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MESSAGE FROM THE AHLC BOARD

The Link, The Voice of the American Hair Loss Council is the official, 
quarterly publication of the American Hair Loss Council. For information 
on advertising or contributing to content, please contact us: 
 
The American Hair Loss Council 
30 South Main, Shenandoah, PA 17976 
615.721.8085 or info@ahlc.org
 
The Link Staff: 
Managing Editor: Janine Thornhill 
Design and Layout: Thornhill Creative
Creative Director: Terrell Thornhill
 
 
Thanks to Our Contributors:

Willam C. Blatter, President & CEO, HLCC, Latham, NY

Virg Christoffels, Owner, Christoffels, Sioux Falls, SD

Blake Donley, Fantasia Salon, Minneapolis, MN

Flora Fuentes, Owner, Unique Hair Concepts, Ardsley, NY

Grant Gunderson, Director of Professional Sales,  
Lexington International, Boca Raton, FL

Tami Mayorga, Owner, Talk of the Town Salon, Santa Maria, CA

Glenn Milliet, Owner and Founder of Glenn Michael Salon, 
Metairie, LA

David Schwartz, President, HairVisions International,  
Ft. Lauderdale, FL

Doug Spike, Business Development Manager,  
IHI, Eden Prairie, MN

Chelsea Savage, East Coast Sales Representative, Dimples USA

James Todd, Hair Extraordinaire, Dimples USA, Los Angeles, CA

Lisa Zimmerman, President, National Hair Centers, Phoenix, AZ

Correction:
In The Link, Issue 16, page 11, the article Laser Light Therapy and Skin 
Conditions on the Scalp it was suggested, “...always insure that an LLLT 
device... can be worn continuously on the head for 20 minutes...  any 
lesser period of time will be ineffective.”  It has come to our attention that 
there are no published clinical trials reflecting that amount of treatment 
time, proving this statement to be misleading and/or false. We regret 
the error. 

The opinions expressed in The Link, The Voice of the American Hair 
Loss Council are those of the authors and do not necessarily reflect the 
views of the American Hair Loss Council. The advertisements in The Link 
do not necessarily reflect the beliefs, opinions or attitudes of the AHLC 
and does not imply product or service endorsement. 

The American Hair Loss Council ©  All rights reserved.  
Reproduction in whole or in part without written permis-
sion is prohibited. Published for the AHLC by Thornhill Creative. 
www.thornhillcreative.com 

Spring is in the air and summer is around the corner. We are working 
like busy bees, planning our annual conference at the Westin Ft. Lau-

derdale Beach Resort. Book your room soon. Why not come a few days 
early or stay a few extra days? Our discounted room rate is available for 
those who wish to do so.

We appreciate each and every vendor that invests in you - the hair 
replacement specialist. They invest with time, product knowledge, 
business advice and training. This year a handful of our vendors are 
offering some extended pre-show classes or certifications on Sat-
urday. Visit www.ahlc.org/pre-show for details. What a great way 
to start off our conference weekend.!  Also, each of our 21 vendors 
will be teaching a one hour class both Sunday and Monday. Visit 
www.ahlc.org/2016-education for class descriptions. Our vendor floor 
will be bigger than ever!

We always host a party on 
Sunday evening. Last year’s 
Disco Party was so much fun. 
This year we will be having a 
Latin Dance Party. Once again, 
there will be an award for the 
best costume. So put on your 
fringe and spandex - it’s gonna 
be hot, hot, hot!

A Very Special Thank You:
As many of you know, Andy 

Wright, founder of On Rite Com-
pany, retired at the end of January. 
It is because of his dedication to 
our industry that we wanted to 
show our appreciation to him. We 
value the continued support of 
HairVisions and wish them contin-
ued success. We wish Andy the best 
as he works hard at retiring! 

A Trip to the Beach 
is in Your Future!

Last Year’s Disco Party Costume Winners,  
René Meier and Patty Young

Peggy Thornhill and Andy Wright last year

by Peggy Thornhill, AHLC President
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Explain to your client how FDA clear-
ance means that the device is safe 

to use and won’t cause health risks. 
The next question is usually, “But 
does it work?” At this point I turn my 
screen around to them and explain 
that, thanks to the leader in the laser 
industry, I can actually show them 
honest-to-goodness, legitimate clinical 
trials. HairMax has conducted 7 clinical 
trials, many of which have been peer 
reviewed by some of the industry’s 
leading experts and physicians.

During each LLLT consultation clini-
cal trial results should be part of your 
repertoire of sales tools. They are for 
you to use and to let your client see.  
Respected professionals in the medical 
field conducted these trials properly 
and professionally.  Over 400 people 
were used in the trials, and these same 
clinicals have been instrumental in 
moving both the hair loss industry and 
the medical community into greater 
acceptance of LLLT as a viable solu-
tion for the treatment of androgenic 
alopecia.

Why are Clinical Trials Necessary?
Since the FDA considers LLLT devices 

for hair growth a medical device, it is 
necessary for the company to either 
perform a clinical trial or base their 
device on a predicate device and its 
clinical trial. These trials are tests that 
each company conducts as part of the 
FDA 510K clearance process. Rather 

than release the device to the public 
and let them be guinea pigs, the manu-
facturer has to perform a clinical trial to 
prove the device is safe. 

 
Some will outsource their trials to a 

friendly clinic (i.e. use a physician who 
will financially benefit from the profits 
if the device is cleared). Others may 
use an independent team of reputable 
physicians who have no involvement 
with the manufacturer, nor will benefit 
from the sale of the device. The results 
are summarized and presented to the 
FDA as part of the 510k processes.

  
Clinical trials are quite costly and 

time consuming. The cost to conduct 
authentic clinical trials is somewhere 
between $500-$750 per participant. 
Some companies make these results 
available for us to review. HairMax 
makes them available for everyone. 
Other laser devices have gained 510k 
clearances by using the HairMax as a 
predicate device. By using a predicate 
device those companies only have to 
show the device is safe, but not that it 
works (efficacy). Other companies have 
made claims that don’t coincide with 
the predicate device. 

It is extremely beneficial to the 
industry that Lexington has not only 
published their clinical trials, but 
makes them available to the public. 
It is because this information readily 
available, the medical community now 
embraces LLLT.  

Recently, I attended The American 
Academy of Dermatology conference. 
It was stated there, all doctors should 
read the clinical papers authored by Dr. 
Bergfeld (one of the most respected 
dermatologist in the US and the first 
female president of the AAD) and Dr. 
Hamblin (one of the foremost authori-
ties on lasers). This paper is changing 
the way medical professionals are 
looking at treating androgenic alope-
cia. Most recently, Mt. Sinai Hospital 
in NY reviewed the paper and is now 
recommending the use of HairMax in 
their clinics.

  
Visit our website where you will find 

results from the seven clinical stud-
ies, before and after pictures from 
the studies and the most powerful 
pictures to help you sell, the “macro 
pictures” which show conclusive proof 
of the changes experienced from use 
of proven LLLT devices, video testimo-
nials, success stories, etc. It’s easy to 
show your client how laser changes the 
follicle. See a follicle producing only a 
single vellus hair change to a healthy 
follicle with multiple terminal hairs, 
and it suddenly becomes clear to your 
client that it’s science, not magic, and it 
does work. 

 

 To see our clinical trials, visit:
 www.hairmax.com/clinical-research-results

by Grant Gunderson,  Director of Professional Sales, Lexington International

Recommending Low Level Laser Therapy (LLLT) to clients isn’t always 
the easiest sale to make, but when you have a client in front of you 
and you’re convinced that it’s the right answer, you should always 
mention FDA clearance  (assuming you’re selling FDA cleared lasers). 

Clinical Trials 
 Your Most Powerful Sales Tool

DID YOU KNOW?   
The HairMax LaserComb has been 
the “Predicate Device” for all other 
FDA cleared LLLT devices since the 
original LaserComb. This includes 
the first ever in-salon FDA cleared 
laser, the MEP-90.
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For more information on women’s non-surgical hair replacement systems,
call 888-766-6832 or visit hairuwear.com/american-hairlines.

MEET HAIRUWEAR AT THE ANNUAL AHLC CONFERENCE. 
CALL TO SCHEDULE A PRIVATE APPOINTMENT.

A TOP PERFORMER
Juliet Elite is a top-of-head women’s system that is versatile, comfortable 
and undetectable. Available in an 18” length and now a new 12” length.
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As Business Development Manager for 
International Hairgoods, I was 

recently involved in a conversation 
with a retailer about what she charges 
for hair and service. To my delight, I 
found this studio’s price structure was 
very high end. When I complimented 
the studio owner, she responded “I 
believe I’m worth it!” What wonderful 
words of wisdom!

 
Unfortunately, I often find the 

opposite to be true. Some common 
responses when discussing retail hair 
and service pricing with studios might 
be, “No one will pay that much for hair.” 

“My area is different.” or “I’ll raise my 
price once I have experience.” These 
words must surely be coming from a 
non-believer. Let’s take a look at each 
of these statements.

 

“No one will pay that much for hair.”  
What is having a full head of hair 

worth? A person with a great head of 
hair might have a hard time under-
standing the value of giving a full head 
of hair to a thinning client. I’ll some-
times ask that person what it would 
take for them to shave their head, and 
keep it shaved for a year. Would they 
do it for $1,000, $5,000? Most respond 
with an extremely high number. If hav-
ing hair is worth so much to them, why 
are they asking so much less from their 
clients? You gotta believe in the value 
of having a full head of hair!

 

“My area is different.”
It’s true that prices for some 

things, such as real estate, might 
fluctuate based on geographic area. 
On the other hand… Does the federal 
IRS use a different income tax structure 
depending on where you live? Abso-
lutely not! Are new cars cheaper in 
some parts of the country? Not signifi-
cantly. Some things carry a higher price 
tag based on geography. Have you 
ever had sticker shock shopping for 
groceries in a remote area? In actuality, 
hair should probably be higher priced 
in those areas, too. You gotta believe… 
that hair is important to people regard-
less of where they live.

 

“I’ll raise my price once I  
have experience.”

While the thought might sound 
noble, think about it. Do you want 
to save a few dollars by having a 
mechanic with no experience fix the 
brakes on your car? Or how would you 
feel if your surgeon announced you 
were her first patient? Your clients need 
to have confidence in your ability to 
help their appearance. Why raise doubt 
by telling them you are inexperienced? 
Your training and education makes you 

immediately valuable. Even the fact 
that you are reading “The Link” sets you 
apart from many. You gotta believe… 
that you’re worth it!

 

Your client wants to pay your price.
On first thought, you might think 

this idea is wrong, but think again. Your 
hair replacement client wants you to 
be there for them in the future. You 
need to be profitable if you want to 
stay in business. Your clients not only 
want you to remain in business, they 
also want to be taken care of when 
problems develop. One of my mentors 
always preached “Hair replacement is a 
problem solving business. Those who 
solve problems the best will be the 
most successful.” I am of the opinion 
that at some point every retailer is 
going to have to do something for a cli-
ent at no charge to solve a problem. Do 
you charge enough so that you can be 
a “hero” who takes care of problems? 
You gotta believe… that your client will 
be loyal to a hero! 

by Doug Spike, IHI, Business Development Manager

You have to believe that the benefit of 
hair is worth what the client pays; 
you have to believe you are worth 
what you charge for service.

You’ve Gotta Believe 
You’re Worth It!

 Issue 17, Spring 2016 7

 The Voice of the AHLC



The International Salon  
and Spa Exposition
Long Beach, CA, 1/30 – 2/1/16

This is the largest professional industry trade show on the 
west coast. I have been going since I was about fourteen 
years old and every year it is bigger and better with tons 
of vendors, demonstrations, classes from the industry’s top 
educators and not to mention celebrity stylists. 

Hair Replacement
Usually I notice a few booths of hair replacement com-

panies but this year was different. One of the shows largest 
sponsors and major hair extension companies has released a 
new hair system and attachment method involving both the 
use of adhesive and tape. The marketing material promotes 
young millennial’s who suffer from hair loss. I found this 
pretty significant. Could it mean hair replacement is going 
mainstream and that our industry is growing?

by Tami Mayorga, Owner, Talk of the Town Salon, Santa Maria, CA

As a salon owner and hair replacement 
specialist I am always on the lookout for new 
techniques, styles and of course, inspiration. 
These two trade shows did not disappoint! 
Here is what I observed: 

Industry Trends from 
the Trade Show Floor 

• Super lightweight 
• Heat-resistant
• Colorfast
• Style memory, never needs re-curling
• European, Asian & Textured deniers
• Maintenance free

Cyberhair has been the preferred solution for hair 
replacement experts for over 17 years. Custom and 
stock hair systems and wigs for men, women and chil-
dren. Don’t wait any longer! Limited exclusive territories 
are still available. Cyberhair, the original solution  for 
your human hair needs and still the best. 

In order to be fully appreciated, Cyberhair needs to 
be touched. Compare for yourself. Call us today to see 
a sample! 1.800.328.6182

micropointlink.com • cyberhair1.com  
privateissuebycyberhair.com

Nothing simulates 
human hair like 
CYBERHAIR
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The “Menaissance” is Coming
Yes. I said, “Menaissance.” The term 

referred to the surge of male clients 
into the salon and the explosion of 
the men’s grooming market. I’ve seen 
it begin to transition but noticed it 
was in full force at I.S.S.E. I saw every-
thing from vintage inspired products 
and styles (which I personally love) 
to disconnected bald fades with a 
pompadour and cut in part. There were 
vintage style fashion attire as well. This 
movement has inspired me to get my 
barbering license. California offers a 
barbering license crossover program 
for cosmetologists with the completion 
of two hundred hours and the state 
board examination.

Hair Extensions
I was overwhelmed by the presence 

of over thirty hair extension compa-
nies! I can recall when there were just 
a few booths here and there but again 
this was not the case. I noticed a few 
new application methods and much 
more color and texture varieties. What 
could this mean? The hair extension 
industry if booming and if you don’t 
already offer hair extensions I suggest 
you do. As a hair extension special-
ist I see many clients both male and 
female who come in for hair extensions. 
Extensions are the gateway to hair 
replacement and for many prospective 
clients sound more appealing than hair 
replacement. 

The Bronner Brother’s 
Tradeshow
Atlanta, GA, 2/23-2/25/16

This was my second time at this 
event and also my favorite. I found 
myself in awe of the plethora of hair 
extension, wigs, eyebrow extensions, 
platform art, and vivid colors of all 
textures! This is what I found:

Hair Replacement 
I noticed a lot of classes specifically 

designed for weaves with clients who 
had no hairline. These techniques 
involved braiding and sewing wefts 
or custom made wigs in the back and 
using adhesive and / or tape to apply 
the lace frontals or lace front of the cus-
tom made wigs. I was even blown away 
to see the use of adhesive first to the 
skin, followed by tape strips to the skin 
followed by a second layer of adhesive. 
Why didn’t’ I think of that? 

I also noticed what is being referred 
to as the “man weave”. This involves 
a machine wefted track bonded to 
the hairline and pieces of hair tied to 
bobby pins attached to it. 

Wigs
Custom made in house wigs were 

everywhere! From hands on classes 
with a sewing machine or hand stitch-
ing involving pre made caps, full or 
temple to temple lace frontals and 
hand tied or machine ties wefts. I found 
this very impressive that one could use 
their artistic abilities to create hair in 
house for a client without waiting for 
turn around time. These wigs could 
be made for being detachable, sewn 
or adhered on or attached with micro 
cylinders. This has inspired me to buy a 
sewing machine and get creative and I 
am very exited!

Eyebrow Extensions
Although I’ve been certified in 

eyebrow extensions for nearly a year I 
was surprised to find a class at Bronner 
Brothers because the trend is relatively 
new. This process involves the use of 
cyanoacrylate based adhesive, custom-
ized mineral powder color pigment 
and synthetic eyebrow hairs in various 
colors. This technique is suitable for 
clients who have no eyebrows because 
the extensions are applied to the 
sculpting adhesive. The result is a very 
natural look that can last up to three 
weeks.  

I’m looking forward to sharing these new ideas with my clients; who are 
always asking what class I’m going to next. For now I’m going back to the 
basics. I also plan on spending quality time with my sewing machine and 
doing what I do best; which is creating.
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NON-DAMAGING, NON-INVASIVE
NO CHEMICALS, GLUES, ADHESIVES OR HEAT

Check out our FREE CLASS
at Saturday Education. Space is limited. 
Go to evolvinghair.com or call 866.779.2880 to register.

TM

www.evolvinghair.com

TM

FOR HAIR NEEDS      FASHION WANTS

CLASS: FILLING THE VOID: Bringing FASHION to the hair replacement industry
DESCRIPTION: Learn how you can offer solutions to your clients with hair needs, 
giving them the opportunity to achieve their fashion wants with no damage, non-
invasive, no adhesives, glues or chemicals, no heat and, more profit! Experience 
first-hand the NEXT GENERATION OF HAIR EXTENSIONS, Evolve Extensions+, 
along with the ever-popular Evolve Volumizer PLUS get a preview from our Artistic 
Director of the 2016 Cutting and Styling Techniques and Trends using our new 
buttering and melting shears, the Evolve Shears 9000 (on sale at the class). Evolve 
will share with you how you can create the freshest fashion looks for 2016 and cash 
in on this growing women’s market. 

EVOLVE VOLUMIZER**

A life-changing experience for women with fine 
or thinning hair or suffering from hair loss.
The Evolve Volumizer is a unique wearable solution with a 
poly-mesh base that is light weight, comfortable to wear 
and self-molds to the head. It allows the scalp to breathe, 
doesn’t trap or hold water, is completely flexible and 
causes no damage to existing hair. **Must be an Evolve 
Certified Stylist to purchase and install.

EVOLVE EXTENSIONS+*

The ease + speed of a tape-in, with no glues or 
adhesives, and the look + feel of a strand by strand.
When you combine the highest quality hair with new 
technology and new techniques, it makes all the difference. 
The secret is in our unique Connection Base which lays 
completely flat, putting no stress on your hair and our special 
Connection Points are beveled with a double rounded edge 
to prevent damage.  *Available to all stylists.

See you at the 
AHLC Conference!



AHLC ANNUAL CONFERENCE

SUNDAY NIGHT

Dinner • Drinks • Dancing
Prizes for Best Costumes



An Epiphany, a Journey and a Passion.

The AHLC Member Spotlight

Twila Donley
by Blake Donley,  Twila  Donley’s son
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My mother, twila Donley, sprung from 
most inauspicious beginnings. The 

only daughter of a wandering carpen-
ter and a housewife, she grew up amid 
the bucolic backdrop of rural western 
Minnesota. Shortly after graduating 
from Granite Falls High School in 1959, 
her mother–fearing she’d become 
a farmer’s wife–delivered the now 
infamous speech that began: “You have 
to leave–there’s nothing for you here!” 
And with those sage words echoing in 
her ears, my mother struck out for the 

“big city”. Upon her arrival in Minneapo-
lis, she enrolled in beauty school. The 
rest, as they say, is history.

After graduating beauty school and 
toiling for two years as a hairdresser 
in someone else’s salon, she and her 
friend Loretta made a life-altering pact. 
Too young to know better, and consid-
ering only their collective blind ambi-
tion, they opened Twi-Etta’s Beauty 
Nook in 1962. At the ripe old age of 21, 
Twila had achieved rare status–she was 
a female business owner. A scant five 
years later, she had traded in The Nook 
for three salons spread throughout the 
Twin Cities area. All were owned and 
operated under the name: Fantasia.

An ever-vigilant observer of the 
times, trends and tempo of the beauty 
industry, Twila began to wear wigs 
in the late ‘60s when doing so had 
become a popular fashion statement. 
Because she had always had thin hair, a 
wig just made sense. She had no clue 

that decades later, what was once just 
a funky way to jazz up your appearance, 
would become a vital accessory to 
maintain self-esteem amid the rigors of 
natural and medically-induced hair loss.

Since 1980, Twila has run her busi-
ness from the same location in Crystal, 
MN. Though the classic salon services 
of hair and nails have been the founda-
tion, Twila–always possessed of a pio-
neering spirit–has dabbled in numer-
ous beauty and wellness ventures as 
wide-ranging as: an aerobics studio, a 
tanning salon and a full-service spa. 
But through it all, hair replacement 
remained her passion.

In the late ‘80s, Cancer had become 
increasingly widespread. The predomi-
nant attitude at the time, was that Can-
cer patients should simply be happy to 
be alive. Little consideration was given 
to a patient’s dignity and self-esteem. 
Twila saw this as an opportunity to visit 
the Oncology departments of local 
hospitals and educate their staff on 
an aspect of Cancer therapy that was 
often overlooked–the loss of one’s 
identity that accompanies the loss of 
one’s hair. Although initially skeptical, 
many hospital administrators would 
eventually forge long-term relation-
ships with Twila and her staff of hair 
loss professionals.

Throughout the ‘90s, Twila focused 
much of her energy on the develop-
ment of a top-notch hair replacement 

salon. In addition to putting an empha-
sis on education for both her staff and 
herself, she developed alliances with 
manufacturers and distributors of 
hair replacement products. She also 
reconfigured her salon to enhance the 
comfort and privacy of hair loss clien-
tele. Hair replacement services became 
the core of her business. Instead of 
running a classic hair and nail salon, 
Twila was shaping her business into the 
preeminent hair replacement center in 
the midwest. For her, this was truly the 
crossroads of vision and passion.

 
Today, a veteran of 55 years in the 

industry, my mother is still as vibrant, 
passionate and driven as that fate-
ful day in 1962 when she opened The 
Nook. Her salon Fantasia Salon/Hair 
Restoration was recently renovated 
to include a complete hair replace-
ment and (non-invasive) restoration 
center, which is now under the same 
roof as the hair and nail salon, educa-
tion center and administrative offices. 
Six specialists (including Twila) offer 
hair replacement/restoration services. 
Twila and her staff vigorously pursue 
the latest education, offer the latest 
technology in hair replacement/resto-
ration options and continue to look for 
opportunities to expand and innovate. 
But at the end of the day it’s still those 
moments, when a client arrives in tears 
and leaves with a confident smile, that 
fuel her passion. 

 Issue 17, Spring 2016 13







Growing up in the UK I was often singled 
out because of my extremely curly hair. 
While all the other kids had perfectly 
straight hair in medium brown to blond 
colors, my hair was a jungle of wires in 
color 1B. I was often called curly tops and 
much more. I often prayed and wished at 
birthdays for my hair to be transformed 
into a head of beautiful straight, blond hair. 
As the only kid in school with a borderline 
Afro hairstyle I felt like I was different.

I look back at that now and find it all 
really comical. It’s so funny to even share 
this, since I let go of the need to have 

blond straight hair, so many years ago. 
Today I accept, and even like, my 

curly hair even though it’s now 
thinning at the temples. Often 

during trade shows, new 
customers will approach 
and I’ll notice that they’ll 

be talking to my hair 
instead of talking to me. 
Sometimes they’ll ask if 
I’m wearing a hairpiece. 

Sometimes, jokingly, I’ll 
say, “Yeah sure, wanna 

feel it?” And before I know it 
they’re grabbing and pulling 

my hair out.

Last year, I went to an Alopecia 
event. Once again, I felt like the 
minority. There were hundreds of 

men, women and children 
there. Almost every-

one was walking 
around with-
out hair. It was 
empowering 

to see. I had never seen anything like it. It 
was true freedom. I was with a friend at the 
event, who had been there years before. A 
young lady came up to us to say hi. (She 
was one of the few attendees still wearing 
a wig.) It was her first time at the event. 
My friend said, “Honey, before you know it 
you’ll be hanging out with the other kids 
without your hair, like everyone else.” She 
looked back at us in disbelief. Later on that 
night I saw that same young lady at the bar. 
She was surrounded by new friends, and all 
of them, including her, were not wearing 
any hair.

To Let Go.
During the past year I’ve been hearing 

this phrase over and over again. Maybe, 
because I’ve been experiencing some 
amazing changes in my life or maybe it’s 
like when you get a new car and you notice 
that new car is all of a sudden everywhere 
you look. Whenever I hear the phrase on 
the radio, on TV or in passing I feel a jolt of 
electricity run through me, as the message 
means so much to me. But, what on earth 
does the message “let go” or the act of “let-
ting go” have to do with hair?  Everything.

 
I recently met a young lady named 

Chelsea.  After hearing just a segment of 
her story about her life with alopecia I 
was intrigued to hear more. Interwoven 
between her change of lifestyle I sensed 
that she had achieved a new level of per-
sonal growth. She was also super knowl-
edgeable and enthusiastic about natural 
hair. We started talking more and more 
about hair, now she’s handling a part of our 
East Coast Sales for Dimples and more.

by James Todd,   
Hair Extraordinaire, Dimples USA
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Alopecia Universalis has been apart 
of my life since the age of 12, and I often 
reflect on my hair loss journey to fuel my 
passion for the industry we all love.

My first wig harbors many different feel-
ings. I was finally getting hair! I sat down 
in the chair, and the stylist began cutting 
my new wig. No questions were asked, 
but away the hair went. At the end of my 
appointment I sat there mortified! She 
gave me a mullet. I wanted to be polite and 
say thank you, but what I felt inside was a 
terrified little girl who hated her new hair. 

As a 13-year-old, all I wanted was long 
luscious hair but what I got was a night-
mare. What I thought was going to be one 
of the best days of my life turned out to be 
one of the worst. It was this moment in my 
life when I realized I never wanted myself 
or anyone else to feel this way.

In the midst of learning how to wear 
wigs, I needed to learn how to take care of 
them too. This was not an easy process for 
me. Going from not worrying about how 
I washed my hair to having to be meticu-
lous about the care for my hair was very 
difficult. If I had someone there to thor-
oughly educate me on the importance of 
wig maintenance, I may have had an easier 
time transitioning to wearing wigs.

As I traveled through my hair loss jour-
ney I believed there was a stigma around 
wigs. They can’t be colored, you have to 
have bangs, and you cannot get what you 
want, but that is a far cry from the truth. I 
needed to let go of what I thought I should 
have or what others wanted me to have 

and get what I desired. If I knew 
then what I know now, it would 
have saved me a lot of heartache. I 
know now I can get the exact hair 
I want, and I do not have to worry 
about having a bad hair day. 

Once I let go of my insecurities I held 
onto, I was able to become the woman 
I am today. I can now embrace my differ-
ences, and apply my experiences to help-
ing others overcome their battle with 
hair loss.

To make the transition from a cus-
tomer to supplier is interesting. Our 
goal as hair restoration professionals 
is to provide the best quality hair, and 
to restore the confidence that has 
been lost. But to actually be a part 
of this process is something spec-
tacular. I remember wearing the 
first wig that I loved and it made 
me feel like a new person. I was 
able to let go of my insecuri-
ties that I held onto, and I was 
finally able to recognize myself 
again. It is that feeling I want 
everyone dealing with hair loss 
to experience. It is a moment of 
euphoria. It is at that moment 
when we see our customers in 
this state when it confirms our 
love and passion for this industry.

 Come to the Dimples class at the 
AHLC Conference in Fort Lauderdale, 
in May and learn from James and 
Chelsea about new hair solutions for 
Alopecia, natural eyebrows, and see 
live demonstrations. 

by Chelsea Savage,  
Sales Extraordinaire, Dimples USA
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The Joli Dancer™ will not feel like any other wig your alopecian clients have tried on.  Made from our beautiful 
Mondiale-1™ natural hair, it is very light, all hand tied, with hidden knots and a natural hairline that allows for updo’s 
and ponytails.  It is intended for high energy lifestyles and is incredibly secure without tape or glue.  Available in 
overall lengths up to 24”.   

1 310 593 9988    Hair@JoliCameleon.com    www.JoliCameleon.com

            © Joli Caméléon 2016

Joli Dancer
TM

 
  

From Joli Caméléon, the more affordable 

Luxury Brand of innovative European 

and Eurasian hair wigs & hairpieces 

for women & children with hair loss. 

VISIT US AT:

AHLC CONNECT 2016  

ANNUAL CONFERENCE,  

13-16 MAY 2016,  

WESTIN BEACH RESORT,  

FORT LAUDERDALE,  

FLORIDA.
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The plane ride from New Orleans to Ft. Lauderdale was a good 
one. Being a very inexperienced flyer I was hoping the educational 
class I signed up for would be worth the trip and the cost.  “On 

Rite... On Rite,” I was thinking. What a neat name for a company 
in the hair replacement business.  I guessed that it meant their 

hair pieces fit the head ON RIGHT, or possibly was the fact that the 
owner’s last name was Wright.

During our 1st day hands-on class we had a visitor, Mr. Andy Wright, 
owner of the company.  He spoke to us, (all 7 or 8 of us).  I was totally 
impressed! I later learned that this was a common practice for Andy 
Wright which lasted through all the years.  How many other CEO’s would 
even bother?

Andy hired great people, one being Leo Benjamin, a true motivator.  He 
taught us the other side of the business.  How to promote, engage and work 
with people.

Andy Wright is a phenomenal person, dedicated, honest, open to 
ideas and giving everyone equal opportunity to improve 

and reach for the highest standards.  Somehow 
Andy always knew how and what to provide 

the individual business owner with in order 
for them to build and grow to great suc-

cess.  Andy was generally easy to reach 
and open to suggestions.  It’s like he 
partnered with every business his com-
pany serviced.  Many people in the busi-
ness can truly say that Andy has helped 
them progress to a higher level.  Not 
just with the On Rite products provided 
but with the life skills that a determined, 
smart and hard working individual was 
more than willing to share with us the 
independent business person.

Andy, Please don’t go too far away!  
We may find ourselves needing your 
excellent advice once again. 

We love you,

Peggy 
Thornhill

AHLC 
President 

Letters to Andy
Anyone in the hair replacement industry has at some point, had the 

pleasure of meeting Mr. Andrew Wright. When we learned he was 
retiring, we naturally wanted to express how much he means to us. 
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Dear Andy, 

How time has flown. It is incredibly hard to believe it has 
been over 20 years since I first walked into On Rite for my first 
class. It changed my life.  During the class, you were gracious 
enough to come over to greet and welcome us to On Rite.  
That character trait along with others is why we all respect you 
so much.  Your kindness and generosity will not be forgotten.  

As years pass,  I remember at each conference you would 
walk in with a big smile and make a point to speak to every-
one.  Thank you for your dream to build a great company with 
a product that I could rely on and also for offering support to 
build my business.  Thank you for the all  interesting conversa-
tions over the years.  Don’t be a stranger.   I wish you the best 
in this next chapter of your life.

Fondly,

Joseph Ellis
AHLC Vice President 

    
 

 

Dear Andy,
 
I don’t know if you will remember or not, but in 1975 you 

were the first person that actually took the time to explain 
anything that had to do with a hairpiece to me.

 
You see, I was hired fresh out of beauty school to work for 

Tony Rich.  The problem was that Tony’s staff left to start their 
own business two weeks after I started to work there.  

I was left with a giant box of hair and was clueless as to 
what to do with it.  You were the person I called when I was in 
trouble (which was often).  Who would think that years later 
we would still be talking!

 
You are an innovator, a visionary and someone to have a 

happy conversation with anytime.  I will miss you.
 

May the road always rise to meet you, my friend.  

Susan Kettering
AHLC Executive Director

HI Andy,

I will miss you. I always felt very comfortable with you when 
I was having a problem and no one else could help. Thanks for 
being there. What are we going to do without you? I believe 
that one reason your business grew is that you are so relaxed. 
I have always appreciated your approachability and how com-
fortable you make everyone feel. Thanks to you encouraging 
me to “go for it.” I too have a milestone in my life. I opened my 
shop December 26, 1965 but in 1995, I decided to get involved 
in the hair replacement business instead of closing. I recently 
celebrated 50 years in business. Your academy is A+ and I have 
always encouraged people to attend the Academy if they 
want the best education in the field. 

Betty Bugden
AHLC Treasurer/Membership Director

I would like to take a moment to reflect 
upon your invaluable mentoring, not only 
with hair replacement issues, but also with 
personal and business concerns that I have shared with you. 
You not only supplied one of the highest quality products 
in our industry, but also have a fantastic understanding of 
costumer’s needs and wants. You’ve always had helpful advice. 
Even more so, you have been there for me, listening to my 
problems and/or concerns. I will miss you more than you will 
ever know!  Thank you for your help and 
friendship!

Marsha Scott
AHLC Past President

Dear Andy,

It has been a pleasure for me to have 
attended your educational seminars over the years. Your 
constant dedication and passion has always been highly moti-
vational and extremely informative for me. In your business 
practices, you have always made everyone feel as though they 
were a part of your family. I consider you not only a business 
associate, but a dear friend. I will be forever grateful for the 
experiences and wealth of knowledge you have shared with 
me over the years and for making me feel like a part of your 
family. You will be sorely missed.

Respectfully,

Laura Cole
AHLC Secretary

Letters to Andy From the AHLC Board of Directors
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On one of the walls of my office I 
have what I call, My Wall of Gratitude. 
(An idea stolen from Zig Ziglar.) On 
that wall are 29 different stories and my 
thoughts about a few key people who 
have influenced, mentored and guided 
me in my business and life choices over 
the past 40 years.  There are personal 
words describing the many different 
and life developing ways each one of 
them contributed to my life and our 
business today. That wall contains 
family members, past teachers, 
pastors, clients, friends and 
among them, a close friend 
and mentor, Andy Wright. 
Following is what is written on 
that wall about Andy:

“He is honest, down to earth, 
started from nothing, gener-
ous, caring and gave me tools 
to succeed in starting a hair 
replacement business. Andy 
is an example of a business-
man with integrity who is 
willing to go the extra mile. He 
has always demonstrated his 
belief in me, and encouraged 
me to believe that it is possi-
ble to have a hair replacement 
business in a small market. He 
is always willing to give back to the 
industry for the sake of improving the 
public perception of hair replacement.”

 
I, along with many of you, have great 

admiration for the huge contribution 
Andy has given to our industry. I have 
always enjoyed and been challenged 
when listening to his stories about how 
he got into the hair replacement indus-
try. Starting with his life story of leaving 
Ireland at a young age and then going 
to England, Africa, Asia, New York and 
finally starting his own business out of 
the trunk of his car in Florida. He truly 

started with nothing, but through hard 
work and dedication he was able to 
better his life, build a business and bet-
ter the lives of so many people.

  
Andy is a man of strong character 

and integrity that saw an opportunity 
not only to be successful himself but 
to also give so many of my friends 
and acquaintances in the industry an 
opportunity to better themselves. I 
have often felt that as professionals we 

have all been more successful than we 
ever thought we could have been back 
when we first started. Because of the 
chances Andy took we as hair replace-
ment studios are better equipped 
and have more tools available to us to 
enhance our success.

 
As I think about all the good and 

nice things to say about Andy and how 
thankful I am for his contribution to 
the success of our business, I also need 
to look at how he helped change the 
lives of so many of our clients. Because 
of Andy’s innovative thinking and 

being willing to change as demanded 
by styles and trends our clients look 
better and the public perception of hair 
replacement is better today.

  
Andy Wright always strived to do 

what was best for the hair replacement 
center and was also willing to share his 
knowledge for the advancement of the 
industry. Andy always recognized that, 

“When the tide comes in all the boats 
would rise.” There were many hours 

spent on an airplane fly-
ing to Asia doing what 
had to be done to fix a 
problem in production 
or to oversee the tech-
nology in designing a 
new hair replacement 
concept.

  
There were always 

new marketing ideas. 
Some that worked and 
some that didn’t but 
Andy wrote the check 
before he knew if those 
ideas would work. 
There were many hours 
spent brainstorming 
and planning, putting 
together a conference 

that would best share new information 
or teach a new marketing idea or that 
would improve the way we each of us 
would run our business today. Andy 
was not just behind the scenes, but 
worked long hours to stay involved 
and to be on the cutting edge of where 
the industry is today.

Thank you Andy for your huge, 
unselfish contribution to so many 
people and businesses. As you walk 
away hold your head high and let us 
say THANK YOU and blessings to you in 
a long and enjoyable retirement! 

by Virgil Christoffels, Owner, Christoffels, Sioux Falls, South Dakota

How Do You  
Define Success?

Cheryln &  Virgil Christoffels, daughter, Sara & Jeremy Tims and Andy & wife, Millie
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I was very fortunate to have met 
Andy Wright at one of the first On Rite 
meetings I attended over 17 years ago. 
At the time, I was in my mid-twenties 
and had only a few years of experience 
in the hair loss industry. Andy was kind 
enough to take the time to speak to me 
about the industry and how we were so 
fortunate to have an impact on the lives 
of men and women with hair loss.  

Being an avid researcher by nature, I 
remember asking Andy for direction on 
how I may learn more about women’s 
hair loss. Our industry, at the time, was 
primarily focused on men’s hair loss, 
so there was very little information on 
helping women.  Andy took the time to 
listen to my feedback and advised me 
that he was working on offering more 
options for women with hair loss.  

Every industry has its giants, men 
and women who set the standards. In 
the hair restoration industry, retiring On 
Rite founder, Andrew Wright is among 
the giants. That’s why I was so pleased 
when the AHLC asked me to write some 
reflections on Andy from the perspec-
tive of a retailer.  

 
Andy started On Rite in 1975, the 

same year my father, Arnold Zimmer-
man founded National Hair Centers 
in Phoenix. My Dad and Andy quickly 
became close friends. They both shared 
common goals for their respective busi-
nesses and the hair loss industry based 
on the highest standards of quality and 
client focus. Throughout the years, Andy 
and On Rite were key to our growth 
and success. They were with us every 
step of the way. We quickly came to rely 
on Andy for so many things:  Quality 
hair systems, hair extensions, hair loss 
products, training and marketing mate-
rials. As the industry has evolved Andy 
continued as a leader evolving along 

with it. It’s remarkable the amount of 
support that Andy and his company has 
provided hair restoration retailers over 
the years. It’s no exaggeration to say 
that hair restoration centers around the 
country, would be significantly different 
businesses today if it were not for Andy. 
On Rite and Andy became virtual part-
ners in our success. Over the decades 
of our business relationship, when any 
challenge came up I always knew that 
Andy would solve the problem quickly 
and with a smile. Our trust in Andy was 
never misplaced. He is a man of his 
word. He has always delivered what he 
said he would.  

 
In addition to the hair products, 

Andy’s contributions to the industry 
have been many. Andy’s greatest 
impact in the industry is perhaps, the 
internationally renowned Hair Academy 
which continues to provide excellent 
training to stylists.  Many of our stylists 
have attended the trainings either to 
hone their existing skills or to learn new 

techniques. The annual conferences 
in Ft. Lauderdale continue to produce 
unity and sharing of best practices 
among industry professionals from 
around the world. And, the Recover 
with Confidence program designed by 
On Rite has helped us provide meaning-
ful support to chemotherapy patients 
experiencing hair loss.

 
On a personal note, Andy is a charm-

ing man and gracious host. I have great 
memories of visiting him and his wife 
Millie at their beautiful home on the 
water in Ft. Lauderdale. I consider Andy 
a good friend and would say to him, 
enjoy your retirement, you certainly 
deserve it! 

by Lisa Zimmerman, President, National Hair Centers, Phoenix, Arizona

by Flora Fuentes, Owner, Unique Hair Concepts, Ardsley, New York

A Career Founded 
on Retailer Support

Thanks, Andy
for Taking Time

Andy with NHC founder Arnold Zimmerman on the 
occasion of Arnold’s 80th birthday in 2011.

I was happy to see Andy lead our 
industry in developing solutions and 
training in women’s hair loss. Andy 
was always available to share his 
expertise with many people through-
out our industry and selflessly pro-
vided me with tips, as I am sure he did 
for many others like me, as well. 

I will miss Andy but I know his last-
ing contribution will be the knowl-
edge sharing among everyone in our 
industry as well as the vast network of 
people who met ONLY because Andy 
took the time to make the connec-
tions possible. Andy thank you for 
your leadership in our industry and, 
from me personally,  thank you for 
being a great listener and mentor.  

 The Voice of the AHLC
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Terrell: (joking) Let’s just hear highlights...

Andy: (laughs) Well, I’ve had successes and 
failures. Between 1975 and 1985, On Rite 
had plenty of competition. It seemed 
like everyone was setting themselves 
up to distribute men’s hairpieces, all 
battling to sell men’s hair. Today the 
competition isn’t as fierce.
 
Terrell: So, what do you attribute you 
longevity to? 

Andy: I attribute our success to under-
standing the manufacturing side. Also, 
being very detailed on a consistent 
basis with the retailers. Being available 
to technically support the retailers 
really helped see us through.
 
Terrell: That is a recurring theme. When 
hair replacement specialists talk about 
you, they say how you were always 
available. They appreciate the fact that 
they could call the president of a com-
pany to help them with their problems. 
Even though you were at the helm, you 
were very hands-on with your retailers.
 
Andy: The truth is, I needed them as 
much as they needed me. They were 
feeding me as much information as I 
was feeding them. I needed to under-
stand their challenges. I needed to be 

able to go back to the factories and 
say look, here’s the challenges, here’s 
what’s not satisfactory. It helped the 
development of the products. Back in 
the 70’s men’s hair replacement was 
called “the carpet business” because 
there was so much hair in the hairpiece. 
It looked like a rug. By retailers explain-
ing to me that they needed pieces that 
looked natural, less density and base 
material that looked natural and was 
lighter weight, this feedback enabled 
me to implement those changes.

Terrell:  So that means that you are 
personally responsible for the design of 
men’s hair systems today.
 
Andy: That is correct, but I don’t want to 
take all the credit. Randy Martin and his 
father Les Martin started in Canada in 
the 1960’s. The eventually came to the 
USA. They contributed to the industry 
in much the same way I did. Everyone 
didn’t just copy Andy’s stuff – although 
some did. We did, however, introduce 
the first lace front hairpiece ever during 
the mid-1980’s.  Interestingly enough, 
we hadn’t even resolved how the hell 
it was to go on the head. We knew it 
had to be more natural looking but we 
didn’t’ know how it would be applied 
to the head. Quite frankly, the retailers 
solved that problem for us. Collectively 

they figured out that it needed an 
adhesive. It was give-and-take. Every-
one was willing to help so that we 
could help the client and increase sales. 
This was when the hair replacement 
industry started to come into it’s own 
and separate from the beauty and 
barber world. We began to specialize. It 
was quite an exciting time. No one had 
gone through this before, we were all 
learning together!
 
Terrell: What do you hope for the future 
of hair replacement?
 
Andy: The future of the entire men’s hair 
replacement industry is in the hands of 
the millennials. If we don’t reach them 
the industry will die. Literally. We are at 
the tail end of the baby boomers. The 
trend of shaving your head that took 
place during the 1990’s and early 2000’s 
is over. Not many are shaving their 
heads anymore. The millennials want 
hair. They have the same challenges 
that their dad did, but they don’t’ want 
to shave their heads. Not much has 
changed since then.
 
Terrell: They are a difficult group to 
reach. They don’t watch TV with com-
mercials. They don’t listen to the radio, 
they stream and download music and 
even pay to block ads on the Internet.

by Terrell Thornhill, For the AHLC

An Afternoon with Andy

A Brief History: From Ireland to On Rite and Everywhere Between
I grew up on a farm in Ireland, 10th of 13 children. That gave me an edge on life 
right away, ‘cause you always had to battle for your share. I graduated from high 
school in 1960 and went to Dublin and became a hairdresser in ’63. In 1965 the 
job market in Ireland was very poor. They were giving free airfare to Australia or 
South Africa for 2 years. I chose to go to Johannesburg and worked at a salon for 
about a year. I took a 4 month holiday and hitchhiked up to Kenya. My plan was 
to eventually get up to Cairo but I got tired of that lifestyle. I had enough money 
to take a flight from Nairobi to Sydney, Australia. There, I worked as a hairdresser 
for 6 months, then began working in a wig shop. I left Australia after about 
a year. While passing through Hong Kong, I called on a wig manufacturer. To 
make a long story short, I ended up working for a wig factory in Singapore. This 
was 1968-69. It just so happened that the factory started producing men’s hair. 
Eventually they sent me to New York to work for their distributor of women’s 

wigs. They sent me some men’s hair and asked if I wanted to start selling men’s 
hair. I ended up back in Singapore working for a different manufacturer. While 
I was there, I got to design some men’s hairpieces. About 1972-73 I came back 
to the USA and entered into a partnership with the Stephan Rite Company (a 
barber supply company) and started a men’s hairpiece division with them. In 
1975 I sold the men’s division back to them and started On Rite six months later. 
During the first 6 months of 1975, I decided that I wanted to learn to fly a plane. 
With all the traveling with Stephan Rite I realized it would have been cheaper 
to rent a plane since the cities in the Midwest were so far apart. I could cover 
more territory, faster. It was a disaster. I wound up over the ocean and wasn’t 
supposed to be there. The plane ran out of fuel, I had to land in about 300 feet 
of water and I got a free ride on an oil tanker up to Norfolk, VA. I returned on a 
commercial flight and never looked back!

Andy Wright is officially retired as of January 29, 2016. A date he was very specific about 
when we spoke over the phone about his retirement, his successful career, his plans and 
that time he flew a small plane into the ocean (see the sidebar below).

 The Voice of the AHLC A Tribute to Andy Wright



Having served as Chief Operating 
Officer since 2003, I want to share what 
an honor it is for me to step into the 
role of President of Hair Visions Inter-
national and taking the reins from an 
industry icon. As we acknowledge and 
marvel at all Andy has provided this 
great industry for the last 40 years, I 
am very excited for the opportunity to 
continue building on that legacy.

 
It is in this spirit of growth, challenge 

and leadership responsibility that I will 
be leading Hair Visions into an even 
better future.  My role as President and 
a member of the Hair Visions team is to 
ensure our company has a solid foun-
dation on which to continue to grow, 

develop and innovate.  We must con-
tinue to help our dealers grow in new 
markets where we still have a strong 
potential, while further improving the 
products and services we provide so 
as to add value to their staff as well as 
their customers. We know what success 
sounds like; it’s when our customers say 

“WOW!”
 
Learning from others who have 

achieved the results you are looking for, 
is one of the wisest and quickest ways 
to hit the next level of success. This 
crucial piece of the success puzzle cata-
pults results to heights you could never 
achieve alone.  I embrace and believe in 
my management team.

 2016 marks our 41st year serving you 
our valued customers and we celebrate 
by continuing to deliver solutions 
that are creative and entrepreneurial 
to their core. Creating products and 
services that do not yet exist, marshal-
ing resources, and crafting opportuni-
ties that deeply affect your business 
in a positive way. I am fortunate to be 
aligned with such committed profes-
sional teammates that understand that 
the role of the 21st century supplier 
has to transform. From the products 
we make to the people we touch, we 
believe how a company conducts its 
business is as important as what it sells.  
We will always measure our success by 
yours. 

by David Schwartz, President, HairVisions International

Honor the Past, Hope for the 
Future, Power in the Present

 Andy: It would be great if we had 40 bil-
lion dollars to reach them and change 
their mindset. It even took a long time 
to change the public’s mindset – that 
it was ok for men to wear hair. At first 
they laughed at the guy who wore it. 
Somehow it got to be ok to wear hair. 
The dream would be to change the 
image of wearing hair.
 
Terrell:  What would be your advice to 
studio owners?
 
Andy: To not accept the status quo. 
There is a real mental fight going on. 
We know that consumers can be per-
petual complainers and retailer’s work 
to keep clients happy. However, if your 
client has a very dated look it gives 
the industry a bad reputation and no 
millennial wants to look dated. So it’s a 
delicate balance but I believe you have 
to take the risk and keep your clients 
looking up to date. If it looks bad, not 
current, someone younger will say, “I’m 
not going to that place.” You may keep 
an old client but you won’t gain any 
new ones. Everyone loses out.

 Terrell: The goal is to make clients look 
natural. So, unfortunately, the ones that 
are noticed are usually the bad ones.
 
Andy: This is why adding things like 
scalp treatments and a more holistic 
approach are key ingredients. Just Get-
ting them in the door will allow them 
to see that adding hair can be a great 
option.
 
Terrell: Personally speaking, what’s Andy 
doing now? You could always go back 
to piloting!
 
Andy:  Personally I’ve had a stunningly 
great run. I have no complaints. We 
have been pushed to our limits and 
I am satisfied with those 40 years. It 
hasn’t been without a lot of work, I 
am a natural workaholic! It’s been very 
rewarding and satisfying to see so 
many people who traveled the same 
road. We came from zero – the industry 
didn’t exist before the 1970’s – and look 
what it grew into. We saw it through, 
helped other and the results are 
amazing.

 Terrell: So what now?
 
Andy: At this age I don’t’ want to 
reinvent the wheel. I have arrived at a 
balance and want to keep busy. I surely 
wont’ sit around and be bored.
 
Terrell: You have always been a great 
supporter of the council.
 
Andy: Thank you it was mutually benefi-
cial. Regrettably I won’t be at your con-
ference at The Westin in Ft. Lauderdale 
this year. I’ll be in Italy – marking things 
off my bucket list.
 
In closing, thank you. I especially want 
to thank the retailers. Those are the 
people that rode straight into the wind 
and made a path for the rest of us. I am 
always in total admiration. I know that 
the consumer has burned retailers out 
and that we only hear a small part of 
what they have to deal with daily. The 
retailers are the movers and shakers 
and are really the ones who made this 
industry what it is. Not the other way 
around. 
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facebook.com/UltratressExtensions
twitter.com/UltratressExt

Call today for more information  

800-327-5555
simplicity.com/ultratress.com
Hair Extensions • Top Of Head

Now under the UltraTress brand

It’s time for a new look!
Simplicity Human Hair Extensions, a name that is well 

known and trusted throughout the industry, is now a part 

of the UltraTress Hair Extensions brand. Simplicity Human 

Hair Extensions use a unique application method that 

is friendly to your hair, complemented by a captivating, 

beautiful and utterly natural appearance.

Experience for yourself the WOW!
Simplicity Human Hair Extensions by UltraTress are made 

from 100% Remi human hair — the finest hair available. 

They move, feel and look like your own hair. Simplicity 

Human Hair Extensions by UltraTress delivers the WOW!



Writing articles for your trade 
association’s magazines allow you 
to share your opinions and gain 
exposure with a greater audience. 
Authors are perceived as instant 
subject matter experts, which can 
attract media attention, dazzle 
clients and prospects, create 
opportunities for speaking 
engagements, and so much more. 
If this is on your list of goals, 
move it up to top priority!

Most people who get paid to speak 
are published often. It’s instant 
credibility, especially when it’s 
helping others learn. Plus, you’ll 
be amazed how much you learn by 
teaching. Trade news organiza-
tions are often operating with very 
lean staffs. Your contribution 
could be a great fit. Establish 
yourself as an expert and people 
will eventually know you as a 
“go-to” authority.

Get writing! After doing the appropriate amount 
of research required to share your expertise, 
publish as much quality literature on your subject 
as you can. Having some published material will 
demonstrate your knowledge of the subject 
matter and act as a “pre-sell” of your informa-
tion. Experts in business have many doors open 
for them once they become established and 
respected. With hard work and dedication, two 
qualities you undoubtedly possess already, you 
can position yourself as an expert and reap the 
benefits that go along with it.

You want to be recognized as an expert in your 
field, a specialist with trustworthy credentials that 
establishes your credibility... Write an article in an 
industry magazine. Once done, you’ll be a 
published writer in your industry. People will see 
your name and appreciate your insight.

But don’t just take our word for it:

So you should be writing for
It’s simple. The American Hair Loss Council is a trade association supporting professionals in every aspect of 
the hair replacement industry. Yes, we are all experts. Not only because of what we know, but we all possess a 
yearning to learn more. This coupled with a desire to share what we know and help others.  
That’s why we do what we do.  Isn’t it? 

We all have something to say and our industry is better-served when we each contribute to the conversation. If 
you agree with this simple philosophy, you should be sharing your ideas with or writing for The Link.

THE CAREER COACH

The Better Business Bureau

Managing Editor: Janine Thornhill
Contact: 615.721.8085 or thelink@ahlc.org



Keeping Up with the Changes

It’s up to us to know which treat-
ments we can provide and which ones 
we have to refer to medical profession-
als. It’s up to us to know which are best 
for our clients, and why. It’s up to us to 
keep up with these changes.

 

So How Do You Do That?
There are a number of ways. The 

American Hair Loss Council’s annual 
conference is a great way. In addition, 
read articles and align yourself with 
vendors who are knowledgeable in the 
different aspects of hair loss.

 

World Congress For Hair Research
The most current knowledge on 

treating hair loss is presented every 
two years at the World Congress For 
Hair Research’s annual conference. I 
was fortunate enough to attend their 
9th annual event in Miami and I can tell 
you that, although many of the things 
were very technical in nature, there are 
many exciting new treatments around 
the corner in both the cosmetic and 
medical fields of treating hair loss. Here 
are a few noteworthy topics discussed.

 

Stem Cells
Some of the more exciting points 

presented at the conference focused 
on stem cells and their role in hair 
growth, the pathways they use to 
create hair growth and the differences 
between the stem cells in the bulge 

of the hair follicle and below the hair 
follicle. A number of studies were 
presented on stem cells, with several 
successfully demonstrating the ways 
stem cells grow while others focused 
on the grow that can be achieved by 
using stem cells in various methods to 
help hair growth.

LLLT
Low-level laser therapy was dis-

cussed more often at this conference 
than ever before. It has now become 
one of the front lines of treatment, 
used by hair transplant doctors and 
dermatologists who specialize in hair 
growth for both men and women. The 
studies at the presentation backed up 
the results that HLCC has seen in its 
clinics for the past 25 years, as well as 
all the FDA clearances that have been 
approved. These studies found that 
93-100% of patients were achieving 
results in regrowing hair with just LLLT.

 

Growth Factors
A number of studies showed how 

certain growth factors have been 
effective in growing hair, both in ones 
extracted from humans with PRP and 
ones grown artificially from plants.

Nutrition and Nutraceuticals
Presentations by physicians regard-

ing studies done on marine con-
centrates and marine concentrate 
nutraceuticals (with active ingredients 
similar to products available from 

HLCC) are being proven to regrow hair. 
There are about 10 studies worldwide 
to date.  Again, these results verify 
what we are seeing in our clinics in 
countries around the world.

JAK2 Inhibitors
Both topical and oral, have been 

used by a number of doctors in several 
studies; now successfully grow hair 
in patients with alopecia areata. Like 
Ruxolotinib and tofacitinib they inhibit 
a family of enzymes inside hair follicles 
that are suspended in a resting state 
and restore hair growth.

 

Probiotics
Probiotics and the bacteria within 

the gut of people have also had a num-
ber of studies showing great promise in 
helping people with hair loss.

 

Scopes
The conference also provided 

attendees the opportunity to scope 
patients suffering from various hair 
loss disorders, without knowing the 
subject’s contributing medical history. 
This was a valuable reminder of the 
importance of constantly practicing 
and refining skills as well as continuing 
your education. I’ll be teaching at the 
annual AHLC conference in more detail 
on this demonstration as well as the 
that were presented and the general 
time frames of when these treatments 
and technologies will be hitting the 
market.

by Willam C. Blatter, President & CEO HLCC  

Exciting new treatment options, trichology certification and education 
can give a jump-start to your existing salon or clinic. The world of hair 
loss is constantly changing; it’s up to us, as professionals, to keep up 
with the changes in treatments, both cosmetic and medical. 

New Breakthroughs 
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Hair Loss  
Treatment  
& Research

Hair Loss & Trichology Certification

Certification in hair loss has come in 
many forms over the years. We’ve seen 
that when it comes to treatments in par-
ticular that most of these certifications 
have been done by individual vendors 
and with individual products. While 
there are trichology associations around 
the world, there are few schools of high 
quality currently in the US offering edu-
cation on hair loss and hair loss treat-
ments. This is surprising; as trichology 
studies are the main form of education 
most hair loss professionals seek out.

 
Along with a group of doctors and 

trichologists, we discussed the need 
of education in this niche and formed 
USTI, the US Trichology Institute. The 
goal of the Institute is to provide top 
quality trichology education, not just by 
correspondence (like most courses), but 
brought to cities around the country 
so that hair loss professionals could get 
training directly from trichologists, doc-
tors and other hair loss professionals.

 
The Institute now also provides online 

training to those who can not attend a 
class in person, by offering a full video 
of a class; in order provide them with as 
close of an experience as possible. To 
ensure we’re offering the highest quality 
of education, all instructors have been 
carefully selected and the curriculum 
carefully curated to include hair loss 
education, hair loss treatment as well as 
business and marketing acumen. It was 
important to all involved that USTI offer 
the highest level of credibility, which 
could be achieved.

 
This was completed in several ways. 

USTI is the only trichology program in 
the US to offer third party verification 

and certification through the Ameri-
can Medical Certification Association 
(AMCA). AMCA only provides national 
certifications to companies and associa-
tions that meet their high standards of 
curriculum and testing. That standard 
insures states, hospitals, and doctors 
that the people they hire EKG techs, 
medical assistants, phlebotomy techs 
can be counted on. USTI is proud to 
receive the prestigious American Medi-
cal Certification Association’s endorse-
ment, and uses AMCA certified tests for 
all classes, which are being taught.

 
The USTI board of directors also 

believed it was important to offer 
courses and certification of varying 
lengths, which would accommodate the 
different levels of interest and commit-
ment that salon and hair loss profes-
sionals believed was best for them. This 
resulted in a one-day, eight-hour Hair 
Loss Specialist Certification class, a two-
day, 16-hour Hair Loss 
Practitioner Certification 
course and an extensive 
full-length Trichology 
program, which includes 
a tremendous amount of mate-
rial as well as 3-5 days of clinical 
training, provided by doctors, tricholo-
gists and hair loss professionals.

 
I hope you’ll be able to join me at the 

Hair Loss Specialist class USTI is hosting 
one day prior to the conference and 
for the two seminars during the confer-
ence, which I’ll go into more details on 
what we learned about the latest hair 
loss treatments and protocols from the 
9th World Congress for Hair Research 
Conference. 
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*HairMax® Laser devices are indicated to treat Androgenetic Alopecia, and promote hair growth in females who have Ludwig (Savin) I-4, II-1, II-2, or frontal patterns of hair 
loss and in males who have Norwood Hamilton Classifications of IIa to V and who both have Fitzpatrick Skin Types I to IV. Laser Light - Avoid Direct Eye Exposure. 

HAIRMAX.com 
1.888.841.2535

NOURISH. STIMULATE. GROW

Through extensive scientific research and clinical studies, HairMax® brings you the ULTIMATE collection for hair loss 

and thinning hair.

 

Our newest launch, the enhanced, hands free HairMax LaserBand with 82 medical grade lasers, provides the fastest laser 

treatment for hereditary hair loss available. With just 3 treatments per week of as little as 90 seconds, users can experience 

significant new hair growth, reversal of the thinning process, increased density & fullness, and healthier more vibrant hair.

THE HAIRMAX ADVANTAGE:
• Laser devices granted 7 FDA* Clearances
• 13 medical devices licenses worldwide
• Devices feature proprietary hair parting teeth for
   the most effective delivery of laser light energy
• More clinical studies on laser light energy for hair    
   growth than any other company to date

• Proven in 7 clinical studies with 460 men & women
• Results of studies published in 6 peer review journals
• Laser devices to fit any budget
• Award winning laser devices
• Full line of thinning hair treatments and supplements 
   for recurring income

The Ultimate Solution
for Hair Loss & Thinning Hair

Visit Our Booth

May 14 - 16



1.  Be passionate about the goal or reward. “Want-power 
creates will-power.”

• Know the result you want for yourself and others 
Show excitement, about the conversation and your goal 

2. Be motivated and inspired.
• Know the reason for your conversation and you will find 

the way to make it happen.
• Your inner self drives your desire to help the other person.
• Your goal is to excite the other person to action and hap-

piness. 

3. Practice, practice, practice.
• There are no shortcuts to success.
• Study great conversationalist and communications. Learn 

the playbook. Take a class on communications and sales.
• Practice your conversations with your favorite people.
• Get feedback and adjust as needed.
• Practice at full speed so that you may perform at full 

speed and win at full speed.

 4. Show you care like a shirt you wear.
• Always put the other person first.
• Make their success more important than yours.
• Give the other person more than they expected.
• Raise the bar, every time you meet. Always work to 

exceed the expectation.
• Tell them that they are important to you and that you 

care about them.
• Remember, relationships are built on confidence first. 

Trust secondly will follow through consistency of action. 

5. Focus your listening. Make listening your first priority.
• Lean into the conversation.
• Look the other person in the eyes. Read their emotion.
• Listen as though your business, financial and personal 

well-being depends on it. Because it does
• Listen intently for key words, emotions or clues that will 

help you give your client exactly what they want.
 

by Glenn Michael Milliet,  Owner, Glenn Michael Salon, Metairie, LA

Much has been written on how to conduct a consultation 
with a hair loss client.  Yet the psychology goes deeper 
than suggesting what to say or a step-by-step how-to. 
Understanding the art of conversation will help you 
and your client truly benefit.

Through the Art of Conversation
The Perfect Consultation 

Understand that selling, is the transfer of emotion. 
And the emotion we transfer when we spend our time 
and/or money is the emotion of happiness. Additionally, 
people spend more money on what they want than on 
what they need in the endeavor to obtain their perceived emotion 
of happiness.

As a business owner and stylist, I have learned that my ability to 
communicate with a client far exceeds the technical work required 
to satisfy the client’s wants and needs. Therefore, my goal is not to 
take my client to consultation, but to take consultation to conversa-
tion which creates a relationship of confidence and trust.

Remember, anyone can talk to you. That is a monologue. How-
ever, what you really want with your clients is a conversation, which 
is a dialogue. Without conversation, providing value to the client 
and acquiring profit will be hard to come by.

10 Tips for an Engaging Conversation

continued...

Ask yourself, 
“Do others want to 

have more 
conversations with 
me or do people 

cancel time with me 
to have conversations 

with others?” 
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6. When it’s your turn to speak:
• Be specific and electric with your language.
• Choose words that will inspire, motivate and are clearly 

understood.
• Words can build up or beat down
• Although it is said that a picture is worth a thousand words 

know that no picture compares to the spoken word as a picture 
is limited and specific where words create images in our minds 
and imagination which is limitless.

• Choose fun words that make others dream, imagine, smile or 
laugh.

• Develop your own unique style and vocabulary.
• Stay away from vague words such as “kind of, sorta, it’s like”. Be 

specific and sell specific results.
 

7.  Stay open, be intriguing and inviting.
• Never finger point or blame in your conversations.
• Never speak down to an idea or thought. Be open to others 

ideas. Remember they might just be right.
• Seek to understand the other person’s beliefs and perceptions. 

No one wants to be told that they are wrong. It makes them 
feel bad or negative and causes them to shut down.

• Understanding where a person’s perception comes from will 
help you to help them understand. Continue to ask questions 
that go deeper and deeper.

• Remember: Change a person’s belief and you will change their 
behavior. Change their behavior and you change the result.

 
8. Loosen up and be flexible. Let the conversation flow like a 
rhythmic dance.

• Be prepared to adjust in your conversations. Although one 
should be practiced and prepared sometimes the other person 
takes the conversation in an unexpected direction. Go with the 
flow.

• Remember the reed flexes with the wind where the tree does 
not.

• Enjoy the side trips of conversation then get back to the main 
road.

 
9. Know thyself through your practice and repetition.

• Would you listen to you?
• Would you want to be around you?
• Practice your body language.
• Are your mannerisms inviting.
• Practice your message delivery.
• Practice your close or call to action.
• Remember, it is your last conversation with someone that 

determines if they will have a next one with you.
 

10. Condition yourself consistently
• Stamina and resilience are as important as flexibility and 

understanding.
• Conversation requires mental, emotional and physical condi-

tioning to achieve success. Build your conversation skills like 
building your body one workout at a time.

• Study, prepare, practice and evaluate your skills daily.
• Study great speakers and communications to define your style.

1.  Start with a smile – smiles travel miles
2. Look clients in the eye
3. Shake your clients hand
4. Mentions your guest’s name at least 3 times
5. Say please often
6. Establish a welcoming atmosphere, personality
7. Come to work early
8. Stay on schedule
9. Look fantastic
10. Make saying “thank you” a habit
11. Compliment your guest
12. Focus all your attention on the person in the chair. Listen like 
your life depends on it.
13. Keep your presentation clean
14. Offer your clients a how to advertise. Don’t assume they know
15. Be available
16. Do not complain. Lose the drama
17. Give 100% effort, even when you don’t feel like it
18. Make like a duck. Smooth on top, paddle like heck underneath.
19. Keep positive
20. Create happiness
21. Build your knowledge
22. Practice, practice, practice
23. Give an amazing consultation/conversation
24. Add value to every appointment
25. Guarantee everything
26. Use the right words
27. Distinguish yourself
28. Create spin/marketing
29. Treat hair as their hottest fashion accessory.  “IT IS!”
30. Develop your own do’s to greatness.

continued...

Successful conversation is about putting others first, 
listening and understanding their wants, needs and 
desires. Great communications and conversationalist 
are like great athletes and musicians. Hours of practice 
go into making it look easy.

My goal is to take a client from communications, to 
consultation, then from consultation to conversation. 
Remember communication, consultation, conversation 
are based on your commitment, caring and community 
with others. The results for you are cash, check and 
charge.  

30 Do’s to 
Greatness
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Unmatched Opportunity, Training & Support

Unmatched Success. HLCC Scripts products, lasers and multi-theripeutic  
programs are clinically proven safe and effective for men and women of all 
ethnicities.

Looking for a Professional Laser? HLCC has 28+ years of experience using laser 
hair therapy, and you can utilize our knowledge and experience while we help 
you learn and make money. Don’t take our word for it; ask our customers!

Training & Support. HLCC’s extensive training (on-sight and online) will give you the skills you 
need to offer effective solutions to your clients, a unique conpetitive advantage for your business, 
and additional residual revenue for your business.

HLCC®

Global Leader In Laser Hair Loss Treatment 

HLCC Patient Before After 18 Months

“With HLCC’s help, I made over $140,000 my first year helping 
my clients with laser hair loss treatment.“

- Virg Christoffels, Christoffels & Co. Salon,
Sioux Falls, SD

HLCC WILL HELP YOU SUCCEED! With over 28 years experience running hair loss clinics and 300+ locations in 30+ countries around 
the world, only HLCC offers more experience, more knowledge, more training and more support. This means the best results for your 
clients and long term residual income for your business.

518-220-1500  www.hlcconline.com
Call or visit us online!

Learn how to help your clients while building your business.

 - Receive Hair Loss Specialist Certificate, digital badge 
&  $225 in hair loss treatment products

 - $399 $299 AHLC Member special pricing

Call 518-389-6202 to register
ustrichology.org

Join us at our Hair Loss Specialist Class!
May 14th at the Westin Beach Resort, during the AHLC Annual Conference

Sheron Jefferson
Exquisite Crowns, South Orange, NJ
Sheron is the Founder and CEO of Exquisite Crowns, LLC. It 
initially started when she was diagnosed with centrifugal 
alopecia (central top of head). As time progressed, the 
location of her hair loss spread throughout her hairline 
causing her to rely solely on wigs. After several years of 
coping with hair loss, she decided to apply her tragic hair 

loss experiences into something triumphant and in 2013, became the Founder 
and CEO of Exquisite Crowns, LLC. Sheron is a New Jersey native, a mother of twins 
and a full time teacher of 15 years. During her spare time, she volunteers with the 
American Cancer Society-Looking Good Feeling Better program as a wig fitter/
stylist and educating clients about hair loss options that meet their needs. Sheron 
is excited about enhancing her knowledge about the industry and look forward to 
building lasting relationships as a new member of the American Hair Loss Council.

Lisa Lindberg
Coastal Concepts, Inc, Wilmington, NC
I am Lisa Lindberg.  My experience in this industry extends 
back 100 years. I started in Burlington, VT and I am proud 
to say I made my way by either working with or battling 
with the men who made this industry great. I’ve survived 
not only because I’ve learned a few things on my amazing 
ride but, because I love what I do. 

Doreen Nastasio
Above All Inc., Pleasantville, NY
Above All  is well established hair restoration business that 
has been serving the New York area since 1995. Her busi-
ness provides non surgical hair solutions for men, women 
and children as well as cancer patients. Doreen started her 
career at the age of 16 working as an assistant for a Paul 
Mitchell platform artist. She continued her education to 

master her skills of hair colorist and stylist/barber. Years later she trained in NYC as 
a technician for a well known hair replacement company.  Her passion and love for 
this rewarding career inspired her to open her own salon in 1995. She felt that a 
smaller more intimate atmosphere  was what her clients needed and  desired. She 
is looking forward to expanding and growing her services in her Salon. Doreen is 
excited  to be a part of this organization and learn from her colleagues.

Janna Strasheim
Mirage Hair Systems, Eugene, OR
Janna Strasheim, owner, Trichologist, and internationally 
acclaimed hair restoration technician, is certified by three 
major medical supply companies in the use of medical-
grade adhesives without inhibiting hair regrowth. She 
is licensed by the State of Oregon in hair design and has 
extensive clinical training in the detection of cancerous 

moles and other scalp conditions.

Welcome New Members!
To become a member or renew contact Betty Ann Bugden, Membership Director, 570-462-1101 or log on to AHLC.org. 

continued...
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China Watson 
BeLong Custom  
Hair Solutions,  
Portsmouth, VA 
In business since 2011 and 
a licensed Cosmetologist for 
more than 9 years, China 
Watson noticed a growing 

trend with clients who had significant hair loss as 
a result of illness, poor management and adverse 
reactions to environmental factors. Among client’s 
complaints, were a feeling of “helplessness” and 
a limited, cost-effective method to improve their 
appearance, confidence and self-esteem. It was then 
that China decided it was time to specialize in a cus-
tom hair replacement solution offering natural and 
long lasting alternatives; thus creating a place where 
they “belong”.   In addition to being a Hair Replace-
ment Specialist, China has over 13 years of corporate 
business experience.  She holds her Bachelor of 
Science Degree in Business Administration with a 
Finance Concentration in 2000 from North Carolina 
A&T State University.  She later earned her Master’s 

Degree in Business Administration with a concentra-
tion in Human Resources Management in 2009 from 
Strayer University.  She is a Certified Instructor with 
the “Look Good Feel Good” program sponsored by the 
American Cancer Society and is an active participant 
at leading hair loss industry seminars to ensure she 
stays well versed in the hair replacement industry.

Carole Taillefer
Salon Les Jumelles 
Montreal, Quebec
Joanne and her sister Carole 
Taillefer have been hair styl-
ists for more than 30 years 
and have been specializing in 
non-surgical hair replace-

ment for over 15 years. They believe hair replacement 
is a profession that must combine technical ability, a 
keen sense of the latest trends and attention to the 
client’s emotional state. It is on these beliefs that 
they established their reputation and succeeded in 
making their salon one of the most important hair 
replacement establishments in the province.

We provide leading products in the wellbeing and 
anti-aging arena. Our products deliver proven results 
based on the most advanced biocosmeceutical and 
cell biology technologies; all our products have 
proven effectiveness with no side effects. Our brands 
promote natural hair regrowth, without the use of 
hormones or drugs, in only 45-60 days. Reload is 
specially formulated for the professional market.  Our 
Hair Medica line is suitable for dermatologist and hair 
transplant professionals. This line is similar to Reload, 
however, it consists of a before and after transplant 
solution which improves the newly-transplanted 
grafts’ ability to hold which increases the success of 
the transplant. All our hair regrowth lines contain 
shampoos and conditioners and also implemented 
are formulas which mask the special ingredients 
which help to maintain and promote our hair 
regrowth system. We sell both custom private labels 
and original labelling. 

Welcome New Members!
To become a member or renew contact Betty Ann Bugden, Membership Director, 570-462-1101 or log on to AHLC.org. 

continued...
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Evolve MB Shears 1000 give you sharp controlled cutting, real comfort and a lifetime warranty.
• Japanese Hitachi brand 440C high carbon stainless steel for longevity
• Durable smooth ball bearing pivot screw mechanism
• Incredibly smooth Teflon ride for effortless cutting
• Sharp smooth Japanese Hamurguri cutting edge
• 32 laser notched teeth
• Hand-made by top cutlery technicians
• Double finger rests for ease in switching the cutting pattern of the shears
• Includes insert sizer rings and an adjustment tool for the tamper-proof pivot screw
• Lifetime warranty
• Perfect for cutting normal hair and especially great for cutting extensions, or hair systems

Evolve MB Shears 1000 are warranted to be free from defective materials and workmanship for its lifetime use. In addition, there is a 90 days accidental damage 
coverage against any mishaps that may occur during this time. For warranty compliance, use only properly trained and approved sharpener service.

HairMax, the pioneers in the development of advanced hair loss treatments and 
hair growth products, introduces its next generation laser hair growth device, 
the HairMax LaserBand. Featuring a new hands free curved design, 82 medical grade 
lasers and proprietary hair parting teeth, the LaserBand provides the fastest and most 
effective treatment available. With just 3 at home treatments a week, HairMax treats 
hair loss, stimulates hair growth, reverses the thinning process and helps to regrow hair 
with increased density and fullness. FDA Cleared for men & women. Design by iconic 
Italian designer Pininfarina. 

The Joli Couture™ features a scalp-effect French top with no return hairs, and lace 
front edge for a truly undetectable finished look. This all hand-tied model works for all 
kinds of styles, including off the face hairstyles and updos. This is the best choice for flatter, 
sleek hair styles.

Made with fine European-2 hair, the Joli Couture has an excellent texture to match fine hair 
and is made with some of the rarest, most sought after hair available. European hair offers 
unparalleled natural sheen and movement.

The Joli Couture  is an excellent high-end daily wear option for most kinds of hair loss. 
It can be worn with tape using the polyurethane tabs in the temples, 
front and nape – or it can be worn with clips, combs, or even 
the microfiber JoliGrip™ band. 

Product Spotlight

The LaserBand

The Joli Couture 

MB Shears 1000
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AHLC ANNUAL CONFERENCE

MAY 14-16, 2016

199$
ONLY

PER NIGHT

SEE PAGES

FOR DETAILS
14 & 15

SPECIAL AHLC GROUP RATE

COME EARLY•STAY LATE•SAME RATE


