
HAIR LOSS 101 

Did you know that over 15 million people in 
the UK experience hair loss? And nearly 50% 
would spend their life savings on restoring 
their hair?* Although hair loss and thinning 
is a wide-spread experience, it must be 
dealt with sensitively. And who better to offer 
support and guidance than their hairdresser?

“There are so many causes of hair 
thinning and loss,” explains Jon Walker, 
Wella’s Education Brand Manager. “Often they 
are causes your client has got little control 
over, their hair loss might be hereditary, or 
influenced by child birth or the menopause, 
sometimes it’s lifestyle factors such as diet 
and stress. What people often don't realise is 
that it can take three months before a trigger 
can result in hair loss. It’s not instant.”

But the key thing a client wants from you 
is reassurance, as well as products and styles 
to make their hair thicker and their scalp 
healthier – after all, healthy hair starts at 
the root. But how to broach the subject with 
them? “Thankfully the taboo around hair loss 
is lessening and often clients bring it up. If 
they don’t, I ask them to look in the mirror 
where their parting falls or if they’ve noticed 
any change to their hair density.”

Jon also suggests making consultations 
visible on your service menu. “You want to 
show that you offer support on scalp health 
and hair loss. Whether it’s on your website 
or an A-board outside, sign posting helps get 
people talking.” After all, you could be missing 
out on priority clients. One in 4 men will start 
balding before they're 21and 4 in 10 women 
experience hair loss, with over 43% saying 
they want ‘thicker and fuller’ hair.*

In next month’s column, we’ll go into 
depth on the Nioxin products and ingredients 
that can help with hair loss and thinning. 

HJ PRO SERIES

BOOK NOW!

Wella Studio Nioxin Experience & Enable 
2-day course, featuring Kay McIntyre
Edinburgh 21-22 Oct, 
London 14-15 Oct, 
Manchester 29-30 Oct  
Contact your Wella Account 
Manager or scan the QR 

code for your studio contact

In the first
of our two-
part series
on hair 
loss, we talk

to Jon Walker, Wella’s
Education Brand Manager 
about the facts and stats
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We chatted to a range of salons to 
find out what they think makes a great 
logo and how they created theirs. 

 Richard Phillipart, owner of 
 The Boutique Atelier:

 “I wanted our logo to 
reflect the brand ethos, 
with a recognisable 
hairdressing element. 
The placement of the 

scissors incorporated into the letter 
Q was our designer’s idea – and we 
have also been able to use the same 
scissor design in the smaller version 
of our logo, which fits perfectly into 
the profile picture space on social 
media. Our logo was the product of 
a collaboration between myself and 
a graphic designer, who I found by 
putting a call out on the salon’s  
social media.”

 Kaye Sotomi, founder and 
 CEO, Chop Chop London: 

“Everything 
about the Chop 
Chop name 
and logo was 

carefully thought out. The name has 
a dual meaning: because we are 
known for our speedy and accessible 
haircuts. In fact, when we first opened 
in 2018, all of our services were 
delivered within 30-40 minutes, at 
Chop Chop speed. We wanted both 
the name and logo to be simple yet 
detailed, memorable but not confined 
to hair only – meaning we can create 
cool merch, products or even open a 
production company if we wanted, 
using the same name. We decided 
to use no more than two words and 
keep each word no longer than six 
characters, as data shows brand 
names that are within this character 
count are a lot more memorable – 
think Nike, Apple, Coca-Cola, Google 
and Amazon. When it came to the 
colour, green was a no-brainer, as we 
pride ourselves on being a sustainable 

Your logo is often the first thing prospective 
clients notice about your business, whether 

they spot it on the high street or on 
Instagram – which is why it’s crucial that 

yours makes an impact

business.  This specific shade of dark 
green was selected because it is 
a luxury green. As a company, we 
believe luxury is not dictated by 
pricing but by authenticity.”

 Aron Calder, Director, 
 House of Hare:

“We rebranded 
the salon name a 
few years ago and 
needed to create 
a new logo at the 

same time. Therefore, the journey 
of creating the logo came hand 
in hand with the new salon name. 
We started with a visual board on 
a WhatsApp group, lots of different 
images representing the Cotswolds 
(Lavender, wildflowers, traditional 
Cotswolds stone buildings, wild 
animals like foxes and hares) and 
eventually we chose a ‘Hare’  
image. There were four reasons we 
chose this. 

Firstly, the name of the salon was 
also renamed at the same time to 
“House of Hare Cotswolds” and we 
wanted to use a play on words with 
“Hair” and “Hare” in the name but 
also same concept with the logo 
which we did by incorporating a pair 
of scissors into the ears giving a big 
nod to hairdressing which is what  
we do. 

We try very hard to put client 
comfort and experience at the heart 
of everything we do in the salon, 
and many times clients have given 
feedback saying they feel like they’re 
being welcomed into our 'home'.  
Therefore, we wanted to consider 
the name having something that 
represented a “home” for all.  
    We see hairdressing as part of the 
fashion industry as well as beauty, so 
we wanted to incorporate a fashion 
type feel to the name where 'House' 
was sometimes used in the fashion 
industry hence we came to our final 
name “House of Hare Cotswolds”.  
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