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VTCT prides itself on having a personal
and wholehearted approach to
customer service and technical
support for learners and centres.
•

VTCT has over 160 qualifications for all
levels of learner from Entry Level 3 through
to Level 4 in Hairdressing & Barbering

•

VTCT qualifications are recognised in the UK
and internationally

•

VTCT only certificates NVQ and VRQ (QCF)
qualifications written from industry standards

•

VTCT actively supports the Hairdressing Council in
their pursuit for State Registration for Hairdressers.
For queries regarding VTCT Hairdressing & Barbering
qualifications please contact:
Tel:

+44 (0)23 80 684 500

Email: customerservice@vtct.org.uk

Keep up to date with
all things VTCT!
www.vtct.org.uk
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Sally Styles
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Editor

It’s been a really exciting few months
for the Hairdressing Council and
campaign for registration.
The Fellowship for British Hairdressing
voted to support the campaign and
in doing so are sending a member of
their Executive Committee to sit on the
Council.
Thanks to our alliance with the British
Barbers Association, we now have
a large number of ‘State Registered
Barbers’ and are thrilled at the support
they are giving the Council.
Large companies, such as the
Francesco Group, are registering their
educators and Salons, including Errol
Douglas, Daniel Galvin and a whole
host of others; demonstrating that
they can see the benefits of making
sure all their staff are registered.
As with a lot of businesses, we are
going digital and all registered
hairdressers with an email address
should have received notification
that letters, invoices, certificates and
magazines will be sent out digitally
from this Summer. You have been
given the option of receiving a hard
copy of the magazine, so please don’t
hesitate to contact the office if this is
your preference.
The House of Commons tea party
is only a few weeks away so if you
haven’t applied for tickets, now is the
time to do so. I hope to see you there.
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It’s the way
you frame it…

Flying over to Ireland recently, I picked up a copy of BA’s Business Life
magazine and found a very interesting survey about persuasion. We know
people respond to incentives; it’s pretty tried and tested marketing. BOGOF?
3 for 2? Online voucher discount? They’re all firmly established in the mindset of the new millennium consumer. But just what makes a take-up rate soar
is a finer-tuned matter; in fact it’s more of a psychological response.
Offered the choice between £10 today and
a guaranteed £12 tomorrow, say studies, the
smaller, more immediate payout wins every
time. So do we tend to live for today at the
expense of tomorrow? The article suggests
maybe not. Because, interestingly, offering
the same £10 today or £12 in a week’s time,
we’re more likely to wait and get the extra
£2, as we perceive it to have more value. So,
it demonstrates that it’s more about how we
‘frame’ an offer, how we market it, promote it
and sell it, than the actual offer itself.
I know from our clientele that they respond to
‘added extras’, like goody bags, and actually
seem to prefer ‘value plus’ offerings rather than
slashing prices. Although we don’t discount our
services, selling off old stock at sale price works
better when we offer a deal – like buy three
for a fixed sum. Thinking that we are getting
something for nothing, or something over and
above, can be strangely more appealing than
thinking we have merely saved money.
The article quoted the Journal of Personality
and Social Psychology, and studies they have
carried out suggest that it can sometimes be
more effective and cheaper just to change
how you categorise or label rewards than just
offering more of them.
In one study, a group were asked to perform a
simple 10-minute task in exchange for a choice
of gifts from one of two containers on display.
They were told if they stayed and completed
a second task, their reward would be a gift
from the other container. A second group were
given exactly the same task, the only difference
being that all the gifts were all together in one
container, and if they stayed and completed the
second task they could select two gifts, not one.
So, exactly the same deal.
08 
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Even though they all knew they were the same
gifts just split into different containers, the
group that were offered to collect rewards from
the first, then second container were three
times more likely to stay and complete the task.
Clearly, our minds perceive value in the number
of different things offered, not just the sum total
of what is being offered.
Other than those who are solely shopping
by price and price alone, does a client really
understand the impact of 20% off her bill
when it’s not a tangible element? Would she
perceive it to mean the same if the equated
value was piled up in the form of goodies for
her to take away? Gifts that she can touch, feel,
use and keep? As most of us pay by card these
days, even the physical act of realising and
appreciating the deal by counting out the notes
or writing out the cheque is lost. Can anyone
really remember the exact amount charged to
their card? But who forgets a free gift?
Fascinating stuff, and wise for us to remember
at this difficult time when purchase power is
key and the customer is king. The client has
never been so spoilt for choice; there’s plenty
of bargains and deals out there for the savvy
shopper to choose from. But clearly, how we
perceive these offers is the critical element. We
mustn’t be tempted to dumb it down and just
run a colour sale or a 30% off discount – there’s
never been a better time to think out of the
box a little with regard to how we market our
services. And that’s a fact. After all, we’re selling
our brand and ourselves and value is in the eye
of the beholder.
The article ‘I Want That One’ by Steve Martin
appeared in the March 2013 issue of Business
Life, British Airways magazine

“We mustn’t be
tempted to dumb it
down and just run a
colour sale or a 30% off
discount – there’s never
been a better time to
think out of the box.”

Business and industry expert Hellen
Ward, in partnership with City & Guilds,
has a series of books for salon managers
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

The PR Expert says...

Speak Up!

Salon owners often equate PR to column inches in their local newspaper or glossy magazine. But PR is about all the many and
varied ways you interact with your public and those interactions should combine to play an active role in adding pounds to
your bottom line. One of the most overlooked and most powerful tools in the PR toolbox is right under your nose… your staff!!
Remember that PR is part of marketing communications and as a PR expert I often see the
human element of communication being abdicated to the written word or printed image. Each
day your staff have a great opportunity to be the very best PR ambassadors they can be for both
themselves and your business. Don’t be afraid to give them structured subjects to ‘talk up’ with
their clients. The subjects can reinforce the needs of your business without any reference to the
word that every stylist dreads: ’sales’. As part of our service to our clients we always provide a
12-month calendar of activity across all the aspects of PR (and marketing), including events, social
media, window dressing and even in-house training. The calendar is reviewed with the staff at their
regular weekly meetings and the staff are given their ‘key messages’ to visit and revisit with their
clients over the coming weeks.
So, for example, in week one and two they might be asked to personally introduce the
‘Recommend a Friend’ card to two clients a day. It means that rather than simply handing over
information they are having a personal conversation that makes it more meaningful for the clients.
In week three a salon might focus on ‘New Shades for Spring’ and the staff will be asked to speak
enthusiastically about this subject with clients for that week. Rather than ask your staff to talk
about EVERYTHING, give them a clear goal and ask them to talk about ONE THING for a certain
period of time. Using these structured conversations to support your PR can be an important
factor on whether PR makes money for your business or not. To summarise the PR power of your
staff, consider the following five points:
Make a plan and plan to use it
Give your staff specific key messages
Change the messages as appropriate to support your business
Ask your staff for feedback on client responses and comments
Keep going!

Louise Wood
For further information please
contact Louise Wood at LWPR
on 01858 419668
or email louise@lwpr.biz

Director’s Cut
Trisha Buller, Salon Director of Cienté, is passionate about
State Registration and here she explains why...

The benefits for a business to have its team State Registered
As a salon director, hairdresser, assessor
and qualified trichologist I fully support
the Hairdressing Council in their quest
to regulate and recognise qualified
hairdressers. I feel strongly about raising
standards within our industry and, to that
end, am passionate about raising awareness
for the importance of joining forces with The
Hairdressing Council.
I am concerned that NVQ training is being
completed in just one year, along with short
courses of just six months being delivered by
unqualified and inexperienced trainers.
We have ‘newly qualified’ learners
performing hairdressing services with one
year’s experience. No reputable salon would
employ a so-called stylist at this level, unless
they could train the individual to the salon’s
standards, but by this time the need to earn
money and not apprenticeship salary leaves

them no choice but to practise hairdressing
services at home! So with just one year and
no real knowledge and experience, they
can either set up on their own or become
a home hairdresser. Poor hairdressing
practice can result in a stressful experience
for the client, and frequently culminates in
expensive litigation.
Compared to the volume of hairdressers
in the UK this is a small minority, but it is
imperative that salon owners and managers
ensure their team are qualified with at least
two years’ experience in NVQ training then
a further year building a client base to gain
experience as well as ongoing CPD prior
to allowing them to safely use potentially
harmful products, such as peroxides,
colours, bleaches etc. Used incorrectly,
these products can create scarring alopecia,
leaving your client with permanent hair loss.

I recognise the importance and benefits
of enrolling my team as registered
hairdressers. It is important to recognise
and reward your team, and we want our
team to feel appreciated so it has to be
a win-win situation. It gives a sense of
recognition for their achievements with a
true understanding of the importance of
why hairdressing should be recognised and
legislated. I believe they understand the
need to protect our industry from bad press
and the stigma that is associated from the
ignorance of what is truly involved.
Being state registered is as important as
having public liability insurance. It is the
way our industry will get a much bigger
voice and be heard in Government and we
must be heard; it is our duty as qualified
professionals to be legislated and raise the
bar.
the hairdresser 
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Daniel Galvin OBE

HEAD2HEAD

Industry icon Daniel Galvin OBE tells us about his career
from the very early days through to today, and also
explains his passionate support for State Registration.

Both of them were keen to get me on board but I was aware that Leonard
was intending to set up a floor dedicated to hair colour, so after much
deliberating I chose Leonard (in spite of the fact that he was paying £12
per week to Vidal Sassoon’s £14!). And so began my life as a colourist.

Did you always know you wanted to be a hairdresser? While I was still
at school I spent my Saturdays sweeping the floors at my father’s London
salon to get pocket money. I loved the buzz and energy in the salon and
the client interaction. And each week the clients changed, and the scene
changed. I knew that this was the life for me. I would hate to be locked
up in an office and for my job to be the same day in, day out. From the
beginning I’ve loved the idea of diversity and the positive energy created
by being around creative people.

My goal in the early years was to attempt for the colourists not to be the
underdog and receive the same recognition as the stylists. It wasn’t easy
back then as colour was seen as merely an add-on, but gradually the
stylists recognised that the addition of colour gave their work an added
dimension as so we began to gain the same level of respect.

When I was 15 I had an interview at a salon on Park Road, just off Baker
Street, and began my apprenticeship. From the very beginning I prefered
colouring hair over cutting – I have to say I found cutting boring, and felt
that colouring was where the magic was.
In the early 60s my beloved brother Joshua had recently returned from
working in New York. His experience there led him to advise me to be
the first guy in London to specialise solely in the art of hair colour. I will
forever be in debt to him for his advice and encouragement. He also
prompted me to write to the top ten hairdressing salons in London at
that time, from which only Olofson’s responded, who took me on almost
immediately, and where I began to specialise solely in the art of colour.
This was my big break but, my God, was I thrown in at the deep end! In
those days there wasn’t any formal training. Whenever I asked the senior
staff for guidance their response was invariably: “If you don’t know what
to use, you shouldn’t be working here!” So it was a tough slog – I learnt
by my mistakes. But I persevered and 18 months later I received phone
calls from Vidal Sassoon and Leonard within a few days of each other.

“Of course we
should have
compulsory
regulation.
Hairdressers
– we need
you to get on
board with our
campaign.”

We all know Joshua was an icon of the hairdressing industry, were
any other members of your family in the hairdressing business? My
grandfather and father were both hairdressers and I’m very proud that my
three children Louise, Daniel Jnr and James are also following me in the
hairdressing industry.
Apart from hairdressing, do you have any hobbies? I love to go
trekking in the Himalayas. But actually I love my job so much that it’s like a
job and a hobby rolled into one! I’m just always so happy to go into work.
You are a State Registered Hairdresser – do you still believe the
campaign for registration is relevant? Not only do I think it’s a hugely
relevant issue but I think it’s critically important. You can’t just pick up
tools and call yourself a plumber, so, why is hairdressing any different?
Regulation should be there to protect our clients. The chemicals we use
can be very dangerous. Of course we should have compulsory regulation.
Hairdressers – we need you to get on board with our campaign. We are an
industry worth £6 billion per year and almost every single country apart
from us recognises some sort of regulatory system.
I am immensely proud to be part of British hairdressing and we are still
perceived globally as the most passionate, gifted and global leaders in our
field. Yet, any Tom, Dick or Harry can open up a salon or call themselves a
hairdresser. It just seems to me to be completely insane that, here we are,
recognised as global leaders, yet we have no formal regulation. Surely we
owe it to ourselves to get our act together and become recognised as a
bona fide industry, and not a craft. Would you let a plumber install your
boiler if he wasn’t Gas Safe registered? It’s exactly the same principal.
I feel hugely passionate about this and I ask every hairdresser who truly
values their skill and our industry to come on board! The government
owes it to us. This has been a relevant issue since the 1970s when my
brother Joshua Galvin was the spokesperson for a group of hairdressers –
including Michael John, John Frieda and Vidal Sassoon – who lobbied for
the regulation of the industry. In those days Harold Wilson called us the
‘Candy Floss Club’ – we weren’t respected then and we aren’t respected
now. I’m absolutely appalled that still, 40 years on, we are not given the
recognition that we deserve.
You travel a great deal - what do you miss most when you are
travelling? My family and my salon and everyone in it!
What would you say has been your finest moment in the hairdressing
world? I’ve won many awards but my finest moment was receiving my
OBE in 2006. It was my proudest moment – being honoured by the
Queen in the presence of my whole family.
What do you dislike? Hairdressers who act like prima donnas! We work
in the service industry and should behave as such – there are too many
people that forget that. Manners cost nothing and all hairdressers should
remember that without clients we have no business. All hairdressers
should also have time for their juniors – remember that they are the future
of this business. Don’t forget that you were once in this position.
What do you love most about the hairdressing industry? I truly love
being on the salon floor with my team. I like to be part of the team and
one of the workers. I’m only a boss if something goes wrong. I’m so lucky
to be in the best industry in the world with such wonderful and down-toearth people throughout the world.
What advice would you give to young hairdressers starting out? You
don’t get anywhere without hard work. The sky is the limit but you have
to go out and get it! And never think you’ve learnt everything. There’s
always more to learn!

10 

the hairdresser

the business 

Jasmine Dickenson

Use Facebook to create a
steady flow of top-paying
clients to your salon
Most traditional referral programmes “die an early
death” because they are based on a system that
requires work by the salon owner and guts by
the staff. Also, all too often, new client incentive
programmes are aimed at the value-conscious,
and can inadvertently prove to be a turn-off for
those clients that are in your upper-bracket. This is
a lethal combination in almost all cases.
But think of it this way: if your salon could get just
two extra new clients each week by implementing
an amazing client referral programme, wouldn’t it
be worth it? How much is an average client worth
to your salon every year in terms of sales? £300?
£400? (You can easily do the maths by taking your
average bill and multiplying it by number of visits
per year.)
So, if your average client is worth £300 per year
and you add two extra new clients per week – that
would be about £31,200 in additional revenue
each year (104 x £300)! And that doesn’t include
the second year, or the third year, etc.
Now, this all sounds exciting, but how can you
get a referral programme off the drawing board
and into action without having it fall to the lethal
combination that I spoke of earlier? Here’s how…
Firstly, not all clients are worth £300 a year, that’s
maybe your average client; your top 20% are
worth much, much more. These clients have a
higher disposable income and like to maintain
their look. When you think about it, it makes sense
that their friends and family are likely to be of a
similar mindset. Suddenly it’s worth a lot more to
get this type of person in your chair.

Paint a picture of your ideal client

For example: ‘not only gets a cut and finish, but
often gets a chemical service’, or ‘‘buys retail
and comes in regularly’!
Your best clients have probably been with you for
a while now and wouldn’t expect anything outside
of the norm, so this is the best time to surprise and
delight them with something awesome!
Set your referral-reward programme to accrue a
low amount on cut and finish, high on chemical
and retail, and set the points to drop off, so that if
your clients don’t come in regularly, they won’t get
the referral treat so often. The goal of this exercise
is to attract more of the clients that you want in
your salon.
Once your client has accrued enough points and
they are at the till to finish up, thank them for
being a great client and ask them if they have
a friend that has a birthday soon, if they would
like to thank someone at work, or if they know
someone that could really do with a nice treat.

Then give them two vouchers. The first one is for
them to give to someone that has never been
to your salon before; it’s something completely
free. No major conditions, no hooks. Remember,
you are potentially attracting a higher value client
so it’s worth it. The second one is a treat for the
existing client that’s in front of you; they won’t be
expecting anything after the first voucher so they’ll
be especially pleased.
When your new clients come in, be sure to put
this on the consultation form: “how did you hear
about us? If through a friend, we will send them a
treat/voucher” – this sets the right tone and gently
promotes your referral programme.

Tie it in with Facebook

After every new client has come in for their first
visit, send them an email that night thanking them
for coming in, ask them to “like” you on facebook
and post up a pic of their “new doo”. This will help
expose your business to an exponentially larger
group of potential new clients.
The golden moment here is getting your clients’
facebook friends to book in with you immediately
– here is how: Have your salon name as the name
on your facebook page, but also include your
location, and these words “Book Online” (e.g.
Jasmine’s Salon London Book Online). Having a
proper salon-booking app that securely integrates
with your calendar in-salon is essential. It allows
people to ride the impulse and book in with your
salon immediately, even from their mobilephones
whilst on-the-go. Visit www.kitomba.com.uk to see
how this works.
Some salons even go as far as offering potential
clients a smaller treat towards their first visit if

they register on the salon’s facebook page or
website. This way you capture client details and
start to build up your marketing database, whether
they have come in yet or not. Therefore, when
choosing a website/facebook booking system,
it’s better to have the registration before any
appointment options come up. (Clearly, once they
have registered, the system flicks through to the
booking section, so in all likelihood they will book
in straight away anyway.)
Be consistent and reward your client with another
treat once their friend has come in; if you can
automate this too, then it’s all happening without
you even having to think about it.

Continuous improvement

Your system needs to report on these key figures
so that you know that it’s working for you;
otherwise, you’re throwing money on a wall and
hoping it sticks:
Amount of “treat” points accrued
Number of “treat” referral vouchers given out
Number of “treat” referral vouchers that have
come in
Number of new clients
Number of new clients that rebooked/retained
Number of clients by referral source
Spend of clients by referral source
Offering promotions periodically helps to boost
your numbers, but could create expectations
among your clients. Surprise and delight is best,
it creates raving fans that are so excited that they
may not even realise that they’re promoting you,
and ultimately encourages better clientele to your
salon.

Jasmine Dickenson has worked closely with salon and spa businesses
for more than three years throughout New Zealand, Australia and the
UK with Kitomba.
“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 ways to develop and nurture their staff, more time and,
of course, any change needs to benefit their pocket. 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 call 0800 085 6122, visit
www.kitomba.co.uk or contact Jasmine directly: jasmine@kitomba.com
the hairdresser 
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The Ball

Fix a doughnut on
the crown, in line with the
profile of the nose

Stepby Step
You can create Anne Veck’s glamourous hair-up style

Prepare the hair by first
applying mousse all over it
and then drying it

Backcomb each section...

...then straighten it and
brush it out in order to
change the texture of
the hair making it more
malleable

Place added hair
underneath the doughnut

Build up the shape with
synthetic hair, securing
with a hair net

Brush the added hair
on to the shape.

bacckground - two pantone red 032 and 233 - gradient effect
logotype and slogan reversed out
Logo

Secure an elastic band
around the base
to create a narrowing

Comb the model’s
hair over the entire
shape created

bacckground - two pantone red 032
and 233
- gradient effect
Brand
Elements
logotype and slogan reversed out
Anne Veck identity

Logo

Brand Elements
Anne Veck identity
the hairdresser 
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A COFFEE FOR

EVERY STYLE

SMOOTH
HOT CHOC

SHORT
ESPRESSO

LONG
FILTER

EARL
GREY

RRP:
£199

Give your clients great coffee,
tea or hot chocolate and enjoy
a free machine* on us!
To find out more information please contact us at:
customerservices@lofbergs.co.uk

Want to make fantastic
coffee at home?

RRP:
£129.99

This S04 machine is now only £64.99!
To receive your 50% discount visit:
shop.lofbergs.co.uk/hairdressing-council-offer

*Free machine based on 12 month contract of 160 capsules purchased per month
(Minimum spend £46.40 pm)

Registered Hairdresser
Jeanette West tells her
story of life as a deaf
hairdresser
Her story includes a personal view on
the barriers she has faced on her way to
successfully becoming a hairdresser

“I was born profoundly deaf and grew up and still use lip-reading. I
live in East Sussex which is also where I am based for work. I have the
City and Guilds Level 2 in Hairdressing and I am about to complete
the City and Guilds Level 3. A few years ago I worked in a salon and
then decided to make the change and work as a freelance hairdresser,
visiting clients in their homes.
I understand that the public perception of a deaf hairdresser can be
quite negative; they feel it is an impossible situation. But this is not
true! Hairdressers and the public often feel that a deaf hairdresser
cannot be equal to their fellow professionals. Despite my deafness, I
have won a college learner award, achieved qualifications, launched
my own business, appeared on TV and in the local press. I have put
on workshop events and Hair Show events, and I have styled models
for Fashion Week in London. I am equally as capable as my hearing
colleagues.
As for deaf hairdressers in the UK, they are starting to realise
hairdressing is a possibility and are slowly starting to join the
profession. I am a role model for these hairdressers, showing that the
hairdressing industry can be a positive experience and it is possible to
be successful. I want to encourage them to achieve their dream job,
just like their hearing peers. I also want to show that they can work
within different ranges of hairdressing, such as salons, backstage,
fashion events, the media and freelance, visiting clients at home. But
we need those professionals who work within the different aspects of

hairdressing to give a deaf person the chance to show their skills and
ability to be equal to their fellow professionals. There are very talented
deaf hairdressers out there, but despite having qualifications they are
often overlooked or ignored due to being deaf.
I have applied for jobs on many occasions direct to salons and through
agencies. All too often my CV is rejected because I ask to be contacted
by email or text as I am deaf. More often than not the prospective
employer insists on calling me. When I do chase up why I haven’t
heard back the attitude is very negative.
When I have been to interviews, instead of asking me about my skills
and experience, which any other hairdresser would be asked, the
interview often focuses on the fact I am deaf. I am more than happy
to explain how I can communicate with clients who don’t use sign
language; I am more than happy to explain the Department of Work
and Pension’s Access to Work Scheme, which would fund an interpreter
whilst I am working, if needed. But most of all I would be a lot happier
if I was also asked to do a skills test and prove my skills just as my
hearing colleagues would have been asked to do.
I have put on hair events with sign language interpreters to ensure full
access to all. But I have found that many hairdressing events don’t even
consider the fact there may be a deaf person or someone who needs
the event to have a minor adjustment to make it accessible. There
are many young people out there intimidated by the hairdressing
industry because of its lack of accessibility – this isn’t just deaf aspiring
hairdressers but deaf clients too. Very minor adjustments would
make a whole world of difference. For example, the salon I worked
in previously set up a mobile phone so my customers could text and
book appointments; my freelance clients, deaf and hearing, can book
appointments online, through text or email.

10% off
Habia Skills Academy
Intensive Educator Courses

VTCT is offering a unique bursary opportunity for State Registered Hairdressers (SRH) on selected
Habia Skills Academy (HSA) courses. This opportunity will entitle SRHs to 10% off courses that start
before the 30 September 2013.

Places limited. Apply now!
02/06/2013 Level 2 Qualification in Relaxing All Hair Types (Course 2)

4 days

Birmingham

03/07/2013

Specialist Hair and Scalp Treatments Course

2 days

London

28/07/2013

Level 3 Hair Extension Services

4 days

Birmingham

29/09/2013

Level 3 Hair Extension Services

4 days

Birmingham

For further details about the HSA and eligibility for these courses visit www.habia.org/hsa
To claim a VTCT/HSA bursary please contact the HSA on:
Tel: 0845 230 6080 |

www.vtct.org.uk

Email: kaz.scott@habia.org

Accessibility and communication is key to a successful hairdressing
experience and I aim to provide both. I can use sign language and
I lip-read, which means I am able to work with both hearing and
deaf clients. This opens up a whole new experience, especially for
deaf customers who can converse in their first language and get the
hairdressing service they really want.
I love working as a hairdresser. I am passionate about our industry. But
at the same time I can be frustrated by the barriers that appear to be
inherent within our industry and hope, through some understanding,
these can be broken down.

the collections

Rare
Beauty
by Tim Hartley

Rare Beauty pays homage to Vidal’s legacy and
is inspired by Tim’s repertoire as a precision
haircutter. The collection is a visual celebration
of his very personal professional journey and
a hymn to lines, layers and graduation. Each
image visually echoes iconic photography of the
20th century but amplifies the individual beauty
of each model while the texture, shapes and
sense of movement is a testament to authentic
and traditional hairdressing techniques.
Tim has distilled his passion for strong
silhouettes and his commitment to the art of
hairdressing into styles that transcend fashion
and surpass trends. These looks define our
times, celebrating the unique and the individual
and expressing it all with style.
Powerful, natural, elemental – this collection
showcases the rarefied beauty found in diversity.

Hair
Tim Hartley
Photography
John Rawson
Clothes
J Maskrey
Make-up
Susan Voss-Redfern
Products
ID Hair
(www.idhaircare.co.uk)
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Rare View: Tim Hartley’s New DVD
The very latest step-by-step educational DVD release from Tim
Hartley Education brings you Rare View, the first in Tim’s NEW
Rarefied series. Rare View defines two cut, colour and styling looks
that harness diversity and simplicity in each head, all shot in an
accessible style that puts the viewer right in the room. Rarefied
focuses on celebrating the natural personality of the hair and crafts
a perfect platform from which to showcase the potential in shape,
texture, colour and style. Uniting and harmonising cultural influences
with references drawn from iconic ‘objects of desire’, this collection
hones and sculpts looks with drama and intensity. Embracing
disconnection, texturising and weave cutting, the techniques build
the story of inspiration and each look is supported with a palette of
extraordinary colours. Silver, aqua and smoke meets magenta, ruby
and neon pink. Tim shares skill and wisdom including tips on scissor and tool use, ensuring that
the viewer is drawn through the technique in a real learning journey. Rarefied delivers two looks
with timeless modernity, ensuring this DVD makes a perfect long-term addition to every learning
library. Shop online at www.tim-hartley.com. DVD Price: £55 inc VAT

Tim has kindly provided Rare View DVDs for 5 lucky readers to win. To enter simply email your
name, address and registration number to jo@haircouncil.org.uk and put ‘Rare View DVD’ 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. Good luck!

5 to
win!

the hairdresser 
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State registered hairdressers making the headlines

Service Without Compromise

Registered Hairdresser Angelo
Seminara Styles Celebs For Charity
British Hairdresser of the Year Angelo Seminara styled five celebrities and tried
out a crazy new look himself to help launch a fundraising campaign for CLIC
Sargent, the UK’s leading cancer charity for children and young people with
cancer. Every day 10 children and young people are told they have cancer,
and diagnosis usually comes as a shock. Treatment can last up to three years
and although survival rates are over 70%, cancer remains the single largest
cause of death from disease in children in the UK. The campaign encourages
schools, businesses and groups of friends to wear a wig for one day and make
a donation to CLIC Sargent. Angelo, who is recognised worldwide for his work
at fashion shows and in the press, styled the celebrities at an exclusive shoot,
and found time to pose for his own makeover shot too. Angelo said: “It was
a lot of fun picking out and styling the different wigs for the celebs – and I
couldn’t resist having my own shot done too. To be doing it all in aid of the
UK’s leading cancer charity for children and young people was even better”.

Mark Corey Becomes
a Master Craftsman
Registered Hairdresser and President
of the National Hairdressers Federation
Mark Corey, was presented with his Master
Craftsman Certificate. Mark is Managing
Director of Coray & Co in Cardiff, South
Wales, and among many achievements
has been awarded the L’Oreal Colour Degree Specialist Award. He has
represented the UK in USA and Tokyo and is the only person to win the British
and International Championships twice on separate occasions. “I have always
loved hairdressing because of its ability to make people look and feel fantastic.
I wasn’t one of those people who knew from early childhood they want to be
hairdresser, but I am so, so glad I became a part of this industry. It’s so varied
and fulfilling. You can treat it as a 9-5 job, do it as a hobby or, as I have done,
turn it into a complete lifestyle. Cut me and I bleed hairdressing! This year not
only do I complete my fantastic term as the youngest ever national president
of the National Hairdressers’ Federation, I’ll be celebrating 20 years of Coray
and Co, my business in Cardiff. To be able now to add the recognition of being
made a Master Craftsman of hairdressing by the Hairdressing Council is the
icing on the cake. I’m hugely proud and honoured, and believe this reinforces
the continuing value of state registration, both for individual hairdressers and
for the industry as a whole.”
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Kutz N Kurlz was founded in 1990 by registered hairdresser Donna Wallbank
with the opening of its first salon in Brynmawr, Gwent. Donna has been
State Registered Master Craftsman sine 2004 and is totally committed to
compulsory state registration within the UK. It was with delight that the
company committed to Hairdressing Council Member Shirley Davis-Fox’s
campaign in Wales for compulsory registration. The Kutz N Kurlz team was
ahead of the campaign launch, having made the decision to register all stylists
from 2010 onwards as part of the commitment the company has to their
employees’ personal progression and to ensure the best practice for those
who operate as hairstylists. This in turn presents the best opportunities for the
clients they serve.
The group, which covers Brynmawr and Abertillery, offers hair, hair extensions,
beauty services, body piercing, spray tanning and wedding services. The
group is run by Donna and Steve Wallbank and manager Stephanie Edwards
who is also the group’s dedicated Wedding Co-ordinator. The company has
continually maintained its Investors in People accreditation since 1998, also
achieving the Leadership and Management Model in 2009. The management
team has developed training programmes, which develop young people into
great stylists and are continually introducing new skills for the whole team.
Kutz N Kurlz is incredibly proud of its achievements, having invested in
training their own assessors to develop training opportunities, which has
created a positive, enthusiastic environment where the team enjoy enhanced
learning. This in turn gives clients access to the widest choices, backed up by
first-class advice and service and with the knowledge of each stylist being
recognised by the State Register of Hairdressers. As a team we wish all salons
to follow the Kutz N Kurlz example to register all qualified stylists as SRHs and
commit to the campaign for compulsory registration across Wales and the UK.

Andrew Price
Receives MC
Certificate from
Shirley Davis-Fox
Following the Andrew Price
Apprentice of the Year Awards in
the Plas Hyfred Hotel, Narberth,
Hairdressing Council member, Shirley Davis-Fox presented Registered
Hairdresser Andrew Price with his Master Craftsman Certificate. This year sees
Andrew celebrate 30 years in hairdressing, starting his hairdressing career as
a Saturday boy in a salon in Litchfield. 30 years on, Andrew heads the Andrew
Price Group, which includes eight salons and a training academy, and a ninth
salon to be opened in Narberth later this year. Shirley, Managing Director
of ISA Training, said: “I have known Andrew for many years and it is a great
honour to present him with the accolade of Master Craftsman. Andrew is
passionate about the sector and ISA Training has always felt privileged to
work with the Andrew Price Group.”

Welcome To New Council Ambassadors

HSA Skin Cancer Awareness Campaign

The Hairdressing Council is excited and delighted to announce two fantastic industry
names who will join Andrew Barton as Ambassadors for the next two years. Jamie
Stevens and Paul Falltrick are both passionate about the hairdressing industry and
registration. The Registrar Sally Styles said she was really happy and confident that the
three ambassadors would help to promote the campaign in the UK.

The Habia Skills Academy (HSA) is asking hair and beauty
professionals to be skin aware this summer as it launches its Skin
Cancer Awareness campaign. Hair and beauty professionals are
encouraged to play their part in identifying the early symptoms
of skin cancer through their role in working closely with clients.

Jamie Stevens said: “I’m so honoured to become Ambassador for the Hairdressing
Council as it’s something I strongly believe in. I feel passionately that hairdressing
deserves respect as a serious profession; state registration will pave the way for change
to raise standards and ensure the professionalism of our industry, in turn changing
perceptions outside of it.

Public awareness of cancer has never been higher, and yet skin
cancer remains the fastest growing cancer in the UK, especially
among young people. However, the chances of a positive
outcome can be dramatically increased if it is caught early.

Paul Falltrick said: “I am delighted to be appointed as an Ambassador of The Hairdressing
Council. Having been a member for many years, I fully support the movement to make
the industry more regulated and feel it’s really important for the reputation of British
Hairdressing that a constant standard and level of professionalism is
maintained throughout the UK. I’m proud to be part of an organisation
that gives clients an informed way to find great salons in their local
areas and look forward to spreading the word and
helping the movement grow.”

The HSA is publishing packs for salons and training providers
that will help educate colleagues about the signs of skin cancer
and raise awareness among clients. Packs will be available from
May 2013 for download or hard copies from www.habia.org/sca.

Registered Hairdresser and X Factor
Stylist Backs Regulation Of Hair Industry
Newly appointed Ambassador to the Hairdressing Council Jamie
Stevens and Registrar Sally Styles were delighted to present ISA
learners with their Graduate Registration Certificates at Salon
Cymru recently. Salon Cymru is the leading Welsh competition for
hairdressing and beauty therapy learners run by Shirley Davis-Fox,
a member of the Hairdressing Council and managing director of
ISA Training in Bridgend.

An Endless Source Of Inspiration
Registered hairdresser Leonardo Rizzo presented the brand new Indola Smart Street
Style collection at the Mixology Studios in Shoreditch, London. The perfect venue for a
super cocktail of five mega-trends distilled from the insights of the world’s top fashion
bloggers – and then interpreted and brought to life for stylists, in an indispensable
toolbox of clothes, make-up ideas, fresh cuts and versatile colour.
In its third year now, the annual collection created by global ambassador Leonardo
Rizzo showcased a range of colour using new Indola Profession Contrast shades, from
the deepest of rich mahogany infused with vibrant slashes of red, through to summery
apricot hues highlighted with peach, to lilac-tipped blonde crops and raspberry violets.
With bold elfin crops, vintage 1960s-inspired long hair with heavy fringes to sweeping
side styles, the new 2013 collection was eclectic as it showed off: 3-D Dreams, Galactic
Glamour, Hack Attack, Pure Simplicity and Romantic Youth.
Leonardo said: “Shooting the Street Style Collection is always exciting but there was a
real buzz this time. As a hairdresser there’s no better feeling than putting your heart into
your work and getting the wow factor. The collection is a great tool for stylists as the
five looks can be styled so many different ways or incorporated into short or long hair –
which makes it a fabulous source of ideas for hairdressers.”

Jamie has said he is planning to get celebrities and major hair
product manufacturers involved to raise awareness of the
campaign and encourage the UK Government to introduce
legislation. “It has always baffled me that there are no laws to
stop unqualified people opening a hairdressing salon,” he said.
“The damage that a pair of scissors, bleach or peroxide can do to
someone in untrained hands is enormous. I have spent time and
money doing my qualifications and why should someone else
not have to do that. We need to raise a petition and get the law
changed by parliament.”
Shirley Davis-Fox has toured salons and colleges across Wales
seeking support for state registration and has been delighted with
the positive response.
Ensuring that she practises what she preaches, ISA Training, the
largest hairdressing training business in Wales, pays for the first
year’s state registration of all learners who complete their Level
3 apprenticeships. All members of staff delivering hairdressing
qualifications are also state registered. Shirley wants further
education colleges to follow the example to achieve the target of
getting 75% of Level 3 apprentices in Wales state registered by
2014.
“State registration is the only way we are going to get recognition
and respect for the profession from the public and politicians,”
she said. “I have a mission to do whatever I can to change the
perception of this vibrant and professional industry.”

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
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State registered hairdressers making the headlines

More Minimum Wage Disappointment
The National Hairdressers’ Federation has expressed dismay that the national
minimum wage (NMW) will, yet again, rise from this autumn.
The adult NMW will rise by 12p an hour to £6.31, and by 5p to £5.03 for
18- to-20-year-olds from October, the government has said. The apprentices’
NMW will also go up, by 3p to £2.68 an hour, despite the Low Pay Commission
recommending this be frozen.
NHF president Mark Coray said the government’s decision to ignore the
commission was particularly galling.
“In our evidence to the Low Pay Commission the NHF has consistently
highlighted how increasing the adult NMW year after year after year is
eroding pay differentials between senior and junior stylists. Pay rates are under
pressure on the high street and this move does not help.

Errol Douglas MBE For President!
The Hairdressing Council is thrilled that Registered Hairdresser and past
Ambassador of the Council, Errol Douglas MBE, has been voted in as the
new President of the Fellowship for British Hairdressing. Officially accepting
the post at the Fellowships Presidents night in the Dorchester Hotel,
Errol said he was intent on continuing to raise standards throughout the
hairdressing industry.
“I am going to do my very best to ensure that the British hairdressing
Industry is recognised on a global level.” He said.

Continuing Help With Apprentices
Lino Carbosiero Becomes a Craftsman
Lino Carbosiero, who is based in the Daniel Galvin Salon in London, was
thrilled to receive his Master Craftsman Award. Lino is a passionate supporter
of registration and someone who is helping to get the campaign heard in
Government. He is the Prime Minister’s hairdresser and says “Being state
registered is really important and I back registration to the hilt. Now and in the
future, people coming into the hairdressing industry should all complete their
training, qualifications and get registered”.
Congratulations to all registered hairdressers who have been awarded Master
Craftsman status – see page 30 for the most recent awards.

Seanhanna’s Blow
Dry Marathon!
Registered Hairdresser Sean Hanna’s BlowDry Marathon raised £1,500 for the British
Heart Foundation. In April 2013, the team
at Putney’s Seanhanna salon held a charity
Blow-Dry Marathon Day to raise money for
the British Heart Foundation. The team at
the salon offered clients blow-dries all day
for a small minimum donation of £15, which
was led by salon chain owner, Sean Hanna.

The Government has confirmed an extension of the Apprenticeship Grant
for Employers of 16- to 24-year-olds until March 2014. The £1,500 grant is
available to businesses with fewer than 1,000 employees that want to take on
an apprentice. The level of funding available under the grant has also been
increased, so eligible employers can claim the grant for up to 10 apprentices.
The grant is not available in Scotland. For further information on the grants
visit www.apprenticeships.org.uk

British Barbers’ Association Launches
Menspire
The British Barbers Association has launched a brand new educational
programme called ‘Menspire’, which is exclusive to barbers within the UK
under the age of 25. With just three spaces on the development programme
it’s an exciting time for all those who have entered. Entrants had to be
members of the British Barbers’ Association and either have won the BBA
National Student Barber of the Year competition or be nominated by their
Barber Shop. Nominees then needed to submit photographic evidence along
with a detailed CV and attend an interview.
Menspire has been designed to identify the very best of young barbering
talent within the UK and will provide each of the team members with the
greatest mentoring within the British barbering sector, with elite names in the
industry such as Chris Foster, Jody Taylor and Dale Ted Watkins.
For further information visit: www.britishbarbers.com

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
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Turn your clients into

QUIF - a brand new colour system for professionals
Dare to be different with Quif, brand new professional
colour system from Alan Howard – giving your clients the
confidence to rock an entire spectrum of colours. With a
wide range of shades to choose from, let your creativity
soar to new horizons.
From pastel pinks, vivacious
reds to enchanting hues of blue,
obtain the perfect shade to match
your client’s desire with Quif Blast
Creative Colour – available in a
wide variety of 14 hottest semipermanent colours. To create the
on-trend pastel hair tones, mix
White Lightning or Platinum Blonde
shades with other colours of the range, achieving this
season’s most in-demand looks.

Quif has a perfect solution to maximising the vibrancy of
colour – Blast White Bleach. With its powerful, high-speed
and dust-free formula, use it to pre-lighten the client’s hair,
ensuring a perfect canvas before applying Blast Creative
Colour.
Next addition to the
range is Quif ammonia
free Blast Violet Bleach.
With a technologically
advanced lightener,
the gentle, high-speed,
dust-free formula
has been specifically
designed to give your
clients optimal results,
minimising brassy tones
which may occur during
the lightening process.
Choose the correct Quif Boost Crème Developer to
activate the desired shade making the colour to fully
penetrate the hair shaft. Available in a range of different
volumes, starting from 10 vol (3%) and going up to 40%
vol (12%) in strength. With a pleasant smell to mask the
ammonia odour, your client can now finally enjoy the entire
colouring process.
Completing the range, Quif brings you their Erase Colour
Remover. Eliminate hair colour using the Erase Colour
Remover which safely removes the hair dye from your
client’s hair shaft. With a formula that can be used on
chemically treated or permed hair, colour correct your
client’s hair to complete the look.
WARNING: this may turn your client
into a colour-holic, rushing through
your salon doors for more!

Great Giveaways
All of the latest products described below 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.

3 to
win!

D-TACH: a revelation
in hairstyling

D-TACH is a new generation of
professionally designed hairbrushes
with an unique detachable handle
which helps achieve a glossy Chelsea
blow dry. Blow drying your hair with
D-TACH means you can maximize
the volume at the roots and achieve a
gorgeous curl twist that will give you
a full-bodied hair-do. Simply twist a
section of hair around the brush barrel,
remove the handle and leave hair to cool down. Cool air sets the curl while the brush
head boosts the volume at the roots. The integrated magnets allow you to easily
reattach the brush handle and release the hair section to leave you with a gorgeous
curl and impressive volume. The Crystal Ion Technology conditions hair with a
semi-precious crystal. When heated, this piezoelectric crystal releases ions which
protect and restore the hair and the scalp, thus minimising split ends and reducing
brittleness. For more information on D-TACH please contact Martyn Stockley by
email on martyn@hairthinking.co.uk or call 01789 765755

PI Kristal Scissors

Proud to be the exclusive distributors for Togiya and PI Scissors
throughout the UK and Ireland, Scissorlab is giving registered
hairdressers the opportunity to win a pair of their amazing PI
Kristal scissors. These premium-quality hairdressing scissors
reward the user by performing to the highest possible levels.
The PI Kristal from Precision Instruments is perfect for those
who appreciate a touch of luxury combined with a high-quality
scissor. Featuring Japanese Hitachi Steel Sword Blades and a
Swarovski Crystals screw detail available in either Ruby, Amethyst,
Emerald and Sapphire colours, the carved handle design is one
of our most popular due to its comfortable thumb position. For
more information please visit www.scissorlab.com, facebook.com/
Scissorlab or call 028 9080 3335.

Win
a pair!

Ego Boost

Fast and fabulous hair is now an everyday reality with Ego Boost, the
very latest in heated roller technology. The beautifully designed pod
with varied sizes of soft-touch rollers offers incredible versatility on all
hair types and is ready to use in seconds. The rollers are integrated with
a top tourmaline finish to ensure sleek and swift results. Ego Boost uses
tourmaline, a natural semi-precious gemstone, which produces far more
negative ions than ceramic, and when used in heated appliances, leaves
hair in optimum condition. Ego Boost is perfect for anyone who wants
fabulous frizz-free healthy hair. The rollers contain so much tourmaline
that they’re extremely kind to hair and condition as they curl, wave and
volume-boost. For more information visit www.ego-haircare.com

Win
a set!

Product Profiles
Some of the industry leaders’ newest products...

NEW simplydry disposable eco
towels save you time and money

Washing towels, folding towels, stacking towels, storing clean towels, collecting dirty towels, checking
towels for damage. It’s a never-ending story and a costly one too, until now. Using 1,000 simplydry towels
a month will save a salon an average of £2,000 a year. Each towel costs £0.22, that’s an average 40% less than
a salon currently spends. simplydry towels stay put! The innovative addition of the clip keeps the towel firmly in place.
simplydry uses no bleach, no pesticides and no nasties – perfect for sensitive skin. The towels are 100% biodegradable
and can be composted. simplydry offers a unique collection service to avoid added costs on commercial waste disposal. simplydry
achieves 10-15% MORE absorbency than other brands on the market. simplydry matches traditional towels for size and experience. Disposable towels mean
no losses on tint damage, making them perfect for colour rubbing, blotting and Ombré techniques. The simplydry service comes with fast, efficient delivery
as standard. Registered hairdresser and simplydry ambassador Lisa Shepherd says: “simplydry is making an impact on my bottom line and my salon staff have
additional time to devote to clients. The towels themselves have been developed by the very people that need to depend on them, hairdressers! Our clients
are also appreciating the added exclusivity of a single use towel and when it makes so much ecological and commercial sense, it’s just tough to say no!”

Togiya
Melody
scissors

Scissorlab provides stylists with
premium quality hairdressing scissors
and accessories which reward the user
by performing to the highest possible
levels. They are proud to be the exclusive
distributors for both Togiya and PI
Scissors throughout the UK and Ireland.
The “Togiya Melody” is the latest in
avant-garde Japanese Scissors design.
The streamlined profile, wedge shaped
blade geometry and anamorphic handles
all combine to produce a versatile and
reliable scissor. The “Melody” excels in
advanced cutting throughout a variety of
techniques due to its Balance, Control and
Performance. For more information please
visit www.scissorlab.com , facebook.com/
Scissorlab or call 028 9080 3335.

Achieve the
perfect body
Less is more for Indola’s pure beauty
Colour doesn’t always have to be the big bang – subtle flashes, striking strips and eyecatching dashes can be just as bold, and the newly launched Indola Profession PCC Contrast
range proves it’s just the answer to create head-turning hair full of impact. The smart
professional range creates intense and extraordinary vibrant fashion highlights in one go,
even on dark, natural bases. The three new shades of gold, red and violets contain special,
energy-charged pigment cocktails that adhere perfectly to every strand to give flawless,
vibrant coverage first time. They work perfectly on hair that’s already pre-coloured so there
is no need to strip away existing colour first. The smart secret lies in Indola’s exclusive Colour
Double Bond Technology. Its unique dual action works both on the inside and outside of
each hair to lock in the colour while delivering a rich glossy shine. For more information go to
www.indola.com, or call 01296 314 000.
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New for 2013, Colour Safe
Volumizing Treatment from Big Sexy
Hair is your weightless moisture
body-boosting secret weapon. It’s
the detox hair diet that moisturises,
volumises and protects every
strand, leaving your hair pumped to
perfection. With health-boosting
botanical ingredients (chamomile,
vitamin B3 and lemongrass), Big
Sexy Hair Color Safe Volumizing
Treatment will strengthen, smooth,
moisturise, protect, condition and
repair all in one. Perfect! For more
information please visit www.sexyhair.
co.uk or call 0845 230 9660

The comb that gives
you a professional edge

The ProEdge™ comb, invented by Roger Wigmore, combines
high-quality materials with perfect tines and a nifty ‘cutting ledge’
to guide scissors or clippers in professional finishing techniques. The
ProEdge™ comb features a unique ledge designed to combat any
cutting concerns by accurately positioning the scissors or clippers
in place for a smooth, steady cut and superb results. The finely
balanced comb also promotes good posture for a comfortable
cutting experience, helping to reduce fatigue in the arms and
shoulders by keeping the elbows low, and ensuring the hand and
wrist are not in an elevated position. Roger approached professional
brand Denman with his idea. “Denman International was my first
choice,” says Roger. “It is a reputable brand that makes quality
tools, and it provided me with a platform to launch the comb to
the industry.” Registered Hairdresser Mark Woolley, international
brand ambassador for Denman, says: “Cutting hair using scissor- or
clipper-over-comb technique is one of the trickiest skills to master.
The ProEdge™ is a fantastic tool for training and student work, but
it’s great for experienced hairdressers as well, especially if you’re a
barber or do a lot of highly technical or intricate short-hair work.”

Compare and contrast your
Salon performance

The brand new app from Salongenius ‘TILEGENIUS’ has been recently created
to incorporate the new functionality of the Windows 8 interface, which has live
interactive tiles displayed directly to use on your desktop, Windows 8 phone or
tablet device. TILEGENIUS feeds real-time vital statistics about your business,
through the TILEGENIUS App, so you can evaluate how well your business is
performing. The app even integrates with the well-established Compare My
Salon utility from SALONGENIUS, so you can benchmark how your business
compares to others in your region, nationally or even
worldwide using key performance
indicators. The live tiles are
colour-coded for the key
performance indicators
so accompanied by live
direct reports such as your
salon quality mark, return
rates, average bill, retail
and technical percentages
and rankings against other
salons, you can clearly
see how your business
is performing. Insightful,
logistical and resourceful,
TilesGENIUS is the handy
app that all salon owners
should have to stay one step
ahead of the competition and, even better, it’s
free to download from the Microsoft Windows store! For further
information please call: 0871 424 0151 or visit www.salongenius.com

NEW Golden Oil
from idHAIR
New Stylish
Powerful
Clipper

Since 1924, Oster has been producing
high-quality, value-for-money
hairdressing clippers and trimmers
manufactured in the United States. The
Oster range caters for all professionals,
from trainee hair stylists to advanced
hairdressers and barbers, who demand
the very best. The Oster C200 Ion is
a stylish and powerful USA-designed
clipper with Li-Ion battery
and removable, adjustable
blades. It is a professional
cord/cordless lightweight
rechargeable clipper with
a powerful rotary motor
that cuts through wet or
dry hair. The long-lasting
lithium ion battery last up
to 2 hours. It boasts an
easy to use, adjustable ring
for changing blade length
and the detachable blade
system makes cleaning and
maintenance easy.
For more information call
Denman International on 0800
262509

id HAIR Elements Golden Oil: the ultimate
conditioning and styling oil, sourced from
powerful natural ingredients that is utterly
free from silicone, allergenics and parabens.
Golden Oil is packed with high-impact, naturally
sourced ingredients that harness the power
of nature to restore, renew and revitalise the
scalp and hair. Golden Oil bathes the hair in a
valuable elixir of pomegranate oil, argan oil,
abyssinica oil, sweet almond oil and jojoba oil.
Registered hairdresser, guest id HAIR Creative
Director and hair industry icon Tim Hartley says:
“Even the most damaged and overstressed hair
comes to life in your hands with Golden Oil. Just
apply a few drops to the palms of your hands,
rub together and apply from mid lengths to
ends of damp or dry hair. It’s transformative.”
For more information on id HAIR log on to www.
idhair.co.uk or call 01387 721 826.
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There’s a romantic sensibility in the air these days – and we’re feeling its influence in the world of fashion and art. Have you
noticed a softening of structural lines, an abundance of detailed embroidery and lace, or a focus on shapes, textures and images
found in nature? That’s romanticism shaping the world we live in – and the way we do hair and make-up. Aveda’s global
network of artists has always drawn inspiration from the shapes, textures, colours and ingredients found in Nature, but this
season brings a little something new: curls, waves and ringlets worthy of the Pre-Raphaelites, brought into balance with simple
hair techniques and faces refreshed with a palette that blossoms on the skin. This collection celebrates creativity and freedom. It
took us to some beautiful places, we hope it does the same for you.
Antoinette Beenders, Aveda Global Creative Director

Antoinette Beenders
Allen Ruiz		
Janell Geason
Ian Michael Black
Ricardo Dinis
Bea Watson		
Janessa Paré		
Lupe Voss		
Jenny Hands		
Ann Shore		
Christopher Larson
Amie Duhamel

Global Creative Director
Artistic Director, Hair Styling
Artistic Director, Make-up
Artistic Director, Hair Colour
Artistic Director, Hair Cutting
Aveda Guest Artist, Hair Styling, London
Aveda Guest Artist, Make-up, New York
Aveda Guest Artist, Hair Colour, Los Angeles
Photographer
Wardrobe Stylist
Designer
Writer
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David Drew

The Importance of Extraordinary Customer Service
In the current uncertain economic times, with business you need to have a competitive edge. Extraordinary customer service could
provide your business with just that. With a poor outlook for most western economies, there’s never been a better time to sharpen
up your salon’s customer service skills...
Throughout this article I’ll be asking some
interesting, serious and thought-provoking
questions to focus your mind on how to succeed
and gain that all-important competitive edge,
even when the economy is against us. Your salon’s
customer service should be designed to give
your business the edge over the competition. In
the current economic climate, people will choose
more carefully where they spend their cash.
Q: What makes your salon so different?
Q: Why should clients invest in buying from you?
I passionately believe that many salons are on the
edge of greatness. But what salon owners and
managers must realise is You don’t Run a Business
– You Drive a Business to Success.
Customer service touches all of our lives in two
ways: the service we give and the service we
receive.
Q: So what is it about extraordinary customer
service that you value?
Q: Would you be happy/satisfied buying from
you?
Q: Who are your customers?
Most people limit their definition of a customer
to someone who is outside the business. In fact,
there are two types of customer, both internal and
external.

Internal Customers

The Employees/The Team: Remember, your
colleagues are the internal customers of your
business who need to be treated with the same
respect as the clients. It is often said: “Staff
satisfaction equals customer satisfaction.”
And the golden rule of most successful customer
service organisations is to treat internal employees
the same way as you want them to treat your
clients! Your salon team are the people who are
employed by the business to deal with, represent
and demonstrate all that your business stands for
to your clients.
To excel at extraordinary customer service, you
firstly need to understand that the difference
between ordinary and extraordinary is the ‘extra’. It
is not about settling for the minimum, it is adding
that something extra to your service and giving

the client a reason to come back and shout about
your business to their friends and colleagues.
Q: So how can you make that ‘extra’ service effort
in the salon?

Q: What would you not tolerate as a client?

The answer is in an old saying “It’s simple, but not
easy”. Quite often, it’s the small things that help to
improve customer service standards.

Customer Link

Your TEAM needs to have a genuine interest
in people and, most importantly, enjoy
interacting with others. How you handle people
is as important as knowing how to do hair.
Extraordinary customer service is a challenge
that involves balancing the customers’ wants and
needs with the interests of your business.
It’s generally accepted that people buy people in
business:
Q: So what is it that makes you buyable?
Q: Would you buy from you?

External Customers

These are customers in the traditional sense: the
people you deal with either face-to-face or over
the phone, the clients that visit the salon for the
first time. Personally, I believe that it takes a lot of
courage to enter a salon for the first time.
Q: Can you remember how you felt when you
walked into the salon where you work for the first
time?
Q: What thoughts were running through your
mind?
Our clients will be aware of the smallest things
so the tiniest detail is critical. We all need to be
aware of what our client is thinking and feeling.
We have between 3-10 seconds to make the right
impression with any new client. Unfortunately, as
human-beings, we all tend to do something that
we shouldn’t…
Q: Do you judge a book by its cover?
Please remember: “You never get a second
opportunity to make a first impression.”
Just take a moment one day, and look around and
analyse your salon, look at the customer service
that your salon offers, and the customer service
that you give personally. Analyse it as through the
client’s eyes:

I passionately believe as an industry success coach
that what clients (or guests) buy into is 20% skill
and 80% customer care.

The customer link is the relationship that exists
between the internal and external customer. When
two people meet and talk, what immediately
happens and takes place is a relationship of
acceptance, or non-acceptance. It is conveyed
by facial expressions, tonality of voice and body
language. You can trigger a positive relationship
simply by smiling unconditionally. There are
three important objectives when you engage in a
relationship with a client.
1. Develop Personal Credibility, clothing, image,
appearance.
2. Develop Professional Credibility, your
professional knowledge, authority about your
subject, business, respect.
3. Develop Reasons to Motivate the Client, the
solutions to the client’s problems, the services,
products, that you recommend.

Customer Service

Simply smiling at the customer and saying “hello”
is not enough to project a customer-friendly
attitude. To go beyond the ordinary is to take care
of your client’s emotions, as opposed to simply
providing a great hair-cut or style.
Customer service is about continuous
improvement in service. Good is not good
enough. Make it better for the customer, think
creatively about how you can enhance the levels
of service you provide so they feel that what
they’re paying for is worth every penny.
It is not about settling for the minimum, it is
adding that something extra to your service
and giving the client a reason to come back
and shout about your business to their friends
and colleagues. It’s the small things that help to
improve customer service, turning a simple service
appointment into a service experience!
Clients are the lifeblood of a salon – the number
of regular returning clients is the measure of the
true value of the salon business.

IMPACT BUSINESS COACH David Drew srsh is very well respected in the hairdressing industry, with
more than 38 years hairdressing industry experience, he’s had former management experience working for top world renowned
international salon groups. Following this he opened and ran for 24 years his own amazing (highly successful and very profitable)
award winning salons. David is extremely proud to currently be Chairman of The Fellowship for British Hairdressing. A fully
accredited qualified Business Coach, David delivers inspirational in-salon training solutions bespoke to your salon team needs.
He is also a NEBOD for ‘PHAB Standards’ and offers an affordable confidential private coaching & consulting service for salon
owners and managers. David is offering a generous discount to SRH hairdressers and salons who use him to facilitate
training and coaching solutions worth over £200! Registered hairdressers should contact David to arrange a no
obligation FREE 30-minute phone coaching session, to see if he is the right Business Coach to help them.
For more information on the service that David offers visit
www.impactbusinessconsultant.co.uk, telephone 01243 778598 or 07768 242034,
alternatively email david@impactbusinessconsultant.co.uk
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EMPLOYMENT LAW ADVICE
David Wright

Apprentices
A Double-Edged Sword

Apprentices have always been present in salons and government initiatives
should only increase these numbers. Apprentices can be an invaluable
resource in a salon, assisting trained staff and creating high-quality stylists
for the future. For top-quality practitioners, satisfaction can be gained when
apprentices flourish and go on to make an impact in the industry.

What is an apprentice?

An apprentice has to be studying for a nationally recognised qualification; this
proviso makes them exempt from the minimum wage until they are 19 years
old, or in their first year of training if they are already 19. The current minimum
apprenticeship wage is £2.65 per hour but some salons pay more.
Older apprentices are exempt from the minimum wage for 12 months but
then cost more, but turnover is lower and they bring other social skills. You
may be unaware that if you take an apprentice, for example to complete Level
3, who has completed two years in another salon or attained Level 2 at college,
they are still exempt from the national minimum wage as they are “new to
you” as an apprentice.
You cannot pay below minimum wage to apprentices once they have qualified,
even those you believe are not ready for the shop floor and go on to “top up
their training”. Apprentices aged under 18 years cannot work more than five
days per week, 40 hours a week, and must have a minimum 30 minutes’ break
if their shift is 4.5 hours or longer.

The pitfalls

Apprentices are not “cheap labour” but are engaged to be trained rather than
to deliver the service; there is often a learning agreement with the education
provider. This is not their contract and they should still have one with their
employer. Apprentices have no guarantee of employment with the salon at the
end of their training. However, to reflect the training status of apprentices they
have additional and specific protection from dismissal.
Apprentices are, of course, subject to your normal disciplinary procedure
and it is often good practice to involve the college or training provider in any
disciplinary investigation and hearing. Many apprentices are “young persons”
under 18 years of age and often involving parents when someone is going “off
the rails” can be valuable. If you are unlucky and appoint a poor apprentice
you may well find you have to keep them until the end of their apprenticeship

and until they are trained. Employment Law suggests that only conduct or
behaviour that makes it impossible to train them would warrant dismissal. If
an apprentice has a poor attendance record or is falling behind at college or
shows a lack of skills development then the logic is that it is they who suffer;
for example, they may fail their qualification or not be considered good
enough to be offered a permanent post by the salon owner.
Similarly, as apprentices are in the salon to be trained they would normally
not be included in the pool if redundancies were required. Indeed even in
the situation where they had to be made redundant there is some onus on
the salon to try to find an alternative placement for the trainee. Where an
apprentice is dismissed, the potential costs if they go to tribunal are higher,
as their claim relates to the losses they suffer through not completing their
training and being able to secure employment.
In a case in 2006 an apprentice was dismissed for poor attendance. He was
three years into his apprenticeship. He claimed unfair dismissal and wrongful
dismissal and was awarded £20,000 for the breach of his apprenticeship
contract and £4,000 for unfair dismissal. The damages took into account the
significant effect on his future earning capacity as, having not been able to
complete his apprenticeship, his career prospects had been compromised.

What’s new?

Currently apprentices receive a “Deed of Apprenticeship”, which means
they have extra protection from dismissal. The new legislation is called “The
Apprenticeships, Skills, Children and Learning Act 2009” and came into force
on 6th April 2012. The benefit for employers is that the apprentice can now
receive a contract (to be employed as an apprentice) rather than a deed
of apprenticeship. This means that like all other employees, in theory the
probationary period exists and they can be dismissed with notice.
Some writers have suggested that if a contract is issued rather than a Deed of
Apprenticeship then the exemption from the minimum wage wouldn’t apply
as the individuals are no longer apprentices (under a Deed of Apprenticeship).
It might also mean apprentices would be eligible for redundancy pay if not
offered a job. I think the risk is small but it is a risk.
It might be sensible to continue to issue Deeds of Apprenticeship until
clarification is received or there is a test case.

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
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working with the Hairdressing Council

NF959 Tunic
normally £15.99

members price

£12.49

NF2 Women’s t-shirt
normally £3.49

members price

£1.99

NF991U Wide leg trousers
normally £15.99

members price

£11.99

NU264 Cutting collar
normally £4.99

members price

£2.99
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W441 T-shirt
normally £5.99

members price

£3.99

NU274 Hairdressing gown
normally £6.49

members price

£5.29

NU16 Chlorine resistant
towels normally £22.99

members price

£20.99

ADVERTORIAL

Chemotherapy Does Not Have To Mean Bald!
Unfortunately it is still a common belief that chemotherapy
treatment automatically means total hair loss. In fact this is
not the case! A survey revealed that whilst 95% of people in
the UK are aware that chemotherapy treatment can cause
hair loss, a staggering 82% of people do not know that hair
loss can be prevented using the Paxman scalp cooling (or
cold cap) treatment and that it is available free of charge in
the majority of NHS and private hospitals throughout the
country if requested by patients, nurses or doctors.
Whilst hair loss is a well-documented side effect of
chemotherapy, scalp cooling or cold cap treatment can
help to save a patients hair. The innovative Paxman cold
cap system is responsible for helping thousands of cancer
patients throughout the world to maintain their crowning
glory and thereby retain a feeling of normality at this difficult
time.
Cancer chemotherapy affects rapidly dividing cells and
at any given time, 90% of human hair follicles are in the
actively dividing phase. Hair loss frequently occurs due
to partial or total atrophy of the hair root bulb, causing
constriction of the hair shaft, which then breaks off easily.
The scalp cooling machines work by lowering the
temperature of the scalp immediately before, during and
after the administration of chemotherapy. This can prevent
or minimise the damage caused to hair follicles, meaning
that hair loss is not inevitable.

It is our goal to ensure all patients have the opportunity to
maintain their dignity and normality by keeping their hair.
With over 1500 systems in use in 30 countries treating
tens of thousands of patients a year we are one step closer
to achieving this goal. But we still have a long way to go!
The public are not aware of the treatment and therefore
unfortunately do not ask for scalp cooling prior to their
chemotherapy.
Paxman’s awareness campaign Cool Head Warm Heart
is currently petitioning the Government for scalp cooling to
become the standard treatment practice across all hospitals
in the UK for patients undergoing chemotherapy. The aim is
to gather together 100,000 signatures in just 1 YEAR for this
to be raised in The House of Commons. With the help and
support of the Hairdressing Council, leading Trichologist and
registered hairdresser, Iain Sallis and YOU we can achieve
this! Iain commented: “Chemotherapy induced alopecia,
whilst ever temporary, is so psychologically devastating and
retention of hair at this time by using scalp cooling has such
a positive effect on wellbeing. I am delighted to be working
with Paxman and to help raise the profile of this worthwhile
treatment”
For more information visit:
www.coolheadwarmheart.co.uk/petition
Or sign the petition today:
http://epetitions.direct.gov.uk/petitions/41247

Helping to relieve the
visible trauma of cancer.
Campaigning the Government for scalp cooling to be offered
as the standard treatment practice for all applicable cancer
patients undergoing chemotherapy in the UK.

For more information visit:

www.coolheadwarmheart.co.uk/petition
@PaxmanColdCap

@CHWHCampaign

Cool Head Warm Heart
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Master Craftsman
You too can become a

in Hairdressing

Join the likes of Andrew Barton and thousands of other industry professionals in celebrating
your skills and qualifications by applying to become recongnised as a master of your craft.
Congratulations to these
new Master Craftsmen:
Mrs Sally J Raine

Buckinghamshire

Mr Andrew D Price

South West Wales

Miss Charlotte-Anne

Essex

Mrs Kathleen A Bates

Texas

Miss Stacey L Mann

Berkshire

Mrs Jane Odam		

Southampton

Mr Stephen L Johnston

North Wales

Mrs Annette J Moon

Bradford

Mr Ercan Ozcan

London

Mr Lino Carbosiero

London

Mr Mark Coray

South Wales

Mrs Anne Pileggi

Wiltshire

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.

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

ENTRUST
YOUR BEAUTY
TO PROFESSIONALS

NEW for fine hair

Volumetry

up to 72hr*
Volume Boosting effect.

NEW HAIRCARE SYSTEM
Enriched with Salicylic Acid, Intra-Cylane™ & HydraLight.
1. Purify + lift fine hair from the root
2. Hair looks volumised, with added texture
3. Lightweight moisture: does not weigh hair down

*Instrumental test: shampoo + conditioner + spray

See Volumetry in action at www.youtube.com/lorealprofessionnel
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