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English Man V. Machine

The prowess of  London cab drivers is well-documented. To earn 
their licenses, cab drivers-in-training spend three to four years 
driving around the city on mopeds, memorizing a labyrinth of  
25,000 streets within a 10-kilometer radius of  Charing Cross train 

station, as well as thousands of  tourist attractions and hot spots. “The 
Knowledge,” as it is called, is unique to London taxi licensing and involves 
a series of  grueling exams that only about 50% of  would-be-drivers pass.

That knowledge was put to the test in September when mourners 
“queued” to pay their respects to Queen Elizabeth II. Traffi  c jams choked 
The City for days. Some of  those days coincided with IFSCC Congress 
(see p. 84). It may come as a shock to some, but I’ll take Google maps, 
Waze or any other app over The Knowledge any day. The two times I 
climbed into traditional taxis, the drivers groaned and moaned about the 
diffi  cult journey ahead. After dozens of  twists, turns and tears, I eventu-
ally got to where I wanted to go. Yet, when I jumped into an Uber, often 
driven by newly-arrived immigrants, the drivers sped off  with nary a word, 
and got me to my destination much faster and much cheaper than that 
traditional English cab ride.

Why am I relaying my little travel tale? It underscores the need in ev-
eryone in every industry to rethink the way we do business. Successful 
marketers and suppliers to the global household and personal products 
industry do just that every day. Companies in every category rely on new 
technologies to chase the future. Turn to p. 62 to fi nd out what’s new in 
the antiperspirant business. Or fl ip to p. 90 to learn more about the latest 
in home cleaning. On the supply side (p. 72), market demands have market 
leaders rethinking their sourcing options. If  all the changes at work or at 
home are unsettling, maybe its time for a break...a cannabidiol break. This 
issue of  Happi includes a special section on some of  the latest trends and 
issues surrounding CBD. Turn to p. 50 to start reading about CBD turning 
up in skin care and drinks.

We hope you enjoy this issue of  Happi. We welcome your comments 
and suggestions. And yes, next time, I’ll take the train, er, tube.
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NEWS FRONT

Inflation, Talk of Recession Dampen 
Holiday Spending Intentions

Increased negativity about the economy and their own per-
sonal finances is causing 29% of  US consumers to think about 
spending less this holiday season, according to a recent holiday 
purchase intentions consumer survey from The NPD Group, 
which merged with Information Resources, Inc. (IRI).

While the majority of  shoppers plan on spending the same 
or more than last year, the share of  consumers who plan to 
spend less this year increased over last year. As a result, spend-
ing on par with 2021 levels is expected during the traditional 
November and December holiday shopping season, with the 
potential of  0.5% to 2.5% growth when the season is expand-
ed to include October and January.

Financial concerns cast a shadow over holiday shopping as 
fading pandemic concerns open the door to more gatherings, 
according to NPD.

One in five holiday shoppers say they will spend less over the 
holidays because their economic situation has changed. More 
than one in ten (12%) consumers will be spending less on gifts 
so they can spend more on holiday entertaining-related ex-
penses, like food, drink and decorations.

More “early” pre-Thanksgiving shoppers are starting even 
earlier—39% started or plan to have started before October, 

according to NPD. The number of  consumers planning to do 
holiday shopping online fell from 85% last year to 80% this 
year. This is the largest shift favoring stores in years, said NPD.

Plans to shop mass merchants grew the most from 2021, 
while plans for pureplay e-commerce shopping declined most.

Consumers expect more of  their holiday purchases to be 
made in-stores (46%) than online (45%) this year—another 
significant shift from last year’s plan for half  of  their shopping 
to be done online.

TEEN BEAUTY SPENDING
Piper Sandler Companies has released its 44th semi-annual 
Taking Stock With Teens survey, which highlights discretion-
ary spending trends and brand preferences. Teen “self-re-
ported” spending was up 3% year over year (Y/Y) to $2,331, 
which was down 2% vs. last spring.

The core beauty wallet (cosmetics, skin care, fragrance) stood 
at $264/year, up 20% Y/Y, led by cosmetics (+28% Y/Y). Ev-
eryday use of  makeup continues to trend upward. Fragrance is 
also proving its resilience, with category spend +21% Y/Y and 

approximately two-thirds 
of  female teens noting fra-
grance usage every day. 

Ulta Beauty remained 
the No. 1 preferred beau-
ty destination at 42% 
mindshare, and it also 
held the strongest beauty 
loyalty membership at 
62% of  female teens with 
a membership. Sephora 
was 24%; Target was 
10%; Walmart was 6% 
and Amazon was 5%.

Mass brand ELF re-
mained the No. 1 cosmetics brand. No. 2-5 were: Maybelline, 
L’Oréal, Tarte and Fenty Beauty. 

In skin care, CeraVe topped the list, followed by Cetaphil, 
The Ordinary, Neutrogena and Drunk Elephant. Bath & 
Body Works led the way in fragrance followed by Victoria’s 
Secret, Sol de Janeiro, Ariana Grande and Chanel. In hair, 
SheaMoisture topped Olaplex, followed by Pantene, Aussie 
and Dove (4%). n

A Method To Destroy PFAS?
Scientists from  Northwestern University  claim to have devel-
oped a process that uses low temperatures and inexpensive, 
common reagents to destroy PFAS compounds, 

Northwestern’s William Dichtel led the study. Brittany Trang, 
who conducted the project as a part of her recently completed 
doctoral thesis in Dichtel’s laboratory, is the paper’s co-first 
author. The news was reported by World Bio Market Insights, 
which is owned by TNP Media Ltd.

While studying PFAS carbon-fluorine bonds, Dichtel’s team 
found a weakness: PFAS contains a long tail of unyielding car-
bon-fluorine bonds; but at one end of the molecule, there is 
a charged group that often contains charged oxygen atoms. 
Dichtel’s team targeted this head group by heating the PFAS 
in dimethyl sulfoxide—an unusual solvent for PFAS destruction 
—with sodium hydroxide, a common reagent. The process de-
capitated the head group, leaving behind a reactive tail.

Dichtel said the new technique relies on milder conditions 
and a simple, inexpensive reagent, making the solution poten-
tially more practical for widespread use.

According to Piper Sandler, teens 

 spent more than they did one  

year ago—but less than this spring.
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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

Developed by Siltech
www.siltech.com

INGREDIENTS WT%
Phase A
D.I. Water 49.5
Zemea propanediol (Dupont) 5.0
Sodium chloride 1.0
Silube PCH (Siltech) (Polyglyceryl-4 isostearate (and)  6.0 

Cetyl PEG/PPG-10/1 dimethicone (and) Hexyl laurate)
Silwax A08-UP (Siltech) (Caprylyl methicone) 4.0
Siltech CE-2000 (Siltech) (Trictyldodecyl citrate) 8.0
Tinasorb M (BASF) (Methylene bis-benzatriazolyl  1.0 

tetramethulbutylpheno (nano)
Phase B
Paracera W80 (Paramelt) (Crystalline wax) 1.5
Escalol 517 (Ashland) (Butyl methoxydibenzoylmethane) 1.0
DIM 2F650T4 (Kobo) (TiO2, Dimethicone,  12.0 

Polyglyceryl-3 polydimethylsiloxyethyl dimethicone,  
Alumina, Hydrogen dimethicone)

ZinClear XP 65 Coco (Antaria) (Zinc oxide, Coco- 10.0 
caprylate/caprate, Polyglyceryl-3 polyricinoleate,  
Isoteric acid)

Phase C
Zeastat (Inolex) (Caprylhydroxamic acid (and) Propanediol) 1.0

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 to room temperature and keep mixing. Add phase 
C while mixing. 

PUT YOUR HANDS UP! NATURAL DEODORANT 
Koster Keunen
860-945-3333
www.kosterkeunen.com

INGREDIENTS WT%
Sunflower Wax (Koster Keunen, Inc.)  8.0 

(Helianthus annuus (Sunflower) seed wax)
AR Cocoa Butter (Koster Keunen, Inc.)  8.0 

(Theobroma cacoa (Cocoa) butter)
Kester Wax K-60P (Koster Keunen, Inc.)  13.0 

(Polyhydroxystearic acid)
Extra Virgin Coconut Oil (Maroon Group)  22.0 

(Cocos nucifera (Coconut) Oil)
Jeechem CTG (Jeen International)  16.0 

(Caprylyc/Capric triglyceride)
Magneisum hydroxide 20.0
SMA Arrowroot Powder (SMA Collaboratives)  12.0 

(Maranta arundinacea root powder)
Vitamin E Acetate (BASF) (Tocopheryl acetate) 1.0

PROCEDURE: Combine all ingredients. Melt at 80-85°C & 
mix until uniform. Pour into containers at approximately 80°C 
and cool. PROPERTIES: Stability: Three months at 45°C, 
three months at room temperature, three freeze/thaw cycles. 
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RENEW: REPLENISHING MILKY TONER
Essential Ingredients
www.essentialingredients.com

INGREDIENTS WT%
Phase A
Water 91.63
Dissolvine 100-S (Nouryon) (Tetrasodium EDTA) 0.10
Avalure Flex 6 (Lubrizol) (Polyurethane-62 (and)  0.20 

Trideceth-6)
Pemulen EZ-4U (Lubrizol) (Acrylates/C10-30  0.20 

Alkyl acrylate crosspolymer)
Zemea Propanediol (Covation Biosciences) 2.00
Glycerin 99.7% USP Kosher (Essential Ingredients) 0.50
Hydramol TGL (Lubrizol) (Polyglyceryl-3 laurate) 0.50
Glucam P-10 (Lubrizol) (PFG-10 methyl glucose ether) 1.00
Preservative (Phenoxyethanol (and) Ethylhexylglycerin) 0.75
Schercemol CO (Lubrizol) (Cetyl ethyl hexanoate) 2.00
Phase B
Elfamoist AC (Nouryon) (Acetamidoethoxyethanol) 1.00
Phase C
NaOH 25% Solution (Water (and) Sodium hydroxide) 0.12

PROCEDURE: Add Dissolvine to heated (35-40°C) water 
and mix until dissolved. Add remaining phase A ingredients 
one at a time, mixing until homogenous between each addi-
tion. Remove heat source. Add the Elfamoist and mix until 
uniform. Once mixture reaches room temperature, adjust pH 
to desired range with sodium hydroxide solution. 
PROPERTIES: pH: 6.03. Viscosity: 3,850 cps 64/60 (LV). 

VIBRANT VITAMIN SERUM
DSM
www.dsm.com

INGREDIENTS WT%
Phase A 
Water 78.49
Ecogel (Lucas Meyer) (Lysolecithin, Sclerotium  2.50 

gum, Pullulan, Xanthan gum)
Propanediol 3.00
Lexgard O (Inolex) (Caprylyl glycol) 0.20
Cosphaderm Pentiol Natural (Cosphatec)  3.00 

(Pentylene glycol)
Phase B
Lexol GT-865 MB (Inolex) (Caprylic/capric triglyceride) 5.00
Perfume Fleur de peau RS90514 (Technicoflor) 0.15

Phase C 
Valvance Touch 210 (DSM Nutritional Products)  1.00 

(Silica)
Phase D 
Quali B – Niacinamide PC (DSM Nutritional Products) 4.00
Quali B – D-Panthenol 75 L  2.00 

(DSM Nutritional Products)
Quali B – Pyridoxine (DSM Nutritional Products)  0.20 

(Pyridoxine hydrochloride)
Quali B – Vitamin B12 Cryst  0.01 

(DSM Nutritional Products) (Cyanocobalamin)
Sodium Hydroxide 10% Solution 0.45

PROCEDURE: Mix phase A and heat under stirring to 75-
80°C. Stir phase A for 30 min at 75-80°C. Mix phase B and 
add it to phase A. Add phase C to phase A+B and homog-
enize 2 min at 18,000 rpm. Cool to 35°C with normal stir-
ring. Add ingredients of  phase D, one by one under stirring. 
Adjust the pH with phase E to around 7. 
PROPERTIES: pH: 7.21. Viscosity (Brookfield RV4/10rpm): 
8640 mPa.s

JARBEAD EXFOLIATING CLEANSER 
Jarchem
www.jarchem.com
973-344-0600

INGREDIENTS WT%
Phase A 
Water q.s to 100.00
Aminosyl L30 (Jarchem) (Sodium lauroyl  sarcosinate) 8.00
Sucranov SF (Jarchem) (Sodium cocoamphoacetate  2.00 

(and) Glycerin (and) Lauryl glucoside (and) Sodium  
cocoyl glutamate (and) Sodium lauroyl lactylate)

Phase B 
Seppimax Zen (Seppic) (Polyacrylate crosspolymer-6) 0.80
Phase C
Lexgard H (Inolex) (1,2-Hexanediol) 0.80
Zemea (Dupont Tate & Lyle) 5.00
Keltrol CG (CP Kelco) (Xanthan gum) 0.20
Phase D
Actique NL50 (Jarchem) (Sodium PCA) 2.00
Actique Hyal 1% (Jarchem)  5.00 

(Sodium hyaluronate (and) aqua)
Biopure GLDA (Jarchem)   0.20 

(Tetrasodium glutamate diacetate)
Phase E
Citric Acid 20% 0.15
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Phase F
JarBead RC-M (Jarchem) (Illite (and) Jojoba esters) 2.00

PROCEDURE: Premix A with propeller stirring. Add B to 
A, mixing until uniform. Premix C, then add to A/B. Premix 
D, then add to A/B/C. With E, pH batch to 6.0-6.5. Add F to 
A/B/C/D/E mixing until evenly dispersed. 

ANTI-AGING BODY POLISH
Coast Southwest, Inc.
1-800-621-0500 • info@coastsouthwest.com 
www.coastsouthwest.com

INGREDIENTS WT%
Phase A
Water 57.80
Endiquest GLDA (Coast Southwest) (Tetrasodium  0.10 

glutamate diacetate)
Endinol MILD B-SF65A (Coast Southwest)  24.00 

(Sodium cocoyl isethionate (and) Cocamidopropyl  

hydroxysultaine (and) Lauryl glucoside (and)  
Cocamidopropylamine oxide (and) Caprylyl/ 
capryl glucoside)

Phase B
Rosehip Oil (Coast Southwest, International  2.50 

Cosmetic Science Centre (ICSC) (Rosa Rubiginosa  
Seed Oil)

Coconut Oil (Coast Southwest, International Cosmetic 1.00
Science Centre (ICSC) (Cocos Nucifera (Coconut) Oil)
Mascid 1892 (Coast Southwest, Musim Mas)  2.50 

(Stearic acid)
Endimulse EGMS (Coast Southwest, Musim Mas)  1.00 

(Glycol stearate)
Mascid 1499 (Coast Southwest, Musim Mas)  1.00 

(Myristic acid)
Mascid 1698 (Coast Southwest, Musim Mas) 3.00 

 (Palmitic acid)
Phase C 
KOH 30% aq. (Potassium Hydroxide) 1.00
Phase D
SharoSense Plus 181 (Coast Southwest,  0.7 
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Sharon-Laboratories) (Maltol (and) polyquaternium 80)
Phase E 
Novascrub Arroz (Coast Southwest,  2.00 

Novachem S.R.L.) (Oryza sativa (Rice)  
powder (and) Actinidia chinensis (Kiwi) fruit extract)

Phase F
Olivatis 15C (Coast Southwest, Medolla  2.00 

Speciality Chemicals) (Olive oil PEG-8 esters) 
Fragrance 1.40

PROCEDURE: Phase A—Add phase A ingredients to main 
vessel with moderate mixing. Begin heating to 70°C to 75°C. 
Phase B—In a separate vessel, add phase B ingredients with 
moderate mixing. Heat to 70°C to 75°C. When both phases 
reach temperature add phase B to phase A with moderate 
mixing and maintain heat until uniform. Phase C—Once the 
mixture of  phases A and B is uniform, add phase C and con-
tinue mixing. Cool to 40℃ to 45℃. Phase D/E—At 40℃ to 
45℃, add phase D and E. Phase F—In a separate vessel pre-
mix phase F ingredients and add to main vessel. Continue to 
mix as material will gain viscosity. At 25°C to 30°C, mix until 
uniform and then transfer. PROPERTIES: pH: 5 to 6.5. Vis-
cosity: spindle 4 @5 rpm = 29,000 to 30,000 cst.

REJUVENATING LOTION
Barentz
www.barentz-na.com

INGREDIENTS WT%
Phase A
Water 69.3
Natursol EMI 132 (Sodium acrylate/ Sodium  5.0 

acryloyl dimethyl taurate, C15-C19 alkane,  
C10-C16 alkyl glucoside)

Glystar A31 (Sorbitol and glycerin) 2.0
Oxismooth CO (Isoamyl cocoate) 4.0
Innollient LO (Octyldodecyl oleate, Octyldodecyl  2.0 

stearoyl stearate, Polyhydroxystearic acid, Octyldodecanol)
Olive Squalane 0.5
NuSolutions HydroGuard H-20 (Propanediol and  2.0 

hydroyacetophenone)
Sea Kelp Bioferment (Sea Kelp (Lactobacillus/ 10.0 

Kelp ferment filtrate) Bioferment)
Bioptimized Guava (Propanediol, Psidium guajava  2.0 

leaf  extract, Saccharomyces lysate extract)
Nativacare 9330 (Tapioca starch) 1.00
CireShimmer Spheres Gold (Sorbitan stearate,  2.00 

Synthetic wax, Polysorbate 60, Calcium aluminum  

borosilicate, Tin oxide, Silica, Amorphous, Titanium dioxide)
Kaduka Plum (Fragrance) 0.20

PROCEDURE: Add water to the main vessel and begin agi-
tation. Slowly add Natursol EMI 132 to the batch and mix un-
til homogenous. Batch will begin to thicken (this material can 
also be added last for ease of  batching). Individually add Gly-
star A31, Oxismooth CO, Innollient LO, Olive Squalane and 
HydroGuard H-20, under moderate agitation and mix until 
homogenous. Add Sea Kelp Bioferment and Bioptomized 
Guava and mix until homogenous. Slowly add Nativacare 
9330 and mix until homogenous (this is a powder so use the 
proper PPE when adding). Slowly add CireShimmer Spheres 
under gentle agitation and mix until homogenous. Add fra-
grance and mix until homogenous. PROPERTIES: Ap-
pearance: Off white lotion with orange beads. Odor: Kaduka 
plum. Viscosity: 12,000-16,000 cps. pH: 4.75-5.25. 

10% IP-VC COLLAGEN BOOST OIL
Corum
886-2-8751-6060

INGREDIENTS WT%
Floramac 10 (Ethyl macadamiate) 2.00
Avocado Oil (Persea gratissima) 2.00
Florasun 90  30.00
 (Helianthus annuus (Sunflower) seed oil)
Floramac Macadamia Refined Oil  18.00 

(Macadamia integrifolia seed oil)
Corum 5014 (Lauryl/Myristyl benzoate) 37.30
Tocopherol acetate 0.50
IP-VC (Ascorbyl tetraisopalmitate) 10.00
Neroli SG 21500 (Fragrance) 0.20

PROCEDURE: Mix ingredients. Appearance: Clear oil. n
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Firmenich Inaugurates  
New Campus in Geneva

SWITZERLAND: Firmenich, among the world’s largest 
privately-owned fragrance and taste companies, inaugurated 
its new campus in Geneva on October 11. The campus, at 
the cutting edge of  the industry from both a technology and 
capacity perspective, represents Firmenich’s commitment to 
operational excellence. Total investment for this multi-year 
project is approximately $201.2 million and confirms the im-
portance of  Geneva in the long term, said Firmenich.

“Our state-of-the art campus will be a key component in accel-

erating innovation and driving global expansion with enhanced 
capabilities,” said CEO Gilbert Ghostine. “Our new campus in 
Geneva is the most significant site for Firmenich and one of  the 
most technologically-advanced in the industry in terms of  digi-
talization, innovation, science and naturals. Consistent with our 
pioneering spirit, we developed this site to deliver superior ser-
vices and experiences to our customers, from the creation of  their 
fragrance or taste ingredients, right through to seamless produc-
tion, while optimizing our environmental footprint.”

The ceremony was attended by senior members of  the State 
of  Geneva, mayors of  local governments, academics, civil so-
ciety representatives and business leaders. 

The 132,000-square-meters campus includes 22,000-square 
meters of  new highly sophisticated facilities. Firmenich Gene-
va includes three technologically advanced production plants 
with adjacent lab capabilities for perfumery, its “Taste & Be-
yond” unit and ingredients creation; a logistics hub and auto-
mated warehouse; an R&D biotech pilot plant; and a pavilion 
for work and social gatherings.

Extensive planting in and around the central pavilion, includ-

ing a green roof, aligns with the design intention of  creating a 
habitat for flora and fauna, improving biodiversity. The green 
roof  also improves thermal insulation as well as rainwater reten-
tion. The new campus’ award-winning design puts people’s well-
being at the center by maximizing natural daylight in laboratories 
and offices. The multipurpose and open workplaces foster col-
laboration, innovation and knowledge sharing.

The site promotes low impact mobility and is equipped with 
charging stations for electric vehicles and a large dedicated 
space for bikes. The Geneva campus was built in various phas-
es, starting in December 2017 and the final fitting was done in 
February 2021. The campus is home to 1,450 people, includ-
ing some of  the world’s leading scientists, perfumery and taste 
creators, technicians and operators.

CURLSMITH PARTNERS WITH PROJECT BEAUTY 
SHARE AND THE HYGIENE BANK 
UNITED KINGDOM: Curlsmith released a limited-edi-
tion product, Hydrating Hair Mask, and said it would do-
nate $1 and £1 from each purchase to Project Beauty Share 
(US) and The Hygiene Bank (UK), regardless of  country of  
sale, for a total donation of  about 5,000 in local currency 
to each organization.

Project Beauty Share provides personal hygiene, cosmetics 
and beauty products to non-profit 
organizations who serve women 
and families overcoming abuse, ad-
diction, homelessness and poverty 
to help restore hope and dignity in 
their lives.

The Hygiene Bank brings com-
munities, businesses and thought 
leaders together to tackle hygiene 
poverty by giving access to products 
and being a voice for change.

The limited-edition hair mask 
retailed for $28 and was available 
while supplies last. 

POLISH UNION OF THE COSMETICS INDUSTRY 
CELEBRATES 20 YEARS IN BUSINESS
POLAND: In September, The Polish Union of  the Cosmetics 
Industry commemorated the 20th anniversary of  the largest 

Curlsmith’s limited-edition 

Hydrating Hair Mask benefits 

charity.

The total investment for this multi-year project amounts to  

approximately $201.2 million and confirms the importance of  

Geneva for the long-term, says Firmenich
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cosmetic organization in Poland. According to Director Gen-
eral Blanka Chmurzyńska-Brown, the organization currently 
has more than 240 member companies and continues to grow.

“At the beginning of  our journey, we worked on one legal 
act. Today we are working simultaneously on about a hun-
dred documents, strategies and policies,” he said. “Only to-
gether are we able to ensure that the cosmetics industry gains 
as much as possible from them.”

As September 5 marked International Day of  Charity, the 
guests of  the Polish Union of  the Cosmetics Industry who at-
tended the conference and evening gala participated in the 
fundraiser for the Beautiful Life Foundation – the Polish edi-
tion of  the Look Good, Feel Better project. 

L’OCCITANE TRAVEL RETAIL ASIA PACIFIC  
UNVEILS NATURE POSITIVE CAMPAIGN
ASIA: L’Occitane Travel Retail Asia Pacific unveiled the Na-
ture Positive campaign in Hainan, strengthening its identity 
as the sustainable partner for natural beauty, skin care and 
wellbeing products in travel retail. 

Hosted at the Haikou Mova Mall throughout September, 
the animation immersed travelers into an alluring universe 
that celebrates L’Occitane Travel Retail’s first-ever charity 

partnership in China, the new travel-exclusive Wonderland 
Hand Cream collection, and the company’s ongoing sustain-
able commitments.

“At L’Occitane we are cultivators of  positive change for 
the world, so it is a pleasure to see our longstanding commit-
ments to reducing waste and respecting biodiversity flourish 
in Hainan with the Nature’s Wonderland animation,” said 
Estelle de Bure, managing director, Group L’Occitane Global 
Travel Retail. “In a first for the business in travel retail, we are 
proud to unveil our charity partnership with Shanghai Roots 
& Shoots and hope to educate travelers on the value that we 
place on the natural world. We would like to thank China 
Duty Free Group for their ongoing support and collabora-
tion for L’Occitane and hope to continue building the natural 
beauty market together in China travel retail in the future.”

Designed by Korean illustrator Aellie Kim, Nature’s Won-
derland takes viewers through a colorful garden filled with the 
signature ingredients and flowers that L’Occitane cultivates. 

Underpinning its commitment to “Respecting Biodiversity,” 
L’Occitane is the first company to support Shanghai Roots & 
Shoots’ “Planting Trees for Gibbons Project.” A portion of  
sales at the animation will fund the planting of  500 trees in 
Guangxi, China. In addition to protecting the environment, 
the donation will help to restore and expand the forest habitat 
of  the critically endangered Eastern Black Crested Gibbon, 
according to L’Occitane.

COSMO INTERNATIONAL FRAGRANCES  
INVESTS IN PRODUCTION PLANT
SPAIN: Surrounded by his Spanish collaborators, Marc 
Blaison, president of  Cosmo International Fragrances, was 
in Granollers to inaugurate an enlarged and redesigned fra-
grance manufacturing plant. To implement the multination-
al’s new strategic plan for 2024, the company has invested €10 
million in its factory to multiply by four its production capacity 
in all the categories with a 75% automation rate. All produc-
tion, mixing, packaging, quality control and shipping will take 
place in these new buildings, according to the company.

This investment will enable the fragrance house to meet the 
challenges linked to its growth and support its customers with 
shorter delivery times, regardless of  product type and the vol-
umes ordered.

The new site’s design integrates state-of-the-art technol-
ogy with forward-thinking sustainability endeavors. Architect 
Charles Berthier, who has worked with the multinational for 
more than 30 years, harmonized the aesthetics and efficiency 
of  the building. The redesigned building boasts modern archi-
tecture featuring common working spaces inspired by sailing 
boats with passageways reminiscent of  cruise decks and port-

Diversey Partners with Typsy 
To Provide On-Demand Training
Diversey Europe Operations BV, a provider of hygiene, infection 
prevention and cleaning solutions, is partnering with Typsy, an on-
line learning experience platform with a curated library of short 
video lessons, created by industry experts globally.

Through the partnership, 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.

“This partnership enhances Diversey’s online training portfo-
lio, integrating more than 150 lessons through expert-led vid-
eos, making learning easy and fun,” said Gaetano Redaelli, chief 
strategy officer at Diversey. “The hospitality industry stands to 
benefit from the strengthened implementation support, from 
the concierge to the general manager.”

Through the partnership, Diversey will be the exclusive sup-
plier of cleaning and hygiene training for the hospitality indus-
try within the Typsy platform. 

“Over the past few years, we’ve all experienced the critical 
role cleaning and hygiene plays in our collective well-being,” 
explained Jonathan Plowright, CEO of Typsy.com. “Our part-
nership with Diversey will help global hospitality businesses 
support their teams with the most relevant and scalable train-
ing on critical cleaning and hygiene topics.”
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holes, as well as hoisted white sails that echo the movement 
and natural energy of  ships.

The new robotic compounding preparation system can use 
several dosing robots that work independently but simultane-
ously to increase productivity.

Committed to its sustainability efforts, Cosmo International 
Fragrances has respected environmental standards but has 
gone even further in its actions by using green and sustainable 
energies and ensuring low-consumption electricity. Such mea-
sures include a solar panel installation on the roof, charging 
stations for electric vehicles, a waste industrial water collection 
system, and a fragrant and sustainable garden that preserves 
the Catalonia region’s biodiversity

JPMS ARTISTIC DIRECTOR STEPHEN MOODY  
GETS INTERCOIFFURE KNIGHT AWARD
FRANCE: John Paul Mitchell Systems (JPMS) professional 
educator and JPMS Artistic Director Stephen Moody earned 
the Knight Award at Intercoiffure Mondial. The ceremony 
took place in September in Paris where the world’s leading 
hairdressers gathered to celebrate artistry and share their craft.   

Moody, who is a member of  Intercoiffure’s exclusive The 
Legion of  Honour (l’Ordre de la Chevalerie), is one of  only 94 
members who have been selected to receive the Knight Award 
in North America. It is reserved for members who have shown 
exceptional service within the organization. Moody’s con-
tributions to Intercoiffure, as well as his 30-plus-year career 
demonstrating talent and leadership in the professional hair 
community, has earned him the honor. 

Moody also holds numerous other titles and awards, includ-
ing 2021 NAHA Haircutter of  the Year. 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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Moody, center, with the Cutting Council Group and models.
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PATENTS

Cold Manufactured Oxidative Hair 
Lightening/Coloring for Level 2 Colors 

US Patent No. 11,458,078 B2 (Chris-
ta Rohland, Juergen Schoepgens, 
Gabriele Weser); Henkel, Düsseldorf, 
has patented an agent for oxidative hair 
lightening or hair coloring compris-
ing water, at least one alkalizing agent, 
at least one crosslinked copolymer of  
acrylic acid and non-ethoxylated esters 
of  acrylic acid with linear C10-C30 
monoalcohols as monomers; at least one 
linear, saturated 1-alkanol with one hy-
droxy group and from about 8 to about 
22 carbon atoms; at least one anionic 
surfactant; and optionally at least one 
coloring substance selected from oxida-
tion dye precursors, direct-acting hair 
dyes and mixtures thereof  and sodium 
polyacrylate. The agent is free from oxi-
dizing agents and has a pH value in the 
range from about 7.5 to about 9.5, mea-
sured at 20°C.

SUNSCREEN WITH TRANS-RES-
VERATROL POLYSACCHARIDE
US Patent No. 11,458,079 B2 (Hiroki 
Hamada, Ryuta Yuasa, Yui Matsu-
hashi, Daisuke Uesugi); Jo Cosmetics 
Co. Ltd. Tokyo, and Meisterbio Co. Ltd. 
Okayama, have been awarded a US pat-
ent for an emulsifi ed cosmetic composi-
tion for use in sunscreen. It is comprised 
of  the following components A and B.

Component A: Trans-resveratrol 
polysaccharide, wherein the trans-resve-
ratrol polysaccharide comprises a com-
pound represented by this formula:

wherein n is an integer of  1 to 9; 
wherein all (1-4) glycosidic linkages in 
the formula are α-linkages; and wherein 
an O-glycosidic linkage at position 3 of  
resveratrol in the formula is a β-linkage; 
and Component B: A UV protection 
agent, wherein the UV protection agent 
is a UV scattering agent, wherein the 
UV scattering agent is selected from the 
group consisting of  fi ne particle tita-
nium oxide, fi ne particle zinc oxide and 
combinations thereof; wherein the UV 
scattering agent has a hydrophobized 
surface and wherein the UV scattering 
agent has a number average particle size 
ranging from 10nm to 35mn.

DHA SELF-TANNER PATENTED
BY CURB APPEAL BEAUTY
US Patent No. 11,458,082 B1 (Christi 
Martino Hortin, Tesla Ann Welch, 
Arthur C. W. Georgalas, Bruce W. 
Gesslein, and Irwin Palefsky); Curb 
Appeal Beauty LLC, Lehi, UT, has pat-
ented a self-tanning composition in a 
solid stick form that includes a water-
in-oil emulsion. The water-in-oil emul-
sion includes an external phase includ-
ing waxes and one or more of  gellants, 
emollients, emulsifi ers or skin penetra-
tion enhancers. The internal phase in-
cludes water and dihydroxyacetone in 
monomer form, wherein the water is 
25-50% of  the water in oil emulsion, di-
hydroxyacetone is 8-15% of  the water in 
oil emulsion, and the solid body is stable 
at ambient temperatures.

P&G’S AUTO DISH DETERGENT 
US Patent No. 11,459,528 B2 (Nilgun 
Esin Aksoy Abaci, Patrick Firmin 
August Delplancke, Nevena Lu-
kic, William Mario Laurent Vers-

traeten); Procter & Gamble patented 
an automatic dishwashing cleaning 
composition that is comprised of: meth-
ylglycinediacetic acid; 1-hydroxyethane 
1,1-diphosphonic acid; dispersant poly-
mer comprising sulfonate monomers; 
a crystalline silicate having the formula 
Na2Si2O5, wherein the total amount 
of  the methylglycinediacetic acid, hy-
droxyethane 1,1-diphosphonic acid, 
and dispersant polymer; a bleaching sys-
tem comprising sodium percarbonate, a 
bleach catalyst and tetraacetylethylene 
diamine; carbonate; and a granulate en-
zyme comprising sodium sulfate and an 
enzyme selected from the group consist-
ing of  amylase, protease and mixtures 
thereof  in a weight ratio of  sodium sul-
fate to enzyme of  greater than 4:1.

COCONUT OIL TOOTHPASTE
PATENTED BY COLGATE
US Patent No. 11,458,075 B2 (Stacey 
Lavender, Najma Khan); Colgate-
Palmolive has patented an oral care 
composition, a toothpaste or gel, that 
contains an orally acceptable vehicle 
comprising pectin, an anticaries agent; 
a humectant; a thickening agent which 
is not pectin, water and a moisturizing 
agent that contains coconut oil. 

METHOD TO COLOR EYEBROWS
PATENTED BY HSNF LTD.
US Patent No. 11,458,086 B2 (John 
Mama, David Lewis, Sarah Lu-
cas); HSNF Ltd., London, patented 
a method of  coloring eyebrows. The 
composition has one or more dye com-
pounds selected from acid yellow 23, 
food red 17, acid blue 9 and acid green 
25; citric acid; propylene carbonate; 
isopropanol; and urea. ■
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REGULATIONS

California Governor Signs Law  
Banning PFAS in Cosmetics 

California Gov. Gavin Newsom signed a law that bans inten-
tionally added perfluoroalkyl and polyfluoroalkyl substances 
(PFAS) from cosmetics sold in California. The bill—AB 2771, 
which was signed by Gov. Newsom on Sept. 29, 2022—pro-
hibits, beginning Jan. 1, 2025, a person or entity from manu-
facturing, selling, delivering, holding, or offering for sale in 
commerce any cosmetic product that contains intentionally 
added PFAS, as defined.

California was the first to ban 13 PFAS from personal care 
products, and the state also banned the use of  PFAS in firefight-
ing foam. Last year, Newsom signed into law the two bills ban-
ning the use of  PFAS in juvenile products and in food packaging.

REGISTRATION OPEN FOR HCPA XPAND 2022; 
ANNUAL MEETING SET FOR DECEMBER 4-7
The Household & Commercial Products Association will 
hold its annual meeting, XPAND 2022, on Dec. 4-7 in Fort 
Lauderdale, FL. Thought leaders will discuss legislative and 
regulatory issues, information related to product registrations, 
chemical restrictions, sustainability and product stewardship, 
industry trends and more.

This year’s keynote speaker will be Major Garrett, chief  
White House correspondent and CBS News correspondent at 
large. For 30 years, Garrett has reported from the front lines 
of  the nation’s pressing issues, doggedly chasing and breaking 
news stories. He has covered Congress for two major maga-
zines and served as White House correspondent for three tele-
vision networks.
https://events.thehcpa.org/registration

EPA PROPOSES ADDING PFAS TO HAZARDOUS  
SUBSTANCES UNDER SUPERFUND 
The US Environmental Protection Agency (EPA) has pro-
posed that it will designate two of  the most widely used 
per- and polyfluoroalkyl substances (PFAS) as hazardous sub-
stances under the Comprehensive Environmental Response, 
Compensation and Liability Act (CERCLA), also known as 
Superfund. This rulemaking would increase transparency 
around releases of  these harmful chemicals and help to hold 
polluters accountable for cleaning up their contamination, ac-
cording to the agency.

The proposal applies to perfluorooctanoic acid (PFOA) and 
perfluorooctanesulfonic acid (PFOS), including their salts and 

structural isomers, and is based on significant evidence that 
PFOA and PFOS may present a substantial danger to human 
health or welfare or the environment, said the agency.

PFOA and PFOS can accumulate and persist in the human 
body for long periods of  time and evidence from laboratory 
animal and human epidemiology studies indicates that expo-
sure to PFOA and/or PFOS may lead to cancer, reproductive, 
developmental, cardiovascular, liver and immunological effects.

“Communities have suffered far too long from exposure 
to these forever chemicals. The action announced today will 
improve transparency and advance EPA’s aggressive efforts to 
confront this pollution, as outlined in the Agency’s PFAS Stra-
tegic Roadmap,” said EPA Administrator Michael S. Regan. 
“Under this proposed rule, EPA will both help protect com-
munities from PFAS pollution and seek to hold polluters ac-
countable for their actions.” 

If  finalized, the rulemaking would trigger reporting of  PFOA 
and PFOS releases, providing EPA with improved data and the 
option to require cleanups and recover cleanup costs to protect 
public health and encourage better waste management.

EPA is focused on holding responsible those who have 
manufactured and released significant amounts of  PFOA and 
PFOS into the environment. EPA will use enforcement discre-
tion and other approaches to ensure fairness for minor parties 
who may have been inadvertently impacted by the contami-
nation. EPA is also committed to doing further outreach and 
engagement to hear from impacted communities, wastewater 
utilities, businesses, farmers and other parties during the con-
sideration of  the proposed rule.

If  this designation is finalized, releases of  PFOA and 
PFOS that meet or exceed the reportable quantity would 
have to be reported to the National Response Center, state 
or Tribal emergency response commissions, and the lo-
cal or Tribal emergency planning committees. A release of  
these or any other hazardous substance will not always lead 
to the need to clean up or add a site to the National Priori-
ties List (NPL), liability or an enforcement action. EPA an-
ticipates that a final rule would encourage better waste 
management and treatment practices by facilities handling 
PFOA or PFOS. The reporting of  a release could potentially 
accelerate privately financed cleanups and mitigate poten-
tial adverse impacts to human health and the environment. 
www.epa.gov n
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MARKETING NEWS

Black Women’s Health Imperative and 
Aveeno Focus on Black Skin Health

The Black Women’s Health Imperative announced a new part-
nership with Aveeno that aims to raise awareness around Black 
skin health across the spectrum of  skin states and conditions.

Through this partnership, the Black Women’s Health Im-
perative and Aveeno will provide Black women with tools to 
build personalized wellness routines. Resources will focus on 
treating sensitive skin states, as well as preventing and self-
managing chronic disease. 

DOVE PARTNERS WITH INDUSTRY ALLIES 
TO LAUNCH REAL VIRTUAL BEAUTY
Dove is launching Real Virtual Beauty, a series of  actions 
supported by partners across the games industry, including 
Epic Games’ Unreal Engine’s education team and Women in 
Games, to shatter beauty stereotypes and equip the next gen-
eration of  young creators and players with the tools to build 
self-esteem and body confi dence.

Dove has been committed to creating a positive experience 
of  beauty for women and girls. The Dove Self-Esteem Project 
has reached more than 82 million young people across 150 
countries through its academically accredited programs. Now, 
with a growing number of  women and girls playing games 
than ever before, Dove is bringing this commitment to create 
a more inclusive virtual world.

Dove is launching Real Beauty in Games Training—a 
unique training course developed in partnership with Cen-
tre for Appearance Research (CAR) and industry experts. 
Through this training, Dove is inviting game creators to help 
refl ect the diversity seen in everyday life, and to avoid con-
tributing to stereotypes and biases in design. Participants who 
have completed the course will have the opportunity to show-
case their fi nal works through the launch of  an online “Real 
Virtual Beauty” character gallery curated by Dove and avail-
able on Epic Games’ Art Station to help raise the standard for 
the authentic, diverse and inclusive representation of  women 
and girls across the games world.

 In parallel, using a public health intervention model, the 
Dove Self-Esteem Project is equipping the next generation of  
creators and players with the tools to build self-esteem and 

body confi dence through the launch of  SuperU Story, the 
world’s fi rst Roblox experience, in partnership with Toya, de-
signed to deliver self-esteem education.

 “We’re honored to work with Dove and leading experts to 
create the Real Beauty in Games training course, and we hope 
that together as a community, we can make real beauty a re-
ality in digital worlds,” said Julie Lottering, director, Unreal 
Engine Education. “Our goal with the training course is to 
educate game developers on the research that’s available so 
artists understand why representation in game design matters, 
and also to teach artists how to use the tools and techniques 
available to create more authentic characters so all players feel 
empowered to have fun with friends.”

KIEHL’S REVAMPS FLAGSHIP ‘PEAR TREE 
CORNER’ STORE IN NEW YORK CITY
Kiehl’s is celebrating its historic beginnings on the corner 
of  3rd Avenue and 13th Street in New York, aff ectionately 
known as Pear Tree Corner, with a revamping of  its fl agship 
store that fi rst opened more than 170 years ago. The beauty 
brand debuted new technology innovations as well as a fi rst-
ever in-store spa at the location.  

With sustainability top of  mind for the brand, the revamped 
fl agship will include a “Kiehl’s Refi llery Station” that includes 
educational content on waste reduction, recycling and call to 
actions. This will ensure refi ll options are available in-store in 
addition to at-home via refi ll pouches. The refi llery will keep 
products/materials in use, design out waste and pollution and 
promote the regeneration of  living systems.

In addition to the modernized store, the brand is also 

Inside the updated Kiehl’s fl agship store.
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launching a creative campaign.  “We Skincare About You 
Since 1851” is an homage to its longstanding commitment to 
its historic generosity, personalized customer service and phi-
lanthropy, the company said. The 360-degree campaign will 
be used in stores as well as in print, digital and social assets.

BYOMA EXPANDS IN ULTA BEAUTY
Beauty Labs says its fast-growing skin care brand Byoma has 
expanded into Ulta Beauty. The brand is sold online and hit 
715 stores last month.   

Since launch, the brand has surpassed its goals of  disrupting 
the industry, according to Beauty Labs. As Target’s biggest skin 
care launch of  2022, and one of  the fastest-growing skin care 
brands on TikTok this year (with more than 100 million impres-
sions at launch), brand affinity is strong. The company says a re-
purchase rate 28.3% above competitive skin care brands at Tar-
get shows just how well the skin care community is responding to 
its efficacious formulas and affordable price point.

ESTÉE LAUDER COMPANIES X BALMAIN
The Estée Lauder Companies Inc. and Balmain have entered 
into a license agreement to collaboratively develop, produce, 
and distribute a line of  beauty products. Balmain Beauty is 
expected to launch in fall 2024.

LYSOL CREATES #LYSOLLAUNDRYCHALLENGE
Reckitt Benckiser’s Lysol is embarking on a push to promote 
Lysol Laundry Sanitizer, which kills 99.9% of  odor-causing 
bacteria on laundry when used as directed. In the effort, the 
brand is challenging consumers to try Lysol Laundry Sanitizer 
on their stinky laundry loads, or if  they don’t love the results, 
get their money back.  

Lysol has also been named the official laundry sanitizer 
of  the Boston Red Sox.

TIDE TEAMS UP WITH THE NFL 
Procter & Gamble’s Tide and the National Football League 
(NFL) want Americans to wash their lucky jerseys this football 
season. A recent survey revealed that 73% of  NFL fans who 
wear a lucky jersey think it helps their NFL team win, and 
52% who wear a lucky jersey keep how often they wash it a se-
cret. Tide enlisted multiple NFL teams and players—Las Ve-
gas Raiders Wide Receiver Davante Adams, NFL Linebacker 
Clay Matthews, Kansas City Chiefs Tight End Travis Kelce, 
and Pittsburgh Steelers Wide Receiver Chase Claypool—to 
encourage their fans to wash their #LuckyJersey. Through 
content and social CTAs they’ll ask fans, “What Would It 
Take?” for them to wash their jerseys—offering them incen-
tives like autographed items and meeting players. 

NO FADE FRESH TAPS INSIDE TALENT POOL 
TO CREATE HULU COMMERCIAL
No Fade Fresh has created a streaming commercial on Hulu. 
The 30-second commercial was created in house and includes 
an original score written by the No Fade Fresh team.  Founder 
Leland Hirsch along with Francisco Cervi, creative director, 
developed the commercial concept and treatment and worked 
with the No Fade Fresh in-house team on production and 
post-production. Art direction was led by Brett Viana, who is 
No Fade Fresh’s in-house art director. Original music by Ce-
sar Haliwa for Chaliwa Music + Sound Design, with lyrics by 
Francisco Cervi. The commercial was shot in Miami and Fort 
Lauderdale, FL. A 20 second version airs on Amazon. n

Old Spice debuted the third chapter of its “Men Have Skin 
Too” campaign with an evolution of the storyline featuring 
Deon Cole and Gabrielle Dennis. Alongside the couple is 
a new cameo from actress La La Anthony. The “Men Have 
Skin Too” series emphasizes diversity and inclusion as in-
terdependent in the creative process...Persil ProClean, 
a Henkel brand, partnered with TV-personality and The 
Bachelorette alum Ali Fedotowsky-Manno to create a one-
of-a-kind sweatsuit that will elevate the laundry day experi-
ence while addressing common laundry challenges. Why? 
A recent study conducted by the brand revealed that a 
majority of Americans 
wear leisurely attire, like 
sweats and pajamas, 
while doing their wash... 
Ourself expanded its 
range of products with 
a new HA+ Replenish-
ing Serum with Subtopi-
cal Firming Technology. 
A special 30mL bottle 
of the serum is available 
exclusively at Violet 
Grey, marking the new 
beauty brand’s foray 
into retail since launch-
ing DTC in February 
2022....To encourage safe bystander intervention when 
witnessing street harassment, L’Oréal Paris US created a 
new limited-edition Color Riche lipstick “Red My Lips” in 
a shade called Le Rouge Liberté as part of its Stand Up 
Against Street Harassment program. The new lipstick is in-
spired by the brand’s work with NGO partner Right To Be.

Ali Fedotowsky-Manno and  

her husband Kavin Manno. 
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David G. Jensen
Founder and Managing Director  

of CTI Executive Search

davejensen@careertrax.com 
928-274-2266  

www.careertrax.com

n n n

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).

Moving from a Technical  
To a Business Role

Leaving the bench for opportuni-
ties in sales, marketing or business 
development could propel one 
into a management role.

As our readers know, my experience 
over the years has included career ad-
vice to young people as well as to experi-
enced executives. I have always enjoyed 
learning about what makes successful 
people “tick,” whether they be a PhD 
chemist postdoc or a CEO. And that’s 
great because, as a recruiter, I regularly 
get opportunities to go over career deci-
sions and experiences with some very in-
teresting people. In those conversations, 
often taking place over the kitchen table 
in the evening, my contacts share their 
ideas with me on what the future may 
hold for their job profile.

In those conversations, it’s clear that 
at some point in a scientist’s or engi-
neer’s life they realize that while science 
is great, their career growth requires 
a move to “management.” But it’s so 
hard to do both, as management is not 
a skill that is simply added to one’s per-

sonal toolbox. It’s a completely different 
career move, and there are a lot fewer 
overall positions in those leadership 
roles. This leads to a subtle frustration 
for the person who wants to enjoy new 
career prospects.

In this month’s column, I want to 
make another possible transition very 
clear—one that will appeal to those who 
want the change of  scenery but also a 
fast-track to leadership. This career 
transition is the move from a technical 
contributor role (scientist or engineer) to 
the business ranks. It may not start out 
as a leadership role, but in sales, market-
ing, or business development jobs, things 
can move very quickly.

THE CAREER TRANSITION
A good friend of  mine is Dr. Dick Wood-
ward, a sales and marketing consultant 
who works from the Philadelphia area. 
Woodward and I became acquainted 
many years ago when he was an execu-
tive with Ajinimoto, the large Japanese 
chemical industry company. Ajinimoto, 
perhaps best-known for its development 
of  hyaluronic acid, supplies many raw 
materials to the home and personal 
products industry and pharma market.

At the time, I was on a very difficult 
search for one of  my client companies 
in the lab testing industry. We were look-
ing for a VP of  sales and marketing for 
a growing specialty lab, and the need 
was to find a person who had the experi-
ence necessary to develop a marketing 
plan, roll out a sales force, and manage 
a highly specific technical services effort. 
To top it off, this job required a PhD 
in the sciences and a person who could 
speak the language of  the marketing/
sales department. Woodward met those 
requirements and I followed his career 
for many years. He’s a great example of  
a guy who moved from the lab to busi-
ness. With permission, I’ll use some of  
Woodward’s points from a presenta-
tion he gave called “My Mother Cried 
When I Went into Sales,” and add my 
own elaboration on a few of  our shared 
agreement.

Woodward pointed out in his presenta-
tion that while a lot of  people still enjoy 
science, they have found they have be-
come tired of  the lab. That’s understand-
able! The first thing you should know 
about a role in business is that your science 
doesn’t go away…in fact, the opposite is 
true. You approach business decisions and 

Leaving the lab may not be an easy transition, but it can be done.
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help companies grow and succeed by the 
very fact that you have this science or en-
gineering underpinning. 

There’s also a large group of  lab resi-
dents who are not introverts and they 
feel the need for more interaction with 
others. Don’t be ashamed of  that! Just 
because science careers attract lots of  
people who don’t need or want people 
interaction doesn’t mean that you can’t 
find a role where you meet and work 
with people of  all different types across 
the organization. That’s one of  the first 
things that former lab scientists mention 
when they talk about why they’re glad 
they moved to a business role.

Also, as Woodward stated in his pre-
sentation, every one of  us has skills that 
we don’t get to use in our present work. 
This may be the case for you if  you’re 
hankering for a move up to a leadership 
role. You’ll certainly find that the busi-
ness career can offer you the chance to 
“stretch” those unused skill areas. You’ll 
be far more involved in the “big picture” 
of  how a company works. Whether 
you’re in the sales force, the company’s 
marketing arm or the business develop-
ment ranks, your contributions will have 
much more to do with the overall suc-
cess of  the company. Scientists often say 
to me that they really would like to have 
an impact that is broader, and which im-
pacts the bigger picture.

SOME CAVEATS
He also brought some interesting “don’t 
do this” comments to his talk, and they 
jive with my personal experience based 
on failed placements or in discussion 
with those who have not made this 
transition easily. The first that comes to 
mind is that if  you’re simply looking to 
increase your compensation, you don’t 
need to look at this type of  career tran-
sition. Being in it for the money is not 
the right attitude to get such a transition 
completed. Erase that from your mind. 
Also, if  for some reason, a career on the 

business side seems to make you believe 
that you won’t have to work as hard as 
you do now, that’s a fallacy as well. Busi-
ness positions, just like those in the lab, 
require a serious commitment.

Finally, if  you believe that anyone 
with a PhD can run circles around those 
MBA types, I don’t think you should 
read further. That’s not the case. If  you 
step out of  the lab, you’ll be working 
with a wide variety of  people and edu-
cational backgrounds. Taking the “Dr. 
Smith” mentality with you and assum-
ing you’re the smartest person in the 
room will not earn you any friends in the 
business world.

Simply put, right now there is a great 
demand for people who take with them 
the skills and career interests of  multiple 
specialty areas. For example, IT and just 
about anything else. Or, in this case, sci-
ence and business. I can tell you as an ex-
ecutive recruiter that the doors are wide 
open for you if  you can show these hiring 
managers that you have the general ap-
titude and interests as mentioned above. 
But it’s a different kind of  job search, so 
you must sharpen that saw as well.

WHERE WILL YOU THRIVE?
Here are a few of  the job areas where a 
PhD could do very well, and a Google 
search on any of  these will bring up job 
profiles and ads that will show you more 
about how to structure your resume to 
attract interest. Masters and PhDs out 
of  science/engineering jobs are hired 
regularly into sales, marketing, technolo-
gy assessment, licensing and technology 
transfer, strategic planning and project 
management, or even business develop-
ment roles. 

I am often asked about these busi-
ness opportunities in companies and 
I’ll mention sales and marketing first, as 
the distinction between these two terms 
is not very clear to a lot of  technical 
staff. They get lumped together . . . and 
“sales” always suffers, because once you 

mention the word it sets up some very 
negative connotations—usually involv-
ing used cars. 

I like to describe the difference be-
tween marketing and sales as much like 
the difference between “cooking” and 
“eating.” The marketing person will 
plan and strategize the launch of  a new 
product, but if  you don’t have a quali-
fied sales force ready to go out and get 
it sold, nothing happens. In short, sales 
careers can be a wonderful place to get a 
total career recharge, but you will really 
need to become a superb networker as 
this is the major way that technical peo-
ple move into the business ranks. This is 
true as well for the marketing or business 
development role.

SCIENCE-TO-BUSINESS SEARCH
When an open position is advertised, it 
is usually through the human resources 
department, which will require the re-
spondents to have a laundry list of  skills 
that has been incorporated into the job 
description. This means that you’re like-
ly to see “Requires two or more years 
of  experience in a business develop-
ment (or sales, or marketing, etc.) role.” 
Don’t worry—that’s what is required 
to get you through to the HR depart-
ment . . . it may not necessarily be what 
is required to get to the hiring manager 
and impress her instead. The actual hir-
ing managers are more interested in the 
right chemistry than a strict focus on 
experience, which is why networking 
works so well.

A hiring manager, someone like Dick 
Woodward in his earlier company days, 
would be unlikely to turn someone away 
who enters the discussion with a solid 
technical pedigree and a professional 
networking approach. 

In my next column, we’re going to go 
back to networking basics—one of  my 
favorite topics—and pull out the best 
of  today’s suggestions and social media 
recommendations for the job seeker.  n
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Daniela Ferreira is a marketing and communica-
tion professional in the cosmetic market. She has 
a master’s degree in fashion from the University of 
São Paulo (USP). The study presented in the thesis, 
integrated product launching in fashion and per-
fume, mainly comprising marketing studies related 
to brand, product and consumer behavior. At pres-
ent, she is lecturer on marketing issues. Her exper-
tise comprises managing and launching products, 
communication planning and market studies for 
identifying new business opportunities. 

Intimate Care, Natural Cosmetics
Are In Focus at Beauty Fair 2022

Beauty Fair—the largest pro-
fessional beauty conference 
in the Americas and the  
second largest event of  its kind 

in the world—was held in São Paulo in 
September. More than 2,000 brands 
exhibited their products to more than 
200,000 visitors. Attendees also had 
access to more than 100 hours of  cer-
tified educational events. This year’s 
theme, “Accelerate,” invited visitors to 
invest in their careers after the turmoil 
caused by the pandemic.

With the world reopening , consumers 
are refocusing on beauty and well-being. 
As a result, they’re returning to hair sa-
lons, skin care clinics and perfumeries. 

“We are witnessing a significant trans-
formation in the beauty market, which 
in my view, will require three major be-
haviors from retail, industry and salon: 
agility, adaptability and collaboration,” 
said Cesar Tsukuda, general director, 
Beauty Fair.

NATURALS OF NOTE
Natural cosmetics companies had their 
own exhibition section, which featured 

Brazilian companies like Ahoaloe, 
Amantik, Bergamía, Arte dos Aromas 
and BS&CO, a trade company special-
ized in importing natural and organic 
cosmetics. Arte dos Aromas is a vegan 
brand that uses ingredients such as Co-
paíba oil, cupuaçu butter, Brazil nut 
oil and Andiroba. Organic babassu oil 
is extracted from the almonds of  the 
wild babassu palm found in Maranhão 
state, located in the country’s North-
east Region. The company´s goal is 
to improve the standard of  living and 
preserve the region’s biodiversity.

NAIL POLISH LAUNCHES
Risqué, a Coty brand, presented a 
Metaverse-inspired collection. The 
brand invited the public to experience 
different versions of  themselves in the 
virtual world without fear or judg-
ment. The goal is to encourage free-
dom of  expression. Risqué’s tagline 
is “Be inspired by the virtual world to 
color real life.” The six-color collec-

tion has social media-inspired names 
such as On e Roteando (On and Rout-
ing); Meu Avatar; Minhas Regras (My 
Avatar, My Rules); Crypto Rosa (Cryp-
to Pink); Hitou na NFT; Start No Seu 
Poder (Start in Your Power), ‘Precon-
ceito Flopou (Prejudice Flopou).

Risqué also presented the Risqué 
Bio line. The vegan formula includes 
seven shades: Liro Branco (White 
Lily), Canela (Cinnamon), Pimenta 
Caiena (Cayenne Pepper), Sunflow-
er, Oceano Azul (Blue Ocean), Chá 
Verde (Green Tea) and Rosa do Him-
alaia (Himalayan Rose). They’re for-
mulated with natural ingredients, like 
tea tree oil and natural pigments such 
as carthamus tinctorius flower extract. 
All are said to be free from 16 poten-
tial allergens. Finally, the packaging is 
made from recycled plastic and an ap-
plicator bristle of  vegetable origin.

HAIR CARE MEETS REAL NEEDS
Salon Line launched  #Todecacho 

More than 200,000 attendees jammed the aisles at Beauty Fair 2022.
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Linha Estilização Efeitos (Todecacho 
Stylization Eff ects Line), The fi ve-item 
line combines hydration and detangling 
benefi ts in a fi nishing spray. Todecacho 
Crème Defi nder Efeito Natural (natu-
ral eff ect defi ning cream) is a blend of  
cocoa butter and vegetable keratin, 
which is said to promote natural fi nish-
ing, movement and lightness to curls 
and frizz. Todecacho Crème Defi nidor 
Eff ect Fitagem (ribbon eff ect defi n-
ing cream) is said to guarantee volume 
control and anti-frizz action providing a 
ribbon-eff ect fi nish. 
  Todecacho Creme Defi nidor Efeito 
Prolongado (long eff ect defi ning cream) 
promises strong hold and frizz control, 
and refreshes curls. Todecacho Creme 
Defi nidor Efeito Defrizante (defrizzing 
eff ect defi ning cream) seals the fi ber, 
controls volume and imparts a defrizz-
ing eff ect. Todecacho Gelatina Efeito 
Intensifi cador (intensifi er eff ect jelly) 
for mixing with the other four defi ning 
creams, as it promises to intensify their 
result, in addition to guaranteeing maxi-
mum defi nition and fi xation for curls.

Forever Liss launched Xô Frizz 
Modelador de Fios (anti-frizz model-
ing strands) in an eyeliner format. It is 
said to reduce frizz in all hair types. The 
colorless product has a light texture and 
provides long-lasting eff ect. It is said to 
be ideal for everyday use and for fi nish-
ing hairstyles.

STRESSED SKIN SOLUTIONS
FitoSense, Bel Col’s dermocosmetics 
line for sensitive skin, contains CBA 
Copaíba, which is billed as a safe exog-
enous cannabinoid. Said to have better 
action than CBD cannabis, it reportedly 
calms skin and improves one’s feeling 
of  well-being. The line consists of  three 
products. Fitosense Sabonete Líquido 
(liquid soap) is said to clean without dry-
ing, soothe, protect and desensitize. The 
Fitosense Sérum Anti-idade (anti-aging 
serum) is said to prevent premature ag-

ing and protect against blue light and 
external aggressors. The Fitosense Más-
cara Anti-idade (anti-aging mask) is said 
to provide a refreshing and calming sen-
sation, in addition to reducing lines and 
expression marks. 

Adelia Mendonça launched Medita-
tion Drops, a serum for stressed skin. 
It belongs to its Moduline Science line 
developed to regenerate and “restruc-
ture skin with post covid syndrome.” 
The product features something called 
the Water Break System, a Japanese 

technology involving micellar encap-
sulation of  nano water molecules for 
diff usion in prolonged biomimetic hy-
dration, to promote freshness and ul-
tra-hydration. It also promises to fi ght 
against the signs of  aging and skin ir-
ritation caused by anxiety.

INTIMATE CARE INNOVATIONS
Adélia Mendonça launched Prebio 
Skinbiotic Essence within its Intimate 
Nanocare line. The formula contains 
thermal water from French Polynesian 
atolls for intimate and delicate regions 
(groin, armpits, inner thighs). It also 
has moisturizing, prebiotic and symbi-
otic action, promoting a strengthening 
performance to the healthy microbi-
ome of  the unisex genital fl ora, ac-
cording to the company. 

Depil Bella introduced Máscara 
Clareadora Axilas e Virilha (armpit and 
groin whitening mask). It contains white 
clay and rosehip oil, and is said to re-
duce dark spots and even skin tone. It 
also promises to stimulate collagen pro-
duction, resulting in fi rm, hydrated skin.

These were just some of  the new 
formulas on display at Beauty Fair 
2022. Obviously, NPD is critical to the 
success  of   every  company  in  the  fast-paced 
personal care industry.  ■

Meditation Drops are said to regenerate and 

restructure skin.

Bel Col’s FitoSense dermocosmetics line for sensitive skin contains CBA Copaíba.
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Dr. Sharleen St. Surin-Lord is a board-certified der-
matologist who has been practicing for more than 
16 years. She is in private practice at Visage Der-
matology, Largo, MD. She is an assistant professor 
of dermatology at Howard University College of 
Medicine. She also practices at the University of 
Maryland Capital Regional Health System in Mary-
land. Dr. Sharleen is a member of the American 
Hair Research Society and you can follow her on 
Instagram as DermHairDoc. 

The Important Role of Diet
In Incidence of Alopecia

Winter is coming! As hat 
and scarf  season gets 
underway, all I can think 
about is hair drying and 

breaking, bad hair days and hair neglect. 
Don’t get me wrong, fall is a beautiful 
season. It’s what happens to our hair 
and skin with the loss of  the summer 
humidity and social calendars winding 
down that concerns me.

Patients are always requesting a “nat-
ural alternative.” Sometimes supple-
ments are natural, but it almost seems 
like that’s not enough. Nutrafol is all-
natural, Viviscal is all-natural. I recom-
mend these and other products to my 
patients, but for some, the act of  swal-
lowing a pill gives them the impression 
that it is not natural. Thus, after going 
over every single ingredient in every 
single aforementioned product, I discuss 
foods that should be incorporated and 
those that should be reduced or elimi-
nated from their diets. Patients either 
take notes or they snatch the pills and 
schedule a follow-up appointment. In an 
effort to reach those who hear, but do 
not listen, I’ve decided to tackle the topic 

of  and its effect on hair growth and hair 
health. Because, eventually, we will all 
have to make changes to our diet.

Practicing in the Washington, DC 
metropolitan area means that I see 
patients from a broad range of  ra-
cial, ethnic and socio-economic back-
grounds. As a result, I get to play with 
all types of  hair every day. My popula-
tion is predominantly skin of  color. In 
this culture, for some, the term “good 
hair” has carried with it, cultural prej-
udices, privilege and other emotions. 
Today, I use it often because “Healthy 
Hair is Good Hair.” There is nothing 
like hair that bounces and springs back 
up when you pull it. There is noth-
ing like an afro that is full, shiny, and 
“snaps back” with elasticity. That is 
“good hair”—because it is healthy. 

Healthy hair requires adopting an 
entire lifestyle—including diet. The 
healthy hair diet includes:
	� Diet rich in plant-based foods 
	� Fiber and antioxidants 
	� Adequate protein—Excess protein 

can cause renal damage
	� Adequate hydration—oral, I.V. Cen-
ters 
	� Adequate good quality sleep 
	� Regular exercise 
	� Stress management—possibly supple-
menting with ashwagandha
	� Meditation/Mindfulness
The hair growth supplement market 

is surging along with consumers’ desire 
for healthy, fuller and longer hair. Why? 
Half  of  men and women are affected by 
pattern hair loss by age 50. Patients with 
hair loss often inquire whether supple-
ments can help restore hair growth or 
prevent further hair loss. In fact, many 
start dietary supplements without con-
sultation in an effort to stave off hair loss. 

OVERSUPPLEMENTATION?
Unfortunately, the supplement indus-

try capitalizes on this population’s vul-
nerability. Hair follicles are among the 
most metabolically active in the body, 
and growth may be impacted by calorie 
and protein malnutrition as well as mi-
cronutrient deficiency, but the links are 
complex. Amazon.com alone has 923 
products marketed for hair growth with 
“Best Sellers” containing vitamins A 
and E. This can become concerning as 
consumers seek to treat themselves and 
may accidentally overdo it. Over supple-
mentation of  vitamins A and E and se-
lenium are actually linked to hair loss, 
among other more serious health risks.2

Nutritional deficiency may impact 
both hair structure and hair growth. 
Hair matrix cells are some of  the most 
rapidly dividing cells in the body, mak-
ing them susceptible to nutritional defi-
ciencies. High-glycemic and inflamma-
tory diets are associated with worsening 

Hair loss is a serious concern for many.
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of  inflammation. Nutritional deficiency 
is associated with:
	� Acute Telogen Effluvium (TE)
	� Chronic TE
	� Androgenetic Alopecia (AGA)
	� Female Pattern Hair Loss (FPHL)
	� Alopecia Areata (AA) 1

PROTEINS
Proteins are the major components of  
hair. A cross-sectional study found se-
vere protein intake deficiencies in Indian 
AGA, AA, and TE patients, supporting 
protein as an essential nutrient for hair. 
Plant-based proteins are a great alter-
native, but beware of  processed foods 
high in sodium. Protein deficiency is as-
sociated with hair loss—a very rare oc-
currence in developed countries. The 
recommended daily allowance (RDA) 
for protein is 0.8g /kg – 0.36g/lb, about 
40-60g a day for most people. Current 
estimates state that the average Ameri-
can woman gets at least 70g a day and 
the average man 100mg a day.

IRON DEFICIENCY
Iron is a co-factor for DNA synthesis. 
Hair follicle (HF) matrix cells divide 
rapidly and iron is a co-factor for ribo-
nucleotide reductase, the rate limiting 
enzyme for DNA synthesis.1 Multiple 
genes in the human hair follicle are reg-
ulated by iron. Iron storage is measured 
by ferritin, but a normal ferritin level 
does not exclude iron deficiency (ID), as 
ferritin is an acute phase reactant (also 
affected by inflammation). Ferritin also 
has a very wide “normal range.”

The goal of  iron supplementation 
should be to achieve ferritin level of  
50 ug/L with dietary sources or 70 
ug/L with oral supplementation, and 
this should be accomplished under the 
supervision of  a physician. Simply pur-
chasing iron supplements and not hav-
ing iron levels checked can lead to prob-
lems—like overdoing it or not getting 
enough. Sometimes physicians need to 

prescribe higher doses of  iron. This is 
especially true for those with bleeding 
concerns, those who do not ingest red 
meat, or those with various anemias. 
Iron supplements are also constipating, 
so DIY may lead to crankiness here. 
Studies on ID and hair loss have been 
conflicting. Some found low ferritin 
prevalent in TE, FPHL, AGA, & AA 
while others found no such link.2 Risk 
Factors for ID include: 
	� Pre-menopause.
	� Gastrointestinal Blood Loss (get those 
rectal occult blood tests and colonos-
copies).
	� Malabsorption disorders such as Ce-
liac Disease.
	� Achlorhydria (reduced acid) from 
antacids and reflux medications (H2 
Blockers specifically). Iron requires an 
acidic environment for absorption.
	� Vegans and vegetarians have a 1.8 
times higher dietary requirement be-
cause non-heme iron in plants is less 
bioavailable than heme iron in meat 
and fish.

VITAMIN D
Vitamin D deficiency is a global health 
problem. With all the medical advanc-
es of  the century, vitamin D deficiency 
remains an epidemic. More than a 
billion people worldwide are vitamin 

D deficient or insufficient.1 The two 
main sources of  vitamin D are sun 
exposure and oral intake, including 
vitamin D supplementation and diet. 
Use of  sunblock, common window 
glass in homes or cars, and clothing, 
all effectively block UVB radiation, 
even in the summer. People who are 
dark-skinned, aged, obese or who con-
sciously avoid the sun, are at risk of  
vitamin D deficiency. 

In vitro studies have shown increase 
in vitamin D receptor expression in the 
ORS keratinocytes (the cells that make 
up the skin, hair, and nails).2 Fawzi et 
al. revealed significantly lower levels of  
tissue and serum vitamin D receptors 
(VDR) in AA than in a control group. 
The authors suggested that reduced ex-
pression of  VDR in AA might be related 
primarily to suppression of  cell differen-
tiation. Decreased serum 25-hydroxyvi-
tamin D concentration was demonstrat-
ed in patients with FPHL compared to 
control group. 

Vitamin D supplementation is not 
limited to dairy. That is good news, since 
we now know that dairy intake increases 
inflammation in the body. Good sources 
of  dietary vitamin D include cod liver 
oil (you can stop grimacing, it comes 
flavored now, in softgels, etc.), tuna, 
sockeye salmon, mackerel. Do consume 
larger fish such as mackerel and tuna in 
moderation as they tend to have higher 
levels or mercury. Have a glass of  orange 
juice fortified with vitamin D with your 
breakfast—but watch the sugar. 

FATTY ACIDS
Fatty acids aren’t just good for your 
heart health. Omega-3 fatty acids in-
duce resolvins and protectins, which 
are anti-inflammatory. Short-chain fatty 
acids have anti-inflammatory effects 
through the regulation of  T cells and 
interleukin-10.3 Unsaturated fatty acids 
may inhibit 5 α-reductase, which cause 
hair follicle miniaturization and hair 

Bacteria Bifidobacterium, gram-positive  

anaerobic rod-shaped bacteria are part of  

normal flora of human intestine.
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loss, creating a finasteride-like effect. 
Arachadonic acid, an omega-6 fatty 
acid, may enhance hair follicle prolifera-
tion. Topical safflower oil, high in lin-
oleic acid, has been documented to help 
with hair growth.2

A diet deficient of  polyunsaturated es-
sential fatty acids can lead to scalp and 
eyebrow hair loss, and even hair light-
ening. Deficiency in fatty acids may also 
result from malabsorption and inap-
propriate parenteral (IV, feeding tube) 
nutrition. Patients having undergone 
weight loss surgery such as gastric by-
pass patients can also experience hair 
loss due to malabsorption. 

BIOTIN
When people experience hair loss, the first 
thing they seem to do is start taking bio-
tin. Biotin strengthens structure of  keratin, 
creating hair that is stronger, more resis-
tant to breakage and thicker appearing. 
Biotin needs to be taken for 9-12 months 
regularly to know if  it is helping. Studies 
recommend around 2.5-5mg a day for 
strengthening hair. It is not recommended 
to take mega doses of  biotin (i.e., 10mg). 
High doses of  biotin can cause thyroid 
function tests to be falsely low.4 A case se-
ries with patients taking 20-30mg biotin 
daily demonstrated that biotin can inter-
fere with immunoassays. Lab test results 
normalized after 48-72 hours of  discon-
tinuation of  biotin.4

VITAMINS A, C AND E
If  you want to “ACE” having healthy 
hair, then incorporate these three vi-
tamins, because they are not just for 
healthy skin anymore. Antioxidants 
are important, as pollution increases 
reactive oxygen species (ROS) in the 
hair follicle. Excessive free radical 
generation was shown to occur in the 
scalps of  patients with AA accom-
panied by high levels of  antioxidant 
enzymes that were unable to protect 
against the ROS. Polyphenols (green 

tea, resveratrol) are excellent antioxi-
dants. While dietary antioxidants play 
a key role in reinforcing our endoge-
nous antioxidant system, high doses of  
exogenous antioxidants may actually 
disrupt the balance between oxidation 

and antioxidation. Vitamin E, known 
as tocopherol, is already an ingredi-
ent in many hair growth supplements, 
topical hair growth stimulators, and 
shampoos and conditioners. Let’s un-
pack vitamins A and C. 

®
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Vitamin A—proceed with caution1,2

	� Antioxidant
	� Helps regulate cell turnover 
	� Helps regulate sebum production 
	� Too much can cause hair loss

Vitamin C1,2

	� Enhances iron absorption 
	� Maintains collagen 
	� Potent antioxidant
	� Regulates the immune system

PROBIOTICS
Probiotics are not just for your gut. 
Recent research has pointed to the 
increasing significance of  the micro-
biota in inflammatory conditions. The 
Western diet contains higher amounts 
of  processed foods and fat, and lower 
fiber content, leading to lower amounts 
of  short-chain fatty acids and altered 
gut bacteria. It all provides an environ-
ment that is more prone to inflamma-
tion. Mice-eating probiotic yogurt or 
purified Lactobacillus reuteri had a sig-
nificantly thicker dermis, more anagen 
hair follicles, and more sebocytes lead-
ing to hair gloss. Interleukin-10 was 
found to be required in order to repro-
duce these benefits.5

Gut bacteria may degrade the intesti-
nal epithelial barrier leading to inflam-
mation and autoimmunity, highlight-
ing the possibility that changes in diet 

may influence the gut microbiota.5 Two 
young men with alopecia universalis 
(hair loss from head to toe) and Clos-
tridium difficile infection with/without 
Crohn’s disease, both refractory to ste-
roid injections, were given a fecal mi-
crobiota transplant to treat C. difficile.5 
After the fecal microbiota transplant 
and two intralesional steroid injections, 
significant regrowth was seen on the 
scalp and other body parts such as the 
face and arms.5

WHAT NATURE OFFERS
With growing consumer concerns 
about harmful chemicals, people seek  
“natural” ways to achieve their beau-
ty goals. Horsetail and saw palmetto 
present a great combination for hair 
growth. Remember that natural al-
ternatives are still medicines and can 
still have side effects and that individu-
als should be encouraged to see their 
PCPs regularly for yearly physicals 
and age-appropriate cancer screenings 
prior to adopting any natural or alter-
native regimens. 

SAW PALMETTO
Saw palmetto is an extract from the 
berries of  the Serenoa repens plant. It 
blocks 5-alpha reductase, decreasing an-
drogen effects on the hair follicle.6 Saw 
palmetto was originally used to treat Be-
nign Prostate Hypertrophy (BPH). The 
typical dose is 240mg to 320mg daily for 
hair growth.6 Saw palmetto can cause 
GI upset, which can be alleviated by tak-
ing it with food. Saw palmetto consump-
tion can decrease PSA by up to 50% 
after 6-12 months,6 potentially making 
it harder to detect early prostate cancer 
(danger, danger).

ASHWAGANDHA
I often tell my patients “stress is the 
devil.” Increased stress or lack of  
sleep increases cortisol and inflamma-
tion. Increased inflammation leads to 

overall exacerbation of  inflammatory 
hair loss such as alopecia areata and 
cicatricial (scarring) alopecias. Ashwa-
gandha (Withania somnifera) interacts 
with steroid receptors to effectively 
decrease cortisol levels. It mediates 
cortisol response to stress. One study 
showed that taking 125mg a day of  
ashwaghanda significantly decreased 
mHAM-A (Hamilton Anxiety Scale) 
at days 30 and 60, while there were 
no changes in placebo. Changes in 
mHAM-A were dose dependent with 
higher doses experiencing greater 
benefit. Decreased cortisol, C-reactive 
protein (CRP)—a marker of  inflam-
mation, pulse rate and blood pressure 
was seen in all groups taking Ashwa-
gandha. This makes a compelling ar-
gument for ashwagandha and stress 
and anxiety control. It is important to 
note that Ashwagandha cannot do the 
work alone for those who need medi-
cal intervention as well.

We covered a lot this month. I hope 
it was helpful. We are truly what we eat, 
think and practice. n
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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.

Understanding Hair Types
And Formulating for 4C Hair

Dear Valerie: I work at a contract 
manufacturer and our innovation 
team just asked us about 4C hair 
and whether there was a product 
opportunity for that hair type. Aside 
from a brief Google search, I’m not 
entirely sure if I know what this 
hair type is and how to formulate 
for it. Can you help?
 —JUST MY TYPE

Dear Type:
While we have been using terms like 
wavy, kinky, coily and helical to describe 
hair shape in published research since 
the 1930s, we didn't have a modern-day 
typing system until the 1990s, thanks to 
Andre Walker. Walker is most famous 
for being Oprah Winfrey’s coily-coiffed 
hair stylist, and less famous for creat-
ing a hair typing system. That is, unless 
you’re talking to a cosmetic chemist who 
works on the latest hair research—then 
his name is a household name.

In the 1990s, Walker launched his 
own haircare line, for which he created 
a classification system that categorized 
one’s hair based on the degree of  curl 
that it had in relationship to its fiber di-

ameter. It has since been adopted as a 
universal system for categorizing hair. 
While it is commonly used in reference 
to hair that is curly or kinky, like 4C, it 
actually embraces all hair types.

According to Walker’s original sys-
tem:1 
	� Type 1 hair is hair that is straight; it 
ranges from fine/fragile (1A) to coarse 
(1C). The most important characteris-
tic of  Type 1 hair is that it’s naturally 
curl resistant. 
	� Type 2 hair is naturally wavy. It can 
still be fine/thin, have medium tex-
ture, or be coarse and frizzy, with 
varying degrees of  curls. It would 
earn the designations 2A, 2B or 2C. 
	� Type 3 hair has graduated from wavy 
to curly, and a person with Type 3 hair 
either has loose curls (3A) or cork-
screw curls (3B). 
	� Type 4 hair is considered kinky, with 
either tight coils (4A) or Z-angled coils 

(4B). You can still find these original 
designations on Mr. Walker’s website.
Since its inception, Walker’s hair 

typing system has been further de-
veloped and refined by others to 
include A/B/C categories for each 
level, and some typing systems have 
expanded levels to include levels 
5-8.2 While there can be differences 
in the nuances of  each level depend-
ing on which source you look at, for 
the most part, nearly all sources fol-
low the same gist: the lower the num-
ber, the straighter the hair, and the 
higher the letter in the alphabet, the 
coarser or more coily strands. Again, 
these are generalizations, and the 
definition may vary depending on 
the source you’re viewing.

It’s completely possible to have mul-
tiple hair textures on one head of  hair. 
In the curly hair communities, you can 
meet individuals with three textures 

Understanding Andre Walker’s hair types can help formulate more targeted,  

effective products for consumers.
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on one head of  hair. I can only imag-
ine what that’s like to manage. It’s also 
completely possible to change hair types 
as you age. I am a prime example. As a 
young child, my hair was distinctly 3A. 
As I aged, my hair became 2B. Now, as 
I continue to age, when I wear it natu-
ral, it looks like a lion’s mane, 2C. I also 
think my hairline is reverting to 3A. It 
makes for wild looking buns when my 
hair is pulled back! 

While the typing systems are almost 
subjective in their entirety, with the styl-
ist or consumer analyzing their own hair 
and identifying with a hair type, it has 
spurred recent interest in research cir-
cles to see if  it is possible to objectively 
determine hair type over geographical 
populations.3

MORE 4C RESEARCH EFFORTS
In 2006, L’Oréal sampled hair from 
1,442 individuals in 18 countries. The 
goal was to look at various attributes of  
hair and see if  would correlate to hair 
type. L’Oréal researchers evaluated curl 
index (the ratio of  the length of  hair 
when it is stretched, versus unstretched), 
the curve diameter (the smallest curva-
ture of  a hair curve), number of  waves 
and number of  twists. They identified 
eight different categories, and a 2007 fol-
low-up paper from largely the same re-

search team evaluated 1,007 new hairs, 
on top of  the previous 1,442, and tried 
to objectively classify hair types without 
referring to ethnicities historically used 
in describing hair, such as Asian, Cauca-
sian and African. 

Avlon Industries is researching 
physical properties of  various hair 
types, like ellipticity and diameter, and 
whether or not they can be used as ob-
jective descriptors. Spoiler alert: their 
research shows that you can’t use aver-
age ellipticity as an indicator, but you 
can use the coefficient of  variation of  
ellipticity to do so.3

As hair is once again in the midst 
of  a golden age of  scientific research, 
especially on hair textures from indi-
viduals with skin of  color or mixed 
origin, what does this mean to you as 
a formulator trying to create a product 
for 4C hair? I suppose the takeaway is 
that varying hair types in the Andre 
Walker-derived systems have different 
formulation needs. In hair of  average 
health, someone with 1A hair may not 
be as prone to breakage or dryness as 
someone with 4C hair. Type 4C can 
feel dry, stiff (have less elasticity), and 
may be more porous to water. Under-
standing that 4C hair has these con-
sumer perception hurdles different 
from other hair types will not only 

help you formulate products to com-
bat these challenges, but also develop 
a routine for 4C consumers to create 
hairstyles. 

Before you head off to the bench, take 
note that a lot of  information is already 
out there on products and routines that 
work really well for individuals with 4C 
hair. There is a plethora of  curly hair 
forums discussing winning routines and 
products that are loved (and hated). No 
matter what lubricating, hydrating and 
not-too-strengthening-but-strength-
ening-enough product you formulate, 
make sure you conduct plenty of  ad-
equate real-life testing to make sure it’s  
4C approved. n
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Hair types range from 1a to 4c. 
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Navin Geria, former Pfizer Research Fellow is a cos-
metic and pharmaceutical product development 
chemist and the chief scientific officer of AyurDerm 
Technologies LLC, which provides Ayurvedic, natu-
ral and cosmeceutical custom formulation develop-
ment and consulting services to the spa-wellness-
dermatology industries. He has launched dozens of 
cosmeceutical and ayurvedic anti-aging products. 
Geria has more than 30 years of experience in the 
personal care industry and was previously with 
Clairol, Warner-Lambert, Schick-Energizer, Bristol-
Myers and Spa Dermaceuticals. He has nearly 20 
US patents and has been published extensively. 
Geria edited the Handbook of Skin-Aging Theories 
for Cosmetic Formulation Development focus book 
published in April 2016 by Harry’s Cosmeticology. 
He is a speaker, moderator and chairman at cos-
metic industry events. 

Hepran Sulfate Is the Latest Addition 
To the Skincare Formulator’s Toolkit

The ingredient has applications 
in wound healing and redness 
reduction, and provides protec-
tion against pathogens. 

Hepran sulfate is a relatively new ingre-
dient in skin care formulas. Yet, it promises 
so many beneficial effects on the skin that 
Dr. Leslie Baumann said that it is time to 
add hepran sulfate to the list of  tried-and-
true skin care actives like hyaluronic acid, 
collagen and elastin (MDedge.dermatol-
ogy Journal, Jan.26, 2017). It is also dy-
namic and multifunctional star ingredient 
in Senté’s Dermal Repair Cream. 

Controlling this molecule is the key to 
determining skin health. Hepran sulfate 
(HS) is a naturally-occurring component 
of  your skin that is essential to maintain-
ing skin health. Like hyaluronic acid, 
hepran sulfate belongs to the glycosami-
noglycan (GAGs) family of  naturally-oc-
curring water-binding molecules found 

throughout the body. Hyaluronic acid 
is an atypical GAG, unique by virtue 
of  being non-sulfated, of  large molecu-
lar size. GAGs are complex sugars that 
act as natural hydrators. They are long 
linear polysaccharides comprised of  re-
peating disaccharide units and are ubiq-
uitous within the skin. They are present 
intracellularly on the cell surface. Hep-
ran sulfate is present in all layers of  the 
skin and can interact with extracellular 
matrix molecules; collagen types 3, 4 
and 5; growth factors and cytokines; and 
within the extracellular matrix (ECM). 

ANTI-AGING BEAUTY BENEFITS
The anti-aging ingredients market is 
expected to top $1.3 billion this year 
and grow 7.2% a year to reach $2.3 bil-
lion by 2030. The antiaging ingredients 
comprise of  standard moisturizing con-
stituents consisting of  peptides, retinoic 
acid, retinol, hyaluronic acid, hydroxy 
acids, sunscreen and antioxidant ingre-
dients. This column will briefly review 
the role of  hepran sulfate in skincare. 
HS is another one of  these important 
hydrators produced by skin. It con-
tributes to skin firmness, elasticity and 

clarity. It sends signals to other cells to 
produce more anti-aging compounds 
including collagen and hyaluronic acid. 
Hepran sulfate surrounds and protects 
the growth factors, bringing them to the 
cells, so that the growth factors bind the 
proper receptor sites and tell the cells to 
make collagen. Ultimately this helps to 
increase firmness and promote a more 
youthful complexion. 

Most consumers know hyaluronic acid 
is capable of  holding a great deal of  water. 
This property makes it a popular addition 
in countless skincare products as well as 
injectable fillers. However, despite hyal-
uronic acid’s fame, it actually has far less 
biological activity than another GAG—
hepran sulfate. GAGs are emerging as an 
essential target for reversing skin aging. 
At one time, they were considered inert 
molecules restricted in their functioning as 
mere space fillers during orientation and 
organization of  extra cellular matrix. Re-
cent studies revealed their importance in 
regulating inflammation, wound healing, 
and tissue repair. 

A damaged skin barrier can be diffi-
cult to treat as it is often characterized by 
multiple skin conditions. Most notably, a 

Hepran sulfate (HS) may have applications in sensitive skin formulations.
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damaged skin barrier can be dry, flaky, 
irritated, itchy and inflammed. Accord-
ing to the Journal of  Clinical Cosmetic 
and Investigational Dermatology, GAGs 
play a significant role in regulating cell 
production and inflammatory processes 
in the skin. With age, our levels of  he-
pran sulfate decline, which leads to de-
structive dehydration resulting in chron-
ic skin inflammation. This inflammation 
is responsible for facial redness and 
visible signs of  aging among other skin 
concerns such as skin sags, disorganized 
collagen and slow-healing wounds. Re-
plenishing this molecule is likely to have 
myriad benefits for aging skin. 

Despite all of  these attributes, only Sen-
té utilizes hepran sulfate in its products. As 
more information on HS becomes avail-
able, more anti-aging products may begin 
including this novel moisturizing agent to 
help plump and smooth skin.

WHERE YOU’LL FIND IT
Endogenous HS is too large and high-
ly polar; therefore, it is unable to pen-
etrate the skin, preventing most skincare 
brands from effectively adding HS into 
their products in topical form. Senté pat-
ented the cosmetic analog of  HS called 
HSA modified to low molecular weight 
hepran sulfate (LMW-HS), which is bio-
engineered to a size, shape and charge 
that is optimal for topical use. Accord-
ing to Senté Chairman Faheem Has-
nain, their proprietary, low molecular 
weight HS is key to successful formula-
tion. Three Senté skincare products are 
formulated with the patented Hepran 
Sulfate Analog (HSA) technology. HSA 
is clinically proven to diminish the ap-
pearance of  wrinkles and improve skin 
texture. It has been scientifically proven 
to absorb throughout the epidermis and 
penetrate into the dermis very effective-
ly, reducing redness and improving ap-
pearance of  fine lines.

HSA formulations are well tolerated 
by sensitive skin including aging skin and 

rosacea. Not only does HSA hold on 
to water, but it also helps skin rebuild its 
protective barrier to minimize moisture 
loss. HSA is a repairing molecule which 
is readily absorbed. The molecule mimics 
the effects of  hepran sulfate, providing a 
natural boost to skin’s immune response to 
inflammation and promoting repair from 
within. Hepran sulfate has been formulat-
ed with a number of  other synergistic fac-
tors that have the ability to maximize the 
effect of  HS. HSA+Retinol strengthens 
the skin barrier and improves tolerability 
when paired with prescription retinoids 
and retinol products. HSA+ pigmenta-
tion correcting ingredients, helps prevent 
inflammation-induced pigmentation. 
HSA+ in-office treatments are recom-
mended for use with peels.

CLINICAL STUDIES
At the 2018 AAD Annual Meeting, Amy 
Taub MD said that growth factors had 
become controversial, being blamed for 
causing cancer. They have been viewed 
as ineffective because these molecu-
lar weight proteins cannot get past the 
stratum corneum. She suggested three 
alternatives to growth factors namely: 
hepran sulfate, tripeptide palmitoyl 
and defensin. HS is much smaller than 
growth factors and plays a role in skin 
healing. According to Senté’s Hasnain, 
clinical trials were carried out to test 
product efficacy. Each study recruited 
30-60 subjects to assess the formulation, 
pre-clinical safety and absorption of  the 
ingredient, together with the whitening, 
hydrative and anti-wrinkle properties. 

Senté products target all skin types and 
were launched in the US via dermatolo-
gist and estheticians, with plans to evalu-
ate its launch in markets worldwide in 
the future. The LMW-HS based formula 
improved photodamaged skin, indicating 
its therapeutic potential (Journal Cosmetic 
Dermatology, Vol. 19, issue 8, Aug. 2020, 
pages 1851-1856). One study with an HS 
analog demonstrated that the formulation 

penetrates into skin, enhancing hydration, 
reducing transepidermal water loss and 
improving the appearance of  wrinkles 
and skin tone.1 One study published by the 
Journal of  Drugs in Dermatology showed 
that topical application of  HS improved 
skin hydration within eight weeks of  use. 
In this study, researchers looked at the role 
of  HS in repair of  aging skin. They con-
cluded that HS reduces the appearance of  
wrinkles as well as discoloration in skin in 
just a few weeks. The Journal of  Pathology 
explored the role between HS and wound 
healing in the skin. It was concluded that 
HS directly impacts the inflammation and 
cell growth associated with wound healing. 

Baumann has been using Senté Dermal 
Repair Cream on her rosacea patients 
without any problems. She suggests HS 
analogs represent a good option for pa-
tients who cannot tolerate retinoids. In 
2015, Gallo et. al. reported that 15 pa-
tients using a HS analog formulation in an 
8-week study displayed improvements in 
various skin metrics, including hydration, 
firmness, elasticity, barrier function and 
the appearance of  fine lines and wrinkles. 
The investigators concluded that photo-
damaged skin may benefit from the use 
of  novel topically-applied products con-
taining low-molecular-weight HS (J Drugs 
Dermatol. 2015 Jul: 14(7): 669-74).

REMARKS
HS is proving to be a very promising topi-
cal ingredient with many different uses in 
skincare. In addition to its role as an an-
tiaging and moisturizing agent, it could 
also be used to aid in wound healing, to 
reduce redness and protect against patho-
gens. HS analog formulations are well 
tolerated by people with sensitive skin. 
While more research is needed, current 
clinical testing evidence suggests that HS 
analogs may prove to be acceptable. 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.

Dimethicone’s ‘Feel Good’ Role
In Cosmetic Formulations

Skin care products must be 
agreeable to apply and chemi-
cally inert. That’s because 
both the hedonistic and the 

safety aspects are of  importance to 
consumers and, of  course, regulators. 
That is another reason why chemistry, 
physical-chemistry, biology, biochem-
istry and pharmacology are relevant 
sciences for the personal care industry. 

The epidermis contains special-
ized cells (Merkel cells) able to detect 
a shear force when it is applied, as in 
the case of  the topical application of  
a skin care product. Merkel cells can 
tell when the applied product is water-
like or molasses-like or something in 
between. Experienced chemists know 
that a topical product can be main-
tained viscous (to avoid it dripping 
away) and yet made agreeable to ap-
ply. As a matter of  fact, they do know 
that by lowering the surface tension, 
the force needed to spread a drop 
of  product on the epidermis will be 
smaller and the strain perceived by 
Merkel cells will be tinier.

Polymers in general are the result 

of  the reaction of  monomers and are 
considered to be inert… as long as 
there are no specialized enzymes or 
other catalyzers to trigger their hydro-
lysis, but this is only rarely the case. 

On the other hand, we know of  
amorphous substances that are to-
tally inert, such as glass. It is made of  
SiO2 and it is so chemically inert that 
glassware objects more than 7,000 
years old are found nowadays in ar-
chaeological searches. Unfortunately 
for skin care products, at ordinary 
temperatures glass is quite difficult to 
spread on the skin!

What we are looking for, then, is a 
material as inert as glass but flexible 
and malleable and dispersible and able 
to lower the surface tension of  oil and 
water mixtures.

SILICONES 
Since the 1930s, scientists tried and 
synthesized silicon-containing mol-
ecules to obtain inert materials with 

low thermal conductivity for industrial 
uses. The name “silicones” was coined 
in the 1940s by the English scientist 
Frederic Stanley Kipping because they 
were “sticky messes” and because he 
did not believe that those materials 
might even have a practical use. Ob-
viously, Kipping was wrong. Scien-
tists succeeded in synthesizing useful 
silicones, starting in the 1950s, when 
a toy containing a viscoelastic liquid 
silicone was put on the market. 

This toy, Silly Putty, could bounce 
but could also be broken by a sharp 
blow, and could flow like a very vis-
cous liquid. Silly Putty was the result 
of  research undertaken during World 
War II to find substitutes for rubber, 
when latex-producing trees in South-
east Asia where under the control of  
the enemy. 

A quarter of  a century later, in 
1969, Astronaut Neil Armstrong 
walked on the moon in silicone-rub-
ber soled boots. 

Feels so good! Dimethicone and other silicones improve the texture  

of skin care and other personal care formulas.
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THE BENEFITS
Resistance to extreme temperatures, 
low chemical connectivity, remarkable 
electrical insulation, adhesive proper-
ties—the stuff that makes Post-It notes 
sticky and the like—are the character-
istics of  silicones that make them fit 
for many industrial applications. 

Silicones found their way into per-
sonal care formulations in 1953, when 
Revlon put on the market a hand 
cream called Silicare. The formula 
was said to form an invisible glove to 
protect one’s hands. 

In the 1980s, silicones were added 
to antiperspirant products and in the 
1990s they were of  general use in the 
personal care market.

DIMETHICONE 
Also called polydimethylsiloxane 
(PDMS) or dimethylpolysiloxane, di-
methicone is a polymer of  variable 
length formed by n repeating mono-
meric units of  [Si(CH3)2O-] capped 
by two [Si(CH3)3] groups at each one 
of  the extremities, as shown below.

In 2019 the FDA recorded 12,934 di-
methicone-containing products. These 
formulas include moisturizers, sham-
poos, conditioners, cleansers, bath and 
baby oils, and self-tanning products. Di-
methicone provides an incredibly agree-
able velvety touch that adds to the es-
thetic properties of  the products. 

Despite such widespread use, di-
methicone gets a bad rap. Detractors 
call it “non-natural” and its occlusive 
properties might make it comedo-
genic and prone to trapping microor-
ganisms that could be harmful to the 
skin. Since two brands affected by a 
safety-first paranoia such as Clinique 
and L’Oréal use dimethicone in their 
products, I would not worry about the 
gossips found on the internet.

On the other hand, dimethicone can 
cause headaches for formulators. The 
results of  the calculation of  the theo-

retical value of  its partition coefficient 
depends on the software used (Osiris 
versus Molinspiration, for instance) so 
that the real value of  its Log Kow can-
not be calculated with accuracy. 

This might lead one to formulate di-
methicone with actives that have the 
same partition coefficient and therefore 
remain associated to it instead of  be-
ing free to cross the stratum corneum, 
thereby frustrating the hopes of  obtain-
ing products with the expected activity.

Another problem linked to the use 
of  dimethicone is the greasy residue 
left after topical application. 

This greasy feeling may be welcome 
by female users, particularly those 
with dry skin, but is dissuasive for male  
customers who secrete more sebum 
and sweat than females. 

CONCLUSION
The introduction of  dimethicone and 
other silicones in skin care products 
is one of  the four revolutionary steps 
that, in the last decade of  the twen-
tieth century, led to major changes in 
the strategy of  formulating and mar-
keting skin care products. What are 
the other three?
	� The use of  liposomes, 

	� The formulation of  salicylic acid in 
creams; and
	� The introduction of  sunscreens in 
day creams. 
As usual, when it comes to success-

ful strategies in cosmetics, it can be ex-
pected that the usual “professionals of  
fear” will invent some danger to cre-
ate panic and then acquire glory and 
money by solving a non-existing prob-
lem. Such professionals have already 
manifested their presence by “blahbla-
hing” about the dangers represented 
by preservatives, exfoliation and sun-
screens to name a few. 

In these days of  general concern 
about the environment, I would not be 
surprised to learn that “professionals 
of  fear” speak against the cosmetic use 
of  silicones because, being inert, they 
are not biodegradable and will accu-
mulate in the environment! And yes, 
that might add up to a problem, but 
not because of  cosmetic products! 

Let’s check the data. According to a 
2021 EU report, 4.7 tons of  “cosmetic” 
silicones enter surface water every year: 
this is the equivalent of  five bathtubs 
and contrasts with the 10 million tons of  
methylsiloxanes that are produced every 
year for industrial purposes. n

Scientists succeeded in synthesizing useful silicones, starting in the 1950s with Silly Putty.
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Skin Care Brand
Elina Organics 
Adds Anti-Aging 
CBD Collection
INDIE BEAUTY BRAND FEATURES 
CREAMS, BALMS, SERUMS AND MORE 
FOR ANTI-INFLAMMATORY BENEFITS

By Melissa Meisel, Senior Editor

Elina Organics’ organic, vegan, cruelty-free, handmade 
anti-aging skin care products hydrate and even provide 
a protective barrier for cold-weather climates and ac-
tivities, according to company founder Elina Fedotova. 

The indie beauty brand’s botanical formulas are handmade 
and small-batch produced in its own Michigan lab. This sea-
son, it added a line of  anti-aging products with CBD.

“CBD is benefi cial for every complexion because it contains 

a blend of  beauty vitamins like A, C 
and E which are powerful antioxi-
dants that help to promote collagen 
and have strong antioxidant eff ects. 
CBD helps to reduce free radicals 
which help to heal skin from sun 
damage,” said Fedotova. 

“One of  the main benefi ts 
of  CBD is its skin restoring and 
calming eff ects. It is fabulous for 
infl amed acne and rosacea prone 

complexions. CBD has proven pain relieving and soothing 
eff ects which also can be very benefi cial for skin conditions 
like dermatitis, eczema, psoriasis and any type of  skin ir-
ritation,” she added.

The Elina Organics product line is available online at 
www.ElinaOrganics.com, in skin care salons and medical offi  ces. 
She continues to off er her unique, holistic skin care treatments to 
clients who come to her spas in Florida and West Michigan.

According to Fedotova, nourishing ingredients are key to 
healthy skin care and optimal wellness.

“If  you are traveling to places with a dry climate your skin 
could feel very dry, and it is important to use hydrating prod-
ucts instead of  oils or heavy butters,” she said. “Remember 
when you are thirsty you do not drink oil—you drink water.” ■

New CBD Skin Care Products
Consumers can seal in moisture and 
protect skin from the elements with 
the following Elina Organics’ CBD 
skin care products for winter 2022.

Ageless Riche Liposome Face Cream
Winner of the 2022 Dermascope Aes-
theticians’ Choice Awards For Best 
CBD Moisturizer, the new Ageless 
Riche Liposome Face Cream uses 
liposome-encapsulated CBD in its 

formula. It contains an organic blend 
of whole fruit extracts (watermelon, 
papaya, green apple, lemon) that 
contain a combination of antioxidants, 
natural vitamins, and alpha hydroxy 
acids (AHAs) to renew and brighten 
the complexion. 

CBD Ageless Wrinkle Filling Serum
This botanical serum contains col-
lagen-restoring ingre-
dients. It helps to fi rm 
skin and improves facial 
contour by increasing 
elasticity. CBD reduces 
infl ammation, contains 
many antioxidants, and 
has antibacterial and 
antifungal properties, 

all while smoothing and fi rming. The 
essential fatty acids in full-spectrum 
hemp extract nourish and moisturize 
the face.

Ageless Restoring Hand Cream
This rich and nourishing deep delivery 

formula brightens skin and reduces age 
spots on hands with vitamin C and birch 
juice. Soothing CBD and extracts of ar-
nica will help to reduce pain and stiff-
ness in joints as well.

Elina Fedotova
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A HODGEPODGE OF PRACTICES AND 
REGULATIONS SET FORTH BY FEDERAL 
AND STATE GOVERNMENTS HAS CREATED 
CHAOS AND MISINFORMATION FOR NON-
PSYCHOACTIVE CANNABIS COMPOUNDS 
IN THE COSMETIC INDUSTRY.

Nicole Foss, Nextraction Inc.

Stagnant federal guidelines for non-psychoactive can-
nabis products are holding back the integration of  
cannabis into broader, established markets such as 
cosmetics. Behind the scenes, the cannabis industry 

has its own patchwork of  guidelines. This patchwork further 
muddies the waters of  the emerging CBD/cosmetics indus-
try, which, even in its infancy, seems overly siloed. Lacking the 
broad experiences and understanding of  standards already 
set forth by the well-established cosmetic and nutraceuticals 
industries, the cannabis industry doesn’t have the expertise to 
effectively communicate with cosmetic professionals.

The 2018 Farm Bill made legal for commerce non-psycho-
active cannabinoid compounds (e.g., CBDA, CBD, CBGA, 
CBG) derived specifically from the hemp plant. While certain 
states may be slow to adopt their use in food commerce, their 
accepted use within topicals has grown but comes with an al-

most complete lack of  safety enforcement and standards. 
Having repeatedly heard the horror stories of  so-called 

“CBD companies” selling pre-packed lotions, purchased in 
bulk, to which they simply “sprinkled-in” their homemade 
CBD oil before repackaging, Nextraction set out to flip the 
script on these shoddy business practices by bringing to mar-
ket tech-based products with vastly superior transparency. By 
the time it officially launched in late 2021, Kriva had spent 
the prior two years focused on ingredient development and 
working closely with cosmetic giants Meiyume and Mana. 
The three companies partnered to build the first hemp topical 
supply chain backed by the cosmetic industry. The multi-year 
collaboration was formally launched with Kriva’s Wellness 
Lotion being introduced in recyclable, eco-friendly packaging, 
with all of  the standard safety testing and efficacy the cosmetic 
industry and consumers have come to expect. 

WAITING FOR UBIQUITY
The hodgepodge of  practices and regulations set forth by fed-
eral and state governments has created chaos and misinforma-
tion for non-psychoactive cannabis compounds in the broader 
cosmetic industry. This confusion is the biggest barrier to what 
is expected to be ubiquitous integration of  these compounds 
for their overall, benign wellness attributes, as well as for their 
natural preservative characteristics. 

The Conundrum  
of Cannabis Regulations
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While the 2018 Farm Bill makes non-psychoactive cannabis 
compounds legal in commerce, the Bill lacks a full explana-
tion on rules enforcement. The Bill also leaves much of  the 
hemp industry rule creation and enforcement to individual 
states, many of  which are still working to become current with 
state-of-the-art industry knowledge. Unfortunately, most states 
have ignored the creation of  regulations for topicals.  Instead, 
they’ve focused on what they consider to be the larger regula-
tory thread, ingestion of  hemp-based products through food 
and beverage. 

The most well-defined federal regulations for non-psy-
choactive cannabis compounds in cosmetics come from the 
FDA’s authority to regulate, but not approve, cosmetic prod-
ucts (Title 21: Food and Drug, Chapter 9: Federal Food, Drug, 
and Cosmetics Act, “FDC Act,” Subchapter 6 Cosmetics). As 
with any actives used in the cosmetic space, if  the effect of  
the active is mis-branded or causes adulteration within a topi-
cal, then the topical is no longer defined as a cosmetic and is, 
therefore, illegal. 

This misbranding and adulteration drive home two key 
boundaries that are prevalent within the cannabis industry. 
The first is the requirement of  section 361 (c) (within Title 21) 
that the preparation, packaging and storage of  cosmetics must 
be performed in sanitary conditions. As noted, this purchase 
of  already manufactured topicals and their post-bottling for-
mulation and mixing is widely conducted in unsuitable envi-
ronments, providing a fundamental example of  the absence 
of  standards such as Good Manufacturing Processes in the 
cannabis industry. 

The second most defined point of  regulation is specifically 
directed to one compound, Cannabidiol (CBD). The FDC 
Act states that cosmetics must be free from adulterations, 
specifying further that, “no poisonous or deleterious sub-
stance which may render the contents injurious to health” 
can be present. This regulatory requirement is proving to 
be a particularly vexing challenge for CBD products that 
are made from isolated cannabidiol. Why? FDA considers 
CBD to be a “drug” or “active pharmaceutical ingredient,” 
with identified adverse side effects (most notably liver dam-
age and increased risk of  infection) duly noted on the label 
of  the FDA approved isolated CBD drug, Epidiolex. This 
regulatory jeopardy for isolated CBD may lead to its even-
tual downfall in consumer products, but leaves open the 
door for natural cannabinoids such as Cannabidiolic Acid 
(CBDA) and Cannabigerolic Acid (CBGA).

Overall, federal cosmetic regulations lack the definitive 
standards needed for cannabis topicals. Regulations that bring 
the best transparency and safety standards of  the cannabis in-
dustry (e.g., potency, pesticide and residual solvent testing) to 
combine with those of  the cosmetic industry (e.g., stability tes-
tin and bio-compatibility studies) would provide an ideal, solid 
regulatory footing for both industries to move forward with on 
safety and transparency.

As of  September 2022, the patchwork of  state regulations 
continues to be a barrier for non-psychoactive cannabis cos-
metics. Since the 2018 Farm Bill ushered control to each indi-
vidual state, a multitude of  unique regulations around testing, 

Kriva’s Athletic Credo
Kriva understands the commitments athletes make in 
order to excel at the top levels of sport. Kriva takes the 
same approach to product development when it comes 
to safety, efficacy, and quality. Kriva develops cutting 
edge products with a commitment to the planet and to 
the athletes who live to excel on it.  

Kriva has focused on Cannabidiolic Acid (CBDA) since 
day one and is a leader in creating products that har-
ness the power of acidic cannabinoids for human well-
ness. CBDA is the plant’s most naturally occurring can-
nabinoid and research demonstrates its strikingly higher 
bioavailability (absorption) and, thus, potency when 
compared to CBD. 

Kriva extracts natural CBDA from the plant using a 
water-based method that eliminates the risks of heavy 
metals and pesticide contamination common to tradi-
tional methods of extraction. All Kriva products come 
with digital access to a third-party Certificate of Analysis 
(COA) demonstrating potency and assurance of non-
detectable levels of psychoactive cannabinoids (THC). 
www.kriva.co 
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manufacturing and labeling have been created. Generating 
even more confusion are the necessary requirements of  licens-
ing within each state and the allowances for selling into other 
states. Adding another layer of  industry regulation, California 
now requires out-of-state companies to hold the state’s Indus-
trial Hemp Product Registration (IHPR) in order to import 
non-psychoactive ingredients into the state for formulation. 

LABELING ISSUES
Additionally, labeling challenges plague state regulators when 
it comes to cannabis cosmetics. A standard national testing 
panel policy and how to transparently present the information 
by distribution companies for easy consumer review is also left 
without clear regulatory guidance. A handful of  hemp-based 
product companies are taking this transparency challenge and 
partnering with hemp traceability programs. 

Originally, Kriva found it a challenge to locate a secure 
traceability system to meet its internal stringent require-
ments. Fortunately, in our investigations, we came across 
a block-chain backed transparency software company,  
TagOne. The SaaS-based platform allowed us to develop 
sophisticated transparency through QR code-enabled scans 
on all products. This tracking system allows each batch to 
have its own supply-chain transparency from seed to sale, 
including the cannabis industry’s most powerful document, 
the Certificate of  Analysis (COA), showing Kriva’s prod-
ucts to have non-adulteration from common pesticides, 
heavy metals and other contaminants.  

In addition to the legal regulations which affect the 
broader cosmetic space, there are also niche market guide-
lines that require additional certifications for safety. For in-
stance, professional sports customers often require sports 
specific certifications such as those from National Sanita-
tion Foundation (NSF) or from Informed Choice. While 
NSF has a robust cGMP program for cannabis companies 
and will certify ingestible products under its “NSF For 
Sport” scheme, topicals and cosmetics are not addressed. 
Informed Choice is said to be rolling out a cannabis topical 
sport certification by year-end, 2022.

Unethical operators have also done the cannabis industry 
no regulatory favor, what with their history of  fabricated 
enforcements and empty product certifications. This is evi-
dent when hemp and THC-cannabis companies use quasi-
official looking badges that tout misleading non-credentials 
such as “Solvent-free” or “THC-free.” While neither of  
these two proclamations is enforceable or certifiable by 
any governing regulatory body, the absence of  transparent 

marketing in these types of  instances must be addressed in 
evolving cosmetic cannabis product regulations.  

UPCOMING CHANGES
So, where can non-psychoactive cannabinoids, such as CBDA, 
fit into the cosmetic space within the current patchwork of  
regulations and shortfall on enforcement? One would likely 
suppose that it falls first and foremost to thoughtful consumer 
education. Education on the right cannabinoid ingredients 
that are considered plant-based, non-psychoactive, extracted 
with clean technology, for example. 

We must also allow the innovations and transparent, natural 
ingredients of  the cannabis industry into the cosmetic indus-
try through strong, continuing cross-industry partnerships and 
collaborations. The starting place for these collaborations is 
building transparent supply chains and educating consumers 
about non-psychoactive cannabinoid products. 

Research surrounding non-psychoactive cannabis in cos-
metics is proving to be the future of  the industry, where actives 
such as CBDA and CBGA will become widely used, both for 
their health benefits as well as for their natural preservative 
characteristics. Only time will reveal how this collaboration 
between cosmetics and cannabis, combined with regulatory 
oversite, will push forward safer products with increased qual-
ity of  life for consumers.  n
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TOUTED AS ALTERNATIVES TO MOOD-
IMPACTING DRINKS LIKE BEER, WINE OR 
COCKTAILS, PATCHWORK LEGISLATION 
IMPACTS WHERE CBD BEVERAGES CAN 
BE SOLD AND CONSUMED. STILL, BRANDS 
CONTINUE POURING INTO THE MARKET.

By Christine Esposito, Managing Editor

Consumers are bellying up the bar, so to speak, for 
a new kind of  drink these days. Cannabis beverage 
sales in the US topped $421 million in 2021—more 
than double 2019 figures—and the sector will dou-

ble again to nearly $1 billion by 2025, according to forecasts 
from the Brightfield Group. 

Despite a lack of  clarity from FDA and state-by-state dif-
ferences in legality, there is a growing cadre of  brands selling 
CBD and cannabis-based beverages. Here are just a few:

DRINK RECESS INC. … NEW YORK
Recess is sparkling water infused with 
hemp extract and adaptogens like L-
theanine and lemon balm. Flavors 
include coconut lime, blood orange, 
black cherry chai, peach ginger, 
pomegranate hibiscus and limited 
edition “zero proof ” margarita. 

DAY ONE… LOS ANGELES 
Day One Sparkling CBD Water contains citrus zest and 20mg 
of  broad-spectrum THC-free CBD. Grapefruit, lemon and 
lime flavors are available from the venture-backed beverage 
company which is the official CBD brand of  USA Pickleball.

SWEET REASON… CANADA 
Sweet Reason sells sparkling water with 10mg of  CBD and 
“Evening Blends,” which contain 30mg and are meant to rep-
licate the feeling and effect of  alcohol, according to the brand.

CYCLING FROG… SEATTLE, WA
This CBD and THC seltzer brand sells THC seltzers in 
wild cherry, black currant and ruby grapefruit that have 
5mg delta-9 THC and 10mg CBD per 12oz can. They are 
made with 100% hemp extract and all-natural fruit juices 
and have zero alcohol.

DRINK LIST:
CBD Beverages
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BAYOU CITY HEMP… HOUSTON, TX
This hemp processing and extraction com-
pany offers its own CBD seltzer. Its flagship 
brand, Mixer Elixir Ranch Water seltzer, 
is a non-alcoholic, zero-calorie and zero-
sugar sparkling water that contains 25mg 
of  hemp-derived CBD. Designed to be a 
ready-to-drink beverage or a cocktail mix-
er, a nano-emulsion makes it easier for the 
body to absorb the CBD and feel the effects 
faster. The seltzer has a crisp, citrus-lime 
taste and hints of  agave. 

TRIP… UNITED KINGDOM
Based in the UK and founded in 2018, CBD brand Trip re-
cently announced a $12 million investment round that will 
support its continued growth, including in the US. Founded 
by a husband-and-wife team who met at Cambridge Univer-
sity, Trip offers elderflower mint, peach ginger and lemon basil 
drinks that contain CBD, as well as L-theanine, chamomile, 
lemon balm and ginseng. They are designed to be had chilled 
and consumed straight up or mixed into cocktails.

8TH WONDER… ITHACA, NY
8th Wonder Cannabis—a collaboration between 8th Wonder 
Brewery & Distillery and Bayou City Hemp Company—is 
the first partnership between a cannabis manufacturer and 
distributor and brewery in the US. The company is offering 
cannabis-infused beverages like nano-shots and seltzers under 
its own label as well as others.  

WYNK… LANDENBERG, PA
Wynk’s THC- and CBD-infused seltzers, which are avail-
able in nine states, come in juicy mango, lime twist and 
black cherry fizz flavors. The 12oz can has a 1:1 ratio of  
5mg of  THC and CBD, but contains zero sugar, calories 
or alcohol.

GREEN MONKÉ… LOS ANGELES
This maker of  cannabis-infused sodas offers flavors such as 
tropical citrus, orange passionfruit and mango guava. Each 
12 oz can contains 3mg THC, 
6mg CBD, 5 grams of  sugar and 
25 calories. The company has 
inked a partnership with can-
nabis brand Cookies to co-create 
and co-brand cannabis-infused 
drinks for sale at Cookies retail 
locations. This summer it tapped 
skateboarder, community orga-
nizer, actor and model Briana 
King (shown) for a custom can 
design.

VERYVELL… DENVER, CO
Veryvell is a line of  non-alcoholic sparkling CBD beverages 
exclusively available in Colorado. The drinks are made by 
Truss CBD USA, a joint venture that’s majority owned by 
Molson Coors Beverage Company and operated in partner-
ship with Hexo Corp. There are three flavors: Focus (grape-
fruit tarragon), Mind & Body (strawberry hibiscus) and Un-
wind (blueberry lavender). Each is infused with 20mg of  
hemp-derived, non-psychoactive CBD and adaptogens.

CANN… LOS ANGELES
Cann has four varieties: Social Tonics and Lites, which are 
2mg THC and 4mg of  CBD; Hi Boys, which have 5mg of  
THC; and Roadies (2mg of  THC and 4mg of  CBD), which 
are liquid sachets that can mixed into another beverage.

MAD TASTY… NEWPORT BEACH, CA 
This California-based brand sells sparkling waters with 
20mg of  broad-spectrum hemp extract in a variety of  fla-
vors from watermelon to yuzu citrus to Unicorn Tears, 
which is described as an exotic and mysterious blend of  
natural fruit flavors. n
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MENOPAUSAL SKIN CARE

FOUNDER PAULA BEGOUN TALKS ABOUT 
THE DEVELOPMENT OF HER BRAND’S 
FACIAL AND BODY SKIN CARE PRODUCTS 
DESIGNED FOR MENOPAUSAL AND  
PERI-MENOPAUSAL SKIN.

Clinical Phytoestrogen Elasticity Renewal Body Treat-
ment and Clinical Phytoestrogen Elasticity Renewal 
Serum are two recent launches from Paula’s Choice 
that address a key demographic audience in the skin 

care market. Founder Paula Begoun shares insight into the 
development of  the two formulations that tackle menopause-
related skin issues with phytoestrogen.

HAPPI: Women have 
been going through 
menopause forever, 
but only recently has 
the conversation be-
come more public. 
What has led to the in-
creased understanding 
of  how menopause im-
pacts skin?

Begoun: First, it’s impor-
tant to define what meno-
pause is because there are 
conflicting definitions, and 
some are woefully inad-
equate to explain what a 

woman’s body is going through as her estrogen levels diminish 
causing her periods to eventually stop.

Menopause is still often described as when a woman’s ova-
ries stop producing hormones (estrogens and progesterone). 
If  a woman doesn’t get her period for 12 consecutive months 
than she is officially considered to be menopausal. Unfortu-
nately, that definition does not take into consideration the 
variations billions of  women may experience.

It is now well established that menopause is a process that 
begins when a woman is in her early 40s as her ovaries slowly 
(though sometimes abruptly) reduce production of  ovarian 
hormones. Then over the next 10 to 25 years ovarian hor-
mones (especially estrogens) continue to decrease until they 
reach a level when a woman’s period stops altogether. This 
new distinction is incredibly significant for how a woman can 
view her overall health and skin care needs. 

Dozens of  studies over the years have documented how es-
trogen loss negatively impacts skin including loss of  elasticity, 
collagen depletion, extensive epidermal thinning, impaired 
wound healing, protruding veins, increased wrinkling espe-
cially crepey skin, increased dryness, deficient amounts of  hy-
drating substances such as hyaluronic acid, often undesirable 
color changes and prevention of  free radical damage. 

What has changed in terms of  skin care and estrogen loss is the 
overwhelming proof  of  efficacy and safety that applying either 
phytoestrogens or prescription estrogens (specifically estradiol) 
can have on the significantly improved appearance of  skin. 

The transformation in public awareness is most likely due 
to the change in how many scientists and doctors all over the 
world now view the Women’s Health Initiative study (WHI) 
that took place from 1991 until 2002 which evaluated the 
health effects of  oral hormone replacement therapy (HRT) for 

How Paula’s Choice  
Is Harnessing 
Phytoestrogen To  
Answer Menopausal  
Skin Needs 

Paula Begoun of Paula’s Choice
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estrogen loss. That study’s conclusions culminated in making 
almost everyone afraid of  HRT. The problem with the WHI 
study that was eventually recognized was the WHI study didn’t 
evaluate HRT for women beginning to go through menopause 
which is when HRT is typically prescribed, but rather the 
study evaluated the effects of  HRT a decade or more after 
menopause already took place. 

As it turned out, age at starting HRT is critical in determin-
ing the benefit/risk of  HRT. In fact, it is now known that many 
of  the problems older women have who didn’t take HRT (such 
as heart disease, osteoporosis and dementia) could have been 
prevented if  HRT was started sooner rather than later. 

When initiated within 10 years of  menopause, HRT reduces 
all-cause mortality and risks of  coronary disease, osteoporosis 
and dementias. Doctors are now far more likely to prescribe 
oral or topical HRT when a woman is in her late 40s or early 
50s and the immediate improvement these women experience 
is probably what the new buzz is all about. [Source: Climac-
teric, 2021 Feb;24(1):3-10.]

HAPPI: How excited are you to bring these products 
to fruition, and how has the reception been so far?

Begoun: I really have no words to express how excited I am 
about my Clinical Phytoestrogen Elasticity Renewal Serum 
and Clinical Phytoestrogen Elasticity Renewal Body Treat-
ment. 

It all began about five years ago when I was studying the 
visible impact of  estrogen loss on aging in general including 
the skin and how skin care could help.

 As I mentioned, estrogen loss is a major factor along with 
sun damage for what we think of  as skin aging. The abundant 
amount of  data and facts were so conclusive about how topi-
cally applied estrogens or phytoestrogens could improve skin 
it became an obsession for me to formulate targeted beneficial 
products for Paula’s Choice Skincare. My only regret is that I 
didn’t do this 20 years ago because it would have been remark-
able for my skin because, as is true with any aspect of  skin 
care, it is always better to prevent problems than repair dam-
age after it has already taken place! Each of  these targeted 
treatments for estrogen-depleted skin feature non-hormonal 
plant-derived ingredients specifically formulated to counter 
the unique signs of  skin aging that coincide with decreasing 
levels of  estrogen. It’s something we’re just not seeing other 
skin care brands doing right now. 

I am proud to say these two products rank among our most 
successful product launches to date. 

HAPPI: How is phytoestrogen different than estro-
gen? What are the benefits in skin care? And, can you 
please explain how it works in topical skin care?

Begoun: Estrogen is a term describing a category of  hor-
mones that are primarily responsible for the development 
and regulation of  the female reproductive system as well as 
secondary sex characteristics. There are three major forms of  
estrogen produced in the body that have estrogenic hormon-
al activity, which are estrone, estradiol and estriol. Estradiol 
is the hormone that has the most significant impact on the 
health and appearance of  skin. This is because the skin has an 
abundance of  estrogen receptor sites to which estradiol binds. 

Phytoestrogen is a term used to describe substances pro-
duced by plants that are similar in structure to the estrogens 
produced by the body The most researched phytoestrogens are 
those derived from soy which are daidzein, genistein and equol.

Despite its name, phytoestrogens are not hormones or es-
trogens. Rather they are estrogen-similar compounds found 
in a wide variety of  plants from soy to carrots, flaxseed, oats, 
garlic, spinach, hops, plums, grapes and many others. One of  
the major differences between phytoestrogens and estrogens 
when applied topically is that phytoestrogens don’t absorb into 
the body and have no systemic impact, estrogens (estradiol) do 
absorb into the body and have a systemic impact. 

Phytoestrogens from plants can provide skin with better 
smoothness, texture, stability, hydration, collagen support, bar-
rier repair, reduced oxidative stress and balanced oil produc-
tion. In other words topical phytoestrogens make skin believe 
it has estrogen levels like it did before estrogen loss started. 

HAPPI: What is the difference between the formulas? 

Begoun: It is mostly about texture because you can abso-
lutely use the body product on your face and the serum on 
your body, it’s up to you. We developed a body product and 
a face product mostly because many women prefer using two 
separate products with one being specifically labeled for the 
body and the other for the face. However, the face serum does 
additionally contain resveratrol which is a potent anti-aging 
ingredient as well as a phytoestrogen. Resveratrol is also an ex-
ceedingly expensive ingredient which is why the face product 
is more expensive than the body product. 

HAPPI: Is the serum added to a routine or is it a sub-
stitute for another product? How do you help educate 
consumers about when these products could help?
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Begoun: Both the serum and body 
treatment products would be in addition 
to your current skin care routine because 
these are targeted to a very specific skin 
condition other products don’t address. 
For best results, topical phytoestrogens 
or estrogens should be combined with 
other anti-aging superheroes such as 
retinol, bakuchiol, vitamin C, peptides, 
niacinamide, BHA (beta hydroxy acid) 
and AHA (alpha hydroxy acid). In terms 
of  when you should start using one or 
both of  my topical phytoestrogen prod-
ucts here are my suggestions. Because 
estrogen loss begins when a woman is in 
her early 40s you can start using them 
in your early to mid-40s to prevent the 
visible signs of  aging estrogen loss will 
cause skin over time. You can also wait 
until you are in your 50s when symp-
toms of  menopause have already begun 
which means you are both preventing 
and addressing damage that has already 
taken place. However, it is also never too 
late to start using a well-formulated topi-
cal phytoestrogen product. For example, 
I didn’t start using the beta forms of  our 
phytoestrogen products until I was in 
my 60s when estrogen loss had already 
taken a toll on my skin but the overall 
improvement after just three months 
was so amazing it became one of  the 
many reasons why we made the decision 
to launch them. 

HAPPI: Paula’s Choice never rests 
on its laurels. Is there anything 
pipeline that you can share?

Begoun: Indeed, we are always work-
ing on several new formulations at any 
given time and the research we do is an 
ongoing endless process. Even more im-
portantly, because what we are working 
on is often ground-breaking we don’t 
share that information until the product 
is just about ready to be launched. Plus, 

I’ve learned over the years that one of  
the worse things any company can do is 
announce they are working on a prod-
uct which piques a customers’ interest 

making them want to know when it will 
launch but for myriad reasons it never 
does. That ends up disappointing your 
customers which is never a good thing. n
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AP/DEO & ORAL CARE

CLEAN BEAUTY LEADS FOR  
PERSONAL CARE—AND CROSSES  
OVER INTO ORAL CARE, TOO!

By Melissa Meisel, Senior Editor

Never let them see you sweat…it’s that familiar 
advertising tagline from the 1980s that still rings 
true today. After all, for the personal care con-
sumer and any person who maintains basic hy-

giene, deodorant and toothpaste are daily essentials. And 
both product categories have come a long way. 

New developments in deodorants and antiperspirants 
span from microbiome-boosting probiotic blends to more 
sustainable, environmentally-friendly aerosols. As for oral 
care products, see expert insight and the latest innovations 
on p. 66.

Mass market deodorant sales rose 12.6% to $3.7 billion, 
according to data from Information Resources Inc. (IRI) 
for total US multi-outlet (supermarkets, drugstores, mass 
market retailers, military commissaries and select club and 
dollar retail chains) for the 52 weeks ended Aug. 7, 2022. 
For a deeper look into the categories, check out the chart 
on p. 64. 

NATURAL DEODORANT COMPONENTS
Overall, category trends revolve around an emphasis on de-

odorants that are positioned as natural and clean as well as 
brands focused on sustainability, observed Luke Nadolny, 
market research analyst, consumer products, Kline. 

“The recent product trend of  plastic-free packaging from 
brands such as Dove and Native have laid the groundwork 
for competing brands to follow in kind as sustainability has 
become a primary concern with consumers in the toiletries 
market,” he told Happi.

In fact, brands that are positioned as natural and clean 
are among the fastest growing brands in the category, with 
brands such as Kosas, Native, Every Man Jack, Drunk El-
ephant, Schmidt’s, Kopari and Love Beauty & Planet all 
outpacing the overall category growth because of  growing 

concerns with notorious 
ingredients such as alumi-
num in established deodor-
ants, noted Nadolny.

Additionally, consumers 
have more simple attitudes 
toward deodorants, as their 
primary concern is for it to 
last all day, which is what 
brands from Procter & 
Gamble and Unilever such 
as Old Spice, Secret and 
Dove offer.  However, ac-
cording to Nadolny, senti-

Sustainability,  
Natural Ingredients 
Drive Deodorant  
Formulation for 2022

Truly is an indie brand on the rise.
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ment is building with natural and clean brands given their 
growth rates in 2021, as Procter & Gamble has found the 
best of  both worlds being the second largest toiletries com-
pany in the space as well as having the most successful natu-
ral deodorant brand Native, which had sales of  approxi-
mately $286 million in 2021—up 43% from 2020!

Dr. Heather C. Woolery-Lloyd, MD, board certifi ed der-
matologist, director of  the Skin of  the Color Division for 
the University of  Miami Department of  Dermatology and 
a paid partner for Dove, also shared with Happi what at-
tributes shoppers expect from their deodorants right now.

“Consumers are looking for a deodorant that smells great 
and is gentle to the underarm skin. They want products that 
they can use on the go,” she said. “Cost has also become a 
more important factor recently, and aff ordability is a prior-
ity for many consumers when choosing their products.”

According to Woolery-Lloyd, aluminum-free deodor-
ants are extremely popular right now for those who prefer 
a deodorant over an antiperspirant and are looking for an 

aluminum-free option.  
“Deodorants contain ingredients to control odor, in con-

trast to antiperspirants which typically contain aluminum 
salts that work at the sweat glands to reduce sweating,” she 
told Happi.

With consumers on the go, spray deodorants are also 
very popular. According to Woolery-Lloyd, there are alu-
minum-free options like Dove 0% Aluminum Deodorant 
Spray.  Made with zinc neodecanoate, this deodorant spray 
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Crystal is expanding with a magnesium-based formula.
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actively captures body odor and eliminates odor-causing 
bacteria. 

Woolery-Lloyd also noted that another trend is deodor-
ants for other parts of  the body like under the inner thighs 
and groin—“really any area that is prone to sweating and 
odor as a result of  sweating,” she said.

NEW & NOTEWORTHY IN DEO
For Fall 2022, Unilever launched Dove Care By Plants De-
odorant, the brand’s first  plant-based, natural-origin de-
odorant range that provides 24-hour odor protection, ac-

cording to the Happi Interantional Top 30 company.  
Dove Care By Plants Deodorant is made with 99% natu-

rally-derived ingredients and is free of  aluminum, parabens 
and baking soda. The fragrances in the collection are 100% 
natural, complemented by 96% recyclable packaging. 

The products, available on Amazon and at Walmart, 
retail for $9.99 in four natural scents: sandalwood, euca-
lyptus, lemongrass and tea tree. Created with vegan wax 
made from sunflower, the formulations have been proven 
clinically using the same high standard testing methodolo-
gies at Dove, said the company. Another Unilever brand, 

DEODORANT SALES RISE 12.6% TO $3.7 BILLION
According to data from Information Resources Inc. (IRI) for total US multi-outlet (supermarkets, drugstores, mass market retailers, military 

commissaries and select club and dollar retail chains) for the 52 weeks ended Aug. 7, 2022.

Product Categories
Dollar Sales Unit Sales Price per Unit

Current % Change vs 
YA Current % Change  

vs YA Current Change  
vs YA 

Deodorants $3,730,044,082 12.6% 690,122,328 0.9% $5.40 56.3%

Dove $847,058,607 17.9% 134,729,310 3.8% $6.29 75.4%

Old Spice $665,569,069 15.0% 118,442,449 8.0% $5.62 34.3%

Secret $579,847,606 10.1% 97,854,266 5.4% $5.93 25.5%

Degree $579,145,296 9.8% 111,114,882 -3.1% $5.21 61.4%

Native $158,035,512 50.0% 14,545,035 43.2% $10.87 49.8%

Gillette $142,606,497 12.4% 17,615,613 5.4% $8.10 50.2%

Axe $109,825,295 -0.1% 20,520,031 -14.3% $5.35 76.2%

Right Guard $87,474,642 3.2% 17,443,160 -4.4% $5.01 36.7%

Suave $82,433,163 -12.2% 39,739,875 -18.5% $2.07 14.9%

Mitchum $52,082,053 -1.1% 10,474,355 -10.7% $4.97 48.6%

Arm & Hammer $44,076,020 5.9% 15,838,717 -2.1% $2.78 21.2%

Mennen $40,228,010 -1.8% 17,864,370 -6.6% $2.25 11.1%

Tom’s of Maine $39,825,219 -4.5% 6,880,200 -5.3% $5.79 5.2%

Speed Stick $31,336,471 2.1% 13,898,067 0.3% $2.25 3.9%

Schmidt’s $30,931,309 -5.6% 3,720,804 -20.2% $8.31 128.5%

Ban $27,675,978 4.1% 5,597,283 -2.0% $4.94 28.7%

Arrid $26,531,004 11.7% 6,419,295 -4.1% $4.13 58.6%

Harry’s $22,506,965 137.7% 4,407,265 136.4% $5.11 2.8%

Every Man Jack $19,661,121 39.0% 3,072,838 31.0% $6.40 37.1%

Sure $17,184,914 0.4% 6,983,562 -1.1% $2.46 3.8%

Source: IRI OmniMarket™ Total Store View
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Schmidt’s, launched its first deodorant spray. The quick-
drying formula made with odor-fighting ingredients leaves 
no visible residue, said the company. Featuring an ozone-
friendly nitrogen propellant, Schmidt’s deodorant spray 
is formulated with powerful odor-fighting ingredients and 
unique essential oils that keep consumers smelling fresh for 
up to 48 hours.

Available in three of  Schmidt’s best-selling scents—Lav-
ender & Sage, Rose & Vanilla, and Clean Powder—the 
spray is certified vegan- and cruelty-free, contains no alu-
minum salts, parabens or propylene glycol. It is dermatolo-
gist-tested and gentle on skin.

Competing brand Native of  Procter & Gamble is rolling 
out a cornucopia of  seasonal deodorant products for fall. 
Leading the way is a limited edition and uber popular au-
tumn fragrance, Pumpkin Spice Latte. The familiar scents 
of  cinnamon, cardamom and vanilla send consumers back 
to a “time of  comfort and guilty pleasure that no one can 
get enough of,” said the brand. 
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Body sprays remain popular in the men’s grooming category.
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CO. BY COLGATE 
CO. by Colgate is a new oral beauty care line that targets 
the Gen-Z consumer. Products include CO. by Colgate - 
Oh So Glowing Gel Toothpaste with Charcoal, which has 
stain-removing power; CO. to Go On-The-Go Anticavity 

Toothpaste Tabs, a waterless formula 
for brushing teeth on the go; and the 
TLC Toothbrush Starter Kit with 
a reusable aluminum handle and 
replaceable brush heads. In other 
news, Colgate recently partnered 
with Perfect Corp. for the launch 
of  a specialized tooth whitening al-
gorithm to bring the results of  the 

brands’ Colgate Optic White Overnight Teeth Whitening 
Pen to life through AR simulation. 

LUSTER WHITE 
For stained teeth, Luster Premium White’s Pearl Infused 
Pro Light Dental Whitening System works up to 7X faster 

than all major whitening kits, ac-
cording to the company. By using 
both light and heat, the patented 
Xenon teeth whitening light is 
proven more effective and quicker 
than other teeth whitening LED 
light systems. Developed by den-
tists, this kit includes: Pro Light, 
Serum, Rinse and Pearl Infused 
Mint Whitening Toothpaste.

LISTERINE COOL MINT ZERO  
MOUTHWASH CONCENTRATE
A leading brand in the J&J portfolio, Listerine is entering 
the eco-conscious market with the launch of  Listerine Cool 
Mint Zero Mouthwash Concentrate, a sustainable mouth-

wash format which uses 60% less plas-
tic and overall less carbon emissions 
compared to a 500mL bottle of  Lister-
ine mouthwash. Designed with more 
sustainable packaging, the zero-alcohol 
formula kills 99% of  bad breath germs, 
according to the company.

COCOFLOSS KIDS FLOSSER
The innovative and refillable Kids 
Cocoflosser is the latest launch from 
Cocofloss. It’s made with a durable 
Tritan material that is both BPA- 
and BPS-free. Cocofloss is non-toxic, 
vegan, PFAs free and spun partially 
from recycled water bottles. 

WHITEGLO ACCELERATOR
Originally developed for Australian actors and models, 
White Glo has entered the US market. The dentist-approved 

brand is available in 50 
countries. White Glo’s six-
pointed star represents the 
six key daily requirements 
that dentists recommend 
having in consumers’ ev-
eryday toothpaste to pre-
vent cavity and decay; 

plaque and tartar; bacteria in the mouth; improve gum 
health; and leave behind fresh breath. 

ORAL-B IO4 & IO5
Oral-B has officially launched the iO4 and iO5 electric 
brushes–the newest additions to the Oral-B iO lineup.  
According to the P&G brand, the new iO4 and iO5  
enable consumers to get better oral health results at home.  

NEW DEVELOPMENTS IN ORAL CARE
A clean and hygienic mouth is a necessity for health and 
wellness, while fresh breath and whiter teeth are ideal for 
socialization and maintaining a younger look. As a result, 
the oral care category is showing no signs of  slowing down. 
There’s been a barrage of  innovations in the oral care mar-
ketplace in the past year. 

According to celebrity cosmetic and restorative dentist Dr. 
Daniel Rubinshtein, DDS, New York, “We are now seeing 

a shift towards health-conscious consumerism. People have 
been placing a greater concern on quality of  their oral care 
products, especially toothpaste…consumers are interested 
in their health and physical appearance now more than ever 
before.

Take a look at some leading new products in the oral care 
category (below). For more insight from Dr. Rubinshtein, 
look out for an upcoming online exclusive on Happi.com.
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ALL CATEGORIES MAINTAIN IN DENTAL CARE SALES 
According to data from Information Resources Inc. (IRI) for total US multi-outlet (supermarkets, drugstores, mass market retailers, 

military commissaries and select club and dollar retail chains) for the 52 weeks ended Aug. 7, 2022.

Product Categories
Dollar Sales Unit Sales Price per Unit

Current % Change 
vs YA Current % Change  

vs YA Current Change  
vs YA 

Mouthwash $1,646,542,094 2.4% 311,515,124 -2.4% $5.29 24.7%

Toothpaste $3,701,756,088 5.3% 770,948,085 0.9% $4.80 19.9%

Toothbrush/Dental Accessories $3,077,497,969 3.7% 560,559,014 -1.0% $5.49 25.1%
Source: IRI OmniMarket™ Total Store View

Each brush features multiple brush-
ing modes to personalize the cleaning  
experience, with rainbow celebration 
lights upon the completion of  brushing 
for two minutes and refill LED remind-
ers directly on the handles. Products are 
sold in retailers spanning from Target to 
Amazon.

TWICE X CURAPROX 
Having recently expanded its line of  oral-wellness 
products, Lenny Kravitz’s Twice brand turned 
to what would typically be seen as a competi-
tor, Swiss oral care company Curaprox, to create 
Twice’s own CS 5460 Toothbrush. The brush has 
5,460 ultra-soft filaments to gently remove impu-
rities from teeth and gums. 
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Also new is Fall Cider & Cinna-
mon, Toasted Marshmallow & Va-
nilla, Wildwood & Cardamom, and 
Cashmere & Rain—four seasonal 
scents that create that “cozy cabin-in-
the-woods feeling with a Native twist 
through craveable scents inspired by 
fi reside s’mores, spiced cider, warm 
blankets and vibrant foliage,” accord-
ing to the brand.

The Cabin Collection includes de-
odorant (regular, sensitive and mini) as 
well as hair care and body wash for-
mulas.

SPRAYS & AEROSOL 
APPLICATIONS
Sprays are here to stay when it comes 
to antiperspirants and deodorants in 
development for 2022 and beyond. 
For example, the new Arm & Ham-
mer Sport Collection, which includes 
a Sport Body Powder, harnesses the 
power of  Church & Dwight’s Fresh 
Guard Technology and combines 
deodorizer Arm & Hammer Baking 
Soda with odor-neutralizing ingredi-
ents to provide “heavy duty odor de-
fense for active people and their sports 

equipment,” said the company. 
P&G expanded Old Spice with 

Sweat Defense Dry Spray antiperspi-
rant. According to the brand, it fea-
tures a “state-of-the-armpit” formula 
for long-lasting protection. It goes on 
dry and invisible with a weightless for-
mula. The packaging also includes a 
patented Envicap technology for spray 
application. Scent variations include 
Fast Break with rosemary, eucalyptus 
and basil as well as Knockout, a blend 
of  patchouli and oakmoss.

Indie brand 18.21 Man Made also 
is expanding into sprays with Spir-
its Spritzer in two of  its signature 
scents. According to the company, the 
body sprays impart a light fragrance 
needed to rejuvenate after an active 
day. Scents include Sweet Tobacco 
and Spiced Vanilla.

INNOVATIONS IN INDIE 
PERSONAL CARE
Natural leading indie personal care 
brand Crystal recently debuted a part-
nership with cancer organization Su-
san G. Komen. 

“Most of  us have dear friends and 

Based on 
Nature,

Rooted in 
Science

Nature 
Based 

Alternatives

RSPO MB 
Surfactants

Shea 
Derivatives

Sustainable 
Clays

www.jarchem.com 
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Old Spice still has swagger with its Sweat Defence antiperspirant collection.
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family members who have been affect-
ed by the disease,” said Laura Schnei-
der, Crystal’s brand manager. “We are 
proud to partner with Komen to help 
build breast cancer awareness and ac-
tion and empower women to be proac-
tive when it comes to their health.”

Crystal planned several initiatives in 
support of  Komen for October, Breast 
Cancer Awareness Month, including a 
$50,000 donation, regardless of  sales, 
to benefit Komen’s mission. Crystal 
released special Komen packaging 
and also leveraged its digital and so-
cial platforms to reinforce the partner-
ship and connect customers to breast 
health information and resources.

Also, new and noteworthy at Crys-
tal is its vegan Magnesium Enriched 
Deodorant Sticks. According to the 
company, the products feature 24-
hour odor protection with magnesium 
as the key ingredient and a non-sticky 
texture. The brand recently was com-
mended with a Purity Award from 
Clean Label Project.

Another independent name on the 
rise in personal care development is 
Hume Supernatural, maker of  cruel-
ty-free, microbiome-supporting, gen-
der-neutral deodorants.

The brand said its prebiotic and pro-
biotic deodorants are fast becoming the 
go-to clean choice for those who want 
healthy yet effective underarm care. 
Hume is made from a clean blend of  
botanicals, probiotics and mineral-rich 
ingredients that maintains the balance 
of  the skin’s microbiome. It incorpo-
rates desert-sourced ingredients like 
prickly pear, aloe vera, diatomaceous 
earth (fossilized algae) and probiotics. 
Powerful prebiotics in Hume include 
chicory root and blue agave. These mi-
crobiome-supporting ingredients soothe 
and strengthen the skin while eliminat-
ing odor-causing bacteria.

“Hume deodorants are highly effec-
tive, plant-based and totally clean,” 
said Jeremy Horowitz, co-founder of  
Hume Supernatural. “We’re proud of  

our growing lineup of  supernatural, 
desert-born products.”

Hume Supernatural’s investors in-
clude notables across music, sports 
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and entertainment sectors. The partners include inter-
national DJ Paul Fisher; celebrity wellness coach Kelly 
Leveque; surfing stars Griffin and Crosby Colapinto; and 
professional skateboarder Nora Vasconcellos. 

The brand’s most popular scent, Desert Bloom, has sold 
out four times in the past 12 months. Hume deodorant is 
also available in After Rain, Amber Woods, Out West and 
Fragrance-Free. The latest addition to the line is a Wild 
Coral scent.

Hume also recently entered into its first collaboration in 
the personal care space with a partnership with fashion re-
tailer Vuori to sell a co-branded version of  its deodorants 
and dry body oil mists in all its stores and online. 

Lifestyle brand Misc. Goods Co. relaunched its natural de-
odorant line with two fan favorite fragrances, Underhill and 
Valley of  Gold. The line of  natural deodorant is made in the 
US and was recently reformulated to be “non-irritating with 
long-lasting and effective odor protection,” said the company. 

Based in Louisville, KY and founded by designer Tyler 
Deeb, Misc. Goods Co. focuses on remaining ethical in all 
manufacturing and partnership practices.

“We created Underhill and Valley of  Gold natural de-
odorants because natural deodorant is more than just a 
trend,” said Deeb. “Wearing formulas without aluminums 
and parabens is about taking care of  our bodies and using 
eco-friendly packaging is about taking care of  our commu-
nities. Our new formulas offer a smoother, more enjoyable 
application and only include non-irritating ingredients. 
Getting better is a part of  running a business and I am so 
happy to announce that our natural deodorants have gotten 
much better!”

Indie brand Truly is also branching out into deodorants. 
Its new Unicorn Fruit Skin Brightening and Smoothing De-
odorant is vegan, aluminum-free and features a “sweet pink 
sugar” fragrance.

THE FUTURE OF AP/DEOS 
What does the next year hold for this essential form of   
personal care? 

According to Dr. Woolery-Lloyd, the next big thing in the 
AP/deo development is more microbiome-friendly formu-
lations. She told Happi, “These formulas have been popu-
lar in skin care and are moving into this category. Products 
that offer other skin benefits like helping to even skin tone 
or hydrate irritated skin will also continue to be very pop-
ular.  Consumers really want multi-tasking personal care 
products.” 

Woolery-Lloyd added that eco-friendly packaging will be 
also be a hot topic in 2023.  

“The heightened media attention on plastic waste is lead-
ing brands to look at more sustainable alternatives such as 
recyclable aluminum, glass, card paper and other sustain-
able or refillable packaging options,” she said.

Nadolny of  Kline expects a continuation of  what is al-
ready occurring in the AP/deo space.

“The continued dominance of  brands under Unilever 
and Procter & Gamble’s portfolios will drive most of  the 
growth in the category, while the continued growth of  natu-
rally positioned brands and sustainable methods of  produc-
ing and packaging products will be at the forefront of  not 

The latest scent at Hume is Wild Coral.

Misc. Goods Co. added deodorants to its personal care line.
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only consumers’ minds in the future, but brands and retail-
ers as well due to the increasing demand for products that 
limit harmful ingredients as well as take steps to lower our 
carbon footprint,” Nadolny said.

According to market research firm Spate, glycolic acid is 
an ingredient to watch in the formulation and development 
of  deodorants in 2023. There are 1.2K searches on average 
every month in the US for glycolic acid deodorant, which 
has grown 146.4% in searches during the past year. This 
trend is very low volume relative to other deodorant trends, 
according to Spate, which credits the “skinification move-
ment” overall for personal care in the year ahead.

Globally, growth in the deodorant and antiperspirant 
market is driven by consumers’ rising disposable money 
and growing awareness of  personal cleanliness. Further-
more, rising urbanization and the increased launch of  in-
novative goods by key rivals to fulfill expanding demand 
are driving market growth, according to Fact.MR. For the 
forecast period of  2022-2032, Fact.MR said deodorant and 

antiperspirant market sales will grow at a 5.1% CAGR to 
reach $44.5 billion by 2032. n
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SUSTAINABILITY & ETHICAL INGREDIENTS SOURCING

Progress not perfection. It’s a journey, not a destination. 
These phrases perfectly describe sustainability and ethical 
sourcing. In 2022, brands of  all sizes are making greater 
commitments to Corporate Social Responsibility (CSR) 

and Environmental, Social and Corporate Governance (ESG). 
Thousands of  brands are vowing to be more sustainable and re-
sponsible when it comes to the impact of  their products on people 
and the planet. If  brands want to win over consumers buying 
their products now and for years to come, CSR and ESG must 
be part of  their strategy. 

From Millennials through to Gen Z, consumers want products 
that are sustainable and brands that operate fairly when it comes 
to Mother Earth. In Piper Sandler’s recent Taking Stock with 
Teens survey for fall 2022, the environment was respondents’ No. 
1 social cause, ahead of  controversial issues like abortion, racial 
equality and gun control. According to NielsenIQ reporting, 
consumers are shifting their focus to embrace clean and green 
and brands that do their part to protect the environment through 
sustainable eff orts. The most progressive consumers are taking 
things further, demanding companies be ethically minded as 
well—and will look toward ethical treatment of  workers and fair 
wages, too.

Earlier this year, Fair Trade USA released a consumer insights 
report, Taking Action: Now is the Time For Conscious Consum-
erism and Fair Trade, which the non-profi t says highlights data 
showing a continuing shift in preference and motivation among 
consumers that promises “continued rewards for brands and 
companies who are committed to making a diff erence in com-

munities around the world.” According to the report, 76% of  
Millennials recognize the Fair Trade Certifi ed label and 83% of  
Millennials indicated increased trustworthiness of  the Fair Trade 
Certifi ed label. What’s more, 50% of  Gen Z will pay a premium 
for Fair Trade Certifi ed products.

“This research tells us that people are intentionally gravitat-
ing toward products that make a positive impact, and that Fair 
Trade Certifi ed goods allow them to meet that demand more 
than ever,” said Paul Rice, founder and CEO of  Fair Trade USA. 
“The data clearly show that this surge in conscious consumerism 
is being led by younger generations. They care about their future, 
the environment and the people behind the products they buy.”

TABLE STAKES
“Concerns surrounding the environment and climate change are 
growing, and having sustainable practices in place is no longer 
a ‘nice to have,’ but an expectation. In fact, three in four adults 
who use beauty products agree that keeping the planet safe is just 
as important as keeping people safe,” Lauren Goodsitt, associate 
director of  beauty and personal care at Mintel, told Happi. 

According to Mintel, as consumers across the globe begin to 
feel the impacts of  climate change, they will look for companies 
to provide them with climate-friendly options.

But Goodsitt issued a warning: overuse of  vague terms and 
intangible goals have impacted consumer trust, with 63% of  
Americans agreeing with the statement, “I don’t always believe 
mainstream brands that say they are sustainable or eco-friendly.” 

“As a result, consumers want to see brands commit to the 

Transparency 
Leads in Ingredients 
Sourcing 
AS YOUNGER CONSUMERS STRESS 
ENVIRONMENTAL AND SOCIAL 
RESPONSIBILITY IN THE BRANDS THEY 
SUPPORT, TRANSPARENCY AROUND 
SUSTAINABLE AND ETHICAL SOURCING 
HAS BECOME TABLE STAKES FOR 
BEAUTY BRANDS.

By Christine Esposito, Managing Editor

In the Ourika Valley, Morocco 

YSL Beauty is helping to reverse 

the effects of desertifi cation in 

nearly 2,500 acres of land and 

contributing to bettering the 

fi nancial situation for several 

communities of women.

 (Photo: Saad Alami)

72-78_Sourcing_1122.indd   7272-78_Sourcing_1122.indd   72 10/26/22   1:11 PM10/26/22   1:11 PM

http://HAPPI.COM


SMA HAP1122.indd   2SMA HAP1122.indd   2 10/18/22   9:42 AM10/18/22   9:42 AM

http://www.laksi.fi
mailto:info@laksi.fi


SUSTAINABILITY & ETHICAL INGREDIENTS SOURCING

74  /  NOVEMBER 2022  /  HAPPI.COM

environment in a way that is both tangible and measurable,” she 
said.

According to Goodsitt, by sharing details of  environmental 
progress/sustainability initiatives, brands “open doors to engage 
in conversations with consumers. Offering more transparency 
surrounding goals enables brands to build deeper connections 
with consumers by allowing room for nuance and accountability.” 

For companies like Dr. Bronner’s, the California-based natural 
soap company, there is no other way of  doing business. 

“In 2005, Dr. Bronner’s set out to ensure all of  our major raw 
materials were certified to the USDA organic standard and to 
Fair for Life, the most meaningful fair trade standard. Important-
ly, our Fair for Life certified (fair trade) supply chains have been 
designed and audited for fair and safe working conditions at our 
projects around the world,” said Gero Leson, VP-special opera-
tions, Dr. Bronner’s, Vista, CA.

The company co-created the Regenerative Organic Certified 
(ROC) standard with Rodale Institute and Patagonia, and com-
mitted to transition all major raw materials to ROC by the end 
of  2023. 

“We were drawn into regenerative organic practices due to 
concerns about climate change and on the ground needs at our 
supplier projects to improve soil health. Regenerative organic rep-
resents a holistic approach to farming that focuses on soil health, 
climate resiliency and economic diversification, objectives criti-
cal to the future of  smallholder farming on non-irrigated lands,” 
Leson said.

According to Leson, the three pillars of  soil health, fair trade 
and animal welfare that ROC “looks after are critical to the idea 
of  responsible sourcing.”

“For our ingredients, which are animal product free, ROC 
builds on and goes beyond organic certification by emphasizing 
soil health, while requiring farmer and worker welfare as central 
to its definition of  ‘regenerative.’ Dr. Bronner’s supports the tran-
sition of  our projects to regenerative practices by funding and 
promoting large-scale compost operations, dynamic agroforestry, 
capacity building and developing new market opportunities for 
farmers,” he said.

Leson—who is author of  “Honor Thy Label: Dr. Bronner’s 
Unconventional Journey to a Clean, Green, and Ethical Supply 

Fostering Sustainability on Social Media
A new “Social Media Sustainability Playbook” report from 
Eyecue Insights, a creator of an AI-powered visual analyt-
ics platform, suggests that for industry-wide sustainability 
to succeed, brands must improve their messaging across 
social media.

While sustainability content has grown consistently, it 
still represents only 5% of all beauty content, according 
to Eyecue Insights. The chasm between consumer interest 
in sustainability demands and beauty brands’ coverage 
of the topic represents an opportunity to earn consumer 
trust and increase engagement, says the company, which 
is based in Uruguay. 

“Sustainability is an issue that applies to all industries, 
but especially beauty,” said Eyecue Insights Founder Caro-
lina Bañales. “Given the nature of the beauty industry and 
the amount of waste it generates and the size of its audi-
ence, brands in this space carry an obligation to not only 
ensure they are taking the measures to be more sustain-
able, but also to educate consumers on their sustainability 
efforts. Only through a shared responsibility—brands edu-
cating the public and consumers engaging with and sup-
porting sustainable content and products—can meaningful 
sustainability become a practical reality. Our data shows a 

critical breakdown in communication between brands and 
consumers when it comes to this topic, and it is to address 
this that we’ve created the playbook.” 

Data analysis was performed using the company’s pro-
prietary image and text recognition technology on more 
than 160,000 Instagram posts from January 2020 through 
April 2022 posted on 130 Instagram accounts across skin-
care, makeup and fragrance as well as retailers. 

While only 5% of beauty content across all of the accounts 
analyzed focused on sustainability, the report identifies a sub-
set of brands that post four times more sustainability-related 
content than the average across all other accounts. Eyecue 
contends not only do these sustainability-led brands feature 
more sustainability content, they also generate up to +60% 
higher engagement with this content type compared to oth-
er content. Additionally, the best performing accounts lever-
aged celebrity mentions in their sustainability content, imply-
ing that they are investing marketing budget on promoting 
sustainability topics.  

Which brands did Eyecue single out for excelling in sus-
tainability content? Leaders included La Bouche Rouge, 
Circumference, Tata Harper, Kjaer Weis, Everyday Humans 
and Cocokind, among others. 
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Chain”—also pointed to Dr. Bronner’s projects and partners that 
are taking the practice of  “sustainable and fair” further by initiat-
ing, investing in and supporting social initiatives such as plastic 
collection and recycling in Ghana, wastewater treatment and re-
cycling in Sri Lanka and more. 

“Expanding and deepening our scope beyond farmers and 
workers ensures we can use business as a force for good for the 
communities and regions where we work,” he said.

In April, Bronner’s partnered with Ecosia to finance the expan-
sion of  dynamic agroforestry in Ghana. Coordinated with on-
the-ground support from Serendipalm, the project will convert 
200 acres of  arable land to a mixed dynamic agroforestry model 
for product and full-scale demonstration of  the concept to farm-
ers and visitors. The land will be used to cultivate cocoa, palm 
trees and other crops. It will empower the rural community to di-
versify crops, expand farmer incomes and improve food security 
while sequestering carbon in soil and trees and mitigating climate 
change impacts.

FROM THE BEGINNING
New brands benefit by having sustainability principles built into 
their operations. 

Deepak Dugar is a co-founder of  Ameva, a skin biotech com-
pany that harnesses the power of  cellular biosystems to fuel what 
they say is “true carbon negative production” of  mevalonic acid.

Ameva produces the component through the upcycling of  re-
sidual biomass, like sawdust, corn stover or woodchips. 

“This by-product biomass is produced through various agri-
cultural processes like crop harvesting and lumber production. 
Normally these byproducts would be burned or sent to landfills 
to biodegrade over time, both of  which release a large amount of  
GHGs into the atmosphere,” said Dugar. 

Ameva transforms the biomass into mevalonic acid through a 
proprietary process involving precision fermentation. 

“Since our technology allows us to take these by-products 
that would normally be burned or sent to landfill, and upcycle 
them to create ingredients – it makes this ingredient carbon 
negative. As an example, the processing of  wood for lumber 
or pulp produces unused sawdust, bark, branches, and leaves/
needles. We take these byproducts and perform a process-
ing step to release sugars that are fed to our microbes and a 
soil amendment that stores carbon and enhances soil perfor-
mance. Our proprietary microbes use these sugars to produce 
mevalonic acid via precision fermentation. Once the meva-
lonic acid is produced, we incorporate it into our formulas and 
finished goods,” noted Dugar.

This process results in an overall negative carbon impact, ac-

cording to the brand. For every kilogram of  mevalonic acid pro-
duced, Ameva says it traps up to three kilograms of  CO2. 

“Compare this to other active ingredients, like retinol produced 
from coal/petroleum in China or petroleum in Europe, where for 
every kilogram of  retinol that is produced, there can be up to 40 
kilograms of  CO2 emitted into the atmosphere,” Dugar said. 

Ameva is the exclusive owner of  the upcycling technology to 
produce mevalonic acid for skin care; it owns the full supply chain 
from production to providing fully formulated products.

Ameva officials said the precision fermentation process is very 
energy efficient compared to other modes of  ingredient extrac-
tion and the company strives to use renewable energy at each 
stage of  the process, and it offsets the carbon emission caused by 
the shipping of  finished products to consumers.

“Beauty like any other industry has been strongly and positively 
impacted by the consumers’ concerns about climate change. In a 
few years, we went from “clean” to vegan/plant based to respon-
sible packaging to sustainable manufacturing practices. What was 
the green “raison d’etre” of  some brands a few years back is now 
mainstream and expected by the consumer,” said Dugar. “We be-
lieve the next frontier to be biotechnology and upcycling as it can 
generate high performance and innovative ingredients while us-
ing agricultural by-products. Hence, not only limiting the impact 
on Mother Nature but help restore it.”

Attitude Living, a 10-year old company based in Canada, 
last month launched Oceanly, a brand which it contends is out  
define new standards for efficacy and sustainability. Attitude says 
it is first complete line of  solid, 100% plastic-free and entirely 
EWG-verified skin care. The 19 Oceanly products feature ma-
rine-sourced ingredients and are housed in packaging that is bio-
degradable and made with FSC certified cardboard.

“At Attitude, everything is intentional; we control everything. 
We select ingredients based on their origin, safety and perfor-
mance. Our ingredients are made from vegetable or mineral 
sources. Our ingredients are rated the safest score by the EWG 
and are selected to have minimal impact on people and the planet 
health. In our lab, we assess each formula to ensure safety and 
performance,” said Hans Drouin, PhD, vice president of  R&D 
at Attitude. “Moreover, our factory was built considering three 
principals: sustainable development, technology and wellness of  
our employees. We have developed our own process and control 
every aspect to ensure the highest quality products. Quality ingre-
dients, process, people and sustainable packaging, it is our secret 
to be innovative in the clean beauty sector.”

Drouin highlighted Oceanly’s star ingredient, phytoglycogen, 
which is 100% plant-derived and eliminates the need to extract 
glycogen from shellfish, helping preserve marine ecosystems.
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“It is extracted from plants harvested in 
Canada, from non-GMO corn and in a 
non-nano form,” he told Happi. 

PROGRESS MADE
In April, Amika announced that it was 
Climate Neutral Certifi ed. 

“It is part of  our ethos to take respon-
sibility for our carbon footprint, so when 
it came to Climate Neutral Certifi cation it 
was honestly one of  the easiest decisions 
to make for Amika,” said Jamie Richards, 
Amika’s CSR and sustainability lead.

According to Richards, Amika had 
been collecting supply chain impact data 
throughout the entirety of  its operations. 

“It was important for Amika to take the 
extra step and go through Climate Neutral 
Certifi cation because there is no standard 
in claiming carbon neutrality. Climate 
Neutral creates an industry standard of  
measuring and off setting scope 1-3 emis-
sions and setting a reduction plan, which is 
important to us and our consumers.”

BIG NAMES IN BEAUTY
Boldface names in the beauty space—
from luxury to DTC to mass—have made 
new commitments.

In April, YSL Beauty announced a glob-
al program called “Rewild Our Earth” in 
partnership with global NGO Re:wild, re-
fl ecting what it says is its broader commit-
ment to making a positive impact on the 
planet and its people. The program aims 
to protect and restore 100,000 hectares 
by 2030––a surface area that is almost 10 
times the size of  Paris––and to safeguard 
biodiversity in priority areas aff ected by 
climate change where YSL Beauty’s in-
gredients are sourced. 

For 2022, YSL Beauty’s Rewild Our 
Earth will focus on the following prior-
ity areas such as The Ourika Valley in 
Morocco (where it cultivates a range of  
ingredients such as pomegranate, marsh-
mallow, iris, jasmine, walnut and saff ron); 

Haiti (vetiver sourcing, which is used in 
L’Homme, La Nuit de ‘Homme and Opi-
um); Madagascar (vanilla and geranium 
sourcing, which is used in Black Opium, 

Libre, Le Vestiaire des Parfums, and Y); 
and Indonesia (patchouli sourcing, which 
is found in Mon Paris, Black Opium and 
Le Vestiaire de Parfums).  

Retinol vs Encapsulated retinol: Encapsulation 
technologies for more effective cosmetic actives

Retinol is a “hero” ingredient, famous for its 
multifunctional activity, however formulat-
ing with it has some drawbacks. Sederma’s 
new encapsulated retinol provides an ef-
fective cosmetic solution that addresses the 
specifi c challenges associated with retinol.

What is retinol? Retinol, also known as vitamin A, is a liposoluble retinoid, 
a group of natural and synthetic derivatives of vitamin A. It is an essential nu-
trient involved in many biological functions such as embryogenesis, bone 
growth, immune system, reproduction, eyesight and cell cycle. In its natural 
form, vitamin A exists in animal sources as preformed vitamin A (retinol and 
retinyl esters) and as provitamin A (carotenoids and specifi cally beta-caro-
tene, alpha-carotene, and beta-cryptoxanthin) in vegetable sources.

How does retinol work in the skin? Retinol’s multi-functional activity helps 
skin appear healthy, glowy and smooth. It speeds up cell renewal, modu-
lates cell metabolism, enhances the neosynthesis of extracellular matrix 
components (collagen, GAG…) and reduces the production of ECM deg-
radation enzymes and melanin. As a result, this “hero ingredient” reinforces 
the skin’s barrier, visibly reduces wrinkles and blemishes, brightens skin and 
promotes hair growth.

Retinol: a tricky ingredient. Retinol is highly subject to various chemical 
changes and depending on the environmental conditions (light, temperature, 
oxygen, pH, solvents…), it can breakdown, form free radicals, reactive oxygen 
species, and other metabolites, that diminish its effi cacy.

What retinol issues does the Sederma’s encapsulated retinol solve? Un-
der certain conditions retinol is unstable and must be handled and stored 
under specifi c conditions. This instability reduces its bioavailability and ef-
fi cacy. There is also a skin irritation potential commonly known as retinol 
burn or retinisation. Depending on the skin type and concentration retinol 
burn may occur when fi rst used, resulting in irritant contact dermatitis, also 
known as retinoid dermatitis. Sederma’s new hero encapsulated retinol, 
ReVitAlide™, is a water dispersible suspension designed to respond to 
the market demand for a stable, easy-to-formulate, highly bioavailable and 
well-tolerated retinol.

 SPONSORED CONTENT

To learn more, visit www.sederma.com  
or scan the QR code. 
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In addition, YSL Beauty plans to reduce its impact by pri-
oritizing bio-based ingredients, too.

ELF Beauty announced that one of  its third-party manufactur-
ing facilities is now Fair Trade Certified, a first for the category. 
The certification extends across products from ELF’s entire port-
folio, which includes Well People and Keys Soulcare. 

More recently, ELF Beauty released its first Impact Report, 
detailing its ESG initiatives and accomplishments in fiscal year 
2022. Amin said the report underscores how ELF has always 
been an “inherently purpose-driven company.” 

A leader in the clean beauty space, Beautycounter is focused 
on safety, and that drives the company’s sourcing and NPD, 
according to Jen Lee, chief  impact officer.

“Our mission is to get safer products into the hands of  ev-
eryone, and safety starts at the source,” Lee said. “At Beau-
tycounter, we are constantly thinking about ways to make our 
products more effective, sustainable and safe, from sourcing 
to formula development and beyond. As part of  this, we are 
always evaluating our current supply chain and ingredient 
sourcing policies to ensure that our industry-leading practices 
continue to work for the good of  the planet and people.”

According to Lee, Beautycounter is dedicated to develop-
ing best-in-class responsible sourcing guidelines and policies 
and has implemented its own responsible sourcing program. It 
works with credible third-party auditors to continually address 
high-risk ingredients, she said. 

“One way this program comes to life is through our sourcing 
of  mica,” said Lee. “Beautycounter is the first beauty brand to 
have completed in-person audits of  all of  our trusted mica 
suppliers to have transparency in how its sourced to ensure it 
meets our rigorous safety standards.”

Beautycounter is also a member of  the Roundtable on Sus-
tainable Palm Oil (RSPO).

“Our participation in RSPO enables us to have more vis-
ibility into the palm oil we are sourcing, as well as third-party 
accountability with over 5,000 global companies who are 
members of  RSPO. We work closely with our suppliers and 
contract manufacturers to better their palm oil sourcing prac-
tices,” Lee said. 

Beautycounter works with a women-owned supplier in 
Madagascar to source high-quality vanilla, which Lee says 
“works to improve the quality of  life for their community of  
farmers. We’re also in the process of  auditing a new, additional 
sustainable vanilla supply. Given vanilla sourcing is notorious 
for human rights issues such as child labor and wage theft, we 
feel passionate about finding partners that protect the farmers 
who harvest vanilla.” 

Nu Skin recently joined the EcoBeautyScore Consortium, 
the group developing an industry-wide environmental impact 
assessment and scoring system for cosmetics products. 

“An increasing number of  shoppers are basing their pur-
chasing decisions on the environmental impact of  products,” 
Ruth Todd, senior vice president and chief  reputation officer 
at Nu Skin, said in a statement. “It’s time to provide customers 
with even more clarity and transparency into the environmen-
tal impact of  their beauty products.” 

PURSE STRINGS V. CONVICTIONS
More brands are committing to sustainability principles and ethi-
cal sourcing—but in today’s inflationary environment, will con-
sumers hold tighter to their purse strings or their convictions? 

“As it currently stands, environmental claims can actually 
encourage consumers to trade-up. While brand name, prod-
uct quality and price are all key purchase drivers, eco claims 
have become increasingly more important –especially among 
younger adults. In fact, 36% of  Gen Z adults who buy their 
own beauty or personal care products say they would be will-
ing spend more on a product with ‘eco-friendly’ claims,” said 
Goodsitt of  Mintel. 

“However, as more mass/masstige brands incorporate ele-
ments of  sustainability into products and manufacturing, sus-
tainable brands charging a premium will have to work harder to 
justify costs and prove value to consumers,” said Goodsitt. “It’s 
possible more brands will adopt transparent pricing models to 
highlight the quality of  raw materials used. Furthermore, since 
durability and longevity are often linked with quality, there may 
be opportunities for brands charging a premium for sustainable 
beauty products to encourage purchases by offering long-lasting 
products and/or refillable/reusable packaging.”

For Lee of  Beautycounter, ethical and sustainable sourcing 
goes hand in hand with clean beauty.

“It is our view that you cannot separate ethical, sustainable 
sourcing from the development of  a clean product. Respon-
sible sourcing ensures that brands—and ultimately, consum-
ers—can mitigate the detrimental environmental and human 
impact of  their end result products. This is really hard work, 
and we are committed to it for the long haul,” she said.

“What needs to happen sooner than later is for all brands 
to make sure their major raw materials all come from re-
sponsible sources, “ noted Leson of  Dr. Bronner’s. “It must 
become common knowledge that responsible sourcing 
equals organic, fair trade and Regenerative Organic Certi-
fied and it must become common practice to be certified to 
these standards.”  n
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LEADERSHIP SUMMIT

THE PERSONAL CARE PRODUCTS COUNCIL 
LEADERSHIP SUMMIT INCLUDES AN 
INTERVIEW WITH ROBERT CALIFF AND 
UPDATES FROM THE COUNCIL’S STAFF.

Tom Branna, Editorial Director

During the Leadership Summit of  the Personal Care 
Products Council, US Food and Drug Administra-
tion (FDA) Commissioner Robert Califf  provided 
insights on the relationship between FDA and the 

beauty industry. The Summit, which opened with a welcome 
from with PCPC President and CEO Lezlee Westine, also in-
cluded insights on the 2022 US mid-term elections. The Sum-
mit was held in Washington DC in September.

Califf, in a pre-recorded interview with Westine, discussed a 
wide range of  topics of  importance to the cosmetics industry. 
He also shared his vision for the Agency’s future.

Westine noted that Califf served as FDA Commissioner from 
February 2016 to January 2017. In 2019, he became head of  
medical strategy at Alphabet Inc., the parent company of  
Google. President Joe Biden renominated Califf to head the FDA 
in November 2021. He was confirmed in February. Judging by his 
comments at the Summit, Califf’s time at Alphabet had a major 
impact on his views about the role computerization can play in 
the US healthcare system in general and cosmetics in particular.

“Our ability to use digital technologies in the real world to 
match cosmetics and other things to the needs of  an individual 
person are just going to get better and better,” said Califf. “I think 
one of  the most exciting things is personalized cosmetics.”

But at the same time, Califf warned that a tsunami of  mis-
information is having a detrimental effect on the health of  US 
consumers.

“I actually believe that misinformation is the leading cause 
of  death in America today. I call it an ocean of  information, 
and most of  us are out there on the internet without a com-
pass,” asserted Califf. “So, [FDA] is going to put a lot of  effort 
into it…We are accountable for getting people the informa-
tion they need to use the products that we regulate in a safe 
and effective way. And so, we’ve got to take this on.”

Ironically, Califf also noted that the internet can be a source 
of  consumer information for the cosmetics industry. 

“Let’s find out what’s safe and effective. The internet enables 
you to have give-and-take with consumers,” he suggested. “The 
pharma and device industry uses it. The cosmetics industry could 
get the information it needs via the internet. Think how you in-
teract. Look at the airline industry. It asks customers what they 
think. The real world can assess cosmetics.”

MORE FROM CALIFF
Westine noted that during his first tenure as FDA Commis-
sioner, Califf called for modernizing cosmetics industry over-

US FDA Commissioner Provides  
Insights on Cosmetics Industry

Under new leadership? Just ahead of the mid-term election, 

there was plenty of discussion about which party would 

control the Senate and House of Representatives.
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sight. At the time, Califf cautioned that the oversight should 
not be burdensome for industry. Five years later, Westine 
wanted to know his current views toward possible legislation.

“People want to know who’s making the products and what’s 
in them,” asserted Califf.

With that in mind, he urged the industry to create a com-
pendium of  manufacturers, suppliers and ingredients. Califf 
also insisted that FDA have the power to issue a mandatory 
recall of  cosmetics, if  and when an issue of  health and safety 
should arise. Califf also called for Good Manufacturing Prac-
tice (GMP) guidelines.

“We should have access to records,” he said, adding that 
user fees are an important mechanism within the medical de-
vice industry.

Califf commented on a range of  topics. He called for fra-
grance allergens to be listed on product labels, and noted that 
animal testing remains a source of  contention. Paying for all 
of  it is a source of  contention, too.

“The big players have more resources,” he admitted. “We 
need a different regimen for small businesses to function.”

However, like everything else in a divided US government, 
Califf admitted that any legislation remains up in the air. As a 
Duke University alum, it made sense that Califf channeled for-
mer Blue Devils Men’s Basketball Head Coach Mike Krzyze-
wski, when it comes to getting things done in Washington or 
anywhere else for that matter.

“Coach K always says that five fingers are more important 
than a fist,” recalled Califf. “Collaboration and working to-
gether is most important. We need that in the federal agencies 
and in industry.”

COUNCIL EFFORTS 
PCPC has collaborated for many years on the issues outlined 
by Califf. Karen Ross, EVP-government affairs, noted that 
PCPC is working on cosmetic reform through the Cosmet-
ics Modernization Act with allied trade and other stakehold-
ers. At the same time, PCPC is working on animal testing and 
anti-counterfeit issues. Finally, at the federal level, the Council 
is working on user fee legislation.

“We are waiting on election results,” noted Ross. “After-
wards we can see the policy to fruition.”

At the state level, Ross noted that PCPC is working closely 
with member companies in state capitals in Albany, NY; Sac-
ramento, CA and Maui, HI on issues including 1,4-dioxane, 
PFAs and sunscreen.

At the same time Tom Myers, EVP-legal and regulatory af-
fairs, told attendees that PCPC views key issues as ingredient 

bans and reporting, along with packaging and extended pro-
ducer responsibility. 

He noted that a straightforward mercury ban goes into ef-
fect in New York on January 1. But limits on 1,4 dioxane go 
into effect in December and at press time, the agency had not 
published any guidance. In packaging, extended producer re-
sponsibility bills are gaining strength in several states. Myers 
said PCPC is determined to make any EPR legislation as least-
onerous as possible. But there is some good news, too. The 
FTC is modifying its Green Guide. 

“It’s the first update in 10 years; it’s a big deal,” said Myers. “It 
is very important to help (industry) make environmental market-
ing claims, by defining terms such as ‘organic’ and ‘sustainable.’”

Packaging and other environmental issues are prevalent on 
the world stage, too. Francine Lamoreillo, EVP-global strate-
gies, noted that an EU proposal on microplastics will impact 
the personal care industry and could become the model for 
other countries and even some US states.

“We are working with our partners to develop one global 
approach (to microplastics),” explained Lamoreillo.

Elsewhere, China remains a priority. PCPC is working with 
regulators to ensure that new rules and regulations under the 
Cosmetics Supervision and Administration Regulation (CSAR) 
are not burdensome and restrictive for Council members. Finally, 
PCPC is working to include cosmetic regulations in any coopera-
tive arrangements within the Indo-Pacific, Latin America and EU 
regions. Lamoreillo explained that these aren’t free trade agree-
ments, but rather, cooperation arrangements with like-minded 
companies that seek growth through technical cooperation, taxes 
and supply chain resilience. It underscores PCPC’s commitment 
to a united international playing field.

The ultimate goal, she explained, is one global voice to have 
regulatory convergence, market access and improved safety 
and quality. To get there, PCPC is working with 12 associa-
tions from around the world.

THE SCIENCE OF BEAUTY
Alexandra Kowcz, chief  scientist, PCPC, provided updates on 
numerous environmental research projects underway. Of  par-
ticular focus, is the impact of  sunscreen filters in salt and fresh 
water environments.

“If  you are a research scientist working on environmental 
issues, this is your time to shine,” noted Kowcz.

She applauded efforts of  PCPC’s Environmental Safety 
Committee, which is working with other groups to develop the 
science necessary to demonstrate product safety. She pointed 
to a recent National Academy of  Sciences study, funded by 
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EPA, which reviewed the impact of  UV filters on aquatic en-
vironments. Researchers concluded that there is insufficient 
data to ban sunscreens.

“We need to dig in our heels, do the research and conduct 
environmental risk assessments,” asserted Kowcz. 

She called on regulators to work with formulators and their 
suppliers to share the data gathered from their research.

Working together is one way to ensure trust and transpar-
ency—both are critical when communicating with the con-
sumer, too.

Lisa Powers, EVP-communications, noted that today, business 
has become the most trusted, credible and most able to solve 
problems. Citing the Edelman Trust Barometer, Powers noted:
	� 61% of  respondents said they trust business; and
	� 77% of  employees trust their employers.
The pandemic, she said, underscored the trust that the 

majority of  consumers have in science and scientists. Powers 
noted that the PCPC-sponsored website, cosmeticsinfo.org, is 
a trusted source of  information that was developed by a cross-
section of  experts. In fact, FDA linked to cosmeticsinfo.org 
regarding allergen issues.

“We are committed to being part of  the solution,” said Pow-
ers. “We’re not perfect, but the companies in this room are 
looked upon as credible sources.”

That’s significant at a time when the country is so divided 
and Americans get their information in dramatically different 
ways, said Powers. According to Pew Research, one in 5 US 

adults get all their news from social media, and half  get some 
of  their news from social media. Due to these algorithms, con-
sumers end up listening to like-minded people—which is not 
a good idea if  one wants to understand all sides of  an issue.

“PCPC monitors everything to see how it impacts our indus-
try,” explained Powers. “Journalists use Twitter, consumers use 
Facebook. Our staff takes a trust-but-verify approach. We have 
to understand who we are talking to, who they are and what our 
message is. One size does not fit all. We have to be strategic.”

MID-TERM MAYHEM
Algorithms can play havoc with emotions, too. Feeling fraught 
over the mid-term elections? Don’t blame Democrats or Re-
publicans—blame technology. Political Analyst Bruce Mehl-
man, a partner with Mehlman Castagnetti Rosen & Thomas, 
noted that decades ago, Americans heard one trusted voice—
Walter Cronkite. 

“We all got the same facts,” explained Mehlman. “Today, 
media doesn’t inform—it influences.”

Technology has disrupted the way consumers think, feel and 
vote. As a result, there’s a loss of  trust among voters. Histori-
cally, when one party holds the White House, the opposition 
gains control of  Congress. Mehlman predicted that Demo-
crats will maintain their razor-thin margin in the Senate, but 
lose the House of  Representatives. n

More Mehlman election insights are on Happi.com 

Esi Eggleston Bracey Wins Madam CJ Walker Award
Esi Eggleston Bracey, president of 
Unilever US and CEO of Unilever 
Personal Care North America, re-
ceived the Madam CJ Walker Award 
for Excellence in Diversity, Equity 
and Inclusion (DEI). The award was 
presented during the PCPC Leader-
ship Summit. It recognizes individu-
als in the beauty and personal care 
products industry who demonstrate 

an outstanding commitment to DEI through strong leader-
ship and sustained efforts with a focus on workplace culture, 
program and policies, or through external engagement with 
consumers and communities.

Eggleston Bracey was recognized for her dedication 
to advance DEI. Eggleston Bracey is widely recognized 

and admired across the industry as someone who leads 
with respect and brings fresh thinking to businesses. She 
champions high-impact, purpose-driven efforts like Dove’s 
founding of the CROWN (Create a Respectful and Open 
World for Natural Hair) Coalition to foster beauty inclusivity 
and eradicate hair discrimination through the support of 
the CROWN Act legislation.

“This award means the world to me because the busi-
ness of diversity is a team sport. Madam CJ Walker knew 
that it wasn’t just about her own financial success, it 
was about the success she bestowed on others,” said  
Eggleston Bracey. “The work that we do changes the nar-
rative around beauty. So, let’s embrace it as a team sport. 
Let’s make this all of our award, raise the bar high, and 
commit to making this world more inclusive and more eq-
uitable for all people.”
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IFSCC CONGRESS REVIEW

The Latest  
Research in  
Cosmetic Chemistry
THE INTERNATIONAL FEDERATION OF 
SOCIETIES OF COSMETIC CHEMISTS 
HOLDS ITS FIRST IN-PERSON CONGRESS IN 
FOUR YEARS, AFTER MEETING VIRTUALLY 
FOR TWO YEARS, DUE TO THE PANDEMIC. 
SKIN HEALTH, WELL-AGING AND DELIVERY 
WERE AMONG THE TOPICS. 

Tom Branna, Editorial Director

Keep Calm and Carry On. It’s always been the British 
way to face adversity. The demeanor came in handy 
when the UK Society of  Cosmetic Scientists hosted 
the International Federation of  Societies of  Cosmetic 

Chemists (IFSCC) in September. 
Just when the UK Society was confident that the Congress 

would go on as covid cases abated, the UK fell into mourn-
ing over the death of  Queen Elizabeth II. In fact, during the 
Queen’s funeral services, the IFSCC suspended all activities 
out of  respect. Despite the challenges, the Congress attracted 

761 on-site attendees and 127 virtual delegates. But whether 
in-person or online, participants could peruse hundreds of  
posters and attend dozens of  podium presentations. 

IFSCC President Eva Ramos welcomed attendees during 
the opening ceremonies, before turning the podium over to 
IFSCC President-Elect Tony Gough. He noted that the IF-
SCC has grown to include 50 societies representing 80 coun-
tries. The Congress has grown, too, with podium presentations 
on subjects ranging from delivering efficacy and well-aging to 
neuroscience and cutting-edge technologies.

“With 761 onsite and 127 virtual delegates able to live 
stream the sessions or watch on-demand, IFSCC 2022 had 
an excited buzz,” said Gough. “It brought together 88 po-
dium speakers from 18 countries, which included 11 world-
renowned keynotes, 317 posters, 16 sponsors and supporting 
organizations, 30 exhibitors and seven media partners in the 
heart of  London—at a moment when the eyes of  the world 
were on our capital city, giving delegates the opportunity to 
say that they were there, and witnessed ‘The Queue’ — such 
a British phenomenon!” 

IFSCC 2022 Steering Committee Chair Judi Beerling said 
organizers were delighted with the Congress.

“As the first in-person IFSCC Congress since 2018 the So-
ciety of  Cosmetic Scientists UK & Ireland faced many chal-
lenges in committing to host IFSCC 2022, starting with the 
not insignificant question of  whether or not people would be 
able to travel to our event and ending with the need to rap-
idly re-arrange our Opening Ceremony, because the venue, 
Central Hall Westminster, was commandeered to be the press 
center for coverage of  the Queen’s State funeral!”

Gough and Beerling noted that although nothing could beat 
the in-person networking where many new connections were 
made, IFSCC 2022 was designed as the very first hybrid IF-
SCC Congress, giving companies greater flexibility and, hope-
fully, making the science presented available to more cosmetic 
scientists and researchers. 

“In addition to having had a packed three-day program 
during Congress, our delegates can still enjoy online access to 
all podium lectures, posters and the full Congress Proceedings 
until December 21 in the Attendee Hub, giving huge value for 
money,” explained Beerling. 

Moreover, if  non-attendees feel a bit of  “Congress-envy,” orga-
nizers have a post Congress offer whereby you can purchase ac-
cess. Visit www.ifscc2022.com to gain access to the highly popular 
sessions on Skin Health, Protection and Well-Aging, the Micro-
biome, Neuroscience, Sensory Science, the Omics, Sustainability 
and many more. There, users can listen to experts from all over 

IFSCC President-Elect Tony Gough presents Congress Chair Judi Beerling 

with a plaque in recognition of her efforts.
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the world, view all the posters and download the full scientific 
papers that underpin their presentations.

“It has been a real pleasure to be involved in organizing IF-
SCC 2022,” said Gough. “Science thrives on collaboration and 
debate—and there is nowhere else that this happens in our indus-
try on such a scale and with research as the main focus.”

Beerling and Gough recalled the entire Congress experience 
came to a crescendo at the Gala Awards dinner in Battersea 
Park. There, Congress awards were presented (see sidebar). 
After that, attendees were treated to superb “Best of  British”’ 
entertainment with a live band.

“We, of  course, thank all our sponsors, exhibitors and del-
egates that helped make the 32nd IFSCC Congress, London 
such a success,” said Beerling.

SKIN DAMAGE & REPAIR
The Congress opened with a keynote by Rachel Watson, Uni-
versity of  Manchester. She described skin aging as a combination 
of  intrinsic and extrinsic factors. She reiterated the findings of  
other researchers, noting that aging significantly impacts the bio-
mechanical function and structural composition of  skin.

“The exposome consists of  exposure to UVR, pollution and 
modifiable factors; such as smoking, diet, poor sleeping habits 
and perception of  stress,” noted Watson. 

In contrast, clinically chronic UVR exposure results in skin 
laxity, wrinkle formation and altered pigmentation.

“Skin laxity and wrinkle formation is underpinned by 
changes to the collagenous and elastic dermal matrices driven 
by direct photochemistry and by cell-mediated remodeling,” 
she explained. 

In her research, Watson found intrinsically aged buttock 
skin is significantly less resilient (P<0.1), has reduced elastic-
ity (P<0.001) and exhibits signs of  skin fatigue (P<0.001) and 
hysteresis (P<0.01) compared to young buttock skin. At the 
same time, photodamaged forearm skin displays severe loss 
of  resilience (P<0.001) and elasticity (P<0.001); while fatigue, 
hysteresis and viscous “creep” (all P<0.001) are exacerbated.

But what intrinsic and extrinsic factor negatively impact 
skin, there are materials that can rejuvenate it. Jin Woong 
Kim, Sungkyunkwan University, explained how application 
of  Euglena gracilis-derived extracellular microvesicles fab-
ricated through microalgae extrusion led to unprecedented 
skin regeneration. Kim began his presentation by reviewing 
the growing popularity of  exosomes, which he described as a 
highly active, biocompatible, endogenous carrier. He reviewed 
exosome isolation techniques developed by Exodrop (plant 
exosome from leaf) and Amorepacific (lactobacillus exosome). 

The Euglena gracilis alga has a highly-flexible cell surface, en-
abling it to change shape from a thin cell up to 100μm long to a 
sphere approximately 20μm. 1,3-beta glucan from euglena graci-
lis can be used in a range of  applications including wound heal-
ing, antioxidation and immune modulation. In tests these EG-de-
rived microvesicles produced 17% more BrdU-positive cells than 
beta-glucan after 24 hours incubation. In wound-healing tests, 
the material had 40% improvement in cell migration 

“Our system enables the design of  non-animal-derived ex-
tracellular vesicles that have considerable potential in the field 
of  skin regeneration,” Kim concluded.

A WORLD OF COLOR
As the masks come off, the color cosmetics go on. Lip color sales 
have soared in recent months. Tsang-Min Huang, L’Oréal R&I, 
detailed how liquid-liquid phase separation enables the creation 

Judi Beerling Elected IFSCC Fellow
IFSCC Congress Steering Committee Chair Judi Beer-
ling, Society of Cosmetic Chemists (UK), has been 
named an IFSCC Fellow. She is the fifth IFSCC Fellow. 
Beerling has held many honorary roles in the Society 
of Cosmetic Scientists UK and Ireland over several de-
cades. She was the president in 2008-2009, is an hnorary 
member and held the position of honorary treasurer and 
council member for a fourth time finishing in May 2016.

Prior to serving as chair of the steering committee for 
the 2022 32nd IFSCC Congress in London, Beerling was 
a member of the steering committee for the previous 
UK 2002 Congress in Edinburgh and was responsible 
for the much-enjoyed social events. She spent seven 
years on the IFSCC Praesidium, as honorary secretary 
and then treasurer, between 2004 and 2011.

An IFSCC Fellow recognizes members who have 
achieved full maturity in the profession as evidenced by 
a record of outstanding achievement in the field of cos-
metic science, and leadership and service to the IFSCC.  
This is an honorary designation with no duties or respon-
sibilities required.

Other IFSCC Fellows include:
	� Dr. Luigi Rigano, Società Italiana di Chimica e Scienze Cos-
metologiche
	� Dr. Fuji Kanda, The Society of Cosmetic Chemists of Japan
	� Dr. Robert Lochhead, Society of Cosmetic Chemists (USA-
Canada)
	� John Staton, Australian Society of Cosmetic Chemists

84-88_IFSCC_1122.indd   8584-88_IFSCC_1122.indd   85 10/26/22   12:48 PM10/26/22   12:48 PM

http://HAPPI.COM


IFSCC CONGRESS REVIEW

86  /  NOVEMBER 2022  /  HAPPI.COM

of  a one-step, long-lasting color/shine lip gloss. He reviewed cur-
rent long-wear technology that often results in a formula that pro-
vides shine and comfort with a compromise on wear; or imparts 
shine with a compromise on comfort.

Huang detailed a double-phase technology that provides 
long-lasting color with good adhesion, transfer-resistance and a 
thinner deposition with high color payoff. At the same time, the 
self-healing gloss layer is food ingredient resistant, self-leveling to 
maintain shine and is comfortable. It involves using the unstable 
dispersion of  a pigmented internal phase and a clear/translucent 
external phase that is redispersed prior to application.

The solution is a unique and first-in-class, silicone-silicone 
unstable formula created to achieve one-step, long-lasting 
color and shine. The long-lasting shine/color is achieved by 
a good balance between polymer physics, phase separation 
kinetic and packaging design. Huang demonstrated the long-
wear performance and shine retention via a series of  in vitro 
evaluation and proven by a large-scale consumer test against 
lip gloss benchmark.

Oriflame researchers say they know what makes consumers 
positively glow. Cyril Messaraa, a principal scientist with the 
Swedish color cosmetics maker, noted that the term “glow” is 
used in many product claims, yet there is no concrete defini-
tion of  it. To get a definition, Oriflame conducted a consumer 
insight study in several countries 

“Glow equals shininess, but not too much. It must avoid 
being oily,” explained Messaraa. “Oily or greasy skin has a 
different shininess that is unpleasant and unattractive. (Con-
sumers) believe that glow is difficult to achieve on oily skin and 
therefore, the balance needs to be normalized before glow can 
be considered.”

According to the study findings, radiance and brightness are 

used as synonyms for glow, though radiance has more personal-
ity associated with it. Respondents said that while pigmentation 
doesn’t prevent glow, it does lessen its impact. They also said that 
skin care products are an authentic way to achieve glow, while 
hybrid and makeup products give temporary results. 

Some more takeaways? In India and Indonesia, many wom-
en said whitening products are outdated or insensitive, though 
they noted it will take time to completely phase out whitening 
products. In contrast, in China, white, fair skin is still con-
sidered a beauty ideal. In fact, fair skin is more important to 
Chinese consumers than glowing skin.

“Glow is a great ambassador of  holistic beauty claims,” 
Messaraa concluded.

INGREDIENT INTERACTION
Christopher Berkey of  Stanford University explained how the 
exploitation of  ingredient interactions can optimize skin care for-
mulations. Specifically, he detailed how emollient selection affects 
cutaneous barrier and biomechanical function. According to Ber-
key, biomechanical parameters like stress are strongly responsive 
to formulation ingredients and affect the barrier function. 

“Ingredients may interact synergistically to alter skin stress 
and modify consumer sensory perception,” said Berkey. 

The 10 test formulas were composed of  15% emollient (10 
types), 83 or 80% water, 0 or 3% glycerol, 1% sodium polyac-
rylate, 1% phenoxyethanol and ethylhexylglycerin and 0.05% 
sodium stearoyl glutamate. The Stanford researchers concluded 
that emollient, polymer additive and more ingredient choices 
have a combined impact on formulation efficacy, barrier function 
and consumer perception beyond texture, stability and other at-
tributes. Further enhancing penetration of  ingredients with more 
complex formulations presents more opportunities for delivering 
efficacy and reducing SC mechanical stress. 

“Large emollients have the most enhanced efficacy when 
included in full formulation,” concluded Berkey. “Polymer ad-
ditives can form surface films that increase stress and could be 
anti-wrinkling.”

WASTE NOT! NOVEL USES FOR ‘UGLY’ VEGGIES
Lionel Muniglia of  Biolie detailed an enzymatic-assisted ex-
traction process to create natural, organic active waters from 
food waste such as cucumber, pear and zucchini. According to 
Muniglia, these vegetable waters are multifunctional ingredi-
ents bringing water and nutrients to a formula, while boosting 
efficacy, like tyrosinase inhibition or antioxidant activity. The 
enzymatic-assisted extraction process starts with food industry 
coproducts, such as off-size or “ugly” vegetables. The process 

The IFSCC Praesdium
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produces organic natural active waters for the cosmetic indus-
try with limited energy consumption and a low amount of  
extraction wastes. The waste is valorized into energy due to 
anaerobic digestion or valorized with composting, giving back 
residual biomass to the ground to grow new plants. 

“These natural ingredients help the formulator use less in-
gredients in the formula, following the emerging skinimalism 
trend, aiming for less ingredients and/or more natural and 
sustainable ones,” he concluded. 

Sabrina Leoty-okombi of  BASF Beauty Care Solutions de-
tailed a microfluidic technique to highlight specificities of  mi-
crobite communities from sensitive skin. She noted that 50% 
of  European women and 72% of  Chinese women have sensi-
tive skin. Focusing on the microbiota, BASF research found 
those with sensitive skin had 13% more Cutibacterium and 
16% less Staphylococcus than normal skin. Furthermore, Ba-
cillus, Acinetobacter, Actinomyces, Kocuria and Micrococcus 
were abundant in sensitive skin. In contrast, Ruminococcus 
and Anaerococcus were not detected in sensitive skin. BASF 
researchers also found that S. epidermidis and S. capitis were 
the most represented Staph species in non-sensitive skin.

NEW IDEAS IN ANTI-AGING FROM SHISEIDO
Tomonobu Ezure, Shiseido, detailed the role that “ring colla-
gen” plays in anti-aging skin care formulas. Using novel tech-
nology that he called “skin-mechanics reality,” Ezure revealed 
the role that 4D dynamics and “wrapping force” play in skin 
care. The technology enabled Shiseido researchers to dem-
onstrate how ring collagen produces a tensional network that 
tightly “wraps” the facial skin around underlying structures, 
and thereby serves to retain the facial morphology, acting as 
an anti-deformation system. 

“We also clarified that ring-collagen senses and modulates 
the skin physical condition in response to environmental 
changes via the Wnt16-PG system,” noted Ezure. “These dis-
coveries provide a wide range of  new targets and fundamen-
tally change the concept of  skin care.”

According to Ezure, ring-collagen can sense and respond to 
changes in intra/extra environmental conditions by modulating 
the tension. Further, loading the physical condition of  young skin 
on aged skin can reconstruct the wrapping force of  aged skin and 
rejuvenate facial appearance. This novel concept of  “environ-
mental transplantation” provides a completely new approach to 
facial rejuvenation, according to the speaker. 

“The ring-collagen inducer Wnt16 could be targeted with 
drugs, and the new anti-aging skin care target of  ORS cells 
might also be targeted with drugs delivered via fine hairs,” 

said Ezure. “Further, instead of  the conventional approach of  
focusing on collagen amount and quality, we can proceed to-
ward a collagen-targeting solution at the structure level.”

Audrey Faure-Grousson, L’Occitane Group, explained how 
red pepper capsaicin-free extract (RPE) can energize skin 
without irritating it. Researchers extracted red pepper powder 
with 98% ethanol for 30 minutes at room temperature. The 
extract was centrifugated and the precipitate was removed. 
Final extract was sterilized 15 minutes at 121°C. A 5% solu-
tion of  RPE was tested on human volunteers with an acute 
skin irritation patch test and a repeat skin irritation patch test 
(HRIPT). In both tests, RPE did not induce any skin irritation 
on any of  the 10 volunteers.

L’Occitane researchers created a cream containing 5% 
RPE. After four weeks of  cream application, on one hand, 
complexion brightness was increased 13%, luminosity by 10% 
and transparency by 13%. At the same time, yellow shade de-
clined 7% and olive shade by 9%. 

“Interestingly, effect on luminosity, brightness and transpar-
ency occurred from one week of  use, and was visible by more 
than 80% of  subjects after four weeks of  cream application,” 
noted Faure-Grousson. 

Few external factors age skin faster than ultraviolet radia-
tion. Daiane Mercurio, L’Oréal Research & Innovation, de-
tailed results of  a study evaluating in vivo and in real sun 
conditions the benefits of  daily application of  a sunscreen 
containing Methoxypropylamino cyclohexenylidene ethoxy-
ethylcyanoacetate (MCE). An SPF 50+ formula, containing 
1% MCE, reduced appearance of  crow’s feet wrinkles, upper 
lip wrinkles, ptosis, texture of  the mouth contour, upper lip 
texture and whole face pigmentation when compared to base-
line and to the reference formula after one month. In addition, 
MCE sunscreen presented better results vs the reference for 
lateral facial pigmentation and upper lip pigmentation.

“We could prove that an efficient filtration/absorption ex-
tended in the 380-400 nm range, can lead to a higher per-
formance for daily photoprotection routines,” said Mercurio. 
“These results translate in real sun exposure conditions, close 
to real life, the effective protection mechanisms described in 
controlled UV exposure conditions. These clinical benefits 
can be linked to the effective protection of  MCE on some bio-
logical mechanisms, such as the prevention of  oxidative stress 
and UVA-induced gene expression modulations.”

SKIN AND BRAIN CONNECTIONS
Neuroscience was in focus during Day 2 of  the Congress. 
Keynote Speaker Baroness Susan Greenfield, Neuro-Bio Ltd., 
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noted that touch releases endorphins and that for newborns, 
touch is more important than food in building connections 
with their caretakers. She cited a 1958 study conducted by 
Harry Harlow on Rhesus monkeys which found that connec-
tions develop as the result of  a mother providing “tactile com-
fort,” suggesting infants have a biological need to touch and 
cling to something for emotional comfort. In order to develop 
normally, the monkey must have some interaction with an ob-
ject during the first months of  life.

Throughout life, touch, or more precisely, skin, plays many 
roles in overall health. Greenfield detailed a study linking Al-
zheimer Disease to psoriasis. 

Gusang Kown, Amorepacific, detailed a method to measure 
the impact that cosmetics have on emotions. Using an 8-chan-
nel EEG headset and 100 healthy adults, researchers developed 

a windows application (Mindstream) to analyze data produced 
by the headset. Six fragrances were administered via a dispenser 
and each fragrance was emitted three times in random fashion. 
Each trial lasted 15 seconds and participants filled out a question-
naire after each emittance. The algorithm was able to recognize 
changes in EEG when a participant reported inconsistent reac-
tion to the same stimulus, as well as adapt to variability in brain 
activity among different participants. 

“We can use this application in various steps such as product 
development, consumer surveys and marketing,” noted Kwon. 
“Further, this can solve the purpose of  increased demands for 
a tailored beauty solution. This tool can help understand con-
sumer behavior and mind in a novel way, thereby contributing 
to and providing multiple implications in the cosmetics indus-
try, consumer neuroscience and sensory science.” n

Honoring the Best in Cosmetic Chemistry
At the closing gala, the IFSCC presented awards to the 
best papers and posters presented during the Congress. 
The winners include:
Henry Maso Award: Maxime Légues, CTBiotech, The World’s 
First 3D Bioprinted Immune Skin Model Suitable for Screen-
ing Drugs and Ingredients for Normal and Inflamed Skin.
Basic Research Award: Elias Bou Samra, L’Oréal, Decod-
ing Epidermis Reconstruction Through Time-Course Multi-
Omics Data.
Applied Research Award: Christopher Berkey, Stanford 
University, Exploiting Ingredient Interactions to Deliver Op-
timal Performance of Skin-Care Formulations.
Poster Award: Paul Lawrence, Biocogent, Targeting Small 
Non-Coding RNAs to Diminish the Epigenetic Ravages of 
Aged Skin.

Due to the pandemic, the IFSCC didn’t hold a conference 
or congress in 2020 or 2021. But the Society didn’t forget 
the outstanding research that took place during that time. 
During the opening ceremony of the IFSCC Congress in 
London, organizers recognized the following research:

2021
Maison G de Navarre Award: Jin Hui Zoo, China
Johann Wiechers Award: Dr. Moe Tsutsumi, Shiseido, Skin 
Beauty with Gentle-Touch-Receptor Merkel Cells Restore 
Your Sense with Pleasant Scent.
Host Society Award:  Luis Serrano, UNAM, Development 
and Characterization of a Co-Processed Cosmetic Excipi-

ent Based on Solid Lipid Nanoparticles and Talc for Make-
up Preparations.
Poster Award: Dr. Tomomi Suga, L’Oréal, A Novel Technol-
ogy for Cosmetic Transfer Prevention.

2020
Henry Maso Award: Dr. Ka-Heng Lee, Wipro Skin Research 
and Innovation, for his publication in the IFSCC magazine, 
From Molecular Characterization to Clinical Validation: Un-
derlying New Science of Skin Glycation and the Skin Light-
ening Effect of Dimethylmethoxy Chromanol Mediated via 
an Anti-Glycation Mechanism.
Basic Research Award: Dr. Tomonobu Ezure,  Shiseido, 
New Horizon in Skincare Targeting the Facial Morphology 
Retaining Dermal ‘Dynamic Belt,’ Revolution in Skin Analy-
sis, 4D-Digital Skin Technology.
Applied Research Award:  Dr. Sacha Salameh, L’Oréal, A 
Perfusable Vascularized Full-Thickness Skin Model for Topi-
cal and Systemic Applications.
Poster Award: Hisashi Mihara, Takasago International, How 
Can We Control Unpleasant Body Malodor Effectively—De-
velopment of Novel Fragrances Using the Olfactory Recep-
tor Technology.

It’s not too early to start thinking about the 33rd IFSCC 
Congress, which is scheduled for Barcelona, Sept. 4-7, 2023. 

The theme of the Congress is: “Rethinking Beauty Sci-
ence.” Organizers are accepting abstracts until Dec. 1, 
2022. Visit www.ifscc2023.com for more information.
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HOUSEHOLD CLEANERS

Cleaning Really 
Is Caring
POST-PANDEMIC, CONSUMERS ARE 
CLEANING LESS AND THAT’S HURTING 
PRODUCT SALES, INDOOR AIR QUALITY 
AND, ULTIMATELY, HUMAN HEALTH.

Tom Branna, Editorial Director

The pandemic is over, but so is the consumer’s obses-
sion with cleaning. That’s the bad news scenario for 
the global household cleaning industry. In the US, 
household cleaner sales fell 7.1% in mass markets 

during the past year, according to IRI (see chart). Spray disin-
fectant sales dropped sharply, falling 28.4%.

But there are some bright spots within the household clean-
ing sector. Glass cleaner sales rose 7.3% to nearly $240 mil-
lion. The gain was led by Windex, the segment leader from SC 
Johnson. The brand holds a 51.4% market share and posted 
a 9.3% gain in sales. 

On a smaller scale, sales of  abrasive tub/tile cleaner rose 
4.1% to more than $109 million. Comet is the market leader 
with a 31.5% share. The KIK-owned brand had sales of  more 
than $34 million.

After surging during the pandemic, consumer behavior is 
normalizing, explained Euromonitor Analyst Catalina Flores.

“Consumers have cleaning fatigue. They want better prod-
ucts—not more products,” said Flores, a featured speaker at 
the recent Cleaning Products 2022 conference held in Wash-
ington DC.

Declining demand comes at a time when inflation is soar-
ing, labor shortages continue and supply chain issues remain. 
How are manufacturers responding? With higher prices and 
smaller packages; although Flores noted that consumers are 
not as sensitive to volume changes. As for the consumers’ re-
sponse, Flores said shoppers are trading down to less expen-
sive products. 

For example, according IRI, sales of  private label all-pur-
pose cleaner/disinfectant rose 2.6% during the past year. In 
contrast, category sales fell 10.1%. Of  course, in today’s post-
pandemic world, private label isn’t a panacea. Sales of  private 
label toilet bowl cleaners dropped 7.9%, according to IRI, and 
account for about 6% of  category sales.

A GLOBAL DUST UP
Cleaning may no longer be top-of-mind for many consumers, 
but it remains critical for those suffering from allergies, noted 
Dr. John Ryan, chief  strategy officer, Allergy Standards, a cer-
tification company that promises to help people create healthy 
indoor environments through science, certification and educa-
tion. According to Ryan, more than 65 million Americans are 
impacted by allergies and 26 million Americans have asthma. 
Air pollution takes away 1-3 years of  a typical human life. 

As any exhausted mother will tell you, 
pandemic or not, cleaning is caring.
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Furthermore, 6.5 million deaths worldwide are attributed 
to air pollution. According to the World Health Organization 
(WHO) 99% of  the global population breathes air that ex-
ceeds WHO guideline limits and contains high levels of  pol-
lutants. Low- and middle-income countries suffer from the 
highest exposures

“We have to educate consumers about the important role 
cleaning plays in reducing asthma,” said Ryan. “My challenge to 
the industry is to talk more about product benefits. Dust, particle 
pollution, particulate matter—it all impacts human health.”

Marie Striemer, Procter & Gamble’s senior manager 
of  global scientific communications, explained that 70% 
of  household dust is dead skin cells. Humans shed hun-
dreds of  thousands of  skin flakes daily. The flakes are so 
fine (<20um) they become airborne and settle on surfaces. 
The rest comes from clothing, such as tiny fibers less than 
200um; outdoors, such as fine soot and clay, and silicate 
and salt; and pets and insects. A mild case of  dust mite al-
lergy may cause runny nose, watery eyes and sneezing. But 
in severe cases, the condition becomes chronic, resulting 
in persistent sneezing, cough, congestion, facial pressure, 
eczema flareup or severe asthma attack.

As a registered nurse, Striemer noted that when patients 

presented asthmatic, a question posed by medical staff is “Are 
you dusting? Hygiene cleaning isn’t the most talked about top-
ic, but (companies) should use social media as a way to reach 
consumers.”

In fact, according to Striemer, there is a proper order to 
dusting. Start high with the ceiling, crown molding and ceiling 
fans and work down. Use the right tools such as a trap and 
lock system rather than pushing dust around the room. Vacu-
um after dusting. She also recommended getting everyone in 
the family involved in dusting. Of  course, Procter & Gamble 
manufactures Swiffer, the easy-to-use dusting system. 

CASH-STRAPPED CONSUMERS
Cleaning is critical to indoor air quality and overall human 
health, but cash-strapped consumers are reducing spending 
on non-essentials, said Euromonitor’s Flores.

“(Laundry detergent) Scent boosters are not essential,” she 
noted. “Consumers may even move away from concentrated 
automatic dishwashing detergent to a standard detergent. 
They may even return to hand washing (dishes).”

Yet, even if  the US economy slides into recession, sustainability 
will remain top-of-mind with most consumers. Flores noted that 
for subscription services such as Blueland, Dropps and Frey, sus-

POST-PANDEMIC, CONSUMER DEMAND FOR HOUSEHOLD CLEANERS HEADS SOUTH  
Led by declines in spray disinfectants and all-purpose formulas, US sales in multi-outlet fell for the 52 weeks ended October 2, 2022.

Product Categories
Dollar Sales Unit Sales Price per Unit

Current % Change 
vs YA Current % Change  

vs YA Current Change  
vs YA 

Household Cleaner $4,276,845,819 -7.1% 1,045,492,961 -14.0% $4.09 8.0%

All Purpose Cleaner/Disinfectant $1,568,273,967 -10.1% 413,099,794 -16.0% $3.80 7.0%

Toilet Bowl Cleaner/Deodorizer $617,894,703 2.4% 181,756,470 -9.6% $3.40 13.2%

Spray Disinfectant $536,705,157 -28.4% 84,613,561 -37.3% $6.34 14.3%

Nonabrasive Tub/Tile Cleaner $430,253,151 5.7% 109,586,466 -3.7% $3.93 9.8%

Drain Cleaner $362,307,239 5.6% 55,605,771 -6.7% $6.52 13.1%

Oven Cleaner/Degreaser $261,463,862 5.8% 46,751,775 -4.2% $5.59 10.4%

Glass Cleaner/Ammonia $238,552,553 7.3% 68,191,841 -4.4% $3.50 12.2%

Abrasive Tub/Tile Cleaner $109,583,779 4.1% 59,465,083 -4.5% $1.84 9.0%

Specialty Cleaner/Polish $104,066,999 -22.5% 17,761,767 -23.4% $5.86 1.1%

Lime/Rust Remover $47,743,389 1.2% 8,660,358 -8.1% $5.51 10.1%

Chimney Cleaner/Soot Remover $1,020 -17.8% 75 -39.3% $13.69 35.5%

Source: IRI OmniMarket™ Total Store View
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tainability plays a key role in purchasing decisions. But consumers 
must be educated about how to use concentrated cleaners.

“With the exception of  Baby Boomers, most generations 
are using subscription services,” noted Flores. “Consumers 
want to buy products from purpose-driven brands. They want 
to use less water and reduce their carbon emissions as they 

learn more about sustainability. Retailers are making it easier 
for consumers to learn about sustainability.”

WHAT’S ON-PACK?
Consumers say they want more information about the clean-
ing products they use, especially the ingredients that they con-
tain. American Cleaning Institute President and CEO Melissa 
Hockstad told Cleaning Products 2022 attendees that ACI 
members are committed to sustainable innovation with new 
products and processes.

“We’re paving the way toward transparency,” she added.
As part of  its drive to improve transparency, ACI has al-

ready created online searchable databases (such as Cleaning 
Product Ingredient Safety Initiative and Cleaning Product In-
gredient Environmental Safety) for the market to access and 
understand comprehensive information on the safety of  ingre-
dients used in household cleaning products.

But those efforts may not be fast enough for some legisla-
tors and NGOs. States, including Oregon, Washington, New 
Jersey and Vermont, have introduced legislation regarding key 
chemical ingredients, packaging waste and household waste.

Hockstad said ingredient communication is the top issue for 
the Association. The goal is to provide consistent information 
for consumers no matter where they buy products.

ACI member companies continue to strive toward net zero 
emissions by 2050. At the same time, ACI’s circular packaging 
ambition calls for all cleaning products to achieve circularity 
by 2040. Interest in packaging circularity rolls on. According 
to a Green Seal survey, 67% of  consumers say that recyclabil-
ity of  packaging is important, 54% claim that the sustainabil-
ity of  the package is a factor in their purchasing decisions and 
nearly one in 4 respondents said sustainable packaging was 
very important when buying household cleaning products.

Mike Gruber, SVP-government relations and public policy, 
Household Consumer Products Association (HCPA), told Happi 
that states remain at the tip of  the spear as new laws were enacted 
governing chemical reporting, restrictions on commonly used 
outdoor pesticides, unintentional ingredients, and actions that 
jeopardize next generation aerosol propellants. 

“The onslaught of  state-based legislative and regulatory activ-
ity has overwhelmed state regulatory agencies which has, in turn, 
slowed down agency workflows across the board,” said Gruber. 
“HCPA is amplifying the call for policy uniformity, clarity of  
definitions, and legislation that fosters smart regulations allowing 
industry and its complex supply chain to maintain inventories of  
life sustaining products without interruption.”

Gruber said that HCPA has been an increasingly and steady 

HCPA Annual Meeting Is Next Month
Before the calendar flips to 2023, the Household and 
Commercial Products Association (HCPA) will hold its 
annual meeting at the Harbor Beach Marriott Resort in 
Fort Lauderdale, FL, December 4-7. Allie Hayes, VP-com-
munications and public affairs, noted it is HCPA’s first in-
person only meeting since the pandemic.

“We are excited to wel-
come attendees back and, 
especially, to offer increased 
networking opportunities 
through a new and im-
proved exhibitor space,” 
said Hayes.

With EPR being a priority 
issue for the industry, HCPA 
will host a half-day EPR 
Workshop that aims to fa-
cilitate practical discussion, 

information-sharing and networking related to imple-
mentation in states across the country. 

“We intend to use the results of these discussions to 
put together a set of EPR implementation principles to 
supplement our existing EPR policy principles and help 
guide our advocacy efforts,” explained Hayes.

HCPA started the Innovation Awards in 2019, which 
recognizes members of the household and commercial 
products industry for accomplishments in product inno-
vation. This year’s awards will be presented by HCPA’s 
Sustainability & Product Stewardship Council, with a fo-
cus on innovations that help the industry transition to an 
environmentally and socially sustainable economy. In 
addition to awards in five categories—Ingredients, End-
User Communication, Technology, Circular Economy, 
and Carbon Footprint—there will also be an Association 
Award, voted on by annual meeting attendees during a 
poster session on Sunday, December 4.
www.thehcpa.org

Alexandra Hayes, HCPA
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voice in state legislatures as states enact new extended produc-
er responsibility bills. The Association’s Government Relations 
& Public Policy team has been effective in giving appropri-
ate consideration for pesticides and other uniquely regulated 
products in Extended Producer Responsibility (EPR) laws. 

Additionally, HCPA helped neutralize a California ballot 
initiative on plastics packaging through compromise legisla-
tion authorizing a new EPR law. 

“Because ballot measures, once enacted, can only be 
amended through a new ballot measure, the Association’s 
sustained efforts at the negotiation table preserved industry’s 
legislative options as California regulators and industry work 
through program implementation,” Gruber explained.

In areas related to insect repellents, HCPA continues to play 
an instrumental role in drafting the reauthorization of  the Pes-
ticide Registration Improvement Act (PRIA), which expires 
next year. The bill authorizes the US Environmental Protection 
Agency (EPA) to collect fees and perform regulatory work criti-
cal to the introduction of  product innovations into market. The 
proposal outlines important process improvements for the agency, 
increased maintenance resources to reduce the backlog of  EPA 
actions, and a new training program for onboarding employees at 
the agency, which is suffering from low head count.

Regarding product disposal, HCPA launched an aerosol recy-
cling initiative designed to increase the ease and confidence with 
which end-users recycle their aerosol cans, leading to more infi-
nitely recyclable metal remaining a part of  the circular economy.

HCPA is actively engaging with the Toxic Substances 
Control Act (TSCA) New Chemicals Division on ways to 
support commercialization of  innovative, more sustainable 
chemistries. 

Additionally, the Association is working to address US mi-
croplastics policy as Europe’s work on this matter inches to-
ward a conclusion. 

Keeping in mind sustainability commitments and product in-
novation, HCPA is coordinating with its members to promote 
uniform polices and develop technical content that enable com-
panies to focus on innovating and building their business while 
driving product stewardship and sustainability efforts and educat-
ing and empowering people to live more sustainable lives.

Just last month, ACI issued its annual sustainability report. 
Eighteen member companies have committed to ACI’s 1.5°C 
Challenge by aligning their corporate climate strategy and 
targets with the science-based 1.5°C goal. An additional 20 
members have made public commitments to reach net-zero 
emissions by 2050 or sooner.

Ten percent of  members have a goal to reach zero waste to 

landfill. ACI’s Circular Pack-
aging Roadmap outlines a 
wide set of  ambitions, includ-
ing a goal to achieve a 75% re-
cycling rate for cleaning prod-
uct packaging waste by 2030.

ACI was again named 
Safer Choice Partner of  
the Year (2021) by the US 
Environmental Protection 
Agency for helping consum-
ers and purchasers to find 
products that are safer for 
human health and the en-

vironment. At Cleaning Products 2022, Clive Davies of  
EPA detailed the benefits of  joining the Safer Choice and 
Design for the Environment (DfE) programs. Safer Choice 
helps consumers, businesses and purchasers find products 
that perform and contain ingredients that are safer for hu-
man health and the environment. The logo helps consum-
ers and commercial buyers identify antimicrobial products 
that meet the health and safety standards of  the pesticide 
registration process required by the Federal Insecticide, 
Fungicide, and Rodenticide Act (FIFRA) as well as other 
criteria required by the agency. 

Davies urged attendees to get involved with the programs. 
Together with retailers and NGOs, brand owners can help re-
fine messaging for audience subgroups, amplify key messages 
and reach target audiences, create original content for social 
media, and access tools and strategies unavailable to EPA.

For its part, Davies said EPA is committed to reinvigorating 
existing social media and websites. It will help partners plan 
and coordinate their outreach, and develop and track metrics 
to ensure the campaign is successful.

WHAT’S AHEAD?
Hockstad reminded the audience that the ACI Annual Meet-
ing will take place January 30-February 4, 2023 at the Grande 
Lakes Marriott, Orlando, FL. The theme of  the meeting is, 
appropriately, “Cleaning is Caring.”

Flores urged cleaning product manufacturers to end “silo 
thinking.” The rise of  smart homes means home care com-
panies must work together with machine manufacturers to 
develop products that work in this new environment. But she 
also cautioned that the microchip shortage is short-circuiting 
the move toward smart homes. Flores also predicted that the 
shortage won’t end any time soon.  n

Melissa Hockstad, American  

Cleaning Institute
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SUPPLIERS’ CORNER

Sederma Unveils 
Encapsulated Version of Retinol 

To provide all the beauty benefits of  retinol without side ef-
fects, Sederma presents its encapsulated version of  this hero 
ingredient: Revitalide, a lipid submicron particle made with 
3% active retinol. This high-tech capsule provides enhanced 
stability, protecting retinol from degradation and making it 
easy to store and formulate, said the company. The small par-
ticle size and unique lipid composition of  the capsule greatly 
improves bioavailability into the skin, with a controlled release 
process of  the encapsulated retinol.

The protection of  the active and enhanced delivery into the 
skin reinforces the efficacy of  retinol allowing users to mini-
mize its use level while offering excellent skin tolerance. Skin 
delivery of  Revitalide, measured on skin explants, showed a 
seven-fold increase in the delivery of  retinol into the skin ver-
sus non-encapsulated retinol.

The IECIC-compliant ingredient is also sustainable with a 
95.50% natural origin content, according to ISO 16128. It is 
also 100% readily biodegradable in 28 days, RSPO approved 
and can be stored at room temperature, said the company.
www.crodapersonalcare.com/en-gb/our-brands/
sederma

NATURAL, SUSTAINABLE FINE POWDERS  
& EXFOLIANTS FROM MICRO POWDERS
Micro Powders recently introduced two natural, sustainable 
and renewable fine powders as well as two exfoliants to its 
Color by Nature line.

Naturesoft 860S is upcycled rice (Oryza sativa) bran wax 
powder. It provides efficient oil binding for enhanced formu-
lation aesthetics, SPF performance in organic and inorganic 
sunscreen formulations, and superior soft focus.

Microcare 350S is organic sustainable carnauba (Coperni-
cia cerifera) wax powder. Benefits include SPF boosting in or-
ganic and inorganic sunscreen formulations, long-wear prop-
erties with improved aesthetics, and efficient optical blurring.

A third notable natural powder is Biosoft 915–a spheroi-
dal powder derived from bio-fermentation of  sugars with 
outstanding natural mattifying, oil absorbency and soft focus 
enhancement.

Micro Powders’ new Color by Nature exfoliants include Na-
turebead Aqua R10 and Naturebead SeaFoam C10.  Nature-
bead Aqua R10 has an attractive aqua blue color; Naturebead 
SeaFoam C10 has a pleasant lime green color. Both spherical 

scrubs are naturally colored without any added synthetic pig-
ments or dyes, according to the company.
www.micropowders.com

SKIN CARE ACTIVES FROM  
GIVAUDAN ACTIVE BEAUTY
Givaudan Active Beauty is promoting two skin care actives— 
Neoporyl and Cristalhyal e-Perfection.

Neoporyl is an active ingredient that reduces the size of  en-
larged pores by targeting the biological root causes of  para-
keratosis, an alteration of  the epidermal structure and dermis 
fragility. This new active is crafted by biocatalysis to offer prov-
en efficacy against enlarged pores in just one week, according 
to the company.

Cristalhyal e-Perfection is a sustainable and patented 
vectorized complex of  bentonite clay and HMW HA. 
Crafted by white biotechnology and powered by a modifi-
cation of  the electrostatic charges at HA molecule’s surface, 
the triple-action ingredient accesses the skin’s deep lay-
ers via electrical attraction to provide well-aging benefits, 
long-lasting hydration and mattifying effects, according to 
Givaudan Active Beauty.
www.givaudan.com/active-beauty

SHIN-ESTU SILICONES’ PORTFOLIO INCLUDES 
MATERIALS WITH HIGH NATURALITY
Shin-Estu Silicones has expanded its portfolio to include ma-
terials with high Natural Origin Index (NOI). The high NOI 
portfolio marries the power of  science with nature to offer a 
powerful tool for formulation chemists to create an array of  
textures with excellent sensorial benefits that the consumer 
craves, according to the company. 
    The portfolio includes the emulsifying elastomers, KSG-840 
and X-22-6695B; the non-emulsifying elastomers, USG-1011, 
USG-1012, KSG-44 and X-25-7055; and the film-former 
X-22-8365.

The emulsifying elastomers enable formulators to create 
water-in-oil emulsions with NOI up to 97% and with excellent 
sensorial benefits. The non-emulsifying elastomers are excel-
lent sensorial modifiers for thickening, matte-look and blur-
ring. The film-former offers water and oil resistance crucial for 
sun products and color cosmetics.
www.shinetsusilicones.com n
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NEW PRODUCTS

NEW SCENTREE HOLIDAY DIFFUSER FOR HOMES 
Ulta-Lit Tree Company, a Chicago-based com-
pany that specializes in Christmas light set repair 
technology, is offering ScenTree, a new fragrance 
home diffuser suited for the holidays. The tree-
shaped unit, which disburses 10 grams of  scented 
oil in 30 days, can hang on a tree or be used free-
standing with its tabletop base. 

The company says its proprietary blend of  
aromatic oils combines the scent of  a Christ-
mas tree with the festive and nostalgic scents of  
cooking, cocktails and more. 

The ScenTree and its tabletop base are made 
from biodegradable sugar cane and the oil is made in the US. It is available for 
purchase online (www.scent-keeper.com) and in more than 200 Meijer stores 
and other retailers. 

ARBONNE ADDS GOLD-COLORED EYE MASKS WITH CAFFEINE
Fake the illusion of  a full night’s sleep with Arbonne Awakening Gold-Col-
ored Eye Masks with Caffeine. These cooling, soothing undereye mask patch-
es deliver a surge of  hydration that revital-
izes tired and puffy-looking eyes. Featuring 
a superfood ingredient cocktail that includes 
vitamins C and E, antioxidants, omegas and 
phytonutrients, the moisture softens the look 
of  fine lines while brightening the appear-
ance of  dark eye circles.

Procter & Gamble has rolled out Downy Rinse & Refresh, 
billed as a “groundbreaking” deep-cleansing fabric rinse  
that is designed to help remove odor-causing residues three 
times better than detergent alone. The formulation was 
developed to address the needs of  consumers concerned 
with malodor in laundry. One in three households claim 
malodor as their top laundry issue, according to the brand.

Downy Rinse & Refresh is designed to be poured into 
the fabric softener drawer, agitator cup or directly into the 
rinse cycle (depending on the washing machine). It is safe 
to use on all fabrics, including activewear, towels, delicates 
and baby clothes, and contains no dyes or heavy perfumes. 

SURFACE APPEAL SUPPLEMENT 
DEBUTS AT THE HAO LIFE 
The Hao Life launched Surface Appeal, 
a supplement based on Traditional Chi-
nese Medicine (TCM) that is designed to 
clear the skin and promote overall beauty 
and longevity by nourishing the underly-
ing causes of  dryness and removing the 
toxins from within. Addressing the “root 
and branch” elements of  radiant skin—
two critical tenets of  TCM philosophy—
the formula contains tremella mushrooms, 
Tokyo violet, astragalus and white peony, 
which work to refine skin’s texture helping 
it to look brighter, vibrant and clear. 

The Hao Life was founded in 2021 by 
foodie and wellness entrepreneurs Danielle 
Chang and William Li.

P&G Expands Laundry Care Range  
With New Downy Rinse & Refresh
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OATEY’S NEW WIPES ARE DESIGNED FOR CONTRACTORS
Oatey has rolled out Hercules for Body, body wipes that are said to be hard on 
grime and odor and require no water or rinsing. Made specifi cally for contrac-
tors, Hercules for Body wipes are great for cleaning up between jobs or after 
work, outdoor activities and more, according to the company, which is Cleve-
land, OH.

The wipes have a fragrance-free formula that washes away grime and odor 
without leaving residue. Including aloe and vitamin E to soothe and condition 
skin, the large cloths clean without tearing. The new easy-to-grab cloths cover 
more skin, which means contractors need fewer towels to get clean.

NATURE’S BEAUTY EXPANDS WITH 
ENERGY & RECOVERY COLLECTIONS
Plant-based personal care brand Nature’s Beauty is expanding its selec-
tion of  bath and body care. The new Energy and Recovery collections 
include three new products plus a tropical bath bomb that are avail-
able in Walgreens stores and online at Walgreens.com. The new collec-
tions combine effi  cacious skin care ingredients—coff ee, squalane, ka-
kadu plum, babassu oil and hyaluronic acid—and indulgent fragrances 
to promote an elevated aromatherapeutic experience for the body and 
mind, said the company. Cinnamon Coff ee Energy Body Scrub features 
coff ee seed powder, coconut, marula, pomegranate and babassu oil.

CHER’S NEW DECADES FRAGRANCE 
COLLECTION FEATURES FOUR SCENTS
Cher has a new fragrance collection, Decades, which was 
created with Scent Beauty. Each fragrance in the four-scent 
lineup is said to capture the aura of  the decade for which 
it is named. The ’60s is a mix of  chypre fl ora with notes of  
bergamot, rose damascene and patchouli, representing the 
nostalgia, peace and love era. The ’70s is an amber, woody 
incense scent with cardamom, saff ron  and musks represent-
ing disco bling and utopian times. The ’80s is a fl oral and 
fruity scent with notes of  mandarin, honeysuckle and tonka 
bean representing goth punk. The ’90s has a fl oral scent and 
notes of  peach nectar, heliotrope, and sandalwood that rep-
resent grunge and pop escapism.

KOSAS UNVEILS VEGAN 
COLLAGEN SPRAY-ON SERUM
Kosas Cosmetics has revealed its 
fi rst offi  cial skin care launch with 
the new Plump + Juicy Vegan 
Collagen Spray-On Serum. Made 
to prep the complexion for a skin 
reset, the spritz-and-go format is 
a vegan collagen and probiotic se-
rum that is said to fast-track clean, 
active ingredients to hydrate skin. 
The spray-on format rebalances 
skin’s pH. CS Peptide Tripep-
tide-37 supports the appearance 
of  plump, lifted skin, while plant 
probiotic supports the microbiome. 
Artemisia fl ower extract soothes 
and helps protect against eff ects that can result from blue 
light damage while proteins and amino acids minimize the 
look of  fi ne lines and wrinkles and protect against free radi-
cal damage. Hyaluronic acid and hibiscus fruit extract pro-
vide moisture and help reduce water loss.
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PACKAGING NEWS

WWP Beauty is rolling out a sustainable range of  packaging. 
The MonoPump Airless collection features Svelte and Lar-
go designs that are versatile, eco-smart and functional. This 
sustainable, metal-free packaging is made entirely of  100% 
PP material parts. The airless pump system helps preserve  
formula integrity, according to the company.

The Svelte collection, which features a sleek look and feel 
packaging design in peach color, is available in 30 and 50mL. 
The Largo collection features a modern and compact design 
in green color and is available in 30, 50, 70, 100, and 120mL.
www.wwpbeauty.com

NEOSTRATA AND EXUVIANCE 
LAUNCH FREE NATIONAL 
RECYCLING PROGRAM WITH 
TERRACYCLE 
Neostrata and Exuviance have launched a 
new recycling program with TerraCycle.

“At NeoStrata Inc., we are focused on 
how the environmental factors, like the 
sun and environmental stressors, can im-
pact people’s skin and we create products 
to help alleviate the damage,” said Su-
zanne Goldstein, general manager, Neo-
Strata Company. “Beyond shielding our 
skin from environmental damage, we have 
the responsibility to minimize our environ-
mental impact and help people live their 
healthiest lives. We are excited to partner 
with TerraCycle to take a further step to-
ward a sustainable future with the launch 
of  our nationwide recycling program.”

Through the program, consumers can 
now send empty Neostrata and Exuviance 
packaging to TerraCycle to be recycled for 
free. To participate, consumers can sign up 
on the TerraCycle program page and mail 
in the packaging waste using the prepaid 
shipping label provided. Once collected, the 
packaging is cleaned and melted into hard 
plastic that can be remolded to make new 
recycled products. n

WWP Beauty Launches  
Eco-Conscious MonoPump Collection

Green Seal Introduces Sustainable  
Packaging Advisory Group 
Green Seal is introducing a sustainable packaging advisory group to reward pro-
ducers that reduce packaging waste, increase the use of recycled content in pack-
aging and verify the recyclability of packaging materials. To date, leading industry 
associations, retailers and manufacturers have joined to provide advice and exper-
tise in the development of Green Seal’s sustainable packaging recognition pro-
gram.

By designing a flexible framework based on industry best practices for recy-
clability and recycled content, Green Seal can help companies meet their goals 
and commitments and accelerate the transition to sustainable packaging for con-
sumable products in both the household and commercial markets.  

“Waste is a growing global concern and an increasing factor in consumer pur-
chasing decisions,” said Doug Gatlin, CEO of Green Seal. “The members of Green 
Seal’s sustainable packaging advisory group are helping to shape a program to 
shift the industry toward more sustainable solutions and recognize leadership 
among producers of consumable products.”

The following members of Green Seal’s advisory group are providing their tech-
nical expertise in packaging design and manufacturing, recycling, or corporate 
sustainability to the program: The American Cleaning Institute, The Association of 
Plastic Recyclers, Cradle to Cradle Products Innovation Institute, Diversey, Ecolab, 
The Household & Commercial Products Association, The Independent Beauty As-
sociation, Mauser Packaging Solutions, Meijer, PortionPac Chemical, Printpack, Proj-
ect Clean, Reckitt Benckiser Solidus Solutions, Sonoco Products, Spartan Chemical 
and US Plastics Pact. 

With the launch of Green Seal’s sustainable packaging advisory group, Green 
Seal is also opening a sustainable packaging stakeholder network, a community of 
interested participants that will receive regular updates on the program and will be 
invited to provide feedback on program design and proposed criteria. 
https://greenseal.org/programs/sustainable-packaging
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FINANCIAL NEWS

Shiseido Acquires Microbiome  
Skin Care Brand Gallinée

Shiseido Europe S.A., a subsidiary of  Shiseido Company, 
Ltd., is acquiring all outstanding shares of  Gallinée Ltd., the 
London-based, microbiome-focused beauty brand. 

The acquisition exemplifies Shiseido’s commitment to the 
skin beauty category and is part of  its “WIN 2023 and Be-
yond” strategy to become the world’s No. 1 company in the 
category by 2030, the Japanese beauty giant said in a state-
ment.

Gallinée was founded in 2014 by Marie Drago. Its roster 
includes 17 products across skin care, body care, hair care and 
supplements, which are primarily sold in the UK and France. 

According to Shiseido, Gallinée will deliver a complemen-
tary addition to its existing portfolio given its focus on beauty 
and wellness, as well as its differentiated positioning within the 
emerging field of  skin microbiome.

As part of  Shiseido group, Gallinée can leverage resources 
across the company’s commercial infrastructure, extensive 
R&D capabilities especially from its European Innovation 
Center to lead the development of  the skin microbiome within 
the EMEA territory, and cross-functional expertise to continue 
to drive brand growth.  

Following the transaction, Drago will join Shiseido’s EMEA 
team and continue to deliver product innovation and support 
Gallinée as the chief  creative officer of  the brand. She will 
report directly to Franck Marilly, president and CEO, Shiseido 
EMEA and global fragrance.

Unilever Ventures was an early investor in Gallinée.

PUIG ACQUIRES MAJORITY  
STAKE IN KAMA AYURVEDA 
Puig has increased its investment to acquire a majority stake 
in Kama Ayurveda, an Indian Ayurvedic brand of  beauty and 
personal care products founded in 2002.

For Puig, Kama Ayurveda strengthens its wellness category 
with an offer that is rooted in the traditional Indian medical 
science of  ayurveda. Kama Ayurveda currently operates 54 
stores in India, with plans to operate more than 60 by the end 
of  2022.

With what Puig describes as a “sophisticated on-line pres-
ence and strong domestic brand recognition,” Kama Ayurve-
da is ideally positioned to take its products to the global stage.

Puig will maintain its commitment to boost the brand’s 
leadership in the Indian market and continue to support the 
further expansion of  Kama Ayurveda into global markets in-
cluding the UK in early 2023, as well as offering expertise in 
brand building, technology skincare and perfumery.

TENTH AVENUE HOLDINGS TAKES  
STAKE IN UNDER YOUR SKIN
Tenth Avenue Holdings, LLC (TAH) in September acquired 
a majority stake in Under Your Skin, a natural skin and hair 
care brand based in Sweden. 

Under Your Skin, founded by the mother-daughter team of  
Christina and Lovisa Hahn, will launch its product line in the 
US market in 2023. Lovisa Hahn will be named chief  execu-
tive officer under this new partnership. 

TAH is a privately-held, diversified holding company that 
operates and invests in privately- and publicly-held businesses.

In 2012, TAH became the majority owner of  Hello, a lead-
ing naturally friendly brand in oral care and other personal 
care products. Hello was acquired by Colgate in 2020.

“Christina and Lovisa’s ethos and ours are a shared vision 
to build a company with enduring value, grow our businesses 
while impacting the world positively, and maintain an inclu-

The acquisition exemplifies Shiseido’s commitment to the skin  

beauty category and is part of its “WIN 2023 and Beyond” strategy to  

become the world’s No. 1 company in the category by 2030, according to 

Shiseido, which is ranked No. 5 in Happi’s the International Top 30.
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sive culture,” said Joel Citron, co-CEO, TAH. “We look for-
ward to introducing the founder-led business’ brand extension 
to the American market in 2023.”

Under Your Skin products, available online and featured in 
many high-end hotels in northern Europe, are developed and 
made in Sweden with all-natural, hand-picked ingredients. 

“We are excited our natural beauty and skin care brand 
has joined Tenth Avenue Holdings’ portfolio of  privately held 
businesses that span gifting, pets, lifestyle, apparel, and acces-
sories industries,” said Lovisa Hahn, CEO, Under Your Skin. 
“Led by our growth marketing innovator, Fedja Porobic, our 
promotional plans include establishing retail partnerships with 
top direct-to-consumer e-commerce marketplaces.”

TERMINIX SHAREHOLDERS APPROVE  
MERGER WITH RENTOKIL INITIAL
Terminix Global Holdings, Inc., the Memphis, TN-based ter-
mite and pest management services company, has announced 
that its shareholders have adopted and approved a previously 
announced agreement for Terminix to be acquired by Rento-
kil Initial plc, a UK-based company that specializes in pest 
control and hygiene, including commercial air care and rest-
room needs.

In addition to pest control and hygiene products for com-
mercial settings, Rentokil Initial operates in several smaller 
markets such as interior landscaping plants, medical services 
and property care. The aggregate merger consideration Ter-
minix stockholders are entitled to is approximately $1.34 
billion in cash and 129,141,384 new Rentokil Initial Ameri-
can Depositary Shares (ADSs), representing approximately 
645,706,920 new Rentokil Initial ordinary shares, according 
to Rentokil Initial

“I am delighted to confirm completion of  the Terminix 
transaction and would like to extend a warm welcome to 
our new colleagues, customers and shareholders joining the 
Rentokil Initial family,” said Andy Ransom, CEO of  Rentokil 
Initial. “This marks an important milestone in Rentokil Ini-
tial’s history with the combination adding valuable scale, ca-
pabilities and talent as well as the wonderful Terminix brand. 
Following an intense period of  successful preparatory work to 
position the businesses for effective integration, we are now 
focused on delivering the deal’s significant benefits. Rentokil 
Initial is well positioned for long-term sustainable and profit-
able growth as the new global leader in pest control and hy-
giene and wellbeing.”

“We are very excited to be joining a company of  Rento-
kil Initial’s pedigree and to see the Terminix business we’ve 
built over 95 years embark on its next stage of  development,” 
added Brett Ponton, CEO of  Terminix.

BARENTZ ACQUIRES VIACHEM
Global life science ingredients distributor Barentz has ac-
quired Viachem, Ltd., a specialty distributor of  life science 
ingredients and specialty chemicals. 

By combining a dedicated market research function and 
digitally enabled sales and marketing capabilities, Viachem 
represents a market growth engine for Barentz and its prin-
cipal suppliers. The team will continue to be led by Mike 
Efting, Viachem’s president and founder, and offices will 
remain in Plano, TX and Augusta, GA.  

“Our vision at Viachem has always been to change the 
way chemicals and ingredients are bought and sold,” said 
Mike Efting, president and founder of  Viachem. “When we 
set out to find the best long-term home for Viachem’s em-
ployees, customers and principals—while remaining true 
to our vision—we quickly identified that Barentz had all 
the attributes we were seeking. The entrepreneurial culture, 
commitment to digital tools, global scale and a portfolio of  
synergistic product lines were a few of  our requirements 
and Barentz checked every box. We are excited for what the 
future holds with Barentz.”

Highlights of  the acquisition include in-house market 
development function to identify, research and qualify mar-
ket opportunities for new and existing product lines; digital 
marketing capabilities to drive targeted customer develop-
ment efforts and lead qualification; a technical sales team 
that utilizes a systematic sales process to identify new mar-
ket opportunities; a high-touch service model for custom-
ers; and a portfolio of  blue-chip product lines that are syn-
ergistic with the Barentz portfolio.

“Every successful acquisition begins with the people 
and we’re excited for what the Viachem team will bring to 
Barentz,” said Terry Hill, CEO of  Barentz North America. 
“Since its founding, Viachem recognized that our industry 
is evolving and that best-in-class distributors need to de-
velop new tools and processes in order to evolve in parallel 
with the industry.  This transaction is a testament to Mike 
Efting’s strategic vision and how that vision can be acceler-
ated under Barentz.” 

THE LIP BAR, INC. ANNOUNCES  
$6.7 MILLION FUNDING ROUND
The Lip Bar Inc., a holding company for inclusive, Gen Z-
focused color cosmetics brands Thread Beauty and The Lip 
Bar, has announced a $6.7 million funding round closure. 

The round was led by Pendulum with contributions from 
Endeavor and The Fearless Fund.

Founder and CEO Melissa Butler told the media that the 
round followed a decade of  stable growth undisturbed by the 
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pandemic. The company’s best-sellers that 
resulted in “crazy” sales were the brand’s 
liquid matte lipsticks which offer long-lasting 
wear and hydration, Butler said. 

The latest funding round monies will sup-
port marketing efforts and expanding the 
brands’ distribution channels. What’s more, 
The Lip Bar is set to open a new retail store 
in its native Detroit with revenues anticipated 
to double. 

Thread Beauty was launched on Febru-
ary 22 following the company’s decade-old 
brand, The Lip Bar, an idea which But-
ler first proposed on an episode of  “Shark 
Tank” which the judges shot down but went 
on to be a great success. 

Thread Beauty is a vegan-friendly, af-
fordable beauty brand that speaks to all 
genders, races and age groups. It includes 
three cruelty-free products that are easy-to-use, according 
to the indie company.

REVLON’S FINANCIAL WOES  
ATTRACT ATTENTION FROM WALL 
STREET REGULATORS
The New York Stock Exchange LLC an-
nounced that the staff of  NYSE Regulation 
has determined to suspend trading in the 
Class A Common Stock of  Revlon, Inc. from 
the NYSE on Oct. 20, 2022. 

The staff suspended trading in the Com-
pany’s Class A Common Stock because the 
Committee for Review of  the Board of  Di-
rectors of  the Exchange had issued a deci-
sion in which it upheld the Exchange’s pre-
viously announced determination to delist 
Revlon’s Class A Common Stock.

The NYSE previously announced in 
June that it had commenced delisting pro-
ceedings with respect to Revlon’s Class A 
Common Stock. Accordingly, the NYSE 

will now file a delisting application with the Securities and 
Exchange Commission. n

Oh yeah...it’s FREE!
Sign up for a subscription to Happi

Each month our expert columnists provide insights on the issues that  
impact the Household and Personal Products industry. www.happi.com

Melissa Butler, CEO and founder,  

The Lip Bar Inc.
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SCC NEWS

SCC MEETINGS
NOVEMBER 1
Ontario Chapter Meeting & 
Updates to Sunscreen Mono-
graph and New Developments in 
Suncare, The Venetian, Vaughn, 
Ontario. 
www.ontarioscc.org/events.htm

NOVEMBER 3
Intermountain West Chapter 
Monthly Meeting. 
www.scconline.org/IMWSCC

NOVEMBER 3
Florida Chapter Monthly  
Meeting, Funky Buddha Brewery,  
Oakland Park, FL. 
www.scconline.org/FLSCC

NOVEMBER 8
Midwest Chapter Monthly  
Meeting and Emeriti  
Appreciation Night,  
Café Le Cave, Des Plaines, IL. 
www.midwestscc.org

NOVEMBER 8
New York Chapter Meeting, 
Scalp & Skin Microbiome - Novel 
Approaches to Formulate Gentle 
& Effective Products. 
https://nyscc.org

NOVEMBER 10
Michigan Chapter-Officer  
Installation. 
www.sccmi.org

NOVEMBER 15
California Chapter Monthly 
Meeting, Ayres Hotel,  
Manhattan Beach, CA. 
caliscc.org

NOVEMBER 17
Southeast Chapter  Year End 
Celebration & Officer  
Installation. 
www.southeastscc.org

NOVEMBER 18
St. Louis Chapter Officer  
Installation & Holiday Party. 
www.stlouisscc.org

DECEMBER 2
Ontario Chapter Annual Holiday 
Dinner Dance, The Venetian, 
Vaughn, Ontario. 
www.ontarioscc.org

DECEMBER 7
NY Chapter Education Night. 
https://nyscc.org

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

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

SCC Unveils Award Winners for  
Upcoming Annual Scientific Meeting 

The Society of  Cosmetic Chemists (SCC) announced the 
winners of  three awards being presented during the Society’s 
76th Annual Scientific Meeting & Showcase, which will be 
held December 12-14, 2022 at the JW Marriott LA Live in 
Los Angeles. Maison G. deNavarre Medal Award—David 
C. Steinberg; SCC Merit Award—Bart Maxon of  Dow; The 
Florence Wall Women in Cosmetic Chemistry Award—Dr. 
Mindy Goldstein.

CLAIMS SUBSTANTIATION COURSE  
TO BE HELD ONLINE NOVEMBER 16-17
The Society of  Cosmetic Chemists and AOCS will hold an 
online cosmetic claims substantiation on November 16 and 17. 

This course will be useful for scientists, marketing profes-
sionals, salespeople and legal and regulatory professionals. Ad-
ditionally, small business owners and developers of  personal 
care products will gain valuable insights concerning cosmetic 
claims and their substantiation. The instructors are Sidney 
Hornby, MS and Martha Tate, PhD. 
scconline.org

‘NYSCC SUPPORTS EDUCATION’ NIGHT  
IS DECEMBER 7 IN NEW YORK CITY 
The New York Society of  Cosmetic Chemists’ “NYSCC  
Supports Education” event will be held December 7 from 
8pm to 1am in New York City.   n
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MEETINGS

HCPA Impact 2023 Annual Meeting 
Returns to Ft. Lauderdale December 5-7

NOVEMBER 1-3
In-Cosmetics Asia, Bangkok.
https://asia.in-cosmetics.com

NOVEMBER 7-9
Sustainable Cosmetics Summit, 
Paris Marriott Champs-Élysées 
Hotel, Paris. 
www.sustainablecosmeticssummit.com

NOVEMBER 13-15
PLMA Chicago Trade Show. 
www.plma.com

NOVEMBER 14-16
SOCMA 2022 Summit  
Conference & Annual Meeting, 
New Orleans, LA. 
www.socma.org

NOVEMBER 16-17
Professional Beauty Association 
9th Annual Executive Summit, 
Omni Scottsdale Resort & Spa at 
Montelucia, Scottsdale, AZ. 
www.probeauty.org

NOVEMBER 30
RIFM 1st Annual Science  
Symposium, Online. 
https://events.hubilo.com/RIFM-
science-2022/register

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

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

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

FEBRUARY 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 n

MAJOR MEETINGS AT A GLANCE

NOVEMBER 1-3
In-Cosmetics Asia, Bangkok. 
https://asia.in-cosmetics.com/

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

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

OCT. 25-26
CASCC Suppliers’ Day, Long 
Beach, CA.
https://caliscc.org
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INDUSTRY NEWS

L’Oréal To Open New  
R&I Center in New Jersey 

L’Oréal USA will open a state-of-the-art research and innova-
tion (R&I) Center in Clark, NJ, replacing its existing facilities 
that it has occupied in the area for more than six decades. The 
$140 million development project represents the most signifi-
cant investment in an R&I facility in the company’s history, 
according to the world’s largest pure-play beauty company.

The new R&I Center will strengthen L’Oréal’s capacity to ad-
vance the scientific and technological research behind the prod-
ucts and services aimed at meeting the diverse beauty expecta-
tions of  consumers in the US and worldwide. The R&I Center 
will focus on beauty innovations across the spectrum of  hair, skin 
and makeup categories, while pioneering research through strate-
gic scientific fields such as green sciences and beauty tech.

“This historic investment in our new Research & Innovation 
Center is an important milestone for L’Oréal USA as we contin-
ue to put science at the heart of  all that we do to serve our Ameri-
can consumers with more innovative, inclusive and sustainable 
beauty products,” said David Greenberg, president and CEO of  
L’Oréal USA. “New Jersey has served as our scientific hub here 
in the US for over six decades, and we are excited to expand our 
footprint in the state and bring all our scientific teams together in 
a beautiful and modern new research facility.” 

The nearly 250,000 square-foot R&I Center will bring to-
gether more than 550 employees across all areas of  the com-
pany’s North America R&I division, from advanced research 
to evaluation and product development, under one roof. This 
ambitious project advances L’Oréal’s commitment to offering 
each consumer the best innovations in terms of  quality, ef-
ficacy and safety while respecting the planet.

The site will also house the capacity to scale formulations 
through a dedicated team, which will accelerate the creation 
and development of  new products. The R&I Center will also 
be the home for external partnerships and scientific collabora-
tions under L’Oréal’s Open Innovation strategy. 

The new R&I Center is expected to be fully operational 
in 2024.

“Our new campus will serve as the Research & Innovation 
epicenter for our North America scientific teams across product 
innovation, development and testing,” noted Sanford Browne, 
North America president of  research and innovation at L’Oréal. 
“The US is a unique market, and our strong presence in this 
highly collaborative environment will empower us to provide 
an even higher standard of  quality, efficacy and safety for our 
consumers. With cutting-edge science and technology, advanced 
digital tools and data, and a focus on green chemistry, we will 
continue to invent the future of  beauty.”

KENVUE IS NEW NAME FOR J&J’S  
NEW CONSUMER HEALTH COMPANY 
Johnson & Johnson’s planned “New Consumer Health Com-
pany” now has a name—Kenvue. Pronounced ken·view, the 
name comes from “ken,” meaning knowledge, an English 
word primarily used in Scotland, and “vue,” which references 
sight, according to J&J.

“Unveiling the Kenvue brand is a defining moment for our 
stakeholders and an important part of  the planned separa-
tion,” said Thibaut Mongon, CEO designate, Kenvue. “We 
breathe life into some of  the world’s most iconic and beloved 
brands every day, so we harnessed that same expertise, love 
and energy into developing our new corporate identity.”

J&J announced its plan to create two standalone companies 
in late 2021.

Kenvue will become a standalone leading global consumer 
health company in 2023, subject to legal requirements includ-
ing consultation with works councils and employee represen-
tatives, as required. The Kenvue portfolio includes Aveeno, 
Neutrogena, Johnsons, Dr. CI: Labo in beauty as well as J&J’s 
iconic Band-Aid, Listerine and Tylenol brands.

CLEANWELL EXITS RETAIL TO SELL  
THYMOL TECHNOLOGY
CleanWell LLC, a provider of  plant-based household clean-

The new $140 million project will replace existing facilities that L’Oréal has 

occupied in the area for more than six decades.
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ing products for nearly two decades, is shifting its strategy 
to focus exclusively on developing custom green disinfecting 
sprays and wipes for B2C and B2B partners. The company is 
exiting the CleanWell-branded retail segment of  its business. 

The Denver, CO-based company will concentrate on turn-
key product development solutions from concept to finished 
goods for CPG brands, contract manufacturers and industrial 
supply companies. The combined reach of  these partners will 
significantly broaden the availability of  CleanWell’s better-for-
you cleaning technology, according to officials.

Related to the change, the company has unveiled a new URL—
cleanwellinside.com—which it says signifies its dedication in pro-
viding its proprietary formula in other companies’ products.

The active ingredient in all CleanWell-designed products is 
thymol, an EPA-approved, broad spectrum plant extract that kills 
99.9% of  household germs including the SARS-CoV-2 virus.

“Our exit from retail was no doubt a tough decision in so 
many ways given our loyal consumer following and personal 
connection with the brand. Ultimately, our pivot will enable 
us to focus on expanding the reach of  our technology to a 
greater audience by focusing our efforts on innovation, as well 
as strengthening our platform with our current and future 
partnerships,” said Stew Lawrence, CEO, told Happi.

CP KELCO & EXOPOLYMER TO BRING NEXT-GEN 
FUNCTIONAL BIOPOLYMERS TO MARKET 
CP Kelco, a leader of  nature-based ingredient solutions that is 
owned by JM Huber Corporation, and ExoPolymer, Inc., a bio-
technology startup company focused on developing new-to-the-
world, polysaccharide-based biopolymers, formed a partnership 
to develop and commercialize a portfolio of  new functional in-
gredients for the personal care industry and beyond. 

The initial focus of  this partnership will be to scale up pro-
duction of  ExoPolymer’s first product, a polysaccharide-based 
biopolymer to be used in high-end, skin care formulations 
for hydration, anti-aging and anti-wrinkle performance. In 
partnership with CP Kelco, ExoPolymer plans to offer an im-
proved alternative to hyaluronic acid that is highly effective, 
animal-free, genetic modification-free, safe and derived from 
plant feedstocks. 

ExoPolymer’s mission is to create new, sustainable and high-
ly upgraded functional and active ingredients to satisfy a wide 
range of  existing and emerging market needs. It is one of  the 
first industrial biotechnology startup companies to develop a 
completely new portfolio of  polysaccharide-based biopolymer 
ingredients for markets such as personal care, healthcare and 
home care, for which sustainability has become an increas-
ingly important characteristic to consumers and performance 
of  currently available biopolymers is lacking. 

COTY ANNOUNCES NEW CORPORATE  
PURPOSE AND VISION
Coty unveiled a new corporate identity. Centered around the 
value of  “fearless kindness,” Coty says its new company pur-
pose is: “together, we unleash every vision of  beauty.” 

The beauty company says the announcement represents the 
next phase in Coty’s growth under the vision and leadership 
of  CEO Sue Y. Nabi.

“Beauty has always been, and will always be, at the heart of  
society and culture. The question of  what is beautiful has built 
and fueled our industry through time,” said Nabi. “We believe 
that today, no one can control or should dictate what is or is 
not beautiful. Beauty is formless, like water, a constantly evolv-
ing and adapting concept. Therefore, we need to undefine the 
notion of  beauty.”

TOM’S OF MAINE CREATES INCUBATOR  
FOR BIPOC ENVIRONMENTAL LEADERS
Tom’s of  Maine is introducing its first-ever incubator initia-
tive to propel the next generation of  BIPOC leaders driving 
environmental solutions. The seven-month program provides 
funding, mentorship, exposure and support to young change-
makers.

“We believe in the power of  younger generations to create a 
more sustainable world, and the Tom’s of  Maine Incubator is 
our opportunity to support their ideas and engage them in de-
veloping solutions,” said Cristiane Martini, general manager, 
Tom’s of  Maine. “Tom and Kate Chappell founded Tom’s 
of  Maine with a small $5,000 loan and a big dream, and to-
day the company is still dedicated to the purpose of  creating 
natural personal care products that are good for people and 
good for the planet. We believe that we can and will make an 
impact through our products and through our collective and 
community actions.”

The inaugural Tom’s of  Maine Incubator class will be made 
up of  five selected changemakers. Each Incubator member 
will receive $20,000 in funding to help support their mission, 
plus ongoing mentorship from influential voices in sustainabil-
ity and climate activism.

Incubator members will also have the opportunity to par-
ticipate in the Tom’s of  Maine Incubator Kick-Off Summit 
in Kennebunk, ME this fall. The three-day event will provide 
one-on-one interactions with mentors and Tom’s leadership as 
well as an opportunity to workshop each member’s vision and 
action plan for creating impact.

SENSIENT OPENS CUSTOMER  
AND INNOVATION LAB 
Sensient Technologies Corporation opened its new customer 
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and innovation lab in Somerset, NJ. The 21,000-square-foot 
site was designed to promote collaborative R&D and help in-
novation thrive, according to global manufacturer and mar-
keter of  colors, flavors and other specialty ingredients.

The center will support both beauty and personal care cus-
tomers, as well as savory flavor and extract customers. Innova-
tion and application teams from both market segments will be 
located at the facility.

“One of  Sensient’s main priorities is to help our customers 
innovate more effectively with improved speed to market and 
better products. Over the past few years, we expanded and im-
proved customer collaboration labs in both Europe and Asia. 
The new North America site, focused on skin care, sun care, 
and savory flavors, was designed with that objective in mind,” 
stated Paul Manning, chairman, president and CEO of  Sen-
sient Technologies Corporation.

The site was designed with several key capabilities and 
features, including multiple lab spaces devoted to ingredient 
synthesis, analytics and applications. Another key capability is 
Sensient’s state-of-the-art virtual interactive visualization and 
ingredient development (VIVID) studio that can support cus-
tomers virtually where necessary.

“The location choice is very intentional. Somerset is ideally 
situated close to many of  our North American customers. Devel-
opment teams will have ready access to ingredients and technolo-
gies that will foster innovation, added Mike Geraghty, president 
of  Sensient Colors. “I am excited to see what kind of  innovative 
products our customers develop and launch in the coming years.”

JOJOBA DESERT EARNS THIRD  
FAIR FOR LIFE CERTIFICATION 
Jojoba Desert has earned Fair for Life Certification for the 
third consecutive year. 

Fair for Life Certification ensures long-term vision for eco-
nomic and social responsibility, and its implantation in the 
day-to-day activities. 

“With our code of  ethics, we seek to build a solid foundation 
of  shared organizational principles which reflect friendship, 
respect, fairness, integrity, hard work, commitment to environ-
mental protection and excellence in the quality of  our prod-
ucts and services,” said Lee Reuveni, CEO of  Jojoba Desert. 

ADMIX NAMED A BEST COMPANY  
IN NEW HAMPSHIRE 
Admix, Inc., a maker hygienic and industrial mixing equip-
ment, has been named among the 2022 Best Companies to 
Work For by Business NH Magazine. Companies were judged 
on employee engagement surveys administered by The Em-
ployee Engagement Group as well as an extensive employer 

survey, detailing benefits and workplace practices. 
Mike Rizzo, CEO of  Admix, said the company is “ex-

tremely proud to offer a rewarding workplace culture and 
highly competitive benefits to our employees. This accolade 
is a testament to our commitment to providing a supportive 
environment that truly values its people and encourages their 
ideas and contributions. As an employee-owned company, ev-
erything we do and how we interact with each other is built on 
our strong value system and culture of  fairness, respect, trust, 
accountability and teamwork, which also transcends to how 
we engage with our customers as well.” 

NU SKIN’S HELEN KNAGGS HONORED  
BY UTAH BUSINESS MAGAZINE
Dr. Helen Knaggs, head of  global product research and devel-
opment at Nu Skin, was recognized as one of  the 2022 Wom-
en of  the Year by Utah Business magazine. During her 16 
years at Nu Skin, Knaggs’ role and expertise has evolved from 
personal care to also include beauty devices and wellness. She 
manages a global R&D team of  more than 75 culturally and 
gender-diverse scientists across multiple disciplines. With her 
expertise in skin and hair biology, she’s authored dozens of  
articles in top scientific publications and is a named contribu-
tor on several patents. 

KAO JOINS GENOMATICA IN PALM OIL  
ALTERNATIVE VENTURE
Kao Corporation has joined Genomatica’s venture to scale 
and commercialize plant-based alternatives to palm kernel oil, 
joining Unilever as a founding member.

Kao’s investment adds to Geno’s previously announced 
$120 million venture with Unilever and increases the pro-
duction capability of  the palm kernel oil alternative. It is 
also a significant step toward achieving Geno’s goal to re-
duce greenhouse gases by 100 million tons in the future. 
Kao’s more than 130 years of  expertise in the consumer 
products and chemical industries deepens the venture’s 
global reach and impact, said Geno.

The collaboration is a key strategic decision for Kao to 
accelerate its climate impact and meet its ambitious climate 
goals, which include reducing its carbon dioxide emissions to 
zero by 2040 and becoming a carbon-negative company by 
2050. As responsibly sourced palm oil and its derivatives will 
continue to be a critical feedstock to Kao, the venture will sup-
port Kao in manufacturing more sustainable, biotechnology-
driven ingredients for use in home and personal care products, 
and supplying palm oil alternatives derivatives to its business 
customers, and to increase the transparency and traceability 
of  its supply chain. n
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New Executive Appointments  
at Beautycounter

Clean beauty leader Beautycounter  
made a trio of  appointments to its execu-
tive team. Christina Hoffman has been 
tapped as chief  people officer. Jen Lee has 
been named chief  impact officer, a new 
position in the c-suite. Luana Bumachar 
is chief  marketing officer.

Hoffman will oversee all human  
resource activities to further instill Beautycounter’s mission 
into company culture with a focus on talent acquisition, em-
ployee engagement, learning and development, and diversity, 
equity and inclusion, according to the company. Previously, 
she held positions at Microsoft, LinkedIn and eHealth, join-
ing the team with more than 20 years of  talent strategy and 
culture experience.

Lee is taking on the role of  Beautycounter’s first chief  im-
pact officer with the goal of  deepening the brand’s commit-
ment and industry-leading achievements related to sustain-
ability, advocacy and ingredient safety. Previously serving as 
Beautycounter’s SVP of  supply chain, Lee understands the 
challenges and opportunities of  creating safer and cleaner 
products, and brings her relationships with manufacturing, 
transportation and fulfillment partners to further align its op-
erations and social impact.

Bumachar joins Beautycounter with more than 20 years of  
experience with consumer-centric brands. As CMO, her fo-
cus will include product innovation, growth marketing strat-
egies and increasing Beautycounter’s brand awareness in its 
next stage of  growth. Prior to Beautycounter, Bumacar held 
e-commerce and digital marketing roles at Unilever, Grove 
Collaborative and Central Garden & Pet. 

BEAUTY INCUBATOR MAESA APPOINTS NEW CEO
Maesa has appointed Piyush Jain as chief  
executive officer. He replaces Gianni 
Pieraccioni, who decided to step down 
from the business for personal reasons.

Jain’s career includes 20 years at Uni-
lever, where he worked across beauty, 
hair and personal care categories. In his 
most recent role at Unilever, Jain served 
as global brand vice president for beauty 
and personal care. He previously ran the North America hair 

brand portfolio. In a first for Unilever,  Jain founded and incu-
bated the award-winning, purpose-driven brand, Love Beau-
ty & Planet. During his career with the personal care giant, 
he built a track record of  success, leading diverse and iconic 
brands including Dove, Lux, Suave, TreSemmé and Axe, ac-
cording to Maesa. 

After leaving Unilever, Piyush was the CEO of  Hand in 
Hand, a Bain Capital Double Impact backed personal care 
company.

HCPA WELCOMES MANGAS AS VICE PRESIDENT 
OF MEETINGS & CONFERENCES 

The Household & Commercial Products 
Association (HCPA) tapped Meredith 
Mangas as vice president of  meetings 
and conferences. She comes to HCPA 
from the National Defense Industrial As-
sociation, where she managed a portfolio 
of  more than 15 events a year, ranging in 
size from 200 to 15,000 attendees.

Mangas will be responsible for the 
planning, budget and execution of  HCPA’s events, including 
workshops and webinars, as well as the Mid-Year and Annual 
Meetings. 

WEISS JOINS GOLI NUTRITION AS NEW CEO
Goli Nutrition Inc. has appointed Bruce Weiss as its new CEO. 
Weiss is joined by a recently appointed, executive-level sup-
port team, including Stratis Philippis as chief  legal officer and 
Elizabeth Carter as CFO. Together, they will lead the brand 
through accelerated growth and global innovation.

Weiss joins the team with a background in consumer prod-
uct goods companies, including Church & Dwight, Kraft 
Foods and Coca-Cola. His experience spans 30 years with an 
emphasis on the health and wellness industry. During his time 
as vice president and strategic business unit leader at Church 
& Dwight, Weiss led the health and well-being division.

THREE NEW HIRES AT BELL  
FLAVORS & FRAGRANCES
Bell Flavors & Fragrances, Inc. hired three to support strategic 
growth efforts at its headquarters in Northbrook, IL. Craig 
Dunlap, Jared Hamill and Lydia Wang will strengthen the 

Beautycounter  
executives

Piyush Jain

Meredith Mangas
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sales and sensory/consumer insights teams. Wang joins Bell’s 
sensory team as a sensory scientist. In this role, she will lead 
multiple initiatives, including sensory research for Bell’s fra-
grance projects, sensory descriptors for Bell’s product library 
and enhancing Bell’s descriptive panel program. Wang joins 
Bell with experience in sensory consumer research. During 
the past few years, she worked for companies offering broad  
portfolios of  food and beverage products, including prepared 
and frozen foods. 

Dunlap joins the flavor sales team as a global key account 
manager. In this role, he will manage Bell accounts in the 
eastern and mid-Atlantic regions of  the US. Hamill joins the 
flavor sales team as a global key account executive. His respon-
sibilities will include managing Bell accounts primarily in the 
eastern region of  the US. 

FIRMENICH APPOINTS THREE  
NEW MASTER PERFUMERS
Firmenich has appointed three master perfumers. François-
Raphaël Balestra, Wessel-Jan Kos and Haresh Totlani will 
join Firmenich’s group of  master perfumers dedicated to con-
sumer fragrances for beauty and home care. 

François-Raphaël Balestra is a Swiss na-
tional who graduated from EPFL, the Swiss 
Federal Institute of  Technology in Lau-
sanne, with a master’s degree in chemical 
engineering. He joined Firmenich in 1999. 
Together with his role as perfumer for beau-
ty care and home care products, creating 
olfactive signatures of  major laundry prod-
ucts all over the globe, he is also the head of  
new ingredients discovery for perfumery at 
Firmenich. Here, he works in close collabo-
ration with R&D on the screening of  new 
generations of  molecules and biotechnolo-
gy ingredients to integrate to the perfumer’s 
palette and enhance perfumery creations. 
He notably collaborated on the creation of  
Dreamwood, a white biotechnology inno-
vation inspired by sandalwood that is 100% 
natural, 100% renewable carbon and ulti-
mately biodegradable, and Muguissimo, a 
close-to-nature Lily-of-the-Valley note born 
from green synthesis.

Wessel-Jan Kos, a Dutch national from 
Hilversum, is a third-generation perfum-
er. His career as a Firmenich perfumer 
spans more than three decades. A graduate from ISIPCA in 
Paris, he is an all-around perfumer creating fragrances for all 

beauty care and home care applications for world renowned 
brands, winning more than 200 new products a year during 
the past decade. Wessel-Jan’s career at Firmenich has taken 
him around the globe to Geneva, Dubai, London, Cologne 
and Princeton. During his years in the UK, he was the vice 
president of  the British Society of  Perfumers. 

Haresh Totlani has been with Firmenich for the past 24 
years, working in Geneva, Singapore, Mumbai and London. 
He has created signature winning fragrances for many of  the 
world’s best-known brands in Asia and Europe, as well as re-
gional and local brands in many categories, especially for soap, 
shower gels, shampoos, fabric softeners and laundry deter-
gents. Haresh, an Indian national, holds a degree in chemical 
engineering from the University of  Mumbai and completed 
an executive MBA program from Kellogg-HKUST. From 
2012 to 2015, he was head of  Firmenich’s Creation Center in 
India, a role given for the first time to a perfumer. 

BEAUTYHEALTH NAMES REGIONAL PRESIDENTS 
FOR EMEA, SOUTHEAST ASIA
The BeautyHealth Company, home to Hydrafacial, has 
strengthened its commercial leadership with the appointment 
of  Jon Arnold as president, EMEA, and Stefanie Gebauer as 
president, Southeast Asia. 

The two leaders will join BeautyHealth’s executive com-
mittee and drive end-to-end commercial operations in their 
respective regions, overseeing in-market teams, the local P&L, 
go-to-market strategy, marketing and sales.

Arnold and Gebauer assume responsibility for increasing Hy-
drafacial’s omnichannel penetration within medical, spa, retail 
and hospitality locations; and fostering the growth of  the Hy-
drafacial Nation, a global community of  provider and consumer 
“skinthusiasts” dedicated to the brand. As part of  this, they will 
lead the planned rollout of  Hydrafacial’s next-generation delivery 
system, Syndeo, in EMEA and APAC in 2023.

A longtime commercial leader, Arnold has built teams and 
strategies to drive growth and turnaround for consumer prod-
uct businesses around the world. Most recently he served as 
chief  commercial officer for the Americas at French spirits 
group Rémy Cointreau. Prior, he spent more than 20 years at 
beauty conglomerate L’Oréal, including as general manager 
for the Australia consumer products division, where he led a 
strategic return of  the group to profitability.

Gebauer is a Southeast Asia beauty expert, leading lux-
ury skin and hair care brands in the region during the past 
two decades. She drove the in-region business for Shiseido 
Prestige brands, John Master Organics, Aesop and L’Oréal, 
and advised consumer products and retail clients at Moni-
tor Deloitte and Kearney. n

François-Raphaël 
Balestra

Haresh Totlani

Wessel-Jan Kos
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CONTRACT MANUFACTURING/PRIVATE LABEL

Tom Frangis
tfrangis@rodmanmedia.com • 201-880-2291

•••
Art Largar

alargar@rodmanmedia.com • 201-880-2259
•••

Maria Gervino
mgervino@rodmanmedia.com • 201-880-2238

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:

DELRAY BEACH SHOWROOM
5300 West Atlantic Ave, Suite 502

Delray Beach, FL 33484
1.866.392.4889  |  1.561.272.2008

CORPORATE HEADQUARTERS
LABORATORY, FACTORY, AND SHOWROOM

44 Executive Blvd.
Farmingdale, NY 11735

1.800.345.3448  |  1.631.454.0444
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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

• HAIR CARE

• I&I REPORT 

• SKIN CARE ACTIVES 

• FINE FRAGRANCE UPDATE

• SUNSCREEN FILTER • NOTES FROM ASIA

• EUROTRENDS • HAIR’S THE THING • OUT OF AFRICA
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CLASSIFIED ADVERTISING

FOLLOW US
to get industry news & updates  
on networking opportunities

@happimagazine
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INDIE INC.

Kite Beauty Takes Flight

Tell me about your own lifestyle and how the brand 
came about. I’ve been working on it a little over three 
years at this point. As a woman living in New York City, I 
came from the world of  consult-
ing, so I was on the road Monday 
through Thursday and working 
80 hours a week, never stopping 
home to take a break, and that 
life of  always on the road and 
wanting to look my best, but be-
ing in situations where I wasn’t 
stopping home and I didn’t have 
my full makeup with me or time 
to really put that together, be-
came a really big pain point for 
me. So that’s how the idea started. In the beginning of  my 
second year at Wharton Business School, I was doing a lot 
more entrepreneurship, interned at a venture capital fund, 
and was inspired to action on fi nding a better way to bring 
makeup on the go. 

Did you always want to start up a beauty brand? I’ve 
always loved beauty. From a very young age, I was watching 
all the YouTube videos, experimenting with my makeup, so 
I’d always had a really personal passion in beauty. Having 
gone to Wharton, I studied entrepreneurship and then hav-
ing been briefl y on the investing side, I realized that there 
was a niche for me to play. I was very inspired by meeting a 
bunch of  other founders and entrepreneurs as part of  that 
journey, and felt like, “I feel like I can do this. I’m going to 
try it.” I think having my own thing has been the best learn-
ing opportunity I’ve ever had. 

What has been the most challenging aspect of start-
ing the brand in the past three years? In prelaunch, 
I had started this in 2019, and obviously the biggest chal-
lenge was I thought I was going to launch in 2020—and 
then the world had a diff erent idea in March 2020. I had 
already been working on this on-the-go makeup idea for 
months and then suddenly no one was leaving their house 
or wearing makeup for about a year or two so that was 
a huge unforeseen roadblock for us, a makeup company. 

During that time, I had already picked a supplier to cre-
ate the makeup and they actually shutdown during Covid 
and so there was a lot of  supply chain issues, trials and 
tribulations associated with it. Now, I’m glad we’re passed 
the pandemic and people are back on the road, back doing 
things. It was really tough to put together a makeup brand 
from scratch in the face of  all the global supply chain issues 
and the uncertainty around demand, and all of  the stuff  
that was associated with the years 2020 to 2021.

Can you speak about the actives in the formula, 
which is dermatologist-tested. Did any derms help 
with development? The blessing of  Covid was we got 
to spend a lot more time on our formula. We’re entirely 
made in the US. I was cognizant of  that, especially in the 
time that we were creating stuff , I could be there in per-
son, fl y over and make sure I could monitor everything 

and make sure it was a really 
high-quality makeup. We’re 
really proud of  that. Some-
thing that puts our formula 
apart from a lot of  the oth-
er brands out there is that 
over 20% of  the formula is a 
good, nourishing, hydrating 
skincare-type ingredients like 
squalene, glycerin, hyaluron-
ic acid—all these things that 
are moisturizing, hydrating, 
refreshing, and I think that 
the feedback we’ve already 
gotten from our customers 
is it’s just a fantastic formu-

la that, on top of  On the Glow being a very easy-to-use 
form factor, the formula is also great as well. In terms of  
a dermatologist, we did work with one of  my dearest men-
tors. Her name is Dawn French. She was the former global 
head of  R&D for P&G Beauty. Even though I didn’t come 
from the beauty industry, she was really my shining guide in 
making sure that everything was tested properly. I feel like 
she deserves a shout-out because she oversaw that whole 
development process.  ■

Listen to the 
full interview on

The Happi Podcast!

Nina Liu founded Kite Beauty as a solution for busy women who lack the time and energy to do their 
morning makeup. The brand’s debut product, On the Glow concealer, was created with oversight from 
a former P&G Beauty executive. The consultant-turned entrepreneur shares her launch story.

Nina Liu

Kite is made in the USA.
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