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editor’sWORDS
EVERYWHERE WE TURN THERE SEEMS TO BE SOMEONE TALKING ABOUT THINNING HAIR – 
AND THAT’S THE ONES WHO ARE TALKING ABOUT IT. THE BIG PROBLEM IS THE ONES WHO 

AREN’T, YET WE’RE HOPING TO HELP YOU CHANGE THAT.

Our thinning hair focus, sponsored by 
NIOXIN, looks at how you can fi rst, 
identify the problem in your clients; then 
talk to them about it and then help them 
on the road to fuller-looking hair. 

Gone are the days when there was 
nothing you could do to help, and seeing 
as the issue seems to be coming more 
and more prevalent, it’s about time every 
hairdresser scrubbed up on what’s at their 
disposal.

We’re talking cutting techniques, 
specialised styles and targeted products. 
And they actually work, just make 
yourself a cuppa, head to page 38, and 
enjoy the learning curve.

If you’ve got your thinning hair services 
nailed then head to page 12 and swot up on 
the latest software features – it really is an 
expense that pays for itself in what it saves 
you in time and gains you in marketing 
innovation. 

Don’t forget to browse the latest 
products further on in the mag, and see 
behind the mask of some of the most 
successful hairdressers in the business in 
our dedicated profi le features. 

Jo Charlton

Publishing Editor

HAIR: ALAN SIM
PSON AND KAREN STORR-SIM

PSON AT CONTEM
PORARY HAIRDRESSING  PHOTOGRAPHY: JOHN RAW

SON  M
AKEUP: M

ADDIE AUSTIN  STYLING: JARED GREEN
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               AS A COLOURIST, I 
WANTED TO WORK ON WEFTS 
ADDED INTO THE HAIR AND 
I ONLY WANTED TO PAINT 
FREEHAND, NO TAPING OR 
MASKING OF THE HAIR, TO 
CREATE THE EFFECT SO I COULD 
KEEP A REALISM WITHIN 
THE WORK. IT’S AMAZING TO 
HAVE MY WORK RECOGNISED 
INTERNATIONALLY, I’M 
INCREDIBLY FLATTERED THAT 
THE JUDGES CHOSE MY IMAGE 
IN A CATEGORY OF COLOURISTS 
I REALLY ADMIRE. 

“

“

4

NEWS

F ollowing its ongoing 
partnership with the 
Little Princess Trust, 
hair extensions brand, 
Great Lengths, is proud 

to announce that over 1,000 
bundles of its 100 percent 
human hair extensions have 
been donated to the charity.

The Little Princess Trust is 
the only dedicated charity 
to provide real hair wigs to 
children who have lost their 
own hair through cancer 
treatment or other illnesses. 
The charity has been 
accepting donations from 
Great Lengths since 2015.

Each and every one of Great 
Lengths’ 1,500 certified 
salons and mobile stylists 
are able to collect used hair 
extension donations from their 
clients for use in the specially 
tailored wigs that are gifted to 
children by the charity. 

Chris King, Business 
Development Director for 
Great Lengths UK & Ireland, 
said: “We’re so proud to be 
able to lend our continuous 
support to such an incredible 
charity. I’d like to thank all 
the Great Lengths salons 
and stylists for working with 
us and for enabling us to 
continue helping these brave 
and deserving young people.”

Great Lengths will continue 
to work with its certified 
stylists and donate its high 
quality hair extensions to the 
Little Princess Trust for the 
foreseeable future. Congratulations to 

John Spanton of 
Trevor Sorbie Artistic 
Team who has been 
named International 

Winner in the Behind the Chair 
#ONESHOT Hair Awards with 
his already iconic image from 
his A Study in Black & White 
collection. 

He was hailed the best out 
of 215,000 entries from 61 
countries and 26 categories 
and a total of 652 finalist shots.

Talking about the win he said: 
“For a long time, I wanted to 
shoot a collection with black 
and white hair, and as we’re 
seeing so much bright hair, the 

15-year-old in me felt the need 
to rebel against that and keep 
the work really monochromatic. 

“As a colourist, I wanted to 
work on wefts added into the 
hair and I only wanted to paint 
freehand, no taping or masking 
of the hair, to create the effect 
so I could keep a realism within 
the work.” 

“It’s amazing to have my work 
recognised internationally, I’m 
incredibly flattered that the 
judges chose my image in a 
category of colourists I really 
admire. I struggle with new 
ideas, they don’t fall out my 
head so easily!”

International 
winner

GREAT STRIDES
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          EACH BOY HAD 
THEIR OWN LOOK AND 
STYLE, FROM SKIN HEADS 
TO CURLY LOCKS, DREADS 
TO FADES. I WANTED TO 
MAINTAIN EVERYONE’S 
INDIVIDUALITY WHILE 
STILL MAKING THEM LOOK 
LIKE SUPERSTARS. THIS 
CALLED FOR ALL BOYS 
TO BE TOTALLY GROOMED 
AND SEXY, BUT WITH 
INDIVIDUAL SWAG.

“

“

NEWS

The British Hairdressing 
Business Awards took 
place at the Park Plaza 
Westminster Bridge 
in London, hosted 

by comedian Rob Beckett, 
alongside HJ’s executive 
director, Jayne Lewis-Orr. 

The presentations began with a 
special introduction to the Hall 
of Fame for Lorenzo Colangelo, 
owner of The Gallery – the fi rst 
salon to win Salon of The Year 
1 for three successive years – 
before the 2017 winners were 
revealed with Steve Rowbottom 
and Marc Westerman of 
Westrow scooping the night’s 
biggest honour: Business 
Director of the Year. 

AND THE WINNERS ARE…
CUSTOMER CARE AWARD: Paul 
Edmonds
FRANCHISEE OF THE YEAR: Claire 
Louise Denyer, Saks Hair & 
Beauty Kings Hill 
INDEPENDENT SALON: Business 
Newcomer, Linton & Mac
RETAIL SALON OF THE YEAR: The 
Company of Master Barbers
FRONT OF HOUSE TEAM OF THE YEAR: 
Reed Hair, Maldon
JUNIOR OF THE YEAR: Rheanne 
Bryant, Hare & Bone
SALON TEAM OF THE YEAR: Not 
Another Salon 

MAN UP
The GQ Men Of The Year Awards, in 
association with Hugo Boss, has just 
celebrated its 20th year and Fudge 
Professional was on hand to ensure 
even the models were red-carpet 
ready for the night, upholding the 
style and class synonymous with 
the magazine’s annual highlight. 

Led by Fudge collaborator Lisa     
Farrall, the team worked against the 
night creating über glossy, super 
slick, expensive looking hair paired 
with sharp partings to mirror sharp 
suits. “Each boy had their own look 
and style, from skin heads to curly 
locks, dreads to fades. I wanted to 
maintain everyone’s individuality 
while still making them look like 
superstars,” says Lisa. “This called 
for all boys to be totally groomed 
and sexy, but with individual swag…
if that isn’t an inspiration then I don’t 
know what is.”

TRAINING AWARD: KH Hair Training 
Academy 
SALON STYLIST OF THE YEAR: 
Francesco Group
MARKETING AWARD: Not Another 
Salon
SALON DESIGN AWARD: Spectrum 
One Salon Group
MANAGER OF THE YEAR: Sarai Hair 
& Beauty
SALON OF THE YEAR – 1: Richard 
Wallace Hairdressing, Solihull 
SALON OF THE YEAR – 2: Bloggs 
Salon, Gloucester Road, Bristol 
INNOVATION OF THE YEAR: Prism Pot 
MALE GROOMING SALON OF THE 
YEAR: Jacks of London
BUSINESS DIRECTOR OF THE YEAR: 
Steve Rowbottom and Marc 
Westerman, Westrow 

business 
success

PHOTOGRAPHY BY ALICE NORTH
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GHD X JULIEN 
MACDONALD
Ghd GlobalAmbassador Adam 
Reed created the straight up luxe 
hair look at Julien Macdonald 
and said: “When we saw the 
collection it was immediately 
clear that super-glamorous 
hair was required. Inspiration 
then came from the glamorous 
heritage of the nineties.”

Adam crafted straight, luxurious, 
glossy hair full of movement. 
“We’re bringing straight hair 
back,” explained Adam. “But in a 
very modern way. The secret to 
success here lies in the process 
– namely starting the look with 
a brilliant blowdry. This achieves 
brilliant condition, gloss, shine 

and movement. Afterwards, 
we’re running the ghd Platinum 
Styler over hair to eliminate any 
last frizz or kinks. 

“We’re treating the hair very 
carefully, as you would a 
beautiful and delicate fabric. 
Wanting to keep an element of 
every girl’s personality, we’re 
then letting girl’s partings fall as 
close to centre as suits them 
best.”

BABYLISS 
PRO X SADIE 
WILLIAMS
Sadie Williams is a progressive 
young designer who juxtaposes 
modernity with craft, so Syd 
Hayes always tries to tie some 
element of her playful collection 
into the hair.

He said: “Sadie is such a fun 
designer so we wanted to 
work that into the hair look. 
Her collection this season was 
inspired by outdoor adventure 
and free spirited, slightly 
rebellious women – it’s party 
meets prairie.”

FASHION 
FOCUS
THE GOSSIP FROM 
SOME OF THE TOP 
SHOWS AT LFW SS18

FUDGE X 
FASHION EAST
Warrior women sporting a sleek 
high shine low pony to represent 
the strong feminine energy were 
in abundance at Fashion East. 

Created by session stylist Cyndia 
Harvey for Fudge Professional, 
models donned long feather 
hair extensions and leather 
headbands, giving them a 
reminiscence of a Warrior Angel.

www.joico-blondelife.com
#LIVETHEBLONDELIFE

TAKE  A  LOOK ON THE  BR IGHT  S IDE

LIVE THE
BLONDE 
LIFE
Lightening & 
Brightening System

• JOICO Blonde Life products are specifically created 
to make – and keep! – your clients light & bright.

• Blonde Life Brightening Veil, the NEW addition to 
the system is an all-in-one hydrating product that 
protects from mechanical, thermal, and UV damage - 
resulting in a beautiful, soft to the touch blonde.

• Up to 9+ levels of fast-acting lift  
(refers to Blonde Life Lightening Powder)

Full-service blonding from salon 
to home – gold or platinum style
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“Blonde Life is a breath of fresh air for keeping blondes vibrant, bright and shiny.  
The shine and condition that these products add to blonde hair is fit to illuminate any occasion!”

Ian Davies, owner Ocean Hairdressing, Cardi�, UK

JOICO haircare & color products are available in salons across the UK. For more information call 0845 071 2326.
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“Blonde Life is a breath of fresh air for keeping blondes vibrant, bright and shiny.  
The shine and condition that these products add to blonde hair is fit to illuminate any occasion!”

Ian Davies, owner Ocean Hairdressing, Cardi�, UK

The shine and condition that these products add to blonde hair is fit to illuminate any occasion!”The shine and condition that these products add to blonde hair is fit to illuminate any occasion!”

JOICO haircare & color products are available in salons across the UK. For more information call 0845 071 2326.
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THERE’S LITTLE IN THE SALON THAT 
BRINGS ALL ASPECTS OF BUSINESS 
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READ ALL ABOUT IT.  
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TODAY’S SALON SOFTWARE OFFERINGS 

ARE MORE SOPHISTICATED THAN EVER 

BEFORE SO IS IT TIME TO INVEST? 
WE MEET THE SALON OWNERS USING 

ONLINE MANAGEMENT SYSTEMS TO 

THEIR VERY BEST ADVANTAGE…WORDS: FIONA WARD

L E T ’ S
G E T

IG ALT
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SIGN OF THE TIMES
A trusty scribbled-in 
appointment book has long 
been a salon staple and for 
years, beauty business owners 
toyed between upgrading to a 
more sophisticated system or 
sticking to what they know. 

Today however, it’s impossible 
to ignore the benefits of 
digital salon management. 
Aside from the obvious 
organisational advantages, 
modern software packages 
allow users to make savvy 
marketing decisions, keep 
track of clients’ needs and 
target specific demographics. 

“Staying organised in a busy 
salon can be difficult,” says 
Helen Burgess, Salon Manager 
at Forbidden Hair. “The typical 

way of running a salon and 
communicating with your 
customers is through writing in 
a book, but that can be sloppy 
and untidy, and you can lose 
details.”

REAP THE BENEFITS
The obvious reason for 
switching to software is 
organisation – whether it’s 
keeping track of a growing 
client list, managing a large 
team of staff or a time-saving 
choice. “For many salon 
owners, bridging the gap 
between being a hairdresser 
and a business owner is 
difficult,” says Maria Dowling, 
Creative Director at Maria 
Dowling salons. 

“Salon software was created 
with the intention to give your 
salon the support that is often 
needed. Whether you’re a 
seasoned salon owner or not, 
multi-tasking and managing 
your work load is something 
we all need assistance with.”

While the administrative 
benefits are plain, the 
impression left on the client 
shouldn’t be ignored – recent 
research suggests that 
investing in sophisticated 
software is well worth a 
salon’s while. As more and 
more potential customers 
are doing their research 
online, many look to book 
an appointment in the same 
instance, so consider opting 
for a package with an online 
booking function. 

Barbers beware – a recent 
survey by software supplier 
Mojo and The Bluebeards 
Revenge – found that 54 
percent of barbershop 
customers in the UK would 
prefer to book a haircut digitally 
rather than walk in, with the 
figure growing to a massive 66 
percent in London. 

“Technology isn’t going 
anywhere, so the sooner we 
embrace it and cater to the 
new generation of clients, the 
further ahead of the game 

we’ll be,” says Mike Taylor, 
Head Educator and co-founder 
of the Great British Barbering 
Academy. 

Claire Timlin of En Route Hair 
& Beauty agrees, but advises 
on a backup plan in case 
of any hiccups. “Our salon 
booking system is so easy for 
clients to use to make their 
appointments,” she says. “We 
couldn’t live without it now as 
it enables clients to book in 
with us, even when the salon’s 
closed. But one downside 
is when we experience any 
technical difficulties, or the 
system occasionally crashes. 
It’s hard when you rely so 
much on technology! 

“We now make sure we 
print a diary page and client 
information out the night 
before so that we don’t 
get caught short. These 
technology glitches only 
happen very rarely and the 
issue is usually solved very 
quickly though.”

MARKETING PUSH
While digital client databases 
and appointment scheduling 
systems undoubtedly allow 
for ease in day-to-day salon 
management, there are 
countless ways to use them 
to further advantage. In fact, a 
recent survey by SalonGenius 

“SALON SOFTWARE WAS CREATED 
WITH THE INTENTION TO GIVE 

YOUR SALON THE SUPPORT THAT 
IS OFTEN NEEDED. WHETHER 
YOU’RE A SEASONED SALON 

OWNER OR NOT, MULTI-TASKING 
AND MANAGING YOUR WORK 

LOAD IS SOMETHING WE ALL NEED 
ASSISTANCE WITH.”

SB:FEATURE
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found that 32 percent of 
salons found attracting 
new clients difficult, while 
20 percent found retaining 
clients the most challenging. 
The survey also found that 
many respondents struggle 
with marketing and time 
management. 

“We use Salon IQ at 
Contemporary Hairdressing,” 
says Alan Simpson, Managing 
Director of the salon group. 
“All clients are confirmed with 
a text and the system allows 
us to email out promotions 
automatically – anything from 
confirming appointments to 
‘introduce a friend’ messages, 
lapsed clients and new client 
feedback requests. 

“The system provides us 
with really useful information 
every week, including takings 
and projected takings for 
the coming week. We also 
get rebooking and average 
frequency data, which we find 
invaluable – I can’t imagine 
operating the salons without 
it now.”

Each client entry provides an 
opportunity to learn something 
and create a targeted 
marketing campaign – it can 
pinpoint quiet periods and send 
out offers for appointments in 
those times, or analyse your 
retail sales to decide which 
product to promote next. 
Most software systems have 
a communication function 
with clients, so send offers, 
appointment reminders and 
updates to keep customers in 
the know. 

“We’ve found that our 
cancellation list system 
has been very useful to the 
business,” says Ceri Cushen, 
Colour Director at Metropolis 
Hairdressing. “It acts like a 
‘waiting list’ for those wanting 
appointments, so that if 

a cancellation occurs, the 
system automatically sends 
the person at the top of the 
list a message to contact the 
salon. It’s a simple idea but 
one that makes our day-to-day 
lives so much easier, while 
ensuring that the salon is kept 
as busy as possible.”

Happy clients, busy columns? 
Sounds like technology really is 
the future… 

PICK OF THE BEST
The benefits are clear to see, 
but navigating the market of 
salon software choices isn’t 
always as plain-sailing - here’s 
our shortlist…

ISALON SOFTWARE
A popular system that’s 
been going since 1987, and 
can be found in nearly 2,000 
salons. Loved by the likes of 
Saks and Village Spas, the 
software allows clients to 
book appointments online, 

even outside of opening hours, 
and also helps with stock 
management, cashing-up and 
extra-detailed client records. 

OVATU
Though not specifically for 
salons, Ovatu is another 
popular scheduling system 
among hairdressers. One 
much-loved feature is the 
ability to take deposits for 
appointments, reducing 
no-shows and last-minute 
cancellations. The 30-day free 
trial is the ideal opportunity to 
try before you buy. 

SCHEDUL
Completely free of charge, 
Schedul is the sensible choice 
for those just starting out. The 
basic, user-friendly grid layout 
is easily incorporated into 
daily salon management, and 
can be used on tablets and 
computers. 

SALONIQ
A favourite among big 
salon groups as it has 
tools that make multi-salon 
management smooth and 
easy, as well as an added 
client referral function and 
stock control system. The 
team behind it all, made up 
of hairdressers and software 
specialists, are always on hand 
to give technical support. 

“WE’VE FOUND THAT 
OUR CANCELLATION 
LIST SYSTEM HAS BEEN 
VERY USEFUL TO THE 
BUSINESS, IT ACTS 
LIKE A ‘WAITING LIST’ 
FOR THOSE WANTING 
APPOINTMENTS, SO 
THAT IF A CANCELLATION 
OCCURS, THE SYSTEM 
AUTOMATICALLY SENDS 
THE PERSON AT THE TOP 
OF THE LIST A MESSAGE 
TO CONTACT THE SALON. 
IT’S A SIMPLE IDEA BUT 
ONE THAT MAKES OUR 
DAY-TO-DAY LIVES SO 
MUCH EASIER, WHILE 
ENSURING THAT THE 
SALON IS KEPT AS BUSY 
AS POSSIBLE.”

DigitalFeature.indd   14 29/09/2017   21:58
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USE YOUR SOFTWARE TO EASE YOUR BUSINESS 
WOES SO YOU CAN GET ON WITH THE CREATIVE 

SIDE LIKE THE COLOUR PROJECT 2017 DID 
IN THE COLLECTION SEEN ON THESE PAGES. 

PHOTOGRAPHY: JACK EAMES  ART DIRECTION: 
CHRIS WILLIAMS AND TINA FAREY  STYLING: 

BERNARD CONNOLLY  MAKEUP: KERRY SADLER
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Tight for time?  It will take 

just five minutes to learn 

how you can educate 

a strong team, without 

all the time in the world. 

If you’ve got five more, 

discover  how to get in 

with the locals too. 
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 As Schwarzkopf Professional’s Shaping Futures 
enters its seventh year, another team of 
vo lunteers are preparing to head to India 
to educate, enable and change the lives of 

disadvantaged young people through two weeks of 
hairdressing training. Since its launch, volunteers for Shaping 
Futures have trained people in more than 25 countries, 
from Mexico to the Philippines. More than 1,600 students 
have passed through the scheme in that time, with more 
than half of those people still working and thriving in the 
hairdressing industry. Here, UK ambassador Janet Maitland 
shares her advice for delivering quality training when time 
isn’t on your side.

SB:GOT 5

PLAN YOUR 
OUTCOMES
When you’re up against it with 
time, it’s important to have 
very clear goals in mind. What 
are the key messages you 
want to get across and why? 
How are you going to best 
deliver that knowledge? Spend 
time considering the outcomes 
you want trainees to walk 
away with and how you can 
realistically organise that into 
your specifi c timetable. With 
Shaping Futures, volunteers 
cover consultation, cutting, 
colouring, styling and fi nishing 
in six weeks, so it really is full 
on. That means we have to 
have a very specifi c and very 

TRAINING
ON A TIGHT 
SCHEDULE

18
Got5JANET.indd   18 29/09/2017   13:24



SB:GOT 5

         YOU NEED TO 
HAVE A SCHEDULE 
OF WHAT YOU’RE 
PLANNING TO DO, 
BROKEN DOWN INTO 
CHUNKS THROUGHOUT 
THE DAY – ENSURING 
YOU LEAVE TIME FOR 
BREAKS AND LUNCH, 
AS WELL AS BUILDING 
IN BUFFER TIME FOR 
THE INEVITABLE LATE 
STARTS OR DELAYS.

“

“
realistic plan for the key 
learnings in each area – what 
we absolutely have to cover, 
and what we might not be 
able to. Plan three specifi c 
learnings that you’d like to 
deliver in any course, then 
ensure you build your training 
up around that.

BE ORGANISED
It goes without saying, but 
when time isn’t on your 
side, it’s important to be 
organised. You need to have 
a schedule of what you’re 
planning to do, broken down 
into chunks throughout the 
day – ensuring you leave 
time for breaks and lunch, as 
well as building in buffer time 

for the inevitable late starts 
or delays. Once you have 
a plan of action, rehearse 
what you’re going to do 
and say. Being off the cuff 
and improvising can make 
a presentation feel less stiff 
and more personable, but 
you should still have a clear 
idea of what you’re going to 
cover in what order and how 
you’re going to demonstrate 
that. 

For example, you might 
fi nd demonstrating a 
whole colour process time 
consuming and decide to do 
prep work in advance. Time 
each area you’re aiming 
to cover, and adjust your 
schedule as necessary. 

CONSIDER THE 
PRACTICALITIES 

As much as organisation 
is key, so is a realistic plan 
of the practicalities of your 
session. Searching for 
products that you need, 
or having to rethink your 
plan because the model’s 
hair isn’t quite what you 
planned are examples of 
situations that are not only 
frustrating, but can also be 
time consuming to amend. 
With Shaping Futures, 
we’re often working in 
developing countries that 
may not have the same 
standards for academies we 
are used to at home, but 
our tight organisation and 
planning of all the practical 
necessities means that 
we’re always able to deliver 
what’s needed, no matter 
the surroundings. We’ve 
even had the water run out 
half way through a session 
with a model’s hair full of 
shampoo! Run through 
every single thing you think 
you might need during your 
training – from tools and 
product to water and pens – 
and compile a checklist, so 
that you’ve always got what 
you need to hand.

PRESENT LIKE 
A PRO
It’s all very well having years 
of hairdressing expertise 
and all the technical know-
how to do your job, but 
being able to talk about 
what you’re doing and 
why in a way that’s clear, 
engaging and inspiring 
can be tricky. There are 
plenty of presentation skills 
workshops out there and 
videos online to help, but 
practice really does make 
perfect. Showcasing specifi c 
hairdressing techniques in 
front of other people can 
require you to really think 
about what you’re doing, 
how you’re standing and 

how you can put into words 
something that comes as 
second nature. Spend time 
presenting in front of your 
colleagues or – even better – 
friends and family who may 
not have any hairdressing 
knowledge. Being able to 
explain what you’re doing to 
someone with no experience 
is a real test and a useful skill 
to master.

STAY SOCIAL
Social media is a huge part of 
everything we do these days 
and that goes for education 
too. Building up engagement 
with your students after your 
training session will keep 
those relationships going 
and allows you to continue 
to inspire them with the 
techniques and fi nished looks 
that you’re sharing online 
– as well as tracking them, 
and what they’ve taken away 
from your session. Further 
than that, seeing that you’re 
involved in education can 
be really inspiring for clients 
and manufacturers, who 
like to know that you’re at 
the very top end of your 
game. In the case of Shaping 
Futures, where we rely on 
fundraising, it’s also a great 
way to get the word out 
there about what you’re 
doing and help raise some 
extra money. 19
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It doesn’t matter how good 
your services are, how suave 
your salon design, nor how 
educated your staff, to have 
a successful business, the 

main thing you need is clients. And there’s 
no better way to get them than becoming 
an integral part of the local area. Who better 
to share their know of how to get in with the 
locals than Salon Business Awards 2017 Best 
Local Salon of the Year Sarai Hair & Beauty. 
Meet Salon Owner Sarah Morrissey.

SB:GOT 5

“At Sarai Hair 
& Beauty, our 
philosophy 
is that great 

hairdressing involves more 
than just a great haircut,” says 
Sarah Morrissey owner of the 
Crowthorne salon. It’s no doubt 
this philosophy that sees 95 
percent of their clients rate 
them at least 8 out of 10 for 
levels of customer service.

But how did they fi rst ever reach 
out to the local community? 
Well fi rst they had to understand 
who they were.

“The Crowthorne community, 
like that of many growing 
villages, is diverse. Several 
highly-regarded schools attract 
new families into the area, 
plus there’s the ubiquitous 

ageing population alongside an 
affl uent younger population with 
disposable income,” says Sarah.

With such a diverse crowd, the 
staff have to be clever about 
reaching them all. For starters, 
they’re heavily involved with the 
local village Traders Association. 
Through this they regularly 
participate in local events, 
including the summer carnival, 
school career nights, and 
fashion shows, Red Nose Day, 
Children in Need, local charity 
events, the May Fayre, farmers’ 
markets and Christmas late 
night shopping. 

“We’re renowned for supporting 
anything involving fancy 
dress!” exclaims Sarah. “At 
the most recent Summer 
Carnival, we participated in 

IN WITH 
THE 
LOCALS

Got5Locals.indd   20 29/09/2017   13:32



SB:GOT 5

         WE’RE 
RENOWNED FOR 
SUPPORTING 
ANYTHING INVOLVING 
FANCY DRESS! AT 
THE MOST RECENT 
SUMMER CARNIVAL, 
WE PARTICIPATED 
IN THE PARADE, 
WINNING FIRST PRIZE 
IN THE ‘TRADERS’ 
CATEGORY AND 
PROMOTING OUR 
SALON IN A POSITIVE 
LIGHT.

“

“

the parade, winning fi rst 
prize in the ‘Traders’ category 
and promoting our salon in a 
positive light.”

Apart from being lots of fun, 
their involvement with the 
Traders Association gives them 
notice of village activities way 
in advance so they’re able to 
plan ahead so as to make most 
impact.

Charitable causes also loom 
large in their business ethos, 
raising money for both local 
causes and better known 
national and international 
charities. “In recent times, 
the main local charity we’ve 
supported has been Together 
for Freddie, raising money 
for a young boy with a brain 
tumour,” adds Sarah. “We’ve 

all come together to organise 
different events, including 
auctions and raffl es to raise 
profi les and funds.”

Alongside topical causes, 
they get involved with annual 
events such as Santa at Sarai 
– a late night shopping event, 
when they open up the salon 
for face and nail painting, 
nibbles, mulled cider, and 
homemade cakes sold in aid 
of charity. Another is Too Cool 
for Schools, where they attend 
local careers nights to share 
the highlights of hairdressing. 

As an aside to the more 
formal careers event, the local 
schools’ sixth form students 
regularly stage fashion shows, 
which Sarai supplies a small 
team to provide hair styling 
and makeup skills for. “This 
is a really effective way to 
promote our brand, and 
to show off our work and 
fashion forward credentials; 
and to engage with the next 
generation of staff members 
and clients,” says Sarah.

Community involvement 
doesn’t end there. They also 
host a number of events and 
schemes to get involved with 
the local community [see 
boxout]. They really are an 
inspiring bunch and it’s clear to 
see why they do ‘local’ best.

EMBRACE THE LOCAL 
COMMUNITY AT YOUR 
SALON WITH SOME OF 
THESE IDEAS FROM SARAI
PAMPER EVENINGS – VIP ‘bring a 
friend’ evenings often result in 
new clients who are seduced by 
new services showcased at such 
evenings.

LOYALTY SCHEMES – We offer 
vouchers such as money off to 
loyal customers to thank them for 
their custom.

LOYALTY CARDS – We use these as 
a points based system in which 
clients are rewarded for their visits 
and services.

CHRISTMAS GIFTS – In the run up 
to the festive period all clients 
receive a £5 gift card to redeem in 
January and February, plus a raffl e 
ticket that enters them into a prize 
draw. The star prize is a £200 
voucher to spend within the salon.

RECOMMEND A FRIEND CARD – The 
new client and the person who 
recommended them gets 20 
percent off their next visit.

WELCOME PACKS – All new 
clients receive a welcome pack 
containing free product samples 
and vouchers to use on their next 
visit. These comprise money 
off coupons to be used against 
colour, beauty, and their next cut 
and fi nish.

VIP CARDS – These are for clients 
who have been with us for at least 
10 years and they receive perks 
such as coming into the salon for 
a pamper day.

VIP EVENINGS – We use these to 
show off new services. They 
normally include a catwalk show 
and refreshments, a Q&A session, 
key facts and lots of fun. We 
always invite along the local press 
and try to host two or three a year.

Got5Locals.indd   21 29/09/2017   13:32



SB:INTERVIEW

QUESTION TIME

QuestionTimeOct.indd   22 29/09/2017   17:39



23

SB:INTERVIEW

CREATING ONE SUCCESSFUL SALON 
BUSINESS IS A FEAT ON ITS OWN, BUT 
TO TURN THAT INTO A SUCCESSFUL 
FRANCHISE IS QUITE ANOTHER, YET 
THAT’S EXACTLY WHAT ALAN SIMPSON 
DID. AS THE MANAGING DIRECTOR OF 
THE NORTH EAST’S AWARD-WINNING 
CONTEMPORARY HAIRDRESSING, HE’S 
EVOLVED HIS BRAND FROM HUMBLE 
BEGINNINGS INTO A NINE SALON GROUP. 
AND HE’S HAPPY TO SHARE WHAT HE’S 
LEARNT ALONG THE WAY…

WHERE DID THE IDEA 
TO START A SALON 
FRANCHISE COME 
FROM?
I set up the fi rst 

Contemporary salon in 1991 in 
Guisborough, North Yorkshire 
with my wife and business 
partner Karen. In the years 
that followed, we built a very 
successful business – but we 
also lost some of our most 
talented team members who 
pursued their dreams of opening 
their own salons. Karen and I 
realised that we could alleviate 
the problem and share our 
success by educating our senior 
staff on how to manage their 
own salon business. We made 
the decision to open new salons 
on a partnership basis – we 
would co-fund the business and 
provide all the insight needed 
to run the salon successfully in 
return for a share of the profi ts. 
This was the beginning of the 
Contemporary Franchise Group. 

HOW DID YOU GET THE BUSINESS UP 
AND RUNNING?
A successful salon business 
needs much more than just the 
right space and the right people 
– you need to have systems 
and branding in place from day 
one. Firstly, we trademarked 
the brand and then set up a 
head offi ce. It took us two years 
from the initial idea to get the 
franchise business started. We 
had to do extensive research 
and meet with franchise 
development companies in order 
to develop the franchise package 
and system we still offer today. 
From the recruitment and 
training of franchisees and their 
teams to marketing and fi nance 
strategies, it was essential that 
we covered all bases. 

WHAT WERE YOUR ASPIRATIONS FOR 
THE SALON GROUP AND HOW HAVE 
THESE EVOLVED OVER THE YEARS?
It was important to me that we 
stood out from other salons, 
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particularly those in the North 
East. We had to offer something 
different and to be consistent 
in our service so that our clients 
wouldn’t want to go anywhere 
else. In-keeping with it’s name, I 
wanted the Contemporary brand 
to be modern and stylish, as well 
as delivering exceptionally high 
levels of hairdressing backed 
with fantastic service. These are 
the standards that I still aspire to 
and that I believe are integral to 
any successful salon. We review 
the business every year and 
make changes to keep ahead 
of marketplace trends and to 
ensure we are delivering the 
best possible service. But overall, 
I believe that my initial ambitions 
for the business are those that I 
still aim for in everything we do. 

WHAT WAS THE BIGGEST CHALLENGE 
YOU FACED IN THE EARLY YEARS OF 
CONTEMPORARY?
Without doubt it was the 
constant challenge of ensuring 
that the group has consistency 
and the same brand message. 
Any discrepancies or 
weaknesses reflect badly on 
the group as a whole, so we 
have to almost pre-empt any 
difficulties before they occur in 
order to prevent the brand being 
damaged. We work really closely 
with each franchisee to ensure 
they understand and follow the 
systems and our head office 
team helps maintain the day to 
day running of the business. 

WHEN DID YOU REALISE THAT YOU’D 
MADE A SUCCESS OF IT?
I don’t know if there has been 
a pivotal moment when I’ve sat 
back and let myself think that 
way. Personally, I always want 
our salons to do better and 
improve their business year by 
year. Success, in my opinion, is 
not a destination but a journey. 
I’m always looking at ways that 
we can improve and achieve 
greater success. Perhaps 
the closest I’ve come was in 
2014 when we had grown to 
nine successful salons and a 
training academy, all under the 
Contemporary brand. That was a 
pretty good feeling.
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WHAT ARE THE ADVANTAGES OF 
TAKING ON A FRANCHISE RATHER 
THAN OWNING YOUR OWN BUSINESS 
OUTRIGHT?
When you take on a franchise 
salon, it brings with it an already-
established brand with a wealth 
of experience and support. The 
brand itself is priceless in terms 
of attracting clients and staff to 
your new business. Some of our 
franchisees have experienced 
fi rst hand the pitfalls of running a 
new, independent business and 
have turned to Contemporary for 
help. With our brand strength, 
training and education backed 
up with marketing and business 
acumen, we can guide these 
businesses into a profi t-making 
venture a lot sooner than they’re 
able to succeed independently. 

WHAT QUALITIES DO YOU 
NEED WHEN MENTORING NEW 
FRANCHISEES AND WHY?
It’s imperative that you know 
your business inside out and that 
you have the ability to explain 
your vision of the brand clearly 
and concisely. Nothing can be 
left to chance. Experience in all 
areas is also essential – you may 
be required to offer fi nancial 
guidance, marketing advice and 
training options, so you need a 
system in place that makes this 
easily accessible. Opening a new 
salon involves a great deal of 
hard work, so many franchisees 25
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“IT’S IMPERATIVE THAT 
YOU KNOW YOUR BUSINESS 
INSIDE OUT AND THAT 
YOU HAVE THE ABILITY 
TO EXPLAIN YOUR VISION 
OF THE BRAND CLEARLY 
AND CONCISELY. NOTHING 
CAN BE LEFT TO CHANCE. 
EXPERIENCE IN ALL AREAS 
IS ALSO ESSENTIAL – YOU 
MAY BE REQUIRED TO OFFER 
FINANCIAL GUIDANCE, 
MARKETING ADVICE AND 
TRAINING OPTIONS, SO YOU 
NEED A SYSTEM IN PLACE 
THAT MAKES THIS EASILY 
ACCESSIBLE. ”
need support every step of the 
way – they must feel confi dent in 
your abilities and know that you 
are approachable no matter how 
small the issue. 

WHAT DO YOU LOVE MOST ABOUT 
YOUR JOB? AND LEAST?
There’s nothing that I really 
dislike about the industry – 
obviously some of the day to 
day admin involved in running 
a franchise business isn’t 
particularly exciting but I feel so 
fortunate to be in the position I 
am that I can’t really complain. 

Seeing our franchisees and their 
teams enjoying success is my 
favourite thing – that’s what this 
job is all about and the buzz of 
that never wears off. I’m also 
really proud of the fact that a 
huge percentage of our work 
force is ‘home-grown’ – the 
majority of apprentices who 
have trained with the academy 
have stayed with Contemporary, 
working their way up to more 
senior positions – there’s a real 
sense of loyalty and I believe it’s 
because our staff are so fulfi lled. 

CAN YOU NAME YOUR PERSONAL 
CAREER HIGHLIGHT TO DATE?
Without a doubt it was winning 
North Eastern Hairdresser of the 
Year at the British Hairdressing 
Awards for the second time. 
We’re hoping to win it for a 
third time this year and achieve 
a place in the Hall of Fame – 
that would be something very 
special. 

WHAT DOES THE FUTURE HOLD FOR 
THE CONTEMPORARY BRAND?
We’re focused on expanding 
and growing the business – we 
feel we’ve got the model right 
so it’s just a case of attracting 
the right franchisees. The brand 
has a strong reputation, so we’re 
aiming to add fi ve salons to the 
portfolio over the next fi ve years. 

WHAT ADVICE WOULD YOU GIVE TO 
OTHERS LOOKS TO EMULATE YOUR 
BUSINESS SUCCESS?
Do it for the right reasons. 
Franchising is a whole different 
ball game than just opening a 
salon and expanding to more 
locations. Financially, it can be 
diffi cult as you need to consider 
every aspect of the business. 
Franchisees are buying into your 
brand and all that it encompasses 
so you have to make it attractive 
in every sense – and that costs 
money. 
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 No longer will weak wifi interrupt and 
inconvenience our daily lives: not if the 
AmpliFi can help it. This wifi router-come-
sleek gadget features a digital display that 
tells you all you need to know about your 
network speed and connectivity, plus it 
includes two extenders that connect to the 
router to boost a flagging signal. And the 
slick display doubles up as a clock – how 
very 007.RRP: £157.02,  amazon.co.uk

girlstech
IT’S ALL ABOUT MAKING YOUR 
LIFE THAT LITTLE BUT EASIER…
OR THAT LITTLE BIT MORE 
EXCITING.

SB:GAGDETS
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BY FIONA WARD

STEP OUT IN STYLE

H oping to burn off a few pre-Christmas calories? Well, you 
may as well do it with a stylish accessory on your wrist. 
The Fitbit Alta HR is hailed as the world’s slimmest 
fitness wristband with heart rate and up to seven days’ 

battery life. This pocket-sized wonder can better track calorie 
burn, gauge your exercise intensity and see your resting heart 
rate trends. We just love this pretty and sleek piece of kit.    
RRP: €169.90, HARVEYNORMAN.IE

 STAY CONNECTED
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LOSE 
YOURSELF 
IN SOUND
Ever find yourself wanting 
to escape into your favourite 
tunes from the buzz of salon 
life? Maybe you’re a runner who 
gets an extra boost from great music 
pumping as you pace. Good news: the 
Brainwavz B100 earphones are designed 
for optimum sound quality and comfort. 
A single balanced armature [techy term 
alert!] helps to produce a well-rounded 
sound with clear vocals and controlled 
bass. And the ergonomic, over-
the-ear design means no 
uncomfortable readjusting. 
Definitely a winner. RRP: £30.47, 
brainwavzaudio.com

SB:GADGETS

INSTANT MEMORIES

Forget camera phones: 
capture every moment in 
print with this cute Fuji 
Instax mini instant camera. 

Complete with a selfie mirror 
and close-up lens attachment, 
this pretty pink camera lets you 
snap instantly and print within 
seconds. And the compact design 
fits easily into your handbag. A 
party season must-have.
RRP: £69.99, very.co.uk

BLOOMIN’ LOVELY

Summer might be on its way out but 
fl orals certainly aren’t, and this pretty 
Cath Kidston phone case will brighten 
even the darkest of autumn days. 

Designed for use with the iPhone 6, the 
Blossom Vases design will not only protect 
your pride and joy but turn it into a gorgeous 
accessory.RRP: £20, CATHKIDSTON.CO.UK

 SWEET DREAMS

A memory foam mattress is the 
holy grail of bedtime comfort, 
but for many the price point is 
out of reach. No longer, thanks 

to this mattress enhancer, which gives a 
new lease of life to tired old mattresses. 
Created from top-grade, heat-sensitive 
memory foam and based on NASA 
technology, it moulds to the contours 
of your body, relieving pressure points 
and helping to cradle the shoulders 
and upper back and align the spine and 
neck. The perfect antidote to those 
long days in the salon. RRP FROM £99.95, 
HOUSEOFBATH.CO.UK

 BREATHE 
EASY

 How clean is the air you breathe? 
You may think your house 
is a haven of health, but in 
reality we all breathe in hidden 

pollutants at home, not to mention 
on the daily commute to the salon. 
Now there’s a nifty device to help you 
understand and improve air quality: 
Foobot works alongside other smart 
home devices, taking direct action if 
pollution levels exceed a set amount. 
Ideal for asthma or allergy sufferers, 
and for benefi tting the whole family’s 
long-term health. RRP: £170,  FOOBOT.IO
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EVER THE CREATIVES, OFF-PISTE 
SALON GROUP BLUE TIT HAS HOSTED 
ITS FIRST EVER SUMMER FEST 
PARTY, ENCOURAGING THE UTMOST 
CREATIVITY FROM ITS STAFF.

T he Blue Tit 
Summer Fest 
created the perfect 
platform for 14 

stylists from the brand’s 
seven salons to present 
their ideas and new 
techniques on stage at 
NT’s Bar in London Fields.

During the evening, each 
of the stylists took to the 
stage to demonstrate 
their creative skills, and 
innovative inventions, 
including beautiful braid 
art, pretty pastel spiral 
curls, and stunning 3D 
Afros.

Blue Tit, a salon group 
known for its creativity 
and cult-like following, 

has become synonymous 
with its unique styling 
and colour techniques, 
and frequently hosts 
educational events where 
its team can develop their 
skills and showcase their 
work.

Perry Patraszewski, 
Director of Blue Tit said: 
“Creativity is at the heart 
of the Blue Tit brand and 
we’re constantly investing 
in our team to ensure 
they push themselves 
creatively. Not only does 
this encourage our stylists 
to be the best that they 
can be, but it provides 
inspiration for the other 
members of the Blue Tit 
team.”

Summer 
fest...
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“CREATIVITY IS AT THE HEART 
OF THE BLUE TIT BRAND AND 

WE’RE CONSTANTLY INVESTING 
IN OUR TEAM TO ENSURE 
THEY PUSH THEMSELVES 
CREATIVELY. NOT ONLY 

DOES THIS ENCOURAGE OUR 
STYLISTS TO BE THE BEST 
THAT THEY CAN BE, BUT IT 

PROVIDES INSPIRATION FOR 
THE OTHER MEMBERS OF THE 

BLUE TIT TEAM.”

31
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LEGENDARY LONDON VENUE, THE 
ROUNDHOUSE IN CAMDEN, ONCE 
AGAIN PROVIDED THE SPECTACULAR 
SETTING FOR THE ANNUAL 
TRENDVISON AWARD 2017 UK & 
IRELAND FINAL.

Held last month, 
TrendVision was 
hosted by Lauren 
Laverne and Patrick 

Cameron and showcased 
some of the UK and Ireland’s 

most impressive hairdressing 

talent to more than 700 of 
the hairdressing industry’s 
fi nest.

The night featured an iconic 
collection from Toni&Guy. 
The talented Art Team 
presented Prismatic, an 
eclectic interpretation where 

Hair meets Fashion – a 
kaleidoscope of Colour and 
Couture.

Another incredible show, 
dubbed Equal, from Sassoon 

Academy, demonstrated a 
series of iconic imagery that 
explored the relationship 
between Sassoon Hair 
and the world of art. Each 
person was expressed as a 
total individual and together, 
with the art based context 
becoming a bespoke work of 

art to wow the audience.

The fi nal captivating show 
came from Sebastian 
Professional, delivering 
E-Vokative. A brand rooted 
in its past, but always 
reaching forward, Sebastian 
Professional presented 
four decades of creative 
inspiration. 

Then it was time for the 
unveiling of the TrendVision 
Award 2017 UK & Ireland 
Final Winners. 

UK WINNERS
COLOR VISION:
GOLD – Heather Shaw, 
Francesco Group Stafford
SILVER – Mary Geoghegan, 
KH Hair Nottingham
BRONZE – Sean Nolan, HOB 
Salons Baker Street
CREATIVE VISION:
GOLD – Rita Tuska, Joseph 
Ferraro Hair
SILVER – Jamie Richards, 
Richards Hairdressing
BRONZE – Laura Chadwick, 
p.kai hair
 
IRELAND WINNERS: 
COLOR VISION:
GOLD -  Stephen Aiken, 
Conroy Hair
SILVER – Alex Reid, Alan 
Keville for Hair
BRONZE – Sharon Sheehan, 
AC Pure
CREATIVE VISION:
GOLD – Shauna Forman, 
House of Colour
SILVER – Kathy McLean, 
Aviary Lane
BRONZE – Carmel McGuirk, 
House of Colour

The worthy winners partied 
into the early hours with 
entertainment by Charlotte 

Trend 
shaper
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THE NIGHT FEATURED AN 
ICONIC COLLECTION FROM 
TONI&GUY. THE TALENTED 

ART TEAM PRESENTED 
PRISMATIC, AN ECLECTIC 
INTERPRETATION WHERE 
HAIR MEETS FASHION – A 

KALEIDOSCOPE OF COLOUR 
AND COUTURE.
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EACH PERSON WAS 
EXPRESSED AS A TOTAL 

INDIVIDUAL AND TOGETHER, 
WITH THE ART BASED 
CONTEXT BECAME A 

BESPOKE WORK OF ART TO 
WOW THE AUDIENCE.
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OC, a British singer songwriter tipped 

as one of the hottest emerging artists, 

and Trevor Nelson, a pioneer of the 

Urban scene DJ-ing the aftershow 

party.

The UK and Ireland winners from 

Creative Vision & Color Vision, 

will now go on to compete at the 

international final in London on 

October 14. 

In addition, new for 2017, there 

were two exclusive combined 

UK & Ireland categories; Male 

Grooming and Runway. These new 

categories were purely for the UK 

& Ireland final. Steve Hurley from 

Toni&Guy Redditch took home Male 

Grooming, while Bec Armitage from 

Reuben Wood took home Runway.

The winners will be invited to watch 

the International TrendVision Award 

and have an exclusive backstage 

opportunity at the glamorous 

London Fashion Week with Wella 

Professionals EIMI.

In its third year, the TrendVision 

People’s Choice Award was also 

announced. This prestigious award 

allows the public to vote on looks 

created by the competitors at the 

Regional Heats. After an initial 

round of judging prior to the big 

night, round two judging opened 

during the evening of the grand 

final, providing people with the 

opportunity to vote on the looks 

created at the UK & Ireland Final. 

The winners were…

PEOPLE’S CHOICE COLOR VISION AWARD: 
Stephen Aiken, Conroy Hair

PEOPLE’S CHOICE CREATIVE VISION AWARD: 
Victor Hugo Pessoa, The Studio

What’s next? The UK & Ireland 

Gold Color Vision and Creative 

Vision winners will also receive an 

inspirational mentoring programme 

in the run up to the International 

Final where they will get the chance 

to work with industry icons Robert 

Eaton, Akin Konizi, Bruno Marc and 

Leonardo Rizzo. 

As well as a post-ITVA mentoring 

day with Darren Ambrose, of D&J 

Ambrose, there will be mentoring 

days with Cos Sakkas and Charlie 

Taylor.

Here on out.

SB:EVENTS
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FOURTEEN YEARS AGO ANTHONY 
MASCOLO STARTED TIGI 
INSPIRATIONAL YOUTH TO IDENTIFY 
RAW TALENT AND GIVE A SELECTED 
GROUP OF YOUNG HAIRDRESSERS 
THE OPPORTUNITY TO PROGRESS 
IN THEIR CAREERS. SEE WHAT 
HAPPENED WHEN 10 OF ITS RISING 
STARS WERE INVITED TO TIGI 
BOOTCAMP.

H aving been 
selected from a 
comprehensive 
written and video 

entry, 10 hairdressers 
embarked on a week-long 
bootcamp, which saw 
them be mentored by the 
senior TIGI International 
Creative Team.

Led by TIGI European 
Creative Director, Akos 
Bodi; TIGI European 
Session Director, 
Maria Kovacs; and TIGI 
European Technical 
Creative Director, Warren 
Boodaghians, expertise 
was in abundance.

The bootcamp included 
classic and advanced 
cutting and colouring, 
session styling training, 
future fashion forecasting, 
presentation skills and the 
highlight of the week, a 
model casting and photo 
shoot. Shot at Bed Head 
Studio by TIGI in-house 
photographer, Alex Barron-
Hough, the models were 
styled by TIGI fashion 
stylist, JIV D. 

“This year’s team was 
fantastic”, says Akos. 
“They very quickly gelled 
as a team and their

standard of work was 
very high. It was great 
too, having John Harte 
and Joshua Mascolo, 
both former members of 
TIGI Inspirational Youth, 
teaching the team.”

Following the TIGI 
Inspirational Youth 
Bootcamp, the Team will 
participate in an exclusive 
show in November at 
London’s Café de Paris.

TIGI Inspirational 
Youth has won global 
respect throughout the 
hairdressing profession 
since Anthony launched it. 
He has said it is his way 
of giving something back, 
as he would never have 
achieved everything he’s 
done, without the support 
of his own brothers.

#TIY17

standard of work was 

36
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“THEY VERY QUICKLY 
GELLED AS A TEAM AND 

THEIR STANDARD OF WORK 
WAS VERY HIGH. IT WAS 

GREAT TOO, HAVING JOHN 
HARTE AND JOSHUA 

MASCOLO, BOTH FORMER 
MEMBERS OF TIGI 

INSPIRATIONAL YOUTH, 
TEACHING THE TEAM.”
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THINNING HAIR IS A GROWING 
CONCERN AMONG MANY OF 
YOUR CLIENTS WITH SIX OUT 
OF 10 PEOPLE CONCERNED 
ABOUT THEIR HAIR LOSING 
VOLUME, ACCORDING TO GLOBAL 
RESEARCH BY NIOXIN. THE 
SAME STUDY REVEALED THAT 
78 PERCENT OF PEOPLE BELIEVE 
NOTHING CAN BE DONE TO CURE 
IT, WHICH IS WHY WE’VE DELVED 
INTO THE ISSUE A LITTLE DEEPER 
THIS MONTH, SOURCING THE 
PRODUCTS THAT DO EXACTLY 
WHAT THEY SAY ON THE TIN.

THE 
THICK 
OF IT

39
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THINNING HAIR IS A VERY 

REAL ISSUE FOR MANY OF 

YOUR CLIENTS. HERE’S HOW 

TO TACKLE IT HEAD-ON WITH 

SENSITIVITY AND SKILL.

WORDS: FIONA WARD
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          IF YOUR CLIENT IS 
SUFFERING WITH HAIR 
THINNING, THEN AS A 

HAIRDRESSER YOU CAN HELP, 
BUT REMEMBER IF IT’S A HAIR 

LOSS ISSUE, YOU NEED TO 
RECOMMEND A TRICHOLOGIST, 

LOOK OUT FOR HAIR BREAKAGE 
AND EXCESS SHEDDING AS 

THE KEY SIGNS. ENSURE 
YOU RECOMMEND SOMEONE 

QUALIFIED BY CONSULTING THE 
INSTITUTE OF TRICHOLOGISTS, 

TOO.

“
“
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GROWING 
PROBLEM
Hair loss is undoubtedly a hot 
topic in hairdressing these days. 
But this isn’t a passing trend 
like many – an estimated one 
in four women will experience 
hair thinning at some point in 
their lives, and over 50 percent 
of men will see signifi cant hair 
changes by the time they reach 
middle age*. 

With more and more clients 
expressing hair thinning as 
a signifi cant concern, it’s a 
hairdresser’s responsibility to 
support and start conversations. 
“The key is as simple as 
understanding our clients and 
their daily lives,” says Jason 
Miller, joint Managing Director 
at Charlie Miller. 

“As a stylist, we chat with 
and listen to them every time 
they’re in the chair and get to 
know and understand their 
lifestyle and what they’re 
going through. Conversations 
about their thinning hair often 
come naturally because of this 
relationship.”

With social media giving 
sufferers a platform to speak 
out and share stories [search 
the hashtag ‘hair loss’ on 
Instagram and you’ll fi nd nearly 
300,000 results] the window for 
communication with clients has 
never been more open. 

Just last month, 18-year-old 
alopecia-sufferer Georgia 
appeared on E4 transformation 
show Body Fixers to have her 
rapidly thinning hair tended to 
by award-winning stylist Daniel 
Granger, and shockingly, The 
Telegraph recently reported that 
more than a quarter of men 
under the age of 35 sadly turn 
to drink and drugs due to hair 
loss. 

“There’s a huge level of trust 
between a client with alopecia 
and their hairdresser, and as 
we’ve seen on Body Fixers, 
many sufferers don’t even 
reveal the problem to their 
nearest and dearest,” says 
Granger. “I’m glad there’s 
increasing awareness around 
hair loss – it’s something more 
clients are concerned with and 
it’s our job as hairdressers to 
be well prepared and equipped 
with the solutions.”

KNOWLEDGE 
BREEDS TRUST
Hairdressers are often the 
fi rst point of contact for hair 
thinning concerns so it’s 
important to get educated 
on the causes and effects. 
“Unexpected hair loss can be 
an initial symptom of health 
changes,” says Trichologist 
Sally-Ann Tarver, Director of The 
Cotswold Trichology Centre and 
Theradome GB. 

“It could be anything from a 
thyroid imbalance to low iron or 
zinc levels, or poor diet can have 
an impact. Hair is considered 
a barometer of health, so it’s 
no surprise that poor diet and 
an unhealthy lifestyle can 

contribute to its decline.” Keratin 
is a fi brous structural protein, 
so those eating a diet lacking in 
protein may experience fi ner, 
weaker hair. 

Senior consultant trichologist 
Trisha Buller agrees that it’s 
important to get a background 
before making suggestions, 
though it’s just as crucial to 
know when to suggest seeking 
alternative help. “Questions open 
the fl oodgates for information. 
Ensure you ask about their 
lifestyle, and if they’ve had 
any recent changes such as 
medication or stress,” she says. 
“Other possible causes of hair 
thinning could include anxiety, 
menopause, stress or postpartum 
hormone changes.” 

“If your client is suffering 
with hair thinning, then as a 
hairdresser you can help, but 
remember if it’s a hair loss 
issue, you need to recommend 
a trichologist,” she continues. 
“Look out for hair breakage and 
excess shedding as the key signs. 
Ensure you recommend someone 
qualifi ed by consulting the 
Institute of Trichologists, too.”

COMMUNICATION  
IS KEY
“Empathy and understanding 
are crucial when dealing with 
communication between 
ourselves and any person who 
has or feels they have hair loss,” 
says William Fleeson, owner 
of Rainbow Room International 
Stirling and Buchanan Street, and 
Director at Trichology Scotland. 

“I put myself in their shoes and 
imagine how I would feel. The 
biggest fear for people with forms 
of hair loss is not just the loss, 
but will it return, and get back to 
how the hair was before.”

Though a plan of action is 
important, broaching the subject 
with sensitivity is of course key to 
gaining client trust – being honest 
and open is the best policy, as 
Fleeson continues. “Don’t be 
afraid to discuss hair loss with 
your client. The sooner the topic 
is open, the quicker you can help 
them with the correct course of 
action,” he says. 

“Ask them how they feel about 
their hair density. If they’ve 
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noticed something change. 
Do they know when the onset 
might have been? Have they 
been highly stressed, crash 
dieting, recently had a baby? 
Lots of types of hair loss can be 
natural reactions to biological 
changes, and can be rectifi ed 
relatively quickly once the cause 
is determined.”

SAVVY 
SOLUTIONS
So how can you help? While 
hair loss is best tackled by a 
trichologist, there are plenty of 
products and techniques that 
can be employed for thinning 
hair on top of any necessary 
lifestyle tweaks. Investing in a 
product line to target the issue 
is a great place to start. 

“We’ve chosen to work with 
NIOXIN because it provides a 
system for every hair type and 
its thinning needs,” says Kay 
McIntyre, Director at McIntyres 
salons. “It’s so important to 
have the correct products for 
different clients’ hair needs to 
make sure they receive the 
core benefi ts for their individual 
hair and scalp type, in turn 
creating the best results. We 
also complete a full consultation 
on each client who is suffering 
from hair thinning, to ascertain 
the correct system kit to 
achieve optimal results.”

NIOXIN continues to innovate 
too, through research and 
product development [most 
recently commissioning The 
Psychological Impact of Hair 

Thinning in a Digital Age]. It has 
led to numerous hero products 
such as Night Density Rescue 
and new Colour Lock that 
protects colour, while promoting 
thicker, fuller hair.

It’s not just what you put on the 
outside, Viviscal scientifi cally 
formulated food supplements 
give hair a valuable boost from 
the inside. With increased 
levels of hero ingredient, marine 
protein complex AminoMar 
C, combined with Biotin and 
Vitamin C plus apple extract, 
they nourish hair follicles to 
reduce thinning and excess 
shedding, while helping to 
maintain healthy hair.

Or, for clients who favour 
a more natural approach, 
Organic Colour Systems offers 
the revolutionary Rep-Hair 
Follicle Strengthening System, 
designed to improve the 
strength and condition of the 
hair and scalp and provide a 

         WE’VE CHOSEN 
TO WORK WITH NIOXIN 
BECAUSE THEY PROVIDE 
A SYSTEM FOR EVERY 
HAIR TYPE AND ITS 
THINNING NEEDS. IT’S 
SO IMPORTANT TO 
HAVE THE CORRECT 
PRODUCTS FOR 
DIFFERENT CLIENTS’ 
HAIR NEEDS TO MAKE 
SURE THEY RECEIVE 
THE CORE BENEFITS 
FOR THEIR INDIVIDUAL 
HAIR AND SCALP TYPE, 
IN TURN CREATING 
THE BEST RESULTS. 
WE ALSO COMPLETE 
A FULL CONSULTATION 
ON EACH CLIENT 
WHO IS SUFFERING 
FROM HAIR THINNING, 
TO ASCERTAIN THE 
CORRECT SYSTEM KIT 
TO ACHIEVE OPTIMAL 
RESULTS.
 

“

Whatever the solution, get 
the communication right and 
the results will follow, as 
Daniel Granger concludes: 
“This fear and stigma against 
revealing hair loss can lead to 
undiagnosed and untreated 
issues, or worse a self-
diagnosis,” he says. “Asking 
for support and the correct 
information is the client’s 
responsibility, but ensuring 
your client feels comfortable 
and confi dent enough to 
share the problem is ours as 
hairdressers.”
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healthy follicle environment for 
hair growth. 
 
Equally, colour can be used 
cleverly to give the illusion of 
thicker, fuller hair – though 
being mindful of the weaker 
strands is crucial, as Daniel 
Galvin Colour Director Anna 
Short advises. “When colouring 
fi ner hair types, less is more,” 
she says. 

“A few highlights can add 
texture to the hair, although too 
many can have the opposite 
effect and make it look even 
thinner. Retaining as much 
natural colour as possible as a 
background is key. As a general 
rule, the darker hair is, the 
denser it appears. So if the skin 
tone allows, going brunette may 
help hair to appear fuller.

“As fi ner hair has less cuticle 
layers, it takes colour much 
more easily than thicker hair 
types, so the gentler the 
product used the better. Finer 
hair types are more susceptible 
to damage, so good home care 
is essential,” she concludes. 

With that in mind, careful 
consideration of tools is also 
key – hard-wearing hairbrushes 
are a no-go. “The most fi ne-
hair-friendly brushes are those 
with widely spaced, rounded, 
fl exible, plastic prongs, which 
move with, rather than against 
your strands,” says Anabel 
Kingsley, Trichologist at Philip 
Kingsley.

Thinning clients might be wary 
of hair extensions, but in fact, 
added wefts can be a welcome 
resolution for fi ner strands and 
won’t cause further damage 
if applied correctly, according 
to Hair Rehab London lead 
educator Leigh Snider. 

“Correct and professional 
application, maintenance and 
after care can actually improve 
the condition of natural hair,” 
she says. “This is because the 
wearer tends to style their hair 
extensions more than their 
own natural hair, leaving it to 
repair and grow with minor 
disturbance. It’s great for 
anyone who wants to ease off 
styling thinner hair.”
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NIOXIN IS LEADING THE THINNING HAIR CONVERSATION, 
RECENTLY COMMISSIONING GLOBAL RESEARCH CALLED THE 
PSYCHOLOGICAL IMPACT OF HAIR THINNING IN A DIGITAL 
AGE. THESE UNIVERSAL INSIGHTS HELP INSPIRE AND INFORM 
NIOXIN’S INNOVATION PIPELINE, WHICH IS NO DOUBT WHY 
NIOXIN IS THE NO11 SELLING SALON BRAND FOR THICKER, 
FULLER-LOOKING HAIR2.

TIME TO 
INNOVATE

1 globally selling 2 Value Data Kline & Company
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NIOXIN’s Global 
Research delved into 
peoples’ experiences 
of thinning hair 
globally at all ages 
and walks of life. The 

results were quite unexpected 
and provided the foundation for 
the newest innovations to be 
released by the brand.

Led by Yale University 
psychologist Dr Marianne 
LaFrance, the results confi rmed 
that people with thinning hair 
hold back from living a fuller life. 
In fact, a quarter of respondents 
stated they would avoid social 
interactions if they experienced 
hair thinning.  

The NIOXIN-commissioned 
research also revealed that 
61 percent of the 4,000 
respondents agreed to feeling 
concerned about hair thinning, 
showing it’s a growing concern. 
And the booming digital era has 
only worsened the problem 
with over half of the women 
surveyed reporting being less 
likely to take a selfi e and upload 
pictures onto social media if they 
were to experience hair thinning 
compared to a third of men. 
“The NIOXIN Global Research 
data clearly shows that the 

colour, but increases breakage 
protection during shampooing by 
up to 50 percent***.

Trisha Buller, MIT SRSH, board 
member of the Institute of 
Trichologists says: “From my 
salon experience and patient 
consultations, there is 
concern that colouring makes hair 
thinner, especially over the age of 
45, but that thickening solutions 
make hair colour fade faster.  

“Through lab tests and support 
from dermatologists during 
product development, NIOXIN’s 
improved 3-Part Systems Kits 
enable women and men to 
have thicker, fuller hair without 
compromising on hair colour. It 
is safe to use at home to provide 
longer-lasting colour and protects 
the hair from damage in between 
salon visits.”

“As the category leader in hair 
thinning, we have always led the 
conversation around hair thinning 
and strive to understand the latest 
concerns to inform our product 
innovation,” adds Laura Simpson, 

Research delved into 
peoples’ experiences 

and walks of life. The 

and provided the foundation for 

LaFrance, the results confi rmed 

hold back from living a fuller life. 
In fact, a quarter of respondents 

interactions if they experienced 

showing it’s a growing concern. 
And the booming digital era has 

likely to take a selfi e and upload 
pictures onto social media if they 
were to experience hair thinning 

INFO: NIOXIN.CO.UK

CMO of Coty Professional Beauty. 
“Our global research with Dr 
LaFrance highlighted the role 
of social media for people with 
thinning hair. Innovations in 
our 3-Part Systems Kits instil 
confi dence for those experiencing 
hair thinning who want fuller hair 
and don’t want to compromise on 
hair colour, so they can embrace 
a fuller life and share without 
hesitation.”   

By offering your clients NIOXIN, 
you can encourage them to 
embrace a fuller life.

“NIOXIN’S 
IMPROVED 
3-PART SYSTEMS 
KITS ENABLE 
WOMEN AND 
MEN TO HAVE 2X 
THICKER, FULLER 
HAIR* WITHOUT 
COMPROMISING ON 
HAIR COLOUR.”

experience of hair thinning 
leads some people to reduce 
the uploading of photographs 
to social media sites because 
they have concerns about their 
appearance and prefer not to 
leave a permanent record of how 
they look,” says Dr LaFrance.

In a bid to change this, NIOXIN has 
launched a campaign to encourage 
clients to Embrace a Fuller Life 
by using NIOXIN’s NEW 3 part 
system kits to deliver even thicker 
and fuller hair*.  It is hoped the 
results from the products and the 
boost in self-esteem will lead to 
an improvement in your cleint’s 
wellbeing long-term.

Plus NIOXIN 3-Part Systems Kits 
have been reinvented and now 
contain pioneering Pro-Color Shield 
Technology, which instantly seals 
hair cuticles and protects hair 
colour for up to 18 washes**. 
There is also a new in-salon 
product called 3D Color Lock 
Therapy, uniquely designed for 
thinning hair clients who colour 
their hair. It acts as a post-colour 
treatment that not only seals in 

* vs. hair treated with 24h average amount of sebum  ** Based on a survey among 230 panelists concerned about thinning hair conducted by SIRS, 2016.
*** Based on a hair length of 12˝, measured by weight of broken hair versus non-conditioning shampoo. NB: NIOXIN’s Global Research into hair thinning is based on the data 
collected from a December 2016 online survey of 4,000 adults conducted by One Poll across 6 markets (Brazil, Canada, Italy, Spain, UK and USA).
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OUR FAVOURITE 
VOLUMISING AND 
STRENGTHENING 
PRODUCTS 
ARE RIPE FOR 
RECOMMENDATION…
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David Mallett Le Volume 
Mask No.2, RRP: £48, 
LILACBREASTEDROLLER.EU

9

Organic Colour Systems Rep-Hair Follicle 
Strengthening Systems, RRP: £125, 
ORGANICCOLOURSYSTEMS.COM

L’Oréal Professionnel 
Serioxyl Denser Hair 
Gelée, RRP: £30, 
LOREALPROFESSIONNEL.CO.UK

Label.m Thickening 
range, RRP FROM £11.25, 
LABELM.COM

Philip Kingsley 
Vented Paddle 
Brush and Vented
Grooming Brush,
RRP FROM £18.50, 
PHILIPKINGSLEY.CO.UK

58

3

4

Viviscal Professional 
Supplements, RRP: £60,

 VIVISCALPROFESSIONAL.COM

Nioxin improved 
3-part system kits, 
POA, NIOXIN.CO.UK

R+Co DALLAS 
Thickening Spray, 
RRP: £22, RANDCO.COM

Montibello Naturtech 
ranges, RRP FROM £12.85, 
MONTIBELLO.COM

Oway Hair-Loss range, 
RRP FROM £23, 

OWAY.CO.UK
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66
Philip Kingsley Philip Kingsley 
Vented Paddle 
Brush and Vented
Grooming Brush,Grooming Brush,
RRP FROM £18.50, RRP FROM £18.50, 
PHILIPKINGSLEY.CO.UK

33

7

Nioxin 3D Color 
Lock Therapy, 
POA, NIOXIN.CO.UK

Schwarzkopf Root 
Activating range, 
RRP FROM £11.95, 
SCHWARZKOPF-
PROFESSIONAL.CO.UK
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THINNING HAIR AND HAIR LOSS AFFECTS AROUND EIGHT MILLION WOMEN IN THE UK, WHICH 
NOT ONLY CHANGES A PERSON’S PHYSICAL APPEARANCE BUT CAN HAVE A HUGE IMPACT ON 
SELF-ESTEEM. THERE ARE MANY BRANDS PERPETUATING TO CURE OR MASK THINNING HAIR 
BUT ORGANIC COLOUR SYSTEMS BELIEVES MANY OF THESE PRODUCTS CONTAIN HARSH 
CHEMICALS THAT CREATE THEIR OWN PROBLEMS. FOR A NATURAL SOLUTION THAT GETS TO 
THE ROOT CAUSE OF HAIR THINNING, LOOK NO FURTHER…

EASE 
THINNING 
HAIR, 
NATURALLY 
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THE FACTS 
Female pattern 
baldness usually 
begins at around the 
age of 30, but can 
be earlier, generally 

becoming more noticeable 
around the age of 40. By age 
50, half of all women will 
experience some degree of hair 
thinning, but no matter what 
age this occurs it can be a very 
traumatic time.

There are lots of factors that 
can be attributed to thinning 
hair and hair loss, including 
nutritional defi ciencies, 
medications, stress and 
hormonal changes or 
imbalances. Most commonly in 
cases of Female Pattern Hair 
loss, there is an increase in the 
hormone DHT, infl ammation of 
the hair follicle and a decrease 
in the number and size of the 
follicles in the scalp.

It is said that a hairdresser is 
the fi fth most trusted person in 
a woman’s life and with good 
reason; you are likely to be one 
of the fi rst people to notice if 
your client’s hair is thinning. 
You also see fi rst-hand how 
thinning hair can make your 
client feel, all of which puts 
you in an ideal position to be 

able to discuss this issue and 
recommend a solution. 

Organic Colour Systems 
understands this premium 
position and your need to be 
able to recommend a product 
you can be confi dent is safe 
and effective. 

Step forward their brand new 
four step hair care regime, 
Rep-Hair® Follicle 
Strengthening System. 

THE NATURAL SOLUTION
The revolutionary Rep-Hair® 
Follicle Strengthening System 
is designed to improve the 
strength and condition of the 
hair and scalp and provide a 
healthy follicle environment for 
hair growth. 

“We’ve carefully combined 
natural and organic extracts, 
which have excellent 
nourishing, strengthening, 
conditioning and cleansing 
properties as well as the ability 
to reduce infl ammation of the 
hair follicle,” says Cloe Hazel, 
Global Education Manager for 
Organic Colour Systems.

“Our superstar ingredient, 
Capixyl™, features extracts 
of Red Clover fl ower and has 
been scientifi cally proven to 
take direct action on the DHT 
hormone, reduce hair loss and 
stimulate hair growth. If used as 
directed, visible results should 
be noticeable in four to 16 
weeks,” she adds.

Laura from The Organic Hair 
Café in Wimborne has been 
using Rep-Hair®, and agrees 
with Cloe. “I’m absolutely 

thrilled with the results I’ve 
had from Rep-Hair®. Over the 
last fi ve years and two children 
later, my hair had certainly 
become a lot fi ner than it 
previously was. After just two 
weeks of using the products 
I noticed much fuller-looking 
hair with more volume and 
manageability. I’ve been using 
the system for eight weeks 
now and am continuing to see 
improvements. Thank you OCS, 
you’ve given me back my hair 
confi dence.” 

Get the power to deliver hair 
confidence to your clients.

“I’M ABSOLUTELY 
THRILLED WITH THE 
RESULTS I’VE HAD FROM 
REP-HAIR®. OVER 
THE LAST FIVE YEARS 
AND TWO CHILDREN 
LATER, MY HAIR HAD 
CERTAINLY BECOME 
A LOT FINER THAN IT 
PREVIOUSLY WAS. AFTER 
JUST TWO WEEKS OF 
USING THE PRODUCTS 
I NOTICED MUCH 
FULLER-LOOKING HAIR 
WITH MORE VOLUME 
AND MANAGEABILITY. 
I’VE BEEN USING THE 
SYSTEM FOR EIGHT 
WEEKS NOW AND AM 
CONTINUING TO SEE 
IMPROVEMENTS. THANK 
YOU OCS, YOU’VE GIVEN 
ME BACK MY HAIR 
CONFIDENCE.”

BEFORE

AFTER
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SB: INTERIORS

EMBARKING ON A NEW SALON VENTURE CAN BE QUITE DAUNTING, 
BUT WHEN MARK IZZARD DID IT WITH THE SUPPORT OF 
FRANCESCO GROUP, IT MADE THE ENTIRE EXPERIENCE ALL THE 
EASIER. AS FRANCHISEE OF THE NEW FRANCESCO GROUP SALON IN 
BRAMHALL, MARK HAD ALL THE EXPERTISE HE NEEDED BUT WITH 
THE CREATIVE FREEDOM TO ADD HIS OWN PERSONAL TOUCHES…

MAKE 
YOUR 
MARK
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From planning to 
execution, the 
entire creation of 
Francesco Group 
Bramhall took Mark 

Izzard around one year – 
pretty good going for a first 
time Franchisee. So far, he’s 
pleased with how its going 
too. 

As any salon owner will 
tell you, the first thing to 
consider is the location, 
and Mark had a strong 
community feel at the top of 
his wish list. 

As an affluent suburb in the 
Metropolitan Borough of 
Stockport, Bramhall has a 
population of approximately 
20,000 – just small enough 
to retain a community feel 
while being big enough to 
ensure a large customer 
base. Mark says: “I chose 
the location because I 
wanted to be part of a 
strong community where 
my business could grow and 
develop.”

His inspiration for the design 
was a destination spa as he 
explains: “I wanted a spa 
feel that was modern, clean 
and spacious, that gave a 
luxury experience while 
maintaining a warm and 
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         I WANTED A 
SPA FEEL THAT WAS 
MODERN, CLEAN AND 
SPACIOUS, THAT GAVE 
A LUXURY EXPERIENCE 
WHILE MAINTAINING A 
WARM AND FRIENDLY 
ENVIRONMENT.

“ “

friendly environment,” which 
he achieves with the overall 
service. 

As the client enters the salon 
they’re warmly welcomed by 
the front of house team at 
the reception area. They’re 
then taken through to the 
salon where they receive a 
full consultation, all before 
evenn seeing a gown, 
which is to “get a sense 
of their personal style and 
the colours they wear”. 
This forms the basis of 
their bespoke look, which is 
designed for every client. 

“We discuss products and 
give advice on their hair 
maintenance and design a 
personalised service for our 
clients ranging from what 

shampoo, conditioner and 
products we would use, 
to home care and styling 
from information given to 
us during the consultation,” 
explains Mark. 

Clients are eventually 
gowned and taken to their 
separate backwash area 
for a quiet and relaxing 
shampoo service including 
a head massage. There are 

SB: INTERIORS
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FRANCESCO GROUP:  BRAMHALL

SB: INTERIORS

a wide range of drinks on 
offer from fresh juices, tea, 
freshly ground coffee, herbal 
teas and hot chocolate with 
marshmallows and cream 
[yum, yes please]. 

The piece de resistance, 
which is also very strategic, 
is the selfie wall in the 
reception area, which 
encourages clients to selfie 
and share across social 
media. A great way to get 
the word out. 

Overall, the design is very 
modern and clean with a 
touch of luxury and attention 
to detail, which reflects the 
service and brand. 

Custom-made Italian 
furniture adds to the 
premium feel of the salon, 
with pendant lights at 
reception, highlighting the 
curved desk, contributing to a 
welcoming aura. Meanwhile 
soft lighting at the backwash 
area leads to a more relaxing 
experience.

But it is the private area at 
the back of the salon that is 
Mark’s favourite as he says: 
“It caters for clients with 
specific needs. It’s totally 
private and has a massage 
chair to offer a private and 
bespoke service for clients 
who want that extra special 
service. We also carry out a 
personal wig cutting service 
in this area for cancer and 
alopecia clients.”

All the best with it Mark,it 
looks ace.
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SELF-CONFESSED MANE-IAC LEIGHANNE REGAN IS CERTAINLY 
ONE OF OUR BUSIEST UK STYLISTS – AS A GUEST ARTIST FOR 
GHD, PHOTOSHOOT REGULAR AND GROWING INSTAGRAM 
ICON, HER STUNNING HAIR WORK TAKES HER ALL OVER THE 
WORLD. WE CHATTED TO LEIGHANNE ABOUT HER INSPIRATIONS, 
INFLUENCES AND THAT NEVER-ENDING WORK ETHIC…

WORDS: FIONA WARD

BLONDE 
AMBITION

InHerShoes_OCT.indd   56 29/09/2017   17:18



SB:FEATURE

57

TELL US ABOUT HOW YOU 
STARTED IN HAIR. DID YOU 
ALWAYS WANT TO BE A 
HAIRDRESSER?

It was never part of the plan 
to be honest. I guess I never 
really knew at that age what 
I wanted to be or do, but 
I’ve always been really into 
education. At that age my 
biggest infl uences were my 
parents, school and the people 
I saw on TV. I looked up to 
people that had incredible 
skills and talents; I didn’t 
know what I wanted to do 
but I knew whatever it was, 
I wanted to be the best at it. 
My parents always had an 
incredible work ethic, which 
was instilled in me at a young 
age. I always thought I would 
be a journalist – English was 
one of the fi rst subjects where 
I felt I excelled – but once I left 
school I wanted to work for a 
while. My family were working 
class and never had much 
money and it was something 
I wanted to experience before 
going back into education, 
which was always my plan, 
but I fell into hair when I left 
school and immediately fell in 
love with it. 

WHAT IS YOUR EARLIEST HAIR 
MEMORY?
Cutting my own fringe, and 
blaming my neighbour who 
used to babysit me – it was 
a real DIY micro fringe. I’ve 
improved in my technique 
since then!
 

WHAT WAS YOUR FIRST JOB IN 
HAIR?
My fi rst job in hair was as an 
assistant when I left school. 
I was savvy from the start – I 
got friendly with the clients, 
writing down their kids’ names 
so I would remember the 
details of our conversations 
when I shampooed. They 
would always remember 
me for this and ask for me 
to blowdry their hair when 
a stylist wasn’t free. Once I 
qualifi ed they were some of 
my fi rst clients – I still have 
some clients from those very 
fi rst days and they’re a huge 
part of my career.
 
HAVE YOU ALWAYS BEEN 
AMBITIOUS?
My vision is to work hard, 
learn, be inspired and create 
until ‘my talent reaches my 
curiosity’. I’ve always been 
ambitious, though maybe 
determined is a better word. 
When I began hairdressing my 
goals were to learn from the 
best in the business, study 
my craft, have confi dence in 
my ability and gain the tools 
I needed to be successful. I 
have so many short-term and 
long-term goals, and most of 
them surround the type of 
lifestyle I want. Hair for me 
is not a job, it’s what I do and 
part of who I am. I thrive on 
being around other creatives, 
learning new skills and 
challenging myself. I love what 
I do and will continue to strive, 
invest and create.

YOUR FOCUS SEEMS TO FALL 
EQUALLY ON COLOUR, CUTTING 
AND STYLING. IS IT IMPORTANT TO 
YOU TO BE AN ALL-ROUNDER?
Perhaps the most important 
element in my work is making 
sure the style enhances the 
client’s identity or character, 
both internally and externally. 
This is what makes them 
feel comfortable and look 
their most beautiful. In order 
to do this I felt it imperative 
that I had at least a strong 
understanding of each area 
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of my craft. It’s not about 
my signature for me; it’s all 
about customising something 
that is best for the overall 
look. My favourite feeling for 
hair incorporates texture and 
movement and enhances the 
beauty of the person wearing 
it, but I love to adapt to trends 
too. Continuously being 
challenged is my favourite 
part of the job. It’s also why I’ll 
never grow tired of it.

YOU WERE PART OF THE 
FELLOWSHIP’S F.A.M.E. TEAM IN 
2014. WHAT WAS THAT LIKE?
The F.A.M.E. team was 
absolutely a starting point. 
We had an amazing team and 
incredible mentors. I learned 
from the best in the industry 
and gained confidence and 
insight into the careers of my 
idols.

AS AN EDUCATOR, HOW 
IMPORTANT IS TRAINING TO YOU?  
I find education incredibly 
rewarding. As an educator, 
I have a huge responsibility 
to stay up-to-date with new 
techniques and develop my 
skills in order to stay relevant 
and interesting. Being an 
educator puts you in a position 
where you have to learn. For 
me, education changed my 
career. When I was 19 I paid 
for a cutting course with ghd. 
The educator liked the way 
I did hair and told me to go 
for an audition to be a part of 
the art team. That educator 
changed my future because 
they believed in me and gave 
me confidence. I’ve now 
worked with them for eight 
years and my career is very 
different now from what I 
could have ever imagined at 
that time.

HOW WOULD YOU DESCRIBE YOUR 
TEACHING STYLE?
My experience in so many 
areas of the industry has given 
me a unique insight into my 
craft, which is something I 
try to bring to my classes. 
It’s important that everyone 
feels comfortable to have 
open discussions and share 
ideas. My courses are always 
high energy and I research 
heavily to ensure the content 
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is relevant and relatable. I am 
an open book and will share 
everything I can with students 
– knowledge is key and sharing 
our skills is what we need to 
keep the hairdressing world 
turning.

WHAT’S EXCITING YOU MOST 
ABOUT THE HAIRDRESSING 
INDUSTRY RIGHT NOW?     
The freedom! Social media 
has given salons, freelancers 
and educators the ability to 
showcase their work and 
connect with like-minded 

creatives. Gone are the days 
when you had to pay £40,000 
and have retouched images to 
be spotted. Everyone has the 
opportunity to be seen and to 
learn from each other. It’s a 
fantastic time to be a creative.

WHAT INSPIRES AND INFLUENCES 
YOU?
I can fi nd inspiration anywhere. 
If I see something and like it – 
even if it’s not relevant to what 
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I’m looking for at the time – I 
take a picture or make a note. 
I take a journal everywhere. 
I don’t seek out inspiration, 
it develops organically. 
Right now, I’m inspired by 
innovation, lifestyles and 
people. My current goals have 
taken me into a new aspect 
of my career, and studying 
people, habits and creative 
collaborations has been a 
driving force in that thought 
process.
     
DO YOU HAVE ANY INDUSTRY 
ICONS THAT YOU ADMIRE?
Jen Atkin is smashing it 
for me! A business owner, 

leader, traveller, session stylist, 
educator and platform artist, 
and her work’s incredible. It 
seems every day is different 
for her and still she remains 
grounded and pushing herself.
 
YOU POST A LOT OF YOUR 
BEAUTIFUL HAIR WORK ON 
INSTAGRAM. DO YOU THINK IT’S 
IMPORTANT FOR HAIRDRESSERS 
TO HAVE A SOCIAL MEDIA 
PRESENCE NOWADAYS?
I would say about 70 percent 
of my new clients come 
from Instagram. I’ve also 
had incredible session and 
travel opportunities through 
social media. It’s a platform 

to promote the work you 
want to do, and attract the 
clients you want to work with. 
Many clients and stylists use 
Instagram as an inspiration 
tool; you have to be incredibly 
connected to stay ahead of 
what clients want. Social 
media in my opinion is a direct 
refl ection of what consumers 
want to see right now. It’s 
up to us to keep it moving 
forward.
 
HOW DO YOU STAY MOTIVATED?
Having such a varied working 
life is what motivates me. 
Hairdressers are great multi-
taskers, maybe now I’m used 
to that mindset. Travel is also 
a part of who I am; I never 
want to stop venturing to 
new places. I can only truly 
understand the style of a place 
by feeling it fi rst-hand, and 
I thrive off having different 
experiences and each time 
adding something I’ve learnt 
on my travels into my style 
repertoire.
 
WHAT ARE YOUR GOALS FOR THE 
FUTURE?
I don’t know what direction 
life will take, there’s always 
so many opportunities arising 
all the time. I have some 
collaborations coming up that 
really excite me. There’s been 
a shift in the hair industry, and 
I would say my next goals align 
with that, but for now I guess 
we have to watch this space.

          I CAN FIND 
INSPIRATION ANYWHERE. 
IF I SEE SOMETHING 
AND LIKE IT – EVEN IF 
IT’S NOT RELEVANT TO 
WHAT I’M LOOKING FOR 
AT THE TIME – I TAKE 
A PICTURE OR MAKE A 
NOTE. I TAKE A JOURNAL 
EVERYWHERE. I DON’T 
SEEK OUT INSPIRATION, 
IT DEVELOPS 
ORGANICALLY. RIGHT 
NOW, I’M INSPIRED BY 
INNOVATION, LIFESTYLES 
AND PEOPLE. MY 
CURRENT GOALS HAVE 
TAKEN ME INTO A NEW 
ASPECT OF MY CAREER, 
AND STUDYING PEOPLE, 
HABITS AND CREATIVE 
COLLABORATIONS HAS 
BEEN A DRIVING FORCE 
IN THAT THOUGHT 
PROCESS.

“
“
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DESCRIBE HOW YOU’VE 
TAKEN CHARGE OF YOUR 
CAREER FROM DAY ONE?
I love how you can 
make somebody look 

good on the outside and feel great 
on the inside as well. 

I started my hairdressing career 
in 1998 after deciding to leave 
art college. When I was 18 I 
started in a leading Edinburgh 
salon, and after speaking to the 
owner, it really inspired me to go 
the full mile in the industry as he 
achieved a lot in his career, did 
lots of photographic work in hair 
and fashion and also travelled the 
world doing seminars. 

Like he was, I’m very artistic and 
thought this would be a great 
industry to be involved in. I always 
wanted to have my own salon, 
and when setting up 10 years ago 
my main goals were to create a 
fashion-forward team that was 
trained to the highest standard 
and that had a passion for quality 
of service as well as cutting edge 
creativity.

I established myself as an 
experienced stylist and opened 
the doors to my own salon, 
Neil Barton Hairdressing – a 
contemporary salon with a young, 
vibrant team. My team and I pride 
ourselves on providing clients with 
all the latest trends and styles 
along with incredible product 
knowledge to prescribe the very 
best treatments and services for 
each individual. 

WHAT HAVE YOU DONE TO GET EXTRA 
EXPOSURE FOR YOURSELF?
When I first opened the 
salon I started doing my own 
photographic shoots and tried to 
enter as many awards as possible 
to get my name out there in the 
industry. 

I also began working with 
Goldwell and its Color Zoom 
competition and AJC93 PR to gain 
coverage and more knowledge 
of the industry. It’s enabled me 
to meet and work with so many 
great, inspiring hairdressers and 
work with some of the best 
photographers, models and 
makeup artists in the industry.

WHAT EXPERIENCES HAVE YOU HAD TO 
DEVELOP YOUR SKILL SET?
My career developed rapidly on a 
creative level since being crowned 
as Goldwell Color Zoom winner 
back in 2010.  

DO YOU WANT TO FAST TRACK YOUR CAREER IN 
HAIRDRESSING BUT YOU’RE NOT QUITE SURE WHERE TO 
START? HAVE YOU MASTERED YOUR SKILLS AND CONTINUE 
TO DEVELOP YOUR SKILL SET BUT FIND YOU’RE UNSURE 
HOW TO GET MAXIMUM EXPOSURE? NEIL BARTON IS ONE 
MAN AHEAD OF THE GAME, GOING FROM ZERO TO HERO, 
WORKING FOR COLORZOOM AND BEING A GOLDWELL 
AMBASSADOR. THIS MONTH’S HAIR DOC FOCUSES ON HOW 
YOU CAN DO THE SAME, IN HIS WORDS.

+HAIR
DOCTOR
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I now travel the world as an 
ambassador for Goldwell [officially 
I’m a Goldwell Global Master]. 
Under this guise I mentor three 
Global winners from countries 
such as Taiwan, Hong Kong and 
Russia, creating a collection that 
will be showcased to countries all 
over the world. 

By mentoring talented upcoming 
hairdressers they help me develop 
my skill set and give me new 
ideas and new ways of thinking. 
Also, because I travel the globe I 
get to visit beautiful places, which 
gives me inspiration and helps 
develop my skills.

HOW DID YOU BEGIN WORKING WITH 
GOLDWELL COLOR ZOOM? 
Attention to detail is paramount 
for me and led to my colour skills 
exploding and catapulting me to a 
whole new professional level. 

61

          I ESTABLISHED 
MYSELF AS AN 
EXPERIENCED STYLIST 
AND OPENED THE DOORS 
TO MY OWN SALON, NEIL 
BARTON HAIRDRESSING 
– A CONTEMPORARY 
SALON WITH A YOUNG, 
VIBRANT TEAM. MY TEAM 
AND I PRIDE OURSELVES 
ON PROVIDING CLIENTS 
WITH THE LATEST 
TRENDS AND STYLES 
ALONG WITH INCREDIBLE 
PRODUCT KNOWLEDGE 
TO PRESCRIBE THE VERY 
BEST TREATMENTS AND 
SERVICES FOR EACH 
INDIVIDUAL.  

“

“ In 2010 I was the first ever UK 
Gold winner of Goldwell Color 
Zoom, which was such a huge 
achievement for me and elevated 
my career and hairdressing 
knowledge.  

Now I work with the International 
Color Zoom Creative Team and 

present live shows regularly. 
We create an array of beautiful 
styles and colours for the Color 
Zoom collections, and I’m a 
key stylist for the team.

HOW DID WORKING WITH COLOR 
ZOOM PROPEL YOUR CAREER?
It gave me confidence and 
I gained a lot of experience 
in such a short space of 
time. I’ve worked with some 
amazing influential people 
including session stylists, 
Wendy Ilse and Peter Gray 
and have had the chance to 
work with some major fashion 
forecast companies, as well as 
travelling the globe and seeing 
so many amazing countries 
and meeting people from 
different cultural backgrounds. 

WHAT HAS THAT DONE FOR YOUR 
CAREER?
I would say that my 
knowledge, skills, 
determination and passion 
have earned my position as a 
leader within the hairdressing 
industry. Travelling the globe as 
a Goldwell Global Master and 
Professional Trainer, inspiring 
ever-growing audiences and 
hairdressers, means I feel 
I am now regarded as an 
international colour expert.

WHAT WOULD YOUR ADVICE BE 
TO OTHER YOUNG HAIRDRESSERS 
YEARNING TO MAKE A NAME FOR 
THEMSELVES?
My advice to anyone would 
be that you’re never too old to 
learn. If you think you know it 
all then you’ll never get better.
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KMS is transcending gender stereotypes 
and rejecting traditional styling norms with its 
brand new range of styling products. Short, 

long, curly or straight styles – whether rocked 
by men or women – are catered for by the 
Hybrid FINISHers range. Endorsed by Sam 

Burnett, KMS global style council member, the 
Hybrid Claywax, Molding Pomade and Hard 

Wax are designed for grooming simplicity and 
embrace gender fl uidity – perfect for modern 
street styles. We love. RRP: HYBRID CLAYWAX 

AND HARD WAX £19.50; MOLDING POMADE £21.50, 
KMSHAIR.COM

Pollution, environmental impurities and 
fast-paced living mean our scalps are often 

neglected, but Schwarzkopf Professional’s BC 
Scalp Genesis range is designed to detoxify 
and rebalance, whether the scalp is dry and 

sensitive, oily, or whether the concern is 
dandruff or hair loss. The impressive-sounding 

StemCode Complex is the hero ingredient 
that will make hair sparkle from the source.

RRP: £11.95-£19.95, SCHWARZKOPF-
PROFESSIONAL.CO.UK

BACK TO ROOTS

GENDER-NEUTRAL 
GROOMING

TOP OF THE CLASS

A TOUCH OF SILK

SCRUB UP ON YOUR PRODUCT KNOWLEDGE AND BAG A FEW OF 
THE LATEST GOODIES.

THE KIT BAG

Award-winning extensions brand Gold Class 
is staying one step ahead with the launch of 
its aftercare range. Twelve products focus on 

keeping the hair in optimal condition while 
prolonging the life of the extensions: from 

shampoo to conditioning, boost to protection 
serum and protein spray. And fi ve beautiful 

brushes complete the range that’s fi t for any 
long-haired princess. RRP FROM £10 TO £30, 

INANCH.COM/SHOP

Combining care and styling in one, 
Kerasilk’s new capsule styling range 

enables you to perfect any style with long-
lasting results – from straight and sleek 

to defi ned curls. Thanks to KeraTransform 
technology and silk proteins, the seven-
strong range, which spans Smoothing 

Sleek Spray to Bodifying Volume Mousse, 
strikes the perfect balance between silky 

softness and professional hold.
RRP: £16-£24, GOLDWELL.CO.UK

SB:PRODUCTS

L uxury Spanish brand 
Montibello has launched 
its Cromatone Browns 
permanent colour collection 

ready for autumn winter. The 11-shade 
range is formulated with natural cocoa 
extract and conditioning molecules to 
achieve even, luminous colour for this 
season and beyond. Trade price: £6.65 
montibello.com

S tructure, the British inspired 
professional haircare brand, 
has unveiled its repackaged 
range of styling products. 

ADAPT Texture Paste sits alongside 
Glue Extreme Creme, PASTE Flexible 
Adhesive and BEACH Texture Spray 
in shiny new packaging that looks as 
chic in-salon as on clients’ dressers. 
RRP from £11.25, structurehair.com

COCOA 
POPS

MAKE ME 
OVER

FOR
BOYS + 
GIRLS
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TIME FOR 
THERAPY

Extend those rich, autumnal tints with a 
brand new range that promises to keep 
colour vibrant for up to 50 shampoos. 

Kenra’s Platinum Color Charge System 
combines pH levels to reduce the amount 

of time the hair cuticle is open and 
minimise colour washout, inject moisture 
to seal cuticles and offers cuticle control 

under heat to preserve colour during 
styling. The range, which comprises 

shampoo, conditioner, treatment and spray 
serum, will send clients’ satisfaction levels 
as high as their colour brilliance between 

appointments. RRP: £16.95-£28.50, 
KENRAPROFESSIONAL.COM

LONGER LIFE

M ove aside, beards: TIGI is 
bringing smooth back with 
the launch of its Bed Head 
for Men Smooth Mover shave 

cream. The luxurious formula aims to calm 
and soften the roughest of chins with such 
star ingredients as sachi inchi seed oil to 
repair skin and lock in hydration; coconut 
oil to nourish and hydrate; and peppermint 
oil to calm irritation. A smooth shave is no 
trouble with this razor-loving wash bag 
staple. RRP: £10.95, bedheadformen.com

Professional haircare, affordable price 
point? Sorted. This is the simple premise 

behind new luxury British haircare 
brand Therapi. The 10-product range 

has cleansing, conditioning and styling 
covered, with multi-benefi t ingredient 
baobab oil leaving all hair types with 

a healthy shine. And on top of its 
moisturising, strengthening and repairing 

properties, the whole range protects 
against heat and UV rays. Now that’s 

what we call therapy. RRP: ALL PRODUCTS 
£9.99, THERAPIHAIR.COM

SB:PRODUCTS

J oico has autumnal hues all 
wrapped up with its Lumishine 
Natural Red-Gold Series. Five 
wearable, permanent shades are 

designed to infuse natural base tones with 
warmth and flecks of gold, while delivering 
strength and shine thanks to the brand’s 
patented Argiplex technology. Clients with 
up to 50 percent grey will see full coverage, 
while that just-coloured shine is set to last 
for up to 30 shampoos. This is permanent 
colour we can get onboard with. RRP: 
£8.95, joico-lumishine.com

SUNSET 
SHADES

STUBBLE 
BE GONE

Remi Cachet is supporting Breast Cancer 
Awareness Month yet again this October 
with its range of gorgeous pink brushes. 

All made by leading manufacturer Denman 
International, the range includes the ever-

popular Ultra Tangle Paddle Brush alongside 
the Tangle Tamer and Section Comb, 

making this a perfect pink trio for keeping 
extensions smooth and tangle-free. And 

for every brush and comb sold throughout 
October, Remi Cachet will donate £2 to 
Breast Cancer Care. Bravo, we say. RRP: 

ULTRA TANGLE PADDLE BRUSH £12; TANGLE 
TAMER £7.50; SECTION COMB £4.50,

ADDITIONALLENGTHS.CO.UK

THINK PINK

63

GREEN WITH…
As Pantone names ‘Greenery’ its colour 
of the year, the two additions to Joico’s 

Color Intensity range couldn’t be more on 
trend. True Blue is as deep as it is bright, 
while Kelly Green achieves a lush, clover 

green. The semi-permanent formula can be 
applied straight from the tube or mixed for a 
custom shade, while kukui nut oil leaves hair 
conditioned and nourished. Every colourist 

and creative client’s dream.
RRP: £5.95, JOICO-COLORINTENSITY.COM

BEST 
FOR

STUBBLE

FOR
COLOUR

Extend those rich, autumnal tints with a 
brand new range that promises to keep 
colour vibrant for up to 50 shampoos. 

Kenra’s Platinum Color Charge System 
combines pH levels to reduce the amount 

of time the hair cuticle is open and 
minimise colour washout, inject moisture 
to seal cuticles and offers cuticle control 

LONGER LIFE
Extend those rich, autumnal tints with a 
brand new range that promises to keep 
colour vibrant for up to 50 shampoos. 

Kenra’s Platinum Color Charge System 

LONGER LIFE
Extend those rich, autumnal tints with a 
brand new range that promises to keep 
colour vibrant for up to 50 shampoos. 

Kenra’s Platinum Color Charge System 

LONGER LIFE
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LET THE 
FESTIVITIES BEGIN…

Ramp up the texture with minimal 
effort and damage as the ghd contour 
professional crimper hits salons for a 

limited time only. This is crimping but not 
as we know it, says the brand’s global 

ambassador Adam Reed: ‘It’s now a lot 
softer and more subtle than it used to be, 
and it’s certainly more wearable.’ Rather 

than root-to-tip eighties crimps, think 
incredible volume and texturised ponytails 
without the fuss. Perfect for party season.

RRP: £89, GHDHAIR.COM

TAKE IT BACK

GENERATION NEXT
American Crew has updated its offerings for 
the style-conscious, trend-setting man with 

its new TechSeries trio of products. Featuring 
the Boost Spray for volume and styling prep, 
the Control Foam for lasting hold and shine, 
and the Texture Foam for fl exible and easy 
shaping, the range refl ects the desire for 

voluminous and textured yet polished styles 
favoured by discerning gents. And they’ll look 

great on his dresser.
RRP: £12.90 EACH, AMERICANCREW.COM

 BEGIN…
IT’S THAT TIME AGAIN. LOVE IT OR LOATHE 
IT, THE FESTIVE SEASON RAMPS UP RETAIL 
OPPORTUNITIES IN SALONS, GIVING CLIENTS 
THE GIFT OF BEAUTIFUL, SALON-WORTHY 
HAIR BETWEEN VISITS. FEAST YOUR EYES 
ON OUR PICK OF CHRISTMAS GOODIES…

ICE QUEENS
Who said blondes are just for summer? 
Not Schwarzkopf Professional with 
its fabulous range of festive gift sets, 
which this year includes BlondMe for the 
special platinum-haired people in your 
life. Featuring the All Blondes shampoo 
and mask packaged in a luxurious velvet 
pouch – which could easily double up 
as a Christmas party clutch. RRP: £21.75, 
SCHWARZKOPF-PROFESSIONAL.CO.UK

NIGHT TO DAY
The award-winning ghd platinum 
styler set, which promises to deliver 
50 percent less breakage and 20 
percent more shine, features a 
gorgeous purple, fl oral design, 
heat-resistant bag and two OPI 
nail colours. Elsewhere in the 
nocturne range is the renowned 
ghd air dryer, ghd curve and even a 
cute Christmas bauble containing 
the brand’s advanced split end 
therapy. Something for every hair 
lover’s Christmas list. RRP: PLATINUM 
STYLER SET £175; CURVE £125; AIR £99, 
GHDHAIR.COM

SWEET TREATS
Bleach blondes can tone any winter brassiness 
with the brand’s Tone Up gift set featuring 
its bestselling Clean Blonde Violet Shampoo; 
blowdry addicts can protect and perfect with 
the funky Blo Out duo including Light HED-ed 
Oil, while grooming fanatic gents can detox 
and texturise with the minty Shape Up set. 
Party hair has never looked better. RRP: £20 
EACH FOR TONE UP AND SHAPE UP; £25 FOR BLO OUT, 
FUDGEPROFESSIONAL.COM

GIVE A LITTLE LOVE
Paul Mitchell’s Love Is…range of gift sets have 
Christmas all wrapped up. Ten different bundles – 
including Love Is Classic, Love is Bright and Love 
is Sleek – cater for all hair requirements and cover 
cleansing, caring and styling. There’s even a Love Is 
Playful set [with free bath toy] for little ones’ locks. 
Perfect gifts for your clients to pamper themselves or 
treat their loved ones this Christmas. RRP FROM £20 TO 
£35, PAULMITCHELL.COM

NIGHT TO DAY
The award-winning ghd platinum 
styler set, which promises to deliver 

Bleach blondes can tone any winter brassiness Bleach blondes can tone any winter brassiness 

blowdry addicts can protect and perfect with 
the funky Blo Out duo including Light HED-ed 

EACH FOR TONE UP AND SHAPE UP; £25 FOR BLO OUT, 

J’ADORE
ASIDE FROM THE NAME [WHO DOESN’T WANT A PRODUCT 
CALLED CALMA SUTRA ON THEIR SHELF?] THERE ARE LOTS 
OF REASONS WE LOVE THIS TIGI BED HEAD GEM. WHETHER 
YOU’RE A WAVE WARRIOR OR A COIL QUEEN, FRIZZ IS THE 
ULTIMATE BUZZKILL, THIS PRODUCT HAS YOUR BACK AND 
IS PUTTING FRIZZ ON THE ROPES.  
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Curly hair tends to be drier, 
duller, harder to manage 
and more prone to frizz 
than straight hair, so 
Bed Head has created 
a range designed to 

address the specifi c needs of curly-
haired girls, arming them with the 
weapons necessary to fi ght the frizz 
and achieve perfectly defi ned waves 
and curls. 

With the new range, comprising 
wash and care alongside superior 
stylers and fi nishers, there’s lots to 
love, but our personal fave is Cama 
Sutra, a Cleansing Conditioner for 
Waves and Curls.

It’s a moisturising cleansing 
conditioner that works by stimulating 

tired waves and curls. Infused with 
nourishing babassu and Brazil nut 
oil it leaves hair feeling über soft.  
The sulphate-free, no-foam formula 
gently removes product build up too, 
leaving the scalp refreshed and hair 
cleansed without stripping it of its 
natural oils.  

A hydracurl blend penetrates the 
hair fi bres too, which hydrates 
from within, while the anti-tangle 
complex detangles and improves 
manageability by aligning the hair 
fi bres.  

ALL THAT AND IT COMES IN A BRIGHT 
GREEN BOTTLE WITH AN OH-SO-HANDY 
PURPLE PUMP TOP – PERFECT FOR WHEN 
YOU’RE ONE-HANDED CLEANSING.
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METALLICS ARE BIG RIGHT NOW AND 
FEW HAVE DONE THEM BETTER THAN 
CONTEMPORARY HAIRDRESSING. SHOWN 
HERE FOR YOUR PLEASURE. 

M E T A L L -
    I C I Z E
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HAIR: ALAN SIMPSON AND KAREN 
STORR-SIMPSON AT CONTEMPORARY 

HAIRDRESSING
PHOTOGRAPHY: JOHN RAWSON

MAKEUP: MADDIE AUSTIN
STYLING: JARED GREEN
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LET THESE VIXEN 
BABES SEDUCE, 

COURTESY OF BARRIE 
STEPHEN’S NEIL SMITH.
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HAIR: NEIL SMITH 
PHOTOGRAPHY: DAN THOMAS 

STYLING: CLARE FRITH 
MAKEUP: ROSEANNA VELIN
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HAIR: NEIL SMITH 
PHOTOGRAPHY: DAN THOMAS 

STYLING: CLARE FRITH 
MAKEUP: ROSEANNA VELIN
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B L U E  D A H L I A
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A FUTURISTIC 
COLLECTION 
FOUNDED ON 

PRINCIPLES OF 
SYMMETRY, 
SHAPE AND 

COLOUR.
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HAIR: ANDREW COLLINGE CREATIVE TEAM
COLOUR: WARREN BOODAGHIANS, TIGI ACADEMY GLOBAL TECHNICAL 

CREATIVE DIRECTOR USING TIGI COPYRIGHT COLOUR
PHOTOGRAPHY: ALEX BARRON-HOUGH

STYLING: JIV D
MAKEUP: LIZ COLLINGE

HAIR: CORRINE KIMBRO, CHERI BANDA, 
STEVEN CANTU, VANESSA WHITMARSH 

AND DIANA SKRABANEK 
PHOTOGRAPHY: KEITH BRYCE 

CREATIVE DIRECTION: ALLEN RUIZ
STYLING: CHRISTIAN RAMIREZ 

MAKEUP: HANNAH HALEY
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CONTRASTING THE 
PURITY OF THE 

NAKED FORM WITH 
UNADULTERATED 

DECADENCE, WILL LAMB 
CREATES EXAGGERATED 

CARICATURES OF HIS 
PERCEPTION OF OUR 

SEXUAL ANXIETIES.
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HAIR: WILLIAM LAMB, 
DANIEL GRANGER HAIRDRESSING 

PHOTOGRAPHY: DAN THOMAS 
MAKEUP: ROSEANNA VELIN 

NAILS: AMY GANNEY
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www.goldwell.co.uk

PERFECT STYLING WITH 
THE TOUCH OF SILK

Thanks to high-performing KeraTransform Technology, all Kerasilk Style products  
deliver perfect and lasting styling results.

NEW KERASILK STYLE
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