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editor’sWORDS
COLOUR IS BIG BUSINESS, WHICH IS WHY WE’VE DEDICATED 

10 PAGES TO THE SUBJECT IN THIS ISSUE. IT’S NOT THE FIRST 
TIME: WE FOCUS ON COLOUR TWICE A YEAR, IN LINE WITH THE 

SEASONS AND WE’RE ALWAYS AMAZED BY THE IDEAS THAT 
FLOW THROUGH THIS INDUSTRY. 

We’ve looked at the trends, the products 
and knowledge – how you guys come 
up with technique, after technique, truly 
astounds us. It’s what makes us proud to 
be a part of this industry. 

It’s not the only big market in hair though; 
thinning hair is getting deeper into the 
spotlight opening up an entire market that, 
three years ago, barely existed [bar a few 

major players]. Now there are in-salon 
treatments, at home regimes and even 
overnight care to answer this growing 
problem. 

It’s an opportunity, both in terms of serving 
your client and boosting your revenue. Have 
a look at how some others have done it in 
our dedicated feature and hopefully pick up 
some top tips.

Every article we write has one principle aim: 
to help you guys. So let us know what you 
like, what you don’t and what you want to 
see more of @salon_business on Twitter 
and Instagram. 

’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 t: 

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

H
air: B

en D
riscoll  P

hotography: John R
aw

son  M
akeup: Lan N

guyen  C
lothes styling: M

arika P
age

LePop.indd   83 29/09/2016   23:29CommentContentsOctober.indd   6 05/10/2016   14:22



CONTENTS
October 2016

OCTOBER 2016 £5.95

“G
ia

nn
i M

ar
co

n 
H

ai
r S

al
on

, M
on

za
, I

ta
ly

”-
 p

h 
F.

C
ic

co
ni

Maletti UK | 020 3207 2032 | www.maletti.co.uk | info@maletti.co.uk | 

C O L L E C T I O N

Visit us at stand L120 | Salon International 15-17 October 2016  |  ExCeL London

ADV_JH_Marty_Nov16.indd   1

13/09/16   12:17

w
w

w
.sa

lo
n

b
u

sin
e

ss.co
.u

k

O
C

TO
B

E
R

 2
0

1
6

CoverOctober.indd   15

30/09/2016   21:09

ON THE 
COVER

Hair: Ben Driscoll  

Photography: John Rawson  

Makeup: Lan Nguyen  Clothes 

styling: Marika Page

BREAKING NEWS
04  The haps in business, in 

creativity and in-salon

DOWN TO BUSINESS
12 The thinning hair market is 
booming

20 Five on product partners

22 Five on salon marketing

24 Five on The Hairdressers’ 
Charity

26 Hayley Gibson-Forbes on 
franchising, or not

30 The latest gadgets from our 
Tech Girls    

IN STYLE
36 We learn about the new 
R+Co

38 Westrow and its skillful team 

40 Business and creativity go 
hand in hand in Vegas

44 A fashionable step by step 

46 COLOUR FOCUS: The 
trends, the products, 
the technique 

54 COLOUR FOCUS: 
The formulations for 
Autumn/Winter 2016

56 In the shoes of the 
one and only Spizoiky

60 Hair doctor – the 
home dyers

62 Stil opens its doors

66 Kit bag essentials

69 Our number one 
this month

70 Beautiful hair 
through the 
lens

46 COLOUR FOCUS: The 
trends, the products, 

COLOUR FOCUS:COLOUR FOCUS:
The formulations for 
Autumn/Winter 2016

 In the shoes of the 
one and only Spizoiky

 Hair doctor – the 

Stil opens its doors

 Kit bag essentials

 Our number one 

CommentContentsOctober.indd   3 30/09/2016   22:30



BREAKING 
NEWS sneak peak 

at SS17

festival 
fiend

Blue Tit, the 
boutique London-
based salon 
group, hosted a 

pop-up salon at Croatia’s 
Dimensions Festival 2016. 
Taking residence at the 
festival for a third year 
running, it proved to be a 
huge hit with festival goers, 
who were given the chance 
to try out festival-worthy 
styles, including braids, 
buns and glitter.

Dimensions is 
an underground electronic 
music festival, held at 
the stunning location of 
Fort Punta Christo, an 
abandoned Roman fort 
in Stinjan, Croatia. The 
world-renowned festival is 
known for its electronica, 
house and techno music, 
as well as its daytime beach 
sessions and daily boat 

parties from the nearby 
harbour. This year, four Blue 
Tit stylists were on hand to 
offer a menu of cult-creating 
styles, especially curated for 
Dimensions 2016. The most 
popular services were the 
extensive menu of festival 
braids, which included 
braids adorned with glitter.

Perry Patraszewski, 
Director of Blue Tit, 
explained why the 
Dimensions festival is a 
favourite with Blue Tit: 
“It’s full of great music, 
lovely people and a sense 
of adventure. There’s an 
amazing vibe there every 
year, which aligns perfectly 
with the Blue Tit ethos: 
we love to be playful and 
creative with our styling 
and at Dimensions there is 
an ever-present sense of 
constant fun.”

4
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PIERS ATKINSON
We just couldn’t resist sharing 
this super-playful LFW look lead 
stylist Sam Burnett created 
for Piers Atkinson using KMS 
California. Here’s what he told us 
backstage…

“The hair has been inspired by 
artificial beauty enhancements and 
over the top self-indulgence. There 
is a combination of oversized 
bunches, sleeked back hair, afros 
and exaggerated shapes that give 
a nod to the ‘This Little Piggy’ 
theme. I have intentionally created 
artificial shine to give a “Plastic 
Fantastic” feeling.” 

ERDEM
“The Erdem girl is always on a 
journey and this season she’s 
from the 16th century and has 
been at sea, so she’s sporting 
wispy, shipwrecked braids,” said 
session stylist Anthony Turner.

Anthony first applied a salt 
spray to the hair to create a 
matte texture before blowdrying 
using the ghd Air Hairdryer and 
fingers. A beachy wave was then 
created by wrapping sections of 
hair around the ghd Classic Curl 

Tong, before pulling hair into two 
pigtails at the base of the neck. 

Both pigtails were braided and 
loosely deconstructed before 
crossing them over and securing 
flat around the nape of the neck. A 
simple piece of matte black ribbon 
was tied around the hair to form a 
bow at the side to finish the look.

“The hair has a soft, romantic feel; 
it is not too considered or elaborate. 
It is a pretty look that translates well 
into wedding hair,” he added.

TEATUM JONES
“Masculine but beautiful” was how 
Bianca Tuovi of CLM described 
the Teatum Jones SS17 woman. 
Keeping hair simple and boyish, 
she added a high shine finish with 
Tecni.ART Glue then swept the hair 
into a deep side parting. 

Saturating it with Tecni.ART Wet 
Domination Shower Shine gave 
it an almost “sweaty” finish – as 
if she’d been out raving. Then 
there was beauty to be found in 
the detail: At the base of a low 
ponytail, she added a one-inch 
fishtail braid before letting the ends 
hang loose. 

sneak peak 
at SS17

5

Industry guru Stephanie 
Bruce has been named 
Global Director of Portfolio 
Education for Goldwell 

and KMS. Working between 
the London office and HQ in 
Darmstadt she’ll be responsible 
for leading the global education 
teams for both highly-coveted 
brands, as well as the overall 
strategy for the 26 Goldwell/KMS 
Academies worldwide. 

Stephanie’s career spans 30 years 
as a professional hairstylist and 
educator. In her new role she will 
oversee the design and delivery 
of global education programs for 
Kao Salon Division, such as the 
Goldwell Global Master Series 
– which includes the successful 
Goldwell Master Colorist Program 
and the newly-launched Goldwell 
Master Stylist Program – as well 
as the innovative KMS IQ Cutting 
and Styling programs. Stephanie 
will work closely with her new 
teams to partner with Marketing 
and R&D to help further develop 

Kao Salon Division’s innovative 
offering and more fully serve 
salons and their clients. Talking 
about her new role, Stephanie 
said: “I’m thrilled to be joining 
the Kao Salon Global Team. The 
Goldwell and KMS brands are 
known leaders in partnering 
with salons for quality education 
and artistry. My commitment 
is, and always will be, to spark 
inspiration and further education 
for the stylists who put their 
heart and soul into every client’s 
service.” 

going global

        I’M THRILLED TO 
BE JOINING THE KAO 
SALON GLOBAL TEAM. 
THE GOLDWELL AND KMS 
BRANDS ARE KNOWN 
LEADERS IN PARTNERING 
WITH SALONS FOR 
QUALITY EDUCATION AND 
ARTISTRY. 

“ “
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Celebrity hairdresser 
Bradley Smith has 
opened the fi rst 
arrivals blowdry bar 

inside Heathrow Terminal 5.

The stylist – whose 
celebrity clients include 
actress Ayda Field, wife 
of Robbie Williams – won 
the prestigious three-year 
contract after a competitive 
pitch process against high 
profi le brands.

The salon offers a walk-in 
service but appointments 
can also be made via the 

Bradley Smith website 
so clients can sit down 
as soon as they arrive in 
the UK. “This is all about 
giving customers what 
they need when they 
land at Heathrow,” said 
Bradley. “Arrivals should be 
about getting the essentials 
as quickly as possible. 
Speed and effi ciency are 
key, especially for business 
travellers arriving for 
meetings.”

Bradley, who has built up 
a loyal client base among 
cabin crew at his existing 
salon at Sofi tel London 
Heathrow, added: “Altitude, 
cabin pressure and climate 
control wreak havoc on 
hair. The last thing anyone 
wants when they land is for 
their hair to look like it’s just 
travelled 3,000 miles. The 
Express Bar means you can 
get a 15 minute blowdry 
while you wait for your taxi 
and look better when you 
leave the airport than when 
you took off.”

The Bradley Smith Hair 
Express Bar is located in 
the arrivals hall opposite 
Heathrow Express. In 
addition to blowdries it 
offers manicures, threading 
and massage services as 
well as men’s cuts. 

BREAKING 
NEWS

DISCOVER THE NEW STYLESIGN
New design

Amazing product innovations
Upgraded technology

Professional support for great styles.

Find out more on www.goldwell.co.uk

GREAT STYLE 
IS IN YOUR HANDS

“Stylist isn‘t my job. It‘s my life.“
---

Shane Bennett
2015 BRITISH ARTISTIC TEAM 

OF THE YEAR

---
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Salons across the UK 
scooped trophies at the 
Great Lengths Awards, 
held at the Royal 

Armouries, New Dock Hall, in 
Leeds. 

BBC Radio Leeds presenter Larry 
Budd hosted the event, which 
featured VIP guests Monica Glass 
of the Little Princess Trust, Great 
Lengths Ambassador James 
Henderson and Great Lengths 
Managing Director, Carol Leo. 

The night, which consisted of 
champagne, and dancing, also 
raised £1,000 for Great Lengths’ 
designated charity, The Little 
Princess Trust, which will go 
towards making human hair wigs 
for children suffering from hair 
loss.

Winners were carefully 
selected prior to the event, by 
a handpicked panel of expert 
judges including Matthew Curtis, 
Lead Stylist for Britain’s Next 
Top Model and Great Lengths 
Extensionist Gabriella Pisani, 
Founder of the Pretty Ugly Blog.

Carol Leo, Managing Director 
of Great Lengths, said: “I’m 
absolutely thrilled with how the 
evening went, the night was 
fi lled with some extremely proud 
faces and as a team we couldn’t 
be happier for our winners and 
fi nalists.

the extra 
mile

high 
flyer

6

AFTER NARROWING 
HUNDREDS OF 
STYLISTS DOWN 
TO THE SHORTLIST 
OF NOMINEES, THE 
WINNERS WERE;

CLASSIC CREATION – LENGTH: 
HEIDI NEL, URBAN RETREAT AT 
HARRODS

AVANT-GARDE CREATION: 
STEVE BARNES, REUBEN WOODS 
HAIRDRESSING

CLASSIC CREATION – COLOUR: 
MEGAN TYMA, HAIR BY KIRBY BLYTHE

BRIDAL CREATION: YVETTE CLARKE, 
SALLY MONTAGUE HAIR GROUP

CLASSIC CREATION – VOLUME:
KIRBY HICKEY, HAIR BY KIRBY BLYTHE

MEN-HANCEMENTS® 
TRANSFORMATION: 
TAMMY DEWHURST, RITUALS HAIR 
SPA

BEST NEWCOMER AWARD: 
AIMEE MALLON, RACHEL HUNTER 
BEAUTY CLINIC

SILVER SALON / FREELANCER AWARD:  
RACHEL HUNTER BEAUTY CLINIC

GOLD SALON / FREELANCER AWARD:  
MCQUEENS HAIRDRESSING

GREAT LENGTHS TROPHY:
JAMES HENDERSON, M HAIR

NewsOctober.indd   6 28/09/2016   17:35
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BREAKING 
NEWS

sell out

the
finalists

Fellowship Hairdresser of 
the Year Andy Heasman 
welcomed a sold out 
audience to the L’Oréal 

Academy as he showcased why he 
deserved this accolade.

It was down to Fellowship President 
Bruno Marc to open the night, 
before kicking off a one to one with 
Andy. It was an insight into how 
Andy would describe his style, and 
how he came to start his career 
including his mother’s infl uence on 
fi nding an Academy for him to train 
in.

A short VT followed full 
of stunning hair, award 
winning collections, 
inspirational shows 
and creative styling 
highlighting the skills 
and expertise of Andy 
as Rush International 
Creative Director, 
before Andy returned 
for the next part of the 
evening that saw him 
working on his models.

During his fi nal demo, he 
welcomed on three presentation 
models one at a time. The fi rst had a 
dressed out square shape, while the 
second incorporated undercutting 
with a beautiful panel just behind the 
ear. His fi nal presentation model for 
the night was all about the styling, 
and a slick back look was dressed 
out through the ends to ensure he 
fi nished with a show stopper.

While his models were styled for the 
catwalk fi nale, Bruno returned to join
Andy on stage as they refl ected on 
what winning Fellowship Hairdresser 
of the Year meant to him.

Talking about the evening, Andy said: 
“Being surrounded by such creative 
talent and being able to share 
my story and journey with those 
who took part in the evening was 
something truly amazing.”

Photography: Alphonso Grose

8

The clock is ticking on this year’s 
International Visionary Award at 
the Royal Albert Hall on October 
16. We want to wish all of the 
fi nalists good luck.

For information and tickets 
for this year’s show, Odyssey, 
please visit alternativehair.org

fi nding an Academy for him to train 

During his fi nal demo, he 
welcomed on three presentation 
models one at a time. The fi rst had a 
dressed out square shape, while the 
second incorporated undercutting 

“Being surrounded by 
such CREATIVE TALENT 
and being able to SHARE 
MY STORY and journey 

with those who took 
part in the evening was 

SOMETHING TRULY 
AMAZING.”

HELPING
HAIRDRESSERS
IN NEED

#HairdressersHelpingHairdressers
www.thehairdresserscharity.org

DONATE, FUNDRAISE & SUPPORT
YOUR INDUSTRY CHARITY

ALEX...
...was disowned by  
his parents when he  
told them he was gay.  
Now in a homeless shelter,  
Alex is trying to rebuild his life. 
 
We were approached to provide  
support to Alex. We were able  

to provide him with a new  
hairdressing kit so he could  

continue doing what he loves.

TheHairdressersCharity TheHairCharity TheHairdressersCharity

Born from
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BUSINESS IS WHAT WE DO, 
IT’S WHAT WE’RE PASSIONATE 
ABOUT AND IT’S THE KEY TO A 

SMOOTH RUNNING SALON. 
P12 THE GROWING THINNING 

HAIR MARKET AND WHAT IT 
MEANS FOR YOU

P20 GOT FIVE? SPEND THEM 
READING UP ON THE LATEST 

KNOW-HOW TO SEE YOUR 
SALON FLOURISH

 FIVE ON SELECTING A 
BRAND PARTNER

 FIVE ON MARKETING
 FIVE ON THE 

HAIRDRESSERS’ CHARITY

P26 HAYLEY GIBSON-FORBES 
CHECKS IN

P30 WE CATCH UP WITH OUR 
FAVE TECH GIRLS

DowntoBusinessOct.indd   11 30/09/2016   22:51
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THINNING HAIR IS 

MORE PREVALENT 

THAN MANY 

RECOGNISE. BUT 

CAN STYLISTS HELP 

IN A SIGNIFICANT 

WAY? AND ARE 

THE PRODUCTS 

AND TREATMENTS 

AVAILABLE 

EFFECTIVE? HELEN 

BIRD ASKS THE 

EXPERTS.

IT FIN
E

CUTTING
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Hair loss is truly 
universal: most people 
will be affected at 
some point in their 

lives. And while many associate 
the condition with men, more 
than seven million women 
[against fi ve million men] in the 
UK are thought to be concerned 
with thinning hair at any one 
time. 

Causes can range from diet, 
medication and illness to lifestyle 
and genetics, while childbirth 
is also a common trigger for 
women.

A remarkable two-thirds of 
men will start to see signs 
of hair loss by the time they 
are 35 and around 85 percent 
will experience signifi cant hair 
thinning. Meanwhile 40 percent 
of women will experience visible 
hair loss by the time they’re 40 
years of age.

When you look at the statistics 
you can start to calculate how 
many of your clients have been, 
or will be, affected by hair loss. 
And quite often the reason is 
beyond control, deriving from our 
DNA: approximately 30 million 
women and as many as 50 
million men experience hair loss 
as a direct result of their genetic 
makeup.

Whatever the cause, stylists are 
challenged with gauging clients’ 
feelings towards their thinning 
hair: while some will look to 
their hairdresser for advice and 
possible solutions, others would 
prefer not to talk about the topic 
at all. It’s a fi ne line that can only 
be judged on an individual basis, 
our experts explain.

THE SENSITIVE 
APPROACH
Simone Thomas is a hair-
loss specialist with self-titled 
salons in Bournemouth and, 
more recently, Wokingham in 
Berkshire. She believes that 
conversations around hair loss 
should always be led by the 
client.

“Unless there is a visible issue 
and you are 100 percent certain 
of the cause, you have to be very 
careful about what you say as a 
stylist,” she says. “If a client is 
visiting the salon for a standard 
cut or colour rather than a hair-
loss issue, raising the subject 
could upset them and ruin the 
relationship you have.

“Obviously every case is 
different: many of us know our 
clients well enough to gauge 
how much we can say on a 
matter,” she adds.

If and when a client does 
broach the subject then it is up 
to stylists to treat the matter 
with both professionalism and 
sensitivity, according to Brian 
Plunkett, consultant trichologist 
at TrichoCare Education. 

“The key is to be reassuring 
and honest,” he explains. “The 

14
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hairdresser is the fi fth most 
trusted professional so it’s vitally 
important that they don’t palm 
the client off with inaccurate or 
uninformed advice.”

INSIDE KNOWLEDGE
But how much informed 
advice is a hair stylist expected 
to give around hair loss? At 
the very least, says Brian, an 
understanding of the phases 
of hair growth and the ability 
to identify the different types 
of hair loss should be a 
requirement. 

“Today most hairdressers have 
little or no trichology training 
and any that they do receive 
is usually from unqualifi ed hair 
product reps that is often wrong 
or not applicable in all cases,” he 
explains. “Understanding even 
the basics of trichology enables 
the hair professional to give 
informed and trustworthy advice 
to their clients.”

Simone agrees: “An experienced 
stylist should be able to 
identify scalp issues and ask 
the client if they have noticed 
any differences – from here, 
they can perhaps progress the 
conversation,” she tells Salon 
Business.  

This may involve referring a 
client to a salon that offers 
trichology services in order to 
determine the cause of hair loss 
and identify solutions that might 
be available. Indeed, fi nding the 
cause is a crucial part of the 
process, and something that 
stylists should be able to assist 
with. 

Steven Goldsworthy is not 
only a leading stylist at the 
Goldsworthy’s group of 
Swindon-based salons but a 
newly-qualifi ed trichologist 
[see box] and ambassador for 
hair-loss specialist brand Viviscal 
Professional. He says: “It is 
important to determine why 
the hair is thinning: is it male/
female pattern loss? Is it caused 
by chemical/thermal or physical 
means? Or changes in health 
or diet? If the answer to any 
of these is yes then specialist 
help is needed and referral to a 
trichologist is recommended.”

          DIGITAL SALON 
MANAGEMENT 
SYSTEMS ARE GAINING 
PRESENCE IN ALL 
PARTS OF THE SALON, 
NOT JUST FOR THE 
OBVIOUS FRONT-OF-
HOUSE DUTIES. IN FACT, 
IT COULD BE ARGUED 
THAT SOME FORM OF 
TECHNOLOGY CAN 
FOLLOW THE CLIENT 
FROM RECEPTION DESK 
TO THE CHAIR, TO THE 
BACKWASH AND EVEN 
BEYOND THE SALON 
DOOR.

“

“
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FACT OR FICTION?
The market is awash with 
products that promise hair 
growth or thickness. But are 
their claims to be believed? 
Simone explains the reality: 
“Some of these products are a 
waste of money but have huge 
marketing budgets so they can 
appear convincing.

“If the hair follicle is truly dead 
then unfortunately nothing will 
bring it back to life. If a client 
has bald spots, examination 
under a microscope might 
reveal that the follicles are 
in ‘resting phase’. In these 
cases, hair loss treatments or 
products can be used, such 
as Minoxidil [also known as 
Rogaine], which may help to 
revive the resting follicle and 
Finasteride, a prescription drug 
for men that may slow down 
hair loss or help hair growth.

“Depending on the medical 
cause for the hair loss or 
thinning, massage and 
medications may be used to 
treat these issues,” Simone 
adds.

Brian agrees that a range of 
products can improve growth 
and the appearance of thinning 
hair, but stresses that helping 
clients select the right product 
is crucial. A range such as 
NIOXIN offers an entire regime 
from in the salon to at home, 
incorporating day and night. 
It works on the health of 
the scalp to reduce further 
hair loss and encourage any 
possible growth.  

“The most important thing 
is for hair professionals to 
have an understanding of 
the chemicals in shampoos, 
conditioners and other 
hair products so that they 
can recommend the right 
products,” he adds.

So it would appear that 
education is key. Whether 
stylists wish to take the 

plunge and embark on the 
trichology route like Steven 
– a challenging yet highly 
rewarding move – or simply 
refresh their knowledge of 
hair-growth phases and scalp 
conditions, a basic knowledge 
at the least is crucial. 

And for salon owners 
considering expansion to offer 
trichology services, not only 
could it be a highly valuable 
business investment but a 
rising number of clients will 
thank you for it.

SB:EVENTS
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Steven Goldsworthy 
recently qualifi ed as 
a trichologist after 
two years of intensive 

studying, assignments and 
exams. His long-term aim is 
to use his qualifi cations and 
experience to work in hospitals 
as a hair-loss expert and open 
trichology clinics, both in the UK 
and overseas.

Steven’s studies took him to 
the Institute of Trichologists in 
London once a month, where 
he attended lectures and 
worked on patients. He also 
had to complete assignments 
in anatomy and physiology, hair 
and scalp disorders, maths and 

chemistry, among other subjects 
– all while managing to maintain 
his salon work.

“The hardest part was learning 
to study again after so many 
years out of the education 
system,” he says. “Fitting 
in the learning and writing of 
assignments into an already 
busy week was diffi cult and 
I have to admit at fi rst I was 
completely overwhelmed, 
especially when it came to 
learning subjects like chemistry.
I’m so proud that the hardest 
part is completed on a subject I 
am really passionate about. I still 
have a long way to go but bring 
it on!”

TRICHOLOGY: COULD 
IT BE FOR YOU?
WITH HAIR LOSS AN INCREASINGLY PREVALENT 
CONDITION, TRICHOLOGY IS A DISCIPLINE THAT CAN 
OFFER PROVEN SOLUTIONS AND MUCH COMFORT 
TO THE MILLIONS OF MEN AND WOMEN FOR WHOM 
THINNING HAIR CAUSES PHYSICAL AND EMOTIONAL 
DISTRESS. BUT IS IT A VIABLE CAREER EXTENSION 
FOR HAIR STYLISTS? WE LEARN JUST WHAT TO 
EXPECT FROM EMBARKING ON THE TRICHOLOGY 
PATHWAY…
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This issue, we have everything 

a potential salon owner coud 

need – the deets on choosing 

a product partner; tips on how 

to market a new salon and 

information on the newly formed 

Hairdressers’ Charity for your fi rst 

good deed!
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Choosing 
a product 
company 
is a long 
term 

decision, which is 
why it takes careful 
consideration. There 
are numerous factors 
to think about, so we 
caught up with Organic 
Colour Systems to see 
what they believe every 
salon owner should take 
into account. 

SB:GOT 5

         KNOWING 
YOUR BRAND, 
MEANS BUILDING 
A TRUSTING 
RELATIONSHIP SO 
THE VERY BEST 
CAN BE ACHIEVED 
FOR BOTH YOUR 
SALON AND YOUR 
CLIENTS. 

“

“

Investing in a new brand 
can be expensive at the 
beginning, that’s why it’s 
important salon owners 

have a clear and defined 
understanding on what the 
product company offers and in 
turn what they can offer their 
clients.  

By understanding and being 
confident in the range of 
products and education a brand 
offers, protects salon from 
making costly errors and not 
being able to offer their clients a 
full range of hair services.

At Organic Colour Systems we 
invite salons who are interested 
in our brand to our HQ to learn 
more about our system from our 
education team and actually get 
hands on with our products so 
that they can make an informed 
decision about whether it’s right 
for them. 

It is ultimately an investment as 
well as a big change for many 
salons when adopting such 
a unique product line, so it’s 
important to us that salons are 
fully comfortable before they 
start their journey with us. 

To support salons who decide to 
adopt Organic Colour Systems 
within their business we offer 
two introductory ranges, 
giving option depending on 
their budget, which will still 
allow them to use the system 

effectively in salon, and provide 
their clients with a first class 
level of service. 

We also have a structured 
education programme to help 
them establish the brand in 
salon and work confidently, with 
ongoing education and customer 
support when they need it.

PROFESSIONAL 
RELATIONSHIP
Knowing your brand, means 
building a trusting relationship so 
the very best can be achieved for 

CHOOSING 
A PRODUCT 
COMPANY
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         WE OFFER UNIQUE 
MEMBERS FORUMS 
FOR SALONS TO SHARE 
THEIR OWN TIPS AND 
EXPERIENCES AS WELL 
AS CONTINUALLY PUBLISH 
USEFUL PIECES OF 
INFORMATION ABOUT OUR 
PRODUCTS, INGREDIENTS, 
MISLEADING INDUSTRY 
JARGON AND MUCH 
MORE, ALL IN AN EFFORT 
TO HELP SALONS STAY 
INFORMED AND AHEAD OF 
THE GAME. 

“

“
both your salon and your clients. 
Building a relationship can take 
time, but getting to know your 
brand will pay dividends in the 
long run. 

Not only does it bring mutual 
understanding and trust, it also 
brings support when you need it – 
be that at times when life throws 
you a curve ball, or you simply 
need advice and support to take 
your business to the next level.  

Organic Colour Systems is still a 
privately owned, family business 

which prides itself on personal 
relationships. We are nothing 
without our customers and we 
see them as an extension of 
ourselves, meaning together 
we can work to change the 
hairdressing industry into a 
healthier one. 

As a brand we strive to cement 
personal relationships with our 
salon customers through ongoing 
education, reliable support, 
business advice and honest and 
accurate information surrounding 
products and ingredients.

BUSINESS GROWTH 
Understanding a brand’s ethos 
and it’s USP’s can allow salons 
to uniquely position their 
business and target new clients 
effectively, generating maximum 
potential and profitability. 

Salons should always ask: 
“What sets them apart from 
the rest?” Building on the brand 
USP’s can provide salons with a 
point of difference and develop 
an interesting and beneficial 
proposition for their clients. 

Organic Colour Systems 
allows salons to provide a 
bespoke service to their clients, 
demonstrating all the way 
through how the condition and 
health of the hair can be vastly 
improved in just one colour 
service. We are also a very 
health and environmentally 
conscious brand, providing 
products which maximise the 
use of natural and organic 
ingredients and minimise the 
use of harsh chemical additives, 
making them healthier for the 
salon staff, their clients and the 
planet.  

Providing such a personal service 
that educates your clients, while 
demonstrating the benefits 
of using a natural and organic 
based brand like Organic Colour 
Systems helps salons stand out 
from the crowd, maximise retail 
sales opportunities and helps 
repeat custom. 

EDUCATION 
Do you have the knowledge to 

work with your chosen brand 
effectively? If the answer is no, 
then ask yourself, ‘Can I get 
education support when I need 
it?’ Feeling out on a limb is no 
fun, especially when you’re 
running a business. 

In knowing your brand, you will 
know what education support 
you can get to help you work 
effectively with their product 
line in salon. For Organic Colour 
Systems this is fundamental 
to salons working successfully 
with our products, which is why 
we have a carefully constructed 
education programme, available 
to all our salon customers and 
their staff.  

We run regular workshops 
as well as provide a technical 
support line and in salon training 
with our education team. We 
offer unique members forums 
for salons to share their own 
tips and experiences as well 
as continually publish useful 
pieces of information about our 
products, ingredients, misleading 
industry jargon and much more, 
all in an effort to help salons stay 
informed and ahead of the game. 

CAREER OPPORTUNITIES 
Those who work with their 
brand to really understand and 
maximise its potential can also 
find it opens up future career 
opportunities. At Organic Colour 
Systems we offer a range of 
opportunities for salons to get 
involved with the brand. 

From our brand ambassadors 
who support us with education, 
events and creative work, to our 
Mentor Training Programme, 
which offers salon customers 
the opportunity to become our 
brand Mentors and support 
us with our education and 
promotion of our brand ethos. 

Becoming an Organic Colour 
Systems Mentor means 
embracing the belief and passion 
infused within the brand. It is 
about teaching why we do what 
we do, and not just what we do. 
We want everyone to see why 
we are passionate about our 
system and our products and 
that starts with our salons being 
our biggest advocates and giving 
them the opportunity to grow 
and flourish.
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A stunning marketing 
coup by the owner of 
new Nottingham hair and 
beauty salon, Hairven, 
has brought instant 

success even before the doors 
opened to clients.

SB:GOT 5

More than a month 
before the new 
Hairven salon 
in Beeston, 

Nottingham was ready for 
business, owner Collette 
Osborne had already 
booked out 85 per cent of 
appointments for the first six 
weeks, while more than 2,500 
clients, friends and family had 
signed up to join the opening 
party; five times more than 
fire regulations would allow.

Collette, whose first Hairven 
salon in Gedling has been a 
huge success since it opened 
in 2012, made sure existing 
and potential clients knew 
about the new Beeston salon 
by launching her marketing 
campaign months before 
opening. Even so, she never 
expected such an immediate 
and positive response.

“We’re still a young 
business – only four years 
old,” explains Collette. 
“But since we opened our 

first salon the brand has 
become recognisable across 
Nottingham thanks to the 
level of service we provide 
and the amount of charity 
work we do. 

“We have huge reach in our 
communications, with nearly 
12,000 friends on Facebook 
alone, all grown organically 
rather than purchased. 
This allowed me to build a 
powerful marketing strategy 
over the months before 
opening. I thought it would 
be a slow build, but the team 
had almost full columns 
before opening and that level 
has been sustained since we 
opened.”

As well as social networking, 
Collette and her growing team 
spent serious time in Beeston, 
six miles from the first 
Hairven salon. They set up 
tables outside the salon during 
the building’s transformation, 
giving away cakes, sweets, 
information and vouchers; 

MARKETING 
RIGHT
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         THE FIRST HAIRVEN 
OPENED WITH JUST SEVEN 
CHAIRS AND TWO BEAUTY 
ROOMS, BUT WITHIN TWO YEARS 
WAS SO BUSY THAT COLLETTE 
INVESTED IN A MAJOR 
EXPANSION PROGRAMME THAT 
MORE THAN TRIPLED ITS SIZE. 
THE LAUNCH OF THE SECOND 
BEESTON SALON MEANS 
THE BUSINESS NOW HAS 32 
CHAIRS, NINE BEAUTY ROOMS, 
A TEAM OF NEARLY 40 AND A 
FULLY BOOKED APPOINTMENT 
SCHEDULE.

“

“

they walked around the 
streets and local market and 
they visited other employers 
to build relationships.

The first Hairven opened 
with just seven chairs and 
two beauty rooms, but within 
two years was so busy that 
Collette invested in a major 
expansion programme that 
more than tripled its size. 
The launch of the second 
Beeston salon means the 
business now has 32 chairs, 
nine beauty rooms, a team of 
nearly 40 and a fully booked 
appointment schedule.

Collette set up Hairven in 
memory of her best pal and 
mother-in-law Wendy Osborne 
who died of cancer. Her aim is 
create a sanctuary for anyone 
but especially those coping 
with terminal or life-changing 
illness.

Talking about it she said: 
“When she became ill 
she was so self-conscious 
that she stopped going to 
the salon. I decided there 
and then to create a place 
where everyone would feel 
confident, appreciated and 
respected. That’s why I called 
it Hairven,” added Collette.

And it certainly is a haven.
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THE HAIR-
DRESSERS’ 
CHARITY

You’ve most probably heard of 
HABB – the guys behind it have 
worked tirelessly for years to raise 
funds for those in the hairdressing 
industry who need a little helping 
hand. Now, born from the Hair and 

Beauty Benevolent [aka HABB], The Hairdressers’ 
Charity has been created. We caught up with the 
charity’s President David Drew for a lowdown on 
what this means for you.

SB:GOT 5
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WHAT WAS BEHIND THE 
DECISION TO SET UP AN 
OFFICIAL CHARITY?
The move to establish an offi cial 
charity was something as a 
committee we’d discussed for 
many years but decided the 
time was right with the various 
changes in governmental 
legislation. The process was 
very time consuming and 
took around 18 months to 
complete. There’s lots of 

bodies from The Charity 
commission to The Financial 
Conduct Authority to take into 
consideration. Becoming a 
charity rather than a friendly 
society as the Hair & Beauty 
Benevolent is, means that we 
can also claim Gift Aid and 
companies are more open to 
supporting registered charities.  
It was the right move. 

WHY DID YOU DECIDE 
TO CHANGE THE NAME 
TOO? 
The Hairdressers’ Charity isn’t 
a name change, it’s a whole 
new charity born from the Hair 
& Beauty Benevolent. We 
wanted to create a new charity 
that was easy to recognise 
immediately what we did and 
who we helped.  We surveyed 
the industry and this name was 
recognised for exactly that.

WHAT DOES IT MEAN 
FOR THE HAIRDRESSER, 
NOW IT IS A REGISTERED 
CHARITY?  
We can now reclaim UK tax paid 
on a donation by 25 percent, 
effectively increasing the 
donation and allowing us to help 
more hairdressers in need.  

OTHER THAN A REBRAND 
ARE THERE ANY OTHER 
MAJOR CHANGES? 
The charity is brand new, so it’s 
more than a rebrand. We’ve 
created a new ethos, branding, 
website, sponsorship materials 
and will be proactively looking 
to attract more sponsors and 
supporters to the cause.  

HOW CAN 
HAIRDRESSERS GET 
INVOLVED? 
So many ways! The fi rst thing 
is to visit our website as there 
is lots of information about our 
fundraising events, plus we 
now have a special fundraising 
tool kit which contains lots 
of details on lots of ways to 
get involved. We host regular 
annual events from golf days, 
bike rides, women’s networking 
talks and also created a 
special one day of fundraising. 
Dubbed Hairdressers Helping 
Hairdressers Day, it’s held on 
the last Friday of June each year 
where we encourage salons and 
companies to raise funds on that 
one day to help those in need. 
Alongside helping to fundraise, 
it’s important that the industry 
knows the charity exists so that 
people know to contact us for 
help and support. We meet 
each month to discuss each 
request on a case by case basis, 
so it’s key that hairdressers and 
companies know about us to 
help advise and direct people to 
The Hairdressers’ Charity.

DO YOU FIND YOU HAVE 
A LOT OF REQUESTS?
Under the Hair & Beauty 
Benevolent, we used to receive 
over 300 requests for support 
each year. 

WHAT SUPPORT DO 
YOU OFFER, IS IT 
ALL FINANCIAL OR 
ARE THERE OTHER 
INITIATIVES?  
Our primary support is fi nancial 
support to our benefi ciaries. 
The Hairdressers’ Charity isn’t 
just about fundraising, but we 
also need people to spread the 
word about the charity so more 
people contact us for help and 
support.

To request help or fundraise for 
The Hairdressers’ Charity, please 
visit thehairdresserscharity.org

         WE CAN NOW 
RECLAIM UK TAX PAID 
ON A DONATION BY 25 
PERCENT, EFFECTIVELY 
INCREASING THE 
DONATION AND 
ALLOWING US TO HELP 
MORE HAIRDRESSERS 
IN NEED.  

“

“
HOW CAN 
HAIRDRESSERS GET 
INVOLVED?
So many ways! The fi rst thing 
is to visit our website as there 
is lots of information about our 
fundraising events, plus we 
now have a special fundraising 
tool kit which contains lots 
of details on lots of ways to 
get involved. We host regular 
annual events from golf days, 
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Hayley Gibson-Forbes truly 
has risen through the 

ranks. Starting out as an 
apprentice, she worked 

her way up until she was accepted 
to open her very own franchise. She 
didn’t stop there though, she utilised 
the experience and knowledge and 

made the bold move of setting up her 
own salon, opening her second just a 
few months ago. With her experience 

as both franchisee and independ-
ent salon owner, there is little Hayley 
doesn’t know about owning a salon.  

SB:INTERVIEW

QUESTIO
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E

QuestionTimeOctober.indd   27 30/09/2016   13:00



SB:INTERVIEW

28

H OW DID YOUR CAREER 
BEGIN? 
As a child, I had 
always wanted 

to be a vet, but my creative 
vision took me in the direction 
of hairdressing. My first role 
in the industry was as an 
apprentice for a well-known 
salon brand. Fast forward 13 
years and I now have two 
salons of my own. 

DID YOU ALWAYS KNOW YOU’D BE 
A SALON OWNER? 
Within six months of starting 
as an apprentice, I knew that I 
wanted to own my own salon. 
I became Head Junior very 
quickly and was given more 
and more responsibility. This 
allowed me to learn at a fast 
rate, and discover that I was a 
natural team leader.

HOW DID BEING A FRANCHISEE 
BENEFIT YOU? 
Being a franchisee has taught 
me a great deal. Not only did 
I learn how to juggle being a 
stylist with running a business, 
but I developed many skills 
that have been instrumental 
to my businesses’ success. 
I liked the structure of the 
franchisee programme and it 
was an ideal stepping-stone in 
my career.

WHAT MADE YOU DECIDE TO GO IT 
ALONE? 
I felt as though I had learnt 
as much as I could from 
being a franchisee. I felt well 
positioned to go it alone, and 
knew that I would learn so 
much more as an independent 
salon owner. I wanted to 
grow my business and 
financial knowledge and be 
my own decision maker. As an 
independent salon owner, you 
won’t be governed by a pre-
existing brand. You can decide 
what services you will offer, 
you can set your own prices 
and you can decide which staff 
to employ and how much you 
pay them.

WERE THERE ANY UNEXPECTED 
DIFFICULTIES OF OPENING YOUR 
OWN BUSINESS? There were 
a lot of unexpected bumps 
along the way! I had to deal 
with many things that I had no 
previous experience of, such 
as dealing with builders and 

suppliers. It’s all part of the 
journey, and I learnt so many 
important lessons that will 
help me when I open future 
salons.

HOW LONG HAVE YOU BEEN 
RUNNING YOUR OWN SALON NOW?
We opened our first salon in 
Egham in July 2015, and have 
just opened our second site in 
Windsor in July 2016.

WHAT DO YOU THINK THE KEY TO 
SUCCESS IS? 
I believe that there is more 
than one key to success. 
Surround yourself with good 
people, be positive, work hard, 
keep your goals visual, and 
always believe in yourself.

WHAT WOULD YOUR ADVICE TO 
OTHER POTENTIAL SALON OWNERS 
BE? 
Plan absolutely everything 
and always be prepared. Give 
yourself realistic time scales 
and try to stick to your targets. 
Remind yourself that it won’t 
happen overnight so visualise 
your goals when you’re felling 
low. Don’t ever give up. You 
were born to do it. There are 
of course, extra considerations 
and precautions that must 
be taken if you choose to 
go down this route. Be sure 

Q
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to create a solid business plan 
before making any decisions, 
and speak to a lawyer and 
financial advisor, who can advise 
you on considerations such 
as the legal structure of your 
new venture, your tax and VAT 
obligations, employer’s liabilities 
and a retirement plan. While the 
process of setting up and running 
your own salon can be much 
harder, more time-consuming and 
more complicated than becoming 
a franchisee, the freedom and 
lack of restraints are often the 
overriding deciding factors. If it’s 
creative, financial and corporate 
freedom that you want, then 
opening your own salon is more 
likely to satisfy your needs, but it 
does leave all of the responsibility 
on your shoulders.

           REMIND 
YOURSELF THAT 
IT WON’T HAPPEN 
OVERNIGHT SO 
VISUALISE YOUR GOALS 
WHEN YOU’RE FELLING 
LOW. DON’T EVER GIVE 
UP. YOU WERE BORN 
TO DO IT. THERE ARE 
OF COURSE, EXTRA 
CONSIDERATIONS AND 
PRECAUTIONS THAT 
MUST BE TAKEN IF 
YOU CHOOSE TO GO 
DOWN THIS ROUTE. 
BE SURE TO CREATE A 
SOLID BUSINESS PLAN 
BEFORE MAKING ANY 
DECISIONS, AND SPEAK 
TO A LAWYER AND 
FINANCIAL ADVISOR, 
WHO CAN ADVISE YOU 
ON CONSIDERATIONS 
SUCH AS THE LEGAL 
STRUCTURE OF YOUR 
NEW VENTURE, YOUR TAX 
AND VAT OBLIGATIONS, 
EMPLOYER’S LIABILITIES 
AND A RETIREMENT 
PLAN.

“

“
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girlstech
THERE’S SOMETHING FOR 

EVERYONE WITH THIS ISSUE’S 

ARRAY OF TECHY TREATS – 

WHETHER YOU’RE OUT AND 

ABOUT, RELAXING AT HOME OR 

WORKING IN THE SALON…

CHARGE IT UP

SAY CHEESE

COFFEE
A GO-GO

Selfie sticks are so 2015 – this little 
wireless camera can turn any surface 
into a portable photo booth. Podo is 
a Bluetooth connected, re-stickable 
camera that can be controlled with your 
smartphone, adhering effortlessly to 

surfaces like glass, bricks and wood 
with it’s reusable [and washable] 
sticky pad. Preview the shot 
on your camera, take a snap, 
then watch as the photos get 
transferred wirelessly to your 
phone via Bluetooth. Genius. 

£59.95, Cuckooland.com

Gone are the days of instant 
coffee in a thermos. Any 
caffeine connoisseur will 
love this genius portable 

coffee machine. Completely hand-
powered, it needs no electricity 
or batteries. It even has a built-in 
espresso cup and scoop – we’re 
sold. £43.95, CUCKOOLAND.COM

SB:GAGDETS

30

T his nifty gadget is the world’s first 
docking station that can charge any 
brand of mobile device – ideal if 
you have a team full of people with 

different phones. Available in different sizes 
and with different charging cables, the udoq 
is currently available via the crowdfunding 
platform Kickstarter, where it’s offered 
for discounts of up to 50 percent.   
UDOQ.COM  

techgirls_october.indd   30 29/09/2016   23:19



ROSE-
TINTED

31

POSTURE PERFECT

THE BIG SCREEN

VIRTUAL REALITYCOFFEE
A GO-GO

While you hairdressers 
are on your feet most 
of the time, the average 
desk-worker spends 
five hours a day, five 
days a week and 48 
weeks a year sitting at 
the computer – causing 
pressure and strain on 
backs, shoulders and 
even hands. Spare a 
thought for your front of 
house team and try the 
innovative Penclic B2, 
a unique alternative to 
a mouse that gives the 
hand a more relaxed, 
comfortable and natural 
grip – you’ll be amazed 
at the difference. £80, 
Posturite.co.uk

Most of us do everything via 
our smartphones nowadays 
– whether it’s social media, 
emails, watching videos or 

catching up on our favourite TV shows. 
But as technology gets more advanced, 
it seems to get smaller, too. Align 
your phone at the base of this Screen 

Magnifi er and enjoy much more 
comfortable 

viewing – no squinting 
necessary. £12.99, 

GETTINGPERSONAL.CO.UK 

I f you’ve always eyed-up 
the GoPro, you might want 
to try YI Technology’s 4K 
Action Camera, believed 

to be the first and only action 
camera that shoots 4K30 video 
with the longest-ever recording 
time. And at half the price of its 
iconic competitor, you’re already 
onto a winner – plus it comes 
in a gorgeous rose gold design. 
£229.99, AMAZON.CO.UK

SB:GADGETS

Paul Mitchell has teamed up with the 
hugely popular YouCam Makeup app 
to allow clients to ‘try-on’ potential 
hair colours before taking the plunge. 

Customers can upload their photo and use 
the app’s precise hair mapping technology 
to try all the brand’s Professional Hair Colour 
shades – from blondes to reds and vivid pinks 
and blues. Brilliant. Available for free in the 
App Store and through Google Play.

STAY SNUG

Now it’s offi cially getting colder 
again [sob], we can at least 
look forward to cosy nights 
indoors. Snuggling up with 

a hot water bottle might seem a little 
retro, but this little number by German 
brand Authentics is pretty unique – 
and looks cool too. Made from 
neoprene [the same stuff 
wetsuits are made 
from], it stays hotter 
for longer, and its fl at 
free-standing design 
and pull-out funnel 
makes scalds nigh-
on impossible. £26.95, 
CUCKOOLAND.COM

Magnifi er and enjoy much more 
comfortable 

viewing – no squinting 
necessary. 

GETTINGPERSONAL.CO.UK 

brand Authentics is pretty unique – 
and looks cool too. Made from 

the same stuff 

for longer, and its fl at 

£26.95, 
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WELLA 
PROFESSIONALS 

IS CREATING 
A MOVEMENT 

AMONG ICONIC 
HAIRDRESSERS 

THE WORLD 
OVER. JOIN THEM 

AND EXPRESS 
YOUR CLIENTS’ 
INDIVIDUALITY 
THROUGH THE 

POWER OF 
EIMI – A HIGH 
PERFORMING 
STYLING LINE 

WHERE CATWALK 
FINESSE MEETS 
GLOBAL STREET 

WEAR. 

STYLE
IS.. .
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FOR MORE 
INFORMATION: CONTACT 

YOUR WELLA PROFESSIONALS 
ACCOUNT MANAGER, 
CALL 01202 595 700, 

OR VISIT 
WELLAPROFESSIONALS.CO.UK

STYLE ESSENTIALS
TOP 5

STYLE ESSENTIALSSTYLE ESSENTIALS

ROOT SHOOT PERFECT ME DRY MERUGGED 
TEXTURE

STAY STYLED

Pump up the 
volume where it 
matters the most 

– in the roots. 
High-precision 

root lift mousse 
Root Shoot comes 
with an accurate 

applicator to create 
natural volume that 
doesn‘t weigh the

hair down.

We all love a BB 
lotion for skin, and 

Perfect Me is a 
delicate, lightweight 

BB lotion for the 
hair. Packed with 

skincare ingredients, 
it offers extra 

smoothness and 
shine, tames fl y-

aways and protects 
against heat 

damage.

Dry Me is a dry 
shampoo with 
a difference – it 
delivers volume, 
a matte grippy 

texture and offers 
a timely refresh.

Rugged texture is 
your best friend 

for wild styling and 
perfect grooming 

with instant texture 
boost, leaving a 

matte effect with 
strong defi nition 
– this one is for 

when you want a 
style to pop.

For a versatile 
fi nishing spray 
look no further 

than Stay Styled. 
It promises strong 
hold, workability 

and humidity 
protection – the 
perfect treble.

Style is reinvention, 
it’s individualism, 
it’s fashion, it’s 
empowerment…it’s 

EIMI. 

Taking inspiration directly from 
the strong looks seen on the 
catwalk, to the juxtaposition 
offered from the pared down 
looks on the street, EIMI was 
created for the individual with a 
host of products for every style 
imaginable. 

Whether it’s Volume, Smooth, 
Texture, Shine, or just fantastic 
hold you’re after, EIMI helps 
you get there. It allows you to 
express your styling skills and 
each client’s individuality.

Never before has it been so 
easy to volumise, set and curl 
long, shoulder-length and short 
hairstyles with sprays mousses 
and settling lotions. 

Or perhaps it’s smooth you’re 
trying to achieve, to tame and 
perfect long and shoulder-length 
hairstyles with creams and
lotions. 

Texture? They’ve got that
covered too with sprays, waxes, 
pomades and gels designed to 
texturise, ruffl e and fi x. 

Shine, shimmer and gloss are 
also easy on every hair length 
with mists, pomades and 
hairsprays – the latter even 
having its very own category. 
EIMI presents so many 
variations on the classic 
hairspray, that the creative 
opportunities are endless.

You can certainly have some 
fun experimenting with every 
product that EIMI has to offer, 
but why not kick start your love 
affair with the hairdresser’s top 
fi ve. Think style, think EIMI.

WellaOctAdvertorial.indd   33 28/09/2016   13:10



H
air: B

en D
riscoll  P

hotography: John R
aw

son  M
akeup: Lan N

guyen  C
lothes styling: M

arika P
age

34
InStyleOct.indd   34 30/09/2016   22:57



CATCH UP WITH SOME OF THE BIGGEST 
NAMES IN HAIRDRESSING, HOW THEY GOT 
THERE AND WHERE THEY’RE OFF TO NEXT.

P36 R+CO COMES 
TO BLIGHTY

P38 WESTROW’S 
STUDENTS GET 
CREATIVE

P40 PAUL MITCHELL 
SHOWS HOW 
IT’S DONE IN 
ONE OF THE 
WORLD’S BIGGEST 
PLAYGROUNDS

P44 FASHION STEP 
BY STEP

P46 COLOUR 
FOCUS: THE INS 
AND OUTS OF THIS 
SEASON’S HUES 
AND HOW TO 
SHAPE THEM 

P54 COLOUR 
FOCUS: THE LATEST 
KIT FOR COLOUR 
CREATIONS 

P56 IN THE SHOES 
OF SPIZOIKY

P60 HOW TO DEAL 
WITH A HOME DYE 
CLIENT

P62 STIL IN ALL ITS 
GLORY

P66 THIS MONTH’S 
RETAIL LINE UP

P69 WE J’ADORE 
THIS RULE BREAKER

P70 OUR PICK 
OF TALENT THIS 
MONTH

35
InStyleOct.indd   35 30/09/2016   22:57



36

SB:EVENTS

HAIRDRESSERS, PRS AND 
MEMBERS OF THE PRESS 
DESCENDED ON LILIAN BAYLIS 
STUDIO AT SADLER’S WELLS, 
FOR THE INTIMATE AND UNIQUE 
R+CO LAUNCH. WE HAVE THE 
ARTISTRY CAPTURED HERE.

Not just any 
launch, the 
unveiling 
of R+Co 

included an exclusive 
look and learn session 
with co-founder and 
creative director Howard 
McLaren. 

Originally from Glasgow, 
Howard is well known in 
the global hairdressing 
industry for one success 
after another. In 1987, 
he moved to New York 
City to join Bumble 
and Bumble. It was 
there he reestablished 
razor cutting as a true 
technique. 

He also created one of 
the best hair education 
systems, a university 
that not only taught 
haircutting and styling 
but also infl uenced 
the eye and aesthetic 
of every student. He 
played a key part in 
product development 
and marketing, and 
helped to create an 
iconic style that still 
inspires many of today’s 
brands. 

In 2011, Howard moved 
to Los Angeles and

opened Whitehouse, 
an experimental 
collaboration with 
Amanda Wall. They 
explored new concepts 
of hair, photography, fi lm 
and interiors to push the 
boundaries of what a 
salon can be. 

With curiosity as his 
driver, Howard drew 
his inspiration from 
music, skateboarding 
and animation, 
always looking to big 
infl uencers for the true 
essence of something to 
deconstruct and apply to 
his own aesthetic.

With R+Co, Howard has 
fi nally come to a place 
of real differentiation. As 
a collective, which has 
a complementary feel, 
R+Co looks beyond the 

Distinc-
tion

opened Whitehouse, 
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current status quo and believes in 

something honest.

Howard’s goal is to create a brand 

identity that will attract, inspire 

and push both hairdressers and 

consumers to want, expect and 

eventually demand more. By 

creating opportunities for people 

to be educated and inspired, 

R+Co is the next step in the 

advancement and evolution 

of hairdressing. Plus all of the 

products are formulated without 

parabens, sulfates [SLS or SLES], 

mineral oil and petrolatum. 

They’re also vegetarian, cruelty-

free, gluten-free and color-safe. 

Sounds good to us.

HE ALSO CREATED ONE OF 
THE BEST HAIR EDUCATION 

SYSTEMS, A UNIVERSITY 
THAT NOT ONLY TAUGHT 

HAIRCUTTING AND STYLING 
BUT ALSO INFLUENCED THE 

EYE AND AESTHETIC OF 
EVERY STUDENT. 
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IT WAS PLAY TIME AT WESTROW 
ACADEMY AS SOME OF THE 
STUDENTS TOOK PART IN 
AN AVANT GRADE PHOTO 
SHOOT – ALL IN THE NAME OF 
EDUCATION.

Six students from 
the Westrow 
Academy in 
the heart of 

Leeds, West Yorkshire, 
produced commercial 
and experimental 
avant garde looks for a 
promotional photoshoot 
as an essential part 
of their NVQ Level 3 
qualifi cation.
 
Students were 
responsible for planning 
the event, sourcing 
photographers, makeup 
artists, clothing and 
accessories to style 
two models each, 
one showcasing a 
commercial look, and 
the other avant garde. 

The photoshoot, 
which was shot in and 
around the Westrow 
Academy to promote 
the Academy, captured 
models displaying 
avant garde styles 
among scenes from 
Alice in Wonderland’s 
Madhatter’s tea party.
 
The commercial looks 
included a cut, colour, 
style and fi nish with 
stylists using products 
and colours from L’Oréal 
Professionnel. Students

then presented their 
fi nished creations to 
a panel of judges, 
explaining the hair looks, 
combining accessories 
and hairpieces, and 
how they incorporated 
the inspiration from the 
Madhatter’s tea party 
theme into their styles.
 
Westrow Directors Marc 
Westerman and Steve 
Rowbottom, Westrow 
Academy Education 
Manager, Danielle Hill, 
and Westrow Academy 
Educator, Harriet Stocks, 
who is responsible 
for delivering internal 
education and 
assessments, judged 
the event.
 
Marc Westerman, 
Westrow Director 
said: “We chose 

Experi-
mental
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to incorporate the creative 

photoshoot as part of the NVQ 

Level 3 assessment, rather 

than a fashion show, as we 

felt it would create a bigger 

impact for the smaller group. It 

allows students to develop the 

skills and confidence required 

in planning and organising 

promotional photoshoots, 

which is an essential element of 

hairdressing.”

 
It looks like they had fun.

WE CHOSE TO 
INCORPORATE THE 

CREATIVE PHOTOSHOOT AS 
PART OF THE NVQ LEVEL 3 

ASSESSMENT, RATHER 
THAN A FASHION SHOW, AS 
WE FELT IT WOULD CREATE 
A BIGGER IMPACT FOR THE 

SMALLER GROUP.
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BUSINESS AND CREATIVITY 
COME HAND IN HAND IN 
SALON LIFE, WHICH IS WHY 
PAUL MITCHELL INTRODUCED 
ITS SECOND EVER BUSINESS 
REVOLUTION AHEAD OF THE 
GATHERING IN LAS VEGAS.

The aim of 
Business 
rEvolution is to 
help support the 

entrepreneurial aspect of 
salon professionals with 
the goal of building salon 
economies that are more 
resilient, inclusive and 
informed.

John Paul DeJoria, Co-
Founder & Chairman of 
the Board of John Paul 
Mitchell Systems, Robert 
Cromeans, Global Artistic 
& Business Director 
and Jason Yates, VP of 
Sales and Marketing both 
of John Paul Mitchell 
Systems, were among 
the VIP speakers who 
descended on the Aria 
Resort & Casino for the 
event. 

With the theme of ‘Live 
Beautifully’ running 
throughout The Gathering, 
John Paul DeJoria once 
again shared his mantra: 
“Successful people do 
all of the things that 
unsuccessful people do 
not want to do.”

Bringing together more 
than 3,000 hairdressers 
from across the globe, the 
opening show

kicked off with John 
Paul arriving onstage 
on a branded motorbike 
to welcome audience 
members, introduce his 
partner Angus Mitchell, 
and announce John 
Paul Mitchell Systems’ 
latest accomplishments, 
highlighting the 
importance of charity and 
giving back.

Michaeline DeJoria-
Heydari, Vice Chairman 
and Director of Future 
Development at John 
Paul Mitchell Systems 
introduced NEON; a new 
brand from Paul Mitchell 
exclusively designed for 
Gen Z and their mums. 
This is set to launch in the 
UK in spring 2017.
 
Robert Cromeans 
and Jason Yates 

Back to 
Business
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SUCCESSFUL PEOPLE 
DO ALL OF THE THINGS THAT 

UNSUCCESSFUL PEOPLE DO NOT 
WANT TO DO.
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 FROM A GLOW IN THE DARK 
FIBRE OPTIC DRESS TO A 

SHRINKING FRINGE IN THE PRINCE 
TRIBUTE SECTION; THE TEAM 

PULLED OUT ALL THE STOPS TO 
SHOW THE VERSATILITY OF HAIR 

AND THE CREATIVITY OF THE 
TEAM AND THE BRAND.

42
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introduced two new exciting 

professional hair colour launches: the 

demi – Paul Mitchell’s new demi-

permanent hair colour; and POP XG – a 

vibrant semi-permanent cream colour, 

launching in the UK in early 2017.

Jason and Robert also unveiled 

the Color Outside The Lines colour 

competition winners: British 

stylist Alexandria Garner scooped 

the international prize, while Tyson 

Noriega [Ogden, UT] was crowned the 

national winner, and Amanda Smith 

[Tulsa, OK] scooped the New Talent 

Award. Attendees then split into groups 

to attend hands-in and look and learn 

classes focusing on male grooming, 

style, colour and haircutting.

Kicking off the second day of 

Gathering with an inspiring opening 

General Session was world-renowned 

motivational speaker Tim Storey, 

followed by more hands-in and look & 

learn presentations.

The Grand Finale Show presented 

by Robert Cromeans and the Paul 

Mitchell Artistic Team shared 

inspirational display of artistry with 

explosions of colour, passion and 

innovation. From a glow in the dark 

fibre optic dress to a shrinking fringe 

in the Prince tribute section; the team 

pulled out all the stops to show the 

versatility of hair and the creativity of 

the team and the brand.
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NO LONGER HAS STYLE 
SIGN BY GOLDWELL 
EMERGED ON THE 
SHELVES THAN WE LEARN 
IT’S ALREADY BEEN 
MAKING A NAME FOR 
ITSELF AS A BACKSTAGE 
STAPLE. SEE HOW 
DANIEL MARTIN USED IT 
TO CREATE A STRONG, 
YET MINIMAL LOOK AT 
NICHOLAS OAKWELL 
AW16. 

SLEEK & CHIC 
PONYTAIL

HOW TO:
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LEAD STYLIST: DANIEL MARTIN

1Begin by prepping the hair 
with Goldwell StyleSign Flat 
Marvel Straightening Balm – 
once applied, blowdry the 

hair backwards with a brush to 
get a perfectly sleek, almost 
glass like fi nish. 

2Secure the hair into a 
ponytail – the hair should 
be bound out about an 
inch. From the front it 

should look completely minimal 
and clean with loads of gloss. 

3Next, use a generous 
amount of Goldwell 
StyleSign Lagoom Jam 
Styling Gel and apply it to 

the hair, smoothing it backwards 
to help emphasise the slicked 
back style. Spray with Goldwell 
StyleSign Magic Finish Lustrous Hair 
Spray.

4Take the ponytail and 
squeeze all the hair 
together, before pushing 
it upwards to create an S 

shaped bump into the neck with 
plenty of volume.

5Tie an elastic around the 
ponytail in line with the 
nape of the neck – once 
tied, the hair should drop 

naturally to fi nd its own shape.

6To fi nish the look, spray 
all over with Goldwell 
StyleSign Diamond Gloss 
Protect & Shine Spray. 

StyleSign Magic Finish Lustrous Hair StyleSign Magic Finish Lustrous Hair 

45

StyleSign Magic Finish Lustrous Hair 

Take the ponytail and 
squeeze all the hair 
together, before pushing 
it upwards to create an S 

shaped bump into the neck with 

Tie an elastic around the 
ponytail in line with the 
nape of the neck – once 
tied, the hair should drop 

naturally to fi nd its own shape.

To fi nish the look, spray 
Goldwell 

StyleSign Diamond Gloss 
Protect & Shine Spray.

StyleSign Magic Finish Lustrous Hair 

Take the ponytail and 
squeeze all the hair 
together, before pushing 
it upwards to create an S 

shaped bump into the neck with 
plenty of volume.

Tie an elastic around the 
ponytail in line with the 
nape of the neck – once 
tied, the hair should drop 

naturally to fi nd its own shape.

To fi nish the look, spray 
all over with Goldwell 
StyleSign Diamond Gloss 
Protect & Shine Spray.

StyleSign Magic Finish Lustrous Hair 
Spray.

4Take the ponytail and 4Take the ponytail and 4squeeze all the hair 4squeeze all the hair 4together, before pushing 4together, before pushing 4it upwards to create an S 
shaped bump into the neck with 
4
shaped bump into the neck with 
4
plenty of volume.

5Tie an elastic around the 
ponytail in line with the 
nape of the neck – once 
tied, the hair should drop 

naturally to fi nd its own shape.

6To fi nish the look, spray 
all over with 
StyleSign Diamond Gloss 
Protect & Shine Spray.

         THE INSPIRATION BEHIND THE COLLECTION COMES 
FROM THE 1964 MOVIE ZULU. WHEN IT COMES TO THE 
HAIR, WE ORIGINALLY DISCUSSED BASKET WEAVES 
AND BRAIDS BUT DIDN’T WANT IT TO BECOME TOO 
TRIBAL. AS THE COLLECTION PIECES ARE SO DETAILED, 
WE DECIDED TO KEEP THE HAIR VERY SIMPLE AND 
SLEEK TO COMPLEMENT THE DESIGNS, MANY OF 
WHICH INCORPORATE A HIGH NECK. ULTIMATELY, WE 
WANTED TO CREATE A CHIC, STRONG, MINIMAL LOOK 
WITH SLIGHTLY MORE DETAIL AT THE BACK AND MOST 
IMPORTANTLY A REALLY HIGH GLOSS FINISH. 

“
“
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SULTRY COPPERS AND RICH REDS ARE 
OFTEN THE SHADES DU JOUR COME 

AUTUMN, BUT THIS YEAR’S TRENDS OFFER 
A LITTLE EXTRA SOMETHING. WE CHAT TO 

THE UK’S BEST COLOUR EXPERTS ON WHAT 
TO EXPECT FOR AUTUMN/WINTER 2016…

BY FIONA WARD

SEASONAL
SHADES
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W e had an exciting 
summer of 
colour this 
year. Vibrant 

kaleidoscopic spectrums, 
glittering roots and contrasting 
shade combinations were 
everywhere. While the best of 
British colouring was propelled 
to the global stage when an 
image of a striking ‘hidden 
rainbow’ technique – created 
by Katie Otto and posted on 
Sophia Hilton’s Not Another 
Salon Instagram – went viral 
and took the industry by storm. 

So what does this mean for 
this year’s Autumn/Winter 
season? Will we switch 
drastically from rainbows and 
unicorns to the classic ‘fall’ 
shades? Or will the fun factor 
still reign supreme? 

It seems there’s something 
for everyone when it comes to 
this season’s colour palette – 
those who love to experiment 
with the bold and unexpected 
won’t be disappointed, yet the 
timeless rich reds and coppers 
we associate with the colder 
months won’t go overlooked. 
After all, what’s autumn 
without those burnished russet 
hues? And as always, this 

year’s take on traditional offers 
its own unique twist.

MOVE WITH THE 
TIMES
“It’s about creating tones that 
compliment the skin tone, 
which naturally changes and 
becomes slightly more pallid 
in the winter months,” says 
Clayde Baumann, International 
Technical Creative Director at 
D&J Ambrose. 

“This year, I’m taking the red 
palette, which is so popular in 
winter, and diffusing it. Instead 
of dropping these colours 
down to dark wine reds, we 
are creating soft, blown-out 
peaches and apricots, and 
strawberry shades with deeper 
gold tones to hug the face and 
create a contrast against the 
skin.”

For Karine Jackson, the secret 
to a great red is hair health. 
“Reds this season are deep 
and shiny, so clients will need 
well-conditioned hair for the 
colour to last,” she says. 
“I’m working with a global 
application for a statement 
shade, or using my swirl 
technique with two deep 
shades of red 
for a multi-tonal 
finish.”

Of course, more 
faceted looks 
like balayage and 
ombré will still 
remain popular,  
though techniques 
are becoming 
more individual 
and tailored to 
the client, moving 
away from the 
more generic 
looks we’ve seen 
in the past. 

“This season we’re seeing the 
makeup trend of contouring 
translate over to the hair,” 
says Claire Chell, Creative 
Colour Director at Francesco 
Group for Wella Professionals. 
“It’s all about accentuating 
the face, skin tone and eye 
colour with natural shades, like 
makeup, to create a look that 
overall makes the best of the 
client’s natural features.”

Session stylist Kai Wan is 
introducing deep minky 
browns and blondes for his 
take on balayage. “We’ll be 
blending the colours in four 
transitions to further enhance 
that luxurious look,” he says. 
“These colours are less 
traditionally autumnal than the 
usual warm coppers we see 
at this time of year so we’ll be 
really mixing up warm and cool 
shades.”

For those clients that are 
firmly in the blonde or brunette 
category – and want to stay 
that way – there’s plenty of 
ways to update their look for 
the season. “Natural muted 
browns are the only way to 
be brunette through the cool 
season, from light ash brown, 
cappuccinos and mocha 
shades, to dark bitter cocoa,” 
says James Taylor of Barrie 
Stephen Hair. “Brown is a very 
versatile colour that appears 
velvety soft and rich.

“Blonde hair isn’t going 
anywhere either,” he adds. 
“Our lighter-haired clients 
will be seeking multi-faceted 
platinums – soft mixes of 
natural pearl, beige and nude 
tones will keep blondes 

looking vibrant, glossy and 
healthy-looking through the 
duller months.”

FUN, FUN, FUN
But for those still craving that 
playful experimentation of the 
season just past, there’s plenty 
of opportunity to be different. 
For Sophia Hilton, whose 
vibrant and colourful looks 
she creates at Not Another 
Salon have inspired a bevy of 
rainbow styles, this autumn’s go-

          DIGITAL SALON MANAGEMENT SYSTEMS 
ARE GAINING PRESENCE IN ALL PARTS OF THE 
SALON, NOT JUST FOR THE OBVIOUS FRONT-OF-
HOUSE DUTIES. IN FACT, IT COULD BE ARGUED 
THAT SOME FORM OF TECHNOLOGY CAN 
FOLLOW THE CLIENT FROM RECEPTION DESK 
TO THE CHAIR, TO THE BACKWASH AND EVEN 
BEYOND THE SALON DOOR.

“ “
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year’s take on traditional offers Session stylist Kai Wan is 
introducing deep minky 
browns and blondes for his 
take on balayage. “We’ll be 
blending the colours in four 
transitions to further enhance 
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to will be pink and grey combined – 
joining two colour trends that were 
incredibly popular last season using 
her high-end bleed technique. 

“Grey is one of the most diffi cult 
colours to obtain and maintain,” she 
says. “The pastel pink is great news 
for hairdressers and clients, 
because when there is previous 
build-up of colour on the hair, the 
ends don’t want to go grey – but 
they will easily go pink! This means 
the colour will last so much longer.”

Wondering what the stand-out 
colour trend for AW16 might be? 
“Yes, it’s purple…or violet to be 
exact. From deep violet velvets to 
softer parma violet chiffon, purple 
is defi nitely where it’s at,” says 
Joico’s Denis de Souza. “While 
many fashionistas are going for 
candy-coloured lilacs, there’s a 
subtler trend developing alongside. 
On brunettes, we’re seeing violet 
shades used to create deep purple 
undertones that give a potent 
vibrancy to the color. Violet is also 
being mixed with other shades 
to create a delicate smoky brown 
result. Meanwhile cool violet tones 
take away unwanted warmth from 
hair shades and are particularly 
useful to correct bleached hair that 
has taken on yellow hues.”

And for a grown-up update on pink, 
rose gold hues are going nowhere 
– with celebrities such as Emma 
Roberts and Sienna Miller both 
trying the trend. “The rose gold look 
is a beautiful update on the pastel 
shades,” says expert colourist Jack 
Howard. “It’s defi nitely not pink, 
with fl ecks of copper gold within 
the colour, which can be made 
lighter or darker depending on your 
client’s preference.”

But as L’Oréal’s Adam Reed warns, 
it’s not without commitment: 
“These shades can only be 
achieved through salon colours as 
they are mixed and layered onto the 
hair to get the depth and density of 
tone,” he says. “It should be done 
on a perfectly clean pre-lightened 
hair, which is essential to achieve 
the pure toned result. Regular 
upkeep of these tones are essential 
– visits to the salon will keep them 
multi-faceted and fresh.”
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TALKING POINT
According to a recent campaign, 
launched by The Chapel salons in 
association with Redken, women 
in the UK are increasingly deciding 
to forgo salon colour services and 
when we take a look at some other 
research, it’s easy to see why. 

Research from the Kantar 
Worldpanel 2014 survey found 
that over 50 percent of women 
across the UK are unhappy with 

their results, with 95 percent not 
knowing what colour is actually 
being used on their hair. 

Sadly, over fi ve million have stopped 
going to salons for hair colouring 
services, and a further 1.3 million 
have stopped getting their hair 
coloured altogether. So how do you 
keep your clients in the loop?

“The best way to approach a colour 
change with a client is to have an 
open and frank conversation with 
them about whether or not they 
know what colour and brand has 
been used on their hair,” says 
Amanda Dicker, co-founder at The 
Chapel. 

“It’s then about fi nding out, not so 
much about how they want to look, 
but about how they want to feel. 
Do they want to feel relaxed? Sexy? 
Carefree? What’s their lifestyle like? 
What colours do they wear? How 
do they do their makeup? Once you 
have this dialogue you will fi nd that 
your client is at ease with you and 
much more likely to take what you 
suggest into consideration.”

It’s important to keep things 
informal, too, as Claire Payne of 

         THESE SHADES CAN ONLY BE ACHIEVED 
THROUGH SALON COLOURS AS THEY ARE MIXED 
AND LAYERED ONTO THE HAIR TO GET THE DEPTH 
AND DENSITY OF TONE, IT SHOULD BE DONE ON A 
PERFECTLY CLEAN PRE-LIGHTENED HAIR, WHICH 
IS ESSENTIAL TO ACHIEVE THE PURE TONED 
RESULT. 

“ “
Organic Colour Systems points out. 
“It doesn’t need to be a big deal,” 
she says. “Simply explaining a little 
bit about colour and tone to your 
client will give them confi dence in 
you. We all think about changing 
our colour from time to time, 
but are sometimes scared to 
venture outside of our comfort 
zone. Showing your client how 
their face can be brightened and 
lifted by choosing colours that suit 
them – over just picking the colours 
they like – really can make all the 
difference.”
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THE FELLOWSHIP OF 
BRITISH HAIRDRESSING 
COLOUR PROJECT
For the most intensive year of 
training in colour, there’s nothing 
else like the Colour Project. 
Applications for next year’s 
team open on October 31 – and 
guess what? The collection 
featured on these very pages 
was created by 2016’s squad. 
INFO: FELLOWSHIPHAIR.COM

L’ORÉAL PROFESSIONNEL 
BALAYAGE AND 
CELEBRITY COLOUR 
TECHNIQUES
A full day’s focus on those 
ever-popular multi-dimensional 
and bespoke looks and the 
techniques you need to create 
them. PRICE: £99.00 
INFO: SALON-SERVICES.COM

ADVANCED CREATIVE 
WITH SUZIE MCGILL & 
DYLAN BRITTAIN
Head to the Rainbow Room 
International Academy in 
Glasgow to upgrade and 
strengthen your colour work 
– with time spent improving 
and refi ning your fi nishing 
skills too. PRICE: £150 INFO: 
RAINBOWROOMINTERNATIONAL.
COM/ACADEMY
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CREATIVE
COURSES

WELLA PROFESSIONALS 
COLOUR CHANGE
For hairdressers already 
confident in basic colour 
theory and application, this 
course covers all aspects of 
colour correction with two 
days of workshop sessions. 
Dates available in Manchester 
and London in November. 
PRICE: £252 INFO: 0161 834 2645

BALAYAGE WITH JACK 
HOWARD
Leading balayage educator 
Jack Howard is expanding his 
course offerings for 2016/17. 
It will now include Classic 
Balayage, Balayage Live and 
Colour Bar – covering all 
aspects of the now iconic 
technique. PRICE: £1,250 
INFO: 01259 728020

ORGANIC COLOUR 
SYSTEMS 
FUNDAMENTALS 
WORKSHOP
Learn about the chemistry 
and innovative ingredients 
behind this iconic brand and 
exactly how it works with the 
biological structure of the hair, 
plus how to create a bespoke 
colour service for your clients. 
Places available on October 25 
and November 21. 
INFO: 01590646262

GOLDWELL MASTER 
COLOURIST PROGRAMME
Made up of four innovative 
segments – Colour Technician, 
Colour Designer, Colour 
Specialist and Colour Artist 
– this intensive course will 
allow you to join one of the 
world’s most elite group of hair 
colourists. 
INFO: GOLDWELL.COM

WELLA PROFESSIONALS 
ESSENTIAL COLOURING
For hairdressers who are 
competent in the application 
of colour and basic styling 
and for those returning to 
the craft, this two day course 
gives a full understanding of 
the Wella colour portfolio. 
Dates available in London and 
Manchester in November. 
PRICE: £243 INFO: 0161 834 2645

SOPHIA HILTON 
EDUCATION
Not Another Salon’s Sophia 
is in high-demand for her 
intensive courses; The Perfect 
Bleed, 100% Freehand 
Balayage and Grey Specialist 
to name but a few. Dates 
available in 2017 – get in 
quick! INFO: NOTANOTHERSALON.
COM/EDUCATION

FUDGE ESSENTIALS, 
FUDGE PROFESSIONAL
Gain a full understanding of 
the Fudge colour portfolio and 
the colour wheel, as well as 
creative styling and product 
cocktailing. PRICE: £25 INFO: 
ALANHOWARD.CO.UK

PAUL MITCHELL FASHION 
FORECAST
Experience and master 
industry insider’s predictions 
for the new trends coming 
this season with the latest 
products and techniques from 
Paul Mitchell. PRICE: £109 + VAT 
INFO: 0845 659 0011

JOICO LUMISHINE 
COLOUR ESSENTIALS
Learn about hair structure, 
the colour wheel, peroxide 
choice, achieving the correct 
target shade, formulating and 
advanced colour correction, 
using Joico Lumishine Colour. 
PRICE: £25 + VAT [REFUNDED ON 
ATTENDANCE] INFO: JOICOEUROPE.
COM

…DON’T FORGET TO 
REFRESH YOUR SKILLS 
WHILE YOU’RE AT IT!
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OUR
PICK

AS COLOUR TECHNIQUES 
AND TRENDS BECOME MORE 
AND MORE SOPHISTICATED, 
SO DOES TECHNOLOGY. YOU 
ONLY HAVE TO LOOK AT 
WHAT’S HAPPENED SINCE 
OLAPLEX BURST ONTO THE 
HAIR MARKET; COUNTLESS 
BRANDS HAVE LAUNCHED 
THEIR VERY OWN HAIR-
STRENGTHENING POTIONS – 
EACH WITH ITS OWN UNIQUE 
SELLING POINT. SO THE 
ONLY WAY YOU CAN BE SURE 
YOU’RE RECOMMENDING THE 
BEST PRODUCTS IS TO DO 
YOUR HOMEWORK AND THEN 
GIVE THEM A GO. HERE’S A 
FEW TO GET YOU STARTED… 

AS SEEN AT:
PAUL MITCHELL

SCHWARZKOPF 
PROFESSIONAL 
IGORA ROYAL 
HIGHLIFT

R+CO COLOUR RANGE

WELLA PROFESSIONALS 
COLOUR FRESH

£8.50, SCHWARZKOPF-
PROFESSIONAL.CO.UK
These popular 
high-lifting products 
from Schwarzkopf 
Professional have been 
reformulated to include 
the brand’s innovative 
FIBREPLEX technology, 
making hair protection 
stronger than ever. 

FROM £19.95, RANDCO.COM
For colour maintenance, 
R+Co’s care products 

are lovely – choose from 
the Gemstone range for 

generally colour-treated hair, 
or Sunset Boulevard for 

blondes.

£14.99, WELLA.COM
These semi-permanent shades 

are the ideal way to refresh colour 
vibrancy in between full colour 

services.
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TIGI BED HEAD COLOUR 
GODDESS SHAMPOO 
AND CONDITIONER

FUDGE PROFESSIONAL 
PAINTBOX RANGE,

L’ORÉAL PROFESSIONAL 
SMARTBOND

ORGANIC COLOUR 
SYSTEMS NO 
LIMITS RANGE

INDOLA PCC 
URBAN REDS

JOICO LUMISHINE

JOICO COLOUR 
INTENSITY

FROM £13.95, BEDHEAD.COM
Dubbed as ‘colour care for 

serial hair abusers’ this stuff 
will nourish and penetrate the 

hair from the cuticle to add 
shine and softness to even 

the most committed 
colour addicts.

FROM £9.25, FUDGE.COM
These vibrant shades are hugely 
popular for their versatility and 
ammonia and peroxide-free 

formulas. Completely mixable, you 
can create any bespoke shade from 

the range – or add in their best-
selling ‘Whiter Shade of Pale’ for 

more pastel effects.

TREATMENT RRP £30, 
LOREALPROFESSIONNEL.CO.UK

This new offering to the hair bonds 
market from L’Oréal uses maleic 

acid to limit stress to the hair.

£14.99, ORGANICCOLOURSTSYEMS.COM
If your clients are concerned with 
chemical dying techniques, look 
to this innovative semi-permanent 
collection from Organic Colour 
Systems. 

£5.50, INDOLA.COM
For those on-trend 
red shades, this 
new collection from 
Indola is ideal – with 
multi-dimensional 
tones for intense yet 
wearable colour.

RRP £8.95, 
JOICOEUROPE.COM
The Blue Ash series 
is a collection of the 
coolest blue-ash shades 
that lift hair without any 
unwanted warmth for 
dependable cool deposit 
in one step. 

RRP £2.29 EACH, JOICOEUROPE.COM
Peach and rose, the new shade 
additions to this best-selling semi-

permanent range 
from JOICO, 
are ideal for 
clients that 
want a vibrant 
look without 
too much 
commitment.

£10.00, SCHWARZKOPF-
PROFESSIONAL.CO.UK
Brand-new, this clever 
little device allows 
colourists to apply three 
different shades for a 
seamless blend – perfect 
for those ombré and 
gradient looks.

SCHWARZKOPF 
PROFESSIONAL
COLOUR MELTER

OSMO 
SILVERISING 
MASK
£17.80, OSMOUK.COM
For those pearlescent, 
platinum blondes 
and grey tones, this 
sulphate free mask 
will prevent fade and 
restore colour radiance 
– now available in a 
salon-size tub!

ColourProducts.indd   55 29/09/2016   22:27



JOSH MARIO JOHN [@SPIZOIKY 
IF YOU’RE CHECKING HIM OUT 
ON INSTAGRAM], HAS TAKEN THE 
MODELLING WORLD BY STORM. HE 
COMES FROM A SMALL SUBURBAN 
TOWN CALLED SUDBURY IN 
ONTARIO, CANADA AND HIS 
RECENT INSTAGRAM FAME HASN’T 
GONE UNNOTICED; HE’S NOW 
REPRESENTED BY MODELLING 
AGENCIES WORLDWIDE WORKING 
WITH SOME OF THE WORLDS 
BIGGEST BRANDS. JOSH RECENTLY 
LAUNCHED HIS OWN SIGNATURE 
BEARD BALM, MUSKOKA, WITH 
APOTHECARY 87. WE CAUGHT 
UP WITH HIM TO TALK ABOUT 
HIS JOURNEY AND HIS NEW 
SIGNATURE PRODUCT.    
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YOUR MODELLING 
CAREER HAS REALLY 
TAKEN OFF, WHERE 
DID IT ALL START AND 

WHERE CAN YOU SEE IT HEADING?
The past year has been pretty 
damn incredible; I’ve had loads 
of surreal experiences that are 
sometimes tough to imagine 
being a guy coming from a small 
northern city. I owe a great deal 
of my success to timing along 
with the power of social media. 
I was lucky enough to catch the 
right eyes early on, and I had a 
great group of supportive people 
who helped me develop and 
reach beyond the norm. Initially, 
my tattoos made me interesting 
to photograph; but my style 
and image 
gave me 
an ability to 
showcase 
myself as 
something 
more than 
that. As 
far as the 
future 
goes, I’m 
generally 
not one to 
plan too far 
ahead. I 
genuinely 
enjoy modelling, and that intrinsic 
value far exceeds any monetary 
reward. With that I have no 
pressure and for the most part, 
I’m able to do things on my own 
terms. That being said I’m pretty 
damn happy with where I’m 
at, and I’ll continue to do what 
makes me happy.

WHAT MADE YOU CHOOSE 
APOTHECARY 87 AS A BRAND TO 
CREATE YOUR SIGNATURE BEARD 
PRODUCT?
Being where I’m at in my career, 
I’ve had the opportunity to 
work with countless brands; 
what stuck out for me with 
Apothecary87 was their 
unwavering devotion to creating 
not only a premium product, but 
in creating a movement. When 
a company invests in not only 
themselves, but in a community, 
loyalty is inherently fostered. 
A87 has been loyal to me before 

my career took off, and in return 
I’ve remained steadfast. I have 
chosen to invest in a company 
that I truly believe in.

HOW HAVE YOU FOUND WORKING 
ALONGSIDE APOTHECARY 87 ON 
THIS PRODUCT?
With any great relationship, 
trust is king, and word is bond. 
Despite the fact that this product 
is more than two years in the 
making, I never doubted that 
the idea would come to fruition, 
and that the product would 
exceed all of my expectations. 
When a company fl ies you out to 
London for a handshake and to 
sample scents, you know they 
mean business. That belief and 
investment is very apparent in 

this product, 
and I couldn’t 
imagine 
working with 
a better group 
of friends.

WHAT’S THE 
BEARD BALM 
FRAGRANCE 
AND WHERE 
DID YOU COME 
UP WITH NAME 
MUSKOKA?
The beard 

balm fragrance is Maple 
Smoke. It has a smokey scent, 
with warm and sweet maple 
undertones. Being from northern 
Canada I wanted this product to 
be masculine, and I wanted it to 
borrow from my roots, all while 
remaining consistent with the 
A87 branding. I think we landed 
on a great balance, that has mass 
appeal.

YOU CLEARLY HAVE A HUGE 
PRESENCE ON SOCIAL MEDIA, 
HOW DO YOU KEEP YOUR 
CONTENT INTERESTING AND 
ENGAGING TO YOUR FOLLOWERS?
I’ve tried to stay consistent with 
what I post and with the types 
of jobs I take on; I think that 
it’s important to change things 
up and keep things interesting. 
On the other hand it’s also 
important to stick to the core of 
what people found interesting 
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this product, 
and I couldn’t 
imagine 
working with 
a better group 
of friends.

WHAT’S THE 
BEARD BALM 
FRAGRANCE 
AND WHERE 
DID YOU COME 
UP WITH NAME 
MUSKOKA?
The beard 
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or inspiring in you to begin with. 
If you deviate too much from 
that formula, I feel you end up 
alienating people. It’s certainly 
a tough balance at times but if 
you’re genuine and actually take 
the time to interact and engage 
with your following it creates a 
degree of loyalty and ultimately 
longevity.

WHAT’S YOUR MORNING 
GROOMING REGIME? 
After I shower I towel dry my 
beard. I then work a Nickel 
sized amount of my A87 beard 
oil between my palms then I 
apply it evenly throughout my 
beard. I usually use a little heat 
while I comb it. Once it’s dry I 
apply a dime sized amount of 
my Muskoka Beard Balm in a 
downward motion until I get the 
desired shape.

WHAT GOALS AND FEATURES DID 
YOU WANT TO ACHIEVE WHEN 
WORKING WITH APOTHECARY 87 
TO CREATE THE PRODUCT?
I wanted to help create a novel 
product that had not only 
conditioning properties, but 
that also helped give shape 
and manage the fly away beard 
hairs. Having the final product 
in hand, I can with confidence 
say that we hit a home run with 
this product. As for the scent, I 
wanted something masculine, 
but with a hint of sweetness to 
offset the smokiness. I wanted 
to do something different, and 
the Maple scent just fit with the 
overall branding and with my 
Canadian heritage. The Maple 
undertone really compliments 
the smoke. With this we brought 
something new to the table, 
something that has wide appeal 
and avoids a niche market.

WHO OR WHAT’S YOUR MAIN 
INFLUENCE WHEN IT COMES TO 
STYLE?
That’s a tough question; I think 
that my style is really simple. 
I seem to always go back to 
staple pieces...denim, leather, 
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         I’VE BEEN ABLE 
TO EXPERIENCE 
THE RESULTS AND 
PERFORMANCE FIRST 
HAND AND OVER A 
PERIOD OF TIME. THE 
MUSKOKA BEARD BALM 
IS SOMETHING I’M 
VERY PROUD OF, AND 
SOMETHING THAT I CAN 
STAND BEHIND. I HAVE 
NO RESERVATIONS, AND 
THE FEEDBACK HAS 
BEEN INCREDIBLE SO 
FAR. 

“

“

basic tees, plaid, and boots. I like 
a clean casual look that seems 
effortless, cohesive and stylishly 
thrown together. 

YOU’VE BEEN USING THE PRODUCT 
FOR A WHILE NOW, ARE YOU 
HAPPY WITH HOW IT TURNED OUT?
I’m over the moon with this 
new product; I’ve been able 
to experience the results and 
performance fi rst hand and over 
a period of time. The Muskoka 
beard balm is something I’m 
very proud of, and something 
that I can stand behind. I have no 
reservations, and the feedback 
has been incredible so far. My 
beard has never felt so healthy 
or looked as good...now that’s 
something to be excited about! 

SINCE THE LAUNCH, WHAT 
FEEDBACK HAVE YOU HAD FROM 
THE PRODUCT?
The response has been 
overwhelming! I’ve received 
daily reminders from the men 
who love the product, and from 
the women who love it on them. 
This has become an essential 
product for me, and based on the 
feedback I’m not the only one.

WHAT SECRET GROOMING TIPS 
WOULD YOU HAVE FOR THE 
MODERN MAN?
There are no magic products out 
there that will make your beard 
grow faster; any product with 
outlandish claims is just that. 
The Muskoka Beard Balm simply 
enhances what you have and 
maximises your beard’s potential. 
No gimmicks, just a straight 
forward product from a respected 
and trusted brand.
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//HEAD// Hair DOCTOR

//STANDFIRST// 

EVERY MONTH WE CHECK IN WITH SOME OF OUR BEST HAIR EXPERTS AND PRESENT 
THEM WITH A PROBLEM TO SOLVE – BE IT DIFFICULT CLIENTS, DIFFICULT HAIR…
OR BOTH! THIS ISSUE THE TOPIC IS A CLIENT WITH OVER-PROCESSED HAIR, CAUSED 
BY OVERUSE OF HOME DYE KITS. THEY DON’T BELIEVE THEY CAN AFFORD TO HAVE 
THEIR HAIR COLOURED IN-SALON, OR DON’T SEE THE VALUE IN IT [TUSK] SO WHAT 
CAN YOU DO FOR THEM? HERE TO HELP IS WIL FLEESON, OWNER AND DIRECTOR OF 
RAINBOW ROOM INTERNATIONAL BUCHANAN STREET AND STIRLING SALONS.

DOCTOR
HAIR

SO, WHAT CAN YOU DO FOR 
THIS TYPE OF CLIENT?
When meeting customers 
with this situation, as we 
often do, the first thing we do 
is try and asses the type of 
home dye used i.e permanent 
colour, quasi colour, bleach, 
etc. We then ascertain 
approximately how many 
applications of this product 

have been used. This is critical 
to trying to predict the outcome 
of any professional product 
used in the colour correction, 
and what the process of 
professional applications need 
to be to reverse the damage.

+
          THE MODERN 
HAIRDRESSER HAS TO 
MANAGE CUSTOMER 
EXPECTATIONS NOW 
MORE THAN EVER, 
AND A PLAN IS NOW 
IMPERATIVE TO THE 
CUSTOMER OF HOW 
OFTEN, HOW MUCH, 
AND HOW LONG FUTURE 
APPOINTMENTS ARE 
GOING TO BE. WE 
WOULD PLAN THEIR 
NEXT TWO VISITS AT 
A MINIMUM, SKIN 
TESTING AND GIVING 
THE DETAILS OF WHAT, 
WHY AND HOW WE ARE 
GOING TO LOOK AFTER 
THEIR HAIR GOING 
FORWARD.

“

“
THANKS WIL!
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Understanding why the customer 
decided to buy off shelf is crucial. 
If they think all we do is choose 
a colour, mix it and then apply 

with no other thought processes involved, 
then no wonder they think they could do it 
themselves. To build consumer confidence 
and to add the value of our colour expertise 
we will explain to the client how the colour 
we’re creating is bespoke for them and that 
there are many different components added 
to the bowl of colour to make it personally 
perfect for them. 

HOW DO YOU BUILD THEIR 
LOYALTY TO ENSURE THEY 
RETURN TO YOUR SALON AND 
DON’T CONTINUE WITH HOME 
DYE KITS? 

For the condition, we will do 
an elasticity and porosity test. 
This is to determine the quality 
of the hair structure and the 
moisture content taking the 
client through the process at 
each stage. It enables them to 
see the value of professional 
diagnosis and the depth to 
which colour experts go, to 
create the perfect result. 

For the over processed 
sections of hair, reconditioning 
products are amazing now. 
We would apply Schwarzkopf 
Professional’s Fibreplex 
rebuilding treatment mixed 
into the colour we’ve selected, 
and after the development 
of the colour. This reduces 
any potential breakage by 95 
percent. 

If the hair is beyond repair 
in areas, then cutting a new 
shadow to remove the damage 
may also be the best way to 
proceed, although this is the 
most drastic measure.

The modern hairdresser has to 
manage customer expectations 
now more than ever, and a 
plan is now imperative to the 
customer of how often, how 
much, and how long future 
appointments are going to 
be. We would plan their next 
two visits at a minimum, skin 
testing and giving the details 
of what, why and how we are 
going to look after their hair 
going forward.

DO YOU DISCOUNT FOR 
THIS TYPE OF CLIENT, 
OFFER A CHEAPER 
SERVICE OR JUST TRY 
AND BUILD THEM INTO A 
HIGHER PAYING CLIENT?
At Rainbow Room 
International we will build a 
budget plan for the client so 
they know exactly how much 
their next visit will cost. This 
takes away any uneasiness 
as to whether they can afford 
their next visit, creating 
trust and loyalty. We have 
found through demonstrating 
our expertise by having 
our clients involved in 
the decision process and 
explaining the detail of their 
colour, clients see the value 
and the quality of having hair 
coloured in salon and not at 
home.
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stil
THE NEWEST ADDITION 
TO WEST LONDON’S 
ARTISAN NOTTING 
HILL, BRINGS A LITTLE 
SCANDINAVIAN DESIGN 
WITH IT. IT’S LITTLE 
WONDER, WHEN YOU 
CONSIDER THE OWNER 
IS THE VERY TALENTED 
CHRISTEL LUNDQVIST, 
ALL THE WAY FROM 
SWEDEN.
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P eering through the 
window of STIL 
salon, the muted 
design, typical 

of Swedish interiors, is 
one of the first things 
you’ll notice. Which is 
a good thing, as it’s the 
look founder and Director 
Christel Lundqvist was 
going for.

“My vision for STIL 
took me back to my 
Scandinavian roots, 
inspired by the minimal 
design and pallid colour 
palette so prevalent in 
Swedish interiors,” she 
explains.

When it comes to design, 
Christel certainly knows 
what she’s talking about 
having been brought up 
by parents with a huge 
passion for the subject. 

“I was regularly taken 
to design exhibitions in 
Sweden and Denmark, 
researching styles 
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        I SPOKE 
TO NUMEROUS 
DESIGNERS BEFORE 
I STARTED THIS 
PROJECT, BUT 
UNFORTUNATELY NONE 
OF THEIR IDEAS MET 
MY VISION FOR STIL. 
MOST SUGGESTIONS 
HEAVILY FOCUSED ON 
TRADITIONAL HAIR 
SALON INTERIORS, 
WITH LOTS OF 
LED LIGHTS AND 
INDUSTRIAL DESIGN.

“

“

both for our home and for 
interiors projects they were 
undertaking. This exposed me 
to the beauty of Scandinavian 
design,” she explains.
This, combined with her 
desire to create a homely, 
relaxing environment was 
behind every decision about 
STIL – not forgetting her dad.

“I spoke to numerous 
designers before I started 
this project, but unfortunately 
none of their ideas met 
my vision for STIL. Most 
suggestions heavily focused 
on traditional hair salon 
interiors, with lots of LED 
lights and industrial design. 
The most difficult thing 

in modern Scandinavian 
interior is to create a balance 
between angles, using space 
so it looks neither too bare, 
nor too cluttered. I made the 
decision to go down a very 
different route and involved 
my father in the structural 
layout of the salon, as with his 
knowledge of Scandinavian 
design and angles, I was 
confident I’d like his ideas.”

He wasn’t the only expert 
she took advice from. Iconic 
artist Peter Farlow, with an 
outstanding portfolio including 
the National Portrait Gallery, 
Kenwood House, Combe 
Court and several palaces 
in Brunei, was on hand to 
ensure Christel’s vision was 
achieved. 

Artistic techniques have been 
used to expose the beauty 
of natural elements such as 
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brushed oak and bleached 
wooden flooring, while a 
delicate design adorns the 
front window acting as both 
a privacy shield and a talking 
point with clients. 

The corner colour bar is rustic, 
yet elegant, in direct contrast 
to the marble surfaces and 
fine leather chairs, while the 
muted palette of the salon 
floor creates a harmonious 
mood that’s difficult to leave. 

One of the biggest successes 
is the waiting area comprising 
a welcoming round table in 
the reception area, made all 
the more discreet with the 
cleverly painted brush-strokes 
on the floor to ceiling window 
mentioned earlier. 

Christel says: “The waiting 
area is designed so clients 
can sit at the table and relax 
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        THE WAITING 
AREA IS DESIGNED SO 
CLIENTS CAN SIT AT THE 
TABLE AND RELAX WITH 
A COFFEE OR CATCH 
UP ON THEIR WORK. 
IT’S TURNED OUT TO 
BE A VERY POPULAR 
AREA AS WE’VE FOUND 
CLIENTS OFTEN STAY 
FOR ANOTHER COFFEE 
WHEN THEIR HAIR 
IS FINISHED, JUST 
BECAUSE THEY ENJOY 
THE ENVIRONMENT.

“

“

STIL: NOTTING HILL
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with a coffee or catch up on 
their work. It’s turned out 
to be a very popular area as 
we’ve found clients often stay 
for another coffee when their 
hair is finished, just because 
they enjoy the environment.”

The 700 square foot of 
open plan space houses six 
hair stations where clients 
are offered personalised 
consultations and made-
to-measure colour services 
designed to create looks 
suited to each client’s natural 
complexion, eye shade and 
fashion style – whether that’s 
subtly evolving, maintaining, 
or totally transforming their 
colour. 

The white hues really allow 
hair colour to pop, and 
contribute to the overall aura.

“A lot of time is spent at 
work, so it was very important 
to me that the overall design 
incorporated a home interiors 
feel, not only for our clients, 
but also for my team,” says 
Christel, and we say she 
nailed it.
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power 
of three

CONTINENTAL COLOUR

TIP TOP

NO-COMMIT-
MENT COLOUR

WE HATE TO MENTION THE C-WORD 
[CHRISTMAS!] BUT WINTER IS MOST 

DEFINITELY COMING – SO ALONGSIDE OUR 
FAVOURITE LAUNCHES THIS MONTH WE’VE 

BROUGHT YOU ALL THE BEST FESTIVE 
GIFT OFFERINGS. NEVER TOO 

EARLY AND ALL THAT…

the kit

Leading Spanish haircare brand Montibello 
has launched In Flashy Colours, a vibrant range 
of direct dyes ideal for artistic colourists. With a 
whole spectrum of shades to choose from, the 

high-purity formula gives bold, long-lasting results 
– good job the rainbow hair trend is showing no 

sign of going anywhere soon.
PRICE: £8.99 INFO: montibello.com

Remi Cachet founder Victoria 
Lynch has joined forces 

with Australian hairdresser 
Gaetano Crocilla to create 

Ultra Tips International, 
following the huge success 

of the unique hair extensions 
in the UK. The tips, paper 
thin with a distinctive fl at 

bond to fan the hair for better 
blending, are available in over 

30 natural shades. 
PRICE ON REQUEST INFO: 

REMICACHET.COM

The unique blend of three super 
oils – Yangu, Japanese Camellia and 
Avocado – is the secret to the mega-
nourishing properties of this hero 
treatment from Envy Professional. 
Ultra light, it’s suitable for all hair 
types, wet or dry.  PRICE: £19.95 
INFO: envypro.co.uk

Ultra-gentle, ultra-natural 
haircare brand Organic Colour 

Systems has released a 
new addition to its No Limits 
semi-permanent range – a 
stunning hot pink shade, in 
support of Breast Cancer 

Awareness. Lasting between 
three and 30 washes, it’s 

ideal for experimenting with – 
plus it’s packed full of natural 

ingredients. 
PRICE: £14.99 INFO: 

ORGANICCOLOURSYSTEMS.COM

The latest launch to the 
hugely popular bond-
strengthening market is 
Vitaplex from ASP, with 
a unique technology that 
replicates and replaces the 
amino acids that can be 
destroyed during chemical 
services, restoring the hair to 
its natural state. Compatible 
with all professional systems, 
it makes a simple [and 
lucrative] add-on to colour 
services. 
PRICE FROM £45 PLUS VAT 
INFO: ASPHAIR.COM

STRONG BONDS

SB:PRODUCTS
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Goldwell has unveiled a shiny 
new update to its much-loved 
StyleSign range – the result 

of years of collaboration with 
their stylists worldwide. Sleek 
new packaging plus upgraded 

ingredient technology and 
a new colour-coded system 
makes this Goldwell’s best 

style offering yet. All product 
formulas within the StyleSign 
range contain the innovative 
fl exProtec complex, which 

consists of two parts: product-
specifi c styling polymers and 

bamboo proteins to help create 
any desired look, while keeping 

the style natural and fl exible. 
PRICE FROM £12 

INFO: GOLDWELL.CO.UK

If you’re a fan of Fudge’s Hair 
Shaper, you’re not alone – 
it’s the brand’s best-selling 

product, with one sold every 
two minutes worldwide. To 

celebrate the 25th anniversary 
of their fi rst-ever product and 

its huge success, the brand has 
launched this super-cool Gravity 
Feed Retail Dispenser – so you 
can hand them out in the salon 

at ease. 
PRICE: £64.95 INFO: 

FUDGEPROFESSIONAL.COM

With hair loss now affecting 
one in three people at some 

point in their lives, hairdressers 
need to stay clued-up on 
the latest ingredients and 
innovations. Phyto’s latest 

launch is Absolute Energising 
Shampoo, with cocoa, red 

algae and horsetail extracts to 
strengthen and thicken the hair. 

PRICE: £16.50 INFO: PHYTO-
HAIRCARE.CO.UK

Hair treatments and head 
massages are often our add-ons 
of choice to boost takings – but 

what about a tightening and 
brightening eye mask? We 
love the soothing effects of 

Marvelbrow’s new Beauty Boost 
Instant Eye Masks. Pop on for 

ten minutes at the wash basin for 
promptly perked-up peepers. 

PRICE: £3.95 + VAT FROM 
WHOLESALERS NATIONWIDE

BREEZY 
BLOWDRY

LET’S TALK 
ABOUT SETS

We love the Click N 
Curl for easy, hassle-

free blow-drying. With 
detachable barrels, the 
round brush allows 

you to dry and style in 
a single step, leaving 

the barrels in to set as 
you move on. While 
it’s hugely popular 
with salons and 

hairdressers, it’s a great 
retail opportunity too 
– available in a full set 

with six barrels.
PRICE: £33.99 INFO: 
email rob@newera-

products.com

MASK 
MOMENT

BOSS 
HAIR LOSS

ICON PRODUCT

CULT REFRESH

THE FESTIVE SEASON IS BIG BUSINESS IN 
TERMS OF RETAIL – INDULGE YOUR CLIENTS 
IN A SPOT OF CHRISTMAS SHOPPING AT 
THEIR NEXT APPOINTMENT. HERE’S OUR 
PICK OF THE BEST GIFTING GOODIES…

SB:PRODUCTS

67

To buy Fudge Professional for your 
salons, visit Fudgeprofessional.com or 
call 020 7845 6333

To celebrate 25 years of hair success, Fudge Professional has launched
a limited edition Hair Shaper Gravity Feed Retail Dispenser for its best-
selling product. With stylish silver packaging, the dispenser is sure to
be a talking point in the salon!

Hair Shaper is a strong hold, semi-matte, reworkable texturising crème
designed to thicken, control, mould and define hair into lived-in looks
with knockout appeal! A superior blend of natural waxes work to
texturise and improve the hair’s condition while styling and a delicious
caramel fragrance makes it impossible to resist.

What it does:
• Fudge’s No. 1 selling product! One sold every two minutes worldwide
• Reworkable consistency keeps style looking good all day
• Water soluble, shampoos out easily
• Special film formers help provide against humidity to maintain
resilience and style
• Hydrolised wheat protein strengthens and improves the condition of
the hair whilst a blend of natural lanolin and carnauba wax delivers
texture and definition
• Caramel fragrance
• Hold factor STRONG 10

How it works: Apply a small amount to hands and rub together. Work
through hair to create desired style. Styling tip: Layer more product for
extra hold and texture

For further press information, please contact Essence PR
Email: essence@essencepr.com or Tel: 020 7739 2858

NEW 25th Anniversary 
FUDGE PROFESSIONAL 
HAIR SHAPER Gravity Feed 
Dispenser

To buy Fudge Professional for your 
salons, visit Fudgeprofessional.com or 
call 020 7845 6333

Fudge Professional’s Number One crowd pleaser

Price £64.75

With a wide-reaching range 
of gifts and sets this year, 

Schwarzkopf Professional has 
you covered with collections 

across repair, colour, moisture, 
ageing and grooming – but our 
favourites are the luxurious Oil 
Miracle sets, which each come 

with a bonus nail polish to 
complete the look.

PRICE FROM £15.30 INFO: 
SCHWARZKOPF-PROFESSIONAL.

CO.UK

SCHWARZKOPF 
SANTA
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HOUSE OF HOLLY

HIGH FASHION

Fashion Week sponsors label.m 
have teamed up with House 
of Holland for an exclusive 

collaboration this year, launching 
a range of gift sets embellished 
with designer Henry Holland’s 
quirky prints and patterns. We 

love the limited-edition branded 
umbrella, which is free with the 

purchase of any two label.m 
Create and Complete products. 

PRICE: FROM £20.25 
INFO: LABELM.COM

There’s nothing more luxurious 
than a Balmain Hair gift set, 

carefully packaged and curated 
according to the fashion house’s 
latest catwalk trends. This year 
there’s the Revitalising Care Gift 

Set for dry and damaged hair, 
housed in a beautiful crisp white 

box, and the Limited Edition 
Cosmetic Bag – with travel 

sizes of the brand’s Moisturising 
Shampoo and Conditioner, as 

well as a logo-embossed styling 
comb. Opulence at its best. 

PRICE ON REQUEST INFO: STORE.
BALMAINHAIR.COM

gold class

COPPER QUEEN

All that sparkles is gold in the case of the two 
newest brushes to join the Gold Class product 
line. Designed for hair extensions, the varying 

height of bristles ensures they glide over bonds 
while reaching the roots to clean and evenly 
distribute the natural oils.  PRICE from £25 

INFO: goldclasshair.com/salon

SB:PRODUCTS

ghd has undergone an ultra-cool copper 
makeover for this year’s festive offering, 
decking out its best-selling straighteners, 
dryers and tongs in the metal of the 
moment. No doubt a gorgeous addition 
to any dressing table – plus those super-
luxe gift boxes will make a gorgeous retail 
display.  PRICE: Sets from £40, stocking 
fillers £15 INFO: ghdhair.com

SETS CONTINUED...

Lazer Straight and Boosta cleansing 
and conditioning systems have been 

launched to satisfy your client’s 
hair cravings, whether they’re 

after weightless volume or super 
smooth locks it’s time to become a 

#UniteAddict
RRP: FROM £19.95 INFO: UNITEHAIR.CO.UK

#UNITEADDICT#UNITEADDICT
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j’adore
NEVER HAVING QUITE GROWN UP, WE 
STILL LOVE TO BREAK THE RULES, AND 
MAYBE THAT’S ONE OF THE REASONS 
R+CO MADE IT INTO J’ADORE THIS 
MONTH. BUT IT’S NOT THE REASON. 
THAT WOULD BE TOO SIMPLE. 

We love the fact that 
the entire range is 
formulated without 
parabens, sulfates, 

mineral oil or petrolatum.

We also love the fact they’re 
vegetarian, cruelty-free, gluten-free 
and colour-safe. 

But that’s still not what got our 
pulses racing. With R+Co, it’s a 
feeling, a collective of some of the 
most forward-thinking, rule-bending 
hairstylists in the business. The 
stylists are the real heroes of this 
brand and anything that celebrates 
you guys, gets us excited. 

Our PF [personal fave] is the Cactus 
Texturizing Shampoo, I mean it even 
sounds cool right? That’s style and 
care covered in one hit. It contains 

a blend of texture-building particles 
to bring out hair’s natural wave 
and personality, while providing 
grit and grip for an instantly more 
manageable, easy-to-style mane. 

Key ingredients include Coconut 
Acid, which comes from Brazil and 
gently cleanses without 
drying. Diatomaceous Earth from 
Germany is another. This ingredient 
builds texture and adds grip while 
absorbing excess oil on the hair and 
scalp. 

Add that to the fact that every 
product is packaged in a way that 
makes it clear what the product 
does, plus it can be recycled after and 
you’re onto a winner.

RANDCO.COM

SB:SPOTLIGHT
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D A R K  S TA R
STEP INSIDE YOUR INNER SELF.
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HAIR: SACO CREATIVE TEAM 
LED BY RICHARD ASHFORTH 

PHOTOGRAPHY: DOROTHEE MURAIL 
MAKEUP: MARCO ANTONIO 
CLOTHING: TANIA ZEKKOUT 
STYLING: MICHELLE KELLY

D A R K  S TA R
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S H A D O W S
MUSE: LET THESE BE YOURS.
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HAIR: SCHWARZKOPF 
PROFESSIONAL LEAP 
AHEAD TEAM 
PHOTOGRAPHY: 
JOHN RAWSON 
MAKEUP: MADDIE AUSTIN 
STYLING: CLARE FRITH 
ART DIRECTORS: 
GARY HOOKER AND 
MICHAEL YOUNG
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//HEAD// NIGHT QUEEN

//STANDFIRST//
STRENGTH, COURAGE AND STATUESQUE BEAUTY EXUDES FROM THE COLLECTION. 

//PIC CREDITS//
HAIR: BEN DRISCOLL
PHOTOGRAPHY: JOHN RAWSON
MAKEUP: LAN NGUYEN
CLOTHES STYLING: MARIKA PAGE

//ENDS//

 N I G H T  Q U E E N
STRENGTH, COURAGE AND 

STATUESQUE BEAUTY EXUDES 
FROM THIS COLLECTION. 
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 N I G H T  Q U E E N HAIR: BEN DRISCOLL
PHOTOGRAPHY: JOHN RAWSON

MAKEUP: LAN NGUYEN
CLOTHES STYLING: MARIKA PAGE
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P H O E N I X
LUMINESCENCE THROUGH 

SHAPE AND COLOUR.
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P H O E N I X

HAIR AND MAKEUP: PAULINE HEAP-WILLIAMS
PHOTOGRAPHY: NEIL WHITELEY

STYLING: KAT WATSON
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THIS COLOUR-TASTIC 
COLLECTION FROM ROBERT 

KIRBY IS THE PERFECT WAY TO 
BRIGHTEN UP THE LOOMING 

WINTER MONTHS.
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 POP
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HAIR: ROBERT KIRBY 
PHOTOGRAPHY: 
BENJAMIN JOHNSON
MAKEUP: SADIE HEWLETT
STYLING: ELISA HEINESEN
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Maletti UK | 020 3207 2032 | www.maletti.co.uk | info@maletti.co.uk | 

C O L L E C T I O N

Visit us at stand L120 | Salon International 15-17 October 2016  |  ExCeL London
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