
SEPTEMBER 2015 £5.95

Although it does not contain pPD/pTD, there remains a risk of allergic reaction that can be severe. Always perform an Allergy Alert Test 48 hours before each colouration. 
Strictly follow safety instructions and consult www.wella.com/INNOSENSE. If your client has ever experienced an allergic reaction to hair colourants including pPD and pTD, you 
should not colour. ME+ is present in Pure Naturals, Rich Naturals and Deep Browns of the Koleston Perfect INNOSENSE brand. °1st ever permanent colour to be accredited by The 
European Centre for Allergy Research Foundation with up to 100% grey/white hair coverage and up to 3 levels of lift. 

*

DISCOVER A NEW

OUR MOST VIBRANT LONG LASTING COLOUR NOW COMES 
FORMULATED  WITHOUT PPD & PTD*
• Up to 100% grey/white coverage

•  1st permanent colour of its kind° to receive the European Centre Allergy 
   Research Foundation seal of approval

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

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

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

heatthe 
 up

Full of passion, this fi ery red is a 
signature shade, suited to fun-
loving clients. Achieve this look 
with Topchic 7RR@RR, 7OO@GK, K 
Effects, then shape it with StyleSign 
Glamour Whip, Unlimitor and Sprayer 
for a red carpet fi nish.

“I love red, if it’s wild 
and extroverted – just 
like myself.”

COVER
on our

fiery RED service

Do you understand your 

client’s attitude enough to 

dare them to go red? With 

targeted marketing, education 

support and seminars, you 

can reveal your client’s 

personality through bold, 

intense and vibrant colour. 

From copper to mahogany, 

and fi ery to violet – it’s all in 

your hands. Unleash a world 

of possibilities with Goldwell 

and reveal the inner red in 

your clients.

Got5Zoology.indd   34 03/09/2015   23:25



deep VIOLET service

Take colour to new depths with 
this expressive violet tone. Subtle 
nuances make this daring colour 
more wearable for every type 
of client. Achieve this look with 
Topchic 4R@VR, 5VV MAX, RV 
Effects and use StyleSign Flat 
Marvel and Magic Finish for the 
same textured appeal.

“I want my colour 
to be expressive, 
mysterious and 
sexy.”

Care for your FIERY RED, DEEP 
VIOLET and SHIMMERING COPPER 
Service clients with the 
Dualsenses range for lasting 
results and keep them coming 
back for more. 

GolswellAdvertorial.indd   3 01/09/2015   19:49



glowing MAHOGANY service

Make mahogany glow like never 
before with this exclusive service. 
Look no further than Elumen GK@

all, BR@6, RV@all, KB@7, KK@
all for the colour and StyleSign 
Glamour Whip, Big Finish and 
Diamond Gloss for the style.

“A shiny colour 
others envy, but 

can’t copy – that ’s 
what I love.”

the technology
The @Elumenated Technology 
includes oxidative hair colour spiced 
up with a layer of multi-shine 
Elumen refl ections, available in 
the whole colour spectrum of red, 
brown and blonde with a red spark.

•  Deliver results with crackling 
intensity and fi re

•  Create outstanding multi-shine 
refl ections

•  Offer reliable grey coverage - up to 
100 percent with Topchic and 75 
percent with Colorance

•  Match Topchic and Colorance 
shades for perfect Color    
Balancing

GolswellAdvertorial.indd   4 01/09/2015   19:49



shimmering COPPER service

Make hair glow with 
this classic tone, with a 
decadent twist. It’s ideal 
for your blonde clients 
who want to express 
a different side to their 
personality. Get the colour 
with Colorance 8N@GK, 
6K@KK, 10G, 8K.

“I want my 
blonde to sizzle 
with a touch of 
electric copper.”

make a statement
Topchic Effects has fi ve new shades to 
whet your appetite. Try intense highlight 

colour to spice up red and impress with the 
best Topchic Effects ever. Think improved 

colour performance with new, innovative and 
patented dyestuff.

• Create unique fashion contrasts while lifting 
up to four levels

• For outstanding results even on coloured hair
• Refi ned colour direction

• Up to 78 percent more durability*
• More brilliance than ever before.

*Compared to current Topchic Effects

INFO: GOLDWELL.COM

GolswellAdvertorial.indd   5 01/09/2015   19:49



FOR THRILL 
SEEKERS!

JOYRIDE.

FOR HAIR

WORLD’S FIRST

PPBALM

NEW Bed Head Joyride is the world’s first Powder Primer 
Balm for hair. It creates the perfect base layer for any style 
and helps keep it that way. 

Joyride primes the hair with a fine, invisible powder that 
adds texture and grip making styling and hold easy. 
So get a grip and hold on for the Joyride of your life! 

Available at cutting edge salons.

Your Hair. Your Way.bedhead.com    /bedheadbytigi Info UK: 0844 8440 944
IRE: 01890 812 022

BedHead_Joyride_SalonBusiness_SP_v2.indd   1 23/07/2015   12:53
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editor’sWORDS
Often dubbed the fourth service after cut, colour and style, extensions are very much an 

expected service on the salon menu and so very worthy of a chunk of our September issue. 
There are more and more opportunities as technology develops meaning hair extensions can 
be used for volume, colour and style and can be applied in as little as fi ve minutes depending 

on the needs of the client.

With a good dose of education and 
the right marketing, your salon could 
soon be recognised as a fore runner for 
extensions and your integrity fl y. We’ve 
got the lowdown from those who have 
been there and done it. According to 
them, once you get the ball rolling, it 
keeps on going for an easy revenue 
opportunity. 

Never ones to underestimate the 
business side of any salon, we’ve also 

taken an in-depth look at a tool that is vital 
for every salon owner – software. We’ve 
got the features you should be looking 
for, where to look for them and how to 
get the most out of them. 

In the midst of it all, we’ve also shown 
our faces at some iconic events, of which 
we’ve brought you all the pics. And 
we’ve tracked down some inspirational 
hairdressers for our got fi ve features. 
We’ve gruelled the likes of Hooker & 

Young on their stunning salon, making 
their fi fth to date – and of course we’ve 
brought you exclusive pics from inside.

Wait no longer, and turn the page.

‘til next time.

Jo Charlton
Publishing Editor

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

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

CommentSept.indd   5 02/09/2015   22:39



SPOKEN IN CREATIVE SALONS WORLDWIDE

SAY STYLE SPEAK EIMI

WELLA THE HEART OF HAIRDRESSING

THE NEW STYLING RANGE FROM WELLA PROFESSIONALS

FOR MORE INFORMATION, CONTACT YOUR WELLA PROFESSIONALS ACCOUNT MANAGER OR CALL 01202 595700
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winner’s lunch

BREAKING 
NEWS

Wella held a prestigious lunch at the World 
Studio in London to celebrate award-winning 
talent. With some of the greatest names 
in the industry including the Marc Antoni 
Artistic Team; Angelo Vallillo, Zullo & 
Holland; Chie Sato from Toni&Guy; 
Philip Bell, Ishoka and Akin 
Konizi from HOB Salons. 

Surrounded by salons 
up and down the 
country the creative 
group presented 
one model each, 
inspiring the 
audience with 
their inspiration 
and their 
insights into 
what makes 
them a success. 

The new 
Generation NOW 
Team were also 
there consisting 
of Heather Shaw, 
Francesco Group, 
Shropshire; Jamie 
Richards, Richards 
Hairdressing, West 
Midlands; Rufus Geary, 
Scissors, Dorset; Peter 
Mellon, Medusa, Edinburgh; 
Jesse Jackson, Russell Eaton, 
Barnsley and Nadine Walshe, House Of 
Colour, Dublin.

Now the search for the Generation NOW 
team is over, this group of budding stars will 
experience the chance to work with and be 
inspired by numerous iconic hairdressers over 
the next year. Their year commences with an 
intensive Bootcamp week where they’ll be 
mentored by Bruno Marc, Gary Gill and Paul 
Adamzuk. They’ll also receive media training, 
product knowledge and presentation skills. 

“Generation NOW was the start for me,” said 
previous team member Daniel Spiller of Marc 
Antoni. “It pushed me and my confidence 
to new levels and allowed me to meet and 
learn from some of the biggest names in the 
industry. We work as part of a team every day 
in the salon but Generation NOW provides 
you with new skills that you simply can’t 
get on the salon floor. Every year I now look 
out for the new team, knowing that we’ll be 
hearing their names more in the future.”

Holland; Chie Sato from Toni&Guy; 
Philip Bell, Ishoka and Akin 
Konizi from HOB Salons. 

Mellon, Medusa, Edinburgh; 
Jesse Jackson, Russell Eaton, 
Barnsley and Nadine Walshe, House Of 
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#myfashionweek

monsterous 
launch

Renowned as one of the biggest 
fashion events across the world, 
London Fashion Week is a hub of 
creativity, inspiring devoted fashion 
enthusiasts, stylists and artists all 
around the world. 

This September marks the brand 
new home of London Fashion 
Week in the heart of London’s 
Soho, and you could be one of the 
fi rst to experience the brand new 
showrooms, collections and global 
highlights on the international fashion 
calendar with KMS California.

They’re offering one lucky winner 
the prize of a lifetime – the Ultimate 

London Fashion Week Experience. 
It includes two tickets to Bora Aksu 
London Fashion Week show on 
Friday, September 18, exclusive 
lunch for two at Hawksmoor in 
Piccadilly, London, overnight stay at 
the luxury Langham hotel, shopping 
vouchers and more. 

To be in with a chance of winning, 
repost the KMS California entry 
post on Instagram instagram.com/
kmscaliforniauk, use the hashtag 
#MyFashionWeek and tag @
kmscaliforniauk

Good luck!

make some noise
Are you ready for another chapter of 
NOISE – one of hairdressing’s most 
elusive events? 

Favoured for its pop-up nature and 
the fact it packs education into this 
free show, the fi nal details are only 
revealed hours before it starts.

“I love the concept of NOISE. It’s 
something fresh and very different. 
Hairdressers always keep the 
audience on the edge of what they’ll 
do next. It’s defi nitely an event not 
to be missed,” says Nina Nagode of 
Frizer.

Concieved by Richard Ashforth, 
International Creative Director 
of Saco, these events present a 

different perspective on how work 
is shown within the industry. The 
rules are simple – no more than 15 
minutes per team with one to three 
models and at least some of the hair 
done onstage. 

Tim Hartley, Tyler Johnston and Peter 
Gray are just some of the names that 
have appeared in the past. So who 
will it be this time? 

We can’t tell you that but we can 
say the next NOISE event is due to 
happen at 8pm on October 10 at a 
venue in Hackney, East London. Keep 
your eyes peeled to facebook.com/
noiseevent and sign up at 
noiseevent.com to make sure you 
don’t miss it.

Fudge Professional put on a 
monster-themed breakfast 
event to celebrate the launch 
of its innovative new blowdry 
spray, Fudge Professional TRI-
BLO. 

Top fashion designer and 
longtime London Collections: 
Men partner, Katie Eary was 
also at the event to showcase 
her limited edition monster 
stylist tool bag that she created 
especially for the launch. 

Transforming the rooftop of 
private members club, Soho 
House into a tropical garden, 
the event venue was dressed 
with brightly coloured fl owers 
and feathers, while Ivy hung 
from the ceiling. 

Guests were served breakfast 
canapés and smoothies, and 

for those with a sweet tooth, 
there were copious amounts of 
monster-themed sweets and 
snacks.

The addition of hundreds of red 
and orange balloons to match 
the colours of the Katie Eary 
stylist tool bag, mini-monsters 
and googly eyes galore created 
full-on monster mayhem. 

Creative Director at Fudge 
Professional, John Vial added: 
“We set up blowdrying stations 
so our guests could see and 
feel the effects of the new 
TRI-BLO spray. It’s the ultimate 
product for blowdrying as it 
does the three things you need: 
it protects, gives a sense of hold 
and adds shine. TRI-BLO has 
already become a hero product 
for our Brand Ambassadors 
who have been test driving it.” 

11
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BREAKING 
NEWS

The TIGI Collection 2016 fuses cut and 
colour with infi nite precision showcasing 
the enormous talent of the TIGI International 
Creative Team. 

Each year the Team creates a new collection 
demonstrating the process of working together 
globally, sharing ideas and creating concepts to 
communicate with hairdressers. It represents cut 
and colour as almost one service, designed to 
achieve the perfect hairstyle, refl ecting the fashion 
image and personality of the individual.

“At TIGI we believe our team is central to our 
success,” says TIGI International Artistic Director, 
Anthony Mascolo. “Overall, we know, salon clients 
choose the look they want for their own fashion 
identity and as hairdressers we must provide the 
expertise to meet their vision.

“As hairdressers, it’s important we continually 
expand our portfolio of ideas, constantly learning 
new ways to style and fi nish hair. Utilising the new 
techniques and concepts in this collection, we hope 
hairdressers and colourists can push their creative 
boundaries, to evolve and enhance their individual 
work.”

Now you can have your vote in the 2015 
Wella Professionals TrendVision Award UK 
& Ireland fi nal as the People’s Choice Online 
voting is launched. 

The fi rst round of People’s Choice will open 
on Monday, September 21 at 12pm giving 
you the opportunity to vote on the looks 
created by the competitors at the Regional 
Heats. Then at 9pm on October 5, you’ll have 
the opportunity to vote on the looks created 
by the competitors at the Wella Professionals 
TrendVision Award UK & Ireland Final.

The winner of the People’s Choice will 
win the trophy, recognition, Wella training 

vouchers to the value of £300 and will be 
announced onstage at the fi nal on Monday, 
October 5 2015. 

To take part in the Wella Professionals 
TrendVision Award People’s Choice voting, 
head online where images of the looks will 
be for each round of voting. Visit the People’s 
Choice section on www.wella.co.uk/
trendvision for full details and to make your 
voice heard. 

To book tickets to the fi nal at the 
Roundhouse in Camden contact your Wella 
Account Manager or call 0845 6018 128 or 
email wellaevents.im@pg.com.

London, the most diverse 
creative capital in Europe, will 

play host to the annual Unite Global 
Sessions from October 4 to October 7. 

Already an important date in the calendar for 
many and attracting a global audience, the 
event is to be held at Shoreditch Town Hall, 
set within the creative buzz of East London. 
The opening two days will feature a total of 
21 internationally celebrated artists presenting 
their own unique style fused with fashion and 
aesthetic. 

The anticipated UNVEILED party allows a 
backdrop for delegates to unite, network and 
enjoy this glittering party. 

The London event will also provide the 
opportunity for salon owners and managers 
who participated in Paramount Business 1, the 
progression to Paramount Business 2, UNITE’s 
acclaimed business education support program. 

Making the hairdressers’ life easier is an 
inclusive approach from CEO and Founder, 
Andrew Dale. “Every year Global Session gets 
more exciting, bringing us to 2015 where our 

mix of unique education exposed to UNITE 
salons will include everything from cutting to 
session, united on one stage.”

For tickets contact 0845 034 0770 or email 
info@unitehair.co.uk

global sessions
The TIGI Collection 2016 fuses cut and 
colour with infi nite precision showcasing 
the enormous talent of the TIGI International 

London, the most diverse 
creative capital in Europe, will 

play host to the annual Unite Global 
Sessions from October 4 to October 7. 

global sessions

At TIGI 
we believe OUR 

TEAM is central to 
OUR SUCCESSon the shelf

your vote count

THE METAMORPHIK
COLLECTION

WHAT’S NEXT

NEW

ERUPTEK 
EXPLOSIVE TEXTURE, 
EXPANSIVE VOLUME. 

RESINTEK 
HOLDABLE, RE-MOULDABLE 
HYPER SHINE.

sebastianprofessional.com
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Over 1,200 stylists descended on Red Rock Casino, 
Las Vegas, for the fi rst Paul Mitchell Business 
Revolution event on July 26.

There was a congress of leaders from the business 
industry to help improve attendees’ bottom line 
by knowing their P & L and key performance 
indicators. They also covered best practices that 
included how to manifest a great brand within your 
salon. 

The team shared how hiring the right people and 
growing the salon’s average ticket with education 
will change the way their business grows in the 
future. Profi t sharing, advertising and merchandising 
were also explored throughout the event.

Among the line-up of stellar guest speakers 
including Mary Rector-Gable, Anthony Whitaker 
and of course, John Paul DeJoria, was Director of 
Publicity for Salon Success, Zoë Vears.

Zoë shared the benefi ts of visual and retail 
merchandising, helping US salons to understand the 
importance of telling a story throughout the guests’ 

salon journey. 

“As many US salons don’t have the 
benefi t of windows in which to 
merchandise, it’s important that 
they understand how to use point-
of-purchase and props to create 
interest for guests and spark stylist 
conversations.”

enchantment

feeling lucky

Hairaisers has just bagged some new salons for its 
products including Hare & Bone, Muse of London 
and Hair by JFK in Edinburgh. Anita Ganatra, 
Business Development Manager at Hairaisers said: 
“Hairaisers is thrilled to have these new salons on 
board. Not only is this great recognition for the 
brand but we’re creating outstanding relationships 
with them.”

newbies

14

The globally renowned Allilon Education 
team spent a week in Peru showcasing their 
inspirational collections at the Davines Hair 
Onstage Tour in Latin America.

Held in the enchanting Villa Cosentino in 
Lima, internationally renowned hairstylists 
provided invaluable technical, artistic and 
creative tips as well as unveiling their new 
collections.

Allilon Education’s presence was an 
important part of the show and guests were 
treated to show-stopping presentations of 
their work, including their latest collection, 
Okafor.

Johnny Othona, Director, Allilon Education 
said: “We were delighted to be a part of Hair 
Onstage Latin America. This event educates 
and informs, and the feedback that we 
received from the guests was so welcome. 
We’re now preparing for the London Hair on 
Stage event, which will be held at the über 
cool Central Saint Martins on September 13, 
2015, alongside Allilon’s The Crafts.”

Three members of the D&J Ambrose 
salon team were invited to the 2015 North 
American TrendVision Awards to inspire with 
their Urban Camoufl age collection. 

British Hairdresser of the Year nominee 
Darren Ambrose, London Hairdresser of 
the Year nominee Kieran Tudor and current 
British Colour Technician of the Year Clayde 
Baumann all took to the stage to present the 
collection, as well as taking part in one to one 
tutorials with aspiring hairdressers. 

There were over 2,000 guests at the ARIA 
Hotel and Casino in Las Vegas, where 44 
fi nalists from the US and Canada competed 

to become one of hairdressing’s rising stars. 

Darren said: “We had a fantastic time 
producing 18 models that wowed 
the crowds and we’d like to 
thank Wella for having us for 
an incredible trip.”

what happens 
in vegas

salon journey. 

“As many US salons don’t have the 
benefi t of windows in which to 
merchandise, it’s important that 
they understand how to use point-
of-purchase and props to create 
interest for guests and spark stylist 
conversations.”

Darren said: “We had a fantastic time 
producing 18 models that wowed 
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The fi rst priority is to save water and 
EcoHeads promises to reduce usage by 330 
bottles of water, per chair, per day, while also 
removing sediment, dirt and reducing chlorine. 

But it doesn’t end there. Your water will 
be softer and the pressure will be twice as 

strong, whcih means rinsing will be easier 
than ever and the customer experience will be 
outstanding.

“We’re always looking for new products to 
improve our service at the salon and when 
we were approached by EcoHeads I was 
immediately impressed,” says Terry Wilson 
of Hair Organics.

“Our salon is in an 18th century building with 
plumbing to match and for some time we’d 
only been able to use one basin at a time. I’d 
just asked our plumber to give me a quote 
on a booster for the boiler the month before 
EcoHeads came to see us, but no need. The 
new Eco shower heads are amazing!  

“We could immediately use both basins for 
the fi rst time in fi ve years, our water bill has 
gone down, clients say it feels better and 
there’s no splash. Hair defi nitely feels cleaner 
and comes out shinier too which matches our 
philosophy perfectly. Shine on!” 

Make your salon eco, one head at a time.

INFO: CALL 07799906729 OR 03303336571 OR 
EMAIL INFO@ECOHEADS.COM.AU OR
ECOHEADS.COM.AU

It’s no secret that hairdressers are a 
busy bunch and all that work pulls 
on your resources. But did you know 
that every chair in your salon requires 

between 500 and 570 litres per day? That 
water may also be full of chlorine, which 
can react with your client’s hair causing skin 
irritation and hair damage.

EcoHeads was created to make it easier 
than ever to make your salon more effi cient, 
while improving the client experience.

Ken Picton Salons tried it and hasn’t 
looked back. Salon owner Ken Picton says: 
”As an eco-friendly salon that already 
uses biodegradable towels, switching to 
EcoHeads was an obvious no-brainer for 
us. Not only do they save on water usage 
but they also improve the pressure at 
your basins, which ultimately makes the 
experience at the backwash so much more 
enjoyable.”

 time
aheadof

Reinvent your backwash 

experience while saving 

energy and water in the same 

hit. Cue your new saviour, 

EcoHeads.

The FIRST PRIORITY 

is to save water and 

ECOHEADS promises 

to reduce usage by 330 

BOTTLES of water, per 

chair, PER DAY
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AWARDS
of the year

Congratulations to the Winners!

ULTIMATE SMALL TO MEDIUM 
SALON OF THE YEAR WINNER

B.O.B Hairdressing

ULTIMATE LARGE  
SALON OF THE YEAR WINNER

Q Hair and Beauty

SALON
L’Oréal Professionnel is proud to sponsor the

Congratulations
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There are companies across the UK battling for 
your business, which can only be a good thing as 

they compete to create products better than each 
other. Take a moment to read up on some of the 
greatest initiatives and products out there to help 

your business.

P16 EVOLVE AND DELIVER
LEARN ABOUT MODERN SOFTWARE SOLUTIONS 
AND WHAT THEY CAN DO FOR YOU

GOT FIVE
P30 FIVE ON INSPIRING THROUGH LEADERSHIP
P34 FIVE ON GETTING INTO SHOPPING HEAVEN
P36 FIVE ON THE EMERGENCY BUDGET
P38 FIVE ON COLLABORATING WITH A LIKE-
MINDED BRAND

P42 MARVIN FRANCIS ANSWERS OUR QU’S 
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&
Only years ago, paper 

booking systems were 

the norm, databases 

basic and appointment 

reminders a far-flung 

concept. Helen Bird looks 

at how far technology has 

come and how software 

solutions are giving salons 

the capacity to evolve with 

the times.

evolve 
deliver
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Once upon a time, salon owners were 
reliant on the manual method of tracking 
appointments and retaining client 
information. Not only was such a system 
prone to human error and vulnerable to 
loss or damage, it allowed valuable data to 
stagnate rather than be used effectively 
to communicate with clients and drive 
revenue opportunities.

For many salons, this is a relatively recent 
tale, while for some smaller businesses 
it remains a reality. But the opportunities 
that are afforded by modern software 
solutions are not to be underestimated. 

Features such as online booking and email 
marketing have now been available for 
several years and are considered standard 
for today’s systems; however, successful 
salon owners are capitalising on facilities 
including client review management, 
industry benchmarking and remote 
appointment book access to develop their 
businesses and give them an edge over 
the competition.

take the plunge
Change can be daunting; particularly 
for salon owners who have worked in a 
certain way for a long time. “They may 
not have experience in using technology 
or have concerns regarding the efficiency 
of doing things in an entirely new way,” 
explains Rikki Tronson, product marketing 
manager at i-Salon.

But Rikki, who has a hairdressing 
background, says that software suppliers 
understand this and are on-hand to 
provide as smooth a transition to the 
digital world as possible. “We know there 
are very few salons with IT specialists to 
hand so we’ve made it very simple for 
salon owners to truly understand what’s 
available for them to reach their goal and 
what’s most suitable to their business 
needs,” he adds.

Of course, once the decision has been 
made to invest in a digitised system, 
the possibilities for enhancing client 
interaction and growing the business are 
virtually endless. 

“We know there 

are very few salons 

with IT specialists to 

hand so we’ve made 

it very simple for 

salon owners to truly 

understand what’s 

available for them to 

reach their goal and 

what’s most suitable 

to their business 

needs.”

All images Hair: Robert Masciave  
Photography: Alex Barron, Irena Eastington  
Makeup: Bella Simonsen, Sascha Rai  
Clothes Styling: Ceri Cushen
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“If done successfully, it can have a hugely 
positive impact on client retention, staff 
management, marketing and, more 
importantly, the growth of your business,” 
explains Sally Glover, sales and marketing 
manager at SalonGenius.
 
“Salon owners can rest assured that the 
correct software package can streamline 
all activities, leading to increased 
productivity, happier customers and higher 
profits,” she adds.

ware it well
The type of features offered by systems 
such as SalonGenius’ and iSalon’s, range 
from the basic online booking and stock 
control, to the more sophisticated, like 
salon apps and social media integration.

Let’s take the humble appointment book 
as an example: the heart of any salon 
operation. The most up-to-date software 
is mobile-optimised to enable busy clients 
to book on their smartphone or tablet 
while on the go. It can also automatically 
find the next opening at the end of 
an appointment and offer a pre-book 
opportunity for the client, therefore driving 
up the potential for repeat bookings.

At i-Salon, Rikki confirms the latest 
software development takes into account 
what the company has identified as the 
“top 10 issues salon owners face on a 
daily basis”. 

Marketing and customer service are major 
considerations here, addressed by the 
ability to interact with clients in our digital 
age – via text, email and, very importantly, 
through social media. One particular tool, 
Rikki explains, “allows salons to message 
their clients with many different types of 
special offers, birthday congratulations 
and appointment reminders, which 
dramatically reduces no-shows”.

Let’s take the humble 

appointment book 

as an example: the 

heart of any salon 

operation. The most 

up-to-date software 

is mobile-optimised 

to enable busy clients 

to book on their 

smartphone or tablet 

while on the go.
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*testimonials courtesy of SalonGenius

1
2
3

why invest?
The promise of a range of 
state-of-the-art features and 
fast return on investment isn’t 
necessarily enough: sometimes 
the word of fellow salon owners 
is equally important. Happily, 
there are many who speak highly 
of the benefi ts of installing a 
sophisticated software system, 
as Salon Business fi nds out*.

“We’ve used salon software for 
over eight years and watched 
the system grow to what it is 
today. The system is an ideal 
tool for hairdressers who need 
to monitor all aspects of their 
business from a daily sales 
sheet, to stylists’ fi nancial and 
actual performance, their retail 
turnover and the benchmarking 
process.”
ELLEN CONLIN HAIR AND BEAUTY

“The software is key to all 
aspects of running our day to day 
business, including point of sale, 
reconciliation, client database 
– we even get it to process our 
credit cards, making taking bills 
quicker and more seamless. 
The marketing reports make life 
so much simpler allowing for 
automated hassle-free strategies 
to be implemented. Using text, 
email, phone calls or letters is 
very effi cient and allows us to 
spend more time on what we do 
best – looking after our clients. 
It is very intuitive and works just 
like you would want it to.”
SEANHANNA GROUP

“Superb back up service and 
regular training coupled with 
frequent upgrades has meant 
that never before have we 
had our fi nger so fi rmly on the 
pulse of our business. Our 
team are visual learners and the 
graphs and starts make more 
sense than fi gure. We can see 
instantly how each individual is 
performing: fantastic for one-on-
one meetings. So much to offer 
in one easy-to-use package.”
JUDITH MCEWEN, TONI&GUY PERTH 
CENTRAL
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maximising income
Indeed, while no-shows present a 
historically significant hit to revenue 
and stylists’ time, thanks to the simple 
yet effective tools offered by modern 
software they have reduced dramatically. 
As Sally points out, this in itself makes the 
investment worthwhile. 

“The return can often outweigh this, 
because software can reduce your no-
shows by using automatic appointment 
reminders, as well as reducing admin time 
to allow more time on the shop floor with 
your customers,” she says.

Functions such as loyalty schemes and 
‘recommend a friend’ are also extremely 
popular, according to Sally, and offer a 
simple way to nurture the existing client 
base while opening it up to new business. 

Indeed, campaigns can even be set 
up specifically to target ‘non-returning 
clients’, such as the one offered by 
Shortcuts Software. “The software pays 
for itself over and over, making it an 
investment rather than a cost,” says the 
brand’s marketing manager, Paul Rose.

the extra mile
Surely the real beauty of today’s leading 
software packages is the fact that 
they can be made completely bespoke 
according to the needs of the individual 
salon. 

Functions can be added or removed in 
line with these needs, allowing business 
owners to target specific areas and deliver 
the highest quality service to their clients.

And such functions are constantly being 
developed, says Rikki. “The hairdressing 
industry is constantly evolving, therefore 
it’s important that the software systems 
evolve with it,” he says. “Systems will get 
faster with the advances in technology, 
and will become more detailed as we 
continue through the years.

“We’ve already added lots of ‘intelligent’ 
features around prompting a client that it’s 
time for them to get their hair coloured 
again, or the system might suggest that 
the client should buy the retail products 
you’ve just used on their hair in the salon. 
Or it might know who your Facebook 
friends are and encourage them to come 
into your salon,” he adds.

Of course, software is not only designed 
for ease of use to the client; many 
packages are built to allow stylists to 

access their column away from the 
reception desk, for example, or for salon 
owners to view how their salon compares 
to others regionally, nationally and even 
globally, Sally explains.

The fact that software solutions are 
evolving to such a sophisticated level is 
no coincidence, either. Suppliers take their 
customers’ feedback onboard and use it to 
make their systems as high-performing as 
possible. In effect, they’re developed by 
salon owners, for salon owners, as Rikki 
explains: “Without this vital information, 
we wouldn’t know exactly what our 
customers are looking for.”

*testimonials courtesy of SalonGenius

We’ve already added 

lots of ‘intelligent’ 

features around 

prompting a client 

that it’s time for 

them to get their hair 

coloured again, or 

the system might 

suggest that the 

client should buy the 

retail products you’ve 

just used on their hair 

in the salon.
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Take five minutes to improve your shopping 

habits, learn some tips on managing your 

team and see what the Emergency Budget 
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A truly successful salon relies on a 
team that’s committed and motivated 
and at the hub of the team, a dynamic 
manager.

Mark Mountney is the driving force 
behind the success of Zoology in 
London’s East End and knows only 
too well the trials and tribulations 
of keeping staff 
motivated.

Located in thriving 
Wanstead High 
Street, Zoology is a 
bustling salon that 
has stood the test 
of time, celebrating 
19 years in business 
this year. They have 
an impressive staff 
retention rate with 
80 percent of staff 
having worked 
at the salon for 
five years and 40 
percent for 10 years 
or more.  

Mark believes this is due to his 
commitment to a management style 
that centres on being consistent, 
developing a culture of trust, respect 
and kindness.

“There are two sides to being a good 
manager,” he says. “Leading a happy 
team so that clients want to use your 
salon, and ensuring your clients love 
what you offer. You can’t have one 

without the other as you wouldn’t 
have a business, and both are equally 
as important to get right.

“It sounds like such a simple way to 
approach management, and some 
‘experts’ might argue that it’s a soft 
approach, but I don’t believe so. In 
return, I think I get the same treatment 

back from my team, 
and it breeds a culture 
that makes Zoology an 
extremely happy place 
to work. Happy staff 
equals happy clients.”

Last year, Mark teamed 
up with his product 
company Redken and 
launched an incentive 
based around key 
elements of the working 
day. The prize was a 
voucher for a week’s 
holiday in January.

The focal points of 
the competition were 
based on targets around 

the vital areas that make a salon 
successful including retail, average 
spend, repeat bookings, team work, 
great communication with colleagues 
and clients, personal presentation and 
a positive attitude.

With a great prize on offer, staff were 
given an extra incentive to go the extra 
mile. The competition was carried out 
over six months and markers were 

LEAD 
FROM THE 
BOTTOM UP

Skilled leadership involves a fine 
balance of focussing on the goals 
of the business, while keeping 
your team enthused. Get this right 

and success will follow. 
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If people feel
they 

can approach
you, then 

you can address
any problems
straight away 

rather than
them building

and becoming a
bigger problem.
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down to business
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given each month for every team member to 
evaluate their performance.

“It was a great exercise in really focussing the 
team on the total salon experience. Including 
team work and communication as targets is 
a really good way to get the team to focus on 
your salon goal and what you need to deliver 
consistently, every day,” says Mark.

He believes it’s no coincidence that 
this added focus on the business 
using targets and an incentive of 
a paid-for trip helped the business 
enjoy its most profi table year to 
date.

“It’s great if you have a 
supportive product company 
that will contribute to the cost 
of a great prize like this, but 
you can do it on a smaller scale 
and still reap great rewards for 

your staff and the business,” adds Mark.

Part of his business strategy is to acknowledge 
what motivates every individual and to coach 
them personally to achieve their goals. 
Producing clear career ladders for each team 
member with relevant training both internally 
and externally is factored in.

“Rewards are really about the individual, 
some people like to have extra time off with 
their family, for others they like a bottle of 
Champagne. Most recently I took selected 
members of the team on a photo shoot, which 
they really enjoyed,” says Mark.

In any relationship in life, communication is key 
to it not breaking down and Mark emphasises 
the importance of this in the salon. Each week 
he holds an hour meeting and each team 
member is expected to come to the meeting 
with an idea to improve the business and to 
say what they want about the salon or the way 
the team is working.

“It’s a brilliant way to involve the team in 
the running of the salon and make them 
feel valued. It has defi nitely helped build the 
business,” says Mark.

Being a good listener and being aware of how 
approachable you are for one-to-one’s with 
staff, both formal and informal, he says, is vital.

“If people feel they can approach you, then you 
can address any problems straight away rather 
than them building and becoming a bigger 
problem. It’s good for them, good for you and 
good for your business.”

got five
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He believes it’s no coincidence that 
this added focus on the business 
using targets and an incentive of 
a paid-for trip helped the business 
enjoy its most profi table year to 

your staff and the business,” adds Mark.
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WHAT SHOULD SALON OWNERS LOOK 
FOR IN A NEW PRODUCT OR RANGE?
For salon professionals, 
confi dence is everything. Listen 
to recommendations, speak to the 
knowledgable staff in store and 
look at quality, respected brands for 
the price point you 
want to achieve. 

WHAT BRANDS DO 
YOU RECOMMEND?
Our new premium 
own-label brand, 
S.Professional, 
is an exclusive 
collection designed 
by professionals 
for professionals. 
The range is 
a collection of 
performance-
driven, technology-
led products 
developed using 
the highest quality 
materials.

WHAT’S SO GOOD ABOUT IT?
At a quality level that you can trust, 
the range includes key creative 
tools to provide hair and beauty 
experts with the most superior 
results. The products have been 

ergonomically designed to enhance 
comfort and reduce strain on the 
hands.

WHAT NEW TECHNOLOGIES SHOULD 
HAIRDRESSERS BE LOOKING FOR?
Salon Services’ development 

experts have 
created each and 
every product in the 
S.Professional range 
using the highest 
quality materials and 
the latest technology 
in the industry. 

Examples include 
the S. Professional 
24*7 Foil Cutter 
Machine, which will 
allow professionals 
to increase effi ciency 
by cutting down on 
the time they spend 
on foil preparation. 

There is also a spray 
bottle that dispenses 

a powerful continuous mist and 
the 360 degree multi-patented 
technology enables the spray to 
work when held at any angle.

Pro Series scissors are made with 

ARE YOU IN 
SHOPPING 
HEAVEN?

Wholesalers offer a fantastic 
shopping alternative for salon 
owners who want to see all that’s 
on offer and get their hands on it 

in an instant. But that in itself can 
be as problematic as it is beneficial. 

Here, we’ve caught up with Salon Services’ 
????? to help your next shopping trip go a 
little easier.
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the fi nest Japanese stainless steel and 
packed with professional-standard features 
such as ergonomic offset handles, convex 
edges for a smooth cutting action and 
hollow-ground blades.

S.Professional lightweight brushes also 
have graphite-coated aluminium barrels for 
extra fast, even and high heat distribution. 
They are static-free and ionic, with anti-
bacterial nano-silver technology.

WHERE CAN SALON OWNERS GET EDUCATION 
ABOUT NEW PRODUCTS?
All of the products in our new 
S.Professional range are listed on the Salon 
Services website here at so it’s a good idea 
to spend a little time reading up on what’s 
new. 

Professionals can keep updated on the 
latest products in this range and how they 
work via the website, or visit one of our 
250 stores where our expert trained staff 
are on hand to answer any questions and 
offer product advice. 

HOW WILL IT BENEFIT A SALON’S BUSINESS TO 
USE THE LATEST PRODUCTS AVAILABLE?
The new S.Professional product range 
gives hair and beauty professionals in 
the UK access to high-quality, premium 
products that deliver superior results while 
also providing comfort in use. Stocked in 
over 250 Salon Services stores across the 
UK, professionals can conveniently pick up 
these products on the high street or via our 
website. A superior product range offers 
more to your clients and enhances your 
professionalism. 
 
TELL US, WHAT IS THE MOST IMPORTANT 
THING ABOUT A PRODUCT RANGE FOR A SALON 
OWNER?
Professionals will have different priorities 
depending on their business and clientele, 
but ultimately it’s about using a product 
range that their customers love and that 
delivers the high quality results they need. 

got five
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Bobby Lane, business 
advisor and partner 
at accountancy firm 
Shelley Stock Hutter, 
explains what the latest 
Emergency Budget 
means for salon owners.

THE BUDGET 
AND YOU

36
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CORPORATION TAX
The rate of corporation tax is to be reduced 
to 19 percent in 2017 and then 18 percent 
in 2020. This makes the UK one of the 
lowest corporate tax regimes in the world 
and will continue to attract attention from 
international businesses looking to set up 
in the UK. However our largest companies 
are paying the same rate as our micro 
businesses. It would have been a further 
boost if a lower rate for smaller business 
owners had been introduced.

NATIONAL LIVING WAGE
The Chancellor announced the introduction 
of the National Living Wage from April 2016 
at £7.20 rising to £9 by 2020 for those over 
the age of 25. While this is welcome for the 
lowest paid employees in the country this 
could also have a negative effect on those 
businesses that have long term contracts 
with customers based on the current 
minimum wage, with no ability to increase 
their contracted prices. 

ANNUAL INVESTMENT ALLOWANCE
The increase in the Annual Investment 
Allowance to £200,000 from the anticipated 
drop to £25,000 in January, on an ongoing 
basis, is great news for those businesses 
that are looking to invest in qualifying plant 
and machinery. There will now be no need to 
rush capital investment plans.
 
APPRENTICESHIPS
The Chancellor has reinforced his message 
that he’s committed to training the next 
generation and has announced a further 3 
million apprenticeships. He’s also introducing 
a large firm levy on apprenticeships to ensure 
that larger companies do not benefit from the 
scheme without contributing.

 

DIVIDENDS
There were sweeping changes announced 
to the way that dividends are going to be 
taxed. For many years business owners have 
extracted their profits by way of dividends and 
received the tax credit. This is to be replaced 
by a £5,000 tax free allowance and then three 
new rates of tax 7.5 percent, 32.5 percent and 
38.1 percent. This has been done to bring the 
extraction of profit via dividends more in line 
with the rates paid on amounts drawn under 
PAYE. This will have huge implications for 
many salon owners deciding how they extract 
their profits and the associated cashflows in 
their businesses. x§Owners should now be 
discussing these changes with their advisors 
to identify the best way forward.

LANDLORDS
Changes were announced whereby the 
ability to deduct mortgage interest will now 
be restricted to the basic rate which will 
result in an increased tax bill for higher rate 
tax payers.
 
WHAT DID HE MISS?
There is still no further detail on any changes 
to the business rates system and how this is 
going to be changed to help salon owners. 
A review was announced but there is still 
no detail. Many salon owners would also 
have welcomed an increase in the limit on 
Seed Enterprise Investment Scheme from 
£150,000 to increase the ability to attract 
investment and there are still issues around 
raising finance for many start-ups and new 
businesses. The British Business Bank was 
introduced to deal with this but it remains an 
organisation cloaked in mysticism that most 
business owners do not recognise as adding 
any value. More information and education is 
required. 

This makes the UK one 
of the lowest corporate

 tax regimes in the 
world and will continue

 to attract attention from 
international businesses 

looking to set up
 in the UK.
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WHAT HAS NIOXIN DONE FOR YOUR 
BUSINESS? 
NIOXIN offers our clients something 
different, which helps to meet a specific 
need or concern. When they experience 
a NIOXIN treatment or service first hand 
they can feel the difference so the results 
speak for themselves. This has really 
helped drive the retail side of our business.

WHAT ARE THE MAIN BENEFITS OF NIOXIN 
FOR YOU?
Hair thinning is an increasing concern 
for men and women. There are so many 
reasons for hair loss or thinning, around 50 
in fact. There really is a growing demand 
for cosmetic solutions that can help deliver 
thicker, fuller-looking hair. When you use a 
product that delivers like NIOXIN and your 
client can feel the difference they’ll come 
back time and time again and trust your 
advice. 

WHICH OF THE THERAPIES IS MOST 
POPULAR WITH YOUR CLIENTS?
NIOXIN’s intensives are really popular. 

One of my favourite intensive treatments 
in-salon is Diaboost. This is a great product 
that actually thickens each hair strand. I’m 
finding that hair thinning is an increasing 
concern, so being able to offer solutions 
to your clients is so important. Seeing the 
difference it makes to their confidence is 
amazing.

DESCRIBE A CLIENT TYPE THAT IT HAS 
BEEN VERY SUCCESSFUL WITH.
There really isn’t one specific client type 
as NIOXIN is suitable for most clients. It’s 
important that the salon team are fully 
trained on NIOXIN and the benefits that it 
brings. This then enables them to be able 
to ensure they introduce them to the right 
treatments and retail products that will 
make a difference.
 
CATCH PART 2 OF OUR INTERVIEW WITH 
KAY IN THE NOV/DEC ISSUE.

FOR MORE INFORMATION ABOUT NIOXIN 
VISIT NIOXIN.CO.UK, CONTACT YOUR WELLA 
ACCOUNT MANAGER OR CALL 01202 595700

Thinning hair affects thousands 

of men and women across 

the UK, and those affected 

often feel they have no-one to 

turn to. NIOXIN is dedicated to 

delivering thicker, fuller-looking 

hair for every client, enabling 

every hairdresser to become 

more confident in this growing 

phenomenon. In the first of 

our education series, NIOXIN’s 

Education Ambassador Kay 

McIntyre of McIntyre’s, answers 

our gruelling questions about 

what NIOXIN can do for you. 

Here’s part 1.

advice

coach
thinninghair
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Davines collaborated with the non-profit Slow 
Food Foundation for Biodiversity in Italy by joining 
the Slow Food Presidia Project. The initiative aims to 
help relaunch the economy within specific areas of 
Italy, helping to prevent the extinction of vegetable 
species and local artisan traditions by supporting 
small-scale food producers and valuing their traditional 
knowledge.

This links in with Davines’ ethos to be sustainable and 
it provides unique ingredients in their products that 
support the philosophy of the brand and its fans.
 
The collaboration between Davines and the Slow 
Food Foundation came to fruition through the launch 
of its newly revamped and repackaged Essential 
Haircare range, which contains 25 products housed 
within nine families and caters to every haircare need. 

Products are free from sulphates and parabens, with 
each of the nine families containing a select active 
ingredient from a Slow Food Presidium grown in Italy 
that contributes to keeping alive vegetable species 
at risk of extinction. Product labels feature the story 
and name of the person who grew it with care and 
passion, which is important to Davines’ customers.

Roberto Burdese, member of the Slow Food 
International Executive Committee, says: “The 
agreement to pursue sustainability within Davines’ 
Haircare range, by including select active ingredients 
from our Slow Food Presidia, showcases its dedication 
to producing products that are conscious of the impact 
on the environment and the world we live in.” 
 

THE RIGHT 
KIND OF 
LEVERAGE

Collaborating with 
another brand can 
offer a wealth of 
benefits to help you 

grow your business 
– but it can also spell 
disaster. The key to success? 
Join partners with a brand that 
reflects the same ethos as 
yours. Do it how Davines does 
it…

got 
SalonBus

ine
ss
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SOLU (FOR ALL HAIR TYPES)
Contains extract of 
Valtellina Buckwheat from 
the farm of Mr Patrizio 
Mazzucchelli of Teglio 
(Sondrio), Slow Food 
Presidium.
 

MOMO (MOISTURISING 
PRODUCTS FOR DRY, 
DEHYDRATED HAIR)

Contains extract of 
yellow Cartucciaru di 

Paceco Melon from the 
farm of Mrs Francesca 

Simonte in Dattilo 
(Trapani), Slow Food 

Presidium.

NOUNOU (NOURISHING 
PRODUCTS FOR DRY, 
DAMAGED HAIR)
Contains extract of 
Fiaschetto di Torre 
Guaceto Tomatoes from 
the Calemone farm of 
Mr Mario di Latte in 
Serranova di Carovigno 
(Brindisi), Slow Food 
Presidium.

MELU (FOR LONG, DAMAGED 
HAIR)
Contains extract of Villalba 
lentil seeds from the farm 
of Mr Francesco di Gesu, 
Villalba (Caltanissetta), 
Slow Food Presidium.

VOLU (VOLUMISING FOR FINE, 
LIMP HAIR)

Contains extract of 
Caprauna Turnips from 

the farm of Mrs Donatella 
Ferraris, Caprauna 

(Cuneo), Slow Food 
Presidium.

MINU (FOR COLOUR TREATED 
HAIR)
Contains Salina Caper 
blossom extract from 
the farm of Mr Salvatore 
D’Amico, Leni, Salina 
Island, (Messina), Slow 
Food Presidium.

12
3
4

5
6

7
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DEDE (FOR DAILY USE ON 
ALL HAIR TYPES)

Contains extract of 
Orbassano red celery 

from the farm of Messrs 
Giancarlo and Doriano 
Pozzatello, Orbassano 

(Turin), Slow Food 
Presidium.

LOVE CURL (FOR WAVY, 
CURLY HAIR)

Contains extract 
of Noto Almonds 

from the farm of Mr 
Carlo Assenza, Noto 

(Syracuse), Slow Food 
Presidium.

LOVE SMOOTHING (FOR FRIZZY, 
UNRULY HAIR)

Contains extract of Sicilian 
Minuta Olives from the 

farm of Mr Carmelo 
Messina, Ficarra (Messina), 

Slow Food Presidium.

HERE ARE THE 
PRODUCTS AND THEIR 
ACTIVE INGREDIENTS 
FROM SLOW FOOD 
FARMS…

THE FACTS
Founded in 1986 in Italy, Slow Food is 
a global grassroots organisation that 
envisions a world in which all people 
can access and enjoy food that’s 
good for them; good for those who 
grow it; and good for the planet. This 
links the pleasure of good food with 
a commitment to local communities 
and the environment. Slow Food 
involves more than a million people, 
including chefs, activists, farmers, 
fishermen, experts and academics, in 
more than 158 countries.
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It was a dream come true for 

Marvin Francis when he was 

crowned winner of BBC3’s fi rst-

ever Hair contest in April last year. 

Now, just 16 months later, his 

triumph in the hotly-contested 

Hair programme has taken him to 

the cutting edge of hairdressing. 

He has a string of celebrity clients, 

is enjoying every moment of his 

rapidly-developing career and 

has the prospect of opening his 

own salon in London’s Notting Hill 

sometime next year.

time
question 

43
QuestionTimeSeptember.indd   43 02/09/2015   10:48



YOU FACED WEEKS OF DAUNTING 
CHALLENGES DURING THE FILMING OF HAIR. 
WHAT DO YOU THINK IT WAS ABOUT YOU THAT 
MADE YOU STAND OUT TO THE JUDGES?
I think my passion for hairdressing is 
what convinced judges Denise McAdam 
and Alain Pichon that I was the worthy 
winner.

ALAIN MUST HAVE SEEN SOMETHING IN YOU 
HE LIKED [ASIDE FROM YOUR OUTSTANDING 
TALENT] AS HE TOOK YOU UNDER HIS WING. 
IS THAT RIGHT?
After filming was completed, Alain 
got me a prestigious job with Vogue 
Hommes International, working with the 
head stylist. That was a very big step 
for me.

AND THE VERY NEXT DAY AFTER YOU WAS 
ANNOUNCED AS THE WINNER OF HAIR, YOU 
FLEW OUT TO VENICE TO WORK AS A STYLIST 
ON THE DIESEL AUTUMN WINTER 14 FASHION 
SHOW. HOW WAS THAT?
It was amazing. I then went on to assist 
a well-known hairstylist on shoots with 
magazines such as Harpers Bazaar and 
Vogue Hommes International, as well as 
doing campaigns with TRESemmé. I’m 
now hairstylist for the House of Celeb 
Boutique advertising campaigns and 
I work with numerous celebrities and 
models as well.

SO WHERE DID THIS PROMISING CAREER 
BEGIN?
I started hairstyling when I was just 13 
[he’s now 27], doing my little sister’s 
hair for school. I specialise in braids, 
weaves and extensions and make my 
own wigs from home, most of which I 
taught myself. I am a perfectionist and 

I love a challenge. I’ve given everything 
a go – from cuts to colours, weaves and 
bridal hair, from Afro to European hair.

WINNING HAIR MUST HAVE BEEN JUST 
THE CONFIDENCE BOOST YOU NEEDED TO 
DEVELOP YOUR SKILLS, BUT WE HEAR YOU 
VERY NEARLY DIDN’T TAKE PART. WHY WAS 
THAT AND WHAT CHANGED YOUR MIND?
I’ve always done hair in my house, 
mainly family and friends, and then 
I was getting a lot of other clients 
through word of mouth, so I did think I 
must be fairly good. But when a friend 
sent me a link to the competition, I 
thought to myself that I could never win 
so I put it to one side and forgot about 
it. Then I decided I had nothing to lose, 
so I entered, within the last minutes of 
the closing deadline.

HOW WAS IT APPEARING ON THE SHOW?
The show was an amazing experience, 
though it was scary with one challenge 
after another and I actually broke down 
a couple of times. Styling my mum 
for the final challenge was one of 
the highlights. I felt I could push the 
boundaries because I knew she’d do 
anything to help me win. To be able to 
share the winning moment with her was 
the best feeling ever. She was so proud.

WHAT DO YOU THINK STOOD OUT FOR 
THE JUDGES?
I think the judges recognised my 
passion for hair as well as my talents, 
but I couldn’t believe it when my name 
was called out as the winner. I couldn’t 
have wished for anything more, it was a 
dream come true and it has helped me 
progress in so many ways.

SO WHAT’S NEXT?
I just want to learn as much as I can. 
Everything I do is self-taught, but I’m 
always willing to learn and my ultimate 
aim is to be up there with the very 
best in the hairdressing world. I’ve 
already launched my hair extension 
range and plan to produce a range of 
haircare products and styling tools too. 
My dream is to have my own salon in 
Notting Hill – not just a hair salon but a 
one-stop shop where people can come 
and spend the day getting pampered 
and go out looking and feeling good.

It was amazing. I then 

went on to assist a well-

known hairstylist on 

shoots with magazines 

such as Harpers Bazaar 
and Vogue Hommes 
International, as well 

as doing campaigns 

with TRESemmé. I’m 

now hairstylist for the 

House of Celeb Boutique 

advertising campaigns 

and I work with 

numerous celebrities and 

models as well.
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Hair: Verity Faichen, Daniel Gray 

Hairdressing Makeup: Paula Maxwell

Styling: Natalie Armin

Photography: Jay Mawson

H
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Indulge your creative side with our in-depth 

interviews including with the iconic Trevor 

Sorbie and his young protege Tom Connell. 

P48 SCHWARZKOPF 
PROFESSIONAL INDULGES 
ITS AUDIENCE IN THE 
CODES OF COLOUR

P52 GOLDWELL HOSTS ITS 
ANNUAL SUMMER PARTY 
AND ANNOUNCES THE 
COLOR ZOOM WINNERS

P56 HUNDREDS OF 
BUDDING ENTREPRENEURS 
HEAD TO WELLA BUSINESS 
NETWORK LIVE

P60 GO BIGGER WITH 
HAIR EXTENSIONS. WE’VE 
TRACKED DOWN THE 
KNOW-HOW TO GET YOU 
STARTED

P70 STEP INSIDE HOOKER 
& YOUNG’S LATEST ABODE

P74 FASHIONS ARE EVER-
CHANGING BUT WITH OUR 
SHORT FEATURE YOU CAN 
KEEP UP-TO-DATE WITH 
WHAT YOU NEED TO KNOW 
FOR THE SEASON AHEAD

P80 NEVER TOO OLD 
TO LEARN WITH ONE OF 
HAIRDRESSING’S BIGGEST 
NAMES: TREVOR SORBIE

P84 KIT BAG: IS YOURS UP 
TO DATE? 

P87 ONE ITEM NO 
HAIRDRESSER SHOULD 
EVER LIVE WITHOUT

P88 COLLECTIONS: 
THIS IS WHY WE LOVE 
HAIRDRESSING
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Hosted by Head of 
Education and Events, 
Stephen McDowell, the 
afternoon kicked off with 
Schwarzkopf Professional 
International Colour 

Ambassador, Lesley 
Jennison, decoding the 
colour concept live onstage. 
She demo’d her latest 
innovative techniques, 
giving the audience an 48

The Schwarzkopf Professional Colour 
Decoded tour reached its final stop at East 

Wintergarden in London’s financial hub 
Canary Wharf. 

colour
code
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WE HAVE such a 

strong team of talent 

at SCHWARZKOPF 

Professional, and to 

be ABLE to take this 

around the COUNTRY 

and show off our 
INSPIRATIONAL 

TECHNIQUES and 

innovation has been 
INCREDIBLE.
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exclusive insight into the work 
of a maestro.

Talking through this year’s 
colour launches from the 
brand, Lesley showcaesd the 
pretty pastels of Pearlescence 
– shown beautifully with her 
‘cloud’ technique for a soft, 
candyfloss finish. She then 
moved on to the beautiful 
brunettes of High Power 
Browns and the Kiss technique 
for the softest of ombres. 

Lesley let her creativity run 
wild, incorporating elements 
of the entire Schwarzkopf 
Professional Igora Royal 
portfolio for her final ‘half and 
half’ look.

No colour would be complete 
without the styling, so 
Essential Looks Ambassador, 
Andy Smith, took to the stage 
to explain his cut and finish for 
each model, explaining how 
best to show off the beautiful 
colour techniques.

Following a break of bubbles 
and canapés, the 350-strong 
audience returned to see the 
Essential Looks SS15 Modern 
Style collection brought to life. 
Essential Looks ambassadors 
Dylan Brittain, Charlie Taylor 
and Suzie McGill presented 
their interpretations of the 
three trends: Pearlescent Girls, 
Hippi Glam and Rok Chik to the 
awe-inspired crowd. 

With the tour visiting 
Edinburgh, Manchester and 
Bristol previously, the grand 
finale in London provided an 
exciting night of innovation, 
inspiration and high-octane 
education.

“We’ve loved every minute 
of this amazing tour,” said 
Stephen. “We have such 
a strong team of talent at 
Schwarzkopf Professional, 
and to be able to take this 
around the country and show 
off our inspirational techniques 
and innovation has been 
incredible.”
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Held at The Freemasons 
Hall in London, the GOLD, 
SILVER and BRONZE 
winners were announced to 
450 attendees.

This year’s Color Zoom 
trend, Traditional Rebels, 
was incorporated into 
every element of this year’s 
spectacular event. For 
one night only Goldwell 52

Goldwell hosted its annual Color Zoom 
Summer Party to announce the Color 

Zoom ’15 UK Winners to an excited 
450-strong audience. 

summer 
soiree
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transformed the historical 
Freemasons Hall library and 
museum into an artistic hub to 
announce the Color Zoom UK 
winners. 

There were decorative 
stuffed animals layered with 
embellishments, the DJ 
set placed in a grand piano 
and clashing graffiti doused 
throughout the venue…
GOLDWELL certainly set the 
scene for elaborate Color Zoom 
celebrations.

To start the show, Mark 
Leeson, Goldwell Global 
Creative Ambassador and 
British Hairdresser of the Year, 
styled 12 individual models 
for an exclusive 10 minute 
catwalk takeover. Incorporating 
the evening’s manifesto, 
the models were styled in 
Alexander McQueen; Turning 
Disharmony into Unexpected 
Elegance.

Nick Wood, President of Kao 
Salon Division UK & Ireland, 
then welcomed everyone 
to the event and introduced 
John Moroney, Education 
Salon Global, to the stage to 
introduce the UK finalists. 

John explained how the UK 
entries are first judged by an 
expert panel in the UK, who 
select the finalists. These 
entries then go through an 
international judging process to 
select the UK winners in each 
category. This was followed 
by one of the UK’s finest rising 
stars, Becky Hill, performing 
chart topping songs such as 
Afterglow, Loosing and Caution 
to the Wind. 

The Gold Award category 
winners will now be invited to 
an all-expenses paid trip, for 

them and their model, to the 
international live finale in Las 
Vegas. Here they compete 
against other national winners 
to become one of three Global 
Color Zoom winners and take 
their place in the Color Zoom 
Creative Team. 

THE COLOR ZOOM ‘15 UK 
WINNERS ARE:

CREATIVE COLORIST CATEGORY 
GOLD: Esther Layo – Hare & 
Bone, London  
SILVER: Paula Grocock – Toxic 
Cherry, Leicester
BRONZE: Clair Hawkins – 
Rumour Hairdressing, Essex

RUNNERS-UP:
AMY O’KEEFFE – Hare & Bone, 
London
CAROLINE BRAND – Oracle 
Hairdressing, Chippenham

NEW TALENT CATEGORY
GOLD: Natalie Cara Jones – 
Cameo, Herefordshire
SILVER: James Hayter – Edge 
Hairdressing, Suffolk
BRONZE: Kirstie Louise 
Smith – Gerard Hairdressing, 
Linconshire

RUNNERS UP:
Trudie Wilkinson – Gloss 
Hairdressing, Yorkshire
Naomi Walters –The Salon, 
Somerset

PARTNER CATEGORY
GOLD: Nicholas Holmes – 
Hobson + Holmes, Durham
SILVER: Nicola Smyth – Nicola 
Smyth Award Winning Hair, 
Leamington Spa
BRONZE: Paul Scully – Scully 
Scully, Surrey

RUNNERS UP:
Rebecca Counsell – Hare & 
Bone, London
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Held at the newly 
refurbished Belfy Hotel in 
the West Midlands, the 
2015 Wella Professionals 
Business Network Live 
was hosted by comedian 

Lenny Peters, setting the 
foundations of a fantastic 
networking opportunity. 

The insightful speakers 
included Andy Lopata – an 56

Once again, Wella Professionals Business 
Network Live provided an inspirational two 

days with some of the most iconic speakers 
out there. 

time for 
business
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expert in networking, who 
gave valuable hints and 
tips on how to build your 
networks. “Talk to people 
outside your own business, 
ensure everyone has a 
mentor and find someone 
that will push you out of your 
comfort zone,” he said.

A man that knows a lot 
when it comes to team 
work, Sir Clive Woodward, 
previous head coach for the 
winning World Cup Rugby 
Team offered some words 
of wisdom: “If you look after 
your team they’ll look after 
your clients, capture and 
develop knowledge while 
ensuring you get 100 percent 
agreement from everyone.” 

Understanding future trends 
was the topic of speaker 
Richard Watson. “People 
are forgetting how to talk 
and we’re in a place where 
we’re losing meaningful 
communication,” he said. 
“Hairdressing can do more 
to raise the importance of 
communication.” 

Last on for day one were 
husband and wife singing 
team David and Carrie Grant 
where the audience worked 
on their singing skills, creating 
a fantastic atmosphere before 
the lavish dinner and dancing. 

Day two saw Restoration 
Man presenter George Clarke 
sharing the importance of 
mentors and how in his life 
they’ve helped him take steps 
into the unknown. A standing 
ovation followed inspirational 
model/tv presenter Katie Piper 
who shared her emotional 

story. “The human spirit is 
a powerful tool we’ve all 
experienced it and been 
touched by it,” she said. 

Closing the day was 
hairdressing legend Nicky 
Clarke who gave an open and 
frank insight into his world 
providing the audience with 
a direct link to their own 
businesses.

The day also included the 
EIMI Try Me Style bar where 
the EIMI Style team Natasha 
Dalziel, Cheynes; Nestor 
Sanchez Gomez, HOB Salons; 
Harriette Calvert, Nicky Clarke; 
Rudi Rizzo, Sanrizz; and Tom 
Wright, Soul Hair were on hand 
to introduce the range to the 
attendees.

Guests left energised to 
improve their own businesses.

PEOPLE ARE 

Forgetting how to 

TALK and we’re in a 

place where we’re 

losing MEANINGFUL 

communication. 

HAIRDRESSING can 

do more to raise the 
IMPORTANCE OF 

COMMUNICATION.
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The hair extensions 

market is rapidly growing 

with new technology 

allowing manufacturers 

to develop more styles 

to suit a variety of hair 

needs. From selecting 

the right brand to advising 

on maintenance, we 

discuss how to boost your 

business with extension 

services... 

 benefitslengthy
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one for all
With a market no longer exclusively 
dedicated to those craving extra length, hair 
extensions are no longer reserved for the 
young or starstruck celebrity fans. 

Most of your clients can now benefi t from 
some type of extension, whether they’re 
suffering from thinning hair or just want 
to try a high fashion colour without the 
commitment or having to worry about hair 
damage. 

“I fi nd that around 90 percent of clients that 
come for a consultation can benefi t from hair 
enhancement,” says James Henderson, UK 
Trade Ambassador for Great Lengths and Co-
Founder of M Hair, Nottingham. 

“The main reasons are to boost length or 
volume, but we also have clients who want 
to try a colour trend without damaging their 
hair with bleach or by over-colouring.” 

No longer reserved for special occasions, 
extensions also offer clients the opportunity 
of glamorous tresses everyday. “The single 
biggest benefi t has to be the confi dence they 
give clients,” said Victoria Lynch, Founder 
of Remi Cachet. “Many wearers now have 
extensions 365 days of the year and feel 
naked without them.” 
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®

• Hairaisers Professional Dual System 
Our advanced bonding techniques gives you  
the freedom to transform client’s hair and create  
a natural long-lasting result every time.  

• Mini Micro Ring Technique 
Gain the knowledge of a simple long lasting  
application method. Free from heat, glue and sewing. 

• A-List Weave 
The A list weave has been brought to you as an 
express hair extension application method - minimising 
fitting time to 1 hour with extensions that can be worn 
for up to 10 weeks with no in-salon maintenance. 

• Braid Base/Braid Connect Technique 
Producing fabulous results which blends in perfectly 
with any hair type and free from glue and heat. 

Offering a first class professional 
education program, with a variety of 
courses to select from. Our Education 
Team have been specially trained in Italy 
to offer you innovation and excellence 
in the world of hair extensions, providing 
education beyond expectations.

For further information on Hairaisers Training, or if 

you would like to know more about our Hairaisers 

products please email info@hairaisers.com

R A I S I N G  E X C E L L E N C E

0208 965 2500 www.hairaisersshop.com 

 facebook.com/hairaisers.london   

 @hairaisers 
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how it’s done
There’s a huge variety of choice available 
when it comes to the application method. 
“Great Lengths offer two types of premium 
quality human hair extensions options,” 
continued James. 

“The most popular option is pre-bonded 
extensions, which are applied to hair, around 
a supporting section of hair, using a classic 
heat or cold fusion technique. Heat is used 
to soften the bold, allowing it to be secured 
around the supporting hair. 

“The second Great Lengths option is GL 
Apps – a new tape-in extensions system. 
Small panels of hair are applied close to 
the roots (under a layer of hair) and each 
application lasts for around four weeks, but 
the panels can be re-taped and re-applied up 
to four times.” 

bespoke 
service
The importance of having so much choice 
with brands, application methods and shades 
is that you tailor the right technique and 
product to every client.

Tom Maddison, Hairaisers Educator, 
explained the importance of customising 
the hair to the clients budget and individual 
preferences: “We offer a variety of types 
of hair to suit different budgets. From the 
luxurious Remy collection and popular Blue 
Label to our budget friendly Supermodel 
and Black Beauty ranges, Hairaisers pride 
themselves in providing an option for 
everyone. 

“There are also a variety of technologies 
available including the new Hairaisers 
Professional Dual System, which offers 
stylists the options to choose from flat tip or 
rounded extensions, which are bonded to the 
hair using a Keratin glue which mimics the 
hair’s natural structure.” 

Michelle Griffin of The Michelle Griffin 
Academy, says: “Texture, density, colour, 
lifestyle and condition of the hair have to be 
taken into account.”

An in-depth consultation is key to determine 
the correct type of extension for the 
individual client. “During the consultation, 
we assess the condition of hair and if it’s not 
in a healthy state, we encourage them to 
use a course of hair treatments first,” adds 
Inanch Emir, multi-award winning Artistic 
Director of Inanch London, who recently 
launched her own range of premium quality 
hair extensions.

“There are also 

a variety of 

technologies 

available including 

the new Hairaisers 

Professional Dual 

System, which offers 

stylists the options 

to choose from 

flat tip or rounded 

extensions, which 

are bonded to the 

hair using a Keratin 

glue which mimics 

the hair’s natural 

structure.” 
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the right 
training
As well as investing money on purchasing 
the hair and essential application equipment, 
salons and stylists will also need to undergo 
training to learn how to apply the extensions. 

“To be able to purchase Great Lengths hair 
for application, stylists have to undergo 
the dedicated foundation course,” James 
explained. “The course is priced at around 
£1,200, but most stylists find this cost has 
been covered after four or five full head 
applications.”

Even if training isn’t necessary to buy your 
chosen brand, it’s worth doing, to get it right. 
It will ensure your staff not only provide a 
flawless service, but are able to talk to their 
clients about it.

“A lot of people hear horror stories about 
extensions, so the best way to speak to 
your clients is to be honest, “ says Nathalie 
Bayley of Percy & Reed, London. “Explain 
that damage can be done but they can avoid 
this by making sure they brush their hair daily 
and get regular blowdries with their stylist.” 

Education can also help you upsell the 
services. “When you attend any of the 
Hairaisers courses, within the starter kit you 
receive a ‘how to market your extensions 
pack’ which will give you advice on how to 
sell the extensions services in salon and 
online,” says Tom.

sell your 
salon
Extensions are a huge outlay and 
commitment for most clients so it’s 
important to let clients come to their own 
decision about adding additional hair. 
“We never pressurise clients into having 
extensions and advise them to go away and 
think about it before making their decision,” 
said Inanch. 

Once clients give the nod, they then ensure 
their hair stays in tip-top condition by 
encouraging mini-interval hair services with 
an in-salon treatment. 

Arranging for models to display your 
extensions is also another option to get 
clients excited, as Victoria says: “Having staff 
wearing extension is key to be able to show 
people. Likewise having the equipment, such 
as colour rings, out on display could be a 
talking point.” 

Announcing your new menu via social media 
may generate awareness and interest in your 
extension services too, as Victoria added: 
“Social media is increasingly important for 
salons to share their work. Remi Cachet 
offers pre-designed artwork specifically to 
show how the extensions are applied and 
the transformations available.”

after care
Aftercare is as important as finding the 
perfect type of extensions when it comes 
to keeping hair looking natural and in its 
best condition. “I recommend a check-
up appointment around two weeks after 
application,” said James.  

After investing a large amount of money on 
their hair, the majority of clients will want to 
keep it for as long as possible so it’s up to 
you to tell them how. “If they look after their 
hair they can last for six or seven months, 
but they do however have to be removed 
when a gap starts to appear between the 
root and the bond. This is because, as the 
hair grows, it’s more likely the bonds may get 
tugged during styling,” James added. 

Why not follow in the lead of Bruno Marc 
of Marc Antoni, who retails a Beauty Bag, 
which contains everything the client needs 
for aftercare for £54.95? 

There’s certainly an opportunity there. Will 
you take it?

“Even if training isn’t 

necessary to buy 

your chosen brand, 

it’s worth doing, 

to get it right. It will 

ensure your staff 

not only provide a 

flawless service, but 

are able to talk to 

their clients about it.” 
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O F  L E N G T H

Enhance your clients’ natural hair with our world renowned hair extensions.

Join the Artisans and become a Certified Great Lengths Extensionist.

Contact our education experts on training@greatlengthshair.co.uk
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the 
fourth 
service

As the extensions 

service makes 

its mark, you’re 

faced with 

numerous 

products to 

choose from. To 

make life easy, 

we’ve chosen 

some of our fave 

products to satisfy 

your clients.

SUPER
The Remi Cachet Super Ring 

aims to help its extension-
ists with the perfect colour 

match as a visual guide. Each 
colour feral is two inches 

wide and six inches long to 
give plenty of hair density. 

RRP: POA
INFO: REMICACHET.COM

STAR-WORTHY
A List hair 100 percent Remy double 
drawn human hair extensions are of 
the highest quality, boasting the most 
luxurious silky and shiny hair. Perfect 
for those who require thicker, fuller and 
longer hair for up to six months, A List 
hair extensions are available as individual 
pre-bonded hair extensions or as a weft.
RRP FROM £36.95
INFO: HAIRAISERS.COM

TIME SAVER
Flat hair woes, style slumps and 
colour conundrums can now be 
banished with ease thanks to GL 
Apps hair extensions from Great 

Lengths. Lasting up to four weeks, 
GL Apps add volume, length and 

colour in a fraction of the time and 
for a fraction of the cost of classic 

pre-bonded hair extensions.
RRP: POA

INFO: GREATLENGTHSHAIR.CO.UK/HAIR-
EXTENSIONS/GLAPPS/

elegant & luxurious hair extensions stylists love
to work with.  remi cachet offers a range of 100%
human hair extensions to suit different budgets and
application from pre-bonded (including the
revolutionary Ultratipstm and minitipstm),
wefts and tape hair. Supported with an extensive
range of  equipment & tools to make your life easier,
a full aftercare range and haBia accredited
training by fellow professional extensionists.

w w w . r e m i c a c h e t . c o m

Salon Media Advert_Remi Cachet  18/08/2015  12:47  Page 1
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As a fi nalist in the Salon Business 

Awards Design Salon of the Year, there 

is a huge fan base of Hooker & Young’s 

fi fth Salon at SB HQ. So much so we 

knew we had to share it with you.
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North East power couple Gary Hooker and 
Michael Young have been perfecting their 
brand over the last 19 years – and it shows. 
The Ponteland destination marks their fifth 
salon and epitomises everything Hooker & 
Young stands for: It’s bespoke, intimate and 
highly sophisticated. Not that your average 
Joe would know its potential from its 
former workings: 

“It was a working newsagent in the heart 
of Ponteland before we transformed it into 
a hair and beauty salon,” says Hooker & 
Young. 

They had to strip everything out and take 
it back to basics to be able to start from 
scratch and add their own personality. “We 
opened up the building to create more 
space and light. We knocked through the 
ceiling to create a colour room and separate 
hair spa to enhance the client experience,” 
they add.

“We wanted this salon to feel welcoming, 
like you were coming home, but to do so 
we had serious building work to deal with.”

They transformed the 
layout of the building, 
which involved 
costly structural 
work, including 
a new roof, new 
timber and building 
a car park. “Sorting 
the structural 
engineering of the 
building was by far 
the most expensive 
element of the 
salon.”

Everything you 
see in the salon is 
completely bespoke 
too, adding to the cost of the refurb. “We 
could have bought cabinets, reception 
desks, etc, already made, but we wanted to 
create somewhere as special as home, so 
we worked closely with local carpenters to 
help secure the intimacy Ponteland offers,” 
they add.

Their favourite feature is something you 
can’t put your finger on, but a valid choice, 
none the less. “Our favourite feature has 
to be the intimacy of the salon. It’s warm, 
friendly and homely. We designed it not 
to be cluttered, or too open and sparse 
but somewhere you would instantly relax 
as soon as you stepped in the door. We 
believe this has been achieved and the 
client feedback we’ve received indicates our 
clients agree,” they say.

As colour is a big part of their business, 
they wanted to create as much natural light 
in the salon as possible. The upstairs colour 
suite is flooded with daylight and is a great 
space for applying colour. The other areas 
of the salon use artificial lighting to create 

Our FAVOURITE 

FEATURE has to be the 

INTIMACY of the SALON. 

It’s warm, FRIENDLY 

and homely. 
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various atmospheres, 
from relaxing down 
lighters in the hair spa 
to precision lighting at 
the retail space.

The delectable 
duo add: “We took 
influence from 
cosmetic halls and 
beauty boutiques such 
as SpaceNK and Jo 
Malone. In fact, we 
were asked to leave 
Fenwicks for taking 
photographs in their 
beauty department.”

As stunning as the design is, Hooker & 
Young have always made sure they don’t 
take their eyes off the ball when it comes to 
the crux of what running a salon’s all about. 

For their final word they say: “We maintain 
a high standard and level of service that 
our customers love and the salon design 
reflects this. We focus on what suits 
our client, their lifestyle; what we call 
wearable hair. Our clients can expect a 
luxury boutique style experience, with a 
hair massage and full length massage chair 
while they’re getting their hair washed, a 
choice of HD brows, a manicure with Essie 
nail colours or the new LVL lashes. The 
salon has been designed with the client 
experience in mind, which is what we’re all 
about at Hooker & Young.”

We MAINTAIN a high 

standard and LEVEL 

OF SERVICE that our 
CUSTOMERS LOVE 

and the salon design 

REFLECTS this.
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new season, 
new trends
AW15: 
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Meet the hottest 

autumn winter 15 

trends straight from 

the catwalk. From 

new statement 

fringes to this 

season’s braids and 

the textures set to 

shape the season 

ahead, you’ll fi nd all 

the inspiration you 

need here...

[Seen at: Costello
Osman, Mara Hoff man,

 and Jacob Birge]
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Another take on the wave trend was 
head stylist and KMS ambassador 
Sam Burnett’s side-pony creation of 
natural-looking waves at Bora Aksu, 
complete with an embellished crystal 
hair slide to secure the sweeping 
fringe into place.

Statement fringes continued at JJS 
Lee, where L’Oréal Professionnel’s 
Halley Brisker rewound time back 
to the designer’s childhood spent in 
Korea. Think short boyish style paired 
with heavy duty fringes and subtle 
hints of softness to give child-like 
shine. 

However, at Ashish, fringes took on 
a tougher look with models donning 
faux undercuts and colourful fringe 
pieces in lilac, pink or black to create 
a modern punky vibe, lead by Ali 
Pirzadeh for L’Oréal Professionnel. 

full 
frontal

[Seen at: Bora Aksu
Osman, Mara Hoffman,

 and Jacob Birge]
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Backstage at fashion week in Paris, Eugene 
Souleiman, Global Creative Director at Wella 
Professionals created a strong and powerful, slightly 
aerodynamic look at Issey Miyake, inspired by the 
Victorian era. 

Parted into a severe V-shape, the hair took on a 
graphic, wet look on top and sides but the back was 
a contrasting explosion of soft, crimped texture. 
“We first experimented with crimping last season, 
which forced me to rethink an old technique, 
shaking off the eighties connotations and finding 
new ways to make the effect look tasteful,” says 
Eugene. 

Meanwhile in London, styling guru Luke Hersheson 
drew inspiration from Teddy Boys, giving models 
quiff-like shape at the front with pared down, free 
flowing texture at the back as they took to the 
Roksanda runway. The end result was a modern 
day version of fifties pinup Betty Page, showcasing 
freshly washed waves and back combed roots 
for volume. “I wanted it to look like the hair just 
happened to be like that,” Luke explains. 

A similar vibe could be spotted at the Mark and Estel 
show in New York where the Paul Mitchell team 
created magnificent windswept waves for the new 
season and also at Calvin Klein. te

xt
ur

e 
ch

an
ge

s
[Seen at: Giles,

Bora Aksu,
 and Jacob Birge]
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Undeniably, braids remained a key 
trend on the catwalk this season but 
were more inspiring than ever, worn 
both classically and with a modern 
twist. We spotted French braids at 
Giles Deacon and a clever five-strand 
braiding technique being used to 
revamp the classic style by Toni&Guy 
at Jacob Birge’s autumn show. 

Tempted to give it a whirl? Ease 
yourself into it by starting small 
– braids challenge the best of 
hairdressers but it’s worth putting in 
the time to hone your skills as this is 
one trend that’s here to stay. One of 
our favourite looks was the woven 
warrior-like braids created for Mara 
Hoffmann by the Catwalk by Tigi team 
to complement the designer’s jedi-
inspired collection. 

classic fancy

[Seen at: Giles
and Osman]
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sky highOver at Peter Pilotto, hair took a 
handsomely boyish approach with 
mousse as the go-to product for thicker 
texture. L’Oréal Professionnel’s Anthony 
Turner blowdried the model’s hair 
forwards then used his fingers to swish 
a deeply-sided curve fringe, adding a 
small ‘S’ bend at the temple to nod to 
the racing track patterns seen in the 
collection. 

There was a nod to masculinity at 
the Paul Smith show too, where the 
legendary Sam McKnight created an über 
modern pony, inspired by sporty pictures 
of women in the thirties, to complement 
the designer’s beautifully tailored 
collection.

m
asculine nuances

The updo has had a transformation 
and this autumn hair should take on a 
whimsical and windswept look, rather 
than anything too contrived. Robert 
Eaton, lead stylist for System Professional 
LuxeOil created the look at PPQ’s show – 
an elegant updo featuring a combination 
of pressed curls against sleek structure, 
gently teased out to create a new and 
modern gothic feel. 

Over at Marc Jacobs, Redken Global 
Creative Director Guido opted for a more 
chic, sculptured updo but left the ends of 
the top knot ticking out, sculpting them 
into shape with high control hairspray. 
“It’s really a very simple knot at the top 
of the head, but the key is the sculpture 
of the head shape, which elongates and 
accentuates the neck very much like a 
swan,” he explains.

A ‘tucking in’ twist was added to updo’s 
this season by Toni&Guy at Jean-Pierre 
Braganza, where the hair texture was 
sleek and natural. On a similar note, Pam 
Hogg’s Diamond Dogs and Daemons 
show sent models strutting down the 
catwalk with hair that was tucked under 
into a messy, faux bob. 

One final thing to take heed of for the 
new season ahead is that partings have 
become a whole trend in themselves. At 
Osman, loose lengths were worn with a 
deep side parting and a high-shine finish, 
whereas at Sass & Bide the parting was 
less extreme but hair was effortlessly 
dishevelled giving it a ‘lived in’ vibe. 

The moral of the story this autumn? Have 
fun…

[Seen at: Giles,
Jean-Pierre Braganza, 

Bora Aksu
and Osman]
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never
too old
to learn
Working for a man such 

as Trevor Sorbie makes 

every day inspirational. Yet 

when we offered one of 

his [many] proteges, and 

the recently promoted 

Tom  Connell, a chance to 

grill this hairdresing great, 

he jumped at the chance. 

We had to, of course, offer 

Trevor the chance to grill 

the Assistant Art Director  

back. Let’s see who learnt 

more from the experience.
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CAN YOU REMEMBER YOUR FIRST DAY IN 
THE SALON?
It was right at the start of the 
vardering process. I was so nervous, 
not about the work I would do but 
because I’d built this idea of how the 
brand would work in my mind and I 
was scared incase it didn’t live up to 
expectations.

WHAT’S THE BIGGEST LESSON YOU’VE 
LEARNED SINCE YOU STARTED WORKING 
IN THIS SALON?
Not procrastinating! I used to come 
up with all these ideas for projects 
and kept putting them off just incase 
they failed because I cared so much. 
 
SO YOU’VE FACED YOUR FEARS?
Defi nitely.

WHAT DO YOU LOVE ABOUT 
HAIRDRESSING?
I can’t honestly put my fi nger on it. 
It’s the only thing that’s ever caught 
my attention. I get bored easily. 
When you’re a kid, you try so many 
things like guitar, etc but hairdressing 
captivated me.

WHAT’S BEEN YOUR BIGGEST 
ACHIEVEMENT IN HAIRDRESSING TO 
DATE?
Defi nitely doing my one-man show 
at Chelsea Theatre [Tom presented 
four models that he cut onstage as 
well as a new collection and a video 
to Trevor Sorbie team members 
from all four salons and press. He 
talked through his looks, techniques 
and thinking, drawing whoops of 
appreciation with his more daring 
cuts, as well as pearls of laughter for 
his hugely entertaining and engaging 

presentation style.] I wanted to 
see if I could do it; I always went 
to shows and had this idea about 
doing it completely differently so I 
challenged myself. I didn’t want to 
just be ‘getting by’. If I said what I 
wanted to say and it fell fl at I would 
have given up.

WHO HAS BEEN YOUR BIGGEST 
INFLUENCE IN YOUR CAREER SO FAR?
My dad. If you think I’m crazy about 
the industry, it’s nothing compared 
to my dad. When we were kids he’d 
go on holidays for two weeks down 
to places like Vidal Sassoon and just 
do courses. When other dads were 
telling their children about all the top 
footballers, my dad was telling me 
about the greats in hairdressing from 
Roger Thompson to you! He showed 
me there’s more to a job than just 
turning up and working, you’ve got to 
love it and have a focused mindset. 

HOW DO YOU THINK YOUR STYLE HAS 
CHANGED SINCE YOU JOINED THE SALON?
Working with other people is hugely 
infl uential on my career. I’ve also 
found that I always had these ideas 
of what I wanted to do, but didn’t 
have the right technical skills to carry 
these out, but now I have both I’m 
able to bring my ideas to life.

CAN YOU REMEMBER YOUR FIRST 
HAIRCUT?
It was my fi rst day at college and 
my brother came as my fi rst model. 
I did the cut and my trainer said it 
looked fi ne, we went home and my 
dad took one look at it and took us 
straight back to my trainer [who he’d 
trained himself] and questioned the 
standards before making me fi nish 
the cut properly.

WHAT’S YOUR FAVOURITE ASPECT OF 
THE JOB?
I love the time I have with each 
client; you’re able to forget about 
anything else you might have 
going on and just for that one hour, 
completely focus on that person in 
your chair. I also love sitting down 
with a pen and paper, sketching 
out an idea, fi nding the model and 
working through my vision – there’s 
nothing like watching your work 
come together.

WHAT ARE YOUR AMBITIONS?
I just want to do good work. I want 
to be one of those hairdressers 
like Angelo [Seminara], that people 
always talk about as an industry 
changer. I want people to say that I 
was always trying something new or 
different. 

trevor asks tom
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DO YOU REMEMBER YOUR FIRST DAY IN THE 
SALON?
I remember the fi rst day; it wasn’t this salon 
but my father’s barbershop. I was 14, and 
wanted to earn pocket money so I swept 
fl oors, shampoo’d and did odd jobs. That 
was it really. It wasn’t something I was 
yearning to do but it worked out this way. 
I wanted to be an artist, but I got bullied at 
school, wanted out and chose to work with 
my father.

HOW HAVE YOU 
CHANGED SINCE I 
STARTED WORKING IN 
THE SALON?
For 80 percent of my 
career I was totally 
focused on being the 
best hairdresser. As 
the years have gone 
on and I’ve got older, 
the change I see is 
more of a business 
mind rather than just 
a creative art form. I 
have to be involved 
in the business so 
you become more 
person-centred 
especially with 140 
staff to look after. 
I’ve learned to treat 
people in a fair and 
honest way – which is why I keep people for 
a long period.

WHAT WAS THE LAST THING YOU LEARNED THAT 
SURPRISED YOU?
I think it’s the way I’m perceived by 
others. We’re all good communicators as 
hairdressers otherwise we couldn’t do this 
job. I’ve surprised myself with the humour 
I have [not that I think I’m particularly funny 
but others seem to laugh]. So I think my 
people skills have developed so much that I 
can go from being one-on-one to one-on-a-
thousand easily.

WHAT DO YOU THINK MAKES YOU A 
SUCCESSFUL SALON OWNER?
It’s not just any one thing. At the top 
is passion, alongside ambition and 
competitiveness. I think that combination 
of strengths has helped to make this 
company what it is today.

WHAT’S THE MOST IMPORTANT LESSON YOU’VE 
LEARNED?
Actually it’s not something to do with 
hairdressing. In life I’ve learnt never to 
listen to just one side of an argument. 
Everyone will put their own spin on 
their side of the story so don’t just agree 
straightaway. Take the time to get all the 
facts.

HOW LONG DID IT TAKE YOU TO FALL IN LOVE 
WITH HAIRDRESSING?
I was with my father for fi ve years, I 
wasn’t in love with hairdressing as I found 
it very easy. I even quit when I was 20 as 
I was bored. I went for a job to sell razor 
blades with Gillette but didn’t get that. 
I said to my parents I’d come back to 
hairdressing but only if I could do ladies 
hair. I went to Sassoon’s and that’s when 
the penny dropped; I saw work that I found 
unbelievable. I know for me there are certain 
things I could never do in life; I’m never 

going to go bungee 
jumping, I’m never 
going to jump out 
of a plane – I know 
I can’t do that. But 
watching those great 
hairdressers in those 
early days, I thought 
to myself if I work 
hard, I could do that, 
it was a reachable 
goal.

WHERE DO YOU SEE 
YOURSELF IN 10 YEARS?
In 10 years I’ll be 
76, and quite frankly 
I don’t think I’ll be 
doing hair whether 
my body allows me 
or not. I’d like to 
think that I have a 
company, which has 

expanded and given opportunities to people 
like yourself, for you to grow and achieve 
your ambitions. If you have achieved yours 
then I have achieved mine. To be quite 
honest, my dream is that even when I leave 
this earth, this company will still go on, and 
will still exist like Sassoon.

WHAT IS IMPORTANT TO YOU, RIGHT NOW?
Well, as you know I’m working with My 
New Hair, a charity that helps people 
dealing with medical hair loss, and that’s 
a big part of my focus. Another is that I 
love building the team. We’ve got great 
young blood who actively support the 
Trevor Sorbie brand. Of course it’s hard 

tom asks trevor

I’d like to think that 

I have a COMPANY, 

which has 

expanded and given 

OPPORTUNITIES to 

people like yourself, 

for you to GROW and 
ACHIEVE
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for me to let go of control, but seeing 
people like Johanna Cree Brown, Angelo 
Seminara and yourself flourish, inspires 
me to keep motivating the staff and 
nurture new youth in the industry.
 
WHY DID YOU LEAVE SASSOON TO OPEN YOUR 
OWN SALON?
One day I got a call from a friend 
Fernando Romero who was the Artistic 
Director of Sassoon in America to tell 
me he’d left the company and travelled 
to Mexico to start an art team, which 
he wanted me to join. Ten days later I 
was living in Mexico but it went a bit 
pear-shaped, as the business didn’t 
work for any of us. I then came back to 
London, worked for Toni&Guy for six 
months where Anthony Mascolo was 
my assistant. Then I went freelance 
just doing editorial work. At that time 
John Frieda and I were the highest paid 
session stylists. I personally didn’t like 
session styling as I didn’t like the people 
in the business – there were too many 
egos. One day a guy called Grant Pete 
called me and asked me if I’d like my 
own shop for 50 percent shares and 
my name above the door – the rest is 
history!
 
DO YOU THINK TO BE SUCCESSFUL YOU HAVE TO 
BE SELFISH WITH A CLEAR VISION?
I think anyone who is very successful 
is very self-centered, not looking with 
peripheral vision, I was like that for 
many years. You have to have that 
belief in yourself; I was never insecure 
with my work. I wanted to be the best 
hairdresser in the world and I think for 
a while I was [in my mind]. Focus is an 
important part on the road to success 
but you can’t be the best forever. 
There’s no point running 100m and 
saying I want to come third.
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Bed Head Joyride primes hair 
with a fine, invisible powder that 
adds texture and grip making 
styling and hold easy. So, get 
a grip and hold on, for the 

JOYRIDE of your life!
RRP: POA

Info: bedhead.com

the kit

 Line your 
shelves with 
the products 
your clients 
want and 
need.

EASY PC

live like 
a teen

PCC Lumi Browns range 
is Indola’s first ready-to-
wear brown collection and 
it’s fantastic for achieving 
those stunning styles from 
Indola’s Smart Street 
Style Collection. With five 
stunning brown tones, 
luminous reflection and 
100 percent lustrous colour 
shine, it’s a no brainer. 
Salon price £5.50
Info: indola.com

Structure Glamtex is an instant 
backcomb in a bottle. This 
texturising spray gives dramatic 
effects without damaging 
the hair. This multi functional 
product should be in every 
session kit. 
RRP:  £12.95
INFO: STRUCTUREHAIR.CO.UK

7SECONDS Glossing DRY. 
THERMAL. SHINE is an 

anti-humectant shine spray 
that’s not only dry and airy, 

but provides ultimate thermal 
protection and long lasting 

shine. RRP: £18.80 INFO: 
UNITEHAIR.COM

instantaneous

7 SECONDS AWAY
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get serious

Balmain’s Texturizing 
Volume Spray adds 
bounce and instant root 
lift with a strong hold 
for ultimate volume. For 
best results it should 
be used daily on dry 

or damp hair for long 
lasting defi nition and 
texture. 
SALON PRICE: £11.75
INFO: BALMAINHAIR.COM/
UKWEBSHOP

COUTURE

BOUNCE

INNER STRENGTHMORE CHOICE

#STYLE

From the creators of KeraStraight. 
INNOLUXE is a powerful, instantly 

effective protein repair solution 
that can be used with every colour 
line, pre-lightener, perm, chemical 
straightener or relaxer. Its signature 

technology, Aminobond Complex, is a 
unique compound, which is delivered 
directly into the cortex to restore and 

strengthen hair.
RRP: £24  Info: 0800 101 7280

There are two new 
shades to the XG 
family for both the 
color XG and shines 
XG. This easy-to-
use permanent 
hair colour provides 
brilliant results 
with unsurpassed 
performance – and 
now with even more 
choice. 
SALON PRICE: FROM 
£7.78 PER TUBE
INFO: PAUL-MITCHELL.
CO.UK

This season, ghd’s limited edition pink range has had 
a vintage makeover. In an elegant and retro matte 
powder finish with metallic pale pink accents, it’ll be a 
stylish new addition to your clients’ dressing table and 
they – and you – will also be supporting Breast Cancer 
Now. RRP: £65 for the vintage pink ghd platinum 
Info: ghdhair.com

pretty in pink

live like 
a teen

Inspired by their Street 
Style Collection, Indola’s 
#Style range rocks the 
effortless scuffed locks 
that defi ne the undone 
style spotted on red 
carpets, catwalks and 
on the streets. Style 

Reviver, Light Spray 
Mousse and Salt Spray, 
each have their own 
unique styling benefi ts 
that synergise to create 
incredible looks. 
RRP: £8.75
INFO: INDOLA.COM
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Keeping salon plugholes completely clear of 
hair blockage, chemical and limescale residue, 
Sinkie from Salon Eco, also ensures no loss of 
jewellery. Made from silicone rubber, which is 
heat and bleach resistant, Sinkie is fl exible and 

stays in place with suckers. 
RRP:  INFO: HEADBEDUK.COM

TIGI S Factor Serious 
Shampoo joins the already 

popular Serious Conditioner as 
a pampering and repairing duo. 

It’s guaranteed to repair hair 
and defend it against future 

damage. 
RRP: £15.95

INFO: SFACTORBYTIGI.COM

get serious
get serious

TIGI S Factor Serious 
Shampoo joins the already 

popular Serious Conditioner as 
a pampering and repairing duo. 

It’s guaranteed to repair hair 
and defend it against future 

damage. 
RRP: £15.95

INFO: SFACTORBYTIGI.COM
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TOP OF IT’S GAME

PURPLE 
POWER

SLICK STYLING

revive
Made from a unique blend of carefully 
selected NATURAL and ORGANIC 
ingredients, Revive Dry Shampoo by 
Organic Colour Systems will instantly 

freshen and lift your hair leaving it feeling 
clean, soft and smooth.

RRP: POA
Info: organiccoloursystems.com

Neal & Wolf harnesses the power of 
natural oils, with the latest addition to its 
collection, VELVET Nourishing Hair Oil.

RRP: £14.95
INFO: NEALANDWOLF.COM

VELVET TOUCH

THE BREEZE

Packing a suitcase shouldn’t be hard work. 
Cue the stylish, compact travel dryer, Ego 
Breeze. Powered by tourmaline precious 

stones it eliminates frizz and ensures 
smoothness and shine. 

RRP: £37.95
INFO: EGOPROFESSIONAL.COM

Banish the brass with 
OSMO Violet Mask and 
Violet Protect & Tone Styler. 
They work to eliminate 
unwanted yellow tones in a 
sulphate-free formula while 
protecting hair from UV 
damage.
RRP FROM £7.95 
INFO: OSMOUK.COM

finesse

86

For a kinder approach to heat styling, look to the new 
L’Oréal Professionnel Steampod. It works across all 
hair textures and delivers a long lasting high shine 
gloss fi nish using high pressure steam. And it comes 
with its own slick white gloss fi nish and is the lightest 
weight to date.
RRP: £170
INFO: LOREALPROFESSIONNEL.CO.UK

An evolution of Takara 
Belmont’s barbering 
dynasty, Apollo Elite retains 
the timeless design, 
unmistakable style, robust 
structure and distinctive 
footplate but has an added 
style dimension. First there 
are two striking colour 
options; white with black 

piping and black with white. 
Plus familiar silver iron works 
have been elegantly fi nished 
in black or white gloss with 
a colour coordinated base to 
perfect the look.
PRICE: £1,850 + VAT
INFO: TAKARAHAIRDRESSING.
CO.UK

Flex Hold Shaping Hairspray, 
Anti Humidity Spray, Style 
Lock Strong Hold Hairspray, 
Tousled Texture Finishing 
Spray and Style Extend 
Shampoo make up the 

exclusive style offering from 
Macadamia Professional. It’s 
style, that cares.
RRP FROM £18.25
INFO: MACADAMIAHAIR.CO.UK
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The latest mini-me to arrive on our desk was from 
eco-loving brand Davines, and it includes every 
product in its Naturaltech haircare line.

The miniature sizes include shampoos in all eight 
prescriptive categories – Calming, Detoxifying, 
Energizing, Nourishing, Purifying, Rebalancing, 
Replumping and Well-being – with four 
accompanying conditioners, making them the 
perfect travel companion this summer season for 
the most common hair and scalp problems.

Produced using energy from renewable resources, 
products boast innovative formulations enriched 

with Phytoceuticals. They also have active 
biological compounds found exclusively in plants 
that offer protection and defence from the most 
extreme of elements. 

Products are all paraben and sulphate free, making 
this range really suitable for every client, which has 
to be good news for your bottom line. 

RRP from £4.15
Info: davines.com
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j’adore
Maybe it’s the fact we can fi t more product in our bags, or 

maybe it stems from childhood, but we just love it when 

our favourite brands do miniatures. 
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 A COLLECTION SO 
SOFT, IT’S LIKE A 
DELICATE, SEXY, 

WHISPER.

Whispers.indd   89 01/09/2015   22:12



Whispers.indd   90 01/09/2015   22:12



HAIR: EMMA J STEVEN 
PHOTOGRAPHY: JENNY HARE 
MAKEUP: MELISSA SPAULDING 
STYLING: EMMA J STEVEN & 

TROY BOYD 
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BINARY

GalleryBinary.indd   92 02/09/2015   10:52



BLACK AND WHITE 

HIGHLIGHTS HAIR AS 

TWO PARTS: LUSTRE 

AND DEPTH.
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HAIR: SILAS TSANG@ 

BLUSHES, OTTAWA, CANADA

PHOTOGRAPHY: JOHN RAWSON

GROOMING: LAN GREALIS

CLOTHES: JARED GREEN
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down to business
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Although it does not contain pPD/pTD, there remains a risk of allergic reaction that can be severe. Always perform an Allergy Alert Test 48 hours before each colouration. 
Strictly follow safety instructions and consult www.wella.com/INNOSENSE. If your client has ever experienced an allergic reaction to hair colourants including pPD and pTD, you 
should not colour. ME+ is present in Pure Naturals, Rich Naturals and Deep Browns of the Koleston Perfect INNOSENSE brand. °1st ever permanent colour to be accredited by The 
European Centre for Allergy Research Foundation with up to 100% grey/white hair coverage and up to 3 levels of lift. 

*

DISCOVER A NEW

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

OUR MOST VIBRANT LONG LASTING COLOUR NOW COMES 
FORMULATED  WITHOUT PPD & PTD*
• Up to 100% grey/white coverage

•  1st permanent colour of its kind° to receive the European Centre Allergy 
   Research Foundation seal of approval

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

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

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