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INDUSTRY 
LEADERS
BE THE change 
YOU WANT 
TO SEE

That’s because being a leader isn’t just about 
the job you do. It’s about how you use that title 
to inspire others. 

But inspiring people doesn’t just sound idealistic: 
it increases how productive and engaged people 
can be when they’re led by someone who puts in 
an unmatched devotion into everything they do. 

And in the beauty industry, influencing others 
can come in a variety of pursuits. 

LEADERSHIP: 
it’s an action that many job titles encompass, 
but not everyone may know how to carry out. 

Whether they’re seasoned professionals or new 
on the scene, leaders in this industry come with 
one thing in common: a desire to change the 
beauty industry landscape and to put the same 
passion into others as they have in themselves. 

Those leaders — from educators to innovators to 
haircare professionals — have a goal in common: 
to influence the industry and bring communities 
together through a love of hair.

The world will always present to
you, that which you 

seek.
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 Ken Cohen

Ken Cohen brings something to the beauty 
industry that Canada was lacking before he 
came on the scene: the independence for stylists 
to own their own businesses, hassle-free. 

Cohen is the innovator of Pro Beauty Suites, 
an enterprise that allows health and beauty 
professionals to rent spaces for their businesses 
without worrying about budgeting and expenses. 
It’s an endeavor that he says brings the hair 
industry together as a community. 

“When you come into our environments, you 
have a bunch of different professionals. Not 
only do they become your colleagues, but 
they’re also your source of inspiration and they 
work together,” he said. “And because we’re 
such a multicultural society, it’s a huge diverse 
community where you find all kinds of different 
trades working together, catering to different 
communities.” 

Although the suites model existed before he 
brought it to Canada, Cohen essentially re-
innovated into an idea that differs from the model 
introduced in the United States. “People doing 
this in the U.S. typically only do it as a real-estate 
play. We do it as an inter-created, horizontal 
model where we have our distribution stores 
and we have the suites under one roof,” he said. 

Additionally, stylists are offered free educational 
events, from barbering, to cutting to colouring 

— helping them to stay in touch with education 
and the trade. It’s a big opportunity to set up a 
relationship between the manufacturer and the 
stylist — all thanks to Pro Beauty Suites. 

But the greatest way he helps stylists is offering 
them a way to downsize without working from 
home, or simply renting a chair at someone 
else’s salon.

“We’re staying ahead of the curve in an industry 
where I find if you just did the traditional 
distribution model where you just sold 
product, you’re no longer relevant to a lot of the 
manufacturers,” Cohen said. “What we’re doing 
is keeping ourselves relevant in a changing 
marketplace.” 

By trade, Charette is a hairdresser — quite a 
significant part of her leadership: “It’s the first 
time they’ve put a hairdresser on the executive 
committee,” she said.

Being a leader means “empowering professionals,” 
Charette said, in order to reshape what the industry 
could look like. 

“Today, we’re having a serious challenge in terms 
of recruitment of stylists to hairdressing school, 
and stylists who do graduate from hairdressing 
building a long-term sustainable career,” she 
said. 

Her goal is to advocate for the hair industry and 
help stylists understand what career options 
they could have. She describes her professional 
mission as “shaping the future of education” 

— a significant purpose especially after the 
COVID-19 pandemic. 

“I believe the pandemic forced our hand into 
having to accelerate digital channels, and yet 
it was the best thing that we could have done,” 
she said. “We’re reaching more people, we’re 
connecting with more people and I want to 
ensure that we don’t just revert back to the old 
ways of doing education.” 

2

31

She hopes reinventing the way education is 
offered involves offering online and offline 
experiences, but making it “user-friendly and 
memorable.” 

“And ensuring that we’re connecting with people 
constantly, versus in the past having to book a 
program six months out, travel to a class and get 
two days worth of really awesome, inspirational 
education and not seeing somebody again for 
three months. So really trying to be like: How do 
we do it better?” 

How do you think Efe Magazine 
has influenced the industry?

“I think they’re having conversations that have 
never been had. Efe Magazine, and Andrea 
specifically in the team, has really been an 
advocate, and has a big voice, and is having 
conversations in which other people didn’t 
know how to approach or have strong opinions 
to support them.”

 Aaron O’Bryan

Before Aaron O’Bryan stepped foot in Canada, 
he describes being bored with the way his life 
was going in Ireland — his home country and the 
place where he first fell in love with hair. 

“I was working in hair there, I was a manager at a 
salon — a really nice salon in Dublin and I don’t 
know. I needed a change, I needed something 
different,” he said. 

When the owner of the salon offered to sell the 
place to O’Bryan, he was left with a tough choice. 
Stay with what he was familiar with, or take a risk 
in a new country. Now, O’Bryan is salon owner 
and a TV personality extraordinaire, a career that 
lets him regularly appear on shows across the 
country to share his hair knowledge. 

But what really began to shape his career was 
something that set him apart from other stylists: 
his balayage expertise. 

According to O’Bryan, balayage was once not as 
prevalent in Canada as it was in Europe. That’s 
the point in his career when many began to look 
up to him, and started to trust his work on the 
highlighting technique that has since swept the 
nation. 

“People would come to me from across the 
country to get balayage,” he said. “I think that 
started building my name in the city.” 

He said it was a “big push” for people to come 
and get their hair done by him. Today, the content 
he features draws people in through different 
ways: whether it’s his work on television, DIYs 
or transformational work. 

As a leader in the hair industry, O’Bryan hopes 
to focus on diversity in the salon and within his 
product line — creating a brand that is “very 
inclusive.” 

“I wanted to create a product that was for every 
hair type, I wanted to have every service in my 
salon,” he said. “I want to create an environment 
that is very inclusive, where we do braiding, we 
do extensions, we do colour — we do every 
single hair type which is very important to me.” 

“Even with my models I want a lot of diversity, I 
think it’s very important to move that more into 
the industry. Because I think we still don’t have 
enough of it.”

How do you think Efe Magazine 
has influenced the industry?

“The way Efe celebrates hair stylists is really 
important [...]  I just like how [Efe] portrays 
stylists and brings everyone together in the 
community, and celebrates all different hair 
types. I think it’s the direction we’re moving in.”

Next, he said he hopes to grow the brand across 
the province and someday, nationally. “Now that 
we’ve established a really good solid foundation, 
scaling it across province and country,” he said. 

How do you think Efe Magazine 
has influenced the industry?

“Most publications have always really catered 
to a really certain demographic, and Andrea’s 
really recognized that Canada — there is no one 
demographic that stands out. We’re a blended 
society of so many different cultures and Efe 
magazine reflects that.”

 Angele Charette

Angele Charette has spent an entire career in 
the professional products division. Much of it 
has been divided between education and sales, 
the former being her passion and the latter 
consisting of big professions. 

In the summer of 2022, she began a role that 
L’Oréal created and mandated for her: the 
multi-brand transformation and modernization 
director for the entire division. It’s an educational 

role, one that she says she’s blessed to have and 
passionate about.  

Her new role consists of rethinking the past 
few years — post-pandemic — and identifying 
how to best support stylists in the industry and 
salons. “Learn from what we’ve done in the past, 
but really think to ourselves how we can do it 
better,” said Charette.  
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 Mykael Jackman

A love of braiding intrigued a young Mykael 
Jackman pretty early in life. 

When he was 11, a cousin of his asked if he knew 
how to braid. When he was shown how, he 
started practicing on anything he “could get his 
hands on,” according to the braiding specialist. 

Fast forward through high school, co-op 
opportunities and even building clientele in his 
mom’s garage, Jackman knew hair was the right 
path for him. Now, he introduces his expertise 
to a myriad of students — a love he shares with 
his family too.

“It’s an extension of the dynamics we have at 
home,” he said. “At one point, my daughter was 
in my classroom, my son was in my classroom 
[...] I’ve always had my family in the classroom.”

In addition to being a teacher in the classroom, 
Jackman’s newest endeavor is working to 
offer education for people on film sets: a move 
that he says will bring “awareness” and an 
understanding of hair perspectives. 

“There have been so many different situations 
where actors of colour have not been getting the 
service that they need,” said Jackman.  

From there, he works to educate on set in order 
to showcase how to work on different types of 

hair, in order to “look at the whole picture,” he 
said. 

On set, leading people on how to work with 
textured hair is owed to his work in the classroom. 
When he was in hair school, Jackman said that 
kind of education wasn’t significant. 

But it’s prevalent now, and he works to make 
sure that stylists on film sets, as well as in and 
out of the classroom, are receiving the education 
they need to work on hair that might be a little 
different here and there.  

“Working in the educational system, it’s been a 
really good help,” he pointed out. “Even though 
I went to hair school, there was never any 
education or anything having to do with textured 
hair. Not even a textured mannequin.” 

“There’s definitely a shift,” he said on hair 
education. “It’s good to be part of that.”

Continuing forward, Jackman says he wants 
to continue the progress he’s made in the 
education sector. Reaching people in a multitude 
of ways is something that won’t come to a stop 
anytime soon. 

“Education never ends, so when it comes to that 
it just grows and gets bigger,” he said. 

  Francesco and Giovanni Gallo

Francesco and Giovanni Gallo are a lot of things: 
heirs to an international and growing family 
business and hair extraordinaires to say the least. 

But perhaps the thing they do best is providing 
stylists — in over 70 countries globally, with a 
revolutionary product: the foil. And not just any 
foil, but Framar — a company that began when 
their mother started making hair foils for their 
hairstylist father. 

The importance of their foil brand is, as Giovanni 
brings up, that it’s actually made for people’s hair. 

“When we reinvented it, our goal was to create 
something that was unique and worked on store 
shelves and got a client talking about their foil 
to their colourist.”

The brothers are at a point where they’ve come 
out with a new foil once a month. And the 
inspiration for those foils comes from something 
they’re most thankful for: their audience. 

Through the expertise of their marketing team, 
the brothers say they’re most inspired by what 
their audience has to say about their products. 

“We get a lot of ideas from our audience. We 
listen to them, because who knows better than 
them?” said Francesco. 

And what’s more, the most significant part of 
their leadership journey is the fact that they 
had influencers before they were even called 
influencers. 

“We were able to figure that out and work with 
hairdressers that were popular on Instagram,” 
Giovanni said. “People who were influencers 
now were really our friends to begin with. We 
would see them at shows, we’d hangout with 
them [...] there still is a real connection on a 
personal level.” 

“It just so happens that we made a really good 
product as well.”

The reason why Framar runs so well is because 
the brothers work to know the people actually 
buying their product, so that it’s “not fake” or 

“transactional,” according to Giovanni. 

“We actually spent the time in getting to know 
people and not just passing everything off to an 
agency and just hoping it would work.”

Although they’ve conquered most of the world 
with Framar, the brothers hope in the future that 
they can grow throughout the rest of the globe — 
in places like Asia or South America. 

“How do we expand?” said Francesco. “How can 
we take what we did in North America and do it 
in those areas of the world?” 

How do you think Efe Magazine 
has influenced the industry?

“It’s such a unique, multicultural magazine that 
really has no boundaries [...] Efe is such a turn 
on the traditional publication. The people who 
do see that and see the catalog and see the 
publication, they recognize that.”
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How do you think Efe Magazine 
has influenced the industry?

“Being in the hair industry for like 30 years now, 
I’ve seen a lot of different changes. At one point, 
there was a lot of things happening at hair shows 
and stuff like that — I’ve seen where that’s died 
right down and I’ve seen where, in my opinion, 
some of the different dynamics that surround 
hair, I think that Andrea has been on the forefront 
to bring that back.”




