


Salon India is back with more excitement, news and 
views on the burgeoning salon industry! 

We are at the onset of the bridal season and it’s excit-
ing to see salon owners, make-up artists, hairstylists and 
personal care brands come together to offer the bride-
to-be so many varied products and services. Read about 
it in our Cover Story.

In interviews, meet Patrick Cameron, the international 
award-winning celebrity hairstylist, who shares with us 
his illustrious journey. The Bangalore Mobile Spa is an 
initiave of Rubina Guleria who from IT made a switch to 
the beauty world. Salon India digs deep and unearths 
critical information.

In Success Story, we meet Vishal Sharma, Director and 
Owner, Af nity Salons. He has done the industry proud by 
dotting the country with 22 salons in a span of 20 years. 
His words are nothing short of pearls of wisom for a new-
comer in this line. 

The challenge in India is not of introducing interesting 
products, but of supply chain and distribution. So far, the 
professional industry has had the big  sh and an array of 
smaller ones. Emerging with a vision is Christine Valmy 
who claims to have a strong network and has the back-
up of technical support to lend salon owners. Read about 
it in our brand story.

In Visual Dynamics, we take you to Chiva Som Spa in 
Bangkok. The last word in luxury, the spa interiors  aunt 
selected pieces of architectural paraphernalia to maintain 
a contemporary sensibility. Spacious, serene and with 
over two dozen treatments and therapies, Chiva Som is 
an idylllic resting resort.  

Keep yourself updated with trends, new openings and 
progress of salon chain owners, Mumbai’s LTA School of 
Beauty and the courses offered – and more in this issue 
of Salon!  

Feedback is critical for our progress, so do write in.

Amitabh Taneja
Editor-in-Chief, Salon International, India
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Visual dynamics

Nestled among the lush 
greens, Chiva Som at Hua 
Hin, Thailand with its
impressive architecture  
has a mystical aura of being  
a ‘dream destination’.  
The luxury health resort  
ingeniously amalgamates  
the essence of Thai hospitality 
with lip-smacking spa cuisine 
and customised treatments

by Shikha Swaroop
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Blonde Ambition

Sleek and smooth: 
Taking inspiration  
from the 60s, fullness  
at the crown is  
accented by a long  
face-framing fringe.

Retro wave: This  
soft and feminine look  
is an example of a  
modern way to wear 
vintage style.
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Hair couture
Fashion soirée

L L’Oréal Professionnel in association with 
JJ Valaya created magic at the grand  nale 

of the India Bridal Fashion Week ‘12.
IBFW was yet another occasion where L’Oréal 

Professionnel displayed a variety of hairdos, 
blended with elements of style, tradition and 
creativity. The designer’s creations, inspired from 
Turkey, were complemented by hairstyles that 
suited the palette of prospective Indian brides. 

Creating some of the most incredible styles, the 
L’Oréal Professionnel’s Dream Team crafted avant-
garde hair looks backstage. “We had created two 
looks — one was a loop on the top of the head, 
much like the Turkish turban, and the other was a 
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state-of-the-art make-up 
services, including airbrush 
and nail artistry services with 
Orly, are recent introductions. 
For skin, we have tied up with 
L’Oréal’s Kéraskin products and 
use Kérastase for hair rituals.”

Dakoji has collaborated with 
L’Oréal Professionnel for the 
wedding collection as well, 
which is a ground-breaking 
beginning. On the amount of 
business done by salons, Dakoji 
reveals, “The wedding season 

COVER STORY

Bridal season

The bridal season is a busy 
time for the beauty and 
hair industry. There are 
innovative products being 
launhced, new therapies 
and treatments being 
offered at salons, and 
make-up artists and hair-
stylists are busy creating 
new trends for the season. 
Salon India brings 
a report...

T he size of India’s bridal 
market is expanding 

beyond limits. As per industry 
estimates, the country’s 
`125,000 crore wedding busi-
ness is growing at more than 
25 per cent a year and creating 
a demand for a new set of 
professionals, from beauti-
cians, hairstylists and salons, 
to fashion designers and 
several others. The underlying 
reasons for such an upswing, 
as per Naunihal Singh, Founder 
and Director, Strands Spa and 
Salon, Delhi, “The market has 
grown because of factors such 
as an increase in disposable 
income, prevalence of desti-
nation weddings, limited time 
and unlimited convenience, 
and a belief in re-marriage. The 
primary notion of associating 

marriage with being one of the 
most important events in one’s 
life is driving people to spend 
extravagantly on the celebra-
tion. Such an occasion, for the 
elite, becomes an opportunity 
to showcase their wealth and 
prosperity, while for the middle 
class, it remains an event that, 
at times, compels them to go 
beyond their means.” Hence, 
it comes as no surprise that 
the beauty and hair experts 
are some of the busiest people 
during the time of weddings. 

Investment and business done 
by salons 
Says Sachin Dakoji, Owner, 
Mane’a Salons, Hyderabad 
and a member of L’Oréal 
Professionnel’s Dream Team, 
“The bridal market is growing 

Boom time for business
by Aradhana V Bhatnagar

larger by the day thanks to the 
grand weddings that are taking 
place. As a salon owner, I have 
realised the same and have 
recently invested in Mane’a 
Privé, our new wellness and 
holistic services division. It is a 
centre where a bride can look 
forward to head to toe pamper-
ing besides getting her bridal 
look done in complete privacy. 
We also have invested inten-
sively in learning and teaching 
new techniques, the introdc-
tion of new hair colours and 
creating trends, which means 
the existing make-up, skin care, 
nail care, hair care ranges are 
constantly upgraded. Our 
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is so critical that about 60 per 
cent of business is done by 
salons in this season. This is 
the overall rating from hair 
and make-up to spa and 
therapy services.”

Singh of Strands feels, 
“Seldom are salon owners as 
busy as they are during the 
wedding season. Salons are 
refurbished, stocked with the 
latest products, newest beauty 

treatments are created, trendy 
hairstyles for brides as well as 
grooms are fashioned to ensure 
new ways by which they woo 
the mega buck making bridal 
business! The overall business 
goes up to 30 to 40 per cent 
at this time and, of course, 
make-up is a big chunk of it. 
Almost all our services, such 
as hair, skin, nail, and spa soar 
at this time.” 

Reeta Mohan, Owner, Viva City, 
Kolkata re ects, “The last  ve 
years have been a boon for the 
beauty industry. Not only is the 
bridal season full of opportunity 
for the experts involved, the 
market size, too, has grown 
speci cally thanks to the boom 
in this business.” With an initial 
investment of `25,000 in pri-
marily hair, skin and nail prod-
ucts, today she has a plethora 
of services for the discerning 
clientele. The brands that are 
popular in her salon 
are Janssen cosmetics and 
L’Oréal Professionnel.

Jasoshree Rehman, Owner, 
Shree Salon, Kolkata opines, 
“The bridal market is huge in 
India and we offer a wide and 

exclusive range of attractive 
pre-bridal packages, which are 
from head to toe that start six 
months before the D-day. This 
time we have included nail ex-
tensions in the package as well. 
We are also offering our clients 
customised packages accord-
ing to their needs, which start 
from `10,000 along with bridal 
make-up. Bridal season is the 
time when our business grows 
considerably. We are expecting 
our business to grow by 50 per 
cent as compared to last year. 
Advance bookings from Kolkata 
and other neighbouring cities 
have begun in full swing. In 
Kolkata, clients usually opt for 

the full bridal package, while 
people coming from other 
places go for our bridal make-
up package. While, we really 
cannot divulge the exact  gure 
of the investment made, it is 
a substantial amount as we 
provide quality products and 
accessories. We only use MAC 
products though some cosmet-
ics and accessories are picked 
up while travelling abroad.”

Says Jawed Habib, Managing 
Director, Jawed Habib Hair and 
Beauty, “Though bridal services 
are seasonal, it contributes 
a huge chunk of the yearly 
sales. The total sales for bridal 
make-up, pre-bridal packages 
and other related services 
contribute to at least 20 to 25 
per cent of the annual sales.” 

According to Habib, “We 
make a lot of preparations even 
before the season has begun. 
Our make-up artists have to 
be upgraded frequently as the 
trend changes and every time 
there are new looks and styles. 
Then comes the material, 
products and accessories that 

Naunihal Singh and Jawed Habib

a salon has to buy beforehand 
to match the latest trends. 
During the bridal season, by 
introducing the packages the 
sales can shoot up to 1.5 times 
more than the average sales. 
Promotions for the same is 
required.” Habib usually spends  
`1.5 lakhs to `6 lakhs on skin, 
make-up and hair products. 
Jawed Habib salons offer all 
types of bridal and pre-bridal JJ
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The milestones

Af nity Salon (Delhi and NCR)
1992 Green Park Market
2004 Greater Kailash-II
2005 Sahara Mall 
2006 Vasant Vihar
Model Town 
2007 New Friends Colony 
2008 Defence Colony 
Punjabi Bagh 
2009 Civil Lines
Saket 
Khan Market
2010 Sector 18, Noida
Greater Kailash-I
South Extension-II
2011 Rajouri Gardeni 
Global Foyer Mall
Af nity Shivalik
Af nity Model Town Phase II
Af nity Chattarpur 
Af nity HEAD ON
2011 Kalkaji Market 
2012 Sainik Farms 
Satya Niketan
Sector-26, Madhya Marg, 
Chandigarh

V ishal Sharma, today a 
name to reckon with in 

the salon business, was 21 
years-old when he opened 
his  rst salon in a garage in 
Delhi’s upmarket Green Park, 
which he did so out of sheer 
frustration. Reveals Sharma, 
“I went for a haircut to a high-
end salon and despite making 
an appointment, I was asked 
to wait. I didn’t quite under-
stand the value of taking an 
appointment if even after that 
one is asked to wait. I was so 
disgusted by the salon owner’s 
attitude that I decided to be a 
professional in the salon space 
and offer clients a better expe-
rience in terms of hospitality, 
quality of work and hygiene. 
I think, so far I have managed 
to keep up that image.”

The beginning was humble 
with four chairs and six 
employees to start with, but 
solely on the basis of steely 
determination, in 20 years 
time, Af nity has grown into 
a chain of 23 luxurious salons 
dotting not only Delhi, but now 
Chandigarh as well. “Hard 
work and grit to make it in 
this line was all I really had,” 
re ects Sharma as he rightfully 
basks in the success he has 
managed to achieve.  

Philosophy and mission
Sharma says, “At our salons, 
small things are given a lot of 
importance and we treat our 
guests as dear and valued 
friends. They are given the 
right advise on each visit so 
that we stay on top of their 

Changing the skyline of North India
Vishal Sharma

SUCCESS STORY

by Aradhana V Bhatnagar

Vishal Sharma
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of the Year and L’Oréal Colour 
Trophy 2004 in the New Gen-
eration Hair Colorist category, 
among several others. 

Future plans
According to Sharma the 
idea is to have a pan India pres-
ence and be able to change 
the outlook of the Indian hair 
and beauty industry. “Hence, 
there is a need to bring in so 
much skill and expertise in the 

profession that we meet 
international standards head 
on,” signs off he. 

Fact  le

Year of establishment: 1992 
Hobbies and interest: To watch 
movies and travel.
Advice for aspirants: Stay 
focussed and believe in what 
you do.

needs. Depending on their 
preference and personality, 
we recommend styles and 
colours to them. In hair, we 
closely follow global trends 
and aim to create new textures 
and shapes full of bounce and 
movement.” Stylists claim to 
have a passion for creating-
clean, warm and contempo-
rary looks, irrespective of the 
age of their client.

Salon management 
Experienced staff combined 
with upmarket interiors and 
a global offering of beauty 
and hair products, like Rémy 
Laure, Babor, Skeyndor, 
Sebastian and Wella Profes-
sionals, among others, make 
Af nity Salons stand apart. For 
nails, there is on offer a variety 
of brands like OPI and Inglot, 
to choose from, while for 
make-up, they prefer to use 
MAC, Kryolan and Temptu. 
There are several hairstylists 
at each location who work 
wonders while keeping the 
client’s requirement in mind. 
They have been handpicked 
from across the country are 
regularly trained at Vidal 
Sassoon, London, and 
Toni&Guy training centres in 
Singapore, London and Japan. 
“It is precisely this training 
along with the stylists’ per-
sonal touch,” opines Sharma, 
“that keeps bringing a client 
back to us.” Shares he, 
“To keep the team motivated, 
it is our endeavour to upgrade 
their education levels as well 
offer as incentives in cash or 
kind. At our new chain, Head 
On, as an appreciation of 
loyalty, we are offering 50 per 
cent stake to those employees 
who have been with us for 
15 years and more.”

Challenges, new initiatives
Sharma is very vociferous 
about lack of education be-
ing the biggest obstacle in 
the growth of the Indian hair 

and beauty industry. Says 
he, “Education is one of the 
biggest challenges in the hair 
industry. Educated staff is very 
rare to  nd yet it’s good to see 
the young generation getting 
into the creative arena.” 

Besides Af nity Salons, 
Sharma has launched another 
lifestyle chain of salons under 
the name of Head On Hair & 
Beauty Studio in Delhi’s Kal-
kaji and Satya Niketan areas. 
“Targeted at the youth and 
the fashion-oriented lifestyle 
they lead, Head On Studio, is 
reasonably priced, yet has a 
focus on quality and hygiene. 
I believe, today, every residen-
tial area needs a good stylist 
and a beauty studio,” feels 
Sharma. The format is spread 
across 1,000 sq ft and is lo-
cated in areas where there are 
colleges and so the footfall is 
high. Staff is trained for unisex 
work, be multitalented and 
multitasking to a great extent. 
Af nity Salon has an exclusive 
tie-up with Sebastian Profes-
sional for North India.  

Reveals Sharma, “As of now, 
I own 18 salons and the rest 
are in partnership. We are not 
getting into franchising as the 
investment in making an Af nity 
Salon is immense. I am not 
on a money-making spree, 
which is why I am very particu-
lar about the quality of work and 
hygiene levels, which need to 
be maintained at all cost. Also I 
feel for a brand to be successful, 
you need to have like-minded 
people who can really justify the 
brand AFFINITY.” 

Achievement and awards
Af nity Salon stays in tune 
with the latest in global fashion 
and beauty trends to offer a 
combination of talent, creativ-
ity and continuous educa-
tion in product and technical 
knowledge. The salon has 
bagged several awards such 
as the Wella Trend Vision 
Awards 2010 for Young Talent 

The journey of Vishal 
Sharma – with 
friends, family and 
team members

With inputs from Shikha Swaroop
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Spa: Chiva Som International Health Resort 
City: Hua Hin,Thailand
Owner: Wanna Homsanoe 
Size: Seven acres 
Time taken to complete construction: Two years
Brief description: The resort is an interesting exhibit of 
traditional Thai architecture. Abundant use of nature and 
water bodies add to its aesthetics. With 70 treatment 
rooms and 58 accommodation rooms, Chiva Som is an 
elaborate description of wellbeing and rejuvenation. 
A Kinesis studio, gym, Watsu pool,  otation pool (water 
pool), a large outdoor swimming pool, bathing pavilion 
with Kneipp bath, sauna, steam, jacuzzi, and indoor 
swimming pool complement the wellness rituals.
Architect: Jean-Paul Blissett, British architect
General Manager’s comment: “Chiva Som is a pioneer in 
combining traditional Asian therapies with Western health 
and wellness. We attribute our core competency of blend-
ing of Eastern philosophies and Western diagnostic skills, 

Visual dynamics
The  avour of Siam

Nestled among the lush 
greens, Chiva Som at Hua 
Hin, Thailand with its
impressive architecture 
has a mystical aura of being 
a ‘dream destination’. 
The luxury health resort 
ingeniously amalgamates 
the essence of Thai hospitality 
with lip-smacking spa cuisine 
and customised treatments

by Shikha Swaroop
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to be a key driver of our worldwide success. 
To complement a guest’s  tness programme and 
treatments, Chiva Som offers gourmet spa cui-
sine prepared and presented by a team of Thai 
and international master chefs using fresh and 
wholesome herbs, vegetables and fruits grown 
in the health resort’s own organic garden,” says 
Vajravorn Tasukon, GM, Chiva Som.
Materials used in the construction: The spa area 
is done up in wood and stone. 
Lighting: Philips 
Flooring: Tornado 
Products used: In house
Email: reservation@chivasom.com

SPA FOCUS

Starting from nature to therapies, Chiva 
Som makes for an ideal restive abode 
for wellness seekers
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Hair treatments
Packages on offer

Dead Sea Mud Hair Mask, Nirva Spa, Hyderabad
This package is ideal for retaining softness of the 
hair. The mud absorbs the excess oil, puri es, 
invigourates and stimulates the scalp. The protective 
agents in it maintain the natural moisture levels, 
prevents dehydration and protects hair from 
pollution and the sun.
Duration: 45 minutes
Price: `2,000 + taxes

Indian head massage (Champi) Madhubhan Signature 
Salon, Anand, Gujarat 
It is an authentic Indian head massage or champi, 
which is done with a warm Ayurveda oil. An invigou-
rating treatment where  rm and fast strokes 
are combined to stimulate pressure points on the 
head. This improves blood  ow and nourishes 
the scalp and induce a deep sense of calm and 
treats insomnia.
Duration: 30 minutes
Price: `999 + taxes

Kérastase Autumn Ritual For Women, Imperial 
Salon, Delhi 
Express Hair Ritual is an elaborate package which 
includes a haircut, shampoo and a blow-dry. It uses 
Kérastase products and is accompanied with a 
signature Imperial manicure.
Duration: 30 minute
Price: `4,050 + taxes

Color Protectors Pre/After Color Detox by Rod Anker, 
Claridges Spa, The Claridges Hotel, Surajkund 
The treatment involves the application of a series of 
natural oils on the scalp that protect it and maintains 
the pH balance. It forms a protective layer which 
protects hair and make the colour last longer. 
Duration: 20 minutes
Price: `1,900 + taxes
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SHOW PREVIEW

 Show: InterCharm Milano 
Date: 6 to 8 October, 2012 
Venue: Fieramilanocity, Milan

T he third edition of the 
InterCharm Milano 

is geared up to bring together 
hair professionals, celebrated 
brands and business fraternity 
under the same roof. 

Illustrated to be one of the 
most talked about events in 
the hair vertical, InterCharm 
Milano, this year, would 
feature the most happening 
Milano Hair Show along 
with HairWorld 2012 hosted 
by Organisation Mondiale 
Coiffure (OMC). The action-
packed event also aims to 
bring together some of the 
most reckoned international 
hair brands.

The expo
The event will be marked by  
shows that would set a new 
standard for hair fashion and 
style and successfully interpret 
latest trends of the industry. 
The 90-minute hair fashion 
show, organised by several 

established hairstylists from 
across the globe, would 
feature famous names from 
the industry. 
The 2,000 seat Hair Theatre 
located in Hall II complex 
would see some of the best 
demonstrations. Scott Cole 
and Linda Yodice, Artistic 

Directors of Paul Mitchell 
professional hair colour, would 
dedicate their creativity to 
women and her beauty, while 
Alex De Stefano, creator of the 
scissors and Saverio Palma, 
Technical Director of BES, 
would be displaying their artis-
tic talents. Amalgamating the 

The hair show
InterCharm Milano 2012
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best of Italian and British style 
would be Francesca Sesler, 
Zeo Baldi and Richard Ash-
forth who will reveal his avant 
garde collection ‘I love Milano’ 
show for Alfaparf.

There would be array of 
brands like Kemon led by 
Carlo Bay and Tagliati X il 
Successo’s, Artistic Direc-
tor, Rocco Blasioli, exhibiting 
the in-vogue cuts, style and 
3D techniques. Innovative 
ruf e hair colour method from 
brands like Screen and Nubea 
will be the new learning. Wella 
will make its presence felt 
with two events, the De light 
Colour Show with Josh Wood, 
Lieght Keates and Pier Gi-
useppe Moroni. The Italian Fi-
nal of the Trend Vision Award 
contest, with 40  nalists who 
are under 30 years of age and 
the two winners in the Young 
Talent and Color categories 
will be selected.
 
Participation
The show boasts of com-
mendable participation 
from leading companies. 

Commenting on the event 
Maurizio Morra, Development 
Manager, InterCharm Milano 
Exhibition said, “Demonstrat-
ing how this exhibition is 
fast becoming the leader 
in the hair sector are the 
many companies which 
have already con rmed their 
participation. They include 
Alfaparf Milano, Ceriotti, 
Cosmec - BES Beauty & 
Science, Farmen, Gamma 
& Bross, Kaaral, Karisma, 
Kemon, Kleral System, Muster 
& Dikson, Nuova Fapam, Paul 
Mitchell, Vezzosi and Wella.”

The event
Reed Exhibitions, the world’s 
leading organiser of trade 
fairs, dedicated shows and 
congresses, with over 500 
events in 39 countries organ-
ises the exhibition every year. 
Last year, a total of 28,161 
professionals and skilled 
sector operators from 
77 countries participated. 
This year, the participation 
will be around 30,000 from 
several countries.

 Maurizio Morra
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CELEB STYLE

Beyond the game 
Sushil Kumar

by Isha Gakhar

Since you travel a lot, how do you 
manage your hair speci cally in 
various climatic conditions?
I don’t use too many chemicals 
on my hair, rather, prefer natural 
products and remedies like 
curd, in case, my hair gets too 
rough. Whether I’m travelling 
or not, I oil my hair regularly. 

How do you take out time for 
yourself after a hectic work 
schedule?
Relaxing with my family is 
‘me time’. Whenever I get 
time, I like to sit back and 
be at home, even if it’s 
something as mundane 
as watching television.

The worst hair day you’ve ever 
had. How do you manage it?
I can’t think of a particularly bad 
hair day, but there is nothing a 
hot oil champi can’t  x.

Favourite and regular hairstylist?
Due to my schedule and travel,
I don’t have a  xed salon or 
hairstylist. But when I get time, 
I like visiting salons and get a 
good head massage.

Care and style?
I prefer using products from 
L’Oréal Professionnel, Matrix 
and Toni&Guy.

How experimental are you when 
it comes to looks and hairdo? 
I am a wrestler, so I don’t 
concentrate on my hairstyle 
and looks! But I do like taking 
care of them and stick to 
herbal products.

Hairstyle you like among men?
I admire Salman Khan’s style 
and personality.

Celeb Style and quiz.indd   84 26/09/12   7:44 PM








