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Qualifications
that will
enhance
your career
VTCT is the ‘one stop awarding body’ for all your hairdressing
qualification needs.
Are you;
• Just starting your career in hairdressing – choose from any
of the 14 qualifications we have to offer at Entry Level and
Level 1.
•

Developing your hairdressing career – choose from the 50
Level 2 qualifications that suit your hairdressing needs.

•

Extending your knowledge and skill – there are 45 Level 3
qualifications designed to broaden your skill set.

•

Widening your career opportunities – we have 9 Level 4
qualifications designed to elevate your skills in both practical
hairdressing services as well as salon management.

If you would like more information on VTCT and the suite of
qualifications we offer contact us at:

www.vtct.org.uk
customerservice@vtct.org.uk
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Sally Styles

Editor

Your enjoyment of the ‘Hairdresser’
magazine is really important to us and
so we have carried out a small survey
to find out what is liked most about the
magazine and what is considered most
useful. The two areas that stood out as
being appreciated were the business
pages and the step-by-steps. With this
in mind we have included five fantastic
business pages ensuring something
for everyone. We have also given you
a cut step-by -tep and a colour stepby-step.
As you are probably aware, the
Council’s Ten Minute Bill narrowly
lost by only four votes in Parliament
recently. This is such a narrow defeat
that David Morris MP is determined
to bring the matter in front of
Government again during 2012.
To help, we ask every registered
hairdresser to write to their local MP
calling for a change in legislation and
for mandatory registration. There is a
template of a letter at www.haircouncil.
org.uk. We will continue to fight on
your behalf.
The list of registered hairdressers
wishing to attend afternoon tea at
the House of Commons on June 18th
2012 is growing so if you would like to
be considered for tickets, please drop
me a line at sally@haircouncil.org.uk
with your registration number. It would
be great to meet you. Please also
keep us updated with any changes in
your circumstances, such as a change
of address or other contact details, by
emailing registrar@haircouncil.org.uk
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Inspired by the vibrant, exotic shapes and
colours found in nature, ‘Wonderland’ is a
breathtaking collection of images from one of
the world’s most ground-breaking hair artists.
Angelo Seminara has united the natural world
with modernist design and futuristic vision to
create a blend of innovative colour and intricate
structure that inspires wearable hairdressing
with avant garde techniques.

the collections

Angelo
Seminara
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the business

Hellen Ward
Hellen is the managing director of the super-salon Richard
Ward Hair & Metrospa and is renowned for her business
acumen and salon business expertise. In a new series,
exclusively with The Hairdresser, Hellen shares her
business tales...

I’ll get back to you…
Maybe it’s because I’m getting old and
crotchety – or maybe I’ve always been that
way (I know what those of you who know
me well would say… now, now!) but I think
I’m getting Life Rage. Having never been
one to suffer fools, now I don’t think I can
even bear to be in the same room as one…
and I don’t think I’m the only one.
It may be something to do with the state of
the economy, or it may be just plain stress,
but I seem to have developed an allergic
reaction to people who say they’re going
to do things that they don’t follow up on. I
have a twit allergy! Is it just me?
A couple of years ago, and before we
had our own product range, Richard was
approached to front a major advertising
campaign for a consumer brand. The
brand was just launching, and has now
become the market leader; we could see
its potential, so were keen to meet with
the powers that be. However, the approach
came through the creative team, so they
were the point of contact.
Ever the cynic, I kept gently reminding all
the arty-farty lot that we were dealing with
that we hadn’t finalised the deal. Yes, yes
yes, they’d assured me, it’s just a formality…
don’t worry about that. However, at the third
meeting, where irrelevant minutiae were
being discussed (the TV script, the colour
of the shirt he would wear, the lighting
and styling, the stills, etc, etc) I could stand
no more. We still haven’t even agreed the
terms, I pointed out, quite sternly. Surely, we
need to get the bigger picture sorted first?
If you were buying a house you wouldn’t
be working out where to hang the mirror
until you’d exchanged contracts, right?
As fascinating as it is to deal with such a
wonderfully creative advertising agency,
don’t we need to dot the ‘I’s and cross the
‘T’s? I’m no expert in this field, surely, you
ad execs deal with this thing every day, but
you’re acting for your client and ultimately
the deal is with the client, so until it’s agreed
aren’t we being a little previous?
Silence, then wry smiles all around – oh,
Hellen, you don’t really understand how this
all works, do you? The sneer seemed to say,
patronisingly. But it’s just business, isn’t it? I
counter-argued. And business is the same
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the world over – someone sells something
that somebody else wants to buy! It’s the
same for a kid selling his Curly Wurly in
the school playground as it is Abramovich
buying Chelsea FC! Business doesn’t need
to be overcomplicated – in fact, a contract
is just a list of how the deal is going to work
(I never have got hung up about reading
contracts – if I don’t understand anything
I just ask – often it makes the other person
feel more like a fool, especially if they can’t
explain it! I don’t let business intimidate me
because I think it’s just as straightforward as
playing shop, really).
Well, you can guess what happened, right?
After weeks and months of dillydallying, of
course when it came to it, the brand had
managed to launch quite well on its own
without any celebrity endorsement and
our services were not required (nor were
anybody else’s). Fair enough, but I can’t
help but feel that if I’d had been a bit more
vocal and a lot more pushy we could have
spared ourselves a good few hours of
wasted meetings and a good few months
of wasted head space.
I’m all for learning a lesson in business and
this was no exception. Sadly, though, all it
really taught me is that:
a) Don’t trust people who profess to know
better than you how things should work,
because they often don’t – experts are
often not very expert (just like my Mum
says common sense is not very common)
b) Don’t let people over-egg the pudding –
learn the golden rule of not doing anything
until people get back to you, on your terms
Unfortunately, therein lies the problem.
People don’t get back to you. People in
business seem to have lost their manners.
I’m not talking about giving people a
firm no then being hounded incessantly,
because that is fair enough – and there
are plenty of emails from people in my
inbox whose dogged determination and
perseverance really is to be admired. I’m
talking about people not getting back to
you at all. I’m talking about people talking
a load of fluff and bluster that comes to
nothing. I’m talking about people asking
to see you, not listening properly, then

walking away and telling you (only after you
hound them) all the reasons why something
won’t happen when they are merely reciting
what you told them originally!
And I’m not just talking about people who
you may want to do business with, or who
may want to do business with you, I’m
also including the people you are already
clients of! Imagine if we didn’t deliver to our
customers? They would quite simply vote
with their feet and find a salon that did. Yet
being a customer of BT, Sky, most high street
banks, is hard. It’s like pushing water up a
hill. And who is there to complain to? A call
centre? Nobody cares. The world is being
impersonal.
It’s little wonder why I’m called Dame Doom.
I am the most cynical person on the planet.
People just don’t seem to have a conscience
to do what they say they’re going to do these
days. Hence, you end up speaking to people
as if they are speaking a foreign language
– spelling it out, s-l-o-w-l-y – Noddy to Big
Ears (as my friend Gaynor from Toni & Guy
says). You spend your day’s endlessly chasing
people to do what you’ve already asked them
to do; chase, chase, chase. It’s not a very
effective use of our time, is it? Groundhog
Day, anyone? My stress levels are bound to
rise dangerously even just thinking about
how irritating it is.
So yes, I may have a little Life Rage – but
then again, who doesn’t?? As long as our
customers don’t we should be grateful, I
suppose! Bach’s rescue remedy, anyone?
Business and industry expert Hellen
Ward, in partnership with City & Guilds, is
launching a new series of books for salon
managers in 2012, including:
Getting Established covers the legalities
of setting up a salon and the red tape
involved, and focuses on business plans
and brand visions, looking at branding, PR
and marketing.
Managing Finances looks at getting
to grips with the numbers, focusing
on profitability, increasing turnover
and controlling costs, to give a real
understanding of salon finances.
Team Performance addresses all aspects
of creating, managing, growing and
developing a team and looks at installing
structure, systems and procedures to
monitor and optimise individual financial
performance.
For further information, please visit
www.ultimatesalonmanagement.com

Registered Hairdresser and business guru Hellen Ward talks to other registered
hairdressers about the ‘Ultimate Salon Manager’.
“I lecture and teach other salon owners all over the UK and sometimes I get asked to do some

WHAT’S A FAIR PRICE?
The big unknown, however, for both parties is
what a ‘fair’ price is. Pitch it too low and the seller
will be losing money (perhaps towards their
retirement), which should rightfully be theirs. Pitch
it too high, and the buyer will likely struggle to
find the funds; pull out of the deal further down
the line once legal costs have started to add up;
or fail to make payments out of future profits (see
above).
Of course it can be awkward – especially
where family members are involved – for such
negotiations when neither party typically has
any expertise in such matters, nor have they
previously had anything other than an amicable
working relationship over the years. The modest
cost of an independent assessment at an early
stage can save a great deal of time and money in
the long run.

WHY DO SO MANY SALON OWNERS ULTIMATELY
SELL TO A MEMBER OF THEIR OWN STAFF?
Research shows that around 100,000 viable
businesses close every year due to failure to
plan their succession. Lack of forward planning
not only affects the survival of the business in
question, but can also have implications for the
owner’s family, local employment and supply
chains.
So, what do we mean by ‘planning’? Salon
owners should not let their business simply close
down for good once they feel a desire to hang
up their scissors. They should have some sort of
plan to sell on what could be their most valuable
asset. Salons can be sold as going concerns by
a number of ways but are habitually sold either
through the open market (to ‘outside’ individuals,
investors or larger groups/chains), or internally.
The hair and beauty sector includes a particularly
high proportion of transfers that are internal i.e.
a salon is bought either in part or whole by a
person (or people) who already work there. Salons
tend to have more sensitive relationships with
their clients and staff than other small businesses,
and, consequently, find they experience a
smoother transfer of ownership when the buyer is
already well known to both.
In essence, internal transfers are popular in this
sector for the following reasons:
Expectation of an easy and simple sale
Client retention is especially sensitive
Minimal (if any) reduction in sales expected
when taking over a business
The industry experiences a high level of staff
turnover
Salons are often good value as going concerns
and therefore offer substantial savings to
ambitious stylists compared with setting up a
salon from scratch

If undertaken with suitable planning, the transfer
can indeed be straightforward with minimal
disruption to the business. Ideally a high retention
of staff, suppliers and ongoing clients is achieved.
Advantages for the seller include:
Reduced cost of sale (no broker fees)
Less upfront work and quicker process than
advertising the salon for sale through the
open market
Salons have often been the owner’s ‘baby’
and, as such, they appreciate it living on
through someone who has perhaps been
instrumental in its success
Advantages for the buyer include:
Already knowing the day-to-day workings of
the salon
Already knowing the staff and client base and,
therefore, more likely to retain both
Shouldn’t have to pay a price that includes a
broker’s fees
The exposure of an open market campaign can
also be potentially harmful to the salon should
clients, staff and/or competitors hear of the
salon’s desire to sell.

WHY ARE SALON OWNERS SELLING?
While the headlines may be all about the difficult
economic climate on the high street, it is a
combination of rising costs, family commitments,
and administrative issues such as staffing, red
tape and long hours that are just as much
pressing down on salon owners and, in some
cases, forcing them to throw in the towel. The
obvious place for a time-poor salon owner to look
for a potential buyer is within the organisation.

Mark Ridout BSc (Hons) is a business valuation specialist and Director of RA
Valuation Services Limited who has written numerous published articles, as well
as consulting prospective business owners, on buying salons and many other
types of business. RA Valuation Services has recently developed a low-cost
Market Appraisal Service exclusively for the hair and beauty sector. The report
is a summarised valuation document, which is coherent yet easy to read and
understand quickly without any in-depth financial knowledge. The Market
Appraisal is available to Hairdressing Council members at the discounted rate of
£200 + VAT. RA Valuation Services Ltd can be contacted by telephone on 01425
402402, email at info@salonvaluations.co.uk or via www.salonvaluations.co.uk

ADVICE FOR SALON OWNERS LOOKING
TO SELL INTERNALLY
Plan ahead (see article ‘Thinking of Selling a
Salon?’ in The Hairdresser, Issue 50, Winter
2011)
Ensure you have a fair asking price established
from the outset. It should be reasonable so
don’t be greedy. Internal transfer prices are
generally agreed at an early stage rather than
arrived at through a lengthy bartering process
Have a clear exit strategy in mind (e.g.
continue as a part-time salaried stylist, walk
away once the deal is done etc). Bear in mind
the implications. For example, if you are
intending to walk away, expect a request for a
clause that prohibits you from setting up again
within a specified timeframe/location
Be discreet and request discretion (e.g. in the
form of a signed confidentiality document)
from any staff with whom you enter into
discussions
Find out what the landlord will require from a
new lessee (e.g. references, deposit etc) and
establish how the landlord’s legal fees will be
paid (e.g. split 50/50)
Bear in mind that although flexibility in
payment terms may ensure a deal is reached,
cash is king. Arrangements such as deferred
payments based on future profitability rely
on the new owner running the salon well
enough to pay them. You may a brilliant
businessperson with an ability to keep the
salon’s profit margins healthy, but under their
ownership, it may struggle to pay the bills,
including your payment
Many salons, however, will continue to be sold
successfully through the open market. Despite
the potential downsides mentioned above,
the benefits include full exposure to a market
of potential buyers – including investors and
chains - and, for some owners, more of a chance
to walk away and not look back once the deal is
complete.
Ultimately, there’s no reason for any salon to
close down for good once the owner feels they’ve
had enough. At a fair and reasonable price, it
should live on whichever way it is marketed and
ultimately to whom it’s sold.

the hairdresser 
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the expert advice

Karine Jackson:

“My stand on skin testing
is that it needs to be done
for every new colour client
without exception.”

Avoiding Allergic
Reactions To Hair Dye
PPD (Paraphenylenediamine) is widely used safely in hair
colourants as it is the most effective dye for permanently
covering dark and especially grey hairs. Although allergic
reactions to hair colourants can occur – in the same way
that some people react to a variety of food and natural
substances – they are rare. Here, Registered Hairdresser,
OCS Ambassador and former London Hairdresser of the
Year Karine Jackson, gives advice on skin testing.
Key Facts

Reactions to hair colour are rare, but it is possible for a person to be allergic to one or more
of the ingredients used in a colour.
Most permanent hair colours contain PPDs (paraphenylenediamines), the pigments used
to colour the hair. A few ranges use PTDs (paratoluenediamines), which need to be used in
double the amount as PPDs, to achieve the same result.
If a client is allergic to PPDs, they are likely to be allergic to PTDs.
It is possible to become allergic to PPDs/PTDs over time, so even if a reaction has never been
experienced to hair colour before, a sensitivity can be developed over time. For this reason, it
is recommended a skin sensitivity test is carried out each time colour is used. The test colour
should be left on the skin for 48 hours and if there is any sign of reaction (such as redness,
soreness, itching or irritation), it should be washed off and the colour should not be applied
to the hair.
Manufacturers supply full instructions which should be followed carefully. This is important
as many insurance companies insist on it.
Other factors can also play a part in increasing sensitivities to pigments, such as permanent
make-up, temporary ‘black henna’ tattoos, a permanent tattoo or pregnancy. A skin
sensitivity test should be carried out before colouring if any of these changes apply.
The EU has reduced the level of PPDs allowed in hair colour in recent years. The maximum
percentage of PPD in a hair colour is set at 2% when the colour is mixed in equal quantities
with the peroxide.
In general, the darker the shade, the higher the percentage of PPDs there will be in the
product.
PPDs or PTDs shouldn’t be banned but should be used in responsible quantities and the
importance of skin testing should be adhered to throughout the industry – if all salons have
a strict policy on skin testing, clients will realise how serious it is and not just pop into another
salon who will do colour without testing. It should be conveyed to the public that they can
become allergic at any time and allergies may vary between brands and shades, especially as
there’s less PPD in lighter colours, for example.
While PPDs are known to be sensitisers, it is possible to be allergic to other ingredients used
in hair colour, depending on a person’s individual sensitivities. This is why it’s so important to
test when changing brands – don’t assume because a client is not allergic to one they won’t
be allergic to another one.
If clients are testing at home, they can use a small amount of neat colour. Once the colour
is mixed, if the cap of the bottle is firmly closed afterwards, the colour inside will be fine to
use 48 hours later.
Some manufacturers state that you should mix the hair colour with the peroxide for the
test. In this case, mix a small amount of each for the test and close both the colour and the
peroxide bottle and keep ready for use in 48 hours. When the colour and peroxide have
been mixed, you should use it straight away, but unmixed product should be fine. You should
check with the manufacturer if in any doubt.
Researchers writing in the British Medical Journal last year called for more research on the
safety and composition of hair dyes after seeing a doubling of allergic reactions in testing in
the last few years. The reactions trigger skin rashes on the face and in severe cases can cause
facial swelling.
A House of Lords committee has found that adverse reactions to PPDs, the chemical used
in hair dyes that ensures colour holds onto the hair, has significantly increased over the past
10 years.
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Karine’s Advice...
Karine, who recently appeared on BBC’s The One Show
to discuss concern over adverse reactions to hair dye,
says: “My stand on skin testing is that it needs to be
done for every new colour client without exception.
We appreciate it’s difficult for clients to get in 48 hours
before an appointment, especially in central London,
so we offer the choice of coming in or we post out a
testing kit for them to use. We always test on a client’s
first colour and then ask a series of questions prior to
every subsequent colour, such as are you pregnant, have
you had any henna tattoos, or any allergic reactions to
anything else – if the answer is yes then we retest.”
Karine recommends Organic Colour Systems, which she
uses in her salon as they provide their salons with a skin
sensitivity test kit that their clients can use at home if
they are unable to come into the salon for a test. Salons
can send the testing kit and full instructions. They also
provide record cards for salons so they can keep a
record of their clients’ test history.

“Because of its natural base, it closes the cuticle down
when shampooing and applying conditioner, giving
it a natural feel and shine. Where natural ingredients
cannot match the effectiveness of chemical alternatives,
manufacturer Herb UK utilises precise minimum
quantities of only the finest grade chemical additives.
Irritation such as itching or a tight scalp are more
common than severe reactions to colour and I’ve not
seen this at all using the Organic Colour Systems dyes.”
“Herb UK was founded by a hairdresser who himself
suffered horrific allergic reactions to traditional
colour. The company is now the largest independent
manufacturer of hair products in the UK. They are
extremely careful about what goes in, using natural
alternatives where possible, including aloe vera,
comfrey, orange and grapefruit. The colour doesn’t
contain ammonia, allowing the hair to retain its natural
moisture and protein balance. And they use the
absolute lowest level of PPD’s possible. The colour is
so gentle that it’s recommended by Trevor Sorbie’s ‘My
New Hair’ initiative for patients recovering from cancer
and wanting to colour their hair as it regrows.”

the interview

Robert Masciave
How did you first get into hairdressing?
I was studying electronic engineering. I didn’t
know much about hairdressing but I knew I didn’t
want to be an engineer. I always thought people
could look better and, being a punk at the time,
I was a bit naïve and thought I could ‘fix’ them
and make them look ‘good’ with more style. My
parents were very supportive even though I had
no experience and it was a decision that I made
overnight. In hindsight, it’s amazing how they
trusted my direction and supported me.
Were any of your family in the hairdressing
business?
No, but aesthetics were important in our house
growing up. My mother was a dressmaker and
my brother had a very strong sense of style so
I always was aware of fashion and the effect of
appearance.
Apart from hairdressing how else do you like
to spend your time?
Hairdressing takes up a big part of my time,
between my clients, running the salon, teaching,
shooting and my shows and Avant Garde work.
In the time that’s left, I love movies and film.
I go to the cinema at least once a week and
see everything from drama to animation to
documentaries. I love art and architecture. At home
I enjoy editing videos, music, sewing and food.
What do you dislike?
Pop music. Badly made movies. People who are
judgmental. Feet.
What do you love most about hairdressing?
That I have the ability to change how people
look and how they feel about themselves. Even
though you could do similar haircuts on different
clients, the outcome is always individual based on
their feeling.
You are an Avant Garde hairdresser. What first
inspired you to go in this direction?
I never ‘decided’ to go into Avant Garde, it just
went there. I’ve always been attracted to things
other people found strange or distasteful and
had a strong vision of what I found beautiful.
As a child I remember being fascinated with
the 1940s French film “La Belle et La Bete” – or
“Beauty and the Beast” – and the contrast in
characters. When I started hairdressing I found
I was attracted to projects that allowed me to
transform models into my own characters to
express myself. Eventually I started doing photo
shoots to capture the looks that I was doing and
focusing on ‘Avant Garde’ just happened from
there. About 10 years ago I began posting my
work in an online portfolio and it evolved to
create a following of people that liked what I did,
which led to more collaboration.

that I create. My objective is for my work to
provoke strong feelings and emotions when
people see it. For me, hair is a form of expression
and while each collection has a different tone or
specific inspiration, every style includes elements
of macabre, sex, classic beauty and fun. Avant
Garde is artistic expression and, like other art,
affects the way you feel. Sometimes I find my
work creates conflicting, confusing feelings in the
audience because I juxtapose ‘beauty’ with ‘ugly’.
I like playing with what can be done, what’s in
my head, and how I want people to react. It also
involves a lot of DIY, so the engineering studies
came in handy after all!
What are your greatest achievements to date?
After 25 years I still love my work like the first day
I started. It’s an achievement because it doesn’t
happen without effort and dedication. The gift of
all the hard work is that I still love what I do.

HEAD2HEAD
Originally from France,
Robert has grown his passion
for hairdressing through his
exceptional work at his own
boutique salon in Kingston, as
well as on some of the biggest
hairdressing stages across the
world. As a Revlon Professional
Style Masters Ambassador,
Robert acts as an incredible
mentor by bringing out the
creativity and ability he sees in
others as well as by showcasing
his remarkable, charismatic
insights on stage for everyone
to experience.

What do you hope your future looks like?
Helping other hairdressers achieve their dreams
by passing on what I’ve learned in my journey in
the industry that I love.
What does being registered mean to you?
I take our profession very seriously. It’s very
important. The hair is a ‘nerve ending’
to feeling and emotion and it needs to
be handled with care. Being registered
means that we can give all our clients
the confidence that they will
be looked after by true
professionals.
What advice would you
give to young hairdressers
starting out?
Work hard with passion and
dedication because the gift is you
don’t know yet what you’re capable of
achieving. You might surprise yourself
if you keep going even when you
feel it’s hard. Keep learning, do
what you love, and worry about
the rest later!

Can you tell us a little about this side of
hairdressing?
I have a natural attraction to fantasy and things
that are surreal. It’s like I have a fantasy world
that exists in my head that has to come out and
I’m very clear with the identity of the characters
the hairdresser 
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Avante
Garde
Robert Masciave

Hair
Robert Masciave
Make-up Bea Sweet
Clothes Girl Armour
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the business

Get yourself a

Business
Sat-Nav
I sit down with the latest salon owner to help
and I ask my first question, and this is how the
conversation usually goes:

“Can I see your business plan?”
“Do you mean the one I did for the bank when I
started the business?”
“No, I mean your current one.”
“Er, I don’t have one!”
“So how do you know where your business is
going?”
“Er, I don’t know.”
“So how do you expect to get anywhere if you
don’t know where you want to go?”
“Er, I guess I just want to do better than last year.”
This is not an unusual conversation that I have
with salon owners and managers! But think
about it. What happens if you get in your car
and you have no idea where you are going? You
either just sit there and don’t even leave your
driveway, or leave, drive round aimlessly for a
bit and invariably you end up back where you
started!... and this is exactly what happens in
business if you don’t have a plan. Consider this,
when you are driving your car, do you always
look in the rear view mirror? Thus; every salon
business owner and manager should have
a current live business plan. I call it having a
business Sat-Nav!
The first fundamental step you need to take in
order to improve your business is to have a plan.

So how do you make a plan? Well you have to
know where you are starting from, so the very
first step is to assess your salon business by
looking at your past performance and as it is
now.

performance by teaching strategies that the
competition does not anticipate, designed to
boost your business profits, generating more
clients, increasing client’s individual spend,
repeat sales and increased client loyalty.

Some people don’t like to do this, partly
because they don’t like to look at a picture that
is not rosy – but if you don’t know what is wrong
in your business then you can’t change it!

Your Impact Business Consultant will also
educate you with some industry standards,
known as Key Performance Indicators. KPIs –
and coach you to properly programme and set
your business Sat-Nav.

Here’s what you need in order to assess your
business and develop a business Sat-Nav. It
consists of three bits of paper: A Cash-Flow
Forecast, which is cash management, i.e. can
you afford it? Have you converted your hard
work into a tangible asset that is left over after
paying all the outgoings, i.e. CASH! A Profit and
Loss Account: this is an analysis; it’s the keeping
score of how you as a business are doing or
how you have done! And a Balance Sheet: this is
telling you how much you and your business are
worth. It’s a snapshot of how well your business
is doing or how well you did!
Put simply, these three pieces of paper become
the score-keeping of how your business is
doing or did!
Then what you really need is to speak to
someone who understands the industry; i.e. your
Impact Business Success Coach/Consultant, who
doesn’t sell you fresh air, he’ll give you oxygen to
breathe the air and stay alive! Just like a sports
coach, your coach will make you focus on the
game. He will motivate you to achieve optimum

For example – do you know the following: What
your break-even point is within your business?
What percentage of your turnover should make
up your wages bill? Or your advertising etc? If
you don’t know – then find out as knowing these
KPIs will help you see the areas of performance
within your business that you need to change
or address for a chance to impact and achieve
better profits and get your business to where
you want it to be.
Making a Plan: I call it your business Sat-Nav.
You have to dream it, grow it, create it, dare to
expand! By mapping out the aims and objectives
of the business for every member within the
salon, using and communicating information,
sharing the current KPI information with all
and each of the individual team members, the
business will have a stronger and better chance
of exceeding the expectations and desires of the
salon owner and achieving further success and
delivering better profits.

IMPACT BUSINESS COACH David Drew srsh

David Drew has been in the hairdressing industry for the
last 34 years, with former experience at Vidal Sassoon and Jingles International; he successfully opened and built up an amazing, awardwinning (and very profitable!) salon. His interests in the business side of hairdressing led him to train as an accredited business coach.
In 2005, after 23 years, he sold his salon as a going concern in order to concentrate fully on his career – setting up IBC (Impact Business
Coach) – helping others build their businesses so that they could enjoy as much success as David himself. David is well respected within
the hairdressing industry. He is a Fellow of the Fellowship, a Master Craftsman of “The Hairdressing Council”, a former council member for
“HABIA” representing “Nationally Approved Salons” and has contributed on the criteria for “Foundation and Degrees in Hairdressing”.
He is also a past judge at The British Hairdressing Business Awards. During 2008, David was the Business Editor for The Fellowship
for British Hairdressing magazine ‘FM’ and in April 2008 David was elected to serve on The Council of the Fellowship for British
Hairdressing. In 2011 David was further elected as Chancellor of the Fellowship for British Hairdressing. David is currently running
courses with L’Oreal and offers a private consultancy and coaching service for salons in the hair and beauty industry.
For more information on the service that David offers visit www.impactbusinesscoach.co.uk
or call 01243 778598, mobile 07768 242034, email david@impactbusinesscoach.co.uk
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Working
Hours

Myth and Legend

EMPLOYMENT LAW ADVICE

with David Wright

Salon owners and hairdressers frequently ring me with queries about the laws relating to working hours. Many
seem to have unusual ideas about the laws or lack of them. Sometimes they simply transfer the rules from
where they used to work and assume they are right. It is important to know the correct legal position.
THE LAW
The European Working Time Directive 1996 was introduced as a piece of health
and safety legislation, for example ensuring staff had paid holiday to ensure
they had “rest” , limits on their hours of work and adequate rest breaks. Special
provisions were introduced for young workers – those aged under 18.The rules
do not apply to self-employed hairdressers but obviously they do make sense
and should be considered.
THE FACTS
The maximum working week for adult workers is 48 hours per week (averaged
over a period of 17 weeks). Employees can opt out of this ceiling but can
withdraw their agreement at any time subject to notice. Young workers, those
under 18 years, cannot opt out. This does not mean apprentices can’t work
more than 48 hours, the law relates to employees under-18.

ZERO HOURS CONTRACTS
In times of recession questions regarding zero hours are
also topical but there are pros and cons.
Zero hours means you don’t guarantee any hours to an
employee – effectively it is casual.
Would a good stylist stay in such a job for long if they
didn’t know what they would be working or even if they
would be working week to week?
The employer still has to pay holiday pay but it gets
complicated as they pay the average of the last 12 weeks
hours.

Employees should have at least one day off per week or two days per fortnight.
Young workers must have two days off per week – so they have a maximum 5
day week.

If the employee works regularly they still have full
employment rights – so if they are pregnant they may still
be eligible for maternity leave.

If the working day extends beyond six hours, staff are entitled to a minimum
break of 20 minutes (which can be paid or unpaid). The same rule applies even if
the shift extends to 12 hours (so staff are not entitled to two breaks). In the case
of young workers, they must have a 30-minute break after 4.5 hours.

You can’t reasonably have a restrictive covenant as they
aren’t permanent employees with any guarantee of work.

The maximum working day is 13 hours; for young workers it is 12 hours. Full
time staff should receive a minimum of 28 days paid annual leave per annum,
including bank holidays.
There is no legal definition of what is “full time” and no entitlement to a higher
rate of pay where staff work additional hours or on a weekend or bank holiday.
This is for the employer to determine in their contract of employment and
workplace rules.

As there are no guaranteed hours you can’t insist people
work – you can only offer them the hours you have and
they decide if they want to work them.
On the other hand – if you do genuinely have odd weeks
in the year where you need a few hours, or you want cover
for holidays or sick then a casual employee on zero hours
might be attractive. There are people who might be free to
do a few hours, for example, in the school holidays.

David Wright BA (Hons) FIPD, advises HABIA and a range of salons. For an all-inclusive fee of £200 per annum you are able to contact him
with all your employment queries. He will write your contract, set of policies, application forms, salon handbook and send you a monthly
newsletter full of helpful tips and advice. The fee is all-inclusive no matter how many times you need him. Contact David on 07930 358067,
01522 831061 or email info@davidwrightpersonnel.co.uk. You can also take a look at his website at www.davidwrightpersonnel.co.uk
the hairdresser 
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Product Profiles

It’s a product bonanza for registered hairdressers this edition
as we once again bring you a plethora of fantastic new hair
goodies from some of the industry’s top names.

Profession Intensive
Tone-On-Tone Color
Indola’s Profession Intensive Tone-on-Tone Demi-Permanent
Color is ammonia-free; it also contains unique floral oils for added
gentleness and shine. And with improved colour luminosity, it gets
outstanding results for clients who don’t like the smell of ammonia
or who may be wary of permanent hair colour. It will also appeal to
virgin grey customers who are looking to camouflage their first grey
hairs but aren’t ready to embark on a permanent colour. For more
information visit www.INDOLA.com or call 01296 314 100.

New Precious Oil
Glamour Precious Oil is the latest addition to Indola’s new Innova
Care and Style range, offering a smart choice for hairdressers wanting
great results at a great price. Precious Oil is a wonder product with
a triple promise: enviable smoothness, strength, and finishing, shiny
glory. Suitable for all hair types, this feather-light, non-greasy formula
contains special ingredient Marula oil. Highly moisturising, Marula oil
is noted for its remarkable ease of absorbency and dramatic ability
to nourish and improve the elasticity and health of damaged hair.
As a naturally occurring source of vitamin C too, it also injects health
by targeting hair damage and working on reducing split ends by up
to 90%. For more information visit www.indola.com or call 01296
314100.

Free Loyalty Smartphone App
Loyalli is a revolutionary smartphone app, providing a simple but effective virtual, stamp-based
loyalty programme for retailers. Free for both retailers and customers to use, Loyalli is a secure and
robust loyalty solution with a strong business model. The app was developed by a team of friends
who hated having their wallets weighed down with loyalty cards – they knew there had to be a better
solution for vendors and their customers. Sebastian Borggrewe explains: “From experience we knew
many people forget to use or throw away stamp cards and even when they are used, the vendor
has very little evidence to demonstrate their effectiveness. The Loyalli app means customers don’t
need physical loyalty cards, they just need their phone. It also provides retailers with the most costeffective and easy-to-implement marketing programme available, with the ability to analyse trends
in usage. With almost 150 independent retailers signed up to Loyalli already, it is set to become the
market leader in smartphone loyalty. This simple and engaging app is easy to sign up for. There are
no contracts and security built into the app prevents fraud. Loyalli can be run alongside or instead
of a card-based loyalty stamp scheme. To view a demo of Loyalli and
find out more, visit www.loyalli.com

Pearl Finish
Shine Pomade
Scruples Hair care is proud to introduce Pearl Fnish Shine
Pomade. This amazing formula contains ultra reflective
mica, providing hair with a beautiful pearlescent shine and
a clean, naturally radiant finish. Pearl finish has soft, flexible
styling memory. It can be used to shape hair, control frizz
or create a glossy finish. This unique humectant’s formula
moisturises hair and rinses away easily. Pearl finish is a very
versatile styling tool, making it great for both men and
women with any hair type. For further information contact
0845 230 9660 or visit www.sdlhair.co.uk
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Andis RT-1
SuperLiner Trimmer

the products

For 90 years, Andis has produced exceptional clippers and trimmers for
professional barbers and hairdressers worldwide. The Andis RT-1 SuperLiner
Trimmer is exactly what the barbering market has been looking for. Powerful
and extremely quiet, this superb trimmer is equipped with a rotary motor
and the closest cutting, stainless steel T-blade (0.1mm). The smooth, sleek,
lightweight design has a soft grip inset for extra comfort. The Andis SuperLiner
is perfect for hair tattooing, beard shaping, outlining, detailing work and
dry-shaving. Supplied with four attachment combs as well as UK, US and EU
adaptor plugs. Watch out for your chance to win an Andis RT-1 SuperLiner
Trimmer in the next edition of ‘Hairdresser’ magazine. For further information
freefone 0800 262509 or visit www.denmanbrush.com. Denman International is
the exclusive Andis distributor in the UK and Ireland.

K-Pak RevitaLuxe
Bio-Advanced
Restorative Treatment

This new treatment actually repairs and restores years of damage instantly by
reconstructing the hair structure from the inside out. With its unique combination
of advanced damage repair plus superior moisture infusion, JOICO® K-Pak®
RevitaLuxe instantly transforms overly-stressed and compromised strands into
luxuriously soft, strong and healthy hair. Tests on actual salon clients show that
after just one use, hair contains four times as many healthy keratin peptides
as it did before application; and after three days of use, it contains more than
seven times as many peptides. This means that in addition to repairing existing
damage, JOICO® K-Pak® RevitaLuxe continues repairing. It also stands guard
against future damage from chemical, environmental and thermal stressors
by creating a “molecular bandage” on the hair surface. RevitaLuxe helps
prevent premature colour fading by 94% and maintains colour lustre.
For more information call 0845 071 2326 or visit www.joicoeurope.com

Salon Freedom with SALONGENIUS
Created to generate extra revenue and free more time for salon owners, managers and salon staff, Salon Genius has just released its
Version 12 Salon Software Package. The sophisticated yet easy-to-operate system effectively splits into two management systems –
Salon Operations and Salon Client Management and Marketing. Salon Operations covers all aspects of self-employed staff recording
and management, surcharge control (credit cards and extra transactions cost reporting), automatic adjustment for extra charges and
other premium pricing structures, automatic stock control and high-value item tracking. Salon Client Management and Marketing
includes Smart card issuing and management, including secure storage of client
information, loyalty points issuing and tracking, client checking in and updating,
retail product evaluation and auto recommendation, waiting list management,
online booking (now clients can use their smart phones to book appointments)
and management of client loyalty and recommend a friend schemes.
Registered Hairdresser Sean Hanna from Sean Hanna Salons says: “We’ve been
testing V12 for a while and love it. It’s very business-savvy and the marketing
applications are both intuitive and easy to use. I will definitely be rolling this out
across all our salons.”
For details about the software please contact Salon Genius on 0871 424 0151 or
find more details at www.salongenius.com
the hairdresser 
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Registered Hairdresser News
State registered hairdressers making the headlines and news of the campaign for registration

Registered Hairdresser Richard Ward, owner of Richard Ward
Hair and Metrospa, unveils new art team

Michelle Thompson (centre) is pictured with Lukwesa Burak, host of
this year’s awards and a Sky News presenter, along with Fernando Pak,
Managing Director Femi, manufacturers of the Sensationnel Brand.

Registered Hairdresser
Michelle Thompson of
Francesco Group wins Stylist
of the Year Award at the
Black Beauty Sensationnel
Hair Awards 2011
Michelle Thompson, Creative Director
of Francesco Group, added yet another
accolade to her name at the Black Beauty
Sensationnel Hair Awards at the end of 2011.
The premier awards in Afro hairdressing
attracted entries from over 100 stylists
nationwide and Michelle carried off the
coveted title of Stylist of the Year.
As Creative Director of a successful franchise
group, Michelle is also a past winner of the
British Hairdressing Awards Afro Hairdresser
of the Year. Her insightful and inspirational
work was recognised by the esteemed panel
of judges as representing visionary talent.

The Richard Ward Hair and Metrospa has just announced the formation of its new Art Team,
which will represent the Chelsea salon at shows, seminars, photographic shoots and hairdressing
events. The 15-strong team has been selected by Richard Ward and artistic director Cristiano
Basciu, based on their exceptional cutting skills, creative ability, enthusiasm and willingness
to learn, “This is an incredibly exciting time for the salon,” says celebrity hairdresser Richard
Ward. “Cristiano and I have selected this team based on their exceptional creative cutting skills,
enthusiasm and raw passion for hairdressing. The team consists of some of the salon’s most
dedicated stylists and colour technicians, and between them, they have some incredible skills and
priceless expertise. Over the next few months we’ll be working hard to create some incredible
editorial looks, which are sure to get the hair world talking. Watch this space!”

Registered Hairdresser
Trevor Sorbie MBE and his
salon group become the
new KeraStraight 2012
Global Ambassadors

Winning Registered
Hairdresser Caroline Gerrard

The glittering awards ceremony was attended
by 400 guests from the world of afro hair.
Up-and-coming comedian Jason Patterson
got the evening’s entertainment going with
his side-splitting routine. The glamour was
provided by the Hairology show, produced
by award-winning stylist Allan Henry. It was a
mix of incredible hairstyles, fashion, song and
an amazing dance routine capturing the very
best of old Hollywood musicals.

Caroline Gerrard has been a registered
hairdresser for over 13 years and has won
many competitions during that time. These
include winning three years running, the NHF
Men’s Trend Cut Hairdresser of the Year. She
has also been South of England Champion,
South West Champion three times and two
silver medals in the Europe Championships
held in Athens. Caroline is currently the NHF
British Fashion Hairdresser of the Year. To
win this prestigious title, she was required to
create a fashion colour cut and blow-dry with
the total look of the model being judged
upon.

Michelle says: “It is always an honour to be
recognised by your peers, especially in such
a highly regarded category. I am hugely
passionate about the creative possibilities
to be found in afro hairdressing and I
am committed to continuing to push the
boundaries of this fascinating discipline.”

For the past two years, Caroline has been
a member of the NHF British Hairdressing
men’s team and has found all the people
she worked with really inspirational. She now
trains her own team at her salon – Gerrard’s
Hair and Styles in Somerset – and is delighted
that they are also winning competitions.
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Acclaimed Hairdresser, Trevor Sorbie, with
both his creative and technical team, will
work closely with KeraStraight to promote
the smoothing and repair treatment
company through education, communication
and creative projects on a UK and global
basis.
“This is a very exciting time for KeraStraight;
we are currently available in 20 countries
with new countries launching each month.
Working closely with the Trevor Sorbie salon
team will ensure that our creativity and
expertise in the smoothing and repair arena
will continue to be second to none – working
alongside the Trevor Sorbie team is a real
honour,” explains Jez Barnett, Managing
Director of KeraStraight Ltd.
The Trevor Sorbie Art Team consistently
strives to be at the forefront of hairdressing,
working tirelessly to inspire and excite.
Travelling the world hosting seminars, shows
and delivering education, their expertise will
support KeraStraight’s fast-paced growth as
one of the leading companies in smoothing
and repair.
“KeraStraight really delivers results for our
clients, for our team and for our business,”
explains Trevor Sorbie.

Registered Hairdresser
Jamie Stevens’ New Salon

David Morris MP
with HC Chairman
Arthur Ehoff

Andrew Barton talking about
registration to MPs and
civil servants

Congratulations to registered hairdresser and
celebrity Jamie Stevens, who is set to open
his first London Salon in Spring 2012. Jamie,
resident hairdresser on the X Factor and
hairdresser to the stars, has been running
his own Salon in Somerset and working with
Errol Douglas in Knightsbridge – he is now
leaving Errol to set up his own prestigious
2-storey salon in Kensington.
“I’m really excited to be opening my first
salon in London, it’s been amazing working
with Errol and I’m so grateful for everything
he’s taught me, he’s a legend. I’ve always
dreamed of having my own salon here and
with everything going on with The X Factor,
This Morning, winning Celebrity Hairdresser
of the Year and BHBA Men’s Hairdresser
again, it just feels like the right time to make
the move. My sister Tasha, shortlisted for
BHBA Manager of the Year, is joining me as
manager of the salon so I’m really pleased
it’ll be a family business - our mum is also
a hairdresser so it’s natural for us to work
together.
The salon is amazing, it’s in a fantastic spot
in Kensington and will be housed across
two floors. I’m working closely on the
interior design with Aston and Fincher at the
moment and the builders are planning what’s
going to go where. The refurb is costing
around £250,000 and it’ll be a modern high
end but boutique style salon. I’m aiming to
open in Spring and Little Mix have said they’ll
come and launch it for me so it should be a
great opening party.
The Hairdressing Council wishes to
congratulate Jamie and wish him all the best
in his new venture.

Campaign for Registration Update
An event held in the House of Commons to lobby MPs to support the amendment of the
Registration Act resulted in a record turnout with over 200 attendees. The event had to be moved
to a larger room to cater for the numbers who sent a positive RSVP. The larger room was still
packed to capacity as celebrity hairdressers Andrew Barton and Steven Goldsworthy spoke to the
crowds about registration and gave individual hair advice. Urban Retreat from Harrods was also
on hand to give tips as was Stephen Warburton – a registered hairdresser from Morecambe. Also
present was Stephanie Davies-Crowley, a consumer who had a terrible reaction when her hair was
straightened and coloured on the same day at her local salon, just a week before her wedding.
Her broken off hair meant wearing a wig on her big day.
The event was generously supported by L’Oréal Professionnel, Wella, Goldwell, Schwarzkopf and
Urban Retreat, all of whom support the call for registration. The general consensus was that the
MPs were taking the subject of professionalism for hairdressers seriously, which was reflected
in the following day’s vote – where the amendment bill was narrowly defeated by only four
votes, meaning nearly 50% of MPs voted for the motion. David Morris MP and members of the
Hairdressing Council pledge to continue the fight for registration and recognition for hairdressers
and to this effect Morris is calling for a parliamentary debate for MPs to discuss this before the
next Ten Minute Bill.
“It is very rare for a bill such as this to go to the Division Bell and be voted on, which is
confirmation of the importance this subject was given by the House of Commons,” said Morris.
“We will be returning in 2012 with another Ten Minute Bill and will be lobbying Government until
then. I am confident this is only the beginning, not the end, and I urge as many hairdressers as
possible to get behind the campaign.”
Council chairman Arthur Ehoff said: “We feel that we have made significant progress with almost
50% of the voting ministers behind us. We know the value of professional hairdressing, an
industry that, in turnover terms, is as large as BSkyB and feel at last our message is appreciated
by the powers that be. This is not the end but the beginning of a new phase that will result in
Parliament at last taking our industry seriously.”
Hairdressing Council Registrar Sally Styles said that although she was disappointed at the result
of the vote, she was happy that hairdressing was, at last, being taken seriously by Government.
“Positive media coverage has been unprecedented,” she said. “On behalf of all hairdressers
who deserve to be recognised as professionals, we will continue to fight
for registration and will continue to look after those who are already
registered with us”.

Fudge joins portfolio of brands
within PZ Cussons Beauty
Fudge will join St Tropez, Sanctuary and
Charles Worthington in the portfolio of
PZ Cussons Beauty following their
acquisition of the company.
Established in 1991, Fudge has
developed into a leading premium hair
care brand, sold predominantly through
salon distribution in the UK, Australia and
New Zealand. PZ Cussons Beauty felt that
with such an attitudinal and experimental brand, that cuts
across all ages and sexes, global growth potential for Fudge is
enormous.

If, as a registered hairdresser, you have news or a story you would like to share, send copy and images to sally@haircouncil.org.uk
the hairdresser 
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& Mirrors
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the techniques

volume 2

Lightening formula:
JOICO® VeroLight Dust-Free Lightening Powder
with 10 Volume (3%) JOICO® Vero K-Pak® Color
Veroxide

Color formulas:
Formula 1: JOICO® Vero K-Pak® Color ½ 9G +
½ TBB with 10 Volume (3%) JOICO® Vero K-Pak®
Color Veroxide (Gold Foil)
Formula 2:
JOICO® Vero K-Pak® Color ½ 9G + ½ 9RG +
10 cm (4-inch) ribbon 8G with 10 Volume (3%)
JOICO® Vero K-Pak® Color Veroxide (Copper Foil)
Formula 3:
JOICO® Vero K-Pak® Color ½ 6RR+ ½ TBB
with 10 Volume (3%) JOICO® Vero K-Pak® Color
Veroxide (Red Foil)
Formula 4:
JOICO® Vero K-Pak® Color ½ 6FR + ½ TBB +
5 cm (2-inch) ribbon 7XR with 10 Volume (3%)
JOICO® Vero K-Pak® Color Veroxide (Purple Foil)
Base color:
JOICO® Vero K-Pak® Chrome B5 with JOICO®
Vero K-Pak® Color Chrome Activator
(or JOICO® Vero K-Pak® Color 5B with 10 Volume
(3%) JOICO® Vero K-Pak® Color Veroxide)
the hairdresser 
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the collections

Peter Prosser

Paolozzi
Hair
		
Make-up
Styling 		
Photography

Peter Prosser
Victoria Baron
Desiree
Tom Leslie

View the full collection at www.peterprosserhairdressing.co.uk
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the products

You could win these

Fantastic Products!
Win
one of
six!

All of the latest products described on these pages are available for our lucky readers to
win, and it couldn’t be easier to enter – simply email your name, address and registration
number to jo@haircouncil.org.uk and put the name of the product in the subject line.
Alternatively you can send your details on a postcard to The Hairdresser Giveaways,
Hairdressing Council, 30 Sydenham Road, Croydon, Surrey CR0 2EF. Remember to include
your registration number and a contact telephone number. You can enter once for each
product giveaway (postcard entries can all be sent in one envelope). All entries will be
placed into a prize draw and the winners will be drawn at random.

Glossy Reinvention by SexyHair
Hair can struggle to keep up with changes in colour and styles but Sexy Hair has the
solution. Designed to nourish, moisturise and restore hair to full-on glory, Reinvent
Top Coat Gloss is the perfect way to repair damaged hair, and rebuild, refresh and
prolong colour, or enhance natural tones. And you can be confident of shiny hair
results bursting with vitality. The inclusion of Coconut Extract helps to nourish the
hair, moisturising and smoothing, while Rice Bran Oil and Passion Fruit Oil penetrate
deeply for long-lasting shine and manageability. Strengthening the hair comes from
Bamboo extract and Hydrolysed Vegetable Protein. Finally, repairing action comes
from Acai Berry (rich in antioxidants) and the anti-ageing properties of Omega 6
fatty acids promote improved hair strength and elasticity. For more information see
www.sexyhair.co.uk or call 0845 230 9660.

“We’ve never had our finger so firmly on the pulse of
our business. Kitomba gives your business eyes.”
Grant Bettjeman, Bettjemans

Kitomba Salon and Spa Software
makes it easy to manage and grow
your business.
Call us and see what Kitomba can do
for you.

Call 0800 085 61 22
or visit kitomba.co.uk
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Ice Diamond
Large Diamanté
Stylers by Denman

The Ice Diamond large diamanté
styling irons boast both an innovative
and ergonomic design. The
thermostatically controlled floating
tourmaline plates reach their maximum
temperature in just 40 seconds! The
advanced ionic technology restricts
damage, reduces static and creates
shine by closing the cuticle, locking in
moisture, natural oils and hair colour
for total hair protection. For further
information call Denman International
on 0800 262509

Win
these
stylers!
Adjustable temperature control from
80°C to 232°C degrees
Automatic high temperature thermal fuse
cut-off creating exceptional safety
Dual voltage for travel
Power surge protected
3m 360° tangle-free professional swivel cord
Elegantly styled with diamanté inset
Supplied with Ice Diamond heat pouch

Win
this new
set!

BC Color Freeze by Schwarzkopf
Perfect Color Sealing Care with 100% Color Shine and ‘Glow Effect’. BC Color Freeze
from Schwarzkopf Professional offers a colour protection line with Color Freeze
technology and the extra ‘Glow Effect’. The special Color Freeze formula seals
the hair surface, while freezing pigments in place; the ‘Glow Magnifier’ ensures a
healthy-looking shine. BC Color Freeze products protect every single hair against
fading out, preserving optimum colour intensity and a brilliant
colour shine. In addition, all products employ a UV filter, protecting
hair against ultraviolet radiation while preventing damage to the
hair structure, as well as having remarkable consistencies and an
exclusive sensuous oriental-powdery fragrance creation. BC Color
Freeze range includes four new heroes: A Color Shine Shampoo for
damaged and dull coloured hair, a Two-Phase Spray-Conditioner, a
Thermo-Protect Cream and a Post-Color Shine Service for a
special in salon treatment. Only available from February 2012.
For further information call 01296 314000 or log on to
www.schwarzkopfprofessional.co.uk

Orofluido
Orofluido Haircare have extended their
range to create a truly gorgeous hair
ritual. Following the huge success
of Orofluido as a salon exclusive
retail brand, they have now been
developed to be used at the backwash
to transform a client’s visit into an
indulgent, therapeutic experience. The
three luxury oils contained in Orofluido
(Cyperus Oil from Egypt, Linseed Oil
from the Mediterranean and Argan
Oil from Morocco), condition hair and
return a healthy shine and flexibility
to tired or damaged hair. The rich and
nourishing Orofluido formula is ideal for
all hair types including Asian, Afro and
European. By allowing your clients to
experience the results of the Orofluido
range in-salon, they will be encouraged
to relive the luxurious salon-experience
between visits and purchase from you
the products for home use. For further
details please call Orofluido on 0208 399
5624 or visit www.orofluido.com

Win
one of
five!
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the business
Jasmine Dickenson has worked closely with salon and spa businesses for
more than two years throughout New Zealand, Australia and the UK with
Kitomba. She is now based in London full-time, bringing her international
business experience to the UK industry.
“I’ve worked with salons of all sizes, from solo operators to larger multisite chains and essentially they’re all looking for the same things: happier
customers, more time, more ways to develop and nurture their staff and,
of course, any change needs to benefit their pockets. Over time, I’ve been
delighted to see my clients grow and prosper in these ways. They’ve also
gained a greater sense of comfort, control, and security in their business.”
Kitomba is a complete management system for salons and spas, with
software, training, unlimited telephone support, workshops, online
training videos and so much more. Take your business to the next level,
exceed your business goals, increase sales, gain confidence in running
your business, save time and reduce stress with Kitomba.

To find out more about what options are available to you, please visit www.kitomba.co.uk or
contact Jasmine on 07792 763915, jasmine@kitomba.com

Could your business be busier?
Many salons are noticing bigger gaps in their appointment books, with less people coming in
each week. Like it or not, we’re operating in a tighter economy, but if you spend all your time
worrying about this, you run the risk of resigning yourself to the same fate. Picture an economy as
if it were a circuit board, and money is the electricity that flows around to keep it running. Always
remember that although the current economy is now much weaker, the economic machine will
never stop running. You just need to work smarter to maintain and grow your share by focusing
on those key business metrics… and taking action!

Ideas on how to increase
your client visit rate:
Rebooking and reminders
Most clients appreciate being asked to rebook,
so ask them and help your clients maintain the
quality of their hairstyle! There are a range of
techniques for approaching the rebooking
question, so it’s worth seeking the advice
of a business coach if this is something you
struggle with. Many clients shy away from
rebooking simply because they’re worried they
might forget the appointment, so it’s worth
mentioning that you send out reminders. If this
isn’t a service your salon offers – it should be!
Focus on your top clients
Your salon software should be able to tell
you who your ‘5-star’ clients are at a glance.
Identifying your regular clients and biggest
spenders means you can direct lower value
clients towards booking during off-peak
times and your 5-star clients to your primetime spots. This simple practice keeps your
top clients happy and has an impact on salon
profitability overall as you’re focusing on the
visit rate that counts– that of your top spenders.
Vouchers and loyalty
Setting an expiry date on gift vouchers
and loyalty points is a great mechanism to
encourage clients to come back regularly.

Impact of
revisit period:

Automatic follow-ups
Once you’re familiar with your average client
visit rate, you’ll start to have an idea of the
‘golden’ visit rate your salon should shoot for.
Let’s say you decide you’d like your clients to
see you, on average, every seven weeks. Open
your appointment book to seven weeks ago
from today and look at all the clients on that
page. How many have come back or rebooked?
Setting up an automated email or text message
reminder to your clients that haven’t come in
for a while is a gentle way to keep your salon
on their minds and remind them to book. At
Kitomba, we consistently see these simple
reminders significantly improve our customers
average salon visit rate.

How the revisit period impacts your annual revenue:

Online Booking
More than 30% of all online bookings via
Kitomba occur on a Sunday and Monday – days
when many salons are closed – and analysis
shows that bookings are made during all hours
of the day. The benefit of setting up an online
booking system in your salon is to capitalise
on these moments by allowing customers to
instantly pencil in a booking with you at their
convenience. A good online booking system
should not show your whole diary, but it
does need to be dynamically linked with your
appointment book in-salon, so that clients are
only able to request times that are still available.

The Revenue Equation:

Number of clients visiting x average amount spent per visit = prosperity for you and your staff.

A simple way to increase the number of clients that you see:

The clients that come through your door can be simplified into two types: 1) New clients,
and 2) Existing clients. Before spending extra time, energy and money trying to convince new clients
to give you a chance, remember that there are countless opportunities sitting in your salon chair every
day. I will talk about ideas to improve the average client-spend another time. For now, let’s focus on
one of the easiest ways to increase the number of clients who walk through your door each week,
month and year with one key metric: your visit rate – and the impact this has on your bottom line.

Annual revenue increases by:
25%
20%
17%

Reduce the regularity of your clients’ visits from:		
Every five weeks to six weeks				
Every six weeks to seven weeks			
Every seven weeks to eight weeks			

Annual revenue falls by:
17%
14%
13%





Increase the regularity of your clients’ visits from:		
Every five weeks to four weeks				
Every six weeks to five weeks				
Every seven weeks to six weeks			

The regularity of your clients’ visits has a huge impact on how busy your appointment book looks
overall. Just a small improvement will make a substantial impact on the success of your business.
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Measure it!
Find out which members of your team achieve
the best revisit rates and get them to share
ideas on how they do it. Keep what works, and
lose what doesn’t. People say that the definition
of insanity is doing the same thing over and
over and expecting different results. There are a
multitude of things that you can do to increase
your client visit rate, but the most important
thing to do is to try new things and measure,
measure, measure.

MANCHESTER CENTRAL 1ST & 2ND APRIL 2012
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Keep up-to-date with all the very latest news on Professional Hairdresser Live
by registering for our regular enewsletter at www.prohairlive.co.uk

Would you like to join
the likes of Andrew Barton
and Vidal Sassoon by
becoming a

Master
Craftsman
in Hairdressing?

If you have been a State Registered Hairdresser for over two years and have management and
teaching experience you may be eligible to become a Master Craftsman in Hairdressing.
This prestigious and select hairdressing award puts you among the cream of British hairdressing.
The Master Craftsman diploma comes in four different formats: a Diploma in a stylish, specially made frame,
a silver metal plaque on a black mount in quality silver frame, a burnished brass metal plaque, mounted on
dark wood, or a silver metal plaque in a modern look acrylic frame.

Congratulations to these new Master Craftsmen
Reg. No. Name				Address

902527

Paula Rowlands		 Norfolk

935250

Kevin Colby

940304

Christina Laing		Kirkcaldy

940556

Steven Butler			

Bournemouth

941516

Sarah Louise Turner		

Bedfordshire

941543

Annie Barku-Trezona		

Redruth

941546

Mr Norman Davies		

Oxford

941550

Robert Ian Bishop		

Bexhill-on-Sea

941551

Susan Patricia Winter		

Pensey

939991

Anna Mather			

Edinburgh

941545

Sarah Dawes			

Thetford

		Leigh

For more information on how to
become a Master Craftsman contact the
Hairdressing Council on 020 8760 7010.

Cutting
the risk
Flexible and affordable insurance cover
for State Registered Hairdressers
Cover starts from as little as £46.20 for £1m
Public Liability – that’s less than 13p per day

Plus

FREE Hand Cover with every
Personal Accident Extension
prices start from £21.00

Salon Owners?

No Problem, we can cover the insurance you need:
Public Liability • Employers Liability • Treatment Risks
• Buildings & Contents • Commercial Vehicle

Check your insurance
cover today to see how
we can cut your costs

0800 454 371
Preferred insurance provider
of The Hairdressing Council

Please quote reference HAIR2011
businessinsurance@jltgroup.com
www.jltbis.co.uk

JLT Business Insurance Services. A division of Thistle Insurance Services Limited. Lloyds Broker. Authorised and Regulated by the Financial Services Authority.
A part of the Jardine Lloyd Thompson Group. Registered Ofﬁce: 6 Crutched Friars, London EC3N 2PH. Registered in England No 00338645. VAT No. 244 2321 96.
The Hairdressing Council is an Introducer Appointed Representative of Thistle Insurance Services Limited
* Price quoted is for annual cover and excludes IPT (6%)
** Cover has to be purchased in addition to Public Liability. Price quoted is for annual cover and excludes IPT (6%)

5898_01/11

Making Business Insurance
more personal

