
Embracing the Parisian heritage

This year in 2012, what we want to do is strengthen our Parisian heritage that 
we, as Loreal Professionnels are very proud of. As the artistic capital of the 
world, Paris is really the epitome of French elegance and the professionalism 
of hairdressers globally so we want to  always keep the birthplace of L’oreal 
Professionnel in mind and we want them to be proud of all of all L’Oreal 
Professionnel salons. More than 100 years ago, we started off with a colour tube 
by L’Oreal professionals and this is supported by the trade itself and so we want 
to strengthen on this direction in 2012.
at the same time through innovation and which is something that no competitors 
in the market can do. none of them can claim this heritage from us.

Bringing hairdressing to the next level

What we believe in is that hairdressing is the most beautiful profession in the 
world and without hairdressers, there will be no L’Oreal Professionnels. That is 
the reason why we want to have a tighter and deeper trade relationship with our 
partners. Our ambition is to reinvent this beautiful profession through various 
improved product performance through exciting techniques as well as forms 
of communication. We want to not only reach out to the hairdressers but also 
to end-consumers because at the end of the day, we are building our brand by 
channeling consumers to the salon. This year, we want to make sure that all 
L’Oreal Professionnel hairdressers identify themselves as proud craftsmen who 
create beautiful hair every single day of their lives. I think for the longest time, 
this profession has not been put on a pedestal but there is so much more that is 
involved. A hairdresser has to be proud of themselves because they are one of 
the few professions in the world that deal with transforming looks and changing 
lives. We believe they are a powerful profession to capitalize on and we are 
here to help every single L’oreal Professionnel salon achieve excellence in their 
craftsmanship. 

Moving on to greater heights

We take on the challenging role of lifting the entire standard of the hair industry 
and I think L’Oreal Professionnel -as the one of the biggest market player in the 
industry- is responsible for this movement itself. The challenges we face is to 
uplift how consumers and hairdressers look upon the industry as a totality. 

Expect exciting product line-ups coupled with communications channeled to 
both the consumers and hairdressers. In our marketing efforts, we take the road 
less traveled, taking the initiative to spearhead new innovations. At the same 

Raymond Tan
Brand Marketing manager

L’Oreal Professionnel
A new year begets new beginnnings and at L’Oreal Singapore, it marks 

a turn of events that speak volumes for the hair industry. Always set to 

scintillate and innovate, you never know what to expect next from the big 

players of the trade. h4ufme sits three brand honchos of L’Oreal down to 

steal a peek into what they have in store for you this 2012. 
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time, we will be emphasizing a lot on education as we believe it plays a key 
role in educating hairdressers and consumers on the professionalism of our 
trade. Look out for a series of campaigns rolled out this year in line to achieve 
this aim.

For the first time in our history, we are seeing a great number of foreign artists 
coming into Singapore to learn from the best of the industry. We are always 
inviting key spokespersons from countries like Taiwan, Japan, Korea, the U.S 
and not forgetting, Paris to share their techniques, experiences and skills with 
our local hairdressers. Overall, it is to bring the standards of professionalism 
in Singapore to the next level.

A year of  colour brilliance

L’Oreal Professionnels will really focus on colour in 2012. Colour would 
definitely, always be key as you can see with our seasonal collections. They 
encompass different techniques e.g. the placement of foils to create better 
looks and make clients happier. Our second focus is on texture. Singapore 
is quite underdeveloped in terms of texture as opposed to the rest of the 
ASEAN countries and L’Oreal Professionnels want to bring that forward in 
2012 with products, tools and education. We will have tools that can help 
process these products, giving forth greater looks and effects to make the 
life of hairdressers easier. That is our commitment. 

Kérastase
Yamini Singh

Marketing & Education Manager

Expect the unexpected 

In 2011, our focus was to launch iconic products and new technology 
products that the market had never seen before. We had Elixir Ultime which 
is a treatment booster and versatile oil – this product is doing so well that 
it is today’s number one product for Kerastase in the world. We also had 
our inaugural anti-aging hair care line, Age Premium, that is the first to use 
collagen. We thought about how women adore collagen for anti-aging skin 
care, so why not have an anti-aging hair care? This year, our focus will 
continue to be to launch iconic products that don’t exist in the market so 
far because that is really the backbone of Kerastase. We work really hard 
to develop products which are new, better and different. This year we have 
introduced a new range called Fibre Architecte that contains a serum to seal 
split ends and keep the ends of the hair looking better. We want to continue 
bringing in superior products of high innovation to bestow power unto our 
hairdressers. We are also going to tap on our excellent technology to develop 
a new range launching in March known as Fusio-Dose. It is a treatment range 
of products that can solve not one, not two but up to three problems in one 
sitting. Besides Fusio Dose, Kerastase will be refreshing our scalp range in 
April with scalp care gaining popularity in Singapore. 
For education, it has always been a major focus in Kerastase and bringing up 
the standards of education is another 2012 vision of ours. We will be dwelling 
on special trainings that we will be developing together with our international 
partners. 

Challenges

I think for every brand, our number one priority when launching a new products 
that the market is not familiar with, is to establish it well. The challenge for us 
is to make sure  that it gets accepted well into the market and continues to 

increase the business of the salon. We need to continue the support of 
the launch phase, to the establishing phase, to the future phase. 

Trend Players

Asian customers are becoming increasingly concerned with hair loss 
and the solutions for this are going to continue spurring forward. The 
best person to identify the signs of hair loss is no doubt, the hairdresser 
because sometimes, customers don’t know they are losing hair until 
the stylist spots it. The hairdresser is the best medium to help with hair 
loss and that will be the focus for 2012. Perm is another big trend in 
2012 and as a chemical service, treatment has to come together with 
it to maintain the health of the hair. 

Adapting to ever-changing consumer mindsets
We see an evolution in the mindset of today’s customer. She is becoming 
more discerning about hair care, which is good news for professional 
salons since they are exports of hair care. The haircare customer is 
getting more sophisticated, which means she understands that like 
her skin regime of cleanser, toner, moisturizer, and sunblock, etc- she 
understands that it is the similar way to care for her hair as well. Not 
only is she using shampoo and conditioner now, she is beginning to 
understand that shampoo, conditioner, leave-in products and hair care 
treatments- all of them go together in developing her hair better.
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Building the backbar and the community 

I think redken is going to come back in a really big way. While Redken 
has been strong on retail products all these while, we intend to also go 
strong on the technical products in 2012. Redken is going to come back 
quite strongly as a so-called holistic brand. We will focus both on colour 
and texture but in general, its basically backbar specifics; so whether it 
is for treatment or whether its color or texture, Redken is going to focus 
on all of that. We will emphasize a lot more on technology and in terms 
of artistically-wise, we will be focusing a lot on haircutting as well, which 
is why we will be bringing in our international guest artists to teach more 
cuts and styling. 

Redken is really going to create a tribe and be really focus on being the 
trendy brand that we have always been known to be. When we talk about 
tribe we are not just talking about redken’s connect parties but also the 

international trainings that provide a platform for people to bond.  In 
general, Redken sessions are held very differently from other seminars 
because we are very participative. That’s the Redken spirit, which is 
going to be very strong in 2012. 

Plus, we are excited to be undertaking the big project of being the official 
hair sponsors at Audi Fashion Festival 2012 where we will be doing a 
show. 

Challenges

I think that our biggest challenge is to convince people that redken is able 
to be a full professional products brand because once upon a time like 
I mentioned, people are clear about Redken as a strong retail brand so 
it’s about convincing people and changing their perceptions of Redken 
being a holistic brand as well. Additionally, we have the challenge of 
being able to provide what they need. 

Changing demographics
In general, the whole vibe of redken is that we are very trendy and young. 
In terms of our moving demographics, it may not be something so much 
that redken is doing intentionally but rather, for the fact that people, as 
they age nowadays, their minds tend to stay a lot younger, people are 
more accepting and wanting to be youthful. Like they say, 30s is the new 
20s and all, so of course in that sense I think we are going to get a much 
wider demographic as people want to be associated with a brand that is 
youthful. Before we were looking at clientele in their 20s but right now, I 
think we can even talk about people who are in their 40s.

Lending local salon owners a helping hand

Of course, product-wise we are going to be able to offer a lot more. 
On top of that, we now finally can do holistic marketing for the salons; 
meaning we will have strong colour, texture, backbar products and it will 
not be the same as before where we only focused on their retail. Now, 
Redken will also help up their services and thus be able to help grow 
their business that way as well. In terms of technology, it’s really about 
growing salons’ backbars. 
Education-wise in 2012, we will be focusing very strongly on the Redken’s 
specialist. As you may know, redken is quite a selective brand- across 
the island we probably have about 80-90 salons. Which is why we want 
to go into the direction of focusing on redken’s specialist, teaching them 
principle-based training, science and haircare to not just help them with 
our products but also the theory behind them, really helping them be 
a specialist in  their trade. Hairdressers can look forward to be three 
international guest artists we will be bringing in for them to learn from. 
We realize that it is very important for Redken to tap on our strong global 
network and we will continue doing so.

Pamela Loh
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