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The Journal Magazine is a publication that represents the Australian hairdressing 
industry, including salon/business owners and managers, upcoming apprentices, 
hairdressers, editorial artists and the country’s top marketing brands (L’oreal, Redken, 
Kevin Murphy etc). Readers look to The Journal for aspirational visual layouts, modern 
business insights, and salon-focused technology and trends.

The Journal Magazine

Case Study:

Objective:
The Journal’s editorial objective is to 
share knowledge, ideas and inspiration 
with the hairdressing industry to build 
brand awareness for product partners, 
salons and stylists who engage with 
them, as well as the industry as  
a whole. The Journal wants to attract 
more stylists to the profession  
of Hairdressing.   >>
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Industry clients 
prioritise the 

magazines platform 
for campaign 

execution, choosing 
it over influencer 

and digital 
opportunities.
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agazine

The printed 
magazine 

provided the 
foundation for 
multi-channel 

platform roll-out.

Method:
The Journal introduced two covers 
in 2021, inviting two similar and 
like-minded brands to showcase 
their product and team through 
collaboration, resulting in high-end 
visual art pieces that elevated the 
brand and showcase the skillset of 
their associated artists. Each campaign 
is accompanied by multi-channel 
content, across the Journal’s website 
and social media, creating digital 
covers, artists’ interviews and creative 
films. QR codes are also integrated 
within the site.

Results:
The Journal has created a demand 
for the trade print title, despite 
competition from digital. Clients 
prioritise The Journal’s platform for 
their campaigns over influencer and 
digital opportunities. The effectiveness 
of The Journal is also demonstrated 
through ongoing investment  
by clients.  
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“We’ve also learned consumers 
take to reuse if they are confident 
about the safety and function of 
the product and don’t have to 
change much about their own 
behaviour, except for an improved 
experience. For example, a 
brand-name shampoo bottle on 
Loop contains the same trusted 
formula consumers love and can 
be conveniently “tossed,” in the 
same store it was purchased.”

Measured by a third-party verified 
Life Cycle Assessment (LCA), both 
the e-commerce and retail models 
prove environmentally superior to 
alternatives in as little as three uses. 

“Consumers gain the functional 
benefits of a better looking 
container, and the emotional and 
social benefits of choosing a more 
sustainable way to consume.”

In meeting Loop packaging 
requirements, brands are 
designing superior products –  
be it functionally or aesthetically 
- which in turn influences the 
consumer’s decision to shop refill.

“For example, the Haagen Dazs ice 
cream pack is made from double-
wall insulated stainless steel so the 
ice cream stays frozen for longer, 
your hands don’t get cold, and it’s 
ergonomically shaped inside, so 
you can reach every last bite.”

Of course, hygiene is a top 
priority, and so Loop sorts and 
professionally cleans packaging 
to stringent health and safety 
standards before being safely  
re-filled by the manufacturer. 

But what about for more 
professional focused, high-end 
environments like salons and 
boutique beauty stores? 

Many beauty, haircare and 
retail outlets have already taken 
responsibility for their product 
empties by launching recycling 
programs in partnership with 
TerraCycle. These include Kiehls, 
Maybelline, Garnier, L'Occitane, 
Jurlique, Schwarzkopf and more.

The first beauty company to 
partner with TerraCycle in 
Australia, L'Occitane’s world-first 
green store at Westfield Bondi 
Junction features a refill fountain, 

allowing customers to refill their 
favourite products in the 100% 
recyclable aluminium ‘forever bottles’.

The store counters are made 
from BettaStone – a material that 
contains the glass collected through 
L’Occitane’s TerraCycle recycling 
program. Further to this, a living green 
wall with a fully integrated irrigation 
system acts as a natural air filter. 

“L’Occitane will be the first who 
has closed the loop on supplying 
the materials through their 
TerraCycle program, to see that 
tangible benefit of collecting 
consumers’ waste and repurposing 
it in-store is impressive,” said Robert 
Thompson, owner of Betta Stone.

Consumers are simply required to 
drop off empty products to the 
brand’s nearest boutique, and are 
gifted small, complimentary testers 
as an incentive to continue making a 
change. The empties are consolidated 
then shipped to TerraCycle for 
sorting, cleaning and recycling.

Another brand doing it well is the 
Body Shop, who are rolling out 19 
refill stations nationwide this year, 
with a goal of 800 stores globally 
by 2023. The comprehensive 
model invites consumers to 
choose from 12 of the brand’s 
best-loved (aluminium) products 
and once finished, asks that you 
simply rinse, return and refill 
in-store.  

“As with any product launch, 
refills have certain product safety 
hygiene and labelling requirements 
to ensure the product is safe to 
sell globally,” starts The Body Shop 
APAC Brand and Activism Director, 
Shannon Chrisp.

“Our refill station has been 
evaluated by an external agency 
that specialises in safety and 
microbiology. We have worked 
closely with them on every aspect 
of the refill station to ensure all 
necessary steps are taken to provide 
a safe product to the customer. 
In short, this external evaluation 
found that rinsing the bottles by 
hand was enough to prevent any 
microbial issues while refilling, and 
that a sterilisation unit was not a 
necessary requirement,” she says. 

With the goal to make refilling as 
convenient as possible (and to 
drive real, behavioural change), 
The Body Shop is working on 
evolving the program to offer 
online refillable options through 
the brand’s website and The Body 
Shop at Home. The objective is to 
provide refillable to all customers, 
no matter how they shop.

So, what’s the hold up in  
salon spaces? 

According to TerraCycle, there’s 
plenty of reasons for haircare 
brands to make the change. It 
is after all, consumer behaviour 
that will move the needle and 
encourage brands to behave 
more sustainably at every level 
of business. And the people 
want refillable.

TerraCycle Australia’s 2021 
Spring Survey** revealed that 
when it comes to sustainability, 
Australians put their money 
where their mouth is. 90% of 
survey respondents agreed 
they’d pay more for a product 
with a recycling solution, while 
60% said they go out of their 
way to buy products that can 
be recycled. Lastly, over 55% of 
Australians agreed they are more 
likely to avoid products made by 
companies that aren’t eco-friendly. 

Further to this, Gen Z –  our 
upcoming spenders - have 
environmental concerns hard 
woven into their worldview. They 
have grown up at a time when our 
impact on the planet is increasingly 
visible, and have even adopted the 
term ‘precyclers,’ meaning they’ll 
happily bring their own containers 
and totes to a retail outlet in place 
of generating more waste.

This value-driven generation 
will leave brands no choice but 
to join the refill revolution. So, 
haircare brands, why not start 
now? Refill, reuse, repeat.
(**Household Recycling in Australia 2021: A 
TerraCycle Report was completed in Spring,  
by 1,877 respondents residing in Australia.)

Plastic is problematic, we all 
know this. An estimated 8 million 
tonnes of it enters our oceans 
annually, and when it comes to 
single use packaging, the hair 
and beauty industries are right 
up there with the world’s biggest 
offenders. And then there’s the 
associated PR. Weighty boxes, 
toxic-dyed tissue paper and 
synthetic ribbon – do we need 
this? For what, an Instagram post?

Did you know Australians buy 
approximately 148 million units 
of haircare every year, and  
that just 7% of plastic waste  
is effectively repurposed?  

While refillable beauty bottles are 
far from a one-stop solution, more 
and more brands are jumping 
onboard with a system that 
makes perfect sense (and one 

that likeminded Australian salons 
have been crying out for). Refillable 
beauty works against linear product 
and for circular product, whereby 
there is essentially no end date.

Loop is a genius organisation 
designed from the ground up to 
reinvent the way we consume 
and offers a space for brands 
to partake in the refillable 
movement, easily and effectively.

“We’re learning from historic 
circular and sustainable 
models like the Milkman from 
yesteryear while honouring 
the convenience afforded by 
the single use consumption of 
today,” says Founder and CEO of 
Loop and TerraCycle, Tom Szaky.

An online Loop store (whereby 
consumers purchased products 

digitally before returning to a drop 
off point for cleaning and refilling) 
was the first iteration overseas, to 
test and validate the model. It has 
since been replaced by retailers, 
and shoppers have made it clear 
they like the convenience of the 
store drop-off model. 

The Loop in-store retail model 
began in Paris and is now found 
in AEON Japan, Tesco UK, Kroger 
and Walgreens US, and in 2022 – 
Woolworths Australia. 

“Over the past couple of years 
we’ve learned that buy-in at retail 
is essential, as is the marketing 
and sales support for the CPG 
(consumer packaged goods) 
brands on Loop, and the 
establishment of trust with the 
customers,” says Tom Szaky.
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REFILLABLE 
BEAUTY IS 
ACTIVE IN 
RETAIL STORES 
AROUND THE 
WORLD. SO, 
WHAT’S THE 
HOLD UP IN 
SALONS? 
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As human spirit 
is unleased 
across the 
globe, we 
celebrate 
the shade 
symbiotic of 
fire, energy, 
passion and 
adventure 
– primal life 
forces that stir 
something in 
us all. It’s time 
to paint it red. 

CELIA WEARS VIKTORIA & WOODS 
JACKET + MEJURI EARRINGS
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