST DAY IN 
THE SALON?
Yes I do – I was very nervous but 
excited. I was happy to start an 
apprenticeship at one of the best 
local salons in the area at the time.  I 
remember I wore a yellow dress 
that at the time was very cool to 
me. I dressed my best, had the 
right attitude and most importantly, 
a happy disposition. I still truly 
believe these are 
ultimately the 
most necessary 
attributes 
in starting 
any career in 
hairdressing 
and I teach it 
to all my team; 
have the AIP – 
attitude, image, 
personality.

HOW HAVE YOU 
CHANGED SINCE 
YOU STARTED 
WORKING IN THE 
SALON?
I’ve learnt that 
technique is 
only half of what 
makes a great 
hairdresser. I 
always knew to learn from the best 
and that knowledge is power but 
it’s not just about being technical, 
you need to learn how to be a 
great commercial hairdresser too. 
Consultation training is key to being 
the best commercial hairdresser.

HOW LONG DID IT TAKE YOU TO FALL IN 
LOVE WITH HAIRDRESSING?
I fell in love when I saw stylists 
cutting in the salon, the art and 
creativity was awesome, and 
then seeing their clients’ faces 
when they were fi nished was 
when I knew it was for me. I 
loved designing new techniques 
and seeing them come to life in 
my collections, then taking these 
techniques into the salon and across 
the globe. I love that magical feeling of 
seeing a client wearing your technique 
and creations and being in love with it 
too. The power of our art is incredible.

What was the last thing you learned 
that surprised you?
The challenge of creating a collection 
showing colour, but in black and white. 
It was a challenge for me to do black 
and white but it forced me to look at 
creating new colour techniques. 

WHAT IS THE MOST IMPORTANT LESSON 
YOU’VE LEARNED?
The most important lesson I learned is 
to be unique. Just setting up a salon 

isn’t enough; you 
have to know 
your business 
direction. You have 
to want to be an 
inspirational leader. 

WHAT DO YOU 
THINK MAKES YOU A 
SUCCESSFUL SALON 
OWNER?
I believe I’m a 
successful owner 
because I’m 
forward-thinking 
but most of all 
because I believe 
in following your 
own dreams and 
helping the team 
follow theirs too.

WHAT IS IMPORTANT 
TO YOU, RIGHT NOW?

At the moment I’m concentrating on 
growing my WeLove brand into a UK 
franchised business with Revlon. My 
intention with Revlon was to change 
my salon to become the fi rst ever 
beauty hair salon. The WeLove Revlon 
Revolution is here..

cileste asks rae

I believe I’m a 
SUCCESSFUL 

OWNER because I’m 
FORWARD-THINKING 

but most of all 

because I believe in 
FOLLOWING YOUR 

OWN DREAMS and 

helping the team 

follow THEIRS TOO.
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Beautify mature hair using pearl 
extracts to neutralise pesky 
yellow tones and add shine with 
the Schwarzkopf BC Excellium 
Q10+ range. The hero from 
the range? It’s got to be the 
lightweight soufflé for adding 
substance to finer hair types.
Prices start from £11.75
Info: schwarzkopfprofessional.
co.uk

the buzz

It’s what 
they’re all 
talking about 
– don’t leave 
your salon 
out in the 
cold. 

INNOVATION

HELLO WAVES

new
additions

For a volume-boosting serum that primes hair 
pre styling for a smooth and nourished look 
from root to tip, look no further than Wella 

Professionals Elements Hair Strengthening 
Serum. Enriched with natural tree extract it 

will instantly repair hair and provide up to 10 
times more keratin protection.

RRP: £21.99 INFO: WELLA.COM 

Light and weightless, Keratin 
Complex Sweet Definition is 
an innovative sugar spray that 
helps create perfectly tousled 
waves that stand the test of 
time. RRP: £21
Info: keratincomplex.com

Add extra oomph in an instant, 
with Big Sexy Hair Push Up Dry 

Thickening Spray, giving hair 
long-lasting volume and texture. 

It’s anti-humidity and contains 
UV protection to shield against 

environmental damage. 
RRP: £16.95

INFO: SEXYHAIR.CO.UK

Wahl’s new limited 
edition Purple Pro 
Clip Kit, includes the 
durable Pro Clipper and 
Powderdry 2000 watt 
hairdryer, in a standout 
purple tool carry that’s 
guaranteed to turn 
heads. 
SSP FROM £12.99 
PLUS VAT
INFO: WAHLGLOBAL.COM

huge
smooth

ULTIMATE KIT
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EVERYDAY SHINE

BE MORE ARTEVOLUME BOOST

TRANSFORMATION

Kitoko ARTE is a range of 
10 high performance styling 
products providing a fusion 
of nature and science. With 

natural African plant extracts it 
offers optimum performance, 

while ASP’s Electron Acceptor 
Technology provides UV 

protection to prevent damage to 
the hair structure.
RRP from £19.95  
Info: asphair.com

Schwarzkopf Professional Fibreplex is a highly 
reactive three step system to minimise the damage 
caused by the lifting or colouring process for 
signifi cantly improved hair quality. It can be 
combined with any lifting or colour system, with no 
additional development time and no colour shifts – 
guaranteed.
Price on request Info: schwarzkopfprofessional.co.uk

new
additions

Heat-Treat is a 
revolutionary Thermal 
Hair Conditioning Cap, 
which transforms frizzy, 
dull hair into shinier, 
gorgeous looking hair in 
as little as two minutes. 

It’s designed for in-salon 
use as well as being a 
profi table salon retail 
line.
RRP: £25.49
INFO: HEAT-TREAT.LONDON

Give thicker, fuller 
hair using Fudge 
Professional Xpander 
Jelly. It’s packed with 
fi bre-dense technology, 
plus hydrolysed keratin 
and vitamin B5, plus 

provides heat protection 
up to 235 degrees – and 
it’s paraben free!
RRP: £12.95
INFO: FUDGE.COM/
PROFESSIONALS
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OSMO Blinding Shine 
Illuminating Mask is 
created using the latest 
technology. Formulated 
with Moringa Oil and 
Silk Protein to purify and 
revitalise hair without 

weighing it down, this 
weekly treatment mask 
is perfect for achieving 
high gloss. 
RRP: £7.95 
INFO: OSMO.UK.COM

This November, Wella 
Professionals is launching targeted 

volumising mousse EIMI Root 
Shoot. Formulated to add targeted 

lift and volume to the roots of 
fl at, lacklustre locks it will do all 
this while maintaining natural, 

touchable texture.    
RRP: £9.50  INFO: WELLA.COM 

VOLUME BOOST

TRANSFORMATION

provides heat protection 
up to 235 degrees – and 
it’s paraben free!

INFO: FUDGE.COM/
PROFESSIONALS

This November, Wella 
Professionals is launching targeted 

volumising mousse EIMI Root 
Shoot. Formulated to add targeted 

lift and volume to the roots of 

a little extra

breakthrough
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revive
PASSIONMade from a unique 

blend of carefully selected 
NATURAL and ORGANIC 
ingredients, Revive Dry 
Shampoo by Organic 
Colour Systems will 
instantly freshen and lift 
your hair leaving it feeling 
clean, soft and smooth.
RRP: POA

La Biosthetique Texturizer holds the hair 
with a push-up effect, making it ideal for 
fi nger styling, air drying and for creating 

that mussed-up fi nish. 
RRP: £18.25

INFO: BIOSTHETIQUE.CO.UK

STYLING HERO

TIME SAVER

With infrared and negative 
ion function, the Limited 
Edition Balmain Blow Dryer 
speeds up drying time by 
up to 35 percent, leaving 
hair smooth, shiny and frizz-
free. What’s not to love?
RRP: £99.95 
INFO: BALMAINHAIR.COM/
UKWEBSHOP 
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Many of our fave brands are going 

pink for October as part of Breast 

Cancer Awareness Month. Bag 

yourself these exclusive pinkies and 

be the talk of the salon.

PRETTY IN PINK

HAIR HEALER

BRUSH EASY

In an elegant and retro matte powder 
fi nish with metallic pale pink accents, 
ghd’s limited edition pink range will be 
a stylish new addition to your clients’ 
dressing table. This is a tool that 
DEFINITELY needs to be on show. 
RRP: £165 FOR THE VINTAGE PINK GHD 
PLATINUM
INFO: GHDHAIR.COM

Theradome is a high tech 
hair helmet that offers 
new hope for women with 
hair loss and has turned 
pink for Breast Cancer 
Awareness month.
PRICE: £649
INFO: 
THERADOMEFORHAIRLOSS.
CO.UK

PINK

HAIR HEALER

Get your hands on the 
pinktastic Tangle Tamer Ultra 
brush from Remi Cachet. 
Perfect for extensions with 
super soft nylon bristles, 
£2 of every sale will go to 
Breast Cancer Care.
RRP: £12
INFO: REMICACHET.COM

Info: organiccoloursystems.com

TIME SAVER

With infrared and negative 
ion function, the Limited 
Edition Balmain Blow Dryer 
speeds up drying time by 
up to 35 percent, leaving 
hair smooth, shiny and frizz-
free. What’s not to love?
RRP: £99.95 
INFO: BALMAINHAIR.COM/

La Biosthetique Texturizer holds the hair 
with a push-up effect, making it ideal for 
fi nger styling, air drying and for creating 

that mussed-up fi nish. 
RRP: £18.25

INFO: BIOSTHETIQUE.CO.UK

STYLING HERO
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j’adore
This is our guilty pleasure, our secret crush that makes 

us feel a little naughty, but nice. Perhaps it’s the name 

[joyride?! It was something I never dared do at school] but 

we certainly keep coming back for more.

BED HEAD JOYRIDE is the World’s First Powder 
Primer Balm for hair. It creates the perfect
base layer for any style and keeps it that way, no 
matter what scuffl es you may fi nd yourself in!

It primes the hair with a fi ne, invisible powder that 
adds texture and grip making styling and hold
easier than ever before. 

JOYRIDE’S ground-breaking formula
uses platinum charged and custom
engineered elastomer molecules found

in skincare, which prime hair for a
unique non-slip feel. Add in a bit of silica
[found in texture powders, so we’re told] and you 
have light, easier to style, textured tresses
that can be rocked on their own or as a
base for additional styling.

So, get a grip and hold on, for the JOYRIDE of your 
life!

Info: bedhead.com

j’adore
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ETHEREAL
CELEBRATE 
MUSSED UP 
BEAUTY
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ETHEREAL HAIR WESTROW STREET LANE
PHOTOGRAPHY: PAUL GILL
MAKEUP: ZOE PEPLOW
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SHARP    ATTACK
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HAIR: CRAIG CHAPMAN 

PHOTOGRAPHY: BARRY JEFFERY

STYLING: KATE JEFFERY

MAKEUP: ELIZABETH RITA
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REPRESENTING THE 
HORRORS OF

NATURAL DISASTERS 
THROUGH

IMAGINATIVE 
IDEAS BRINGS OUT 

ITS BEAUTY IN 
UNEXPECTED WAYS.
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OCTOBER 2015 £5.95

With certified 
organic and 

natural ingredients, 
milk_shake® 

is the product line 
that is loved 
worldwide.

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

Find us on FACEBOOK
Milk Shake Hair UK

Follow us on TWITTER 
milkshakehairUK

info 01392 365177 ONLY SOLD IN PROFESSIONAL SALONS

DISCOVER MORE AT 
milkshakehaircare.co.uk

ADV MS_ Salon Business 275X205 .indd   1 18/06/15   10:08
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