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The Trouble
With Twitter

Social media is having a moment—not in a good way. Twitter is 
in chaos following Elon Musk’s $44 billion acquisition and Mark 
Zuckerberg laid off  11,000 when Meta’s valuation plummeted. 
Personally, I’ve limited my exposure on both channels and others 

agree, apparently. The Atlantic recently published a piece entitled, “The 
Age of  Social Media Is Ending.” Author Ian Bogost notes that Facebook 
is in decline. 

LinkedIn has become the channel of  choice for many businesses. Hap-
pi’s parent, Rodman Media, has used LinkedIn to reach a tremendous 
range of  experts in disparate industries. And this month, columnist Dave 
Jensen explains how to make the most of  this social/business network (p. 
32). But even LinkedIn is having growing pains. Here I am, linking away, 
accepting most requests, rejecting a few here and there, all the while trying 
to boost views to Happi.com. Through it all, I’m scrolling past more and 
more posts that read: “I don’t usually post things like this on LinkedIn…
but, my 7-year-old is going to turn 8 next year. Proud dad!”

The most professional of  social media avenues is getting watered down.
Maybe it’s time to do more with less. In his article, Bogost urges readers 

“To speak less, to fewer people and less often.” That’s always good advice, 
online and off !

Of  course, reporters make a living talking to people. In an Indie Inc 
interview with Happi’s Lianna Albrizio (p. 102), Celebrity Makeup Artist 
Doniella Davy notes “a lot of  people think a weighty makeup container 
feels more luxurious, but it’s not good for our planet and there’s other 
ways that we can do things, and we just have to shift that mind frame that 
something light and compostable …can be really luxurious.”  

Everybody talks about the environment—some companies are doing 
something about it. 

Also this month, we take deep dives into a range of  industry segments. 
Turn to page 66 to read Melissa’s Meisel’s hair care article featuring the 
latest shampoos, conditioners, leave-in treatments and more. Meanwhile, 
Christine Esposito was at ISSA last month to uncover what’s happening in 
the industrial and institutional cleaning market (p. 82). If  skin care actives 
are important to you, then turn to page 56. 

We hope you enjoy this issue of  Happi. We’ll see you in the New Year! 
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NEWS FRONT

The NRF 2022 Holiday Forecast  
Shows Growth Despite Inflation

Holiday spending is expected to be healthy even with recent 
inflationary challenges, according to a late October forecast 
from the National Retail Federation (NRF). NRF predicted 
that holiday retail sales during November and December will 
grow 6-8% over 2021 to between $942.6 billion and $960.4 bil-
lion. Last year’s holiday sales grew 13.5% over 2020 to $889.3 
billion, shattering previous records, according to NRF. 

Holiday retail sales posted average annual gains of  4.9% 
during the past 10 years, with pandemic spending in recent 
years accounting for considerable gains, said NRF.

NRF defines the holiday season as November 1 through De-
cember 31.

“While consumers are feeling the pressure of  inflation and 
higher prices, and while there is continued stratification with 
consumer spending and behavior among households at dif-
ferent income levels, consumers remain resilient and continue 
to engage in commerce,” said NRF President and CEO Mat-
thew Shay. “In the face of  these challenges, many households 
will supplement spending with savings and credit to provide a 
cushion and result in a positive holiday season.”

NRF expects that online and other non-store sales, which 
are included in the total, to increase 10-12% to $262.8-$267.6 
billion. This figure is up from $238.9 billion last year, which 
saw extraordinary growth in digital channels as consumers 
turned to online shopping to meet their holiday needs during 
the pandemic. 

While ecommerce will remain important, households are 
expected to shift back to in-store shopping and a more tradi-
tional holiday shopping experience, according to NRF.

“This holiday season cycle is anything but typical,” noted 
NRF Chief  Economist Jack Kleinhenz. “NRF’s holiday fore-
cast takes a number of  factors into consideration, but the 
overall outlook is generally positive as consumer fundamentals 
continue to support economic activity. Despite record levels 
of  inflation, rising interest rates and low levels of  confidence, 
consumers have been steadfast in their spending and remain 
in the driver’s seat.”

Some big name retailers like Walmart, Target, Apple and 
Best Buy were closed on Thanksgiving. But NRF said con-
sumers had already started their shopping for the season. 
Given concerns around inflation, 46% of  holiday shoppers 
said they planned to browse or buy before November, accord-
ing to NRF’s annual survey conducted by Prosper Insights & 
Analytics. 

US Q3 PRESTIGE BEAUTY REVENUES RISE 15%
In the third quarter of  2022, US prestige beauty industry sales 
revenue reached $6 billion, a 15% increase versus Q3 last 
year, according to The NPD Group. By category, makeup rep-
resented $2.1 billion in sales; skin care, $1.7 billion; fragrance, 
$1.3 billion and hair care, $853.8 million.
  “Unit sales and revenue are both growing by double dig-
its for beauty products sold in the prestige market, indicat-
ing that consumers are indulging in beauty products this 
year,” said Larissa Jensen, beauty industry advisor, The NPD 
Group. “Fragrance sales will grow this holiday season, albeit 
slower than in years past, and makeup, skin care, and hair 
care should also shine during the holidays, maintaining the 
strong sales performance these categories have experienced 
so far this year.”

Makeup sales have officially surpassed pre-pandemic 2019 
levels, with growth in Q3 unit sales and revenue, versus the 
same period in 2019, according to NPD. 

Lip makeup was the fastest growing makeup segment in 
Q3, sales revenue rose by 32%.

In skin care, clinical brands drove the sales gains in the skin 
care market, followed by natural brands. Brick-and-mortar 
stores continue to bring in most of  the skin care sales gains, 
but the online channel still accounts for nearly 40% of  sales.  

National Retail Federation predicts holiday retail sales during  

November and December will grow 6-8% over 2021.
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who innovates  
sustainably to 
bring out your  
inner beauty?
—
we do.

At SCC 76, discover Ashland’s latest sustainable innovations designed to bring out the inner beauty in each and every  
one of us, including:  styleze™ es-dura ingredient, a high-performing plant-based styling agent with conditioning effect;  
antaron™ soja glyceride, a nature-derived, biodegradable film former for water resistance and SPF boosting;  
caressense™ biofunctional, a phytofermented extract from fresh and organic jasmine flowers; and sensiva™ go natural  
multifunctional, a new microbial protection blend made of 100 percent natural ingredients.

To learn more, visit posters 111, 113, 115, and combo 213 and attend our presentations:

Tuesday, December 13, Session C | 11:45am:  Innovative royal jasmine extract to connect skin biology and emotion,  
presented by Isabelle Imbert, PhD.

Wednesday, December 14, Session H | 2:30pm: Polymer design of naturally-derived cellulosic polymer for emulsion  
stabilization – functional skincare, makeup and sunscreen sustainability, presented by Hani Fares, PhD.

Ashland is a proud sponsor of the Awards Breakfast on Wednesday, December 14, at 8:00am; and don’t miss  
our afternoon tea in the Olympic III private room, on December 13th, 2pm - 3pm, for an opportunity to meet the  
Ashland team.
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MANSCAPING DEVICES: A GROWING MARKET
Manscaping—trimming or shaving body hair on places like 
chest, ear, nose and groin—is an ancient practice dating back 
to the Romans. It’s in vogue again and the market for tools 
to get the job done is growing. In fact, products made explic-
itly for manscaping, like body groomers, showed 74% sales 
growth during the past two years, according to The NPD 
Group. Other trimmers, like ear, nose and pen trimmers, 
posted double-digit gains for the 12 months ended September 
2022, according to NPD.

Sales of  men’s body groomers and trimmers reached new 
heights during the late stages of  the pandemic when men 
emerged from lockdowns with months of  body and facial hair 
growth to remove. In the 12 months ending September 2021, 
body groomer sales increased 62% compared to a still sizeable 
7% growth in the year ending September 2022, according to 
NPD’s ongoing tracking of  personal care product sales. 

Shavers and razors to trim and cut hair on the head and 
face are nothing new, but the appeal of  body groomers is 
that these products are specifically designed to trim around 
delicate, thin skin. Today’s body groomers come with attach-
ments that glide more cleanly over body hair, with various 
guard lengths. 

Although Gen Zs have been credited with popularizing the 
manscaping trend, buyers of  body groomers and men’s trim-
mers represent all age groups, according to NPD Group. Both 
men and women purchase body groomers and men’s trim-
mers, with a slight skew toward male buyers. 

“Fueling the manscaping trend are innovative manufactur-
ers who recognize the need for specialty trimmers designed for 
different body and face areas,” said Joe Derochowski, NPD 
home industry advisor. “The need was always there, and these 
manufacturers addressed it and brought it to the forefront, 
and consumers are responding.”   

BUYERS SEEK SUPPLIER DIVERSITY, WELLNESS 
AND INNOVATION FOR RETAIL SHELVES
Supplier diversity, wellness and product discovery were all top-
of-mind among buyers in Q3 as retailers sought new ways to 
entice consumers in the face of  inflationary pressures, accord-
ing to research uncovered in RangeMe’s Retail Roundup: Q3 
2022 report. The report highlights trends among the activity 
of  US and international buyers on the platform.

“With increasing prices and supply challenges worldwide, 
it’s clear that there is major interest in finding new and in-
novative products, particularly from diverse-owned and sus-
tainability-focused brands,” said Nicky Jackson, founder and 
CEO of  RangeMe.
	� Diversity & Wellness Trends: Finding diverse-owned brands 
remains a key point of  interest among buyers, with certifica-
tions such as Certified Ethnic Minority Owned and Certi-
fied Women Business Enterprise among the top searched 
certifications. Additionally, certified organic continues to 
rank among the top searches, said RangeMe.
	� Self-Care Keywords Seeing Growth: Last quarter, the key-
word “fragrance” was trending among health and beauty 
care buyers around the globe, along with “deodorant,” 
“bath salts,” “shower steamers” and “candles”—a nod to 
the self-care trend among consumers that accelerated during 
the pandemic and continues strong today, said RangeMe, 
which is an online platform that streamlines new product 
discovery and purchasing between suppliers and retailers. 
In addition to diversity, wellness and selfcare trends, visits 

to RangeMe collections show buyers are hungry for prod-
uct innovation as “Trending on RangeMe” and “Startup 
Brands” collections garnered the most visits, the company 
said. RangeMe’s Collections are curated selections of  brands 
and products that meet set criteria typically based on trends, 
certifications, categories or buyer engagement. The trending 
collection includes brands and products that are getting the 
most engagement from buyers, and the startup brands collec-
tion consists of  the newest brands and products in the con-
sumer packaged goods market.

CONSUMERS WANT EXPERTISE IN BEAUTY RETAIL
Beautyque NYC, a virtual shopping platform, revealed insights 
from a consumer survey assessing beauty and wellness purchas-
ing habits, desires and shopping preferences. In addition to the 
desire to save time and having a VIP experience, “expertise 
behind a brand” was noted by 97.7% of  those surveyed.

“One of  the most relevant responses we had from this sur-
vey is that customers want to see the expertise behind every 
product selection in a beauty store, either beauty or beauty 
related,” said Founder Sonia Khemiri. n

Devices made for “manscaping” are rising in popularity.
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FORMULARY

Product formulas are supplied by producers of raw materials. Included in 
some instances are sources of supply for the raw materials and instructions for 
preparation and use of the finished product. No guarantee of performance or 
safety is implied by Happi. For more complete details, readers should contact 
the suppliers directly using the telephone number or website provided with 
each formula. If your company has a formula that you think would be of 
interest to readers of Happi, marketers of soaps and detergents; cosmetics 
and toiletries; fragrances; waxes and polishes; disinfectants and sanitizers and 
other chemical specialties, we will be pleased to consider it for publication. 
Address all material to: Formulary Editor, Happi, 25 Philips Parkway, Montvale, 
NJ 07645 USA; tbranna@rodmanmedia.com

Combined Coverage Sunscreen Cream 
Featuring Mineral & Organic UV Filters

Siltech
www.siltech.com

INGREDIENTS WT%
Phase A 
D.I. Water 49.50
Zemea propanediol (Dupont) 5.00
Sodium chloride 1.00
Phase B
Silube PCH (Siltech) (Polyglyceryl-4 isostearate (and)  6.00 

cetyl PEG/PPG-10/1 dimethicone (and) hexyl laurate
Silwax A08-UP (Siltech) (Caprylyl methicone) 4.00
Siltech CE-2000 (Siltech) (Trictyldodecyl citrate) 8.00
Tinasorb M (BASF) (Methylene bis-benzatriazolyl  1.00 

tetramethulbutylpheno (nano)
Paracera W80 (Paramelt) (Crystalline wax) 1.50
Escalol 517 (Ashland) (Butyl methoxydibenzoylmethane) 1.00
DIM 2F650T4 (Kobo) (TiO2, dimethicone,  12.00 

polyglyceryl-3, polydimethylsiloxyethyl  
dimethicone, alumina, hydrogen dimethicone)

ZinClear XP 65 Coco (Antaria) (Zinc oxide,  10.00 
coco-caprylate/caprate, polyglyceryl-3,  
polyricinoleate, isoteric acid)

Phase C
Zeastat (Inolex) (Caprylhydroxamic acid (and)  1.00 

propanediol)

PROCEDURE: Combine Phase A and mix well. Heat up to 
80°C. Combine all ingredients in Phase B, mix well and then 
heat up to 85°C. Continue mixing for a minimum of  10 min-
utes. Add Phase A into Phase B slowly under moderate mixing 
rate. After addition, high shear at 3,000 rpm for 2 minutes. 
Cool batch down to room temperature and keep mixing. Add 
Phase C while mixing. 

MOUSSE EYESHADOW - PEACH
CHT
Consumer-care@cht.com

INGREDIENTS WT%
Phase A
CHT-BeauSil Wax 040 (CHT) (Caprylyl methicone) 20.00
CHT-BeauSil Wax 060 (CHT) (C20-24 Alkyl dimethicone) 14.00
CHT-BeauSil Wax 070 (CHT) (Cetyl dimethicone) 3.00
CHT-BeauSil Wax 018 (CHT) (Stearyl methicone) 4.00
Beeswax (Cera alba) 2.00
Purolan IDD (Lanxess) (Isododecane) 10.00
Phase B
Thixcin R PC (Elementis) (Trihydroxystearin) 5.00
Phase C
Talc (Merck) (Talc) 2.00
Dowsil 593 (Dow Corning) (Dimethicone (and)  2.00 

trimethylsiloxysilicate)
Mica LL (Olionnatura) (Lauroyl lysine) 9.00
Mirage Silver (Eckart) (Calcium sodium borosilicate  9.00 

(and) titanium dioxide (and) tin oxide)
Tan opal (Olionatura) (Mica, iron oxides  15.00 

C.I. 77491, titanium dioxide)
Phase D
Belsil SPR 45 VP Ethanol (Wacker)  2.50 

(Polyphenylsilsesquioxane)
Ethanol 2.50
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PROCEDURE: Prepare a premix of  Phase A and heat up to 
65°C. Add Phase B to Phase A. Homogenize Phase AB with 
high shear while holding temperature at 65°C. Add ingredients 
of  Phase C to Phase AB with medium shear. Allow to cool down. 
Mix the ingredients of  Phase D until they are dissolved, then 
add Phase D to Phase ABC. The final texture will be reached 
after ~24 hours. PROPERTIES: Appearance: Colored Glitter 
Mousse. Stability: 3 times Freeze/thaw test, 4 weeks RT/45°C.

SATIN SKIN NO-RINSE SHAVE STICK
Essential Ingredients
www.essentialingredients.com
770-831-9010

INGREDIENTS WT%
Water 60.00
Propanediol (Covation Biosciences) (Zemea propanediol) 5.00
Hostapon SCI 85 C (Clariant) (Sodium cocoyl  24.35 

isethionate)
Stearic Acid (Stearic acid-triple pressed)  4.00 

(Essential Ingredients)
Genencare OSMS BA (International  3.00 

Flavors and Fragrance, Inc.) (Betaine)
Genencare OSMS Mi (International Flavors  1.00 

and Fragrance, Inc.) (Inositol)
Frescolate (Medallion) (Menthyl lactate) 0.50
NaOH (25% solution) 0.85
Phenoxetol (Clariant) (Phenoxyethanol) 0.80
Himalayan Salt Concept (Arylesence) (Fragrance) 0.50

PROCEDURE: Combine water, Zemea and Hostapon SCI 
85°C in the kettle and begin to heat to ~80°C. Add remaining 
components one at a time, mixing until uniform after each ad-
dition. Once the entire formulation is uniform, pour into mold 
while hot and let cool completely in the finished component. 
PROPERTIES: Appearance: Solid white stick. 

GO AND GLOW SUNSCREEN
Coast Southwest, Inc.
1-800-621-0500
info@coastsouthwest.com
www.coastsouthwest.com

INGREDIENTS WT%
Phase A
Water 30.45
Dissolvine NA2-S (Disodium EDTA) 0.10

3V Allantoin (Coast Southwest Inc., 3V Sigma USA)  0.05 
(Allantoin)

Endicare SC-530 (Coast Southwest) (Polyethyloxazoline) 1.00
Phase B
Endimate 163 (Coast Southwest) (Ethylhexyl  8.00 

stearate (and) ethylhexyl palmitate 
(and) diethylhexyl adipate)  
JD Jojoba Butter (Coast Southwest Inc., Jojoba Desert  0.50 

(A.C.S) Ltd) (Simmondsia chinensis (Jojoba) seed oil  
(and) cera alba (and) hydrogenated vegetable oil)

Phase C
Olivatis 21 (Coast Southwest Inc., Medolla  4.00 

Specialty Chemicals) (Olive oil PEG-6 esters)  
(and) olive oil polyglyceryl-6 esters)

Olivatis 18 (Coast Southwest Inc., Medolla  7.00 
Specialty Chemicals) (Olive oil Polyglyceryl-6 esters 

 (and) sodium stearoyl lactylate (and) cetearyl alcohol) 
Glyceryl Tribehenate 0.35
Phase D 
Dispersion 108321 (Coast Southwest Inc.,  8.50 

Dynamic Cosmetics, Inc.)
Boron Nitride FF (Boron nitride) 0.30
Phase E 
Dispersion 120128 (Coast Southwest Inc.,  35.00 

Dynamic Cosmetics, Inc.)
Phase F
Lumiglow (Coast Southwest Inc., Novachem S.R.L.)  2.00 

(Water (and) glycerin (and) Aristotelia chilensis  
fruit extract)

Bluescreen (Coast Southwest Inc., Novachem S.R.L.) 2.00 
 (Water (and) glycerin (and) alcohol (and) sodium PCA 
(and) Plantago lanceolata leaf  extract (and) Fabiana  
imbricata leaf/stem extract (and) Verbascum thapsus  
extract (and) Achyrocline satureioides flower extract)

Phase G 
Sharomix EG14 (Coast Southwest Inc., 0.75 

Sharon-Laboratories Ltd.) (Ethylhexylglycerin (and) 
phenoxyethanol)

PROCEDURE: Phase A - In main vessel, weigh out Phase A, 
mix and heat to 65℃ to 70℃. Phases B/C - In side vessel, add 
Phase B followed by Phase C and heat to 65℃ to 70℃ with mix-
ing. Phase D - Once Phase B/C reaches temperature, add Phase 
D. Mix until uniform. When Phases A and D are at temperature, 
add Phase D to Phase A with moderate shear mixing. Discon-
tinue heat when the solution is uniform. Allow the batch to cool 
to 50℃. Phase E - Add Phase E. Mix until dispersed completely. 
Allow the batch to cool to 40℃ to 45℃. Phase F - Add Phase 
F. Mix until uniform. Phase G - Add Phase G and cool batch to 
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25℃ to 30℃ to transfer. PROPERTIES: pH: 6 to 7; viscosity: 
#4 @ 30 rpm (25℃) - 2,000 to 5,000 cst.

COLD PROCESS MOISTURE CONDITIONER 
Barentz
www.barentz-na.com

INGREDIENTS WT%
Phase A
Water 79.3
NuSolutions EZ Guar 14 (Guar  7.5 

hydroxypropyltrimonium chloride (and) water)
Oxismooth CO (Isoamyl cocoate) 2.0
Glystar A31 (Sorbitol and glycerin) 3.0
Mirasil C-DMB (Cyclopentasiloxane and dimethicone) 2.0
Argan Oil (Argania spinosa kernel oil) 0.5
Lincoserve HpH-6 (Phenoxyethanol, caprylyl  1.0 

glycol, ethylhexylglycerin)
Kaduka Plum 0.2
Flocare ET 1737 GPG (Polyquaternium-37  4.5 

(and) propylene glycol, dicaprylate/dicaprate  
(and) PPG-1 trideceth-6)

PROCEDURE: Add room temperature water to the main 
vessel and begin moderate agitation. Add NuSolutions EZ 
Guar 14 and mix until uniform. Individually add Oxismooth 
CO, Glystar A31, Mirasil C-DMB, argan oil, Lincoserve 
HpH-6 and fragrance slowly and mix continuously. Add Flo-
care ET 1737 GPG and let mix until a white lotion has formed 
and is homogenous. PROPERTIES: Appearance: White vis-
cous lotion. Viscosity: 30,000-40,000 cps. pH: 4.25-5.25.

NATURAL DEODORANT WITH BEESWAX
Koster Keunen
860-945-3333
www.kosterkeunen.com

INGREDIENTS WT%
Phase A
Beeswax (Koster Keunen) 18.0
AR Cocoa Butter (Koster Keunen) (Theobroma  12.5 

cacao (cocoa) butter)
Kester Wax K-24 (Koster Keunen) (Lauryl laurate) 6.0
Extra Virgin Coconut Oil (Lincoln Fine Ingredients) 24.5
Sodium bicarbonate 12.0
Tapioca Natural (Agrana Starch) (Tapioca starch) 20.0
Agenaflo 9050 (Agrana Starch) (Corn starch modified) 5.0

Rosemary Oil (Taos) (Rosemarinus officinalis oil) 0.5
Floviva Lavandin Oil (Taos) (Lavandula hybrida oil) 0.5
Vitamin E Acetate (BASF) (Tocopheryl acetate) 1.0

PROCEDURE: Combine all ingredients except for the 
fragrance. Melt at 80-85°C and mix until uniform. Add the 
fragrance and mix quickly until uniform. Pour into con-
tainers at approximately 80°C and cool. Stability: Three 
months at 45°C, three months at room temperature, three 
freeze/thaw cycles. 

JARCHEM
Clear Sunscreen Stick
www.jarchem.com
info@jarchem.com
973-344-0600

INGREDIENTS WT%
Phase A
Vegecare TXT (Jarchem) (Glyceryl isostearate (and)  70.00 

caprylic/capric glycerides (and) octyldodecanol)
Sodium stearate 10.00
Avobenzone (Butyl methoxydibenzoylmethane) 4.00
Homosalate 4.50
Octocrylene 10.00
Naturechem CR (Vertellus) (Cetyl ricinoleate) 1.00
Phase B
Oil. Banana Coconut II AN WS (Lebermuth) 0.50

PROCEDURE: Premix A with heat until melted and uni-
form. Remove batch from heat. Add B to A. Pour batch 
into molds while hot and allow to cool to RT. PROPER-
TIES: Color: Clear yellow. Appearance: Solid stick. The-
oretical SPF: 20. n
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INTERNATIONAL

Galderma May Expand Manufacturing  
& Innovation Footprint in Asia-Pacific

SINGAPORE: Galderma will explore opportunities to build 
its fifth manufacturing plant in Singapore.

Supported by the Singapore Economic Development Board, 
the new facility is expected to increase Galderma’s manufac-
turing capacity by up to 350 million units a year, in response 
to continuing demand for premium science-based products in 
the dermo-cosmetics sector.

The announcement comes as part of  Galderma’s strategic 
manufacturing roadmap, aligned with the company’s unique 
Integrated Dermatology Strategy. Following a record 2021 
performance, Galderma has demonstrated strong commercial 
and financial performance in the first half  of  2022, with con-
tinued strong growth across product categories. In particular, 
dermo-cosmetics sales grew 31% on a constant currency ba-
sis, fueled by the strong performance of  Cetaphil driven by 
e-commerce and launches in China and the rest of  Asia.

“Our goal is to support our strong growth trajectory in the 
long-term with a new manufacturing plant that will signifi-
cantly increase our capacity to serve consumers with premium 
brands from our differentiated dermo-cosmetics portfolio 
across geographies, and primarily throughout our key markets 
in Asia-Pacific,” said Flemming Ørnskov, CEO, Galderma. 
“We sincerely thank the Economic Development Board of  
Singapore for its support, and we look forward to further col-
laboration to bring this exciting project to life.”

Galderma’s new manufacturing plant in Singapore is ex-
pected to increase the company’s total capacity for dermo-cos-
metics premium brand production by up to 350 million units a 
year, in line with anticipated growth in the region.

“We welcome Galderma’s expansion in Singapore, driven by 

the need to meet growing demand and sophistication of  consum-
ers in Asia,” said Tan Kong Hwee, executive vice president, eco-
nomic development board. “This adds to the growing number of  
consumer healthcare companies that use Singapore as a hub for 
innovation. We are also pleased that Galderma’s first dermo-cos-
metics manufacturing plant in Asia will be landing in Singapore, 
as it will leverage and contribute to Singapore’s advanced manu-
facturing capabilities. There will be many exciting innovation and 
manufacturing job opportunities that Galderma will create with 
this investment.”

Galderma already benefits from a well-established presence 
in Singapore, which is not only a key market for Galderma’s 
innovative portfolio of  cutting-edge brands and services, but 
also serves as its Asia-Pacific regional hub.

THE TOP 10 MOST-TRUSTED  
BEAUTY BRANDS IN SINGAPORE
ASIA: A survey by Daily Vanity, a leading beauty media in 
Singapore, showed that K-beauty brands remain popular and 
people generally trust Korean brands more than Western or 
Japanese brands. Daily Vanity’s report was gathered through 
a March online survey of  1,013 women.

The report, derived from the survey’s data, sheds light on 
the purchasing habits of  local consumers with regard to spe-
cific beauty products, identifies Singapore’s top trusted brands 
in the industry, and provides insights into the credibility and 
trustworthiness of  the different beauty media. This ranking 
was determined by asking participants to select the brands 
that they trust. A list of  known brands are listed in alphabeti-
cal order, and participants were allowed to enter a brand they 
trusted that was not listed under the “others” field. 

Below are the most trusted brands segmented by category.
Skincare Brands: Laneige topped Innisfree as the No. 1 

trusted skin care brand in the 2022 Top 10 Trusted Skincare 
Brands Ranking, one position up from its spot in 2021. In-
nisfree, which was the most trusted brand in 2021, took the 
second spot this year, while Corsx came in ninth. Kiehl’s, took 
third place, and the first Japanese brand to make an appear-
ance in the ranking was Hada Labo, at 11th place.

Skin care regimens are well-loved by beauty consumers in 
Singapore, as can be seen in the rankings of  the past year. This 
is also evident from the popularity of  Daily Vanity’s Korean 
celebrity tips-related and trends editorials.

Tan Kong Hwee and Flemming Ørnskov.
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Extensive lines of stock jars, caps, sifters, 
spatulas, and discs, as well as GCMI 
standard jar and bottle caps for plastic  
or glass containers.
4 to 6 week lead-time on most stock items.

Let us help you make  
your brand a success

Colt’s Plastics Co.

Celebrating  
 100 years

of manufacturing and  
all made in the usa

For more information, call 1-800-222-2658 ext. 213  
or visit us at www.coltsplastics.com

• Compression molding
• Injection molding
• Hot stamping
• Silk-screening
• Heat transfer labeling

• UV metallizing
• Spray coating
•  Lining and assembly 
•  Mold design and construction
• Custom molding

To compliment our products, we also offer 
the following services:
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Makeup Brands: The top trusted makeup brand is Innis-
free, a jump up from its 4th spot in 2021. MAC Cosmetics, which 
was the most trusted brand in 2021 came in second. Chanel rose 
several spots to No. 3. 

With Innisfree securing the top spot in the trust ranking, 
it is unlikely that the demand for K-beauty brands will wane 
anytime soon. The second Korean makeup brand on the list 
was Etude at fifth place. Despite not being among the Top 3 
brands in the trust rankings, Etude was the most used Korean 
makeup brand, along with Innisfree, in the past year. This 
shows that Korean makeup, with its formulation and affilia-
tion with Korean pop trends, are still widely loved among Sin-
gapore beauty consumers. 

Hair Care Brands: The top trusted hair care brand, for 
the second year in a row, is L’Oréal Paris. In second place is 
L’Oréal Professionnel, and Dove is third. 

ARBONNE RECEIVES SUSTAINABILITY AWARD 
UNITED KINGDOM: Arbonne UK, Arbonne Interna-
tional’s subsidiary in the United Kingdom, received the UK 
Direct Selling Association’s Sustainability Award for redefin-
ing what it means to be a conscious corporation.  The award 
was presented during the UK DSA Conference 2022 in Ox-
ford, England.

As a Certified B Corporation, Arbonne continues to push 
boundaries in the beauty and wellness industry with rigorous 
goals, benchmarking and auditing against the highest stan-
dards of  social and environmental performance, transparency 
and accountability, according to the company.

“This award is so validating for our journey as a B Corp 
because it recognizes the dedication of  Arbonne UK to our 
organization’s global sustainability goals,” said Tyler White-
head, CEO of  Arbonne. “The UK office was our first to con-
vert to 100% renewable electricity, we are incredibly proud 
of  the UK leadership team as they continue to ensure that 
sustainability is a core part of  Arbonne’s business decisions.”

Following the UK’s lead, Arbonne’s Australia office con-
verted to using 100% renewable electricity in 2021 and the 
brand’s new headquarters and distribution center in Irvine, 
CA will be powered by 100% renewable electricity. Arbonne 
is also committed to bringing green electricity to its headquar-
ters and local communities through an innovative community 
solar project and partnership out of  El Mirage, CA that will 
launch in the next few months, according to the company.

Arbonne’s distribution center in Greenwood, IN and Ar-
bonne’s production facility in Chatsworth, CA also upgraded 
its facilities to install water efficient fixtures, high efficiency 
lighting and other innovative renovations to decrease con-
sumption onsite. These input reduction initiatives empowered 

Arbonne to achieve its 20% energy and water reduction goals 
four years ahead of  schedule and are a part of  Arbonne’s larg-
er goal to reduce its Scope 1 and Scope 2 carbon emissions 
50% by 2025.

MANSCAPED LAUNCHES IN TESCO STORES  
THROUGHOUT REPUBLIC OF IRELAND
IRELAND: Men’s grooming brand Manscaped has launched 
in Tesco stores in the Republic of  Ireland.

 “When sourcing our first European brick-and-mortar re-
tailer, it was important for us to partner with a reputable brand 
well-trusted by the local community, and one that offered mul-
tiple locations to provide a convenient shopping experience 
for our customers. Tesco easily checked both of  these boxes 
and more,” said Paul Tran, founder and CEO of  Manscaped.

As Manscaped’s inaugural European brick-and-mortar lo-
cation, Tesco will be the first retailer in the region to stock 
Manscaped’s grooming products—and just in time for the hol-
iday shopping season. Known for its commitment to serving 
customers and delivering quality products, Tesco’s core values 
are aligned with those of  the Manscaped brand, making for a 
symbiotic partnership dedicated to offering superior products 
and a customer-first approach, according to the brand. 

A core selection of  Manscaped’s premium grooming tools 
and formulations are currently available in 110 Tesco stores 
across Ireland.

“Europe is a major market for our direct-to-consumer busi-
ness, so we’re excited to have found the right partner to kick 
off our in-store retail presence,” said Catherine Cronin, VP-
retail at Manscaped. “Our strategy has always been to meet 
our customers where they shop, and Tesco has long served as 
Ireland’s go-to grocery retailer all across the region—so we’re 
thrilled to bring our premium grooming products to its health 
and beauty aisles.” 

In November, Manscaped announced a Series B funding 
round co-led by Banner Ventures and Smash Ventures.  n

A core selection of Manscaped’s premium grooming tools and formulations 

are currently available in 110 Tesco stores across Ireland.
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PATENTS

LVMH Patents Liquid Cosmetic 
With Agar Shell Capsule

US Patent No. 11,478,410 B2 (Masa-
hiro Kikuchi, Mai Ozawa, Takayo-
shi Sakoda); LVMH Recherche, Saint 
Jean de Braye, France, patented a liq-
uid cosmetic containing a capsule in an 
aqueous medium. The shell of  the cap-
sule consists of  agar and encapsulates 
an oil component, and the aqueous me-
dium comprises a low molecular polyol 
and at least one polymer selected from 
the group consisting of  an alkyl (meth)
acrylate copolymer, optionally in cross-
linked form, a (meth)acrylic acid-alkyl 
(meth)acrylate copolymer or its salt, op-
tionally in crosslinked form, and a poly-
saccharide, a content of  the low mo-
lecular polyol being 7 mass percent or 
greater based on a total liquid cosmetic 
mass. The capsule separates out from 
the aqueous medium when housed in a 
container. Shaking the container allows 
the capsule to be in a dispersed state in 
the aqueous medium until application.

P&G PATENTS FINE MIST  
HARD SURFACE CLEANER
US Patent No. 11,485,933 B2 (Deepak 
Ahirwal, Paulus Antonius Augus-
tinus Hoefte, Cindy Jean, Cedric 
Joseph Volont); Procter & Gamble 
patented a fine mist hard surface cleaner. 
The patent covers distribution of  spray 
droplets of  a hard surface cleaning com-
position that is comprised of  a surfactant 
system, water and perfume; it does not 
contain bleach. 

The spray droplets have a Dv90 less 
than or equal to 325 microns, a Dv10 
greater than or equal to 50 microns, and 
a Dv4,3 in a range between 150 microns 
and 200 microns. The spray droplets 
have a particle size distribution such 
that the volume percent of  particles in 

the range of  from 10 microns to 100 mi-
crons is at most 25%. The correspond-
ing Dv90 and Dv10 are such that a ratio 
of  Dv90 to Dv10 is less than or equal to 
7.0, and corresponding Dv10 and Dv4,3 
are such that the ratio of  Dv4,3 to Dv10 
is less than or equal to 3.5.

ANTI-VIRAL CLEANING  
COMPOSITION PATENTED
US Patent No. 11,485,939 B2 (Wal-
ter Hawkins, Sharon W. Reynolds, 
James W. Lillard, Jr.); Morehouse 
School of  Medicine, Devmar Products 
of  Nashville, TN and Innovative Envi-
ronmental Companies of  Rockford, IL, 
patented a liquid cleaning composition 
for decontamination against viruses. It 
is comprised of  a granular absorbent 
material coated with a biocide, wherein 
the biocide forms a surface bonded film 
on the granular absorbent material; and 
one or more sanitation agents absorbed 
in said granular absorbent material, 
wherein said one or more sanitation 
agents comprise a surfactant. The clean-
ing composition comprises one or more 
liquid phase biocides selected from the 
group consisting of  chlorine bleach solu-
tions, hydrogen peroxide solutions, per-
acetic acid, quaternary amine solutions, 
alcohol solutions, periodine solutions, 
dimethyl benzyl ammonium chloride, di-
methyl ethylbenzyl ammonium chloride 
and mixtures thereof.

CLEANSING COMPOSITIONS 
PATENTED BY COLGATE
US Patent No. 11,459,527 B2 (Arturo 
Zuniga, Claudia Bentosa, Henry 
Pena); Colgate-Palmolive Company 
patented a cleansing composition com-
prising an aqueous solution of  an anion-

ic polymer; a nonionic polymer; and a 
phase-stabilizing amount of  surfactants 
comprising a combination of  at least one 
anionic surfactant and at least one non-
ionic surfactant wherein the nonionic 
surfactant comprises a C8-C22 tertiary 
amine oxide or a fatty acid amide. The 
solution comprises two distinct aque-
ous phases having different composition 
and density and the two distinct phases 
are comprised all of  one of  the anionic 
polymer or the nonionic polymer. The 
nonionic polymer comprises polyeth-
ylene glycol having a molecular weight 
of  5kD to 10kD in an amount of  0.1-10 
wt. % of  the composition. The anionic 
polymer is an acidic polymer selected 
from a polyacrylate made of  homopoly-
mers or co-polymers of  a combination 
of  acrylic acid derivatives or a synthetic 
anionic linear polycarboxylate. The 
acidic polymer is present in an amount 
of  5-25 wt.% of  the composition.

POTASSIUM SOAP THICKENED 
WITH CHLORIDE SALTS
US Patent No. 11,459,531 B2; Van-
guard Soap, Memphis, TN, patented a 
soap composition consisting of  one or 
more fatty acids with a carbon chain 
length of  C4 to C22; one or more natu-
ral oils selected from the group consist-
ing of  coconut oil, olive oil, sunflower 
oil, safflower oil, wherein the one or 
more natural oils is combined with the 
one or more fatty acids; a lye selected 
from the group of  potassium hydrox-
ide, sodium hydroxide, or combinations 
thereof, wherein the one or more fatty 
acids and one or more natural oils are 
saponified with the lye; a chloride salt 
at a weight of  7% or less selected from 
the group consisting of  dry sodium  
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chloride, aqueous sodium chloride solu-
tion, dry potassium chloride, aqueous 
potassium chloride solution, and com-
binations thereof, wherein the chloride 
salt is added to the saponified fatty acids 
after a neutralizing process and does not 
affect clarity or color, or cause the soap 
composition to separate or become less 
viscous; and an organic liquid selected 
from the group consisting of  aloe juice, 
apple juice, tea or herbs, and combina-
tions thereof, wherein the organic liquid 
is added to the soap composition to di-
lute the soap composition.

ANTI-WRINKLE TREATMENT  
PATENTED BY NATURA 
US Patent No. 11,478,409 B2 (Fabi-
ana Paes, Clarissa Capelas Romeu, 
Eduardo Alexandre De Oliveira 
Reis, Joice Panzarin Savietto, Kas-
sandra Tadini D’Annolfo, Priscila 
Carollo Moncayo, Ricardo Augusto 
Santos De Oliveira, Simone Andrea 
Emidio, Soraya Baione De Moura, 
Daniela Zimbardi); Natura Cosmeti-
cos patented an anti-aging cosmetic 
composition comprising an oil-in-water 
emulsion. The oil-in-water emulsion 
contains at least one emollient selected 
from the group consisting of  capry-
lyl methicone, C12-15 alkyl benzoate, 
dibutyl adipate, dicaprylyl carbonate, 
isononyl isononanoate, dicapryl ether, 
dodecane, ethylhexyl palmitate, ethyl 
macadamate, isohexadecane, capric/
caprylic triglyceride, butters from the 
Brazilian biodiversity, isoamyl cocoate, 
and mixtures thereof  and wherein the 
butters from the Brazilian biodiversity 
are selected from the group consisting 
of  murumuru butter, cocoa butter, cu-
puacu butter, ucuitba butter, sapucainha 
butter and mixtures thereof; at least one 
antioxidant selected from the group 
consisting of  butylated hydroxytoluene 
(BHT), tocopherol acetate, natural plant 
extracts, and mixtures thereof, wherein 
the natural plant extract comprises 

Theobroma cacao (cocoa); at least one 
humectant comprising one or more sug-
ar alcohols selected from the group con-
sisting of  sorbitol, mannitol, vegetable 
glycerin and mixtures thereof; Camellia 
sinensis (green tea) and Spilanthes ac-
mella and optionally a complex of  ace-
tyl tetrapeptide-2/caprylyl glycol/wa-
ter; at least one emulsifier selected from 
the group consisting of  glyceryl stearate 
citrate, potassium cetylphosphate, PEG-
100, acrylates, xanthan gum, cetearyl 
alcohol, a mixture of  glyceryl stearate/
PEG-100, and mixtures thereof; at least 
one sensory modifier selected from the 
group consisting of  cyclopentasilox-
ane, cyclopentasiloxane/dimethicone 
crosspolymers, titanium isopropyl tri-
isostearate, nylon-12, polymethylsilses-
quioxane, aluminum starch octenylsuc-
cinate and mixtures thereof; and one or 
more cosmetically acceptable carriers.

BLACK GINSENG, COLLAGEN  
ESSENCE IS PATENTED
US Patent No. 11,478,413 B2 (Geum 
Joung Youn, Yeon Ju Kwak); Agri-
cultural Corporation Gagopa-Healing 
Food, Changwon-si, Korea, has pat-
ented a method for manufacturing black 
ginseng low molecular collagen essence. 
It entails adding koji mould to ginseng to 
manufacture black ginseng; mixing the 
black ginseng with oligosaccharide, to 
manufacture black ginseng concentrate; 
and fermenting and sterilizing the black 
ginseng concentrate, after adding colla-
gen to the black ginseng concentrate.

WELLA PATENTS  
HAIR COLORANT
US Patent No. 11,478,415 B2 (Math-
ias Kurt Herrlein, Graham Neil 
McKelvey, Matija Crne, Corinne 
Mohr, Simon Paul Godfrey, Galina 
Gross, Tatjana Schaefer, Axel Mey-
er); Wella International, Switzerland, 
patented a multicomponent in situ link-
able composition for coloring keratin 

material. It includes a first component 
comprising a linear or branched organic 
polymer comprising a polyolefin, a poly-
vinyl, a polyester, a polyether, a polyam-
ide, a polyurethane or any combination 
thereof  to which is covalently linked 
pendant and/or terminal first functional 
groups; a second component comprising 
an in situ linking material; comprising 
a linear and/or branched organic or 
silicone core to which is bonded second 
functional groups; a third component 
comprising a base compound having 
third functional groups comprising 
amine groups; and pigment micropar-
ticles in one or more of  the first, second 
and third components. The first and sec-
ond functional groups are complemen-
tary reactive pairs, which include a) Si—
OH/SiOR and Si—OR/Si—OH; b) 
epoxy and hydroxy, amine or mercapto 
or any combination of  hydroxy, amine 
and mercapto; c) carboxyl and hydroxyl 
or amine or a combination of  hydroxyl 
and amine; and d) (meth)acryloxy or 
crotonyloxy and hydroxy, amine or mer-
capto or any combination of  hydroxy, 
amine and mercapto. The first, second 
components are separate or together.

STABILIZING RESORCINOL
US Patent No. 11,478,411 B2 (Lei 
Huang, Teanoosh Moaddel); Conop-
co, Inc., Englewood Cliffs, NJ, patented a 
process for preparing a cosmetic compo-
sition that entails preparing, separately, 
a water phase and an oil phase; emulsi-
fying the water phase and the oil phase 
to prepare a cosmetically acceptable 
base; preparing an adduct by combining 
a compound selected from resorcinol, 
phenylethyl resorcinol, 4-alkyl substitut-
ed resorcinol and mixtures thereof  with 
a chelating agent in water; and combin-
ing the adduct obtained in step (c) with 
the cosmetically acceptable base of  step 
(b). The process does not comprise a 
combination of  4-hexyl resorcinol with 
ethylenediamine di-succinic acid. n
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REGULATIONS

Registration Open for 2023 ACI Annual 
Meeting and Industry Convention

The global cleaning product supply chain will meet again in 
Orlando as registration is open for the 2023 American Clean-
ing Institute (ACI) Annual Meeting and Industry Convention. 
The event will take place at the Grande Lakes Orlando, Jan. 
30-Feb. 4, 2023. 

The ACI Convention provides a forum for business-to-busi-
ness meetings among cleaning product manufacturers, chemi-
cal producers, chemical distributors and packaging suppliers. 
Convention Week features high-level executive programs, 
panel discussions, policy briefi ngs, meetings of  ACI’s expert 

standing committees and networking events. Executives from 
Church & Dwight, Bradford Soap and Evonik will discuss how 
they are navigating through unpredictable economic swings 
during the Industry Leadership Panel on February 2. 

The panelists also will discuss how they have charted their 
organizations’ paths during the past year and their plans to 
confront future headwinds.

Registration for the global cleaning product supply chain’s 
top business-to-business event is open on the ACI website, 
www.cleaninginstitute.org. ■

Recent Recalls at Unilever, Reckitt & Clorox 
Unilever has issued the voluntary recall of 19 aerosol dry-
shampoo products due to benzene contamination. The recall 
affects select dry shampoos produced before October 2021. 
Retailers across the country have been told to remove the re-
called dry shampoo from shelves, Unilever said.

Based on an independent health-hazard evaluation, 
daily exposure to benzene in the recalled hair products at 
the levels detected in testing would not be expected to 
cause adverse health consequences, Unilever said in its 
release. It said the company is recalling the products out 
of an abundance of caution. Unilever said it has received 
no reports of adverse events to date relating to this recall.

 Clorox is recalling several of its 
household cleaning products pro-
duced between January 2021 to Sep-
tember 2022 after testing identifi ed 
bacteria in certain products.

The recalled products are: Pine-
Sol Scented Multi-Surface Cleaners 
in Lavender Clean, Sparkling Wave 
and Lemon Fresh scents; CloroxPro 
Pine-Sol All Purpose Cleaners in Lav-

ender Clean, Sparkling Wave, Lemon Fresh and Orange 
Energy scents, and Clorox Professional Pine-Sol Lemon 
Fresh Cleaners. 

Clorox produced approximately 37 million recalled 
products in that aforementioned period. Original Pine-Sol 
(pine scent) is not included in this recall.

According to the company, the recalled products may 
contain bacteria, including Pseudomonas aeruginosa, an 

environmental organism found widely in soil and water. 
Consumers with weakened immune systems or external 
medical devices who are exposed to Pseudomonas aeru-
ginosa face a risk of infection. 

Consumer Product Safety Commission (CPSC) and 
Reckitt have recalled the AirWick Fresh New Day aerosol 
air fresheners in “Fresh Linen” and “Fresh Waters” scents. 
According to the recall, a single batch of the aerosol air 
fresheners is missing a corrosion inhibitor, which can lead 
to corrosion and rupture of the metal can and expulsion 
of the contents, posing injury and laceration hazards. In 
addition, corrosion of the container can result in leakage, 
posing a risk of skin and eye irritation upon contact. About 
67,000 units were involved in the alert.

This recall involves AirWick Fresh New Day aerosol air 
fresheners in 8oz aerosol cans in “Fresh Linen” scent (blue 
and white can, white cap, green Airwick logo, UPC 0-62338-
74734-7) and “Fresh Waters” scent (green and white can, 
white cap, green Airwick logo, UPC 0-62338-77002-4) 
with batch code B22077-NJ and date code 18/03/22. The 
batch and date codes are printed on the bottom of the 

can, and the UPC is printed on the rear 
label, adjacent to the barcode. 

The fi rm has received fi ve incident 
reports including two reports of the 
can leaking, two reports of the can rup-
turing and one report of both the can 
leaking and rupturing. No injuries have 
been reported. Products were sold 
between March-September 2022.
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MARKETING NEWS

Meridian Rebrands as Gender Inclusive, 
Rolls Out ‘Bare, Buzz, Bush’ Campaign

Meridian, the Los Angeles body hair grooming brand found-
ed in 2019, has rebranded and is shifting away from male-
centric positioning to a more inclusive, “body hair-positive, 
and judgment-free” self-care brand. Industry veteran Ingrid 
Jackel is in the c-suite to help guide the brand through the ef-
fort, according to Pangaea Holdings, which owns the brand.

Jackel was CEO of  Yes To for more than four years and 

served as CEO of  Physi-
cians Formula and later 
served as president of  the 
brand  when it was ac-
quired by Markwins In-
ternational. Jackel joined 
Pangaea earlier this year 
as president.

“Men’s and women’s 
grooming products have 
historically leaned into 
gender stereotypes with 
nothing in between. Me-
ridian’s products, on the 
other hand, center around 
functionality and as a re-
sult are celebrated by ev-
eryone,” said Jackel. “It was only right for the brand to make 
the complete move into this new direction to continue inspir-
ing everyone to groom in any way that makes them feel com-
fortable and confident.”

The brand’s new motto is: “Bare, Buzz, Bush.” New pack-
aging will roll out in the spring.

EUROPEAN WAX CENTER TAPS COLLEGE  
ATHLETES IN NEW CAMPAIGN
European Wax Center (EWC), the largest and fastest-growing 
franchiser and operator of  out-of-home waxing services in 
the US, formed a partnership supporting top NCAA college 
athletes. EWC teamed with Dreamfield Sports, a NIL (name, 
image and likeness) platform, to collaborate with more than 
40 college athletes across a wide variety of  sports including 
football, swimming, gymnastics, basketball, track and golf. 
Athletes will promote their partnerships on social media.

BETTYBEAUTY EXPANDS RANGE
Fisk Industries, Orangeburg, NY, recently completed its ac-
quisition of  Bettybeauty,  the maker of  hair color for “down 
there.” Now, the brand is rolling out a new  hair color dye 
specially formulated for men’s beards, mustaches and body 
hair, including pubic hair. Bettybeauty was founded in 2006 
by entrepreneur Nancy Jarecki, who continues to play a role 
at the brand. n

Alleyoop has earned Certified B Corp status. The beauty 
company, which was founded in 2019, was featured in 
Happi’s Indie Inc profile in December 2021…. Vlasic 
teamed with Candier by Ryan Porter, a premium home 
fragrance and accesso-
ries company, to create 
a limited-edition candle 
that looks and smells like 
a classic jar of—yes, you 
guessed it—pickles. The 
candle is sold on shopry-
anporter.com for $29 
while supplies last….The 
American Cleaning In-
stitute led a one-month 
social media challenge 
called “Our Future is 
Clean.” Throughout Oc-
tober, member companies and their staff posted on Twit-
ter with the hashtag #OurFutureIsClean, sharing images or 
videos of the actions they’re taking to be more sustainable, 
from large initiatives to individual commitments. ACI had 
the goal of collectively reaching, and exceeding, 100,000 
impressions. International Flavors and Fragrances, Inc. won 
the challenge, according to ACI, which is donating $20,000 
to DigDeep, a human rights nonprofit working to ensure 
universal access to reliable and safe water and wastewater 
services within the US... Madison Reed has opened its 75th 
color bar.... Claire’s named designer Nicola Formichetti as 
its new creative director in residence. Formichetti will bring 
new inspiration as the company—which offers products 
such as piercings, makeup and more—looks to deepen its 
connection with Gen “Zalpha.”

Industry veteran Ingrid Jackel (front row, 

second from left) is helping guide  

Meridian’s rebranding effort.

Manufacturing this candle to have it 

resemble the actual food product had 

the maker in quite a pickle….
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David Jensen is the founder and managing direc-
tor of CTI Executive Search, a unit of CareerTrax 
Inc, a leading search firm working in the life scienc-
es. Previously, he had been a managing director at 
Kincannon & Reed, a 30-year retained executive 
search firm where his company, CareerTrax, had 
been a contractor. In 1985, Jensen founded and 
was CEO at Search Masters International (SMI), a 
top executive search practice working with bio-
technology companies, which was sold in 2001 
to a $4.4B human resources service firm. Prior to 
1985, Jensen had established a life sciences prac-
tice for Govig and Associates (Phoenix, AZ).

Your Online Presence  
Must Be Professional

Networking is an ingrained 
habit, and it isn’t something 
that is easily put on paper. If  
you were asked to write an ar-

ticle called “How to Drive a Car,” you 
would most likely focus on safety and 
the rules of  the road. But, if  the reader 
had never been in the driver’s seat, that 
advice would not suffice. What would be 
needed is an article describing the ac-
tual hands-on-the-wheel process—a list 
of  “to do’s” in numerical order, starting 
with “Get into the driver’s seat and put 
your hands on the wheel.”

While it is easy enough to write up a 
protocol for driving, I wouldn’t want to 
be anywhere on the road near the per-
son who learned to drive in this man-
ner. Similarly, if  you are just getting out 
there to network, you’ll find that this is 
an activity with a mind of  its own. You 
might crash and burn on an attempt or 
two. How it will fare for you depends on 
many outside factors, as well as a signifi-
cant amount of  determination and per-
sistence on your part.

Networking should be a habit for you. 
It is my goal this month to get you as com-
fortable as possible with all the elements 
of  your developing habit. Like driving a 
car, networking should become such a 
part of  your life that you don’t even need 
to think about it. You may consciously 
put a campaign into motion when you 
need a job, but good networking is so 
much more than just a job seeker’s tool.

DEVELOP YOUR  
CONTACT DATABASE
Actually, I don’t like the word “net-
working.” I think it is one of  the most 
overused words in articles of  this sort. It 
gets thrown at you by every person you 
ask for advice during a job search. But 
there is no getting around the fact that 
it’s the single most important activity for 
any job seeker. Done right, networking 
means the difference between a year-
long job search and one that produces 
job offers in a month or two.

For years, I’ve been a proponent of  
the hands-on job search instead of  fo-
cusing only on LinkedIn or some job 

search engine. I’m still an advocate. 
Rather than hiding behind a computer 
screen, get out there, talk to others about 
their roles and their own personal career 
transitions, and learn from other peo-
ple’s experiences. 

Developing a strong LinkedIn pres-
ence can and should be a part of  your 
overall job-seeking plan, but it isn’t be-
ing done to prevent you from going out 
and meeting people in the real—not 
digital—world. You will use LinkedIn 
to help optimize your chances of  being 
“found” by those who, like me, use the 
LinkedIn pages in developing the trac-
tion that fills positions.

DEGREES OF SEPARATION
As you probably know, the philosophy at 
work behind LinkedIn is that everyone is 
connected via just a few degrees of  sepa-
ration. Each one of  your contacts has 
their own contacts that you can tap into 
via LinkedIn, allowing you to advance 
your career by transforming those online 
leads into assets. That’s the key. What may 
begin as an internet contacts list should 

Like driving a car, networking should become such a part of your  

life that you don’t even need to think about it.
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end up benefiting you in a very real way. 
Someone you’d love to meet, who could 
prove very important in your job hunt, 
is just one or two degrees away from 
you, connected to people you already 
know. The first step, if  you want to get 
the most out of  other people’s connec-
tions, is to ensure that your connections 
are meaningful.

The best connections are with people 
you know well, people who can provide 
a positive reference about you when they 
receive a connection request. It isn’t the 
total number of  connections you show 
on your LinkedIn profile that advances 
your job search, it’s the quality of  those 
connections. Once you are connected 
to work mates and close friends, branch 
out from there—but do it methodically.

The overriding rule of  the LinkedIn 
(LI) world is that both parties should sense 
a kind of  real connection. If  you’ve met, 
even briefly, or share a common interest 
that you can call upon in a well-written 
introduction, it’s fine to approach that 
person for a connection. Perhaps you’ve 
noticed that some folks just blindly send 
LI invitations out in bulk. That’s just sad. 
I accept them because I’m a headhunter, 
but I’d far prefer to receive a note as well 
along with 2-3 lines about the connection 
or common interests we share. All I want 
to see is a statement that doesn’t have 
the “bulk” feel, something about our ties 
or what I’ve been interested in.

When you approach, don’t use the 
site’s boilerplate “I’d like to add you to 
my professional network on LinkedIn” 
as many people consider that spam. In-
stead, send a personal note in the field 
that LinkedIn offers you for this purpose.

USE SOCIAL MEDIA  
LIKE A HEADHUNTER
You may have just 300 people on your 
LinkedIn roster, but that gives you ac-
cess to many more who are still two de-
grees of  separation away from you. And 
by the way that LinkedIn works, those 

second degree contacts are still available 
for you to view and write. Those 300 
contacts of  yours might yield access to 
more than 300,000 connections!

For a recruiter like me it’s a great re-
source, but an employer would be crazy 
to pay me a recruiter’s fee if  all I did was 
search an internet site. I like LinkedIn 
because it allows me to ask those “Who 
do you know?” questions that headhunt-
ers are known for. You, the job seeker, 
can use the site in the exact same way, 
with people who will share their experi-
ences in a career transition, or by seeking 
information on the type of  job of  inter-
est. Did you find an interesting person 
with similar experience who is in an ideal 
job? Chances are, if  approached politely, 
you may have the opportunity to meet by 
phone and get a few “How did you pull 
it off?” questions answered. People don’t 
mind talking about themselves a bit, if  you 
don’t overstay your welcome. Keep com-
munications short and sweet until you see 
how they go. 

Just as in real-world networking, the 
focus of  a contact at LinkedIn is to find 
mutual areas of  interest, not to overtly 
seek job leads. Leads will come once you 
start growing your field of  contacts, so do 
not ask your LI contacts “Do you have 
any openings?” right out of  the chute. It’s 
Rule #1 for in-person networking and for 
internet networking as well. . . you are on 
a search for information and the experi-

ences of  others. Do not go around “net-
working” by asking people if  they have 
open positions—that’s the kiss of  death. 
If  there's an opening, you'll hear about it.

HELP THE SEARCH ENGINES
When you set up your profile, do so in a 
way that increases your likelihood of  being 
found. Set up your public profile on Linke-
dIn or other social media so that it is avail-
able to someone who comes across it via 
a search engine, and use your real name 
for the public-profile URL on LinkedIn. I 
think it’s a big mistake to (as some are do-
ing) put up only an initial for the last name. 
Talk about a short-cut to fewer quality 
contacts!

Avoid texting abbreviations in your 
LinkedIn profile, and write in your best 
“business English.” While many profiles 
simply list the current job affiliation, it is 
far better to show all your relevant prior 
work experiences (you can leave out that 
McDonalds stint during high school). A 
wider world of  networking opportunities 
will arise when you list each of  the loca-
tions at which you’ve worked or trained 
professionally, with enough detail on the 
specifics so that viewers can sense what 
you were doing in that job.

JOB SEEKER SUCCESS
LinkedIn differs from social networking 
sites where considerable damage can be 
done to one’s career if  you aren’t care-
ful. Photos of  beer bongs and bachelor-
ette parties can turn off hiring manag-
ers. Keep an eye open for stuff you’ve 
posted elsewhere and ensure you have 
a cohesive, professional online presence.

But will LinkedIn or any internet net-
working land you a job? I can’t promise 
you that, but I can tell you without a doubt 
that it will introduce you to more hiring 
managers and recruiters. I wouldn’t have 
said this a few years ago, but it is possible 
to find fertile job-seeking turf  on the inter-
net after all. Just don’t let the ‘net get out 
of  balance with real, live networking! n

LinkedIn is just one piece of the  

networking puzzle.
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Imogen Matthews is a respected consultant, jour-
nalist and researcher who commentates on trends 
in the beauty industry. She regularly contributes to 
many of the world’s foremost beauty trade titles, 
has served on the Board of Cosmetic Executive 
Women (CEW UK) and won the prestigious Cos-
metic Executive (UK) Achiever Award. Founded by 
Imogen in 1993, The Premium Market Report re-
mains the only in-depth report to examine trends 
in the premium cosmetics, skincare and fragrance 
industry. 

Premiumization and Refills
Drive Fine Fragrance Sales 

Fine fragrance sales in Europe 
were hit hard by retail closures 
during the pandemic. But the 
category remains remarkably re-

silient. The annual bonanza of  launches 
resumed in 2022, but with less razmataz 
than in the past. New brands are launch-
ing at far higher price points, leading to 
a significant premiumization of  prestige 
fragrance. Meanwhile, refillables are 
a small but significant trend within the 
category.

With its heavy dependence on sales 
through traditional retail channels, Eu-
ropean fragrance suffered steep sales 
declines during the pandemic. Sales 
rebounded in 2022, with men’s and 
women’s sales increasing 6.7% to nearly 
$14.6 billion. 

Lia Neophytou, senior analyst, Glo-
balData said the gain was inevitable 
with the return to social occasions after 
a long period of  isolation. 

“The sector is anticipated to meet and 
surpass its pre-pandemic value this year 
driven in part by rising inflation, though 
volumes will remain below pre-pandem-
ic levels,” she predicts. 

RETAIL RECOVERY
Discovery sets were the big story for dur-
ing the pandemic. They allowed online 
retailers to reach audiences and promote 
sampling. But as retail opened, there 
have not been any significant changes in 
the way fragrance is sold. 

“Brick-and-mortar sales recovered 
and remain the only place to fully ex-
perience a fragrance, but there is still 
so much more they could be doing to 
enhance the experience for consumers, 
such as storytelling, personalization, in-
centives and availability,” asserts Emma 
Reinhold, co-author of  Innova Market 
Insight’s latest Premium Fragrance Re-
port. “Diagnostic tools could also help 
bring fragrance more to life and attract 
new customers.” 

Reinhold identifies four European 
retailers who help brands develop stron-
ger, more cohesive offers at the counter. 

“Harrods Salon de Parfum creates a full 
experience with each brands. Sephora’s re-
turn to the UK will be one to watch when 
its flagship opens in 2023. Wow Concept 
in Madrid has an interesting fragrance of-

fer and La Samaritaine, Europe’s largest 
beauty space, offers consumers more at 
the fragrance counter.”

FRAGRANCE PREMIUMIZATION 
The most notable trend is the tendency 
for new fragrances to launch at high 
price points. According to The NPD 
Group, UK sales of  liquid fragrance 
with a retail price over £125 ($144) in-
creased 91% in the first half  of  2022 
compared to a 33% sales gain for the 
total premium fragrance market. 

“Both men’s and women’s eau de 
parfum and perfume formats have in-
creased in importance and are grow-
ing faster than the rest of  the market,” 
observes Emma Fishwick, NPD UK 
Beauty. “While we recognize that there 
is pressure on people’s expenditure now, 
they are seeking better value for mon-
ey…larger sizes and more potent formu-
las are more cost effective.”

There are numerous examples of  
high-priced fragrance launches and not 
all come from artisan or niche brands. 
For example, Dior J’Adore Parfum d’Eau 
is the latest iteration of  this best-selling 
fragrance which retails at just over $100 
for 50ml (EDP); Guerlain Shalimar Mil-
lésime Tonka is a limited-edition of  the 
original Shalimar and is available as an 
EDP at $108 for 50ml. Even Hugo Boss 
Boss Bottled pushed up its price point to 
$99 for 100ml (EDP)—the larger size ar-
guably offers better value. 

Standout fragrance launches this holi-
day season include: 

Chanel No.1 de Chanel L’Eau Rouge, 
which leverages red camellia extract. “It 
comprises 97% naturally derived ingre-
dients, thus appealing to consumers who 
pay close attention to ingredient lists and 

Post-covid, consumers want to step out and  

celebrate the upcoming holiday season.
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those who seek ‘natural’ plant-based for-
mulations,” comments Neophytou. 

Byredo Eyes Closed is a unisex fra-
grance from Swedish luxury brand By-
redo. It features the festive “warm” and 
“sweet” scents of  cinnamon, cardamom 
and ginger, with a delicate clean finish. 

Chloe Rose Naturelle Intense features 
organic rose and oak essences from up-
cycled wood. It is likely to appeal to its en-
vironmentally conscious target consumers. 

Gucci The Alchemist’s Garden A 
Reason to Love is the latest in Gucci’s 
haute couture fragrance line. It is an 
oud-based fragrance with notes of  dam-
ascene rose and tolu balsam and pre-
sented in a lacquered black bottle. 

Jo Malone White Moss & Snowdrop 
Cologne is a light wearable cologne, de-
scribed as smooth and aromatic, and fit-
ting for the upcoming winter season. 

IMPROVED SUSTAINABILITY
When brands presented their new of-
ferings in August and September, refill-
able packaging was a theme. Some new 
launches with refillable options include 
Good Fortune by Viktor & Rolf, D by Die-
sel and Prada Paradoxe. 

Fragrance refills are debuting in mass 
and prestige. They are one way to com-
municate and improve sustainability 
credentials. “Environmentally conscious 
consumers are likely already engaged with 
these formats, though additional market-
ing is still required from brands to commu-
nicate their benefits to a wider audience,” 
believes Neophytou.  

Refillables are a step forward in re-
ducing packaging waste, but represent 
a fraction of  what is needed to “green 
up” the sector. “Brands are ignoring ar-
eas such as sourcing and farming which 

offer huge opportunities for improve-
ment,” argues Reinhold, who says that 
refills are seen as a relatively easy way 
to improve sustainability credentials. 
“They do still create packaging waste, 
but while consumer demand for sustain-
ability continues, we can expect to see 
more refills launching,” she predicts. 

Brands offering something new and 
innovative that captures the consumer’s 
imagination are best placed to benefit 
from the bounce-back in post-pandemic 
sales. Smaller size formats will appeal 
to consumers during times of  economic 
hardship, while a compelling back story 
and greater focus on sustainability will 
help brands gain new customers. Ac-
cording to Reinhold, brands that pack-
age together a scented solution to all the 
elements that affect consumers today 
will see the best return.  n

To see our full line of products, visit ititropicals.com today.

Bulk Fruit Purees and Juice Concentrates

What’s Possible with Tropical
 
TM

Coconut cream  •  Coconut powder  •  Coconut water  •  Acerola  •  Açai
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Valerie George is a cosmetic chemist, science com-
municator, educator, leader and avid proponent of 
transparency in the beauty industry. She works on 
the latest research in hair color and hair care and 
is the co-host of The Beauty Brains podcast. You 
can find her on Instagram at @cosmetic_chemist. 
Do you have a formulation question you want an-
swered? Email her at the address above.

Answering Your Questions About
Bodywash, Cleansers & Preservatives

Dear Valerie: Thanks for answering 
my previous question in October 
on whether or not glyceryl oleate 
can build viscosity in APG-based 
bodywashes. This led me to another 
question—can you increase the vis-
cosity of a surfactant system based 
totally on alkyl polyglucosides? 
 —THINKING MORE CLEARLY

Dear Thinking:
I am glad my previous answer was of  help 
to you. I’m afraid the news here, though, 
doesn’t look as good. As APGs are nonion-
ic, they are extremely difficult to thicken 
when not used in coordination with an-
ionic and/or amphoteric co-surfactants. 
APGs are just unresponsive on their own. 

The easiest way to increase viscosity in 
a completely nonionic, APG-based sys-
tem would be to incorporate thickeners 
into the water phase. I would start with 
carbomer-type thickeners, but I suspect 
if  you want to only use APGs this may 
not fit into your formulation values. You 
will get some thickening with hydroxy-
propyl methylcellulose or xanthan gum, 
but I don’t believe it will be substantial 
or yield good long-term stability. 

If  you’re formulating with multiple 
types of  APGs, like lauryl, decyl and 
coco glucoside, make sure you play with 
the ratios to each other to see if  increas-
ing one over the other impacts final 
viscosity—it just might. Hopefully, this 
helps you crack the viscosity code!

Dear Valerie: I have been tasked 
with formulating a waterless fa-
cial cleanser based solely on so-
dium cocoyl isethionate. Is it pos-
sible to take pure SCI powder 
and use it as the entire formula? 
 —TAKE A POWDER

Dear Take:
It’s an interesting approach and I appreci-
ate the simplicity, but there are a few con-
cerns in doing this. Even the largest pieces 
of  SCI co-exist with extremely fine par-
ticulate powder that volatilizes in the air, 
becoming a health hazard. In fact, when 
looking at the SDS—which would apply 
to a 100% formulation of  the neat mate-

rial—it recommends wearing PPE during 
handling to avoid inhalation. If  you’ve 
ever worked with this raw material, you 
know that it is not fun to breathe in. This 
provides a huge safety risk for consumers.
The other concern with this approach 
is that the Cosmetic Ingredient Review 
(CIR) Panel has recommended the maxi-
mum use level of  SCI be restricted to 50% 
in rinse-off products and 17% in leave-
on products. Using only SCI at 100% in 
a face wash is double the recommended 
safety limit. I recommend reading the full 
report to also see data on irritation with 
this surfactant.

Lastly, I would imagine using only 
SCI is not a pleasurable experience. It 
has incredibly low water solubility so 
you may need other ingredients to help 
cover up the fact that it’s not going to 
solubilize well in the palm of  your hand.

Dear Valerie: I’ve been trying alter-
native preservation systems and 
made a lotion with gluconolactone 

APGs make it more difficult to thicken bodywash formuals.
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(and) sodium benzoate. After two 
weeks, the pH dropped from around 
4.5 to 4.0. I’ve narrowed it down to 
the preservative being the issue. 
How do I stabilize it?
 —SEEKING STABILITY

Dear Seeking:
I’m surprised the pH isn’t dropping 
further—it just might. The situation 
you’re currently in is notorious for 
this preservation system and like many 
others, I’ve been in your shoes. Gluco-
nolactone is hydrolyzing over time to 
gluconic acid. This lowers the pH of  
your formula. It’s somewhat easily cor-
rectable by formulating with a buffer 
system or by following the manufac-
turer’s instructions for self-buffering 
the preservative.

To self-buffer this preservative, com-
bine it in a side kettle with water that 
is withheld from the main batch. The 
manufacturer recommends 10-15% of  
your water phase. Note the side kettle 
is probably more like a side tank! Once 
dissolved, add an alkali like sodium hy-
droxide until the pH of  the pre-mixture 
is above 7.5. It needs to stay above 7 
for 30 minutes, or else you need to add 
more alkali, so prepare to do this around 
lunchtime. Once the pH is stable, trans-
fer the pre-mixture to your main kettle 
with the rest of  the ingredients and con-
tinue your batch. Adjust the final batch 
to a lower pH using citric acid. Your sys-
tem is now buffered.

Alternatively, you can conduct this in 
one kettle by adding the preservative to 
your main vessel under heat (50ºC) and 
take the entire system up to a pH of  7.5 
with your favorite alkali. If  the pH holds 
above 7 for 30 minutes, you can lower it 
using citric acid. If  you’ve already taken 
lunch, consider filing some paperwork 
to clear up your desk.

If  this seems like a lot of  work, it’s 
because it is. I wouldn’t call this com-
pounding friendly and it may elicit hisses 

tank-side or in the QC lab. I would just 
formulate with a pre-buffer like sodium 
citrate. For every 1% of  this preservative 
blend, start with 1.5% sodium citrate 
and see how that helps reduce drift.

Also, totally unrelated, I’m not a fan 

of  this preservative system in high-aque-
ous systems. Aside from the fact I’m trig-
gered by the odor from a 2014 project 
gone wrong, I find that it precipitates out 
of  solution over time. I would recom-
mend it for serums and lotions. n
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Paolo Giacomoni acts as an independent consul-
tant to the skin care industry. He served as Execu-
tive Director of Research at Estée Lauder and was 
Head of the Department of Biology with L’Oréal. 
He has built a record of achievements through 
research on DNA damage and metabolic impair-
ment induced by UV radiation as well as on the 
positive effects of vitamins and antioxidants. He 
has authored more than 100 peer-reviewed pub-
lications and has more than 20 patents. He is pres-
ently Head of R&D with L-Raphael Beauty, Institute, 
Geneva, Switzerland.

A Scientific Look at Acne  
And How to Treat It

Years ago, I served as the scien-
tific spokesperson for Clinique. 
As such, I was occasionally 
involved in the training of  Cli-

nique’s skin care experts—the persons 
dressed in white lab coats, manning 
Clinique counters in department stores. 
The training goal was to help the skin 
care experts identify their customers’ 
skin problems and to select the most 
appropriate products to improve the 
conditions of  their skin. During one of  
these sessions, I was asked what should 
be given to a customer with severe acne. 
My answer was immediate and uncom-
promising: “To a customer with severe 
acne, you give the address of  a good 
dermatologist.”

As a matter of  fact, acne is a problem-
atic pathology that can affect the skin 
and the psyche of  the patient up to un-
bearable limits. The Webster Dictionary 
succinctly defines acne as one of  the sev-
eral inflammatory diseases involving the 
oil glands and hair follicles of  the skin. 
This definition allows one to understand 
the large number of  different manifesta-

tions of  the disease. It also underscores 
the lack of  precision associated with 
the term “acne.” This inaccuracy leads 
laypersons to improperly use the word 
acne, so that there is often a confusion 
when people speak of  acne because the 
same word is used for things as differ-
ent as acne, acneic pathologies, cosmetic 
acne and the like.

ACNE IN MEDICINE
“Real” acne, if  I dare say so, can mani-
fest itself  in different ways: acne vul-
garis, acne conglobate and nodular acne 
are major acneic-type diseases. 

Acne vulgaris is the acne we all 
think about—and it can be quite se-
vere. According to Jonette E Keri1 it 
is characterized by “the formation of  
comedones, papules, pustules, nodules 
and/or cysts as a result of  obstruction 
and inflammation of  the pilo-seba-
ceous unit. Acne develops on the face 
and on the upper trunk. It most often 
affects adolescents.”

Let us recall here that a papula is a 
small, raised solid swelling, typically in-
flamed but not producing pus, whereas a 
pustula is a solid swelling with a white or 

yellow pus-filled tip, while a nodule is a 
general term used to describe any lump 
underneath the skin that’s at least one 
centimeter in size. A cyst is a sac that 
may be filled with air, fluid or other ma-
terial. Let us also recall that, as defined 
by JE Keri1 “comedones are sebaceous 
plugs impacted within follicles. They are 
termed open or closed depending on 
whether the follicle is dilated or closed at 
the skin surface. Plugs are easily extrud-
ed from open comedones but are more 
difficult to remove from closed comedo-
nes. Closed comedones are the precur-
sor lesions to inflammatory acne.” 

In the current lay language, open 
comedones are called blackheads and 
closed comedones are called whiteheads. 

Acne vulgaris is treated with a pano-
ply of  topical or systemic drugs such as 
retinoic acid. Retinoic acid is a photo-
sensitizer and a teratogenic agent. It 
must be administered under medical 
surveillance. When the patient is a fe-
male potentially able to bear children, 
systemic retinoic acid has to be adminis-
tered together with oral contraceptives.

Acne conglobata is an unusually se-
vere type of  acne characterized by nu-
merous comedones and large abscesses 
and cysts that occur on the back, on the 
buttocks, on the chest, forehead cheeks 
and shoulders. Acne conglobata pro-
vokes scar formation and body disfigure-
ment. It can be treated (with partial suc-
cess) using a CO2 laser in combination 
with topical tretinoin therapy.

Nodular acne is a severe type of  acne 
characterized by the development of  
nodules deep under the skin. Nodules 
begin to develop when the bacterium 
Propionibacterium acnes (also called 
Cutibacterium acnes) is trapped in a 

This columnist’s daughter would agree  

that the teenage years are tough enough  

without a breakout.
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clogged pore. They become visible as 
red bumps that do not have a white-
head or a blackhead at the center. These 
nodules are very painful and can last for 
months. Dermatologists treat Nodular 
acne with isotretinoin and antibiotics. 
Remember that isotretinoin is terato-
genic and women treated with this drug 
must be administered oral contracep-
tives (birth control pill). 

“NON-ACNE” ACNE (ACNE-LIKE 
PATHOLOGIES)
Steroid acne, occupational acne and 
fungal acne are names of  acne-resem-
bling diseases that have been named in 
such a way to recall the possible etiologi-
cal origins; that is, associating the word 
acne to a possible reason for its onset. 

For instance, steroid acne is the result 
of  an adverse reaction to corticosteroid, 
characterized by the appearance on the 
face and chest of  small and firm pink 
papules as well as comedones. 

Occupational acne is an inflamma-
tion of  the sebaceous glands that occurs 
when chemicals (often those encoun-
tered in the workplace) clog the pores 
and cause an unwanted accumulation 
of  sebum. These chemicals can be coal 
tar derivatives, insoluble oils for cutting 
and stamping sheets of  metals, chlori-
nated hydrocarbons or other industrial-
use products. Occupational acne disap-
pears when the cause is removed.

Fungal acne is not acne. It is a folliculi-
tis due to the overgrowth of  a bug called 
Malassezia folliculitis or Pityrosporum 
folliculitis, that in its manifestations look 
pretty much the same as regular acne. 

COSMETIC ACNE
A totally different scenario presents 
when we speak of  cosmetic acne. A 
personal experience helps illustrate my 
point. One morning, years ago, when I 
was still working in Long Island, I was 
awakened by my teenager daughter’s 
scream. I ran to her room and found 

her in tears, contemplating a pimple (a 
tiny little pustula) in the middle of  her 
forehead. There was nothing to discuss: 
she demanded immediate action. I di-
luted some bleach in a doll’s thimble 
and applied the resulting solution on her 
forehead for a few minutes. The bleach 
worked miracles: the interior of  the 
pimple was drained out and the pimple 
disappeared within hours. 

Of  course, bleach is not an appeal-
ing cosmetic ingredient, and is hardly 
suitable for topical applications in 
skin care. But it worked and for years 
thereafter I tried to find ingredients 
able to drain pimples as efficiently as 
diluted bleach or hydrogen peroxide, 
while being easier to formulate. So, ev-
ery time we had a supplier presenting 
raw material with potential draining 
capabilities, I tested the formulations 
with my daughter to check their ac-
tions against pimples. Sometimes her 
judgement was definitive: “Your stuff 
works against my acne.” She called it 
acne, but it was not real acne. It was 
not severe acne, nor moderate acne. It 
was what we call “cosmetic acne” and 
has more of  an aesthetic than a medi-
cal reason to worry about.

As recently pointed out2,3 a new aspect 
of  acne, that became of  importance dur-
ing the pandemic, is “maskne.” Maskne, 
or mask acne, is a problem that needs 

to be tackled. People concerned with not 
spreading possibly harmful microorgan-
isms (such as health workers or people 
afraid to have a respiratory disease such 
as covid-19) do wear face masks and this 
can cause breakouts and sensitivity on 
the face. Wearing a mask may be a ne-
cessity; therefore, not wearing a mask is 
not an option. As such, new approaches 
are needed to prevent blemishes and ir-
ritation while still allowing consumers to 
wear masks and this adds to the difficul-
ties in caring for acne.

The sad truth is that the etiology of  
acne is unknown. These difficult words 
mean that we still do not know the real 
cause(s) of  acne. The more so for cos-
metic acne. As it is the case for many 
other acne pathologies, cosmetic acne 
happens primarily during puberty and 
adolescence and sometimes during 
adulthood. We know that it is associat-
ed with the burst of  sexual hormones 
at adolescence (but many adolescents 
do not have acne) that it is associated 
with excess sebum (but many oily skins 
do not experience acne). We know that 
it is associated with the proliferation 
of  bacteria such as Propionibacterium 
acnes (but P. acnes is normally resi-
dent on our skins even in the absence 
of  acne) and all these things make 
pimples appear and trigger an inflam-

Acne vulgaris can be debilitating.

Nodular acne is characterized by lumps under 

the skin.
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matory process. Many myths exist to 
causally correlate acne with eating be-
haviors or else, but none are true. 

This is to say that we are still search-
ing for the real causes of  acne, as well as 
of  cosmetic acne, without much success.

It has recently been pointed out that 
under the effect of  ultraviolet radiation, 
lipids in the sebum can be peroxidized. 
Peroxidized lipids are much more vis-
cous than natural sebum and they can 
clog pores. In clogged pores, anaerobic 
bacteria; i.e., bacteria that grow only in 
the absence of  oxygen, such as P. acnes, 
have a greater chance to grow and mul-
tiply, thus giving rise to whiteheads and 
inflamed pimples. Since sebum secre-
tion is hormone-dependent and since 
hormone bursts are frequent in puberty, 
this might provide one possible explana-
tion for the onset of  acne in hormone-
drenched skins.

As we have seen, acne can be a seri-
ous disease, for which one needs medi-
cal care, and this is beyond the scope 
of  cosmetic treatments. Oral and topi-
cal administrations of  retinoic acid are 
sometimes used to treat pathological 
acne. The problem is that retinoic acid 
has serious side effects. It is very irritat-
ing and photosensitizing when applied 
topically on the skin and, when taken 
orally, retinoic acid is teratogenic; that 

is, it provokes malformations of  the fetus 
when the patient is pregnant.

REGULATORY WOES
How do we treat cosmetic acne? That 
is not easy because scientific research 
has not yet found the reasons for its on-
set, and the principal culprit for failing 
research is the legislator. In the US, a 
product can be labelled as anti-acne as 
long as it contains salicylic acid or ben-
zoyl peroxide above a defined threshold, 
irrespective of  the existence of  clinical 
results proving that the product is in-
deed efficient. Products that do not con-
tain a minimum amount of  salicylic acid 
or benzoyl peroxide are often marketed 
as anti-blemish. 

In the absence of  a legislative de-
mand for clinical proof—proof  that is 
required for the claims of  sun protec-
tion, for instance—the skin care indus-
try often neglects to search for a real 
treatment. It confines itself  to the ad-
dition of  ingredients acting on collat-
eral aspects, such as redness, oiliness 
and dryness. Yes! Acneic skin is oily 
AND dry. Anti-angiogenic materials 
reduce the formation of  blood vessel 
and for some reason have been used 
to reduce pimple-associated redness, 
which is the result of  the dilation of  
already existing blood vessels! Ingredi-

ents with enticing names such as shark 
cartilage, epigallocathechin gallate or 
the red pigment from saw palmetto, 
have been added to anti-blemish prod-
ucts with questionable efficacy. 

Cosmetic acne can be efficiently 
tackled by targeting the visible symp-
toms. Pimples can be addressed with 
mild exfoliators such as salicylic acid 
and activators of  stratum corneum 
proteases, applied together with drain-
ing materials. Redness can be ad-
dressed with anti-inflammatory agents. 
The side effects of  inflammation can 
be tackled with antioxidants such as 
vitamins C and E, and with inhibitors 
of  matrix metalloproteases, as well as 
with energy boosters such as vitamin 
B3. Oiliness can be mitigated with ap-
propriate inhibitors of  sebum produc-
tion; dryness can be alleviated with 
efficient moisturizers. Pore clogging 
can be limited by using scavengers or 
inhibitors of  the production of  singlet 
oxygen, a UV-generated reactive oxy-
gen species that can peroxidize sebum 
with high efficiency. Comedones are 
easily extruded, at least partially, by 
good astringents, and their black ex-
tremities can be whisked off. P. acnes 
can be eliminated by using post biotics 
that inhibit its growth or by prebiot-
ics that favor the growth of  saprofite, 
harmless micro-organisms able to out-
grow P. acnes. 

Treating cosmetic acne seems, there-
fore, within reach; as long as the selec-
tion of  specific ingredients is the conse-
quence of  rigorous clinical tests. As the 
Brits say, the proof  is in the pudding! n
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Open comedones are better known as blackheads.
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Where is American Ingenuity  
Regarding UV Filter Development?

Nearly half  a century ago, the 
Food & Drug Administration 
(FDA) issued its first regula-
tions (Advanced Notice of  

Proposed Rulemaking in 1978) and 
approved 21 UV filters that were des-
ignated as Category I. Only a hand-
ful of  these UV filters survived the test 
of  time, thankfully supported by three 
recently approved filters by the FDA, 
mostly designed by European scientists, 
namely avobenzone (Givaudan), zinc 
oxide (BASF and others) and Ecamsule 
(L’Oréal). 

European researchers march on 
and brought to market superior UV 
filters that are mostly based on the 
500 Dalton rule. This increased mo-
lecular weight in UV filters has added 
the necessary conjugated molecules 
that produce better protection in the 
longer wavelength UVA radiation. 
These molecules are sorely needed 
for skin cancer protection. They allow 
for broad spectrum protection, higher 
extinction coefficients (use less in sun-
screen product), and reduce the chance 
of  permeability in the skin, thereby in-
creasing the safety of  these molecules. 

The Europeans have also introduced 
more than a half  dozen other superior 
UVA filters that, for years, we have 
been calling for their approval in the 
US through the FDA Time and Ex-
tent Application (TEA) process, but to 
no avail! These European blockbuster 
UVA filters that have been used freely 
worldwide for many years include Ti-
nosorb S, Tinosorb M, Mexoryl XL, 
Uvinul A Plus and others. 

If  Hawaii has its way and oxyben-
zone, octinoxate and other so-called 
chemical filters are eliminated as ap-
proved filters, we are left with only 
zinc oxide, ecamsule, avobenzone that 
have some protection in the UVAII 
region (320-350 nm) and a few others 
in the US. Zinc oxide has its problems 
with whitening and SPF rating. Ecam-
sule is patent protected by L’Oréal and 
is water soluble. Avobenzone is notori-
ous for its photo-instability requiring 
quenchers and photo-stabilizers. In-
terestingly, the first photo-stabilization 
of  avobenzone was introduced by a 

L’Oréal patent in its use of  octocrylene 
to solve this photo-instability issue.

NEW ADVANCES
Meanwhile, several new filters are being 
released in Europe by L’Oréal, BASF and 
Pierre Fabre. This year, L’Oréal intro-
duced a UVAI (340-400nm) filter that re-
ceived approval last year by the Scientific 
Committee on Consumer Safety (SCCS) 
in Europe. This molecule, commercially 
called Mexoryl 400, was assigned the 
COLIPA code S87 (safe at 5%) and can 
be used worldwide except in the US and 
a few other countries around the world 
that follow US FDA regulations. In fact, a 
full line of  sunscreen products under the 
brand name La Roche-Posay were intro-
duced in the market in May. This mol-
ecule has a 60,000 Extinction Coefficient 
(compared to homosalate at 4,500!!) and 
has a broad-spectrum range protection 
from 300 to 400nm! The INCI name 
is Methoxypropylamino cyclohexenyli-
dene ethoxyethylcyanoacetate (MCE). 
Its CAS number is 1419401-88-9, and 
its EC number is 700-860-3. Despite its 
rather long chemical name and an em-
pirical formula of  C17H26N2O4, MCE 
interestingly has a molecular weight 
of  only 322. Its chemical structure is 
shown below.

Do we not have superior scientists in 
the US? Of  course we do. The problem 
is simply that FDA introduced multiple 

US consumers have few UV filter choices.

L’Oréal’s Mexoryl 400

42-43_SunscreenFilter_1222.indd   4242-43_SunscreenFilter_1222.indd   42 11/20/22   5:28 PM11/20/22   5:28 PM

http://HAPPI.COM
mailto:Nadim@alpharnd.com


SUNSCREEN FILTER

HAPPI.COM  /   DECEMBER 2022  /  43

barriers and raised the bar for approval 
of  new filters, all leading to increased 
costs, additional time and prohibitive 
drug status requirements. FDA did not 
provide the economic incentive to al-
low US companies to spend the time 
and money needed to invest in superior 
UV protection. In the past half  century, 
the FDA has not allowed a single new 
UV filter to be approved in the US. The 
only exceptions are the three European 
ingredients listed earlier in this article. 

At the end of  the day, of  course, it does 
not matter whether it’s American scien-
tists or European scientists or Japanese 
scientists that provide us with superior 
UV filters and better protection, but it still 
hurts that we were not freed of  the FDA 
restrictions in exploring new ingredients. 
American scientists’ contributions in in-
troducing superior drugs and protocols 
to prevent and contain skin cancer have 
been remarkable. Reductions and rever-
sals of  melanomas and skin cancers have 
improved significantly. American scientists 
still lead the way in the creation and pro-
duction of  unique cosmetic formulations 
used in sunscreens. Americans improved 
the water resistance, the feel and the ease 
of  application of  sunscreen products, too. 
Our scientists were the leaders in setting 
the conditions and parameters of  SPF test-
ing and protocols; unfortunately, we failed 
in creating effective UV molecules—the 
heart and soul of  the sunscreen product—
that better protect us from the ravishing 
UV and total solar radiation. 

I am not advocating the use of  Mexo-
ryl 400 as a panacea, but it’s a step in 
the right direction. If  we want to safely 
enjoy the sun, we need to address the is-
sue of  better UV filters. A few innova-
tions have surfaced in the US, including 
superior quenchers, photo-stabilizers, 
and SPF boosters. Notably, Delavie Sci-
ences introduced an ingredient that was 
created by NASA scientists. It is totally 
natural, safe, offers SPF boosting capa-
bilities and has antioxidant properties, 

thereby assisting in better protection 
from UV, HEV and IR radiation. This 
ingredient could linger “in space” with-
out a real home if  the FDA does not ease 
its restrictions in regulations and allow 
unique innovations from American in-
genuity to come to fruition. 

WHAT MUST BE DONE?
Congress should get involved in finding 
ways to offer incentives to protect, pro-
mote and enhance American ingenuity 
in creating superior solar protection. FDA 
should work closely with American scien-
tists, entrepreneurs, American universities 
and colleges, and cosmetic and UV ingre-
dient companies to encourage research in 
this field and to monitor the process lead-
ing to the adoption of  superior UV and 
solar filters for protection. FDA should 
reassert its regulatory role in arbitrating 
and being the only body that sets practi-
cal rules and regulations in sunscreens and 
not allow states or individuals to indepen-
dently approve or ban UV filters for local 
issues and concerns. 

Of  course, environmental protection 
is paramount, and for that I hail the 
recent National Academy of  Sciences 
(NAS) study that was just concluded 
highlighting the need for superior sun-
screen protection to reduce skin cancers 
and that the so-called chemical UV 
filters are not yet proven to be the real 
villains in coral reef  damage. This cur-

rent wave of  producing the so-called 
Reef  Safe filters has led to several UV 
filter bans with no consequences given 
to the reduced solar protection from 
the hazardous rays to the consumer. 
NAS’s work is obviously incomplete as 
it called on the Environmental Protec-
tion Agency to study the ecological risk 
assessment (ERA) for all currently mar-
keted UV filters. We should accept the 
principle of  risk and benefit ratio now 
applied in medicine. The pharmaceuti-
cal industry is allowed to introduce and 
market drugs for cancer, for reducing 
blood pressure, for lowering cholesterol 
and ultimately preventing heart attacks; 
yet every drug includes warnings of  se-
rious side effects—including death—if  
you take those drugs. The side effects of  
sunscreen use to the environment and 
individuals are minimal, especially if  
they are better designed than some of  
the currently approved US filters.

Perhaps it is time to reconsider chang-
ing the status of  sunscreens as OTC 
drugs to cosmetics and to also not allow 
the use of  extreme terms such as “the 
use of  sunscreens reduces skin cancers.” 
Sunscreens of  the future should be de-
signed so that they are broad spectrum, 
more efficient, safer, more natural and 
non-permeable into the skin. Their 
role is not to reverse or protect from 
skin cancer; rather, their role is only to 
shield the individual from receiving the 
harmful solar radiation directly on their 
skin, period. Their protection should be 
similar to an umbrella, clothing or even 
a shade tree.

As I look back at US sunscreen de-
velopments, I am reminded of  the Joan 
Baez song, “Time Is Passing Us By.” It 
was released around the time the ini-
tial FDA regulations were introduced in 
1978,   Baez’s last line provides us with 
a glimmer of  hope: “And I’m good for 
one more try.”

At this point in time, I think it’s time 
for one more try.  nEnvironmental protection is important, too..
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Sunscreens in 
the US Are 
Under Attack 
on Two Fronts
THE US FDA, EPA AND NGOS CONTINUE 
TO RAISE QUESTIONS ABOUT FORMULAS’ 
IMPACT ON HUMAN HEALTH AND THE 
ENVIRONMENT.

Lambros Kromidas, MS PhD • Shiseido Americas 
Carl D. Ruiz • DSM

Sunscreens; i.e., products that claim sun protection fac-
tor (SPF), are regulated as nonprescription or over the 
counter (OTC) drugs in the US. However, that is not the 
case in most other countries, where they are regulated as 

cosmetic products. Because they are drugs in the US, the active 
ingredients used in sunscreen products must be proven safe for 

human use per the safety and efficacy requirements of  the Food 
and Drug Administration’s (FDA) OTC Monograph for sun-
screen drug products.1 Furthermore, as drugs, they may also be 
subject to an evaluation of  their potential environmental effects 
as seen in FDA’s announcement of  May 13, 2021, indicating its 
intent to Prepare an Environmental Impact Statement (EIS) for 

oxybenzone and octinoxate due to questions raised about the ex-
tent to which these two sunscreen active ingredients may affect 
coral and/or coral reefs.2,3

You would think that after decades of  extensive use nei-
ther human safety nor environmental safety would threaten 
the availability and use of  consumer SPF products. But you’d 
be wrong! If  the current sunscreen actives that have not al-
ready been determined by FDA to be generally regarded as 
safe and effective (GRASE) are not found to be safe for hu-
man use through additional studies, FDA will ban them. If  
their environmental impact is found to be unfavorable and no 
reasonable alternatives are found, they may be restricted or 
prohibited from use in sunscreen products. Moreover, other 
regulatory agencies, such as the US Environmental Protection 
Agency (EPA), non-government organizations, legislators, liti-
gators and public opinion will make it impossible to commer-
cialize sunscreen products containing such ingredients. Any 
such outcome, of  course, will have global impact. 

HUMAN HEALTH FRONT
Regarding the attack on human health, to put it into perspec-
tive, one must start with the development of  the sunscreen 
OTC monograph. In 1978, FDA formally started regulating 
sunscreens under a draft monograph that was issued under an 
advanced notice of  proposed rulemaking.4

For more than 40 years the sunscreen monograph was re-
vised several times but not finalized, although in 1999 FDA 
did issue a final monograph that was partially stayed in 2001,5 
and then in 2011 issued a final labeling effectiveness testing 
rule, which is still in effect.6

Most recently, in February 2019, FDA published a proposed 
“Tentative Final Monograph” (TFM) updating the require-
ments for sunscreen products,7 but following the passage of  the 
Coronavirus Aid, Relief, and Economic Security Act (CARES 
Act), on September 24, 2021, FDA posted Final Adminis-
trative Order (OTC000006) Over-the-Counter Monograph 
M020 for Sunscreen Drug Products that was later amended 
as proposed (PO) and is essentially the same as the 2019 TFM 
but contains new provisions for regulating OTC drug prod-
ucts as required by the CARES Act.8,9 How FDA went from 

SUNSCREENS UNDER ATTACK

FDA is calling for more sunscreen testing.

The viewpoints expressed in this article are those of  the authors and 
do not necessarily reflect those of  any Competent Authority or their 
respective companies. The purpose of  this article is to guide and inform 
the reader. The reader is encouraged to verify any opinions and facts 
the authors present.
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a monograph process to an “administrative order” (AO) pro-
cess is not the aim of  this article. In a nutshell, the 2021 PO 
establishes new conditions under which nonprescription sun-
screen drug product active ingredients will be determined to 
be GRASE and when finalized will replace the deemed order 
(i.e., 1999 Stayed Final Monograph) and 2011 final labeling 
and effectiveness rule. The 2021 PO also includes revisions 
and updates related to maximum sun protection factor (SPF) 
values, active ingredients, broad spectrum requirements, dos-
age forms and product labeling. But more importantly, it asks 
for new data on human safety for what was previously known 
as Category GRASE III (insufficient data available to permit 
final classification) active ingredients and dosage forms. 

The PO organized sunscreen active ingredients into three 
categories or groups related to their GRASE (Generally Rec-
ognized As Safe and Effective) status. Only two ingredients 
are classified as GRASE Category I (safe and effective). These 
include zinc oxide and titanium dioxide, that are the only two 
mineral or inorganic actives, on the list of  16 permitted ac-
tive ingredients in the sunscreen monograph. As per FDA’s 
assessment, these are considered safe for human use. Two ac-
tives, aminobenzoic acid (PABA) and trolamine salicylate are 
GRASE category II (not GRASE). These are therefore pro-
hibited for use. The third group, GRASE Category III (insuf-
ficient data available to determine if  GRASE), is the largest 
group and composed of  what is referred to as the “chemical” 
or “organic” sunscreens. The 12 SS in this group are cinox-
ate, dioxybenzone, ensulizole, homosalate, meradimate, oc-
tinoxate, octisalate, octocrylene, padimate O, sulisobenzone, 
oxybenzone and avobenzone. These require additional safety 
data for FDA to move them into GRASE Category I. 

According to FDA, the PO does not represent a conclusion 
that the sunscreen active ingredients proposed as having insuf-
ficient data are unsafe for use in sunscreens. Rather, FDA is 
requesting additional information so that it can evaluate their 
GRASE status in light of  changed conditions, including what 
it calls substantially increased sunscreen usage and evolving 
information about the potential risks associated with these 
products since they were originally evaluated.10

FDA also has stated that “given the recognized public health 
benefits of  sunscreen use, consumers should continue to use sun-
screen in conjunction with other sun-protection measures.”11 As 
such, they see no reason to date to prohibit them for use in 
sunscreen products.

The studies FDA requested to determine GRASE status of  
Category III active ingredients are clinical and non-clinical in 
nature with some other in vitro penetration tests and addition-

al tests and data. The human clinical studies needed include 
dermal irritation and sensitization as well as dermal photo-
toxicity. Human absorption or pharmacokinetic (PK) studies 
such as maximum usage trials (a.k.a., MUsT studies) are also 
required. Regarding miscellaneous tests, pediatric data, post-
marketing safety analysis, and testing of  some representative 
marketed products with focus on dosage forms and non-active 
ingredients may be required. 

The most problematic of  all are the non-clinical stud-
ies. They are problematic in terms of  using animals, cost 
and time. The industry hopes to convince FDA to accept 
weight-of-evidence and new alternative methods (NAMs) 
instead of  animal studies. The timeline to fully meet the 
testing requirements proposed by the FDA is complex and 
will take many years. The approximate cost for each indi-
vidual active could be more than $12 million. In addition, 
if  the MUsT studies required show a systemic absorption 
of  actives greater than 0.5ng/ml, the following studies may 
be needed: toxicokinetics, systemic and dermal carcinoge-
nicity, developmental and reproductive toxicity, and pos-
sible hormonal effects. 

The FDA conducted some MUsT studies and determined 
that systemic absorption was greater than 0.5ng/ml. More such 
studies need to be conducted. A MUsT >0.5ng/ml does not in-
dicate that the tested active is not safe—FDA has said as much 
and stressed that point and stated, “While industry and other in-
terested parties develop further data, the public should continue 
to use sunscreens with other sun protective measures. Broad spec-
trum sunscreens with SPF values of  at least 15 remain a critical 
element of  a skin-cancer prevention strategy…”12

In response to the PO and to meet FDA’s need for additional 
data, the Personal Care Products Council (PCPC) Sunscreen 

Zinc oxide is a GRASE I UV protectant.
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Consortium was formed. We, the authors, are members of  this 
consortium whose objective is to support the safety and de-
fend the GRASE Category I status of  7 of  the 12 “chemical” 
actives ingredients that are currently listed on the sunscreen 
monograph via an FDA agreed upon timely and diligent sci-
entific approach which demonstrates progress in obtaining 
the type of  information that FDA requested. The seven ac-
tive ingredients being supported are: octocrylene, avobenzone, 
octisalate, homosalate, octinoxate, oxybenzone and ensulizole. 
These were chosen as the most used by the industry or formu-
lating consumer sunscreen products. The aim of  the consor-
tium is to ensure that adequate UV filters remain available to 
protect the US population from the dangers of  UV exposure. 

As mentioned, fulfilling these needs is complex and time-
consuming. For that reason, FDA indicated that if  the industry 
is diligent and shows satisfactory progress for a specific ingre-
dient in a timely manner, it would be prepared to defer issu-
ance of  a final AO regarding the status of  sunscreens contain-
ing that ingredient.13

ENVIRONMENTAL FRONT
The other front of  attack is the potential environmental im-
pact of  sunscreen actives. It is no surprise that at least since 
the early 1970s, the use of  SPF products has expanded and 
increased dramatically due to rising consumer awareness of  
sun-induced health risks such as sunburn, premature skin ag-
ing and skin cancer. This increase in awareness is due to the 
efforts of  our industry, the medical establishment, as well as 
government and non-government authorities that support 
their public health benefit and use. This resulted in higher use 
levels of  SS actives in products and a plethora of  products 
such as beach, cosmetics and personal care formulas claiming 
SPF. Despite increased use of  sunscreen actives, in the US, 
skin cancer is the most common cancer and more than 9,000 
people are diagnosed with skin cancer every day with more 
than two people dying every day, according to www.skincan-
cer.org. Sunburns are a contributing factor. Having five or 
more sunburn episodes doubles one’s risk of  developing mela-
noma. It is estimated that one in five Americans will develop 
skin cancer by the age of  70.14,15,16 

The increased use of  sunscreen actives led some to ask and 
scrutinize their potential environmental impact, especially on 
aquatic environments. Do these actives affect aquatic organ-
isms? Some UV filters with wide global use in high amounts, 
were detected in monitoring studies in both freshwater and 
marine environments. Some studies linked the use of  sun-
screens to affect biota such as coral. Coral bleaching has been 

attributed to sunscreen beach products. This led some state 
legislators to hastily ban some sunscreens although the results 
were incomplete, not conducted using scientifically vigorous 
or validated test methodologies, and not by any means conclu-
sive. That is the situation in Hawaii.

A ban on oxybenzone and octysalate went into effect Jan. 1, 
2021. Stricter regulations were put in place at the county level. 
With no evidence whatsoever, Maui County banned all nonmin-
eral sunscreens. The ban includes all 12 “chemical” sunscreens 
currently considered GRASE Category III on FDA’s sunscreen 
monograph. These are the ones that FDA and other prominent 
medical institutions have indicated help protect people from sun-
burn, skin cancer and early skin aging caused by the sun when 
used as directed with other sun protection measures.17 These are 
the ones the sun care industry is spending so much time, money 
and energy to develop the additional data that FDA has indicat-
ed is needed to support their GRAS Category I status. Is it for 
naught? This limitation on products that can be used, is hazard-
ous to Hawaiians who face the harmful effects of  UV radiation 
and sets a dangerous precedence for the rest of  consumers. This 
county regulation went into effect October 2022. Hawaii County 
followed suit and its ban went into effect this month. For the pur-
pose of  these bans, “sunscreen” means a product marketed or 
intended for topical use to prevent sunburn; i.e., beach products. 
Sunscreen does not include products marketed or intended for 
use as a cosmetic for the face.

Given this seemingly absurd situation where social decisions 
are made in the absence of  real data, a more balanced ap-
proach to understanding the question of  whether sunscreens 
potentially impact the aquatic environment has been brought 
forth in a recent US National Academies of  Sciences, Engi-
neering, and Medicine (NASEM) Report that was mandated 
by Congress under the direction of  the US EPA due to con-
cerns raised about the potential toxicity of  sunscreens to a va-

Maui County

Hawaii County
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riety of  marine and freshwater aquatic organisms, particularly 
corals and concerns that people will use less sunscreen rather 
than substituting sunscreens with UV filters that are consid-
ered environmentally safe.18

In general, the report reinforces the public health benefits 
associated with the use of  broad-spectrum sunscreens and the 
importance of  formulation flexibility to drive consumer use. 
It makes the following conclusions and recommendations re-
garding their potential environmental impact: 
	� There is currently insufficient relevant and reliable scien-
tific data to conduct realistic environmental risk assessments 
(ERAs), as such there is not enough scientific data to support 
sunscreen ingredient bans and policymakers, regulators and 
legislators should not make any decisions that impact con-
sumers’ access to FDA-approved sunscreen UV filters until 
the scientific community reaches an informed consensus.
	� EPA should conduct an ecological risk assessment (ERAs) 
for all currently marketed UV filters and any new ones that 
become available to characterize the possible risks to aquat-
ic ecosystems and the species that live in them.
	� The results of  the ERA should be shared with FDA for 
their considerations of  the environment in their oversight 
of  UV filters.
	� EPA, partner agencies (e.g., NOAA, FDA, NIH, CDC, NSF, 
DOI), and sunscreen formulators and UV filter manufac-
turers should conduct, fund or support, and share research 
and data on sources, fate processes, environmental concen-
trations, bioaccumulation studies, modes of  action, and eco-
logical and toxicity testing for UV filters alone and as part 
of  sunscreen formulations. Additionally, epidemiological 
risk modeling and behavioral studies related to sunscreen 
usage should be conducted to better understand human 
health outcomes from changing availability and usage.
	� Future research should adhere to international or national 
standards where applicable. This may include new nation-
al/international standards.
	� Public access and transparency in all data and research out-
comes is critical.

THE FUTURE? 
We expect the restrictive Hawaii County regulation to become 
a statewide regulation. We hope the recommendations made 
by in the NASEM report: “Review of  Fate, Exposure and Ef-
fects of  Sunscreens in Aquatic Environments and Implications 
for Sunscreen Usage and Human Health,” will lead to a more 
scientifically-sound basis for making other state, local and fed-
eral regulatory and legislative decisions related to this impor-

tant public health product category.
To take a passage from Michael Crichton’s book, “State of  

Fear,” “so the real question with any environmental action is, do 
the benefits outweigh the harm? Because there is always harm.”

So, sunscreens are threatened on two fronts that could dra-
matically alter the industry. 

Sunscreen use is vital. We believe at the end of  the day, 
there would be a balance between how sunscreen use affects 
the environment and human health and how to counterbal-
ance environmental effects with the benefits on human health. 
Regardless, continued support for the all-around safe use of  
sunscreen products, must continue. n
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FINE FRAGRANCE

Fine Fragrance 
Continues Its 
Scent-sational 
Comeback 
FROM MEGASTARS TO THE METAVERSE, 
FRAGRANCE MAKERS ARE CAPITALIZING 
ON THE POWER OF SOCIAL MEDIA AND 
ICONIC ENTERTAINERS TO SELL PERFUMES 
AND COLOGNES.

By Lianna Albrizio, Assistant Editor

With mounting pressure to chase the latest trends, 
it’s easy for the stressed consumer to neglect the 
bigger picture and take something as fragile as 
their health for granted. Good health, after all, 

goes hand-in-hand with happiness, as it includes the body’s 
ability to function properly and utilize all five senses.  

Of  all the senses, smell, which has been dubbed the “un-
sung hero” of  the five by researchers, seems to be the sense 
most neglected. The body’s ability to smell not only acts as an 
internal alarm system to detect the perilous smells of  smoke 
or gas, but contains the power, per psychologists, to uplift with 
the whiff of  pleasant aromas from everything from fresh baked 
bread to a bouquet of  roses to perfume.

When covid-19 surfaced three years ago, it caused a loss 
of  smell and taste in certain people. The losses prompt-
ed a decline in quality of  life in “long haulers”—people 
who experience lingering symptoms long after the virus 
had cleared. Pamela Dalton, principal investigator at the 
Monell Chemical Senses Center, cited a study published in 
the American Journal of  Otolaryngology—Head and Neck 
Medicine and Surgery. Eighty percent of  subjects who lost 
their ability to smell from covid-19 reported enjoying life 
less. Forty percent reported feeling depressed. More than 
half  of  people reported that being robbed of  their sense 
of  smell evoked feelings of  insecurity as they were unable 
to detect their need to reapply deodorant or bathe. What’s 
more, 70% said they missed smelling fragrances. 

“This is critical,” said Dalton, speaking during a recent  
Research Institute for Fragrance Materials (RIFM) meeting in 

Weehawken NJ. “This is the sense that if  it’s not stimulated, 
may lead to neurodegeneration because of  the way the struc-
tures of  olfaction are completely intertwined with our limbic 
system, which regulates our emotions, and so depression may 
not simply mean not enjoying things, it can actually be an un-
derlying physiological change.”

THE POWER OF SCENT
While research among scientists continues into why co-
vid robs some infected persons of  their ability to smell 
and not others, Perfumer Sue Phillips has been do-
ing her own olfactorious healing. Phillips, who de-
veloped fragrances for Tiffany, Burberry and Lan-
caster, has been for the past 14 years a creator of   
bespoke fragrances. Phillips’ clients have included celebri-
ties like Katie Holmes, Jamie Foxx and Susan Sarandon 
who come to her to create their own unique scent through 
a scent journey that includes a quiz and hands-on exposure 
to perfumes in eight main olfactory families.

Phillips says she helped 140 people who lost their sense of  
smell from covid-19 regain some olfactory function through 
an exercise which she calls both meditative and sensual. One 

Amaffi Perfume House’s Casino collection is for high rollers;  

prices range from $3,200 to $3,800.
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was a 51-year-old woman who was without her sense of  smell 
for 13 months after covid-19.

Deep into the process, the client said to Phillips, “I smell 
something and it’s beautiful”—and she started to cry.

THE FALL AND RISE OF FRAGRANCE SALES
The pandemic created havoc in the global healthcare system, 
and the global economy. Fragrance marketers were among the 

most hard-hit by the pandemic, as consumers stayed at home 
and rarely applied fragrance, if  at all. 

According to Larissa Jensen, vice president, industry advi-
sor at The NPD Group, the prestige fragrance market was hit 
hard in 2020 with sales plummeting to 2015 levels following 
retail closures such as Ulta Beauty and Sephora.

In 2020, net sales in the prestige fragrance market were $4.2 
billion, a loss of  8%. Fragrance sales picked back up in 2021, 
and the fragrance category grew by 49% versus the year prior.

 “As a result of  the pandemic, two things were at play,” said 
Jensen. “The industry started to pivot and consumers were 
looking for that indulgence and escape.”

Consumers, Jensen explained, found some solace in a fra-
grance’s ability to elicit pleasant memories. Perfumes and EDTs 
provided an escape as consumers had a hankering to treat them-
selves to luxury fragrances that inspired feelings of  romance and 
travel. There was also a rise in fragrance purchases that emitted 
the sandy, salty aromas of  the Bahamas, according to the research 
company. About 70% of  fragrance consumers are influenced by 
a scent that lifts their mood, according to NPD.

The market came back with a vengeance as restrictions 
eased and shoppers found their way to department store fra-
grance counters. In 2021, prestige fragrance sales soared 50% 
to reach $6.3 billion. The gains continued into 2022. In the 
first half  of  the year, sales jumped more than 17% to reach 
$2.7 billion, according to NPD. 

More good news was expected in the second half, as Jensen 
noted that 30% of  all fragrance sales take place in December 
during the all-important holiday selling season.

SHARP DROP IN GIFT SET SALES LEADS TO DECLINES IN FRAGRANCE SALES 
Below are sales of women’s and men’s fragrances in grocery, drug, mass market, military and select club and dollar retailers.  

Sales are for the 52 weeks ended August 7, 2022, according to IRI data.

Product Categories

Dollar Sales Unit Sales Price per Unit

Current % Change 
vs YA Current 

% 
Change  

vs YA
Current Change  

vs YA 

Women’s Fragrance $620,415,651 -5.9% 71,114,008 -14.5% $8.72 10.2%

Perfumes & Colognes/Body Powder $493,752,968 5.1% 57,755,278 -6.9% $8.55 12.9%

Women’s Gift Packs $126,662,683 -33.0% 13,358,730 -36.8% $9.48 6.1%

Men’s Fragrance/Shaving Lotion $648,561,891 -3.7% 70,831,079 -8.5% $9.16 5.2%

Shaving Lotion/Cologne/Talc $520,477,773 3.0% 59,297,133 -4.6% $8.78 8.0%

Men’s Gift Pack/Sets $128,084,119 -23.7% 11,533,946 -24.3% $11.10 0.7%

Source: IRI OmniMarket Total Store View

Perfumer Sue Phillips helped 140 covid-19 long haulers regain  

the sense of smell in her fragrance studio in New York City.
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Prestige fragrance sales may be soaring, but demand for 
more modestly priced scents continues to lag. According to 
data from IRI, a Chicago, IL-based market research firm, re-
tail sales in multi-outlets (grocery, drug, mass market, military 
and select club and dollar retailers) for women’s fragrances for 
the year ended August 7, 2022 fell 5.9% to $620.4 million. 
Perfumes and colognes/body powder sales were $493.7 mil-
lion, a 5.1% change from the prior-year.  (See chart, p. 50).

The best-selling scent? Body Fantasies perfumes and co-
lognes/body powder led the way with $44.4 million followed 
by private label at $29.1 million and Ariana Grande at $24.3 
million, according to the IRI data. 

In August, one of  the pop singer’s best-selling fragrances, 
God Is A Woman, added a namesake body line at Ulta Beauty 
that included body scrub soufflé, body oil, multi-purpose hand 
and body cream and a travel spray.

Demand dropped in the men’s mass market, too. According 
to IRI, sales within the men’s fragrance and shaving lotion 
category fell 3.7% to $648.5 million. In a bit of  good news,. 

cologne/talc/shaving lotion sales rose 3% to $520.4 million, 
according to IRI.  

NEW SCENTS 
Across the category, new scents are entering the market in a 
range of  price points.

This past summer, Victoria’s Secret released its first origi-
nal fragrance in five years simply called “Bare.” The woody 
floral scent—which features upcycled Australian sandal-
wood—has a formula that adapts to each person’s body 
chemistry, creating a scent that is unique to the wearer, ac-
cording to the company.

In September, Amaffi Perfume House rolled out its Casino 
fragrance collection—a line created specifically for high roll-
ers. With prices ranging from $3,200 to $3,800, the luxury 
fragrances are called Place Your Bets, Lucky Dice, Royal 
Flush Diamond and Royal Flush Club. The perfume bottles 
are shaped like dice, a deck of  cards and roulette wheel in 
handmade black and ruby crystal. 
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Indie grooming and personal care brand Bravo Sierra recent-
ly launched its first eau de cologne, retailing for $45. Touted as 
the perfect contrast between warmth and spice, American soft 
cedarwood teams with bright citrus to yield what the brand calls 
a harmonious, timeless scent. Made in collaboration with French 
Master Scent Designer Lucas Sieuzac, this new spin on a clas-
sic musk entails sensual notes of  warm leather and cedarwood 
elevated by bright citrus top notes with rich juniper berry and 
botanicals to yield a scent that is masculine, intoxicating and 
modern, according to the company.

Puig’s Carolina Herrera has her own take on the modern 
man. This holiday season, the fashion designer presents the 
Bad Boy and Good Girl Gold Fantasies. The fragrances, 
housed in glistening gold packaging, contain a limited-edition 
gold stiletto and gold lightning bolt, respectively. Good Girl 
expresses Herrera’s vision of  womanly duality (alluring sides 
of  light and dark) while Bad Boy is the perfumer’s own vision 
of  the modern man. 

New from Jean Paul Gaultier this holiday season is a limit-
ed-edition Le Male eau de toilette in which the iconic Le Male 
bottle is reimagined in a red Gaultier puffer jacker containing 
the original Le Male scent of  mint, lavender and vanilla.

People who like vanilla are the life of  the party—fun and 
energetic, according to Dr. Alan Hirsch, director of  the Smell 
and Taste Treatment and Research Foundation in Chicago.

The Healthy Fragrance in Pure Vanilla—handcrafted us-
ing organic sugarcane alcohol—has been so well-received by 
brand fans and new consumers alike, that the Lavanila dou-

bled the size of  its traditional 50 milliliter fragrance for fall 
2022. The new fragrance, retailing for $72, boasts the same 
scent formulation with its signature Madagascar vanilla base 
note and soft heliotrope accord over tonka bean. 

On the subject of  feminine, vanilla scents, Marilyn Jones, 
founder of  B Fragranced, a Black-owned, self-funded compa-
ny, recently launched her brand into Walmart with two femi-
nine scents: Embellish and My Epiphany. My Epiphany has 
notes of  mango, d’anjou pear, pomelo and wild strawberry 
leading to a bouquet of  lily of  the valley and then notes of  va-
nilla and amber sandalwood when dried. Embellish is infused 
with sparking notes of  apple, peach and citron plus jasmine 
and honeysuckle, and soft amber and sandalwood. 

MEGASTARS, MUSIC & FRAGRANCE LAUNCHES
This year, the fragrance industry saw new luxury fragrances 
that channel late movie stars and singers. 

The unisex Judy Garland fragrance, Judy, announced in 
mid-summer, was inspired by the multi-talented entertainer. 
With a bottle clothed in the ruby-colored glass slippers à la 
Wizard of  Oz, the fragrance was created by Vince Spinnato, 
CEO of  TurnKey Beauty Inc., with input from the late icon’s 
daughters, Lorna Luft and Liza Minnelli.

Retailing for $185, the fragrance showcases “the scent of  
Old Hollywood nostalgia” that TurnKey Beauty says embod-
ies dark orchid, coriander, a medley of  sultry gourmand and 
spice notes and a hint of  the official Judy Garland Rose, emit-
ting what the brand describes as a sexy, modern and all-inclu-
sive fragrance. The scent has a lingering sweetness of  tonka 
bean, bourbon vanilla and caramel balanced against notes of  
velvety musk and patchouli woods. 

Pop star Dua Lipa debuted the Yves Saint Laurent  

Libre Le Parfum in Paris this past fall. 

Cosmetic chemist Vincenzo Spinnato created Judy, a unisex fragrance after  

Judy Garland with input from the late movie star’s children.  
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“I’m such a huge fan of  Judy Garland,” said Spinnato. “To 
develop a fragrance for her with Lorna and Liza is beyond the 
rainbow! Our goal is to respect Judy Garland’s memory, help 
preserve her legacy and hopefully introduce her to a new gen-
eration of  fans with this unisex fragrance as well.”

In October, Scent Beauty partnered with The Estate of  
Whitney E. Houston, Primary Wave Music and Firmenich 
to capture the late singer’s message of  self-love and beautiful 
voice into a signature fragrance. 

Housed in a tall, crystal-shaped bottle in Houston’s favor-
ite color purple, the fragrance inside contains notes of  bright 
fruits and florals while lingering woody notes keep consumers 
warm and self-assured.  

“To wear Whitney Houston is to feel inspired and confident 
like Whitney, who always encouraged women to embrace the 
greatest love for themselves,” said Pat Houston, executor of  
The Estate of  Whitney E. Houston. 

A portion of  proceeds of  the fragrance, which debuted on 
the Home Shopping Network in October, will benefit The 
Whitney E. Houston Legacy Foundation, which offers grass-
roots programs and initiatives for the young.

But not all launches from music and Hollywood were post-
humous. 

This fall also saw the launch of  Cher’s Decades fragrance 
collection. The singer worked again with Scent Beauty, which 
launched Cher Eau de Couture in 2019.

Decades takes fans on a journey through her illustrious ca-
reer, dating back to the Sonny and Cher era of  the 1960s (a 
fragrance mix of  chypre flora with notes of  bergamot, rose 
damascene and patchouli) all the way up to the 1990s when 
her hit song “Believe” topped the pop charts. This latter fra-
grance is a floral with notes of  peach nectar, heliotrope and 
sandalwood, representing pop escapism.

This year also saw the return of  Rihanna’s Fenty eau de 
parfum, a unisex fragrance by the pop star which sold out 
within hours of  its release two times last year. 

Both spicy and sweet, Rihanna is said to have hand-se-
lected key notes of  magnolia, musk, tangerine and Bulgar-
ian rose alongside world-renowned LVMH Master Perfum-
er Jacques Cavallier-Belletrud. The result is a sensual warm 
floral inspired by distinct memories and places near and 
dear to the singer—from Barbados to Paris to Los Angeles 
to New York. For the holiday season, the fragrance, retail-
ing for $140, comes with a limited-edition brown Fenty 
scarf  wrapped around each bottle.

Dua Lipa, the global ambassador for YSL Beauty, intro-
duced the luxury beauty brand’s Libre Le Parfum at an exclu-

sive event in Paris in early September. Guests discovered the 
new fragrance in an immersive space designed around Libre 
Le Parfum’s accords of  fern, lavender, orange blossom and 
warm saffron from the YSL Beauty Ourika Community Gar-
den. The perfume is described as a warm and spicy interpreta-
tion on the classic eau de parfum. 

Scent Beauty Inc. also announced partnerships with Ky-
lie Minogue and actor and recording artist Luke Grimes 
of  Yellowstone. Minogue released a recreation of  her hit 
fragrance Darling in the US following a successful launch 
abroad in the UK, Spain, France and Australia. First 

Mugler’s Fragrant Legacy, Ford & More
With the passing of genre-bending French fashion de-
signer Thierry Mugler in January, Mugler Fragrances 
worked tirelessly to keep the mogul’s legacy alive with 
the introduction of Alien Goddess Intense. Fronted by 
Willow Smith, the new floral perfume contains a blend 
of woody, amber and floral notes inclusive of Calabrian 
bergamot and jasmine with a bourbon vanilla infusion.

In June, The Fragrance Foundation (TFF) held its first 
in-person event in three years at the David H. Koch 
Theater at Lincoln Center in New York City to celebrate 
the fragrance industry’s outstanding creative achieve-
ments. Tom Ford’s Black Orchid was inducted into the 
Fragrance Hall of Fame while pop megastar Billie Eilish’s 
first fragrance, “Eilish Eau de Parfum” was voted Most 
Popular Fragrance of the Year. 

According to Linda Levy, TFF president, members felt 
Ford’s Black Orchid, an amber floral developed 15 years 
ago, imbues a “unique, extraordinary scent” that will en-
dure as a classic fragrance. 

Jeff Gennette, Macy’s Inc. chairman and CEO, was 
honored with the 2022 Hall of Fame award while Fran-
cois Demachy, Dior’s former perfumer and creator, re-
ceived the 2022 Lifetime Achievement Perfumer award.  

“We are grateful to be in the fragrance business where 
we are united in our mission to inspire the world to dis-
cover the artistry and passion for fragrance,” said Levy. 
“People appreciate fragrance now more than ever as we 
discover the importance of the sense of smell, and fra-
grance sales reflect this since the pandemic began, as 
well as going forward. Fragrance has the ability to trans-
port us to destinations and invoke special memories. It 
truly has become the invisible accessory.” 
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launched in 2006, Darling is a more modern, longer-lasting 
version of  the original scent, captured by Firmenich Per-
fumer Illias Eremendis in a “vegan” formula. The playful, 
floral emits notes of  passionfruit, freesia and lychee, lily and 
boronia flower which dry down to a blend of  vanilla, amber 
wood and sandalwood. 

Grimes is the new face for Stetson, the men’s fragrance fran-
chise. He joins Stetson as the brand continues the expansion 
of  its fragrance and grooming offerings built on the original 
fragrance. Having recently celebrated 40 years, it features 
bold notes of  citrus, cedar and patchouli, with notes of  musk, 
honey amber and tonka bean as it dries down. 

FRAGRANCE ENTERS THE METAVERSE
Gone are the days of  only discovering fragrances on pa-
per blotters at department stores. Social media marketing 
drives sales, but it’s more than YouTube ads and Instagram 
scrolls. Video sharing giant TikTok appears to be signifi-
cantly driving fragrances purchases. According to The 
NPD Group, the #PerfumeTok hashtag has had more than 
three billion views on TikTok, with the platform account-
ing for 45% of  social media-driven fragrance purchases 
in the US, according to the group’s 2022 Fragrance Con-
sumer Report. These figures represent an increase of  15 
points versus 2021. 

TikTok and Instagram are currently tied as the top so-
cial media platform to influence fragrance purchasing de-
cisions among all age groups. What’s more, some of  the 
beauty industry’s top influencers, which include Gen Zers 
Charli D’Amelio and Addison Rae, launched their own 
fragrance lines this year.  

Speaking of  social media’s influence on fragrance, Miley 
Cyrus is the face of  the new Gucci Flora Gorgeous Jasmine. 
Cyrus became the first persona to appear as an avatar in Gu-
cci Town on Roblox as the brand expanded its #FloraFan-
tasy into the metaverse. Gucci town visitors discovered the 

fragrance in the virtual Gucci store, which was modeled after 
real-life boutiques. 

This past fall, beauty influencer Stephanie Ledda 
launched Ledda, her direct-to-consumer fragrance compa-
ny. Her first perfume, 22 Orris, is described as the “perfect 
date night scent” with notes of  pink pepper, sandalwood 
and orris. Engineered with a higher concentration of  fra-
grance oil, the scent co-created with global perfumer Frank 
Voelkl, carries a long-lasting scent, according to Ledda. It 
is also available as a hand cream. 

In November, beauty maven Huda Kattan’s sister Mona 
Kattan launched a fragrance from her brand, Kayali. Said to 
cater to the vanilla scent, Vanilla Royale Sugared Patchouli, 
follows the 2018 launch of  cult favorite Vanilla 28. Exotic flo-
rals and rich spices comprise what is being marketed as a sexy, 
rich and “boujee” older sister to make the wearer feel “luxe.” 

SALT OF THE EARTH
Current events shape business, and the same rings true for 
fragrance. A culture built on inclusivity coupled with want-
ing to feel more connected to the Earth in the wake of  the 
covid-19 pandemic, have prompted perfumers to create 
woodsy, gender-neutral fragrances. For example, Aesop’s 
fourth fragrance in the Othertopias collection, Eidesis eau 
de parfum, is what the makers call a beguiling fragrance with 

bright opening notes that 
develop into deep spice, 
damp earth and dry woods. 
The fragrance was inspired 
by the myth of  Narcissus, 
exploring liminal spaces 
that challenge perception, 
ignite dialogue and promote 
dream-like states. Consis-
tent with “The Mirror” 
concept, the woody, spicy 
blend is infused with watery 
floral notes. With top notes 
of  petitgrain, black pepper 
and frankincense and base 
notes of  sandalwood, cedar 
and vetiver, Eidesis eau de 
parfum is said to be unfet-
tered by conventional defi-
nitions of  gender, according 
to the brand. 

As another ode to the 

Scent Beauty launched the Whitney 

Houston Signature Fragrance in  

partnership with The Estate of  

Whitney E. Houston and Primary 

Wave Music.

The Decades Collection inspired by pop icon Cher was released  

this year via a partnership with Scent Beauty. 
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woodsy fragrance family, Phlur developed a fragrance 
apropos for fall called Somebody Wood. The scent, de-
signed by Perfumer Robert Gaudelli, encases an uplifting, 
unexpected vibrant and “addicting” wood fragrance. In-
troduced with top notes of  lemon and bergamot, the fra-
grance’s amber musk comes through from jasmine, watery 
marine notes and a boost of  spice. 

French Perfumer Guillaume Flavigny created a luxury fra-
grance called Royal Earth. Three years in the making, Royal 
Earth features a root extraction of  the Orris flower in Italy— 
which comprises the strong powdery top note—carrot seeds 
and ylang ylang. 

“It’s the message of  well-being,” said Flavigny in a Zoom 
call with Happi. “We need the light of  ylang ylang, very lu-
minous, very positive. There’s no stress. The roots are the sta-
bility that links with the earth. It’s what we need. It can help 
you to find more stability and peace and harmony in your life. 
This is the energy in the bottle.” 

Similarly, Abel Founder Frances Shoemack had been in 

search of  natural ingredients when she founded her fragrance 
brand nearly a decade ago in Amsterdam. 

A former winemaker, Shoemack insists she “detoxified” her 
beauty routine, steering away from synthetic scents when she 
connected with Master Perfumer Issac Sinclair and Fanny 
Grau who shared her love of  natural ingredients. 

This past year, as part of  its US debut, Abel introduced 
Cyan Nori, which uses the ocean as its muse. Fruity and juicy 
scents of  tangerine and peach meet a salty, deep-sea dry-down 
accompanied by hints of  plant-derived musk. 

“Covid changed a lot of  things about day-to-day life and 
one of  those things was the way people wear scent,” said 
Shoemack, whose perfumes are available in 25 countries. 

“More and more we hear from customers that they wear 
perfume not for how it smells to others, but how it makes 
them feel. It’s an awesome change that makes perfume less  
superficial, more meaningful. And it makes natural  
ingredients in perfume a more powerful proposition,” added 
Shoemack about the launch.  n
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SKIN CARE ACTIVE DEVELOPMENT

Skin Care Actives 
Drive the Market
NEW INGREDIENTS AND NEW PLAYERS 
STIR INTEREST IN THIS EVER-EVOLVING 
CATEGORY. 

Tom Branna, Editorial Director

How about a little coffee in your skin cream? News 
that Illy entered the skin care market underscores 
a movement toward unconventional ingredients in 
personal care. As a result, to hyaluronic acid and 

retinol, add Zylorma and snail mucin. Savvy consumers are 
reading skin care product labels and, thanks to social media 
and websites, learning more about product performance and 
paying closer attention to their skin.

According to Dermatologist Dr. Hope Mitchell, since the 
global covid pandemic, consumers have sought products and 
skin care routines that will provide them with comfort, sim-
plicity and adequate sun protection. 

“They are definitely understanding the importance of  ‘pro-
tecting what you are correcting’ or just protecting the skin 
from future damage,” said Mitchell.

Since the start of  covid, Mitchell reports numerous new 

shifts in consumer behavior regarding skin care, including an 
increase in the use of  skin care products, the creation of  at-
home spa and salon experiences, and the search for protective 
skin care formulations. 

“Consumers now have more time on their hands to inves-
tigate various topics on the internet, which has resulted in an 
increased awareness of  the products’ ingredients and role in 
skin care,” she observed.

IDENTIFYING ISSUES
More knowledge, yes, but when it comes to skin care woes, 
consumers’ complaints are ageless. Dryness (44%) and an-
ti-aging (37%) are the top skin care concerns, according to 
Provoke Insights, a New York research company. Other ar-
eas of  concern cited by survey participants include fine lines/
wrinkles (31%), acne (27%), dark spots (19%), pores (18%) and 
dullness (7%), according to Provoke Insight’s recent Beauty & 
Skincare Trends report. 

Mitchell’s patients’ biggest concerns are signs of  aging. She 
reports an uptick in appointments to discuss signs of  aging 
which include: loss of  elasticity or volume, fine lines, sagging, 
dryness, redness, rough texture and discoloration or uneven 
skin tone. 

“The ‘Zoom Effect’ has made many pay closer attention to 
their face and additionally their neck, decolletage and backs 
of  hands,” Mitchell explained. “Prior to covid, patients were 
more likely to do fewer procedures in tandem. Now, many are 
combining regimens that consist of  peels, injectables and/or 
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laser treatments on top of  using skin care regimens that cover 
hydration, exfoliation, collagen stimulation and antioxidant 
protection along with sun protection.”

Patients of  all ages care about their skin. But their concerns 
diverge based on their age, according to Mitchell. Patients 
in their 20s and 30s have an interest in anti-aging regimens. 
This group is all about prevention and using “appropriate skin 
care” and procedures that may reduce the appearance of  fine 
lines and discoloration or uneven skin tone, she explained. Pa-
tients in their 40s are also concerned with loss of  firmness and 
volume of  the skin, resting or etched lines on the forehead and 
around the eyes and melasma. 

“The most successful patients are the ones who combine in-
office treatments with their skin care routine,” said Mitchell. 

In their 50s, concerns include further loss of  elasticity and 
volume, more fragile skin and wrinkles in addition to aging of  
the neck.

“Patients are starting to understand the huge impact dry-
ness and hormonal changes like menopause can have on the 
skin,” she observed. “As a result of  the hormonal shifts, many 
notice acne and signs of  sun damage like excessive pigmenta-
tion or uneven skin tone.”

Finally, more patients are presenting who are in their 60s 
and 70s.

“They understand it is never too late to begin an anti-aging 
program,” she added.

According to Provoke data, as of  spring 2022, moisturizers 
and cleansers are the leading skin care products.  Cleansers 
are especially popular among younger consumers. 

“As one might suspect, Gen Z is especially concerned about 
acne,” noted Matt Silverman, a researcher and strategist with 
Provoke.

But whatever the format, ingredients are important when 
consumers are considering skin care products.

“Over half  of  consumers (53%) look for specific ingredients 
when purchasing skin care products,” said Silverman. “This is 
especially true among Millennials, parents and those looking 
for sustainably-sourced products.”

WHAT THEY SEEK
What do tretinoin and snail mucus have in common? Google 
searches have soared for these skin care ingredients, according 
to Spate (see chart at left), a New York research firm. Spate 
Co-Founder and CEO Yarden Horwitz noted that early on in 
the pandemic, when consumers were quarantining at home, 
their time was spent experimenting and educating themselves 
on different skin care ingredients. 

“As a result, they became more comfortable with targeted 
clinical actives and we’re seeing an increase in searches for 
ingredients such as tretinoin now,” she told Happi.

But not all that research led to good results. According to 
Horwitz, despite rigorous self-education, many consumers 
overdid their active ingredient use which explains growing in-
terest in skin barrier repair and skin-supporting ingredients. 

“With snail mucin and ceramides, for example, consumers 
demonstrate their love for soothing hydration and moisture,” 

New Olay Regenerist Hyaluronic + Peptide 24 is said to  

provide 24 hours of hydration and instantly radiant skin.

GOOGLING FOR SKIN CARE ANSWERS
Consumers want to know more about what goes into their skin 

care formulas and they’re going to Google to find out. For 
example, tretinoin is experiencing an increase of 15.0K searches 

on average every month since last year, according to Spate. 
Source: Google Search data, average monthly search volume 
comparing the 12 months ending September 2022 v. the 12 

months ending September 2021 (US).

Ingredient Volume Increase

Tretinoin 208.1K 15.0K

Snail mucin 30.6K 13.0K

Rice 44.1K 10.9K

Glycolic acid 184.5K 9.9K

Ceramide 28.8K 6.0K

Benzoyl peroxide 55.5K 3.4K

Activated charcoal 10.1K 3.3K

Argan oil 33.3K 3.3K

Copper peptide 5.9K 2.9K

Grapeseed oil 29.2K 2.8K
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said Horwitz. Though skin care searches are down now, Spate 
anticipates continued interest in streamlined routines that in-
corporate a curated range of  clinical and skin-supporting in-
gredients. 

“It’s now especially important for brands to pay attention 
to consumer interests as budgets are tight and they won’t 
shy away from cutting-edge products that don’t offer visible 
change,” said Horwitz.

Vitamins are top of  mind with consumers when it comes 
to supplementation. In August, The Benchmarking Company 
surveyed women about their interest in supplements. When 
asked “What ingredients in supplements do you look for (or 
would look for),” vitamins topped the list. Here are their top 
10 responses, according to The Benchmarking Company:

Epionce founder Dr. Carl Thornfeldt knows the benefits of  
ceramides, another key ingredient. They’ve been in the Epi-
once skin care line, which celebrated its 20th anniversary in 

October. In fact, when cholesterol, fatty acids and ceramides 
are in a 3:1:1 ratio, they optimize the repair process.

“Applying one ingredient never worked, we saw some ben-
efit, but you need all three to affect barrier repair,” recalled 
Thornfeldt. “You need all three ingredients in that 3:1:1 ratio 
to get barrier repair. We pioneered it!”

All three ingredients can be found in Epionce Renewal Fa-
cial Cream, which debuted in 2002. According to Thornfeldt, 
his formula matched results of  gold standard, prescription for-
mulas.

In a call with media, dermatologist Dr. Dendy Engelman 
noted that the skin barrier provides amazing protection to the 
body. 

“We can die of  sepsis within minutes; the barrier keeps us 
well from birth,” she noted. “The question becomes: how do 
we support the skin so that it functions properly? There are 
so many actives that affect the barrier. We want to fortify the 
barrier, not disrupt it.”

Epionce won’t disrupt the barrier, but Thornfeldt is com-
mitted to disrupting the category. In 2023, Epionce will launch 
a multifunctional sun care product and more.

“Next year, and beyond, we will continue to develop barrier-
first, science-driven products.”

Thornfeldt is studying an array of  promising botanicals and 
herbs. He said there are 250,000 botanicals, yet only 50,000 
have been thoroughly investigated. But whatever natural ma-
terial he picks, ingredients will be derived from his new extrac-
tion methods.

“The quality of  the extraction method is critical,” he ex-
plained. “Most extraction methods destroy a high percentage 
of  the active ingredients. That’s why we do our own manu-
facturing.”

PEPTIDES VIA PROCTER
Procter & Gamble combined the best of  two ingredients with 
its new Olay Regenerist Hyaluronic + Peptide 24. P&G main-
tains the new formula provides 24 hours of  hydration and in-
stantly radiant skin. According to Olay research, hydration is 
the No. 1 skin care priority among consumers, yet 25% of  
women say they cannot find a product that provides long-
lasting hydration in a lightweight gel. This line contains the 
highest levels of  hyaluronic acid compared to Olay Regener-
ist’s full roster of  products. HA is combined with vitamin B3 
(niacinamide) and peptides in the range, which includes gel 
moisturizer, eye gel, hydrating serum, hydrating moisturizer 
with sunscreen and a facial cleanser.

After two weeks of  using the gel moisturizer, 92% of  women 

Epionce may have turned 20 years old, but it’s growth spurt starts next year 

with new formulas in categories.

Vitamin D 76%

Vitamin C 66%

B-12 62%

Antioxidants 61%

Anti-inflammatory ingredients 56%

Probiotics 55%

Biotin 53%

Collagen 52%

Vitamin E 51%

B-complex 50%
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reported long-lasting hydration, addressing a key skin concern 
that spans generations and skin types and tone, noted the 
brand.

The range traps moisture two times longer than the $400 
cream, according to Olay.

There are plenty of  new formulas from which to choose. For 
example, Karyn Grossman, MD and medicinal chemist and 
CBD expert Oludare Odumosu, PhD, MPH teamed up to 
create Raf  Five After Hours moisturizing lotion. This hydrat-
ing moisturizer also promises to combat acne. The dual action 
is made possible thanks to a formula that contains hyaluronic 
acid, thiotaine and a patent-pending Zylorma Complex that 
combines soothing CBD and botanicals that combat bacteria, 
unclog pores and balance out sebum production to help elimi-
nate and prevent breakouts, according to the company.

With so many new product launches, it’s clear that actives 
are on everyone’s lips…literally! New One Lip Wonder from 
Fleur & Bee is a botanical-based balm packed with peptides, 
plant stem cells and coconut oil to visibly hydrate, smooth and 

plump lips. In a consumer study, 90% of  participants said 
their lip texture is smoother after using One Lip Wonder for 
two weeks. The clean, cruelty-free and 100% vegan formula 
retails for $24, according to the brand.

According to company executives, the formula includes 22 
active ingredients. Formulators left out the typical lip balm in-
gredients, petroleum and beeswax, and elevated the product 
with organic coconut oil to hydrate, organic castor seed oil 
to nourish and smooth, and candelilla wax to moisturize and 
soothe. One Lip Wonder includes the usual suspects, glycerin 
and vitamin E. Both are known to hydrate and soothe the skin.

To take One Lip Wonder to the next level, it is formulated 
with anti-aging ingredients such as peptides to plump skin and 
antioxidant-rich plant stem cells to protect the skin.

“We chose many of  these ingredients based on their effec-
tiveness in many of  our other anti-aging skin care products,” 
said Fleur & Bee Customer Support Manager and Esthetician 
Jasmine Rose.

In fact, the only ingredient in One Lip Wonder that is new 
to its repertoire is candelilla wax. It was selected as the most 
suitable alternative to non-vegan beeswax and unsustainable 
petroleum products that are usually incorporated into lip 
treatment products. 

“Candelilla wax is more easily absorbed into the skin and 
applies better than beeswax, and it does not leave a “film” on 
your lips as some lip products will,” added Rose.

There are plenty of  other launches, too. Cashmere Moon’s 
Moisturizing Trio Box ($75) includes Whipped Body Cream, 
Vitamin C Whipped Hand Lotion, & Lavender Rose Glow 
Oil. Together they are said to provide head-to-toe hydration, 
soften skin and promote “healthy radiant skin.”

LouLoudi Microneedle Eye Patches are said to contain 
more than 400 needles with active compounds. All those tiny 
pricks promise to reduce puffiness, fine lines and wrinkles, as 
they repair, replenish and plump skin, according to LouLoudi. 
Patches start at $7.

Vitamin C is the not-so-secret ingredient in Trixsent’s For-
ever Young Collection. Formulas include Vitamin C Serum, 
said to deliver deep moisture to fight the signs of  aging; Vi-
tamin C Eye Cream, said to reduce the appearance of  dark 
circles and puffiness; Vitamin C Cleanser, which washes away 
oils while gently soothing skin; and Vitamin C Cream, which 
promises to firm, brighten, even and moisturize skin.

A COFFEE BREAK
Renowned coffee producer Illycaffé has entered the skin care 
space. New Amarey is based on regenerated Arabica coffee 

One Lip Wonder is said to work wonders on dry, chapped lips. 
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extract, coffee flowers and coffee pow-
der. The line includes cleanser, serum 
and face cream. 

According to the company, 2.25 bil-
lion cups of  coffee are downed every 
day. Yet, just 10% of  the coffee cherries 
are used to make the world’s most popu-
lar pick-me-up. Illy hopes to change all 
that with Amarey. The name is derived 
from African-Yoruban and means “pos-
sessing great strength.”

Amarey maintains that coffee’s anti-
oxidant properties help prevent cellular 
skin damage, reduce inflammation and 
puffiness, and help counteract signs of  
photoaging, including wrinkles and dis-
coloration. Coffee and cosmetics have 
met before. Formulators know that caf-
feine constricts blood vessels, which may 
make skin appear brighter and tighter, 
according to some experts.

The Amarey formulas include more 
than coffee, of  course. For example, the 
Antioxidant Lift Serum contains niacin-
amide and the Hydrating Face Cream 
contains enriched vitamin E. Prices 
range from about $24 for the cleanser to 
$52 for the serum.

Biologique Recherche’s Collagene 

Originel is based on Type-0 Collagen, 
an active ingredient derived from ma-
rine biotechnology that has not evolved 
in more that 600 million years—and 

that’s a good thing, insist company ex-
ecutives.

“It is the historical strain of  all colla-
gen types and is considered ‘the mother 

This collagen’s story is  

600 million years old.

Untitled-2   1 5/9/18   4:08 PM

Untitled-2   6Untitled-2   6 10/14/21   2:11 PM10/14/21   2:11 PM

56-65_Actives_1222.indd   6356-65_Actives_1222.indd   63 11/21/22   12:04 PM11/21/22   12:04 PM

http://HAPPI.COM
http://www.spectracolors.com
mailto:dyes@spectracolors.com


SKIN CARE ACTIVE DEVELOPMENT

64  /  DECEMBER 2022  /  HAPPI.COM

of  all collagens,’” said Philipe Allouche, 
head of  creation, Biologique Recherche. 

“Our Collagene Originel serum is a 
revolutionary anti-aging treatment that 
acts on the four main types of  collagen 
(I, III, IV, VII) to re-densify the skin in 
three dimensions,” he told Happi. “It 
stimulates the collagen naturally pres-
ent in skin at the gene and protein levels 
to reduce wrinkle length and revitalize 
the dermal-epidermal junction, which is 
the complex structure that anchors the 
epidermis layer to the dermis layer and 
keeps skin plump and youthful.”

After four applications on ex-vivo 
human skin explants over a seven-day 
period, collagen I increased 13% and 
collagen III increased 34%. In the DEJ 

structure, the company reported a 45% 
increase in collagen IV and a 62% in-
crease in collagen VII. In an X-Polar 
analysis, Biologique Recherche reported 
a 28% increase in the integrity of  the 
collagen fi bers. 

“We measured a 22% increase in the 
dermal-epidermal junction index, which 
means the length of  the DEJ increased 
and its surface became more wavelike 
indicating the DEJ’s mechanical resis-
tance was increasing, resulting in more 
fi rmness, less sagging, less wrinkles, and 
the ability to heal and regenerate tissue 
faster,” recalled Allouche. “We conduct-
ed in-vivo tests on 20 volunteers ages 
51 to 68, who used Collagene Originel 
twice a day for 56 days. We measured a 
21% reduction in wrinkle length.”

Dermaesthetics Beverly Hills 
launched two novel formulas last month. 
Foxfi re Serum ($95/1oz) is said to work 
with the body’s natural production of  
adenosine to both protect and heal from 
deep within the skin. When used daily, 
the serum is said the help users achieve a 
protective barrier against pollution, sup-
port healing of  the epidermal layers and 
provide a “glow up” as the adenosine 
works with the skin’s natural process.

“There’s no actual Fox Fire inside, but 
what gives the product the biolumines-
cent green color in our Foxfi re serum 
comes from the Matcha Green Tea 
Extract, along with a combined set of  
ingredients,” explained Dermaesthetics 
Director Lincoln Lee. “The ingredients 
stimulate ATP production and trigger 
increased cell rejuvenation as well.”

DBH’s Copper Peptide Serum 
($119/1oz) contains 500mg of  GHK-
CU, a human copper-binding peptide 
and proprietary blend of  plant stem 
cells, vitamins, antioxidants, moistur-
izing agents, and skin-fi rming amino 
acids to collectively tighten, thicken, 
repair, recover and reverse the signs 

WELCH, HOLME & CLARK CO., INC.
7 Avenue L ,  Newark, NJ   07105

973-465-1200  •  Fax: 973-465-7332
www.whc-oils.com

Established 1838
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Kosher   •  cGMP Compliant

FDA Registered
Proven Quality
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of  biological skin aging. When used morning and night for 
two weeks, the formula reduced fine lines, depth of  wrinkles, 
and improved structure of  aged skin; reduced photodamage, 
mottled hyperpigmentation, skin spots and lesions; reduced 
keloids, improved barrier function, reduced inflammation and 
free radical damage, stimulated collagen production, and im-
proved skin firmness, elasticity and clarity.

WHAT’S UP DOC?
The pandemic pushed online shopping five years into the fu-
ture. In-person shopping is making a comeback, but nobody 
wants to spend time in a doctor’s office—especially during 
cold and flu season. Since its debut in May, 2019, Musely has 
been offering specialized treatments to all types of  skin and 
hair concerns, including dark spots, melasma, rosacea, anti-
aging and even hair loss. The Musely team includes Chief  
Medical Officer Marie Jhin, MD and Skincare Advisor Kim-
ber Maderazzo, former EVP/GM at The Proactiv Company. 
To join the Musely community, users complete a 3-minute on-
line doctor visit by uploading three pictures and complete a 
medical questionnaire for a dermatologist to review and pro-
vide the most appropriate and effective treatment plan.

Products are medically customized and tailored to the cus-
tomer’s needs, just days before they receive them in the mail. 

Consumers must like the results as revenue growth jumped 
50 times and there’s been a 400% increase in new patient rev-
enue growth in the first half  of  2022. At press time, Musely ex-
ecutives said the company had more than 400,000 customers.

Founder and CEO Jack Jia told Happi that Musely treat-
ments are formulated with ingredients that are backed by 
clinical research, ensuring that they are safe and effective for 
treating specific medical conditions. Jia said OTC products of-
ten sit on shelves for months on end, making them less potent 
and quick to expire. 

“Even the factory-made medications typically prescribed by 
a doctor and picked up at the pharmacy were likely packaged 
nine or more months ago, and therefore are largely oxidized 
and less effective by the time they arrive,” he said. “Instead, we 
freshly compound our medications, meaning the ingredients 
are combined to create a custom medication tailored to our 
patients’ needs, just days before they receive it in the mail.”

Musely’s most in-demand formula is The Spot Cream 
which treats extremely stubborn hyperpigmentation such as 
melasma, which affects approximately five million people in 
the US alone.

“In many cases, melasma sufferers mistreated their hyper-
pigmentation due to false information and myths they have 

seen online,” said Jia. “Even many of  our patients have been 
told by their dermatologists that there is nothing that can be 
done for their melasma. The Spot Cream is expertly-formu-
lated with high-quality, prescription-strength ingredients such 
as hydroquinone, azelaic acid, tranexamic acid and tretinoin 
to tackle hard-to-treat dark spots.”

According to Jia, Musely relies on unique combinations of  
science-backed ingredients specially formulated to treat dark 
spots, hair loss, aging and rosacea. 

“Some of  our go-to ingredients include hydroquinone, treti-
noin, minoxidil, azelaic acid, metronidazole, tranexamic acid 
and ivermectin—to name just a few,” he added.

Mitchell recommends a variety of  actives for her patients. 
She said BHA, salicylic acid, AHA, PHA, retinol, niacina-
mide, antioxidants and hyaluronic acid are considered to 
be the most effective ingredients for treating and preventing 
many dermatologic concerns.

Clearly, there’s plenty of  investment in skin care actives  
research to date, but there is also plenty more to come.

“There is always room at the very top of  people’s wish lists 
for more ingredients that can safely and effectively make a 
noticeable difference in their skin concerns,” said Mitchell. 
“Despite the fact that retinol, vitamin C and glycolic acid con-
sistently show effectiveness.”

And all three are consistently incorporated into skin care 
formulas!  n

Raf Five skincare products even work after hours, according to the brand.
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SHAMPOOS, CONDITIONERS, TREATMENTS 
AND MORE CATER TO TEXTURED TRESSES 
AND EVEN ADD VOLUME.

By Melissa Meisel, Senior Editor

After two years of  pandemic-born style suppression, 
beauty consumers are breaking free with a “rebel-
lious sensibility” for hair care this season, accord-
ing to industry expert Philip Pelusi. The frequent 

Happi.com contributor observed that for Winter 2022/2023, 
hairstyles exude a “winter weather nonconformity.” 

From a 70s shag haircut reinvention to an unconventional 
bronze brunette hair color, beauty formulators and marketers 
are mixing up “seasonal solutions in the form of  equally revo-
lutionary ingredients to tackle winter nemeses hat hair, dry 
scalp, static electricity and more,” he said.

Additionally, today’s hair care products must cater to more 
salon styling. Consumers want blowout services more often 
than they did a year ago, according to the recent release of  
first-quarter findings from Kline Pro: Salon Retail Products 
and Database. The report showed that the number of  salon 
blowouts is up 36% in the US and 46% in Canada. 

“Naturally, as clients want to replicate the volume achieved 
by their stylists at home, volumizing products increased by 
an average of  nearly 12% across both countries,” said Paula 
Gottdiner, project manager, consumer products, Kline. “Tex-
turizing is also picking up, increasing almost 3% compared to 

the first quarter of  last year.”  
Last year, hair serum sales increased nearly 23%. In com-

parison, styling aid serum sales increased 13%, according to 
Kline Pro USA data. This trend continued in 2022 as con-
sumers expand their hair care routine with products inspired 
by skin care. 

Mass market shampoo sales soared 4.8% to $3.6 billion 
while conditioners increased 1.1% to $2.5 billion, according 
to data from Information Resources Inc. (IRI) for total US 
multi-outlet (supermarkets, drugstores, mass market retail-
ers, military commissaries and select club and dollar retail 
chains) for the 52 weeks ended Oct. 2, 2022. Hair coloring 
sales climbed 2.8% to $1.6 billion while hair accessories rose 
1.2% to $1.6 billion. Hair growth products jumped 2.3% to 
$120.8 million but home permanent/relaxer kits dipped 9% 
to $40.7 million.

For a deeper look into the categories from IRI, check out 
the chart on p. 68. 

“For hair care, we’re seeing consumers go beyond the ba-
sics,” Nathalie Gerschtein, president, Consumer Products Di-
vision, North America for L’Oréal, told Happi. “There have 
been upticks in interest in scalp care and hair oils that we ex-
pect to continue in 2023.”

STRENGTH TRAINING
The major trends in hair care products now are based around 
“encouraging and repairing” the health and strength of  hair, 
said Nick Stenson, senior vice president, store and services op-

Repairing Formulations for Heat Styling 
& Curl Care Lead Haircare Launches
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erations for Ulta Beauty, Chicago. 
“Strong, healthy and shiny hair is the goal,” he said.
While Stenson handles operations, he is no stranger to 

beauty products. The Chicago-based, award-winning celeb-
rity stylist is also a longstanding partner with L’Oréal USA as 
an educator, brand ambassador and influencer. He keeps up 
with the latest hair care trends and shares his expertise with 

the beauty community. His latest project is his biggest yet—a 
new hair care line available online at Ulta Beauty and in stores 
in early 2023. 

The new Nick Stenson Beauty range includes a Volume 
Shampoo and Volume Conditioner; Moisture Shampoo and 
Moisture Conditioner; Root Lifter Spray; Smoothing Crème; 
Hydrating Oil; Leave-in Conditioner; Volume Crème; Light 
Hold Hair Spray and Texture Spray; and Dry Shampoo. The 
collection of  moisture-rich and volumizing hair care prod-
ucts were formulated to “heal, hydrate and strengthen all hair 
types with quality ingredients,” according to Stenson.

Concurrently, indie beauty brand K18 has been making 
headlines; according to the Kline Pro US database, with sales 
more than doubling in 2021. While it appears that the indie 
brand came out of  nowhere, a decade of  research went into 
discovering its patented K18Peptide. Said to reach the core of  
hair’s keratin or polypeptide chains and reconnect the broken 
ones, K18Peptide effectively restore more than 90% of  hair’s 
strength and elasticity. At press time, K18 expanded its distri-
bution into professional retailer SalonCentric.

K18’s newest product is its Peptide Prep Pro, a no-mix, 
spray-on demineralizing salon treatment that works to effec-

HAIR CARE SALES REMAIN STEADY, ACCORDING TO INFORMATION RESOURCES, INC. (IRI) DATA
Total US multi-outlet (supermarkets, drugstores, mass market retailers, military commissaries 

and select club and dollar retail chains) for the 52 weeks ended Oct. 2, 2022. 

Product Categories
Dollar Sales Unit Sales Price per Unit

Current % Change  
vs YA Current % Change 

vs YA Current Change 
vs YA 

Shampoo $3,575,437,636 4.8% 570,924,664 -3.6% $6.26 8.7%

Regular Shampoo $2,209,956,343 3.0% 387,603,487 -5.0% $5.70 8.4%

Dandruff Shampoo $657,842,053 2.3% 88,731,188 -2.6% $7.41 5.1%

Shampoo & Conditioner Combo Pack $385,528,967 8.4% 47,587,350 -2.9% $8.10 11.6%

Dry Shampoo $322,110,273 20.9% 47,002,638 7.3% $6.85 12.7%

Conditioner $2,533,537,276 1.1% 415,835,965 -6.2% $6.09 7.7%

Conditioner/Creme Rinse $2,533,537,276 1.1% 415,835,965 -6.2% $6.09 7.7%

Hair Coloring $1,648,798,815 2.8% 206,775,373 -4.3% $7.97 7.5%

Women’s $1,323,214,196 1.8% 172,908,116 -5.2% $7.65 7.3%

Men’s $207,189,869 10.3% 21,260,887 0.2% $9.75 10.1%

Unisex $118,394,749 2.8% 12,606,370 0.7% $9.39 2.1%

Hairstyling Gel/Mousse $1,085,815,586 5.3% 175,250,535 -1.7% $6.20 7.1%

Hair Spray/Spritz $650,581,950 15.8% 120,328,096 2.7% $5.41 12.8%

Source: IRI OmniMarket Total Store View

Bumble and Bumble added a new hair mask for 2022.
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tively reduce seven 
of  the most common 
types of  metals and 
minerals in four min-
utes, according to the 
company. It contains 
ingredients like acti-
vated charcoal and 
salicylic acid to gently 
remove buildup with-
out stripping hair.

“One of  the top 
trends we’re seeing in 
hair care right now 
is detoxifying prod-
ucts that can remove 
buildup without sac-
rifi cing color integ-
rity,” Casey Yee, stylist 
and senior director 
of  global education 

at K18, told Happi. “Adding a color-safe detox shampoo to 
the hair care routine helps create a clean canvas so color and 
chemical services, treatments and styling products work more 
eff ectively.” 

Meanwhile, beauty brand DefenAge Skincare has expand-
ed into the hair care category. Its fi rst hair-centric product is 
the 150K Hair Follicle Serum, which contains a concentrate 
of  DefenAge’s proprietary Age-Repair Defensins. Defensin-
molecules promise to stimulate the skin’s latent master cells 
and spark a targeted, regenerative response. 

The light, water-based formula is also infused with 48 re-
vitalizing ingredients that DefenAge says are shown to have 
clinical effi  cacy on the scalp and hair, including the natural 
fl avonoid Apigenin, azalea fl ower-isolated yeast extract and 
organic pea sprouts extract. The formula is hormone-free.

Rejuvenation-inspired, the 150K Hair Follicle Serum is de-
signed for both men and women to revitalize the scalp and 
skin under the hair. The human scalp contains up to 150,000 
hair follicles, and DefenAge 150K Hair Follicle Serum ensures 
that each and every one of  those follicles functions optimally, 
according to the brand. The proprietary technology keeps the 
skin fresh and healthy, providing an ideal environment for hair 
follicles to fl ourish.

The serum helps reduce visible signs of  hair loss, promotes 
the immunity of  the scalp and nourishes follicle nutrition sup-
port to encourage healthy hair. Applied directly to the scalp 

via a special vial that protects product integrity and prevents 
waste, the serum aims to re-establish the visible quality of  the 
hair and preserve natural pigmentation, mitigating gray hairs.

“During initial testing, we also found that the serum pro-
vides remarkable benefi ts if  applied on the skin under the 
beard,” said DefenAge CEO Nikolay Turovets. “We saw that 
the skin under the beard becomes visibly smoother and more 
evenly toned, and the appearance of  infl ammation and itchi-
ness is reduced.”

Touted as a savior of  colored and chemically treated 
hair, new Coco & Eve Bond-Building Pre-Shampoo Treat-
ment takes bond repair to the next level to dramatically reduce 
damage. The formula combines an advanced bond-building 
polymer with strengthening and lipid-replenishing avocado 
and coconut oils that work from within to holistically repair 
weak, dry and damaged hair. 

This vegan formula also includes three rebuilding bonds 
that help repair the hair: disulphide, ionic and hydrogen 
bonds. According to Coco & Eve, disulfi de bonds are one of  
the stronger and more permanent bonds in hair that gives 
hair its strength and shape. Heat and chemical treatments can 
break these bonds. Salt/ionic bonds are temporary and weak 
bonds that can be broken when hair is wet, there is humidity 
in the air or pH imbalance by the use of  hair products. Finally, 
hydrogen bonds are temporary but strong bonds that can be 
broken by water, humidity and heat. They are responsible for 
hair strength and elasticity.

New from Monat this month is Monat IR Clinical, a three-
part regimen said to reduce hair fall, according to the Happi 
Top 50 company. The collection introduces bakuchiol for anti-
infl ammatory benefi ts, caff eine for UV protection and mela-
tonin known to reduce hair thinning DHT. The line is for all 
hair types and textures.

At the core of  the IR Clinical collection is a non-greasy se-
rum that immediately reduces breakage and produces thicker, 
fuller-looking hair in 60 days, said the company. Clinical stud-
ies found 92% less hair fall, and eight of  10 consumers said the 
product helped improve hair growth. The line also includes a 
thickening shampoo and conditioner.

Actress Jennifer Aniston’s vegan and cruelty-free hair care 
brand, LolaVie, added a restorative shampoo and conditioner 
duo. Since its launch last year, shampoo and conditioner have 
been the most requested products. Like the rest of  the collec-
tion, the products are made with bamboo essence, creating 
less waste and conserving water, said the company.

Formulated with LolaVie Bond, the brand’s proprietary 
technology harnesses the power of  chia seeds to repair exist-

Coco & Eve Bond-Building Treatment
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ing damage while also protecting the 
hair from future damage. Other ingre-
dients include upcycled jackfruit and 
orange pulp, coconut alkanes, superfruit 
conditioning and vegan keratin com-
plexes, bamboo essence and the all-new 
LolaVie Healthy Volume Complex. Like 
all LolaVie products, the conditioner is 
vegan, cruelty-free, color-safe, suitable 
for all hair types and features the brand’s 
signature scent.

LINE EXPANSIONS
Some hair care brands are refresh-
ing popular products for the season or 
expanding best-sellers. For example, 
R+Co expanded its Lost Treasure range 
with an Apple Cider Vinegar Condi-
tioner, a partner to its popular Lost 
Treasure Apple Cider Vinegar Cleans-
ing Rinse (formerly known as Acid 
Wash).

Inspired by traditional beauty treat-
ments for hair, this weightless condition-
ing and nourishing rinse softens strands 
by closing damaged cuticles, detangles, 
adds shine and prevents frizz, said the 
company. 

Two new Nexxus innovations recently 
rolled out exclusively on Amazon.com. 
Keraphix Damage Repair Treatment 
Cream and Humectress 360° Perfector 
Spray are the latest innovations from the 
Nexxus portfolio to achieve salon-quali-
ty hair results, said the company.  

The Nexxus Keraphix Damage Re-
pair Treatment Cream is a reparative 
fiber bonding product that repairs and 
prevents split ends, provides heat protec-
tion, reduces unwanted frizz and speeds 
up blow dry time. Unique bonding tech-
nology strengthens hair, leaving it shiny, 
soft and healthier looking, said the com-
pany. Meanwhile, the Nexxus Humec-
tress 360° Perfector Spray is a leave-in 
multi-benefit treatment.

Redken is also growing its hair care 

portfolio with new All Soft Moisture Re-
store Leave-In Treatment. Formulated 
with hyaluronic acid, the All Soft Mois-
ture Restore Leave-In Treatment mois-

turizes hair and locks in hydration, said 
Redken. It also serves as a heat, static 
and humidity protectant.

Bumble and Bumble is introducing a 

1-800-ALL-OILS
ARISTA INDUSTRIES, INC. 

557 DANBURY ROAD, WILTON, CT 06897 • 203-761-1009  •  FAX 203-761-4980 
www.aristaindustries.com • info@aristaindustries.com

Since       1930

We specialize in delivering the �nest quality all-natural vegetable oils, 
fruit oils, specialty butters & miscellaneous ingredients
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Coconut Oil may improve heart, vascular, 
brain and immune functions, as well as 
enhance skin and hair health. We proudly 
o�er Organic, Organic Virgin, RBD & 
Hydrogenated Coconut Oils.

Abyssinian
Acai

Almond
Apricot
Argan

Avocado
Borage
Canola
Castor

Chia
Evening Primrose

Flax Seed
Grape Seed

Hazelnut
Hemp Seed

Jojoba
Kukui

Macadamia

Marula
MCT

Moringa
Olive

Passion Fruit
Peanut

Pomegranate
Pumpkin
Rice Bran

Rose Hip
Sacha Inchi
Sa�ower

Sea Buckthorn
Sesame

Sunflower
Tea Tree
Walnut

Wheat Germ

Vegetable Oils

Miscellaneous Ingredients 
Almond Meal

Hydrogenated Oils
Hydrolyzed Fish Collagen

Lauric Acid

Squalane
Sunflower Lecithin

Vegetable Glycerine
Walnut Shell Powder

Marine Oils
Powder Form Oils

Stearic Acid

Specialty Butters

Cocoa     Cupuacu     Jojoba     Shea Cranberry    Raspberry    Blackberry

Fruit Oils
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deep conditioning mask to its best-selling Hairdresser’s Invis-
ible Oil Ultra Rich Collection. The moisturizing treatment 
is infused with “skin care-grade” biomimetic hyaluronic acid 
and kalahari melon seed oil, according to the company. It also 
includes Bumble and Bumble’s signature six-oil blend of  co-
conut, argan, grapeseed, macadamia nut, sweet almond and 
saffl  ower seed oils. The color-safe mask is formulated for all 
hair types and textures that nourishes from scalp to ends, ac-
cording to the Estée Lauder-owned brand.

CURLS & TEXTURED TRESSES
Targeting consumers with curly, coily, wavy and tight textures, 
salon brand Keratin Complex has launched its new leave-in 
conditioner specifi cally designed for all kinds of  curl patterns. 
The new KCTexture line is starting off  with the Keratin Com-
plex KCTexture Leave-In Conditioner. It features a proprie-
tary blend of  signature keratin, coconut and watermelon seed 
oils as well as soy and barley proteins. Check out the model on 
the cover after using this product. 

Hair Care Brands Embrace Sustainability in Packaging, Formulation
Leading beauty brands, including Unilever and L’Oréal, 
are harnessing both natural ingredients and sustainable 
packaging to upgrade their haircare offerings to meet the 
growing needs of the clean beauty consumer. 

For example, Biolage Professional relaunched with 
100% recycled packaging and vegan and cruelty-free 

certifi ed formulas. The haircare brand is doubling down on 
its commitments to the planet with a Leaping Bunny Certi-
fi cation from Cruelty Free International, vegan formulas and 

signature bottles in new 100% 
recycled plastic packaging. 

Biolage’s white signature 
bottles which are now made 
from 100% post-consumer 
recycled plastic, save more 
than 30 tons of virgin plastic 
every year, according to the 
company. The entire Bio-
lage portfolio will feature the 
iconic Biolage AromaScience 
fragrance, made of a unique 

blend of fruits, fl owers and spices.
“We are so excited to fi nally announce this brand reno-

vation,” said Assistant Vice President of Biolage Profes-
sional Aurelie Croze. 

“We’ve been working tirelessly to revamp our brand’s 
look and feel and to meet consumers’ needs in wanting 
vegan, cruelty-free and sustainable beauty products. Re-
ceiving a Leaping Bunny certifi cation from Cruelty Free 
International, one of the premier organizations leading 
the charge against animal testing throughout the supply 
chain, is such a proud moment for the brand. We can’t wait 
for the new era of Biolage Professional,” Croze added.

And, the new Garnier Whole Blends  Sulfate Free Rem-
edy Red  Rose Extract & Shine  Vinegar Blend Shampoo 
& Conditioner is formulated with “sustainably sourced in-

gredients” that are free of 
sulfates, parabens, min-
eral oil, petrolatum, dyes 
and gluten. Products are 
packaged in 100% PCR 
materials, excluding the 
cap and pump, according 
to the company. 

At Unilever, the Love 
Beauty and Planet per-
sonal care line added the 
Luscious Collection. Nat-
ural vegan ingredients in 

the formulations include aloe, avocado and mango while 
the packaging is reusable aluminum bottles with refi ll bot-
tles made from 100% recycled plastic. 

Also new from Love Beauty and Planet is the Pure Nour-
ish Collection. This new collection is powered by 100% 
natural oil actives like moringa oil and coconut oil, accord-
ing to brand.
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Kenra Professional, a Henkel brand, launched AllCurl. 
This range was created to help all curls achieve their styles ev-
ery day, while broadening awareness and extending education 
around styling all curl types, said the company.

“Too often curl products are focused on delineating specific 
patterns and textures when the reality is most curly people 
have a variety of  patterns and textures, which holistically shape 
their style identity. Instead of  isolating one type or texture, All-
Curl asks the simple question ‘what style do you want today,’ 
allowing style customization by combining the correct prod-
uct and benefit, mixed with education around technique,” said 
Matt Lowenthal, vice president of  marketing, Kenra, Henkel.

AllCurl features a range of  products with different levels of  
key styling benefits and ingredients to help users craft their 
ideal curl style.

Christin Brown, a Kenra Professional artistic ambassador 
and stylist specializing in curly hair, said AllCurl will benefit 
not only her clients, but herself  as well. 

“As a curl connoisseur both personally and professionally, 
Paul Mitchell expanded its clean  

beauty offerings with a scalp care line.

66-77_HairCare_1222.indd   7366-77_HairCare_1222.indd   73 11/21/22   2:38 PM11/21/22   2:38 PM

http://HAPPI.COM
http://www.happi.com/webinars


HAIR CARE

74  /  DECEMBER 2022  /  HAPPI.COM

I am so excited to use these products. As a stylist, I’m consis-
tently impressed by the effi  cacy of  Kenra Professional prod-
ucts and AllCurl is no diff erent. This range off ers a variety 
of  products that were previously missing from my product 
portfolio, addressing all unique needs textured hair requires 
to achieve a person’s preferred, bespoke curl. This collection 
is super versatile and truly customizable, which is a stylist’s 
dream,” she said. 

Continuing to grow in off ering hair care 
for all consumers, Matrix introduced its new-
est permanent color system, Coil Color. An 
ammonia-free color formulated with 60% 
oil—including coconut oil—the product was 
designed to preserve curl defi nition during 
coloring services. With natural hair clients in 
mind, Matrix has completed its Curl Preserv-
ing Portfolio. Stylists now have the complete 
color and care system needed to serve their cli-
ents as Coil Color complements the Matrix A 
Curl Can Dream system to maintain moisture 
and defi nition.

AROUND THE BEND
The emergence of  independent stylists as a 
growth channel has opened the door for un-
tapped revenue potential for salon hair care 
brands, according to Kline. Globally, the num-

ber of  hair salons has declined almost 5% from 2019 levels. 
Now, many unemployed stylists off er hair-related services. In 
the US, the number of  independent hair stylists is well above 
half  a million and growing. Their collective spend on profes-
sional hair care products is more than $2 billion—making 
them an attractive target for professional hair care brands.  

Gerschtein of  L’Oréal told Happi that the “next big thing” 
in beauty is all about tech and innovation.

“For example, virtual and augmented reality is changing 
the game when it comes to being able to shop for and try on 
products from home,” she said. “We invested in a tool called 
Modiface, which brings the live shopping experience home 
with virtual makeup try-ons, virtual hair color try-ons and 
touchless samples, enabling us to create immersive consumer 
experiences no matter where they are.” 

Market research fi rm Spate predicts the growth of  scalp 
cleansers and hair loss foams in hair care for the next year, as 
based on current consumer demand. 

According to Spate, scalp cleanser searches refl ect increased 
consumer interest in scalp care as a trend. On average, there 
are 8.9K searches every month for scalp cleanser in the US. 
Although low volume relative to other hair care products, it’s 
grown 14.1% in the past year. The category has two leaders—
Aveda and Nioxin, according to Spate.

The increased focus on scalp care has undoubtedly been 
accelerated by the skinifi cation of  the hair care industry as 
more consumers relate healthy hair with a healthy scalp, add-

ed Spate in its fi ndings. With demand rising for 
dry shampoo and hair mousse, brands should 
consider ways to educate consumers on proper 
scalp cleansing following a no-wash period or a 
day of  extreme styling, said Spate.

At press time, John Paul Mitchell Systems 
(JPMS) announced an expansion of  its Paul 
Mitchell’s Clean Beauty line that includes 
shampoo, conditioner and Therapy Drops. 
Together, they enable stylists to create a hair 
care routine that addresses their client’s scalp 
concerns—including dandruff  and oil control, 
said the company. 

The formulas feature nourishing grapevine sap 
to improve the appearance of  scalp and hair, and 
an antioxidant-rich chamomile extract to help 
soothe. Products are infused with zinc to rebal-
ance sebum production while strengthening and 
nourishing strands. The line can be used on all 
hair types, especially dry, oily and sensitive scalps. The cover model uses KC Texture.

R+Co formulates with apple cider vinegar in its Lost Treasure haircare.

66-77_HairCare_1222.indd   7466-77_HairCare_1222.indd   74 11/21/22   2:38 PM11/21/22   2:38 PM

http://HAPPI.COM


HAIR CARE

HAPPI.COM  /  DECEMBER 2022  /  75

Zotos Professional unveiled its first microbiome-friendly 
certified product line with the relaunch of  Biotera. According 
to the company, Zotos Professional spent years redeveloping 
Biotera’s portfolio, ensuring that each certified product is con-
siderate of  scalp microbiome diversity.

The new Ultra Color Care and Ultra Moisturizing sulfate-
free collections contain scalp-friendly formulas, made with a 
pre- and post-biotic blend plus a signature beauty boosting bo-
tanical. All Biotera formulas are vegan and PETA approved. 

Consumers are also turning to hair loss foam to help treat 
hair loss and grow fuller hair. There are 10.9K searches on 
average every month in the US for hair loss foam, which is a 
medium volume relative to other hair product searches. It has 
grown 49.1% in searches since last year with two market lead-
ers—Rogaine and Kirkland, noted Spate.

Cost and convenience are top-of-mind when consumers 
shop for hair loss foam. They’re searching for hair loss foams 
at accessible retailers like Walmart, Costco, CVS and Target. 

Searches for “how to apply” indicate a lack of  familiarity 

with this format. Brands with existing hair loss foam products, 
or brands planning to release hair loss foam, should focus their 
marketing materials on making their products easy for con-
sumers to use, according to Spate.

Yee of  K18 predicts that in 2023, the beauty industry will 
continue to see an uptick of  products that produce less waste 
like concentrates, shampoo bars and sustainable packaging. 
Formulas that are safe for the scalp’s microbiome will trend 
higher too, he told Happi.

Stenson, a second-generation hair stylist who has built his 
career and life catering to consumer beauty needs, told Happi 
that for 2023, it will be all about customization and the con-
tinuation of  exploring sustainability and natural components 
in creating hair care.

“While healthy hair is the renewed standard, in 2023 we will 
continue to see a focus on removing the unnecessary ingredients 
from products to simplify them as well as a continued move to-
ward environmentally conscious packaging,” he told Happi. 
“Versatility in products will continue to be a focus as well.” n
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COAST SOUTHWEST
Arlington, TX, USA
coastsouthwest.com
CapilAcid
INCI: Water (and) glycerin (and) aristotelia 
chilensis fruit extract
Applications: Shampoo, conditioner, 
leave-in, treatment masks, styling creams
Suggested Use Levels: 1-5%
Comments: CapilAcid is a botanical active 
for hair that is derived from the Maqui fruit 
which contains high antioxidant properties.  
CapilAcid protects the lipids of  the F-layer of  
the hair fiber, which is responsible for maintain-
ing hydrophobicity, low porosity and hydration.  
Extracell Plex 
INCI: Saccharomyces lysate
Applications: Shampoos, conditioners, 
leave-ins, treatment masks, styling creams
Suggested Use Levels: 1-5%
Comments: Extracell Plex is a biotechnologi-
cal active obtained from the Malbec grape. It 
rebuilds, restores and protects the hair architec-
ture by providing low molecular weight yeast 
peptides that act to replace damaged keratin-
associated proteins and provide extra protec-
tion to keratin and its disulfide bridges.
Capilmax
INCI: Water (and) propylene glycol (and) 
alcohol (and) sodium PCA (and) sodium lac-
tate (and) arginine (and) apartic acid (and) 
PCA (and) glycine (and) alanine (and) serine 
(and) valine (and) proline (and) threonine 
(and) isoleucine (and) histidine (and) phenyl-
alanine (and) medicago sativa (alfalfa) extract 
(and) humulus lupulus (hops) extract (and) 
rosmarinus officinalis (rosemary) extract 
(and) melilotus officinalis extract
Applications: Shampoo, conditioner, 
leave-in, treatment masks, styling creams
Suggested Use Levels: 1-5%
Comments: Capilmax is a natural active 
containing 11 amino acids from plants that 
work synergistically together to stimulate the 
action of  the hair bulb, revitalize the hair 
from the root and strengthen its structure, 
while increasing thickness and providing vol-
ume to the hair.
GlyAcid
INCI: Glycolic acid

Applications: Shampoo, conditioner, 
leave-in, treatment masks, styling creams
Suggested Use Levels: 1-4%
Comments: GlyAcid is a high-purity, formal-
dehyde-free glycolic acid developed specifically 
for personal care applications. GlyAcid pen-
etrates the hair shaft’s cuticle layer, instigating 
crosslink repair of  broken keratin bonds, result-
ing in stronger hair, while adding moisture to 
enhance manageability and shine.

CRODA
Plainsboro, NJ 
crodapersonalcare.com
Nutrinvent Balance
INCI: Aqua (and) cetyl palmitate (and) cu-
curbita pepo seed extract (and) ethylhexylg-
lycerin (and) helianthus annuus seed oil (and) 
lauryl glucoside (and) melaleuca alternifolia 
leaf  oil (and) propanediol (and) rosmarinus 
officinalis leaf  extract (and) sorbitan stearate
Applications: Hair conditioners - leave on; 
hair conditioners - rinse off; scalp treatments; 
shampoos; styling
Suggested Use Levels: 1.0% w/w
Comments: Nutrinvent Balance employs a 
novel encapsulation technology to ensure the 
targeted delivery and controlled release of  
actives onto the scalp and hair. It is 99% nat-
ural origin content according to ISO 16128, 
vegan suitable, IECIC and RSPO palm oil 
certified.
SensaLuxe DF 
INCI: Dioctyldodecyl dodecanedioate
Applications: Hair conditioners - leave on; 
hair conditioners - rinse off; styling
Suggested Use Levels: 1-5% w/w 
Comments: SensaLuxe DF is a biodegrad-
able active delivering consumer perceivable 
improvements for hair that is smoother, soft-
er and more manageable. Studies prove its 
benefits to most hair types, promoting inclu-
sivity. It’s preservative- and BHT/BHA-free, 
IECIC and uses RSPO Palm Oil. 
KeraMatch V
INCI: Aqua (and) hydrolyzed pea protein 
(and) hydrolyzed vegetable protein
Applications: Hair conditioners - leave on; 
hair conditioners - rinse off; shampoos; styling
Suggested Use Levels: 1-5% w/w

Comments: KeraMatch V is a protein 
blend derived from plant sources that has 
been specifically designed to offer a viable al-
ternative to animal-derived keratin. It is 99% 
derived natural (ISO 16128), readily biode-
gradable, Cosmos natural approved, IECIC 
certified, and vegan suitable.

DSM PERSONAL CARE
Parsippany, NJ 
dsm.com/personal-care
Pentavitin 
INCI: Saccharide isomerate
Applications: Shampoo
Suggested Use Levels: 0.2%-0.5%
Comments: New in-vivo studies shows  
Pentavitin effectively protects and moistur-
izes the scalp and promotes ideal conditions 
with less sebum and less flaking promoting 
a harmonious interaction between scalp and 
its microbiome. Preservative-free, Cosmos, 
100% natural origin, vegan, China listed. 
Alapflor Edelweiss CB
INCI: Leontopodium alpinum flower / leaf  
extract
Applications: Shampoo
Suggested Use Levels: 3%
Comments: New in-vivo studies with this 
organically cultivated plant extract ingredient 
show that it can help increase hair density and 
hair pigmentation. Preservative-free, Cosmos, 
NaTrue, Fair Trade certified and China listed. 

INGREDION BEAUTY & HOME
Westchester, IL
go.ingredion.com/beauty
Farmal Konjac 1310 biopolymer
INCI: Glucomannan
Applications: Styling gels and creams, 
sprays
Suggested Use Levels: 0.25-1.00%
Comments: A non-GMO gum derived 
from konjac root that is water soluble gum with 
high curl retention even in humid conditions. 
With clarity, viscosity control and suspen-
sion power, this gum outperforms in hair gel  
applications. 
Pencare DP 1015 cationic polymer
INCI: Starch hydroxypropyltrimonium 
chloride

Hair Care New Ingredients
Here are new hair care ingredients for your next formulation. For more information, contact the supplier in the listing.

66-77_HairCare_1222.indd   7666-77_HairCare_1222.indd   76 11/21/22   2:38 PM11/21/22   2:38 PM

http://HAPPI.COM
http://coastsouthwest.com
http://crodapersonalcare.com
http://dsm.com/personal-care
http://go.ingredion.com/beauty


HAIR CARE

HAPPI.COM  /  DECEMBER 2022  /  77

Applications: Styling gels and creams, 
mousse, sprays, shampoo, conditioner
Suggested Use Levels: 0.25-2.00%
Comments: A bio-based cationic polymer 
with superior silicone deposition, increased 
combing performance, and unique after-feel 
for skin and scalp. This is a non-GMO in-
gredient from upcycled renewable resources. 
Farmal AF 1100 hydrophobic  
biopolymer
INCI: Calcium
Applications: Dry shampoo, hair spray, 
solid shampoo and conditioner
Suggested Use Levels: 1-25%
Comments: A free-flowing cationic starch, 
best for emulsion stabilization, reducing 
greasiness and tackiness, and imparting its 
free-flowing nature on powders. 

JOJOBA DESERT
www.jojobadesert.com
JD Phyto-Or 1%
INCI: Simmondsia chinensis (Jojoba) seed 
oil; blakeslea trispora mycelium extract/
C30-45 olefin
Applications: Hair care, skin brightening, 

age well skin care, after sun care, color cos-
metics
Suggested Use Levels: 1.5-2%
Comments: JD Phyto-Or 1% features both 
JD Jojoba oil and concentrated phytoene, cre-
ating a novel anti-aging and high-performing 
active for glowing skin and hair. The concen-
trated phytoene is sourced from a non-GMO 
fungi in a solvent-free process (CO₂ super criti-
cal extraction), produced through a controlled 
fermentation pathway. Hair benefits include 
appearance improvement, absorbs UV light, 
reduces fading and quenches free radicals, 
amongst other benefits.
JD Lusteris 
INCI:  Jojoba esters, jojoba alcohol,  
propanediol, tocopherol
Applications:  Hair care, skin care, face 
care, acne products, sun care, color cosmetics
Suggested Use Levels: 3-50% 
Comments: JD Lusteris is a unique premium 
emollient sourced from jojoba oil, created as a 
natural-derived alternative to nonvolatile low 
viscosity silicones. It is a multifunctional emol-
lient with superior sensorial effect, naturally 
sourced from jojoba oil. This 100% oil-free 

emollient provides the skin with compounds 
ideal for maintaining an optimum hydration 
level. Hair benefits include significant and du-
rable scalp moisturization, hair heat protection 
and a hair conditioning effect.

MIBELLE BIOCHEMISTRY
Buchs, Switzerland
https://mibellebiochemistry.com
MelanoGray
INCI: Citrus reticulata extract / citrus retic-
ulata (tangerine) extract (and) acetyl tyrosine 
(and) pentylene glycol (and) gluconolactone 
(and) sodium benzoate (and) aqua /water
Applications: Anti-hair graying serum, 
intensive anti-hair graying lotion for women 
and men, protective pigment restoring elixir, 
premature graying prevention treatment
Suggested Use Levels: 1-2 %
Comments: Silver Green Ingredient 
Award Winner MelanoGray is an anti-hair 
graying essence, sustainably obtained by 
upcycling the peel paste from organic Chios 
mandarins. Its melanin stimulating and anti-
oxidant activity reduces the quantity of  gray 
hair in both men and women. n

For advertising opportunities visit  
www.happi.com/advertise-with-us

COME GROW  
WITH US
For nearly 60 years, Happi has provided  
insightful coverage of our $680 billion market  
with in-depth articles and breaking news. 

And with more online media such as videos, 
webinars, podcasts, e-newsletters and  
slideshows, we continue to deliver  
what you need. 
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TARA GUM IN COSMETICS

An Alternative to 
Xanthan Gum
For Personal Care 
Applications
BASF CARE CREATIONS RESEARCHERS 
DETAIL THE BENEFITS OF CAESALPINIA 
SPINOSA (TARA) GUM, THE COMPANY’S 
NEW, SUSTAINABLE BIOPOLYMER.

By Rosa Nicolini, Juan Brito and Hannah Cwienkala,  
BASF North America

Today’s consumers want a new type of  personal care 
regimen. Not only does it need to be effective and 
make them feel confident, but it must be sustainable, 
too. Sustainability must apply not just to a single 

ingredient, but to the final product on the shelf. This is now 
expected of  personal care product manufacturers. 

As we move into this new age of  product development, 
opportunity exists when brands and ingredient suppliers 
can combine multiple aspects of  sustainability to think of  it 
holistically. For example, this might include products derived 

from renewable feedstocks, which are readily biodegradable, 
and comply with certifications like Cosmos and NaTrue. 

Beyond product development considerations, the most 
critical aspect of  focusing on sustainability is authenticity. 
With so many companies talking about “clean,” “green,” 
and “sustainable,” it’s extremely important that the personal 
care industry takes accountability and action. According 
to David Luttenberger, global packaging director, Mintel, 
this might mean replacing the term “sustainable” with 
“responsible.” “Where sustainability often means someone 
else is taking action, responsibility carries a burden of  
personal involvement and action.”1

ACTIONS SPEAK LOUDER THAN WORDS 
At BASF, we’ve come a long way in our responsibility journey. 
We continue to invest in innovations and processes that 
will create meaningful outcomes for our customers and the 
industry. As we introduce Care 360 – Solutions for Sustainable 
Life, our goal is to build a new global umbrella which connects 
our strengths in sustainability, digitalization and innovation. 
By aligning these aspects, we aim to develop a seamless 
experience for our customers and take accountability for the 
role we play in helping our planet, both the places we call 
home and the people that inhabit it. 

Our new sustainable polymer, Caesalpinia Spinosa (Tara) 
Gum, comes from the Tara Spinosa. These beautiful trees 
contribute to the development of  biodiversity, generation of  
biomass for carbon dioxide capture and provide fresh water 
for locals by extraction of  water from the atmosphere. They 

Tara spinosa is native to 

South America.
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provide a social and economic benefi t to these communities 
since more than 80% of  production is sourced from small 
farms and small-scale producers. BASF uses a 100% 
mechanical method to obtain our nonionic polysaccharide 
from the sustainable and regenerative Peruvian tara seed gum, 
and each tree produces up to 80 years’ worth of  fruit.

BENEFITS TO FORMULATORS
This new tara gum off ers many benefi ts to formulators in 
creating gel systems and emulsions with diff erent rheological 
properties. It can provide good thickening and very smooth, 
homogeneous and shapely textures. It has good compatibility 
with the rest of  our biopolymer portfolio and supports 
clean beauty and healthy skin claims. It is suitable for 
“microbiome-friendly” skin concepts as it does not disrupt 
the natural balance of  the skin’s microbial community. For 
faster processing, we recommend heating water to about 
40°C to 50°C or higher prior to adding the tara gum.   
Incorporating this biopolymer in formulation enables the 
creation of  interesting textures from low to high viscosity. It 
provides stable thickening performance at a broad pH range 
(3-11) and has good electrolyte tolerance. It is characterized by 
its smooth fl ow behavior. It shows a shear thinning rheology 
similar to xanthan gum, but its fl ow behavior sets it apart. At 
high shear stress, tara gum shows a late and smooth breaking 
of  the polymer structure, whereas xanthan gum shows an 
earlier and abrupt breaking of  the polymer structure. By using 
tara gum, this allows the formulator to control and balance 
the rheology of  the formula as desired for a given application. 
It also has diff erent viscoelastic properties than xanthan gum. 
It shows dominant viscous properties when subjected to slow 

or moderate movement (frequency <1Hz), whereas xanthan 
gum consistently shows dominant elastic properties.

To satisfy the sensory expectations of  consumers, it is 
necessary to appropriately balance the texture properties of  
a formula. Our tara gum contributes to a desirable sensory 
profi le. It creates homogeneous formulations with smooth fl ow 
behavior, nice cushion, and reduced sliminess. High stringiness 
could be perceived as sticky and unpleasant, giving the product 
a negative perception. Tara gum, however, contributes to low 
stringiness and pleasant pickup, thereby satisfying consumers’ 
current needs.

This tara gum has a diff erent rheological profi le than other 
natural and synthetic rheology modifi ers. When compared 
to xanthan gum and sodium polyacrylate, tara gum has a 
superior fl ow behavior, more cushion, better pickup, and a 
more pleasant texture. It is more homogeneous than xanthan 
gum, but just as homogeneous as sodium polyacrylate. This is 
a great ingredient to develop formulas with smooth and even 
fl owing textures.

Tara gum has good synergies with other biopolymers and 
when combined, the collected benefi ts allow formulators to 
create interesting textures with desirable aesthetics. 

We compared our tara gum to alternative versions in 
the market and found that our newest launch shows a very 
similar sensory profi le, but in some cases has more cushion. 
An olfactory comparison showed that competitive samples 
have a higher smell intensity, while tara gum has only a slight 
smell intensity. This new and improved tara gum can act as a 
replacement for other versions available in the market. 

Viscosity of tara gum in aqueous system at different concentrations 

(Brookfi eld RVF/10rpm/23°C). Formula composed of x% tara gum, 

3% glycerin, 1% phenoxyethanol/ethylhexylglycerin

Tara gum can be used to thicken and stabilize emulsions and cream/gels.
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THE PATH FORWARD
The Verdessence portfolio is the latest sustainable product line 
from BASF Care Creations. Our personal care biopolymers 
offer solutions designed to help formulators and brands create 
more responsible cosmetic applications without sacrificing 
efficacy. We feel strongly about bringing forth a new portfolio 
of  biopolymers because we understand how critical it is to 
provide proven, science-backed ingredients that help brands 
overcome the common challenge of  choosing sustainability 
over performance. 

The new biopolymer lineup brings: 
	� Biodegradable and biobased solutions, 
	� Innovative production processes that allow us to offer high 
performing ingredients, 
	� Products made from sustainably sourced raw materials, 
	� Green manufacturing process, and
	� Synergies for effective skin and hair care applications.

The Verdessence portfolio includes five products:
	� Verdessence Tara—Caesalpinia Spinosa Gum (Tara 
Gum)—Texturizing agent and sensory enhancer with 
smooth and natural flow behavior. 
	� Verdessence RiceTouch—Oryza Sativa (Rice) 
Starch—100% plant-based sensory powder with small 
particles that have soft edges and a smooth surface. It 
can be used in a variety of  applications, but especially in 
matte-type cosmetics. It has a great sustainable story being 
100% derived from natural, renewable feedstocks and 

produce from non-GMO upcycled2 rice sourced within the 
European Union; a biodegradable alternative to synthetic 
sensory modifiers. It also doesn’t contain any preservatives. 
	� Verdessence Alginate—Algae-based, multipurpose 
biopolymer with good stabilization properties; leaves 
skin feeling hydrated, supple, radiant, baby soft; impart 
suppleness and improve hair manageability and feel. It 
can be used as a natural styling fixative in gel systems by 
leaving hair with a natural hold and provides long lasting 
curl definition even at high humidity. Good synergy with 
our vegan xanthan gum for natural styling agents. 
	� Verdessence Glucomannan—Natural from 100% 
renewable feedstock; good thickener of  aqueous systems 
with cooling sensation; capable of  creating fun formats from 
patches, jellies, peel off formulations to more transitional 
gels, fluids and serums. 
	� Verdessence Xanthan—Vegan; produced from 100% 
renewable feedstock, provides more clarity than regular 
Xanthan Gum; excellent thickener and stabilizer; extremely 
flexible ingredient and can be used in emulsions, cleansers, 
and styling formulations; natural hair care fixative that 
provides good stiffness and excellent curl retention. 
The lineup of  biopolymers showcased here is only the 

beginning of  BASF’s focus and commitment to innovation 
with an emphasis on sustainability. Our technical experts 
continue to develop bold, new solutions and use our 
formulation expertise to develop products with synergistic 
effects in a wide variety of  personal care applications. 
Continuing on our responsibility journey means challenging 
ourselves to help brands create the next generation of  
sustainable products that delight the consumer and meet 
their needs. n

References:
1. Luttenberger, David. Mintel’s Global Packaging Director . (n.d.). Mintel. 

Retrieved from https://clients.mintel.com/trend/why-being-sustainable-
is-no-longer-enough?fromSearch=%3Ffreetext%3Dsustainability&result
Position=6

2. Generally understood definition of  “upcycled” applied. Please reach out 
to BASF with any questions about how we define upcycling
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Verdessence Xanthan is a natural hair care fixative that provides  

good stiffness and excellent curl retention.

78-80_BASF_1222.indd   8078-80_BASF_1222.indd   80 11/21/22   12:08 PM11/21/22   12:08 PM

http://HAPPI.COM
https://clients.mintel.com/trend/why-being-sustainable-is-no-longer-enough?fromSearch=%3Ffreetext%3Dsustainability&resultPosition=6
http://www.carecreations.basf.com
https://clients.mintel.com/trend/why-being-sustainable-is-no-longer-enough?fromSearch=%3Ffreetext%3Dsustainability&resultPosition=6
https://clients.mintel.com/trend/why-being-sustainable-is-no-longer-enough?fromSearch=%3Ffreetext%3Dsustainability&resultPosition=6


MAY 2-3, 2023

JACOB K. JAVITS CONVENTION CENTER

NEW YORK CITY

NYSCC.ORG/SUPPLIERS-DAY

Reimagining Renewal & Wellness

NYSCC HAP0922.indd   1NYSCC HAP0922.indd   1 8/22/22   9:32 AM8/22/22   9:32 AM

http://NYSCC.ORG/SUPPLIERS-DAY


82  /  DECEMBER 2022  /  HAPPI.COM

I&I CLEANING CATEGORY

Staffi  ng Shortages & Sustainability 
Shape The I&I Cleaning Category 
MORE CONSUMERS ARE TRAVELING, 
DINING OUT AND WORKING IN THE 
OFFICE, BUT CLEANING SERVICE 
PROVIDERS ARE SHORT ON LABOR. 
INNOVATIVE PRODUCTS AND TRAINING 
PROGRAMS CAN HELP THEM GET 
MORE DONE WITH LESS STAFF AND 
ENVIRONMENTAL IMPACT.

By Christine Esposito, Managing Editor

The new year is just weeks away, and judging by Ameri-
cans’ activity across the country, the pandemic of  
2020 finally appears to be in the rearview mirror. 

Unmasked-and-vaccinated people are once again 
standing in long lines at O’Hare Airport and packing bars and 
restaurants in New York City’s East Village. College campuses 
have dropped strict covid protocols that once moved infected 
students out of  their dorm and into quarantine. Workers are 
back at their desks inside offi  ces from Portland, ME to Port-
land, OR—albeit just two or three days a week.  

As everyday life in the US returns to normal, the I&I market 
fi nds itself  under the gun. Charged with keeping spaces clean to 
protect public health, labor shortages make cleaning providers’ 
job harder. The US unemployment rate remains low, yet there 
are fewer employees to mop fl oors and disinfect countertops.

According to the annual Residential Cleaning Benchmark 
Study from the Association of  Residential Cleaning Services 
International (ARCSI), fi nding and retaining a trained work-
force continues to be the top challenge. In fact, it was cited by 

more than 40% of  residential cleaning companies that partici-
pated in the annual survey.

Similar trends have been noted in the lodging category. 
Nearly all hotels are experiencing staffi  ng shortages, accord-
ing to a member survey conducted by the American Hotel & 
Lodging Association in September. In it, 87% of  survey re-
spondents indicated they are experiencing a staffi  ng shortage, 
with 36% calling it severe. The most critical staffi  ng need is 
housekeeping, with 43% ranking it as their biggest challenge.

The restaurant sector is getting squeezed, too. While August 
marked the 20th consecutive month of  restaurant employ-
ment growth, eating and drinking establishments were about 
5.1% below their pre-pandemic employment levels, according 
to the National Restaurant Association.

“They would like to wipe counters 10x a day, but they just 
don’t have the people. It is the nature of  business right now,” 
Laura Mahecha, director, agrochemicals and I&I cleaning 
products at Kline Group, told Happi. 

Kline, Parsippany, NJ, closely tracks the jan-san and I&I 
markets, and has a new Janitorial and Housekeeping Clean-
ing Products: US Market Analysis and Opportunities report 
expected out this quarter.

The worker shortage in cleaning services is perhaps best ex-
emplifi ed in a new initiative between ISSA, the trade associa-
tion for the cleaning industry, and the New York State Sheriff s’ 
Association (NYSSA). 

In September, ISSA and NYSSA launched a statewide 
training and certifi cation program for incarcerated individuals 
in New York’s county jail system. Through the program, in-
carcerated people in the state’s county jail system will have the 
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opportunity to be certified as experts on cleaning for health 
from ISSA’s Cleaning Management Institute. It is two-phased 
approach; first to certify correctional employees as Certified 
Professional Trainers in commercial cleaning while the second 
phase includes the deployment of  a new cleaning for health 
initiative within correctional facilities, followed by vocational 
instruction of  incarcerated individuals. 

STAFFING SUPPORT
Even with current labor issues and rising inflation, Kline’s 
Mahecha described the overall state of  the jan-san market as 
“very healthy”—but activity appears a bit more relaxed com-
pared to the recent past.

“People are cleaning. They might not be cleaning to the 
same frequency as they were in 2020 during the height of  
the pandemic, but they understand the importance of  clean 
hands and surfaces,” she said.

As staffing shortages continue to pose challenges for many 
professional end users, innovation on display at ISSA’s North 
American trade show in Chicago in October included finished 
formulations that provide better performance (think multi-
taskers) as well as improvements designed to streamline the 
cleaning professional’s job. New developments came in the 
form of  hardware, such as more ergonomic mops and floor 
cleaning robots, as well as new online training. 

Category leaders recognize the role they can play in helping 
their customers retain staff, by providing guidance on how to 
clean effectively and efficiently.

“Employees want the ability to do the best at their job and 
be set up for success,” Van Walter, director of  training and 
applications, Diversey, told attendees at the “Being Efficient 
and Effective in Today’s Challenging Environment Without 
Compromising Quality” session at ISSA in Chicago.

Diversey plans to offer more training via a partnership with 
Typsy, an online learning experience platform. Through the 
alliance, Diversey will expand its offerings for the hospitality 
industry to an on-demand training model, which will form 
part of  the full suite of  training solutions offered by Typsy to 
the hospitality industry. 

Staffing shortages and burnout are two of  the top three 
challenges among cleaning industry professionals, accord-
ing to CloroxPro. At ISSA, the brand highlighted Clorox-
Pro HealthyClean, its online learning platform. Rolled out 
earlier this year, it delivers education and training to help en-
sure cleaning professionals get the knowledge and skills need-
ed to clean for health effectively, efficiently and safely. Accord-
ing to the team at CloroxPro, cleaning to help protect public 

health is expected—however many cleaning professionals are 
unsure of  the implications and what they need to do differ-
ently to help meet this goal.

In a Clorox survey of  facility managers and buildings ser-
vice contractors (BSCs), 91% said their janitorial staff had 
to learn new cleaning and disinfecting protocols and 96% 
said staff are asked to do more cleaning and disinfecting to 
provide greater confidence for occupants and visitors. While 
more than 90% agreed training is important to help staff un-
derstand how to reduce the spread of  germs, use products 
and equipment correctly and teach staff to do their jobs safely, 
facility managers and BSCs see areas to improve in their cur-
rent training programs.

The CloroxPro HealthyClean Trained Specialist Course 
is the first third-party accredited certificate course launching 
under the program, according to brand officials that met with 
Happi at ISSA. The interactive course, designed for frontline 
cleaning professionals, teaches how to clean for health by us-
ing the right products at the right time. It covers actions that 
can be taken to do the job safely and effectively, the science 
behind how germs spread, how to break the chain of  infection 
and easy-to-follow procedures and best practices.

BUT IS IT CLEAN?
Further data culled by Clorox suggests there is “trust gap” be-
tween cleaning professionals and consumers. In a 2022 Clo-
roxPro research study of  more than 550 cleaning professional 
and nearly 1,200 consumers, 80% of  professional cleaners 
cited feeling more pressure to clean and disinfect public spaces 
yet less than half  (48%) of  consumers have confidence in in-
dustry’s ability to protect the public from germs. 

What’s interesting to note is that 70% of  consumers said 

CloroxPro’s EcoClean Disinfecting Cleaner is a new a ready-to-use 

disinfectant cleaner made with plant-based active ingredients that kill 99.9% 

of illness-causing germs in two minutes or less.
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it is part of  their responsibility to help keep clean the public 
spaces that they frequent, and 65% have disinfected an office, 
conference room, desk or other public use item at their work. 

But when cleaning tasks are outside of  their control, consum-
ers want visual cues. Sixty-one percent of  consumers have paid 
more attention to visual cues related to cleaning now than they 
did prior to the pandemic, according to the CloroxPro data.

Similar sentiment has been uncovered by Procter & Gamble 
in the dining category. Citing its own survey data, P&G Profes-
sional said Americans expressed how important it is for them 
to see a visible clean whether they are dining indoors (93%) or 
outdoors (92%), or ordering takeout (92%). What’s more, four 
out of  five (82%) said they lose their appetite when they see 
grease or dirt at a restaurant. 

P&G Professional also noted that 70% want restaurants 
to be more open about the cleaning products they use and 
53% reported they are more likely to dine at a restaurant us-
ing cleaning product brands they recognize, suggesting that 
they would find comfort from products such as the recently 
relaunched Dawn Professional or Microban24 Professional, a 
newer brand name from P&G that rolled out right before the 
onset of  the pandemic. Both are available for distributors and 
retailers that serve small businesses and on pgpro.com.  

The Dawn range includes SKUs that help cleaning staff get 
more accomplished, such as new Dawn Professional Multi-
Surface Heavy Duty Degreaser, which cuts through grease 
two times faster than the leading professional degreaser, and 
Dawn Platinum Powerwash Dish Spray, which doesn’t require 
water until the rinse step, which P&G says it is great for kitch-
ens that need to wash dishes during busy service times.

According to Mahecha of  Kline, the presence of  a recog-
nizable cleaning brand in 
public-facing spaces can 
provide a halo effect for cus-
tomers.

SC Johnson Professional’s 
well-known consumer-fac-
ing brands are active in jan-
san, too. This fall it rolled 
out Scrubbing Bubbles 
Multi-Purpose Disinfectant 
for professional settings. 
Formulated for use on hard, 
non-porous surfaces, this 
aerosol kills 99.9% of  virus-
es including SARS-CoV-2, 
and bacteria including staph 

and E. coli, on top of  sanitizing surfaces in just 30 seconds. 
Some trouble spots can be out of  sight, but not out of  ol-

factive reach. Trash chutes, product storage spaces and other 
common back-of-house areas can be sources of  lingering 
odors, which can attract unwanted pests (the common house 
fly can smell odors as far as four miles away). Customers and 
employees alike view lingering odors as an indicator of  un-
healthy environments, leading to negative perceptions of  the 
business or organization. To that end, Rentokil has launched 
Genie Max, a patented odor management system for back-
of-house malodors. Designed for large indoor and outdoor 
spaces, it eliminates and neutralizes foul smells while helping 
to reduce unwanted pests. UK-based Rentokil last month ac-
quired US pest control company Terminix.

ANSWERING MORE NEEDS
Leaders in jan-san continue to roll out new solutions for cus-
tomers who want greener chemistry and novel solutions that 
simplify or speed up tasks without compromising on efficacy 
or performance.

Spartan Chemical Company, for example, launched X-
Effect Restroom Cleaner with citric acid. It is billed as a 
convenient and effective solution for removing bacteria and 
viruses in the restroom while leaving a fresh lavender fra-
grance. The formulation cleans and disinfects surfaces, re-
moving tough stains caused by urine and hard water. It is 
a ready-to-use disinfectant cleaner that also deodorizes and 
kills odor-causing germs, and carries the EPA’s Design for the 
Environment seal.  

Gojo Industries introduced Purell Healthcare Surface Dis-
infecting Wipes. The ethyl alcohol-based wipes eliminate 
99.9% of  bacteria and viruses of  concern, including all ES-
KAPE pathogens, seven of  the most common drug-resistant 
bacteria and viruses significant to the healthcare environment 
(including bloodborne pathogens, influenza A, respiratory 
syncytial virus and norovirus) in two minutes or less. Gojo 
says the wipes kill the virus that causes covid (SARS-CoV-2) 
in 30 seconds, too. The launch has the EPA’s lowest allowable 
toxicity rating (Category IV) and is FDA Food Code compli-
ant. Plus, the wipes are proven to cover three to five times the 
average surface area covered by two of  the leading healthcare 
surface disinfecting wipes on the market.  

Gojo now offers the Purell Healthcare Surface Disinfecting 
Wipes as well as its foodservice wipes in a portable, 72-count 
flowpack that allows staff to bring the wipes from location to 
location as they work. And, the slim packaging fits in tight 
storage spaces and other where canisters don’t fit.

At ISSA, SC Johnson Professional 

showcased a dispenser made with 

Recovered Coastal Plastic.

82-86_I&I_1222.indd   8482-86_I&I_1222.indd   84 11/21/22   12:10 PM11/21/22   12:10 PM

http://HAPPI.COM
http://pgpro.com


I&I CLEANING CATEGORY

HAPPI.COM  /  DECEMBER 2022  /  85

EFFICACY MATTERS
Gojo has, over the past 18 months, activated an additional 2.5 
million square feet of  manufacturing space, added three new 
manufacturing and distribution facilities, and expanded its 
US-based supply chain capabilities, including securing a cap-
tive source of  high-grade ethanol through a strategic sourcing 
partnership. The company continues to look at the efficacy of  
products, too.

A new study by North Carolina State University, in partner-
ship with Gojo, found that the total formulation (active ingre-
dients and non-active ingredients) significantly impacts a sur-
face sanitizer or disinfectant’s efficacy against norovirus—the 
leading cause of  foodborne illness in the US. 

Globally, norovirus sickens nearly 700 million each year and 
costs an estimated $64 billion a year, primarily through pro-
ductivity loss, according to a 2016 study. Norovirus is the num-
ber one cause of  foodborne illness in the US, and this is partly 
because of  how well this virus can persist on surfaces—it can 
survive for weeks, according to experts.

In the study, NC State researchers applied human norovi-
rus and Tulane Virus (a newer culturable surrogate virus with 
similarities to human norovirus) to strips of  laminate material 
commonly used for restaurant tabletops and tested the efficacy 
of  four commercially available food contact surface sanitizers 
with different active ingredients (ethanol, bleach, quaternary 
ammonium, and a lactic acid and surfactant blend). Only 
the alcohol-based (ethanol) sanitizer significantly reduced the 
amount of  virus on the surfaces (>3.5 log reduction). The oth-
er products performed poorly (<0.5 log reduction). 

“This research clearly shows all food contact surface sanitiz-
ers are not equal from a norovirus efficacy standpoint,” said 
Chip Manuel, PhD, food safety science advisor, Gojo. 

Health remains a cornerstone of  I&I NPD, which stretches 
beyond foodservice and hospitality to building maintenance.

For instance, in response to severe flooding around the 
country, EvaClean and EarthSafe in October announced a 
solution to protect homes and businesses from mold damage 
by combining their chemical technologies into one system. 
Preventing mold not only protects property but human health, 
too. Fungi produces spores and can create dangerous myco-
toxins that cause serious respiratory health issues. Moreover, 
mold-infested areas are more prone to bacterial growth and 
exponential contamination.

The OnePro Mold Remover & Protectant System elimi-
nates mold and mildew with EvaClean’s PurOne hospital-
grade Cleaner & Disinfectant, and then seals surfaces to 
inhibit growth with EarthSafe’s XMold Pro Polymer Coat-

ing. OnePro is designed to start working before mold begins 
to develop, even while water is still present or receding. Be-
yond water emergencies, mold is a ubiquitous problem that 
impacts facilities everywhere. In fact, it destroys more wood 
annually than fires and termites combined. This is particu-
larly concerning in school and hospital environments, as well 
as in gyms, locker rooms, pool facilities, manufacturing plants, 
commercial buildings and other public spaces where moisture 
is often present. 

PurOne is an EPA registered bactericide, virucide and 
fungicide that cleans and disinfects in one step to kill mold, 
mildew and other pathogens in four minutes, including asper-
gillosis, a leading cause of  infection-related deaths in immuno-
compromised patients. The NaDCC chemistry in PurOne has 
a neutral pH and is safer than bleach or other mold cleaners 
that can also be corrosive to surfaces. XMold Pro is the only 
mold, mildew and algae inhibitor with patented Superstratum 
Adaptive Smart Polymer technology which forms a fungicidal 
barrier that protects for as long as five years.

ANOTHER IMPORTANT SURFACE: HANDS
As health experts will attest, proper hand hygiene is critical 
to maintaining health. To that end, I&I brands continue to 
improve their hand soap and hand sanitizers formulations em-
phasizing efficacy, sensory attributes and sustainability.

Visitors stop in at Spartan Chemical’s stand during ISSA in Chicago.
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At ISSA, Tork displayed its sustainable Clarity Hand Wash-
ing Foam Soap. With no fragrance added, the formulation has 
a high amount of  sustainable ingredients and four certifica-
tions—Green Seal, EcoLogo, NSF E1 rated and USDA Certi-
fied BioBased, according to the brand, which is part of  Essity. 
The sealed bottle with single-use pump helps promote hygiene 
and helps reduce the risk of  cross contamination. Further, the 
Clarity bottle collapses as the formulation is used.

Rubbermaid Commercial Products showcased CrackleClean 
Hand Sanitizer. This new formulation has a sensory spin—
a crackle feel upon rubbing into the hands, which provides a 
unique twist for commercials settings like a school, where it 
could help increase compliance. (What does it feel like? Think 
Pop Rocks candy; kids of  the 1980s, you know what we mean!)

Charlotte Products launched a new USDA Certified Or-
ganic Commercial hand soap dispenser program.

Also at ISSA was The Cleani, an automatic disinfecting 
device that dispenses a cleaning solution directly onto door 
handles—one of  the most-shared surfaces. The bleach-free 
solution kills SARS-Cov-2 in 60 seconds on hard non-porous 
surfaces and breaks down to a saline solution.

MORE SUSTAINABLE SOLUTIONS
Sporting a “coming in 2023” sign, SC Johnson Professional 
had a new dispenser on display at ISSA—the ProlineWave 
Dispenser, which is made with Recovered Coastal Plastic pro-
duced in partnership with Plastic Bank.

A similar product, the HyTech Seas Dispenser by Italian tis-
sue company Sofidel Group, was named the winner of  ISSA’s 
new Environment & Sustainability Award. It is manufactured 
with recovered ocean plastic waste.

Sustainability continues to move through the I&I catego-
ry—from formulating with more natural/botanical ingre-
dients and fewer dyes to new concentrated formats to more 
sustainable packaging. For instance, at ISSA, Seventh Genera-
tion promoted its EasyDose ultra-concentrated laundry prod-
uct and CloroxPro promoted EcoClean Disinfecting Cleaner, 
which is made with plant-based active ingredients.

The acceptance of  greener and more sustainable products 
is being driven, in part, by facilities managers who have their 
own benchmarks to meet, according to Kline’s Mahecha. 

Scott Case, vice president of  CSR and sustainability at the 
National Retail Federation (NRF), agrees. He was part of  a 
panel discussion on “The Future of  Sustainability for the 
Cleaning Industry,” which was held during the education day 
that takes place ahead of  the ribbon-cutting at ISSA’s annual 
trade show.

During the session, which was moderated by Stephen Ash-
kin, president, The Ashkin Group LLC, and executive direc-
tor of  the Green Cleaning Network, Case said: “What is going 
on right now in every part of  every industry in the US is that 
you have investors asking companies what they’re doing, cus-
tomers asking you’re doing, and boards asking what are you 
doing about sustainability?” 

Fellow panelists included Ecolab’s Oriana Raabe and Impe-
rial Dade’s Bill McGarvey, who like Ashkin, are members of  
ISSA’s newly formed Sustainability Committee.

 “When we think about doing the right thing for planet and 
people, what we have to realize is: how do we make their jobs 
easier,” said Raabe, corporate scientist, sustainability.

For instance, a concentrated 
product could be better for 
workers from an ergonomic 
standpoint. 

“That’s when you get adop-
tion. Make it easier to make the 
sustainable choice,” she said.

“Sustainability is much big-
ger than green cleaning,” noted 
McGarvey, who is director of  
training and sustainability at 
Imperial Dade, a fast-growing 
independent distributor of  food 
packaging, commercial clean-
ing and paper products in hos-
pitality, foodservice, healthcare 
and education.

According to Mahecha, end 
users have a growing interest in 

suppliers’ efforts to reduce the overall environmental impact on 
their manufacturing and distribution processes—chemical pro-
duction, water and energy consumption, and waste reduction. 
Initiatives that suppliers are taking on include recyclable and re-
cycled-content containers and boxes, concentrated products that 
use less packaging and less water, as well as electrification of  deliv-
ery vehicles, and increased use of  renewable energy in factories.  

Mahecha said suppliers with sustainable solutions have the 
potential to differentiate themselves.

According to Case, sustainability is now getting “baked into” 
performance structures and reviews, which means companies 
must prepare for when—not if—their customers ask about it.

“If  you aren’t preparing for this, it will sneak up on you,” 
Case said. “And then you will have a big job explaining to your 
boss why you lost the contract.” n

CrackleClean is a new hand  

sanitizer from Rubbermaid  

Commercial Products that has a 

unique sensory attribute. 
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MEETINGS

HCPA Impact 2023 Annual Meeting 
In Ft. Lauderdale, December 5-7

DEC. 5-6
CIR Panel 163nd Expert Meeting. 
www.cir-safety.org/events

DEC. 5-7
HCPA Impact 2023 Annual  
Meeting, Marriott Harbor Beach 
Resort, Fort Lauderdale, FL. 
www.thehcpa.org

DEC. 12-14
SCC’s 76th Scientific Meeting & 
Showcase, LA Live, JW Marriott, 
Los Angeles. 
www.scconline.org

2023
JAN. 30-FEB. 4
American Cleaning Institute An-
nual Meeting, Orlando.
www.cleaninginstitute.org/events

FEB. 2-3
Innocos 2022: Beauty Innovation 
Summit, San Diego, CA. 
https://innocosevents.com

FEB. 16-17
MakeUp in Los Angeles,  
Los Angeles Convention Center, 
Los Angeles, CA. 
https://makeup-in-losangeles.com

MARCH 28-30
In-Cosmetics Global, Barcelona. 
www.in-cosmetics.com

APRIL 2
North American Hairstyling 
Awards (NAHA), Anaheim, CA. 
www.probeauty.org/events-programs/
naha

APRIL 12-13
MakeUp in Shanghai, Shanghai 
Convention Center, China. 
https://makeup-in-shanghai.com

APRIL 22-25
NACDS Annual Meeting,  
The Breakers, Palm Beach, FL. 
https://annual.nacds.org

APRIL 23-25
International Salon/Spa  
Business Network 2023  
Conference, Coral Gables, FL. 
https://salonspanetwork.org

MAY 2-3
NYSCC Suppliers’ Day, New York 
https://nyscc.org/suppliers-day n

MAJOR MEETINGS AT A GLANCE
DECEMBER 5-7
HCPA Impact 2023 Annual 
Meeting, Marriott Harbor Beach 
Resort, Fort Lauderdale, FL. 
www.thehcpa.org

DECEMBER 12-14
SCC’s 76th Scientific Meeting & 
Showcase, LA Live, JW Marriott, 
Los Angeles. 
www.scconline.org

2023
JANUARY 30-FEBRUARY 4
American Cleaning Institute  
Annual Meeting, Orlando.
www.cleaninginstitute.org/events

MARCH 28-30
In-Cosmetics Global, Barcelona.  
www.in-cosmetics.com

MAY 2-3
NYSCC Suppliers’ Day, Javits 
Center, New York. 
https://nyscc.org/suppliers-day

MAY 3-5
HCPA Mid-Year Meeting,  
Washington, DC. 
www.thehcpa.org/open-events

JUNE 5-7
The 11th World Surfactant  
Congress, Rome.
www.cesio.eu/index.php/about-
cesio/cesio-congress

SEPTEMBER 13-15
FLSCC Sunscreen Symposium, 
Lake Buena Vista, FL.
www.scconline.org/FLSCC

OCTOBER 25-26
CASCC Suppliers’ Day, 
Long Beach Convention Center,  
Long Beach, CA. 
https://caliscc.org

DECEMBER 12-13
SCC’s Annual Meeting,  
Sheraton NY Times Square, 
New York. 
www.scconline.org

2024
MARCH 19
Midwest SCC (MWSCC)  
Teamworks, Donald E. Stephens  
Convention Center, Chicago.
www.midwestscc.org
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SUPPLIERS’ CORNER

Silab Launches Lightskin  
For Depigmenting Skin

New from Silab is Lightskin. The natural depigmenting ac-
tive ingredient is obtained from biotechnological processes 
and rich in sulfur-containing peptides known for its capacity 
to limit melanogenesis, said Silab. 

According to the company, with regular use, the complexion 
is lighter and more uniform. Radiance is revived in Caucasian 
and Asian skin. 

Su l fur-conta in ing 
peptides are molecules 
known for their trans-
versal ability to limit me-
lanogenesis. For its new 
depigmenting active 
ingredient Lightskin, 
Silab has selected the 
yeast Ogataea siamen-
sis, whose natural ca-
pacity to produce sulfur-
containing molecules 
constitutes a consider-
able selective advantage 
for its development in 
the phyllosphere of  the 

medicinal plant Ervatamia coronaria. This potential was then 
enhanced by Silab, which decided to use its 15 years of  exper-
tise in biotechnologies to develop a unique process for bioguid-
ing this yeast, specifically stimulating the production of  large 
quantities of  these molecules of  interest. 

This richness in bioguided sulfur-containing peptides en-
abled the global depigmenting action of  Lightskin to be dou-
bled on Caucasian and Asian melanocytes, significantly limit-
ing tyrosinase activity and melanin production. 

With its targeted performance, Lightskin is a patented active 
ingredient recommended in all depigmenting care products 
at the amount of  0.25 to 2.50%. It complies with biodiversity 
regulations and has a natural origin content of  98.8% (ISO 
16128). It meets international regulations requirements.
www.silab.fr/en

GIVAUDAN LAUNCHES SCENTAURUS MELROSE
Givaudan had added a new precursor to its sustainable  
Scentaurus family of  fragrance molecules. 

Scentaurus Melrose is a biodegradable molecule that de-

livers a long-lasting floral green effect with honey and linden 
blossom facets, and high-performance floral fresh rosy signals 
with powdery anisic undertones, said the company.

A fragrance precursor is designed to release fragrant molecules 
upon exposure to a natural external trigger such as oxygen, light 
or humidity in the air. 

In line with its sustainability ambitions, Scentaurus Melrose 
was developed according to the Principles of  Green Chemis-
try using Givaudan’s proprietary FiveCarbon Path. 
www.givaudan.com 

NOVACHEM ACTIVES FROM COAST SOUTHWEST 
Coast Southwest recently revealed the exclusive availability of  
high-performing, natural actives from Novachem for skin and 
hair care applications. The collection includes:
	� Oleobiota, a botanical active ingredient, rich in tannins from 
the leaves of  the Ñangapiri plant. Controlling sebum produc-
tion in the skin and scalp, Oleobiota prevents dysbiosis, bal-
ances microbiota and minimizes the appearance of  pores.
	� Hydraskin is derived from the GABA- and proline-rich mal-
bec grape. Hydraskin protects against osmotic stress and 
maintains prolonged hydration, up to 72 hours.
	� Extracell Plex, also derived from the malbec grape, rebuilds, 
restores and protects the hair architecture, replenishing 
KAPs.

www.coastsouthwest.com 

INOLEX LAUNCHES CANNABIS INGREDIENT
Inolex has launched ProCondition Sativa (Cannabisamido-
propyl dimethylamine), a sustainable conditioning ingredient 
derived from Cannabis sativa seed oil. The hemp-based ingre-
dient, designed for hair, skin and body care, delivers perfor-
mance as both a conditioning agent and as an emulsifier with 
multiple functional and performance benefits.

As a non-quat cationic hair conditioning agent, ProCon-
dition Sativa has comparable performance to cetrimonium 
chloride (CTAC) while being safer for skin and eyes, and non-
toxic to aquatic life. As a primary emulsifier, the ingredient 
builds formulation stability by formation of  lamellar liquid 
crystals and provides versatility in viscosity building. Along 
with imparting functional performance, the cannabis-derived 
ingredient supports consumer expectations. 
www.inolex.com n

For its new depigmenting active ingredient 

Lightskin, Silab selected the yeast  

Ogataea siamensis.
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PACKAGING NEWS

The Plastic Odyssey, a former oceanographic research ship turned labo-
ratory to fi ght plastic pollution, will make 30 stops of  three weeks each 
on three continents over the course of  three years: Mediterranean and 
Africa, South America, Southeast Asia.

Each stop will be an opportunity to raise awareness among locals 
and train future recyclers with low-tech methods, according to stake-
holders. The goal is to foster the emergence of  an economic model 
based on waste recovery developed by local entrepreneurs to prevent 
waste from ending up in the sea. 

The Plastic Odyssey ship bears on its bow the colors of  its main partner, 
L’Occitane en Provence. This partnership is further underscored by the 
cosmetics brand’s integration of  sustainability into its business.

L’Occitane is committed to numerous waste-related initiatives, which are part of  its 3R strategy: reduce, by prioritizing the 
packaging’s eco-design and promoting its re-use; recycle, by promoting the use of  recycled materials and ensuring that all waste 
can become a resource at the end of  the products’ lifecycle; and respond to collectively create a sustainable future, an approach 
that involves partnerships with key players and innovative initiatives like Plastic Odyssey.

The Plastic Odyssey project features two pillars, with the fi rst focused on solving an issue inherited from the past, and the sec-
ond on moving forward. “Clean up the past” means turning billions of  tons of  plastic into resources. “Build the future” brings 
together the teams’ practical actions to promote the understanding and development of  how plastic is used.

To Promote Plastic Pollution Awareness,
L’Occitane Sponsors Plastic Odyssey 

ROSS UNVEILS VERSAMIX MULTI-SHAFT MIXERS
Ross has unveiled its VersaMix Multi-Shaft Mixers ideal for processing medium to high viscosity ap-
plications up to several hundred thousand centipoise. 

Its two, 3,000-gallon VersaMix Model VM-3000 is equipped with a custom combination of  three 
agitators, each driven by a 60 HP TEFC inverter-duty motor. The three-wing anchor and two-screw 
augers are independently controlled with variable speeds, working together to ensure effi  cient batch 
turnover at every ingredient addition and mixing stage. 

The vacuum-rated VMC-3000s are operated from an independent 15-inch NEMA 4X touch-
screen control panel. The mixers also feature stainless steel type 304 dimpled, dual-zone jackets de-
signed for 100 psig at 200°F. VersaMix models range from laboratory to large scale capacities up to 4,000 gallons.

In other news, the company just  launched its newly redesigned website, Mixers.com.

YES TO CUCUMBER SKIN CARE WIPES GET 
SUSTAINABLE PACKAGING MAKEOVER
Yes To Cucumber 
Calming Facial Wipes  
are available in up-
dated packaging that 
meets rising consumer 
demand for more sus-
tainable products. The 
wipes themselves are 
also natural, according 
to the company.

VEIL COSMETICS LAUNCHES 
NEW PACKAGING FOR FACE 
PRIMER & SERUM 
To mark its 10th anniversary, Veil Cos-
metics unveiled new lightweight packag-
ing for Sunset Light 3-in-1 Face Prim-
er, Serum and Mixing Base. The new 
pump technology features an upgraded, 
easy-to-use design that is airtight and 
travel-friendly, said the company.

Veil Cosmetics also says the upgrade will extend to other products 
within the existing lineup and future launches.
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THE LAUNDRESS CREATES AMAZON 
EXCLUSIVE HOLIDAY GIFT SET
The Laundress Holiday Gift Set ($45) is a limited-edition collection of  
bestsellers. The Amazon exclusive set is said to be perfect for those who 
care about their clothes. It features the brand’s Signature Detergent 
Classic (8oz), Delicate Wash (2oz), Wool & Cashmere Shampoo (2oz) 
and Stain Solution (2oz).

JEWELRY DESIGNER ELIE TOP TEAMS UP 
WITH CLÉ DE PEAU BEAUTÉ
For holiday 2022, Clé de Peau Beauté’s tapped Parisian jewelry designer Elie 
Top to collaborate on the limited-edition Radiant Sky collection. Inspired by 
the sky’s celestial wonders, Top captured the celestial and transmuted it into 
the collection’s packaging for the brand’s most luminous products, accord-
ing to Clé de Peau.  Each product is encased in Top’s hand-drawn night-sky 
motifs. Shown is the Eye Color Quad ($80), a quartet of  eye colors with 
beautifully pigmented, fi nely milled shades.

IT COSMETICS OFFERS A CONFIDENCE 
BOOSTING ROUTINE FOR HOLIDAY 2022
Celebrate confi dence in using anti-aging skin care with 
this limited-edition holiday set featuring one of  the top 
anti-aging prestige moisturizers in America—Confi -
dence in a Cream—alongside Confi dence in Your Beauty 

Sleep, Confi dence 
in a Cleanser and 
Confi dence in an 
Eye Cream. This 
IT Cosmetics’ four-
piece skin care gift 
set delivers a com-
plete day-to-night 
routine.
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NEW PRODUCTS

Beauty & Wellness for Holiday 2022

URSA MAJOR ROLLS OUT SEASONAL PRODUCTS
Indie beauty brand Ursa Major debuted new products for the season. 
It added a lip product with the Going Places Lip Balm as well as the 
all-new Apres Anything Kit, billed as a skin care recovery solution 
after a day out on the slopes or just being outside. And, according to 
the company, 5% of  sales will support Protect Our Winters.
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BRAVO SIERRA’S ‘NO B.S.’ 
HOLIDAY BUNDLE
For holiday 2022, Bravo Sierra packed classic 
products inside an extra-durable, American-made 
toiletry bag ($63). Inside the sleek yet roomy bag 
are three of  the brand’s aluminum-free and baking 
soda-free deodorants and three extra-large hair and 
body solid cleansing bars.

DEVACURL PARTNERS 
WITH UNWRP 
DevaCurl has partnered 
with UNWRP—a Brooklyn, 
NY-based brand founded 
by designer Ashley L. Fouy-
olle—to create an exclusive 
collection of  fabric wraps. 
For holiday, DevaCurl Holi-
day Kits pair the hair care 
brand’s products with one of  
the special scarves. Shown is 
the Beauty of  Curl Enhancers 
set ($44, sold on DevaCurl.
com), which teams Moisture 
Seal and Supreme Defi ning 
Gel products with UNWRP’s 
Twist & Turn scarf. 

ANECDOTE ADDS 
HOLIDAY CANDLES
Spread the joy this holiday season with Anec-
dote Candles holiday candle collection. The 
range includes six new scents only available 
for a limited time. The assortment of  classic 
holiday scents include sandalwood, cinnamon, 
brown sugar, red wine and more, each named 
after common holiday festivities. 

FRENCH RIVIERA 
GIFT SET FROM 
VERONIQUE GABAI 
Beauty brand Veronique 
Gabai partnered with artist 
and writer Virginia Johnson to 
create a moment of  escapism 
to the French Riviera for 
Holiday 2022. The French 
Riviera Gift Set includes an 
84ml Veronique Gabai eau 
de parfum, along with the 
book “Travels Through the 
French Riviera,” which is 
signed by the author.
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SCC NEWS

Dr. Robb Akridge Is Opening Keynote 
Speaker at SCC’s 76th Annual Meeting

The Society of  Cosmetic Chemists (SCC) 76th Annual Scien-
tific Meeting & Technology Showcase will open in Los Ange-
les on December 12 with The Future of  Beauty Keynote lec-
ture presented by Dr. Robb Akridge, PhD, founder of  Opulus 
Beauty Labs.

In addition to developing, launching and managing his lat-
est venture, Opulus Beauty Labs, Akridge has had an exciting 
career in the space. He was co-founder of  Clarisonic. While at 
Clarisonic, he held several positions: initially as vice president of  
clinical research and later, as global brand president and global 
brand representative. He has a BS (UT, Austin), MS in botany/
mycology (Texas State), and PhD in microbiology (Immunology 
and Infectious Disease, Texas A&M). Akridge has 25 cumulative 
years in medical and global health, including more than 10 years 
spent on HIV/AIDS research at the FHCRC/UW network. He 
was also a senior scientist in oral healthcare during the early days 
of  Sonicare. Akridge is a member of  many professional organiza-
tions including the American Academy of  Dermatology. He is a 
board member of  the Independent Beauty Association.

Additional speakers are Frontiers of  Science Keynote Lecturer 
Paul Cox, PhD (Brain Chemistry Labs) and Henry Maso Key-
note Award Lecturer Katherine Oglesby, Nuritas.

76TH ANNUAL SCIENTIFIC MEETING AGENDA
Events planned for the 76th annual scientific meeting and 
technology showcase, which will be held from December 12-
14 in Los Angeles, include keynote lectures, technical pre-
sentations, panel discussions and social events. Below is the 
agenda (as of  Nov. 16, 2022):

December 12
1:00 pm - 2:00 pm: Opening Keynote/Session A—The Fu-
ture of  Beauty
2:30 pm - 4:30 pm: Session B—The Future of  Beauty
4:00 pm - 4:30 pm: Panel Q&A
4:30 pm - 6:30 pm: Welcome Happy Hour
December 13 
8:15 am - 8:25 am: Welcome Address
8:25 am - 9:30 am: Session C—Frontiers of  Science Award & 
Keynote Address
8:30 am - 10:30 am: Showcase Exhibition & Breakfast
10:30 am - 12:30 pm: Session D—Diversity in Beauty
10:30 am - 12:30 pm: Session E—Make Up, Fragrance, and 
Sensory
12:30 pm - 1:45 pm: President’s Luncheon & Business Meeting
1:45 pm - 3:00 pm: Showcase Exhibition & Coffee Break
3:00 pm - 5:00 pm: Session F—Hair Care Innovations 
3:00 pm - 5:00 pm: Session G— Innovations in Skin Care
5:30 pm - 7:30 pm: Cocktail Reception with Exhibitors
9:00 pm - 1:00 am: California Chapter After-Party
December 14
8:00 am - 10:00 am: Award Breakfast/Session H—Henry 
Maso Keynote Award Lecture
8:30 am - 10:30 am: Showcase Exhibition & Coffee Break
10:30 am - 12:30 am: Session I—Sustainability 
10:30 am - 12:30 pm: Session J—Future of  Skin Care
12:30pm - 1:30 pm: Networking Luncheon
1:30 pm - 2:30 pm: Showcase Exhibition & Dessert
2:30 pm - 4:30 pm: Session K—Claims & Regulatory
2:30 pm - 4:30 pm:  Session L—Modern Formulation and 
Sunscreen Design. 

More info: www.scconline.org n

SCC & CHAPTER MEETINGS
DEC. 2
Ontario Chapter Annual Holiday Dinner Dance, 
The Venetian, Vaughn, Ontario. 
www.ontarioscc.org

DEC 7
New York Chapter Education Night. 
https://nyscc.org

DEC. 12-14
SCC’s Annual Meeting, LA Live, JW Marriott, 
California. 
www.scconline.org

2023
DEC. 12-13
SCC’s Annual Meeting, Sheraton NY Times 
Square, New York. 
www.scconline.org
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INDUSTRY NEWS

Estée Lauder Endowment Establishes 
Epigenetics Fellowship at UC-Irvine 

The University of  California-Irvine (UCI) announced an en-
dowment from Estée Lauder to establish an epigenetics fellow-
ship in honor of  the late Paolo Sassone-Corsi, PhD, who was 
UCI’s Donald Bren Professor of  Biological Chemistry and di-
rector of  the Center for Epigenetics and Metabolism.

Estée Lauder worked with  Sassone-Corsi on new discover-
ies in microRNA, epigenetics and circadian rhythms in con-
nection with skin. The latest technology in the beauty brand’s 
iconic Advanced Night Repair face serum is inspired by his 
research, which helped Lauder understand how epigenetic 
factors can transform the way skin ages, according to Nadine 
Pernodet, PhD, SVP-biosciences, ELC.

The fellowship will be 
awarded annually and will 
support doctoral students in-
volved with scientific work in 
epigenetics. It will be granted 
to emerging scientists, schol-
ars who demonstrate finan-
cial need and/or first-gener-
ation students.

Sassone-Corsi died in 2020 
at the age of  64. His death 
came not long after ELC an-
nounced a new collaboration 
with his lab.

“UCI’s partnership with 
Estée Lauder will enable the School of  Medicine to recruit 
highly skilled, talented PhD students who are fully engaged 
in pathbreaking research in epigenetics,” said Dr. Michael J. 
Stamos, dean of  the UCI School of  Medicine. “We look for-
ward to the deeply impactful discoveries that will take shape 
through the Estée Lauder Epigenetics Fellowship in honor of  
the great Paolo Sassone-Corsi.”

Emiliana Borrelli, PhD, UCI Chancellor’s professor of  mi-
crobiology and molecular genetics, and Sassone-Corsi’s wife 
and collaborator, added: “This fellowship celebrates Paolo’s 
extraordinary life and career and also commemorates his 
passion for advancing groundbreaking scientific work in epi-
genetics and giving back to the community, which are values 
that UCI and Estée Lauder share. His innovative research 
over three decades into the mechanisms regulating gene ex-
pression in health and disease will be continued by supporting 

the talented students who are poised to become the next lead-
ers in this trailblazing field.”

A formal call for fellowship applicants will open in spring 
2023, with the first fellow expected to be selected for the start 
of  the 2023-24 academic year. The inaugural fellow will be 
honored next year at the Paolo Sassone-Corsi Lectureship, 
sponsored by Estée Lauder.

“This fellowship is in honor of  Paolo and the collaboration 
between our labs and demonstrates our commitment to his 
work and the brilliant students who will continue to deepen 
our understanding of  the molecular mechanisms behind ag-
ing,” noted Pernodet.

CONSUMER PRODUCT TESTING COMPANY  
EXPANDS IN-VITRO DEPARTMENT
Consumer Product Testing Company (CPTC) offers a vegan, 
in-vitro test method to estimate ocular irritation potential. 
There are no animal tissues or animal by-products used in the 
method. The assay is InVitro International’s Ocular Irritec-
tion Assay System. This standardized, quantitative in-vitro 
test method measures changes of  relevant macromolecules to 
predict the ocular irritancy of  chemicals, mixtures and pro-
duction formulations.

According to CPTC, Ocular Irritection is the only 100% 
non-animal ocular irritancy test with an OECD adoption 
(TG496), ensuring credibility. Test results can be generated 
within one week of  receipt of  samples. The Ocular Irritec-
tion assay is quantitative and highly reproducible, allowing the 
comparative ranking of  samples and formulations with great 
accuracy, according to CPTC.

MARY KAY CREATES SKIN HEALTH GRANTS
Mary Kay Inc., has announced a new partnership with the Eu-
ropean Society for Dermatological Research (ESDR) and its 
registered office in Geneva, Switzerland, to award grants to 
researchers at the 51st Annual ESDR Meeting. The congress 
took place Sept. 28-Oct. 1, 2022, in person with the sessions 
recorded and available on-demand after the congress.

Mary Kay will award two $20,000 grants to researchers 
conducting groundbreaking and innovative studies in skin 
health or skin diseases, for which eligible applicants can apply 
through Dec. 9, 2022. Winners will be announced during a 
special virtual event this coming March preceding the inaugu-

The late Paolo Sassone-Corsi, PhD
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ral meeting of  the First International Societies for Investiga-
tive Dermatology conference in May. 

With these funds, Mary Kay hopes to empower researchers 
to uncover new perspectives and interventional strategies in 
dermatology.

TOPICALS SECURES $10 MILLION IN FUNDING
Fast-growing skin care brand Topicals, founded in 2020 by Ol-
amide Olowe, announced $10 million in new financing led by 
Cavu Consumer Partners. The funding, which comes on the 
heels of  the brand’s 3x revenue growth in 2021, will be used to 
further propel Topicals’ omnichannel growth, add staff, sup-
port channel expansion and fuel brand marketing awareness.

Topicals says it is the fastest-growing skin care brand at 
Sephora and has sold one product every minute this year. 

“I love Cavu’s focus on mission driven brands and from the 
first conversation with their team, it was clear that they shared 
our vision of  disrupting the ointment category. They’re very 
hands-on with their portfolio brands, which was the biggest 
differentiator,” said Olowe. “At this stage of  growth, it’s crucial 
for us to have an investment partner who can provide value 
outside of  capital, and with Cavu we have a team of  experts 
ready to roll their sleeves up and do the hard work of  taking 
this brand to the next level.”  

“Through Topicals, we believe Olamide has set a new stan-
dard in beauty—not only by formulating and marketing effec-
tive over-the-counter replacement products for skin care—but 
also by destigmatizing the way consumers speak about their 
skin conditions,” said Jenna Jackson, principal of  growth at 
Cavu Consumer Partners. “Topicals is truly a category cre-
ator in that regard and truly aligns with Cavu’s philosophy of  
investing in and building brands creating better-for-you prod-
ucts. I’m thrilled to partner with Olamide and this boundary-
pushing beauty company.”

Jackson is joining Topicals’ board of  directors.

DYNAMIC BLENDING INCREASES  
MANUFACTURING
Contract manufacturer Dynamic Blending is expanding its 
manufacturing facility. The company is nearly doubling its 
facilities in Utah, allowing for increasing production capac-
ity, expansion in product offerings and the addition of  both a 
“white room” and quality control lab. The need for expansion 
is due to accelerating demand that keeps the company listed 
among the fastest growing in Utah and the US. 

“This new facility allows us to serve our customers even bet-
ter,” said Stephen Merrill, COO and interim CFO for Dy-
namic Blending. “We look forward to maximizing our new 
space as we continue to increase our product formulation and 

manufacturing offerings. We continue offering small batch 
orders with a fast turnaround, while meeting demand from 
companies of  all sizes.”

Dynamic Blending’s new facility includes: increasing square 
footage from 83,000 to 133,000; doubling the number of  
available product lines from six to 14; adding six conference 
rooms and 65 workstations; and improving lab space with ad-
vanced tech and 600% more square footage.

The expansion also makes room for new robotic equipment, 
increasing the manufacturing capabilities for Dynamic Blend-
ing. The updated machinery will soon allow for major acceler-
ation of  manufacturing and quality assurance. The expansion 
also allows Dynamic Blending to begin filling and formulating 
cologne and perfume.

In addition to these improvements, Dynamic Blending is 
adding an in-house quality control lab to exceed the best prod-
uct quality standards. The company is also building a Green 
Chemistry Experience Center to highlight the latest innova-
tions with green cosmetic chemistry. Such processes use natu-
ral ingredients that are more sustainable, eco-friendly, organic 
and safer for consumers, according to the company.

“The new quality control lab and processes set the high-
est level used by only a few of  the world’s largest manu-
facturers,” said Jordan Erskine, cofounder and principal. 
“Having this space to focus on developing accurate and re-
producible formulas saves time and ensures an even better 
final product for each customer. We planned this expansion 
for a long time and look forward to how the expansion im-
proves the client experience.”

NÉCESSAIRE AND ALLEYOOP  
ARE B CORP COMPANIES
Beauty brands continue to join the ranks of  certified B Corp 
companies. The latest to join are Nécessaire and Alleyoop.

Nécessaire says its earned its B Corp certification with a 
98.4 overall score.  

“We are a mission-driven company. We are in business to 
make a positive environmental impact everywhere we can. 
Becoming a B Corp is an important milestone for Nécessaire. 
This certification will help ensure that we are measured not 
just on our financial performance but also on our environmen-
tal, social and governance output. It fuels a mindset that flows 
through all we do. I am proud of  our first B impact assess-
ment because it represents our commitment to responsibility 
and shows the significant progress the team has made just four 
years into our journey,” said Randi Christiansen, CEO and 
co-founder.

Beauty brand Alleyoop announced its Certified B Corp sta-
tus last month.
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AVON TO SHUTTER SUFFERN, NY  
INNOVATION CENTER
Avon will close its global innovation center in Suffern, NY, 
which is located about 25 miles northwest of  New York City. 
Avon said it is making the move to deliver its global innovation 
program and realize significant cost efficiencies. Avon will es-
tablish new R&D operations in Brazil and Poland, two of  the 
largest markets in its business.

Avon has operated in Suffern for more than a century. 
When it opened the center in Suffern about 20 years ago, it 
was considered a world-class, state-of-the-art facility.

The company, part of  Natura, said the move is part of  
Avon’s Open Up and Grow strategy to “deliver aspirational 
beauty at irresistible value through an omnichannel, high-
touch relationship selling model.” Locating R&D in key Avon 
markets will enable closer connections with representatives 
and consumers and build seamless communities with its sup-
ply chain operations and with Natura in Brazil, co-locating 
R&D at the Cajamar site.

“For 136 years, breakthrough innovation has been at the 
core of  the Avon brand with our proprietary technology and 
award winning, affordable beauty products,” said Avon CEO 
Angela Cretu. “We believe this evolution of  our R&D opera-
tions will give us access to a wider ecosystem of  partners to 
drive our innovation pipeline. We’re incredibly proud of  our 
Suffern team and grateful for the strong innovation founda-
tion that we will build on.”

J&J AND SCIBASE COLLABORATE  
ON BARRIER SCREENING TOOL 
SciBase Holding AB, a Stockholm-based developer of  aug-
mented intelligence (AI)-based solutions for skin disorders, 
signed an agreement with Johnson & Johnson Consumer 
Inc. to collaborate on the development of  an AI-based screen-
ing tool to predict the development of  atopic dermatitis in 
infants.

The goal of  the collaboration is to develop and validate an 
AI-based solution that detects skin barrier dysfunction and 
may be able to predict an infant’s risk of  developing atopic 
dermatitis.  The method will be based on SciBase’s electrical 
impedance spectroscopy (EIS) technology and specifically for 
the portable Nevisense Go device.

The collaboration will run for two years and includes sup-
porting a study at several hospitals in Switzerland with Dr. 
Caroline Roduit as principal investigator.

BRENNTAG UNVEILS GROWTH PLAN
Brenntag has announced its detailed strategic growth plan in-
cluding new mid-term targets until 2026. The comprehensive 

“Strategy to Win” comprises dedicated growth strategies for both 
divisions, Brenntag Specialties and Brenntag Essentials, details 
and targets for the company’s digital, data and excellence trans-
formation, as well as its sustainability and M&A strategy.

“Strategy to Win” represents the second phase in Brenntag’s 
transformation journey. The first phase, “Project Brenntag,” 
started more than two years ago and focused on implementing the 
new operating model with two global business divisions and clear 
customer segmentation, optimizing the site network, and struc-
turally addressing productivity improvements by 2023. Targets 
included an additional annualized operating EBITDA contribu-
tion of  €220 million. As of  the end of  2022, all Project Brenntag 
targets will be reached, one year ahead of  plan, the company 
said, which has laid the foundation and enabled the company to 
achieve improved sustainable organic earnings growth.

“Brenntag is the undisputed and resilient leader in an attrac-
tively growing and highly fragmented, indispensable market. We 
have now defined how to strengthen and expand this position. 
We aim to foster growth in our global divisions with clear differ-
entiated strategies,” said Christian Kohlpaintner, CEO, Brenntag 
SE. “Moreover, we build a comprehensive digital and data frame-
work and architecture to better serve our global customer base 
and achieve the next level of  operational efficiency, growth and 
excellence. With our comprehensive and ambitious ‘Strategy to 
Win,’ we aim to outpace the underlying market growth. Brenntag 
will play a crucial role in the ecosystem of  sustainable global 
chemicals and ingredients distribution.”

According to the company, Brenntag Specialties will be-
come the global go-to service partner for innovative and sus-
tainable solutions. To achieve these ambitions, the division has 
defined five key strategic priorities: Brenntag Specialties will 
increase its value-added service offering, command the most 
comprehensive and sustainable portfolio, expand its global 
footprint, focus on high-growth customers and industries, and 
accelerate acquisitions. The division is building on its unique 
strengths and capabilities, including a network of  81 applica-
tion development centers to drive innovations for the different 
industries, diverse market insights, and strategic partnerships 
with global suppliers.

Brenntag officials contend strategic mergers and acquisi-
tions will be an enabler of  future growth and thus the com-
pany will double its annual planned M&A spend to around 
€400 to 500 million. As a leading consolidator in the industry, 
Brenntag’s acquisition strategy will be focused on five key pil-
lars, such as the accelerating growth in Life Sciences globally, 
enhancing strategic capabilities and market positions, expand-
ing positions in emerging markets in both divisions, filling 
white spots to complement the existing portfolio, and improv-
ing tech capabilities that enable efficiency gains. n
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PERSONNEL ROUNDUP

Shiseido Group President & CEO  
Masahiko Uotani To Retire

Shiseido Group President and CEO Masahiko Uotani will 
retire within the next two years. In 2023, Uotani’s role will 
change to chairman and CEO.

In another move, Kentaro Fujiwara, currently senior execu-
tive officer and China Region CEO, will be appointed presi-
dent and chief  operating officer. Fujiwara is expected to be 
chosen as representative director at the company’s next board 
meeting in March.

Fujiwara joined Shiseido Group in 1991. He has held lead-
ership positions in France, Germany and South Korea over 
the years. In 2015, he was appointed VP-corporate strategy 
department and group leader of  digital strategy. In 2016, he 
became chairman and president of  Shiseido China. In 2020, 
he was promoted to CEO of  China Region and senior execu-
tive officer of  Shiseido Group.

UNILEVER CEO ALAN JOPE TO RETIRE IN 2023
Unilever announced that CEO Alan Jope has informed the board 
of  his intention to retire from the company at the end of  2023. 
Jope has been in the c-suite role for five years. The Unilever board 
will now proceed with a formal search for a successor.

WASHBURN NAMED INTERIM  
PRESIDENT OF INOLEX 
Dr. Neil Washburn has joined the Inolex 
executive team as interim president. He 
joins CEO David Plimpton to serve on 
Inolex’s leadership team and further de-
velop the company’s strategic growth. 

Washburn joins Inolex after a success-
ful 39-year career at DuPont. He holds a 
PhD in analytical chemistry. Washburn 
led cross-functional teams across op-
erations, research and development, marketing and business 
leadership on a number of  transformative projects and high-
profile global product initiatives throughout his career. More 
recently, he has been a strategic advisor to technology and 
material-oriented startups with a focus on sustainability.

BARENTZ WELCOMES TWO NEW HIRES
Barentz welcomed two new hires to its expanding household, 
industrial and institutional cleaning leadership teams. Jeff Wu 
has been appointed vice president, principal management and 

Natasha Walcott was named senior regulatory manager of  the 
technical leadership team.

A Cornell University alum with a master’s in chemical engi-
neering, Wu’s early experiences include sales and sales leader-
ship roles at Momentive/GE Silicones and Croda, Inc. Before 
moving into his current leadership role, Wu acted as the North 
American business manager, distribution and commercial ser-
vices at Oxiteno.

A Roosevelt University alum, Walcott researched and pre-
pared grant and award opportunities while serving as an envi-
ronmental sustainability associate—some of  which resulted in 
green initiative acknowledgements and significant monetary 
savings for the university. She began her career working for Pi-
lot Chemical Company as a subregistration specialist/EHSS 
coordinator, where she created compliant-standard labels, 
SPO documents and performed administrative training, secu-
rity clearances, incident reporting and job hazard assessments.  

Most recently, Walcott was the regulatory affairs specialist 
for Clearon Corp (WV/IL), where she acted as a state regis-
tration expert, sharing technical expertise with internal and 
external customers. She managed regulatory and compliance 
procedures to completion.

SHANI DARDEN SKIN CARE  
APPOINTS WARNER AS CEO
Tim Warner, previously a c-suite executive for Benefit Cosmetics, 
Urban Decay and Drunk Elephant, has been named the new 
chief  executive officer of  Shani Darden Skin Care. Warner has 
a retailer-first mentality having begun his career as a cosmetics 
buyer at a luxury department store based in San Francisco.

AAK APPOINTS ELVAMBUENA  
PERSONAL CARE SCIENTIST II
AAK tapped Alyssa Elvambuena as the new scientist II for the 
personal care team.

Elvambuena is based in AAK’s Richmond, CA Innovation 
Center. She is responsible for supporting the personal care team 
in developing on-trend formulations, featuring product portfolio 
solutions, providing technical insight and product-specific appli-
cation knowledge and further educating customers.

Prior to joining AAK, Elvambuena served as product qual-
ity coordinator for Sephora. Prior to that, she worked on for-
mulation roles for Method and for Shiseido Americas. n

Dr. Neil Washburn
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FINANCIAL NEWS

Estée Lauder Companies 
Acquires Tom Ford 

The Estée Lauder Companies Inc. will acquire Tom Ford 
for $2.3 billion. ELC said it expects to fund this transaction 
through a combination of  cash, debt and $300 million in 
deferred payments to the sellers that become due beginning 
in July 2025.

Under the agreement, Ford will continue to serve as the 
brand’s creative visionary after closing and through the end 
of  calendar 2023. Domenico De Sole, chairman of  Tom Ford 
International, will stay on as a consultant until that same time.
   “I could not be happier with this acquisition as The Estée 
Lauder Companies is the ideal home for the brand,” Ford said 
in a statement. “They have been an extraordinary partner 
from the first day of  my creation of  the company and I am 
thrilled to see them become the luxury stewards in this next 
chapter of  the Tom Ford brand.

Q1 SALES RISE 1% AT PROCTER & GAMBLE
The Procter & Gamble Company reported net sales rose 1% 
to $20.6 billion in the first quarter of  fiscal 2023. 

Organic sales increased 7%, excluding the impacts of  for-
eign exchange, acquisitions and divestitures. This increase 
was driven by a 9% increase from higher pricing and a 1% 
increase from positive product mix, partially offset by a 3% 
decline in shipment volumes.

Unfavorable foreign exchange had a 6% impact on net sales.
 “We delivered solid results in our first quarter of  fiscal 2023 

in a very difficult cost and operating environment,” said Jon 
Moeller, chairman, president and CEO. “These results en-
able us to maintain our guidance ranges for organic sales and 
EPS growth for the fiscal year despite continued significant 
headwinds. We remain committed to our integrated strategies 
of  a focused product portfolio, superiority, productivity, con-
structive disruption and an agile and accountable organiza-
tion structure. These strategies have enabled us to build and 
sustain strong momentum. They remain the right strategies to 
navigate through the near-term challenges we’re facing and 
continue to deliver balanced growth and value creation.”

OBAGI, MILK MAKEUP BOOST WALDENCAST 
Global multi-brand beauty and wellness platform Waldencast 
Plc, owner of  Milk Makeup and advanced skin care line Oba-
gi, reported net sales of  $78.9 million in its Q3 financial results 
ended September 30, 2022. 

In Q3, the company saw continued positive momentum in 
its Milk Makeup and Obagi brands from the first half  of  the 
year, highlighted by increased sales and profitability. 

There was a gross margin of  62.4% and adjusted gross mar-
gin of  71.9% with a net loss of  $16.8 million and an adjusted 
EBITDA of  $15.3 million, or 19.4% of  net sales. 

Obagi Skincare recorded net sales of  $60.4 million, an in-
crease of  3.2% from the same period in the prior year and 
an increase of  12.1% on a comparable basis. Milk Makeup 
recorded net sales of  $18.5 million, an increase of  41.7% from 
the same period in the prior year. 

HEYDAY ACQUIRES ZITSTICKA ACNE BRAND 
Heyday has acquired ZitSticka, a fast-growing acne treatment 
and prevention brand. Heyday says the acquisition enriches its 
investment in the personal care space and provides it a leading 
position in the high-growth category of  acne patches. 

In the past three years, Zitsticka has grown from a single 
SKU to a diversified product portfolio of  supplements, body 
washes and topicals that are available globally. Recent in-store 
launches at Target and Ulta delivered early proof  points of  
omnichannel success and offer a significant runway for future 
growth, according to Heyday. 

“We are thrilled to welcome ZitSticka to Heyday’s portfo-
lio,” said Sebastian Rymarz, co-founder and CEO of  Heyday. 
“The ZitSticka team built an incredible business in three short 
years, and Heyday is the perfect partner to build ZitSticka into 
a household name thanks to our capabilities in omnichannel 
distribution, product innovation, and brand marketing.” 

L’ORÉAL SALES RISE TO $27.1 BILLION 
FOR THE NINE MONTHS
The L’Oréal Group’s sales through nine months reached 
$27.1 billion, an increase of  20.5%. The gain reflects a 
positive exchange rate. Like-for-like growth was 12.0%, ac-
cording to L’Oréal.

“In a context of  unprecedented volatility, marked by 
the public health restrictions in China and inflation in the 
Western world, L’Oréal achieved a very solid quarter, con-
tinuing at a steady pace of  growth compared to 2019,” said 
CEO Nicolas Hieronimus. 

“The global beauty market remained dynamic, and con-
sumers’ appetite for beauty products is intact.” n
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CONTRACT MANUFACTURING/PRIVATE LABEL

Tom Frangis
tfrangis@rodmanmedia.com • 201-880-2291

•••
Art Largar

alargar@rodmanmedia.com • 201-880-2259
•••

Andrew Downey
adowney@rodmanmedia.com • 973-487-0567

F O R  P R I N T  A N D  O N L I N E 
R AT E S  P L E A S E  C O N TA C T:

Manufacturing Beauty®  Manufacturing Beauty®  Manufacturing Beauty for More than 50 years.

LADY BURD CORPORATE HEADQUARTERS
LABORATORY, FACTORY, AND SHOWROOM

44 Executive Blvd. Farmingdale, NY 11735
1.800.345.3448  |  1.631.454.0444

DELRAY BEACH SHOWROOM
5300 West Atlantic Ave, Suite 502 Delray Beach, FL 33484

1.866.392.4889  |  1.561.272.20081.866.392.4889  |  1.561.272.2008

ClassHAP1222.indd   98ClassHAP1222.indd   98 11/21/22   2:58 PM11/21/22   2:58 PM

http://HAPPI.COM
mailto:tfrangis@rodmanmedia.com
mailto:alargar@rodmanmedia.com
mailto:adowney@rodmanmedia.com
http://www.sololabsinc.com
mailto:sgkcck@aol.com
http://www.emsdiasum.com
mailto:info@botanx.com
http://www.botanx.com
http://abbelabs.com
mailto:info@abbelabs.com
mailto:info@garlabs.com
http://www.healthspecialty.com
mailto:neil@healthspecialty.com
http://healthspecialty.com


HAPPI.COM  /  DECEMBER 2022  /  99

PACKAGING/EQUIPMENT

Sampling Solutions
that deliver

www.jppkg.com

Sachets
Turn Key

Tube Filling
USDA Certified Organic Filler

Custom and Stock Sizes
Hot Fills

Die Cut Sachets
Liquid Blisters

I N  T H E  N E X T  I S S U E  O F  H A P P I

• TOP INDIE BRANDS

• HOUSEHOLD FRAGRANCES 

• LAUNDRY DETERGENT

• EFFICACY CHALLENGES • DEAR VALERIE 

• MANAGING YOUR CAREER

• NOTES FROM CHINA • OUT OF AFRICA

ClassHAP1222.indd   99ClassHAP1222.indd   99 11/21/22   2:57 PM11/21/22   2:57 PM

http://HAPPI.COM
http://www.jppkg.com
http://www.unionmachinery.com
mailto:sales@unionmachinery.com
http://www.rosssyscon.com
http://mixers.com/web-app


100  /  DECEMBER 2022  /  HAPPI.COM

CLASSIFIED ADVERTISING

FOLLOW US
to get industry news & updates  
on networking opportunities

@happimagazine

ClassHAP1222.indd   100ClassHAP1222.indd   100 11/21/22   2:56 PM11/21/22   2:56 PM

http://HAPPI.COM
http://www.alphaaromatics.com
http://www.bulknaturaloils.com
http://www.alphaaromatics.com
http://alphaaromatics.com
http://www.invitrointl.com
http://soapbuster.com
http://happi.com


HAPPI.COM  /  DECEMBER 2022  /  101

ADVERTISING INDEX

Advertiser Page No. Website

Alnor Oil Company .............................................................................51 ...............................................................................www.alnoroil.com

Alpha Aromatics ..................................................................................49 ...................................................................www.alphaaromatics.com

Arista Industries Inc. ............................................................................71 ................................................................... www.aristaindustries.com

Ashland Inc. .........................................................................................13 ...............................................................................www.ashland.com

Azelis Americas  ...................................................................................69 ...........................................................................azelis.com/americas

BASF ..............................................................................................Cov. 3 ................................................................................. www.hcii.basf.us

BioScreen Testing Services (an ALS Global Company)  .....................11 ............................................................................www.bioscreen.com

Campo Research Pte Ltd. ..............................................................18, 19 ..................................................................www.campo-research.com

Coast Southwest .............................................................................Cov. 4 ................................................................... www.coastsouthwest.com

Colt's Plastics Co. Inc. ..........................................................................23 .........................................................................www.coltsplastics.com

Consumer Product Testing ..................................................................59 .............................................................................. www.cptclabs.com

Essential Ingredients  ...........................................................................15 ............................................................ www.essentialingredients.com

Grant Industries, Inc. .............................................................................3 ..............................................................................www.grantinc.com

International Cosmetic Science Centre ...............................................55 ........................................................................................ www.icsc.dk

iTi tropicals ..........................................................................................35 .........................................................................www.iTitropicals.com

Jeen International ...................................................................................7 .................................................................................... www.jeen.com

Jiangsu JLand Biotech co., Ltd. ...........................................................25 ....................................................................... www.jlandbiotech.com

Lincoln Manufacturing ....................................................................5, 21 .............................................................www.LincolnMFG-USA.com

Micro Powders, Inc  .............................................................................61 .................................................................... www.micropowders.com

Nanjing COSMOS Chemical Co., Ltd.  .............................................27 .......................................................................www.cosmoschem.com

NYSCC Suppliers' Day  .......................................................................81 .................................................................................... www.nyscc.org

Praan Naturals .....................................................................................37 .................................................................www.PRAANnaturals.com

RITA Corporation .........................................................................Cov. 2 .............................................................................. www.ritacorp.com

Sabinsa .................................................................................................29 ................................................................ www.sabinsacosmetics.com

Sederma Inc. ........................................................................................57 ............................................................................. www.sederma.com

Shin-Etsu Silicones of  America, Inc. ...................................................67 .................................................................www.shinetsusilicones.com

Spectra Colors Corp. ...........................................................................63 .................................................................... www.SpectraColors.com

Tri Pac, Inc. ............................................................................................9 .................................................................................... www.tri-pac.us

Welch Holme & Clark Company .........................................................64 .............................................................................. www.whc-oils.com

IndexHAP1222.indd   101IndexHAP1222.indd   101 11/22/22   4:18 PM11/22/22   4:18 PM

http://HAPPI.COM
http://www.alnoroil.com
http://www.alphaaromatics.com
http://www.aristaindustries.com
http://www.ashland.com
http://azelis.com/americas
http://www.hcii.basf.us
http://www.bioscreen.com
http://www.campo-research.com
http://www.coastsouthwest.com
http://www.coltsplastics.com
http://www.cptclabs.com
http://www.essentialingredients.com
http://www.grantinc.com
http://www.icsc.dk
http://Titropicals.com
http://www.jeen.com
http://www.jlandbiotech.com
http://www.LincolnMFG-USA.com
http://www.micropowders.com
http://www.cosmoschem.com
http://www.nyscc.org
http://www.PRAANnaturals.com
http://www.ritacorp.com
http://www.sabinsacosmetics.com
http://www.sederma.com
http://www.shinetsusilicones.com
http://www.SpectraColors.com
http://www.tri-pac.us
http://www.whc-oils.com


102  /  DECEMBER 2022  /  HAPPI.COM

INDIE INC.

Makeup Wizard Creates  
Her Own Beauty Brand

What inspired Half Magic—how long in the making was 
it and what’s in a name? We started working on this makeup 
line in the summer of  2019. That was right 
after Season 1 of  Euphoria aired and we 
started concepting the makeup line and ex-
ploring how to do it. What tipped me off 
to the idea of  doing my own line was a lot 
of  brands were coming to me inviting me 
to choose eyeshadow colors for a palette, 
and while that would be super fun and I 
really wanted to do it, I knew I had to be 
patient and hold out for a bigger opportu-
nity and not go for the instant gratification 
so more than three years later Half  Magic finally launched and 
the name has two meanings. The in-a-nutshell meaning is: the 
makeup is half  of  the magic and person wearing it is the other 
half. Although this is not a Euphoria makeup line, it transcends 
the show, it’s a makeup line. What I’m known for and what I love 
with makeup is bridging that gap between magical fantasy and 
models wearing these really cool makeup looks with total reality 
like a normal person going to the grocery store. Half  magic, half  
fantasy, half  just real everyday life.

How did you go about curating the colors for the 
palette? Our first launch had a lot of  really vivid colors. 
The matte eye paints, the shimmer eye paints, the glitters. 
We had our lip launch again. Really bold statement colors 
I think are really beautiful and flattering. For this launch, 
for the eyeshadow color, I wanted to show our audience and 

our consumers how we do something a little bit more neu-
tral. So how we bring our own beautiful metallic buttery, 
tactile, blend-y feelings to our eyeshadows. I think eyeshad-
ows are the least intimidating form of  makeup. Eye paints 
are really exciting, but I think take a little bit of  a learning 
curve. This is our chance to communicate with consum-
ers that we do subtle magic too, this is how to elevate an 
everyday look bulletproof  colors that are exciting, not just 
neutrals. We have our very first non-color color Wet Pebble 
which is like a smokey eye metallic, kind of  grungy. 

Eyeliner seems to be a staple in your collection. Tell 
me about it. The eyeliner pen MagicFlik we just launched 
on October 5. It’s a flat, disc-like paddle shape. It’s really dif-
ferent. I think doing winged liner is hard. One of  the things I 
would like to do with my makeup brand is really make it feel 
easy and user-friendly. So, I thought it would be a really cool 
liner tool, a fresh new take on the classic tapered felt-tip pen. 
I thought it was easier to use. We did a whole panel and a lot 
of  people were saying “Wow, this is easier to use.” That’s my 
mission: to make fun makeup a little less intimidating. 

How did you get the idea to create the recyclable  
palette? As a new makeup brand, it’s our responsibility to 
be innovative with packaging and sustainability. I think the 
challenge is rethinking the definition of  luxury. I think a lot of  
people think a weighty makeup container feels more luxuri-
ous, but it’s not good for our planet and there’s other ways that 
we can do things, and we just have to shift that mind frame 
that something light and compostable like our little clamshells 
that house our single eyeshadows, that can be really luxuri-
ous. The eyeshadow inside of  there is a luxurious, beautiful 
formula and I think the key is making that compostable. The 
key is making it cute and then having it stick. 

In one word, how would you describe Euphoria 
makeup and what does it represent for you?
Euphoria makeup is emotional glam. It’s kind of  like a mood 
ring, but makeup on your face. I always want the emotional 
state of  the characters to come through in the makeup. n

Watch the  
full interview on 

Happi TV!

Celebrity Makeup Artist Doniella Davy of HBO’s Euphoria discusses her new makeup line Half Magic.

By Lianna Albrizio, Assistant Editor

Donniella Davy
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