
OUR FRIEND, EVO
When it comes to innovative and interesting professional hair care there are only three little letters you need to know. 
e-v-o. With product names such as ‘box o’ bollox’, ‘gangsta grip’ and ‘salty dog’, evo products are so attention-grabbing, 
so instantly memorable and so well known within the hair industry that it’s a shock to discover that the brand has only 

been around for a mere ten years. 
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As a part of the Haircare Australia family, evo was 
born after the team’s countless trips scouring 
the globe to find the right type of products 
proved fruitless. Says company Founder and 
Marketing Director Garth Gauvin, “We couldn’t 
find an exclusive, artistic, salon-only product 
range that ticked all the boxes for our high-end 
salon clients…so we decided to create one.” 
Enter a couple of young and creative designers 
still hitting the books at university but keen to 
get into the marketplace, and the rest is history. 

The vision for evo is obscenely original (my 
words) and “uniquely Australian” (Garth’s 
words). In a market where salon-only products 
are often associated with predictably elaborate 
branding, evo, by contrast, casually saunters 
into the field with its minimalist, no-frills 
packaging and hilarious product taglines. So 
if you don’t know anything about evo, don’t 
worry because the product itself will tell you- 
in the first person- in the same language that 
you and your friend might use. You see, that’s 
the thing about evo- it is absolutely brimming 
with what feels like real personality, and Garth 
assures us it is. He reveals that the taglines on 
each of the products are a joint effort by the 
team at evo HQ and are designed to “evoke 
people’s interest and make them smile.” They 
seem to be doing a good job, because I can 
testify that was my immediate response the first 
time I picked up a bottle of evo water killer. 
Getting anyone to smile as they part with their 
money is a feat in itself, so clearly they are on 
to something. 

evo has got to be the most confident and 
outspoken product line in the industry, which 
leads to one correct assumption: what’s inside 
those bottles must be pretty darn good. To reach 
the highest quality control standards, each evo 
product is developed over a 6-12 month period 
with rigorous testing against other leading 
brands and only the highest quality ingredients 
are used. With evo’s commitment to produce 
products that are all sulphate, paraben, dea, 
tea and propylene glycol free, more and more 
people are identifying with the young product 
line, that currently consists of over 60 products 
across hair, face and body. 

According to Garth, the brand’s core values are 
innovation, professionalism, simplicity, justice and 
honesty, and in the latter in particular, we see evo’s 
big point of difference in the hair care market. 
The brand’s products are deliberately designed 

to be multi-purpose and used together so that 
consumers do not buy or use more products than 
are necessary. For example, Leonard Newton, 
Creative Director of evo, explains how evo easy 
tiger straightening balm can be blended with 
love perpetua shine drops to smooth the hair 
and also increase glossiness. “The sentiments 
of evo run deep and include that of not over-
prescribing to our clients,” he says. The brand 
stays true to its intention to avoid unnecessary, 
over-hyped and heavily-marketed ingredients 
that do nothing but confuse the customer. 
Garth adds, “All ingredients in evo products are 
active; nothing is added only to make claims on 
the label”, and for such a chatty label, that’s 
saying a lot.

Of the simplicity of evo, it is all about getting 
back to basics, and making the simplest 
version of luxurious and effective products 
that hairdressers will love using and clients can 
easily understand. When asked who the key 
demographic is for the products, Leonard’s 
response is “evo is not ageist, racist, or sexist.  
We believe that we all have a sense of humour 
no matter who we are, where we come from or 
how old we are.  We all enjoy using products 
that we can relate to.” In a nutshell, evo appeals 
to all walks of life.

One look at an evo product is enough to let you 
know that the team behind this Australian brand 
doesn’t take themselves too seriously. However, 
what they don’t take lightly is the belief that each 
and every person deserves to take good care of 
themselves, and feel confident in placing their 
trust in the brands they choose to use. With evo, 
there are no myths and no gimmicks; it is simply 
good, honest hair care that works. As Leonard 
says, “These products really do what they say 
they do on the bottles. Genius!”

W O R D S  B Y  M A D E L I N  T O M E L T Y

69


