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Happi at 60!

Nobody talks about anti-aging anymore. Well-aging is the word(s) 
of  the day. Some people and businesses age better than others. 
Adjectives aside, there’s no stopping Father Time. And in 2023, 
Happi celebrates its diamond anniversary. 

Through most of  our history, Happi has been privately-held by Rodman 
Media. We got our start in June 1964, when Rodman J. Zilenziger began 
publishing Detergent Age. Within a few years, our name was changed to 
Household and Personal Products Industry (HAPPI) to better represent 
our scope of  coverage. 

Rod moved the company to Ramsey, NJ and began building a multi-title 
publishing group. Through that expansion, Rodman remained fi ercely 
independent. Our late founder retired in 1993. Rod Zilenziger Jr. took 
over and led a tremendous growth spurt. Today, Rodman Media includes 
11 websites, 10 magazines and several live events. 

Now, the third generation of  Zilenzigers is onboard; James Zilenziger 
serves as VP-operations. Stability isn’t limited to ownership. Executive 
Vice President Matt Montgomery has been with Rodman since 1978. I’m 
just the third editor in Happi’s history, having succeeded the late Hamilton 
C. Carson in 1993. 

Throughout my career, I’ve had the pleasure of  working with true 
professionals such as Managing Editor Christine Esposito, Senior Editor 
Melissa Meisel, Assistant Editor Lianna Albrizio and our sales team led by 
Publisher Art Largar and National Sales Director Tom Frangis. Making 
it all come together is Art Director Emily Fitterman and Production 
Manager Lisa St. Charles.

No matter whose name appears in the staff  box, we’ve always been de-
termined to cover all the key issues that impact our business—and we’re 
using more than the printed word to expand our coverage. Happi.com de-
buted in 1996. Since then, we’ve added videos, podcasts and other multi-
media tools. These investments, and our success, wouldn’t be possible 
without the support of  our readers and advertisers. Thank you!

Maybe it’s kismet, in 2023, I’m entering my 60th year of  existence, too. 
In fact, I’m just a month older than Happi. We’ve both experienced plenty 
of  bumps and bruises during the past six decades, but I’m confi dent that—
for Happi, at least—the best is yet to come. 

Happy New Year! Our team looks forward to connecting with you in-
person and online throughout 2023.
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NEWS FRONT

Three Trends Impacting Beauty  
And Personal Care in 2023

Mintel analysts revealed three key consumer trends set to im-
pact the global beauty and personal care industry this year. 
They are:
	� Beauty Rx: The medicalization of  beauty is leading to more 
demand for proof  behind claims, creating value through in-
gredient-led products and driving the market for “synthetic 
natural ingredients.”
	� Evolved Self-Care: Beauty is intended to be uplifting and 
can contribute to a post-pandemic sense of  self-care that 
includes sexual wellness, the hormone journey and wellness 
for every life stage.
	� New Rules of  Engagement: Brands should embrace dis-
ruption in the category to create new rules for engagement 
and building communities, allowing for more playfulness, 
experimentation and DIY.

According to Andrew 
McDougal, director, Mintel 
Beauty & Personal Care,  as 
the hunger for more efficient 
and potent products and 
treatments grows, consum-
ers will look further to find 
proof  that their money is be-
ing well-spent. 

McDougal says that while 
the amount of  time consum-
ers have to spend on wellness 
routines is contracting, when 
faced with stress and upheav-
al, they will look for ways to 
uplift themselves and beauty 
is the perfect category to sup-
port that. But no matter the 

approach brands and retailers take, it’s critical to ensure that all 
consumers feel seen and spoken to,” McDougal said.

McDougal said he expects to see global beauty companies 
focus on holistic habits and products that support everything 
from sleep to blood circulation and their connection to beauty.

SPENDING ON WELLNESS PAYS OFF, SAYS GWI
Consumer spending on wellness has exploded into a multi-tril-
lion market. But is all that money improving people’s wellbe-
ing and physical and mental health? Skeptics may say no, but 

the Global Wellness Institute (GWI) says new research shows 
spending on wellness can pay off.

Across countries, for every $844 increase in wellness spend-
ing per person, the average happiness level increases by nearly 
7%. An increase of  $769 in wellness spending per capita is 
associated with 1.26 years of  extra life, said GWI, based on 
data from the report.

While correlation does not necessarily mean causation, 
GWI says these important results clearly signal that there are 
benefits to be had from wellness spending.

 
OUTLOOK FOR I&I CLEANING WIPES IS STRONG
According to Kline’s Industrial & Institutional Cleaning Wipes 
USA study, demand for cleaning wipes will remain strong 
through 2026, as wipes are an easy tool that cleaning profes-
sionals and building occupants will use regularly to maintain 
clean and safe environments. Kline contends enhanced clean-
ing and disinfection will remain key focus areas, with more 
than 56% of  the end users noting an increased frequency of  
cleaning as the new standard of  cleanliness.

Sustainable wipes will garner further interest, with 14% of  
the end users saying that they have switched from chemical-
based wipes to more environment-friendly/green/plant-based 
products since the pandemic began, according to the study. 
Moreover, increased demand for plant-based or botanical ac-
tive ingredients, such as citric acid, lavender and thymol, will 
also appeal to end users looking to use more natural, less harsh 
chemical-based products in their cleaning procedures.

Kline predicts that online purchasing will continue to accel-
erate as more than 50% of  end users state that they now buy 
online from distributors, office supply stores, direct from wipes 
manufacturers, company-owned distribution arms and group 
purchasing organizations. 

WOMEN’S RAZOR MARKET TO RISE INTO 2028
According to Arizton’s latest research, the women’s razor  
market will grow at a CAGR of  4.85% from 2023-2028, 
driven by increasing product innovation, the growing devel-
opment of  facial razors for women and the impact of  the 
genderless movement. 

Another driver is sustainability; market players are launch-
ing eco-friendly facial razors for women, according to data 
from Arizton. n

Beauty is intended to be uplifting and 

can contribute to a post-pandemic 

sense of self-care that includes sexual 

wellness, according to Mintel.
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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

Jarchem’s Silky Shave Cream
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Jarchem
www.jarchem.com
973-344-0600

INGREDIENTS WT%
Phase A
Water q.s to 100.00
Phase B
Veegum Ultra (Vanderbilt Minerals, LLC)  2.00 

(Magnesium aluminum silicate)
Xanthan gum 0.50
Zemea (Dupont Tate & Lyle) (Propanediol) 0.50
Phase C
Caprylic/capric triglyceride 4.00
Naturechem GMHS (Vertellus) (Glyceryl hydroxystearate) 4.00
Actique Shikon (Jarchem) (Caprylic/Capric triglyceride  3.50 

(and) Lithospermum erythrorhizon root extract)
Cetyl alcohol 1.20
Protachem EGDS (Protameen) (Glycol distearate) 5.00
Surfactol 365 (Vertellus) (PEG-40 Castor Oil) 0.75
Surfactol 318 (Vertellus) (PEG-5 Castor Oil) 0.60
Phase D
Aminosyl L30 (Jarchem) (Sodium lauroyl sarcosinate) 5.00
Zeastat (Inolex) (Caprylhydroxamic acid (and) propanediol) 1.00
Lexgard H (Inolex) (1,2-Hexanediol) 0.80
Fragrance 0.30
Phase E
Sodium hydroxide 50% q.s

PROCEDURE: Premix B, then add to A. Heat batch to 75°C. 
In a separate vessel, premix C at 75°C until melted and uniform, 
then add to A/B. Remove batch from heat. Premix D, then add 
to A/B/C. Add E to A/B/C/D until batch reaches a pH of  10.0-
10.5. PROPERTIES: pH: 10.02. Appearance: Pale lavender. 

RETINOL 2IN1 SOLID CLEANSER & FACE MASK
DSM
www.dsm.com

INGREDIENTS WT%
Phase A
Refined Almond Oil (Gustav Heess) (Prunus  14.60 

amygdalus dulcis oil)
Tegesoft PFO (BASF) (Passiflora incarnata seed oil) 14.60
Avocado Oil DAC (Gustav Heess)  6.10 

(Persea gratissima oil)
Argan oil (DSM Nutritonal Products Ltd.)  3.00 

(Argania spinosa kernel oil)
Cocoa Butter Oil(Gustav Heess)  3.70 

(Theobroma cacao seed butter)
Macadamia Nut Oil (Gustav Heess)  14.60 

(Macadamia integrifolia seed oil)
Life’s GLA 10 N-6 Oil (DSM Nutritional  2.00 

Products, Ltd.) (Oenothera biennis oil,  
ascorbyl palmitate, tocopherol)

Castor Oil EU and NOP  2.00 
(Gustav Heess) (Ricinus communis seed oil)

Phase B 
White Kaolinite Clay (Argiles DU Bassin  10.00 

Mediterranean) (Kaolin)
Valvance Look 100 (DSM Nutritional  3.00 

Products, Ltd.) (Silica, titanium dioxide)
PGQ TiO2 R250 (Daito Kasei Kogyo Co. Ltd.)  2.00 

(CI 77891, Polyglyceryl-2 tetraisostearate)
Phase C
Sodium hydroxide pellets emprove (Merck KGAA)  7.60 

(Sodium hydroxide)
Water Demineralized 14.20
Phase D
Retinol CB 50 (DSM Nutritional Products, Ltd.)  0.20 

(Retinol, undecane, tridecane, tocopherol)
Stay-C 50 (DSM Nutritional Products, Ltd.)  0.50 

(Sodium ascorbyl phosphate)
Tocopherol, Helianthus annus seed oil 0.20
Pentavitin (DSM Nutritional Products, Ltd.)  1.00 

(Saccharide isomerate, aqua, citric acid, sodium citrate)
Hammam Spirit Natflor RT65097 (Parfum) 0.70

PROCEDURE: Heat phase A to 40°C under stirring. Add 
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FORMULARY
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phase B into phase A and homogenize under Ultra-Turrax 
stirring. Keep stirring until the “trace” stap is obtained. 
The mix may self-heat, if  it is the case, stop stirring if  it’s 
the case. Add phase D, one by one, under stirring. Pour the 
mix into the mold and let dry for minimum 24 hours. Put 
it out of  the mold when the formulation is solid. PROPER-
TIES: pH: 10.6. Viscosity: Solid.

FACIAL CLEANSER WITH MARULA OIL
CHT 
www.cht.com

INGREDIENTS WT%
Phase A
Water q.s. to 100.00
Multani Mitti Clay (Loess (Fuller’s Earth) 14.00
Glycerin 3.00
Rheocare XGN (BASF) (Xanthan gum) 0.30
Jaguar HP 105 (Solvay) (Hydroxypropyl guar) 0.30
Phase B
Lanette D (BASF) (Cetearyl alcohol) 2.00
CHT-BeauSil PEG 010 (CHT) (PEG/PPG-15/5  2.00 

dimethicone)
CHT-BeauSil PEG 205 (CHT) (PEG-12 dimethicone) 1.00
Eumulgin SML 20 (BASF) (Polysorbate 20) 3.00
Marula Oil (Sclerocarya birrea seed oil) 1.50
Phase C 
Plantacare 818 UP (BASF) (Coco glucoside) 10.00
Dehyton MC (BASF) (Sodium cocoamphoacetate) 5.00
Citric Acid q.s.
Phase D
CHT-BeauSil GEL 8187 EM (CHT) (Dimethicone  2.50 

(and) polysilicone-11 (and) decyl glucoside (and)  
butylene glycol)

Phase E
Vitamin E (Merck) (Tocopherol) 1.00
Preservative agent (eg, 1.0% Euxyl K 900, Ashland) q.s.
Fragrance q.s.

PROCEDURE: Mix all ingredients of  phase A and heat 
to 70°C. Blend all ingredients of  phase B, heat to 70°C and 
add to phase A. Cool down to 45°C and add ingredients 
of  phase C to phase AB and stir more slowly. Adjust pH 
to 5.5-6.0. Add phase D to phase ABC. Add ingredients 
of  phase E to phase ABCD. PROPERTIES: Appearance: 
Brown lotion. pH value: 5.5-6.0. Viscosity: Approx. 7,500 
mPas (20rpm, 20°C). Stability: 3x Freeze/ thaw test, 4 
weeks RT / 45°C.

REVIVE SHOWERLESS SHAMPOO SPRAY
Essential Ingredients
www.essentialingredients.com
770-831-9010

INGREDIENTS WT%
Phase A
Water 88.10
Zemea propanediol (Covation Biosciences) (Propanediol) 5.00
Sodium cocoyl glutamate (Clariant) (Hostapon CGN) 1.00
Phase B
Floresters 15 (Floratech) (Jojoba esters, tocopherol) 2.50
Floramac 10 (Floratech) (Ethyl macadamiate) 0.50
Fancol Polyiso CG-450 (Elementis) (Hydrogenerated  0.25 

polyisobutene) 
Pemulen TR-2 (Lubrizol) (Acrylates/C10-30/ 0.25 

Alkyl acrylate crosspolymer)
Phase C
Velsan EHG (Clariant) (Ethylhexylglycerine) 0.10
Phenoxyethanol (Clariant) 0.90
Water (and) Sodium hydroxide (NaOH 25% Solution) q.s.
Merquat 3330PR (Lubrizol) (Polyquaternium-39) 0.90
AN242912 (Arylessence) (Himalayan Salt Concept WS) 0.50

PROCEDURE: Combine phase A in an appropriate vessel. 
Mix thoroughly. In a separate container, add phase B compo-
nents, one at a time, mixing thoroughly after each addition. Note 
the Pemulen TR-2 will only be dispersed and will not go clear. 
Once the dispersion is uniform, it’s ready to transfer. Once both 
phases are homogenous, add the phase B mixture to the phase A 
mixture. Mix thoroughly. Once the A/B mixture is homogenous, 
add the Velsan and the Phenoxyethanol to the mixture, mixing 
thoroughly. Use the NaOH solution to adjust the pH to approxi-
mately 7. Once the pH has been adjusted, add the remaining 
phase C components, and mix thoroughly after each addition. 
PROPERTIES: Appearance: Milky, watery liquid. pH: 7.06.

SWIMMERS SHAMPOO
Coast Southwest, Inc.
800-621-0500
info@coastsouthwest.com
www.coastsouthwest.com

INGREDIENTS WT%
Phase A 
Water 43.40
Dipropylene Glycol (Coast Southwest, Inc.)  3.00
(Dipropylene glycol) 
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Endiquest GLDA (Coast Southwest, Inc.)  0.10 
(Tetrasodium glutamate diacetate)

Glycerin 99.7%, USP (Coast Southwest, Inc.) (Glycerin) 1.00
Phase B
Endicare CT 100 (Coast Southwest, Inc.)  2.00 

(Cetearyl alcohol (and) cetrimonium bromide)
Phase C
Endinol MILD B-SF65A (Coast Southwest, Inc.) 35.00 

(Sodium cocoyl isethionate (and) cocamidopropyl 
 hydroxysultaine (and) lauryl glucoside (and) cocamido-

propylamine oxide (and) caprylyl/capryl glucoside)
SCT-725 (Coast Southwest, Inc., Southern Chemical  10.00 

and Textiles) (Disodium lauryl sulfosuccinate)
Endinol KC (Coast Southwest, Inc.) (Potassium cocoate) 3.00
Phase D
Endamide MIPA (Coast Southwest, Inc.) (Cocamide MIPA) 2.00
Phase E
Sharomix Amplify AM24 (Coast Southwest, Inc.,  0.50 

Sharon-Laboratories Ltd.) (Caprylyl glycol   
(and) methylpropanediol (and) didecyldimonium  
chloride (and) polyquaternium-80)

Phase F
NaCl (Sodium chloride) q.s.

PROCEDURE: Add phase A to main vessel and set heat to 
70°C. Mix until uniform and translucent. At 55°C to 60°C 
add phase B and continue heating and mixing. While heating 
to 70°C, add phase C in order and combine until uniform. At 
70°C add phase D and allow to become uniform. Discontinue 
heat. At 40°C to 45°C, add phase E. Add phase F as needed 
for viscosity. PROPERTIES: pH: 6.5 to 7.5. Viscosity: spin-
dle 04 @ 60 rpm = 2,000 to 3,000 cst.

BARELY THERE HAND LOTION
Koster Keunen 
www.kosterkeunen.com

INGREDIENTS WT%
Phase A
Deionized water 78.50
Glycerin 4.00
Pemulen TR-2 (Lubrizol) (Acrylates/C10-30  0.1 

alkyl acrylate crosspolymer)
NaOH 10% (Sodium hydroxide) 0.4
Optiphen (Brenntag Specialties) (Phenoxyethanol,  1.00 

caprylyl glycol)
Phase B
Kostol NatureMuls (Koster Keunen) (Candelilla/ 5.00 

jojoba/rice bran polyglyceryl-3 esters, glyceryl  
stearate, cetearyl alcohol, sodium stearoyl lactylate)

Kester Wax K-56 (Koster Keunen) (Cetyl stearate) 3.00
Kester Wax K-24 (Koster Keunen) (Lauryl laurate) 5.00
Jeechem CTG (Jeen International) (Caprylic/ 3.00 

capric triglyceride)

PROCEDURE: Combine phase A ingredients and heat to 
80-85°C. Combine phase B ingredients and heat to 80-85°C. 
Once both phases are at temperature, add phase B to phase A 
and increase mixing speed. When emulsion is smooth, check 
pH and adjust if  necessary. Cool at medium speed to 50°C or 
less, pour into containers. PROPERTIES: Stability: Three 
months at room temperature, three months at 45°C, three 
freeze/thaw cycles. 

SENSATIONALLY SUDSY SHAMPOO BAR
Siltech
www.siltech.com

INGREDIENTS WT%
Phase A
Glycerin 15.00
Silsurf  Di-T108 (Siltech) (BIS-PEG-8 PEG-8 dimethicone) 4.00
Iselux LQ-CLR (Innospec) (Sodium lauroyl  19.00 

methyl isethionate)
Jordapon SCI (BASF) (Sodium cocoyl isethionate) 36.00
Phase B
Crodacol C-95 NF (Croda) (Cetyl alcohol) 22.00
Phase C
Silquat Di-30-F4D (Siltech) (Quaternium-80) 4.00

PROCEDURE: Combine ingredients in phase A in a contain-
er, turn on heat and start the mixer. Combine phase B ingredi-
ents in a separate vessel, heat until the max melts. When phase 
A ingredients have melted and are homogenous (~100°C) add 
phase B to A. Turn off the heating source. Add phase C and 
mix until the temperature is around 70-80°C. Pour into a mold.

IVC CONCENTRATED SERUM
Seiwa Kasei Co., Ltd.
+81-72-987-2626

INGREDIENTS WT%
Amitose DGA (Seiwa Kasei) 55.80
Glycerin 7.40
Ethoxydiglycol 25.00
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Potassium hydroxide q.s.
Water qs to 100.00

PROCEDURE: Combine all ingredients and stir. Formula-
tion is stable for a month under the condition of  25°C and 
50°C. PROPERTIES: pH: 3.0-4.0.

SWEET SUGAR LOTION
Barentz 
www.barentz-na.com

INGREDIENTS WT%
Phase A
Purified water 75.38
Glystar A31 (Sorbital and glycerin) 2.00
Phase B
Oxismooth CO (Isoamyl cocoate) 8.00
Oxismooth CP (Isoamyl capryate caprate) 2.00
Lincamul CA (Cetyl alcohol) 2.00
PolyAquol 2W (Polyglyceryl-2 stearate, glyceryl  2.50 

stearate, stearyl alcohol)

Glyceryl stearate 2.00
CireNat Sugarcane Wax (Saccharum officinarum) 2.00
Macadamia Nut Oil 0.50
Kalahari Melon Seed Oil (Citrullus ianatus  1.00 

(Kalahari melon) seed oil)
Phase C
Linatural Ultra-3 (Propanediol (natural), pentylene  2.00 

glycol (natural), phenethyl alcohol (natural)
Rosewater 135K06 0.50
Citric acid (50%) q.s.
NaOH (10%) (Sodium hydroxide) 0.12

PROCEDURE: Add water and Glystar A1 to main vessel 
and begin heating to 70-75°C, mixing with moderate agitation 
(phase A). Add all phase B ingredients to a side kettle and be-
gin heating to 70-75°C, mixing with moderate agitation. Once 
phase A and B are at 70-75°C and all materials of  phase B have 
melted, add phase B to phase A and mix until homogenous. 
Turn off heat of  main vessel and homogenize batch. Begin cool-
ing batch to 40°C. Add phase C ingredients to main vessel be-
low 40°C. QC batch. PROPERTIES: Appearance: Off-white 
lotion. Viscosity: 3,000-6,000 cps. pH: 6.0-7.0. n
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PATENTS

Wrigley Patents Magnolia Bark Extract  
In Oral Care Application 

US Patent 11,510,865 B2 (Henk J. 
Busscher, Michael W. Dodds, Ama-
rnath Maitra, Stefan Wessel, Hen-
ny C. Van Der Mei); Wm. Wrigley Jr. 
Company, Chicago, patented an oral 
composition for freshening breath. The 
composition contains magnolia extract 
and hydrocarbon (hexadecane). The 
composition effectively removes one or 
more oral bacteria, selected from the 
group consisting of: S. mutans, P. gin-
givalis, F. nucleatum, and combinations 
thereof, from the oral cavity.

HAIR TREATMENT  
REDUCES BREAKAGE
US Patent No. 11,491,092 B2 (Eric D. 
Pressly); Chembeau LLC, Santa Bar-
bara, CA, patented a method of  treating 
hair to reduce or prevent breakage. It is 
comprised of  mixing a cosmetic formu-
lation with a cosmetically acceptable car-
rier and applying that treatment to the 
damaged hair.

The treatment comprises bis(2-eth-
ylhexyl) maleate and one or more sur-
factants, wherein the amount of  bis(2-
ethylhexyl) maleate in the cosmetic 
formulation is at least about 70% by 
weight, and wherein the amount of  the 
one or more surfactants in the cosmetic 
formulation is about 0.5-10% by weight. 

The carrier is comprised of  water, and 
the hair treatment formulation compris-
es at least about 50 wt.% of  water. The 
breakage of  the hair is decreased by at 
least 5% compared to untreated hair.

KOSÉ’S COLORLESS MAKEUP 
TURNS RED WHEN APPLIED
US Patent No. 11,491,095 B2 (Ryuta 
Azuma, Ryo Kakimoto, Takayuki 
Kimura); Kosé Corporation patented a 
colorless oily makeup cosmetic. It con-
tains (a) one or two dyes selected from 
Red No. 218 and Red No. 223; wherein 
content rate of  the component (a) is 0.01 
to 1.0% by mass relative to the mass of  
the cosmetic and (b) an oil agent, where-
in the mixture of  the (a) and the (b) are 
at a mass ratio (a):(b) of  0.1:100, the 
mixture having a difference of  0.2 or less 
between a maximum absorbance and a 
minimum absorbance in a wavelength 
region of  500 to 600 nm. Component 
(b) is polyglyceryl-2 triisostearate having 
methyl-branched isostearic acid groups 
wherein content rate of  the component 
(b) is 65 to 99.9% by mass relative to a 
mass of  the cosmetic.

The colorless cosmetic develops a red 
color on application to skin and/or lips.

HAIR GROWTH FORMULA 
BASED ON FENUGREEK
US Patent No. 11,491,103 B1; Mahi-
sha Jones of  Avondale Estates, GA pat-
ented a hair growth formula that con-
sists of  ground fenugreek or fenugreek 
seeds or both; onion power; nettle leaf  
powder; orange peel powder; ground 
rosemary; lavender flowers; spearmint 
leaves; one or more of  coconut oil; olive 
oil; castor oil and glycerin. The formula 
is combined into a gel for delivery.

P&G PATENTS STICK  
AP AND DEODORANTS
US Patent No. 11,491,099 B2 (David 
Arthur Sturgis, Jianjun Justin Li, 
Marc Adam Flickinger, Virginia 
Tzung-Hwei Hutchins, Steven Lou-
is Diersing, Steven Michael Wu-
jek); Procter & Gamble patented an an-
hydrous stick composition that contains 
a deodorant active, an antiperspirant ac-
tive, or a combination thereof; a carrier; 
a structurant comprising stearyl alcohol; 
and a cyclodextrin perfume complex 
comprising cyclodextrin and a perfume.

REMOVABLE HAIR COLORING 
COMPOSITION & METHODS
US Patent No. 11,510,864 B2; Melissa 
Joy Crew of  Irvine, CA received a patent 
for a removable hair coloring composi-
tion. It is comprised of  at least one hair 
color composition or compound; and 
at least one sealing component or com-
pound, wherein each of  the at least one 
hair color composition or compound, or 
the at least one sealing component or 
compound can be physically dissolved, 
physically removed, or a combination 
thereof  when mixed with at least one 
natural oil.

FOAM HAND SANITIZER 
US Patent No. 11,517,510 B2 (King 
Lun Yeung, Ying Li, Ning Zhan); 
Chiaphua Industries and Germagic 
Biochemical Technology patented a 
foam hand sanitizer that contains a 
foaming agent; a stabilizing agent; a skin 
care agent; a freshness agent comprising 
menthone glycerin acetal; and suspend-
ed disinfecting capsules. The capsules 
have a polymer shell having a core com-
prising an antimicrobial material. n

Wrigley’s patent includes extract of magnolia.
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REGULATIONS

ACI Challenges Petition on Polyvinyl  
Alcohol Film in Laundry, Dish Detergent

The American Cleaning Institute (ACI) released a statement 
in response to a petition from Blueland and the Plastic Pollu-
tion Coalition calling for the Environmental Protection Agen-
cy (EPA) to limit the use of  polyvinyl alcohol film (also known 
as PVA or PVOH film) in laundry packets and automatic dish-
washer detergent tablets.

According to ACI, detergent packets contain highly concen-
trated cleaning formulas encased in a water-soluble film which 
is made of  PVA/PVOH. These films are designed to dissolve 
completely in washing and dishwashing machines and then 
flow down the drain with the wash water. The films used in 
detergent packets, along with the ingredients they encapsulate, 
are safe to use in the home and meet rigorous test methods to 
ensure they fully dissolve and biodegrade after use.

The PVOH used in detergent products is accepted by the 
US EPA Safer Choice program and other eco-labeling orga-
nizations around the world. PVOH is listed on the EPA’s Safer 
Chemicals Ingredients List.

According to ACI, the design innovations in this format al-
lows for more concentrated formulas to deliver effective clean-
ing power. The form also uses significantly less water than 
traditional detergent formats, allowing for less CO2 emission 
from shipping activities because of  the products’ reduced 
weight and packaging, and they are very effective in washing 
clothing in cold water temperatures.

ACI contends in a statement: “Because this chemistry has 
enabled these innovative laundry and automatic dishwashing 
product formats, it is extremely disappointing to learn about 
the misinformation that is being spread about PVA/PVOH.

“We believe this recent effort by NGOs to petition the EPA 
is part of  an ongoing marketing campaign funded by a com-
pany with an interest in preventing other companies from us-
ing this technology. This marketing campaign, which aims to 
discredit PVOH and the companies that use it, ignores de-
cades of  science and research demonstrating the biodegrad-
ability of  this chemistry.”

In November 2022, Blueland and Plastic Pollution Coali-
tion announced a formal action to petition the EPA to regu-
late the use of  plastic film (PVA) in consumer packaged goods, 
including all laundry detergent pods and sheets by requesting 
health and environmental safety tests of  polyvinyl alcohol and 
removing it from the Safer Choice List and Safer Chemical 
Ingredients List until the EPA can complete the requested 

health and environmental safety testing. The efforts were 
joined by Made Safe, Beyond Plastics, Plastic Oceans Inter-
national, 5 Gyres, Lonely Whale and the Shaw Institute. They 
hope to garner support from the public with their petition, 
said Blueland in a media statement.

This announcement follows research published in the In-
ternational Journal of  Environmental and Public Health, 
conducted by researchers at Plastic Oceans International and 
commissioned by Blueland on the plastic film used in plastic 
PVA laundry and dishwasher pods. The study shows that over 
~75% of  intact plastic particles from laundry and dishwasher 
pods can be released into oceans, rivers, canals and soil, high-
lighting that pods are plastic and not readily biodegradable, 
according to Blueland.

In addition to laundry detergent pods and sheets, polyvinyl 
alcohol (PVA) is widely used to produce a wide range of  con-
sumer goods such as fishing gear and hospital laundry bags, 
said the Blueland statement.

RIFM EXPERT PANEL APPROVES SAFETY  
ASSESSMENT FOR PETITGRAIN MANDARIN OIL
The Research Institute for Fragrance Materials (RIFM) re-
cently submitted its first Expert Panel-approved safety assess-

ment for a Natural Complex 
Substance, petitgrain mandarin 
oil. The evaluation followed the 
guidelines in RIFM’s Criteria 
Document for Natural Com-
plex Substance materials. 

A Natural Complex Sub-
stance (NCS), is extracted from 
plants and used in fragrance 
mixtures for various consumer 
products. An NCS contains sev-

eral unique fragrance materials with different physical-chem-
ical properties, making its assessment more complicated than 
an individual ingredient. 

RIFM’s current safety assessment program has focused on 
individual or discrete ingredients and follows the 2015 Crite-
ria Document. RIFM expects to complete the full palette of  
discrete materials currently in use by 2024 and safety assess-
ments on the NCS materials by 2028.
https://rifm.org n
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MARKETING NEWS

Laura Geller’s New Campaign  
Tackles Aging in Beauty 

Laura Geller Beauty has unveiled its “Reverse Photoshop” 
campaign, which the beauty brand says tackles society’s fixa-
tion on aging. It features entrepreneur/TV star Bethenny 
Frankel—who has been vocal about cosmetic procedures, fil-
tering and photoshop on social media—with a photoshopped 
face that shows added wrinkles and fine lines. 

“We want to create a new version of  what’s considered 
‘beautiful’ in society for women in all stages of  their lives, 
and we’re very excited to have Bethenny join us on this 
mission,” said Laura Geller, the veteran makeup artist and 
brand founder.

In previous work, Laura Geller Beauty partnered with Pau-
lina Porizkova to create the ‘Let’s Get Old Together’ cam-
paign. The brand also features women over 40 in all its mar-
keting and social media messaging.

UNWRAPPED LIFE REBRANDS AS NOTICE HAIR CO.
Six-year old Canadian sustainable hair care company Un-
wrapped Life has rebranded as Notice Hair Co. In addition to 
the new name, the rebranding effort includes a redesign of  the 
brand’s logo, packaging and labeling as well as development 
of  a new website and e-store. n

CEW Beauty Creator Award Winners  
From the 1000+ entries submitted for the Cosmetic Executive 
Women’s 29th Annual Beauty Creators Awards, here are the 
winners:

Anti-Aging: Drunk Elephant C-Firma Fresh Day Serum
Bath and Body: Olay Firming Body Lotion with Collagen
CBD Beauty: Saint Jane Beauty Sacred Sleep Overnight 
Repair

Cleanser and Scrub: Beekman 1802 Milk Wash
Eye Product: Bobbi Brown Cosmetics Long-Wear Cream 
Shadow Stick

Eye Treatment: L’Oréal Paris Revitalift Derm Intensives 2.5% 
Pure Hyaluronic Acid + Caffeine Eye Serum

Face Masks: Kiehl’s Since 1851 Ultra Facial Overnight 
Hydrating Face Mask with 10.5% Squalane

Face Product: Nars Cosmetics Light Reflecting Foundation
Hair Coloring: Color Wow Root Cover Up
Hair Shampoo/Hair Conditioner (Tie): Briogeo Hair Care 
Don’t Despair, Repair! MegaStrength + rice water protein + 
moisture strengthening treatment and Ouai Haircare Detox 
Shampoo

Hair Style/Hair Care: Olaplex No. 9 Bond Protector 
Nourishing Hair Serum

Hair Tools: Dyson Flyaway attachment
Iconic Beauty Award: La Mer The Moisturizing Soft Cream
Indie Brand: Summer Fridays
Indie Skincare: Glow Recipe Strawberry Smooth BHA + AHA 
Salicylic Serum

Influencer of the Year: Mariale Marrero 
Launch of the Year: Olay Regenerist, Vitamin C + Peptide 24 
Hydrating Moisturizer

Lip Product: MAC Cosmetics Glow Play Lip Balm
Lip Treatment: Biologique Recherche Liftkiss
Makeup Tools: ELF Cosmetics Putty Primer Brush and 
Applicator

Men’s Grooming: SheaMoisture Men Smoothing Shave 
Butter

Men’s Scent (tie): Burberry Hero and Hermès H24 eau de 
toilette

Moisturizer (Face): SK-II Skinpower Airy Milky Lotion
Nail Product: Essie hard to resist nail strengthener
Personal Care: Dove Ultimate Antiperspirant
Retailer of the Year: Amazon
Sexual Wellness: The Honey Pot Company Soothing Vulva 
Wash

Skincare Tools: FaceGym FaceShot
Sun Product (Tie): Neutrogena Ultra Sheer Face Serum SPF 
60+ and Supergoop! (Re)setting Refreshing Mist SPF 40

Supplier Award/Ingredients & Formulation: Symrise 
SymHair Thermo

Sustainability Excellence: Upcircle Beauty
Wellness products, Aromatherapy, and Beauty Wellness 
Supplements: Dr. Teal’s Sleep Spray with Melatonin & 
Essential Oils

Women’s Scent: Billie Eilish - Eilish
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NOTES FROM CHINA

Ally Dai
Freelance Writer

allisondai@126.com
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■ ■ ■

Ally Dai is a freelance writer/independent consul-
tant based in Shanghai. She has covered the beau-
ty industry for more than 15 years. Previously a se-
nior editor and industry researcher, she now works 
on content creation with publishing houses, event 
organizers and PR companies in the personal care 
and life science industries. 

Lifting Moods in China’s 
Downbeat Beauty Market

Melancholy is the mood of  
consumers in the world’s 
No. 2 beauty market.

Clearly, in China’s beau-
ty market nowadays, the sentiment is 
anything but upbeat. Compared to a 
26.6% increase in 2021, retail sales 
of  cosmetics for the fi rst nine months 
of  2022 fell 2.5% to about $38.7 bil-
lion. That’s the worst performance in 
the past decade, according to the lat-
est fi gures from the National Statistics 
Bureau. And the impact has also been 
felt during this year’s Double 11 Shop-
ping Extravaganza.

A DOUBLE 11 DOWNER
In sharp contrast with previous feverish 
growth, 2022 China Double 11 cooled 
considerably in its 14th year. Unlike in 
years past, there were no heavy pro-
motions, no live gala ceremonies and 
no Gross Merchandise Volume (GMV) 
results proudly announced by Alibaba 
and JD.com, two e-commerce giants. 
Here’s a quick recap of  limited sales 
information published so far.

According to Syntun, a third-party 
digital retail data provider, for this 

year’s Double 11 (from 8pm on Octo-
ber 31 to 11:59pm on November 11), 
the GMV of  the major e-commerce 
platforms (including traditional and 
live-streaming ones) was estimated 
to be $155 billion. In terms of  sales, 
personal care and cosmetics lagged 
household appliances, mobile phones 
and digital devices, and apparel. Skin 
care sales exceeded $8.4 billion. Fra-
grance and makeup sales totaled $3.0 
billion.

Across the leading e-commerce plat-
forms (Tmall and JD) and content-
sharing ones (Douyin and Kuaishou), 
Austin Li still tops the list of  best 
performing live-streamers. The top 
10 best-selling beauty brands lists are 
similar in Tmall and Douyin (the Chi-
nese version of  TikTok), where the big 
international names dominate. A few 
domestic ones making the lists include 
Proya by Proya Cosmetics, Winona by 

Botany, Chando by Jala, and MedRe-
pair and QuadHA of  Bloomage Bio-
Technology in skin care, and Florasis 
by Yige Beauty, and Zhuben  by Shu-
cai Network Technology in makeup.

By product category, facial masks, se-
rums and medicated skin care outper-
formed the rest, and the former two are 
led by the domestic players. The SKUs 
in these lists include Winona’s Sooth-
ing Repairing Freeze-Dried Mask, and 
Inoherb’s Gentiana Repairing Freeze-
Dried Essential Mask, as well as Quad-
ha’s Superior Antioxidant Concentrated 
Essence and Proya Elastic Brightening 
Youth Essence. If  best-selling lists ex-
pand from Top 10 to Top 20, we can 
fi nd the rising proportion of  domestic 
brands, with Douyin a more popular 
destination than Tmall. 

A LACKLUSTER YEAR
Overall, “lackluster” is the word that 
best describes China’s beauty market 
performance during the past year. 
This is somehow expected under the 
recent covid policy which largely led 
to logistic and supply chain disrup-
tions, as well as depressed consumer 
sentiment and a shift in buying priori-
ties. Still, some reports argue for the 
market resilience by describing it as 
“maturing.” Commenting on the sales 
performance for this Double 11 in a 
positive tone, both Alibaba and JD 
stressed the need to think more about 
the offl  ine economy, and better service 
and consumer experience.

SCENT LIFTS MOOD 
Experience is a buzzword for retailers 
and brands. Experience is an eff ective 
way to attract and retain the consumers. 

Fragrance can help brighten the 

mood for Chinese consumers.
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In the wake of  the pandemic, especially 
under increasing mental stress caused by 
the recent strict lockdowns across Chi-
na, people’s desire for mood enhancers 
or pleasure is running high. They want 
products that boost the mood with a ho-
listic approach; i.e., reinforcing sensory 
experiences with visual, tactile, olfac-
tory and even audio elements. Scent is 
a leading sensory experience in beauty 
and personal care. 

Actually, scent-based remedies or 
aromatherapy have been actively pur-
sued for years by consumers with a 
commonsense belief  that scents can 
improve mental and physical wellbe-
ing. Perfume and fragrance product 
sales overtook makeup expenditures 
last year, thanks largely to increasing 
self-pampering and health awareness 
among young people. For perfume and 
fragrance, Alibaba reported that the 
sales on its platforms grew over 20% 
since May 2020. And various market 
research companies also forecast dou-
ble-digit growth for this sector in com-
ing years, like a CAGR of  17% with 
sales reaching $2.14 billion by 2025, 
according to Mintel. 

Apart from soaring sales of  tradi-
tional perfume and fragrance, the mar-
ket is also witnessing a rapid rise in 
fragranced products featuring mood-
enhancing scents, that are often based 
on aromatherapy or contain essential 
oils. This newly broadened subcategory 
ranges from personal care to household 
care products, be it fragranced facial/
hair/body care and oral care, to fabric 
care and home care. It all taps into the 
consumers’ craving for something that 
could improve their wellbeing through 
olfactory experiences—dubbed the “ol-
factory economy” in China.

DOMESTIC ACTIVITIES
Against this backdrop, the key market 
players waste no time to capture the 
opportunities. On the one side, there 

has been a flurry of  brands and prod-
ucts coming into the perfume and 
fragrance scene, which up until now 
is largely dominated by the interna-
tional prestige marketers and brands. 
Meanwhile we are seeing a rapid rise 
in homegrown niche brands, includ-
ing Documents (acquired by L’Oréal 
earlier this year), To Summer, Scent 
Library, Uttori, Reclassified  (RE) and 
Young Beast, as well as the debut of  
Emotif  by ByteDance, TikTok’s par-
ent company last September. 

On the flip side, an increasing number 
of  skin care brands are doubling down 
on efforts to enter the subcategory of  
fragranced skin care products, essential-
ly using scents as a differentiating factor. 
Some notable examples include Zhuben 
in makeup cleanser and Little Dream 
Garden in body care, all prioritizing the 
scent experiences and winning in this 
year’s Double 11 skin care category.

Another interesting example is Proct-
er & Gamble’s Safeguard soap. The 
brand debuted its first perfume in its 
local online store in September. This 
limited edition reportedly features a sig-
nature scent of  the brand’s best-selling 

soap and body wash in China, so-called 
“pure white” or “the scent of  protec-
tion.” The launch is a marketing cam-
paign to celebrate the brand’s 30th an-
niversary, but it is also viewed as a test to 
see if  this approach has promise.

A MIXED PICTURE
Economic uncertainty has consumers 
on edge. The downbeat mood explains 
the sluggish sales figures in many dis-
cretionary categories during this year’s 
Double 11.  While the overall picture 
of  beauty sales looks gloomy, the new 
subcategory of  fragranced products 
offers promise. That’s due, in part, 
to the booming “olfactory economy” 
driven by pleasure-seeking consumers.

Increasingly viewed as a new growth 
area in China, it is getting better at 
tapping into the local consumers’  
strong quest for emotional benefits, 
with innovative scents often with local 
twists like the notes of  Osmanthus, as 
well as the help of  technological ad-
vancements enabling the quantitative 
measurement of  subjective feelings, 
and immersive interactions and digital 
engagement. n

Covid-induced lockdowns left retail stores empty.

24-25_NotesfromChina_0123.indd   2524-25_NotesfromChina_0123.indd   25 12/20/22   5:15 PM12/20/22   5:15 PM

http://HAPPI.COM


26  /  JANUARY 2023  /  HAPPI.COM

OUT OF AFRICA

Zeze Oriaikhi-Sao
Malée, Founder

office@maleeonline.com
n n n

Zeze Oriaikhi-Sao is an entrepreneur, influential 
speaker, sought-after brand consultant and free-
lance columnist with a focus on Innovation, sus-
tainability and leadership in the cosmetics, luxury 
goods and start-up industries. As the founder of 
Malée, Africa’s first global luxury fragrance and 
body care brand, an advisory board member at In-
nocos, the world beauty innovations summit, Ori-
aikhi-Sao has established herself as a leader in the 
African-made luxury goods market. She has been 
featured on CNN, The Telegraph and The Daily 
Mail. She hosts the podcast Third Culture Africans, 
and inspires a vast audience with entrepreneurial 
and lifestyle Insights at zezeonline.

Hair Care Remains
The Crown Jewel of Beauty

Throughout history, squarely at the 
intersection of  political and social 
right movements, hair has always 
been a form of  political expression.  

  Regardless of  race, creed or social stand-
ing, all women and men can relate to hav-
ing a relationship with their hair. While 
the recent protests from the women of  
Iran have served as a catalyst for head-
lines across the globe, attention to hair, its 
importance and its symbolism has been 
brought to the fore all over the world.  
  For centuries, what women and men do 
with their hair has always been linked to 
social change. Hair has been used as sym-
bols of  empowerment, political messages, 
defiance and identity; from Samson in the 
Bible to the ancient Egyptian wigs worn 
by Cleopatra.

For African women and men, this 
relationship with their hair is far more 
complex and dates back as early as 
the 15th Century. An African woman 
or girl’s hairstyle would be used as a 
marker for her marital status, age, re-
ligion, ethnic identity, wealth and rank 

in the community. Hair for the African 
woman and man is tied to a sense of  
self, identity, a sense of  belonging in 
their community and most important-
ly an expression of  beauty. 

The versatility of  “Afro” hair means 
that African consumers have a range of  
options to consider when it comes to car-
ing for their hair. These options include 
head wraps, plaits, braids, dreadlocks or 
even wearing natural curls. The African 
hair consumer has a range of  needs and 
as a result, the bargaining power of  the 
African consumer drives the market. 

BY THE NUMBERS
Today, most hair care brands across the 
globe are making way for more inclusive 
ranges fuelled by the technological con-
nectivity that provides an amplification 
of  the African consumer voices.

The African hair care market post 
covid-19 pandemic, will grow 6.35% a 
year to 2026, according to TechNavio. 
There is demand for newness from 
brands, retailers and hair care services.  

The growing youth population and 
those with more disposable income in 
Africa are more concerned about their 
health than ever before. 

According to the survey by McKin-
sey’s Health Institute, “health percep-
tion and household income are positive-
ly connected.” 

There is a strong shift toward natural 
hair care products and major players 
like L’Oréal South Africa are investing 
in R&D to better understand the Afri-
can consumer and their needs. 

For example, In July 2022, L’Oréal 
Professional Paris partnered with 
professional hair stylists in Kenya to 
launch the Expert Curl Expression 
Natural Hair series.

While some segments are strongly in-
fluenced by market behavior and macro 
factors across the various African coun-
tries, sales of  hair care products rose 
nearly 6% last year. Recent product de-
velopments and new product launches 
are fuelling the growth of  the African 
hair care market. 

Hair care is always top-of-mind for African consumers.
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The market is fragmented and highly competitive. Several 
large players occupy the market and the market leaders such 
as Avon, Amka Products, Combe, Henkel, Johnson & Johnson, 
L’Oréal, Shiseido, Estée Lauder, Procter & Gamble and Uni-
lever dominate all sectors of  the market from mass to prestige. 

Their competitive advantage is a steady stream of  new and 
innovative products introduced to the market. Natural ingre-
dients, sustainable development, sustainable sourcing, and sus-
tainable practices are the top trends that appeal to consumers. 

While performance indicators vary, innovative growth strat-
egies, product innovations and investments are tools being 
used to gain market share. 

The market is segmented into the following product clas-
sifications: shampoo, conditioner, hair color, hair styling 
products and others. 

The leading markets are South Africa, Nigeria, Kenya and 
the rest of  Africa. South Africa has the largest share of  the 
market and is estimated to reach $1.2 billion by 2027 with 
a growing CAGR of  3.4% during the forecast period 2022-
2027 according to an Industry Arc report.  For example, the 
shampoo segment in South Africa leads with the largest share 
of  the market. With water a scarce resource, products like dry 
shampoo perform well.

“Soaring applications of  shampoos expected to boost the 
growth of  the South Africa professional hair care products in-
dustry,” according to Industry Arc.

THE FUTURE OF HAIR CARE
New regulations across the continent are being introduced 
by local regulatory bodies to create a more cohesive indus-
try standard and help build consumer trust. Meanwhile, more 
consumers with more disposable income is fuelling the growth 
in retail infrastructure. 
   And more supermarkets, hypermarkets and specialty stores 
means that the consumer has more access to hair care prod-
ucts than ever before. 

Trends such as “the natural hair movement” popularized by 
social media are contributing to the surge in the demand for 
do-it-yourself  (DIY) solutions, heatless hair styling and chemi-
cal free products. 

The fast-growing youth population is another growth driver 
for the African hair care market. The African Gen Z consum-
er is the focus of  many brand innovations. 

While the key risks on brands and retailers in the African 
hair care market are affected along the supply chain due to 
currency instability in the leading regions, the African hair 
care market is full of  opportunities. These opportunities make 
it an excellent growth market for both formulators and their 
raw manterial suppliers.  n
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David Jensen is the founder and managing direc-
tor of CTI Executive Search, a unit of CareerTrax 
Inc, a leading search firm working in the life scienc-
es. Previously, he had been a managing director at 
Kincannon & Reed, a 30-year retained executive 
search firm where his company, CareerTrax, had 
been a contractor. In 1985, Jensen founded and 
was CEO at Search Masters International (SMI), a 
top executive search practice working with bio-
technology companies, which was sold in 2001 
to a $4.4B human resources service firm. Prior to 
1985, Jensen had established a life sciences prac-
tice for Govig and Associates (Phoenix, AZ).

How To Successfully Deal 
With a Bad Boss

You’re on the hot seat in this dif-
ficult relationship.

The bad boss…we’ve all had 
one. But is there anything that 

one can do about it, other than gripe to 
coworkers? I believe there is, and that’s 
the topic for this month’s column. Some 
of  what I’ll discuss may feel very real 
and current, and if  so, I’m sorry to hear 
that you are in this situation. But it’s 
not hopeless. In fact, in some scenarios 
it may give you the incentive you need 
to make very serious forward progress in 
your career.

A UNIQUE RELATIONSHIP
In any work relationship, you must get 
along with everyone you deal with on 
a daily basis—except there’s a very big 
difference in the case of  your boss. If  it’s 
a co-worker, a project manager or some-
one from another team, the responsibil-
ity for the relationship lies in both par-
ties’ hands and there must be mutual 
cooperation for it to work. That is not 
the case with your supervisor.

When you have a bad boss, the re-
sponsibilities shift. He or she may not 
have any inclination to support and 
nourish the relationship. Instead, it is 
you who is in control of  how the con-
nection plays out. You must adapt, and 
if  you don’t, there will always be friction.

Bad bosses come in a variety of  types. 
There are some general thoughts that 
I have on how to best adapt and make 
your day a little easier; keeping these in 
mind will help you some of  the time, but 
not always.

STRATEGIES FOR SUCCESS
The first area where the bad boss 
can frustrate lies in the communica-
tion challenges. Think about the way 
that he or she likes to communicate… 
Is this a person who wants it all in a 
nutshell, perhaps a short conversation 
with a solution already worked out? 
Or does she most appreciate a clear 
explanation, with lots of  detail, and 
room for the two of  you to decide on 

the next step? If  it’s a really bad boss, 
she wants to make the decision for you.

We’ve all been taught the Golden 
Rule—“treat others as you would like to 
be treated.” Well, in the communication 
department, your boss is not going to be 
using the Golden Rule, and in fact you’ll 
need to flip that rule around to suit the 
situation. Instead, it becomes “Treat 
this person the way that they want to be 
treated.” If  you enjoy a pleasant meet-
ing with some ice breakers and easy con-
versation first, that may not be the way 
you deal with your boss. Give that per-
son the honor of  treating them exactly 
the way they want. 

One aspect of  communication that 
can be a constant with the bad boss is 
the fact that he will use the information 
gap between you as a power reinforcer. 
In other words, you might get the re-
quest to take a certain action, but with-
out the “why” or the big picture of  the 
company/department goals beyond that 
request. This can be incredibly frustrat-

Bad bosses can cause problems on the job and in your job search.
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ing, and you may not be able to change 
this. Keeping the big picture to them-
selves and holding back information is 
one of  the trademark power grabs of  
the bad boss.

The best approach for getting more 
information about mystery requests is to 
come up with a set of  good, clarifying 
questions. Be sure that your comments 
aren’t presented as “feedback” or gripes. 
Instead, you’re going into that conversa-
tion to get a specific set of  requests ac-
complished. There’s a list of  resources 
you’ll need to accomplish the mission, 
there are certain action steps that you’ll 
need to get approval on, and so on. And 
during that conversation (if  it is timed 
on a no-stress day) your boss may open 
up and provide the needed big picture. 
That’s about all you can do to ease the 
information flow a bit.

ESCAPING THE BAD BOSS
For an employer, the most damaging 
type of  bad boss is the sort of  supervisor 
who consistently promotes the wrong 
person. Perhaps your boss loves to have 
the “Yes Person” cozying up to her, and 
this guy gets all the praise and promo-
tion. That’s a terrible feeling, and it 
can lead to complete dysfunction in the 
department. After a time, you may feel 
that you’ve got to do something about 
it, so your first inclination is to have a 
sit-down with the HR director.

That’s a risky move, however. You’ve 
got to really know something about their 
track record in dealing with these kinds 
of  issues. Do you know anyone who suc-
cessfully got moved out of  the depart-
ment by taking this route? It could also 
put your job in jeopardy quite easily… 
I remember one friend telling me about 
the “confidential” conversation he had 
with human resources, which was fol-
lowed by an invitation sent to both he 
and his boss to sit down together and 
discuss it with the head of  HR. It wasn’t 
a pleasant experience!

If  you feel it’s time to “escape” that 
bad boss, your options will likely include 
both internal and external moves. Of  
course, it’s easier to find a way to solve 
the problem without leaving the com-
pany, and the best way to do this is to le-
verage your internal networking. If  you 
play tennis with another department su-
pervisor, why not broach the subject in-
formally? Sure, it could be a completely 
lateral move, but it would refresh your 
views on work and it would be like hit-
ting the restart button. But whatever you 
do, don’t reference the bad boss issues… 
If  your boss’s reputation is as bad as you 
suspect, the other team leader will know 
it and it won’t come up.

If  this prospective boss doesn’t have a 
clue about how bad it is to work for your 
supervisor, you’ll be faced with some 
questions that try to shed light on the 
“why” of  your interest in a move. The 
best approach for this is just to state that 
your communication styles are so differ-
ent that there is occasional difficulty—
nothing major—but it has taken a bit of  
fun out of  your work day. Tell him or her 
quite openly that you are hoping to get 
out of  what feels like a bit of  a rut, and 
that your skill base could use the transi-
tion to some new responsibilities. 

LOOK OUTSIDE
At some point, whether it is months or 
years into the relationship with the bad 
boss, most people are going to consider 
looking for a new job outside the com-
pany. Perhaps you feel totally exhausted 
at the end of  the day, both physically as 
well as mentally. If  that’s the case, then it 
may be time to consider a switch.

Jumping into the job market is OK 
and expected, but there will be some as-
pects of  this that you must think about 
before you dive in. One of  those is just 
how you’ll be perceived when the pro-
spective employer wants to check refer-
ences, as most companies will do. You’ve 
worked for a bad boss, and one trait of  

a bad boss is that they don’t like it when 
people announce their departure. He or 
she will not wish you well. Instead, they 
may level some negative feedback on 
you to those who are looking for a ref-
erence. Worse will be the frank conver-
sations that your boss might have with 
old cronies, those staff at the prospective 
employer who call around doing infor-
mal references, or what headhunters call 
“back door references.” I hate it when 
those occur, but they go on every day.

The best approach is to spend some 
time in advance of  your job search 
ensuring that you’ve got solid refer-
ences lined up from people who can 
say good things about your abilities 
even though they were not your super-
visor. Your boss’s boss, for example, or 
a retired former senior staff member 
or even other members of  your team 
who faced some of  these same “bad 
boss issues.” Understand how you’ll 
be positioned in these reference calls, 
and when talking to the new employer 
make sure that you give them at least a 
preliminary overview of  the situation. 
Don’t be negative or say anything nas-
ty about the company or your boss! In-
stead, just paint it as a communication 
difference or a personality conflict. Al-
low your references to talk about that 
bad boss to those reference callers.

THE STEPPING STONE  
TO A BETTER JOB
As I mentioned in my introduction to 
the topic, this bad boss could be the 
impetus for you to make a good career 
move, with the lessons learned adding to 
your value in the next organization. In 
each case where I’ve had bad bosses (two 
of  them now), I made a strategic career 
move that ended up positioning me far 
better. One was internal, and the other 
to a new company. But in both cases, six 
months later I thanked that bad boss for 
giving me an incentive that I may not 
have taken without him or her. n
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Valerie George is a cosmetic chemist, science 
communicator, educator, leader, and avid proponent 
of transparency in the beauty industry. She works on 
the latest research in hair color and hair care at her 
company, Simply Formulas, and is the co-host of The 
Beauty Brains podcast. You can find her on Instagram 
at @cosmetic_chemist or showcasing her favorite 
ingredients to small brands and home formulators at 
simply-ingredients.com

Questions Answered About Carbonic 
Acid Shampoos and Supplier Samples

Cosmetic chemists have questions and this beauty industry expert has answers. Dear Valerie provides relevant information  
for the budding formulator and veteran chemist alike. This month, Valerie investigates hair growth benefits of  carbonic acid in shampoos 

and how to obtain ingredients for your next formulation. If  you have a formulation question, email her at askvalerie@icloud.com.

Dear Valerie: There is a lot of buzz 
on the internet about carbonic acid 
shampoos helping prevent hair loss. 
I haven’t really heard of this active 
ingredient, what’s the deal? 
 —CARBONIC CURIOUS

Dear Carbonic:
Any time there is a claim about an ingredi-
ent regrowing hair or preventing hair loss, 
I’m immediately skeptical. Maybe I’ve 
been spending too much time with my 
podcast co-host, Perry Romanowski, but I 
truly believe if  something really worked to 
grow back hair or prevent it from falling 
out, a large drug company would invest the 
money to have this ingredient approved as 
a drug. Carbonic acid is not approved on 
any monographs by the FDA, so I have to 
remain skeptical about its efficacy in topi-
cal systems for hair.

How did carbonic acid get its renown 
for preventing hair loss? Well, I don’t 
know if  I would say renown because 
there is no scientific literature that I 
could find reviewing the impact (positive 

or negative) about carbonic acid on hair 
or scalp. There is also no literature from 
ingredient suppliers, which is probably 
an even bigger red flag. And when you 
think about it, why would there be?

Carbonic acid is important in humans, 
but not for hair loss. It plays an impor-
tant role in breathing. Carbon dioxide is 
a waste product in cellular metabolism. 
Carbon dioxide is converted to carbonic 
acid on our blood cells, and the reaction 
is reversed in our lungs by carbonic anhy-
drase so we can expel the CO2 into the air.

In cosmetic products, carbonic acid is 
essentially carbon dioxide dissolved in 
water and this reaction is readily revers-
ible. Carbonic acid in water is incredibly 
unstable, and will convert back to car-
bon dioxide and disappear into the air. 
Carbonic acid is unlikely to be present 
during the shelf  life of  the product.

A few gimmicky-looking brands present 
carbonic acid technology in their prod-
ucts, claiming it will help with hair loss 
caused by sebum plugs. This elicits a bit of  

a chuckle when you think that hair loss is 
well-established to be an internal biologi-
cal process (primarily involving DHT). In 
keeping an open mind, hair loss can occur 
for other reasons, but it’s unlikely sebum 
plugs is the primary reason, or that car-
bonic acid loosening sebum plugs is going 
to be the game changer.

Two brands of  aerosolized carbonic 
acid shampoos purport to use 8,000 ppm 
of  carbonic acid to combat sebum plugs 
that don’t get loosened with ordinary 
shampoo. They go on to state the reac-
tion between the carbonic acid and se-
bum plugs won’t interfere with the abili-
ty of  the shampoo to actually clean your 
scalp. Which one is doing the work—the 
carbonic acid or the actual shampoo? As 
an aside, even if  the 8,000 ppm of  car-
bonic acid formed from carbon dioxide 
was stable, it is likely overshadowed by 
the “LPG” (liquid petroleum gas) used 
to pressurize their product. People really 
need to use proper INCI names!

One of  the two aforementioned brands 

Carbonic acid shampoos make a lot of promises they can’t keep.
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claims their carbonic acid shampoo blocks 
DHT, which can minimize hair fall and 
aid in future hair growth. There is no sci-
entific data to support this—not on their 
website, not in literature, not anywhere.

Another carbonic acid shampoo brand 
doesn’t mention sebum plugs but purports 
the benefits of  carbonic acid for increasing 
circulation and micronutrients to the hair 
follicle. Again, there is also no scientific lit-
erature I’m aware of  to support this claim. 
Unfortunately, their source of  carbonic 
acid is PEG/PPG-75/25 Carbonic Acid 
Copolymer, which is a hair styling poly-
mer. I guess it’s good enough to just have 
carbonic acid in the name.

Hopefully this gives you an under-
standing of  what carbonic acid is (or 
isn’t) in shampoos.

Dear Valerie: I own a small lab con-
sultancy where I create formulas 
for clients. I am having a hard time 
getting ingredient samples from 
suppliers directly to make formula 
submissions, conduct stability and 
run PET. I’ve been cut off! What’s 
the best way to proceed? 
 —BEAKER HALF EMPTY

Dear Beaker:
Getting ingredient samples for projects 
can be tough, even for established brands, 
so I can imagine the difficulty you’re ex-
periencing with your small business. In 
order to make formulas, we chemists need 
ingredients. If  you work at a contract 
manufacturer, you have all the ingredients 
you need at your fingertips. If  you formu-
late at a brand, you stock your lab up with 
ingredients from manufacturing partners 
and supplement additionally with ingre-
dients directly from ingredient suppliers. 
If  you’re a consultant, resources in both 
these avenues are considerably more slen-
der. Why can’t independent formulators 
just call up ingredient suppliers and be 
stocked aplenty?

If  you were cut off from receiving sam-

ples, I’m going to bet the ingredient suppli-
ers weren’t seeing a return on their [small] 
investment. Let’s look at it from their per-
spective. For every sample that’s requested 
and fulfilled, the ingredient supplier has to 
justify the cost of  the expense to create the 
sample and mail it to you. The justifica-

tion is usually that you have an active proj-
ect that will use the ingredient, and it will 
eventually lead to a sale. If  you are only 
sampling, using resources, and not gener-
ating sales, it becomes increasingly difficult 
for an ingredient salesperson to justify to 
their company owners why they should 
keep sending samples.

This is where industry relationships 
become very valuable; when I started 
my own lab, I had to stock up on ingre-
dients in order to get to work. I pulled 
every relationship string I had from my 
decades-plus experience and explained 
some of  my ingredient requests were for 
active projects, but others were simply to 
have in my lab just in case. The ingredi-
ent companies knew who I was because 
of  our longtime relationships, existing 
track record, and were happy to help. 
If  you don’t know who you are request-
ing ingredients from, get to know them 
so they know more about you and how 
you can partner together. If  you are just 
getting started, considering joining your 

local society for cosmetic chemists to get 
to know people near you in the industry.

Transparency is also key. Being open 
and honest about what project the sample 
is for, whose brand will be using it and 
where it will be manufactured is help-
ful in justifying the sample expense. Of  

course, you may still need to show you’re 
an established business with a commercial 
mailing address. There are many liabilities 
for large companies to ship ingredients to 
residential addresses and individuals inex-
perienced with chemicals.

If  you still have no luck or don’t have 
existing relationships, many indepen-
dent formulators stock up their lab by 
buying ingredients from resellers. This 
is probably the least ideal because of  
the price and lack of  technical support 
available—they don’t usually have expe-
rienced cosmetic chemists with industry 
expertise. One other challenge is lack 
of  transparency in ingredient sourcing. 
You never really know who the original 
manufacturer is, and they can reserve 
the right to change their supplier at any 
point in time. If  the manufacturer your 
client uses buys from these resellers any-
way, it’s probably a viable solution and 
you can build in the cost of  buying lab 
ingredients into your formula price. Just 
promise not to use Amazon! n

Lab samples aren’t cheap! Independent chemists must build trust with suppliers.
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Paolo Giacomoni acts as an independent consultant 
to the skin care industry. He served as Executive 
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 impairment induced 
by UV radiation as well as on the positive effects of 
vitamins and antioxidants. He has authored more 
than 100 peer-reviewed publications and has 
more than 20 patents. He is presently Head of R&D 
with L.RAPHAEL—The science of beauty—Geneva, 
Switzerland .

Formulating Skin Care Products 
For Cold Temperatures

Y ears ago, Clinique’s market-
ing management team wanted 
a cream to protect the skin in 
cold weather. The cream was 

given to scientists participating in an 
expedition to the South Pole, and I was 
sent to Moscow to advertise the product. 
I told the journalists that the cream had 
been applied to half  face, the other half  
serving as untreated control, and that 
the panelists were put in a refrigerated 
room at -10°C (14°F) for two hours and 
that the treated half  of  the face was in 
better shape than the untreated one. 

A journalist raised her hand and 
asked: “And do you have a cream also 
for when it is cold?”

Indeed, one can ask: “How cold is too 
cold?”

In temperate regions—such as South-
ern Europe and Southern California—
temperatures around freezing point are 
considered “extreme cold.” But this has 
nothing to do with the winter tempera-
tures experienced in Minnesota, Sibe-
ria or in the Alps, where they can be as 
low as -20°C (-4°F) or less, and where 

the wind makes the cold sensation even 
harsher. The “wind chill” effect ac-
counts for the sensation felt by the body 
when air temperature and wind speed 
are combined. 

For example, when the air tempera-
ture is 40°F, and the wind speed is 35 
mph, the sensation perceived by the skin 
is the same that is felt when the air tem-
perature is 28°F in the absence of  wind.

COLD’S IMPACT ON SKIN
The skin is kept warm by the vessels 
that supply blood to the skin. These 
blood vessels constrict in response to 
cold temperatures and the flow of  blood 
can decrease up to 10 times, and so does 
the delivery of  nutrients. The negative 
effect of  cold on skin is two-fold. Since 
the rate of  a chemical reaction is depen-
dent on the temperature as well as on 
the concentration of  the reactants, we 
have on one side that biochemical re-
actions occurring optimally around 30-
37°C (85-100°F) do occur much more 
slowly below 10°C (40°F). On the other 

side, these same enzymes are deprived 
of  the nutrients they metabolize, further 
reducing the rate of  the reactions they 
catalyze. The net result of  cold is that 
the skin produces much fewer lipids and 
much less Natural Moisturizing Factor, 
and that it differentiates, exfoliates and 
tackles foreign objects more slowly.

In addition, when the temperature is 
well below the freezing point, skin cells 
tend to freeze, and to break up upon 
thawing, and frost bites are induced. 
And these are probably the tempera-
tures to which the Russian journalist 
referred. 

The Swedish and the Finnish armies 
have studied the skin of  soldiers in win-
ter. Studies performed by the Swedish 
Army have led to the preparation of  
a completely water-free ointment con-
taining beeswax, peanut oil and beef  
tallow. Water-free is extremely ben-
eficial because it won’t freeze on the 
skin. Studies performed on several 
thousand soldiers in the Finnish Army 
indicate that the fact of  using “pro-

Some people are very comfortable in colder temperatures.
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tective” creams against cold weather 
does indeed increase three to six times 
the risk of  frostbite. Some authors, 
though, realizing perhaps that it is im-
possible to determine the conditions 
of  exposure and of  cream use, point 
out that the results are unexpected 
and conclude that further studies are 
necessary to understand the role of  
creams.

SKIN CARE FOR COLD CLIMATES
Urban and suburban people are not ex-
posed to the same extreme conditions as 
maneuvering soldiers in the Nordic per-
mafrost. And yet, harsh weather affects 
our skin’s natural protective substances, 
leaving us vulnerable. But with the right 
treatments we can winter-proof  our skin 
and keep it in good shape.

In very cold weather, the average person 
is exposed to low temperatures for short 
times only. And yet, this might be suf-
ficient to begin a freezing process. To re-
duce the risk of  freezing skin, the skin care 
industry must provide appropriate creams. 
They must be W/O (water in oil) emul-
sions, so that they will not freeze when ap-
plied on the skin or lips, which does hap-
pen to O/W (oil in water) emulsions.

Cold temperatures slow down the 
biochemical processes of  the skin. And 
when going from the cold outside to a 
warm inside or vice versa, the skin is 
subject to thermal stress. On the one 
hand, when outdoors in the deep cold, 
the skin produces fewer lipids and less 
Natural Moisturizing Factors, and the 
natural exfoliation process is slower. 
On the other hand, when indoors, 
warm dry air makes the skin more 
prone to irritations. Therefore it is 
necessary to offer deep moisturization 
and to stimulate exfoliation, together 
with the appropriate anti-inflammato-
ry agents and ingredients able to help 
energy production. 

This is to say that the essential ingre-
dients for winter products are the same 

as the ones used in other seasons; the 
formula, on the other hand, must be 
W/O and the concentrations of  the 
actives (vitamins, anti-inflammatory 
agents, antioxidants) should be higher. 
Exfoliation can be accompanied by ap-
plying night products that stimulate the 
natural process. Avoid using acid exfolia-
tion because it might become synergistic 
with the irritation provoked by cold dry 
weather the next day! And remember: 
sunscreens are necessary even in winter! 
The reverberation from the snow consti-
tutes a major danger for one’s skin and 
eyes. One should use sunglasses and re-
member that broad spectrum UV pro-
tection with SPF is mandatory!

PIGMENT AND COLD  
TEMPERATURES
Data gathered from the web indicate 
that studies from two World Wars, the 
Korean War, and Alaska, suggests that 
darker pigmented persons may be more 
susceptible to cold injury than more 
lightly pigmented persons. This conclu-
sion is supported by many laboratory 
experiments and observations, and the 
geographical distribution of  the lightest 
colored skins in temperate climates. 

CONCLUSION
Maintaining healthy skin depends on 

appropriate skin care and on many 
other factors such as healthy nutrition 
and healthy lifestyle. This is particu-
larly true when dealing with skin care 
in cold weather. Cold temperatures af-
fect biochemical reactions as well as 
blood circulation. 
   Both phenomena reduce the rate of  
biochemical reactions. The skin circu-
lation (450 ml/min in an adult in ther-
mal comfort) may increase as much as 
10-fold in maximal vasodilatation and 
decrease to almost a standstill level 30 
ml/min in extreme vasoconstriction.1 
One can fight the effects of  cold on 
skin by using the appropriate W/O 
ointments and by exercising! 
   It’s vital to stay active to improve 
circulation and to keep warm too! 
One can also modify the diet and eat 
lots of  berries. Berries are said to in-
crease blood flow and boost blood cir-
culation. Red and purple berries are 
rich in anthocyanin, a compound that 
keeps the blood vessels flexible. Why 
not add some berries to a bowl of  
warm porridge for a healthy breakfast 
on cold winter mornings? n

Reference
1. Lehmuskallio E, et al (2002) The skin in the cold, 

International Journal of  Circumpolar Health, 61:3, 

277-286, DOI: 10.3402/ijch.v61i3.17475

Few have experienced cold like an Artic winter in Russia. 
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DETERGENT MARKET UPDATE

WHEN IT COMES TO CLOTHING, CLEAN 
ENOUGH IS GOOD ENOUGH FOR SOME 
CONSUMERS THESE DAYS.

Tom Branna, Editorial Director

The pandemic put a renewed emphasis on cleanliness. 
But when lifestyles returned to normal, so too did 
consumer cleaning habits. As a result, sales of  hard 
surface cleaners and disinfectants fell sharply in 2022. 

Fabric care products were not immune to consumer apathy. 
According to IRI, while laundry detergent dollar sales rose 
in food, drug and mass, the gains could be attributed to price 
increases caused by soaring inflation rates and tight supply. 
Overall, unit sales declined, according to IRI (see the related 
charts within this feature to learn more). Sales are down, but 
experts say other factors are at play besides cleaning fatigue.

Dean General, SVP-commercial development/sales and 
GM retailer brands, Henkel Consumer Brands North Amer-
ica, cited an American Cleaning Institute (ACI) consumer 
study that found 85% of  Americans planned to keep up with 
their new cleaning routines after the pandemic.

Kao executives agreed that unit sales have declined in the past 
year; but not necessarily due to laundry lethargy. Rather, it could 
be attributed to several factors, including  a wardrobe change.

“In addition, as people returned to offices, their clothes 
changed. Gone are the comfortable clothes, and back is 
work clothes and dry cleaning,” said a spokesperson.

Jonathan Propper, CEO of  Dropps, noted cleaning is 
essential for every individual and household—there is no 
cleaning fatigue issue.

“At Dropps, our unit sales remain strong. For the industry at 
large however, there has been saturation of  new brands enter-
ing the market and consumers have more choice than ever be-
fore,” he observed. “Not to mention, record-breaking inflation 
has caused consumers to be much more economical in their 
purchases, including household essentials like laundry. Now, 
consumers are cognizant of  how much product they use and 
are conscious to make their essentials last longer.”

MyKirei by Kao noted a consumer recession is when the core 
habits of  traditional consumption have shifted, forcing shoppers 
to behave as though a recession is already here. A spokesperson 
for the company said, “They consume less, shift their spending to 
value retailers and brands, and buy more products on promotion. 
Laundry detergent remains a necessity for consumers, so rather 
than a decline in sales, we are likely to see a shift to consumers 
buying on promotion, shopping for value brands, or buying larg-
er formats, which generally have a lower cost per use.”

For example, a Q3 survey found 67% of  Americans felt the US 
was already in a recession and plan to reduce future spending. As 
a result, private label sales picked up momentum through the first 
nine months of  2022, growing faster than total CPG, according 
to MyKirei. The company notes that national brands generally 
benefit from a high level of  trust with consumers. However, for 
brands to weather the recessionary storm, they should strive to 
differentiate their brand to co-exist with private label products 

A Pause in  
Fabric Care Gains

34-41_LaundryDetergent_0123.indd   3434-41_LaundryDetergent_0123.indd   34 12/20/22   5:58 PM12/20/22   5:58 PM

http://HAPPI.COM


DETERGENT MARKET UPDATE

HAPPI.COM  /  JANUARY 2023  /  35

and to justify the price gap. National brands can also apply strate-
gic price increases by size, knowing that consumers shift to larger 
formats during periods of  high infl ation.

The team at Procter & Gamble contend the need for clean 
clothes does not change in uncertain times—in fact, getting 
clothes clean in one wash becomes even more important. The 
sizes of  laundry loads are larger than ever before. 

According to P&G data, consumers wash an average of  45 
pounds of  laundry each week, a rate that has remained steady 
during the past fi ve years. What’s gradually changed is that 
they are waiting longer between loads to more effi  ciently get 
the job done—making each load bigger. Laundry detergent 
has to work harder than ever before to meet this need.

That’s why bringing superior performance and value to 
consumers remains a top priority in P&G fabric care, accord-
ing to the company spokesman who said P&G is focused on 
creating irresistibly superior products that delight consumers 
with cleaning performance and freshness in every wash and at 
every price point where P&G competes. For example, when 
consumers choose Tide or Gain, they can trust they’ll get a 
superior clean the fi rst time, even when they wash in cold wa-
ter which can help them save money on their energy bill vs. 
washing in hot water and that means less energy wasted and 
less impact on the environment.
  The laundry care marketplace will expand in the next year 

due to R&D developments. General of  Henkel told Happi 
that the company is constantly looking for ways to innovate 
products to deliver better performance using the best ingredi-
ents to tackle tough stains and ensure cleanliness. 

“We know how quickly consumers’ needs can shift, so it’s 
important our beloved brands like Persil and All evolve to an-
ticipate and meet those needs,” he added.

Lately, Henkel found consumers want simplifi ed, compact 
and convenient products. They also seek ways to extend their 
buying power with fewer trips 
to retail stores and smaller 
baskets when they do shop. 

“Our retail partners are 
always very conscientious on 
the management of  distribu-
tion, shelving, and pricing of  
the assortment off ered to con-
sumers,” General explained. 
“Our Henkel commercial 
team works seamlessly in col-
laborating with our retail part-
ners to deliver the best Henkel 
assortment possible to meet all 
of  their household cleaning 
needs.”

LIQUID LAUNDRY LEADERS 
Here are the top 10 liquid laundry detergent brands in grocery, drug, mass market, military, and select club and dollar 

retailers for 52 weeks ended Oct. 30, 2022. P&G dominates the category, with a market share that tops 50%. 

Product Categories
Dollar Sales Unit Sales Price per Unit

Current % Change 
vs YA Current % Change 

vs YA Current Change 
vs YA 

Liquid Laundry Detergent $6,201,785,775 5.6% 641,230,095 -5.7% $9.67 12.0%

Tide $2,405,519,393 4.6% 211,019,948 -3.8% $11.40 8.7%

Gain $1,111,707,273 11.2% 100,729,108 3.1% $11.04 7.9%

Arm & Hammer $872,020,675 7.3% 112,062,420 -1.9% $7.78 9.3%

All $454,351,835 10.6% 53,489,317 -7.0% $8.49 18.9%

Purex $306,959,912 10.7% 42,514,793 -7.5% $7.22 19.7%

Xtra $226,553,805 -5.0% 35,441,236 -23.4% $6.39 23.9%

Persil $216,924,467 3.2% 17,108,497 -6.0% $12.68 9.8%

Private Label $167,199,918 10.0% 18,525,176 -0.6% $9.03 10.6%

Dreft $112,918,693 -3.9% 7,068,931 -10.6% $15.97 7.4%

Seventh Generation $86,737,009 -1.9% 6,558,096 -6.9% $13.23 5.4%

Source: IRI OmniMarket Total Store View

Henkel launched a biobased 

All formula last year in a 100% 

recycled plastic bottle.
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More consumers want more sustainable cleaning solutions, 
too. Citing a recent KPMG study, General noted that 76% of  
consumers made purchasing decisions based on a company’s 
environmental efforts.

“At Henkel we’re focused on purposeful growth and sus-
tainability is central to that vision. We want to actively drive 
the transformation to a sustainable economy and society, help 
protect and regenerate nature, contribute to strong communi-
ties and strengthen the trust of  our stakeholders. The evolu-
tion of  All is part of  delivering on that strategy,” he said.

According to General, consumers want to know that brands 
like All and the products they use at home support them in liv-
ing more sustainably and that they aren’t sacrificing quality or 
performance along the way. 

“We received a very positive response to our new All bio-
based formula,” he said. “In addition to bringing new innova-
tions like this to market, it’s also part of  our job to reinforce 
the benefits of  these types of  products and formula changes. 
Packaging plays an important role in that.”

Last year, Dropps introduced Ultra Concentrated Liquid 
Laundry Detergent. Available in three varieties, the liquid 
detergent can be pumped directly into the laundry drum, al-
lowing customers to use as much (or as little) detergent as they 
need to clean their clothes. By being six times more concen-

trated than traditional, non-concentrated liquid laundry de-
tergents, consumers can use less and save money. 

“Sales have been quite promising, but this was expected as 
we’ve noticed demand for this innovation. Laundry pods re-
main at the core of  our business, and with the introduction of  
Ultra Concentrated, we can continue to be a leader in effica-
cious and sustainable cleaning,” said Propper, who agreed that 
efficacy remains a top priority for consumers. “They want the 
product’s ability to properly clean to justify the product price. 

“Over the years, fabric integrity has increasingly become 
another top priority for our customers. As the world becomes 
knowledgeable of  fast fashion’s impact on the environment, 
we’ve noticed that customers are beginning to be more stra-
tegic in their consumption of  apparel, and will spend a little 
more on quality garments that are ethically made.”

As a result, consumers are paying more attention to how 
they care for their clothing. They are also conscious of  the in-
gredients in their laundry detergents and put more effort into 
maximizing the lifespan of  their garments. This also has an 
economic impact for the consumer as well. 

“Longer-lasting clothes mean less closet turnover and less 
purchasing of  new items,” noted Propper.

Last year, MyKirei by Kao launched Easy-Spray Laundry 
Detergent on MyKirei.com and Amazon.com. The laundry 

UNIT DOSE CONTINUES TO MAKE GAINS
Arm & Hammer is flexing its muscles in this segment. Sales jumped more than 21% in in grocery, drug,  

mass market, military, and select club and dollar retailers for 52 weeks ended Oct. 30, 2022.  Here are the top 10 brands.

Product Categories
Dollar Sales Unit Sales Price per Unit

Current % Change 
vs YA Current % Change  

vs YA Current Change  
vs YA 

Other Laundry Detergent 
(Packet/Bar)

$1,963,645,410 8.0% 178,099,657 -2.6% $11.03 10.9%

Tide $1,260,648,130 7.4% 92,334,724 -3.4% $13.65 11.2%

Gain $373,953,938 10.1% 32,308,193 -1.1% $11.57 11.4%

All $110,048,757 4.1% 12,636,326 -16.3% $8.71 24.3%

Arm & Hammer $65,821,964 21.1% 11,446,828 19.0% $5.75 1.8%

Private Label $50,767,841 3.4% 6,567,094 16.9% $7.73 -11.6%

Persil $43,900,886 3.3% 3,716,903 -16.5% $11.81 23.7%

Purex $18,883,248 7.2% 4,378,412 -10.3% $4.31 19.5%

Zote $16,317,995 26.1% 9,924,032 -0.6% $1.64 26.8%

Seventh Generation $6,032,067 16.0% 461,367 7.6% $13.07 7.8%

Dryel $4,248,506 19.7% 388,277 3.0% $10.94 16.2%

Source: IRI OmniMarket Total Store View
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spray is smaller than typical detergents, which 
makes it more lightweight and easier to handle. 
Further, it requires no measuring and leaves no 
mess, said the company. 

Formulated with a proprietary surfactant, 
dubbed BIOS-IOS, it won’t leave behind resi-
due and rinses cleanly and completely, even in 
cold water. The surfactant promotes respon-
sible sourcing of  palm oil and reduces waste. 
Obtained from the palm kernel using a break-
through process, BIO-IOS does not compete 
with food production, which uses oil from the 
fruit, according to Kao.

Laundry may seem like it’s just about getting 
rid of  stains, but that’s just one of  the many tough jobs con-
sumers expect from their laundry products, according to P&G.

“Consumers tell us there are multiple jobs to be done in-
cluding helping eliminate odor, providing a fresh scent, deep 
cleaning and doing something good for the environment,” 

said a company spokesperson. 
 P&G Fabric Care is focused on delivering 

performance in the laundry room, no matter 
what the job to be done. Downy Rinse and Re-
fresh is a laundry odor remover that helps rinse 
away residue trapped within fabric fi bers. For 
consumers looking for long-lasting scent that’s 
not overpowering, Downy off ers Downy Light 
Scent Booster Beads which are made with no 
heavy perfumes and no dyes or phosphates. 

Meanwhile, new Tide Hygienic Clean 
Heavy Duty 10x Power Pods are designed to 
clean fabrics down to the microscopic level, 
removing visible and invisible dirt for a deep, 

hygienic clean, according to the company. P&G also says the 
new formula is designed to give consumers a superior clean in 
every wash, even in cold water, which means less energy and 
less impact on the environment. P&G said washing in cold 
water instead of  hot saves on average 90% of  the energy used.

New Tide Hygienic Clean Heavy 

Duty 10x Power Pods 

Untitled-3   9Untitled-3   9 12/20/22   9:39 AM12/20/22   9:39 AM
34-41_LaundryDetergent_0123.indd   3734-41_LaundryDetergent_0123.indd   37 12/20/22   5:58 PM12/20/22   5:58 PM

http://HAPPI.COM
http://acme-hardesty.com
http://privacy.flowcode.com


DETERGENT MARKET UPDATE

38  /  JANUARY 2023  /  HAPPI.COM

SUSTAINABILITY MATTERS
General of  Henkel noted performance and quality are key 
drivers when it comes to product demand, but consumers 
are also assessing whether companies are contributing to the 
greater good. He cited a PWC study that found that 83% of  
consumers think companies should be actively shaping ESG 
best practices. Henkel’s Sustainability Ambition Framework 
includes long-term ambitions in the three dimensions:
	� Regenerative Planet and supporting a circular and net zero 
carbon future; 
	� Thriving Communities and supporting equity, education 
and wellbeing, and 
	� Being a Trusted Partner while driving systems change with 
integrity. 
“This is part of  delivering on our purpose—pioneers at 

heart for the good of  generations,” General said. “We want to 
enrich and improve the lives of  people every day—and shape 
a better future.”

Henkel expects its suppliers to be working toward the same 
or similar goals. General noted that suppliers play a large role 
in Henkel’s ability to meet its own sustainability targets so the 
company is working toward increasing transparency across its 
supply chain work toward better solutions. 

“For example, we require our suppliers in the raw materials and 
packaging sectors to be transparent about the emissions levels of  

their product portfolios and ask them to contribute to reducing 
carbon emissions along their own supply chains,” explained Gen-
eral. “This approach is a key part to reaching our science-based 
target for Scope 3 greenhouse gas emissions and addresses about 
50% of  our indirect emissions in the raw materials areas.”

SUPPLY CHAIN WOES
Raw material shortages impacted every industry up and down 
the supply chain. Marketers have varying views on whether or 
not supply chain restrictions are easing. Dropps’ supply chain 
is open and easing in comparison to a year ago. 

“We’re fortunate that our supplies have not seen a price in-
crease this year, so we are still able to provide quality and value 
to our customers,” said Propper. 

He recalled that during the early stages of  the pandemic, 
consumer behavior and high demand caused inventory to 
dwindle dramatically. Many households during that time had 
a “hoarding” mentality, thanks to headlines and noticeably 
emptier shelves in retail. With the increased demand, it be-
came difficult for many manufacturers to maintain inventory 
levels throughout the supply chain.

“As panic and consumer fear of  shortages have subsided, 
and life has resumed outside of  the home, the demand for 
cleaning products and household essentials has stabilized,” 
Propper explained.

THE POWER OF POWDERS
After years of decline, powder sales are rising as consumers seek less expensive alternatives. Segment sales rose 9.7% in grocery, drug, 

mass market, military, and select club and dollar retailers for 52 weeks ended Oct. 30, 2022. Here are the top 10 brands.

Product Categories
Dollar Sales Unit Sales Price per Unit

Current % Change 
vs YA Current % Change  

vs YA Current Change  
vs YA 

 Powder Laundry Detergent $534,164,021 9.7% 54,166,323 3.5% $9.86 6.0%

Gain $186,262,256 3.4% 13,750,950 -3.9% $13.55 7.6%

Tide $134,519,404 0.1% 7,348,917 -8.7% $18.30 9.7%

Ariel $76,524,987 36.2% 11,215,082 22.4% $6.82 11.2%

Foca $47,998,631 12.8% 7,690,362 2.1% $6.24 10.5%

Roma $28,582,301 20.4% 8,069,833 12.7% $3.54 6.8%

Arm & Hammer $26,467,744 -11.5% 2,044,684 -14.2% $12.94 3.1%

Private Label $18,026,682 1443.9% 1,111,948 721.4% $16.21 88.0%

Pinol $2,473,954 -10.7% 408,947 -14.7% $6.05 4.7%

Blanca Nieves $2,350,669 1.7% 625,907 -5.8% $3.76 8.0%

Cheer $2,123,867 7.6% 172,898 0.9% $12.28 6.6%

Source: IRI OmniMarket Total Store View
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Greenology Products CEO Adam McCarthy said resin in-
creases ebbed and by Q4 started to decline slightly.

“Raw material prices for many natural ingredients and sur-
factants remain historically high, although select material is 
starting to pull back, but fractionally,” he added.

At Henkel, General noted that economic headwinds (and 
the environmental instability of  weather patterns) makes it dif-
ficult for anyone to plan for what’s ahead. Still, Henkel has 
taken dramatic steps to improve its North American supply 
chain footprint, raw material availability and collaboration 
with its customers in an effort to best serve consumers when 
they need products most. Henkel is pursuing an agenda of  
purposeful growth and has developed a clear strategic frame-
work that includes building a successful portfolio, clear com-
petitive edge in the areas of  innovation, sustainability and 
digitalization, as well as future-ready operating models based 
on a strong company culture. 

“In the course of  2022, Henkel continued to work consistently 
on the implementation of  its growth agenda and made significant 
progress in all areas globally,” General explained. “With the an-
nouncement to merge Laundry & Home Care and Beauty Care 
into a new business unit, Consumer Brands, Henkel is taking its 
purposeful growth agenda to the next level.”

PRESERVATION PROBLEMS
Keeping clothes clean is the primary objective of  every laun-
dry detergent. But what keeps detergents clean from contami-
nation? In December, The Laundress recalled eight million 
cleaning products due to bacteria contamination. The recalled 
items were manufactured between January 2021 and Septem-
ber 2022, and include laundry detergents, fabric conditioner 
and cleaning products. According to the Consumer Product 
Safety Commission, the affected products may contain one of  
several different types of  bacteria, many of  which are envi-
ronmental organisms found widely in soil and water. CPSC 
warned that people with weakened immune systems, underly-
ing lung conditions, or those who use external medical devices 
and are exposed to the bacteria, risk serious infection.

Just a few months earlier, in October, Clorox recalled mil-
lions of  bottles of  household cleaners for the very same rea-
son. The Clorox recall affected products made between Janu-
ary 2021 and September 2022. The company said it produced 
about 37 million recalled products in that period. Last month, 
CPSC recalled Art of  Green laundry detergents as they may 
contain bacteria, including Pseudomonas aeruginosa.

Bacteria contamination is relatively rare in the household 
cleaning category. Still, according to industry expert David 

Steinberg, companies should never release finished products 
without doing a plate count for bacteria, yeast and mold. 

“If  it tests greater than 10 CFUs it should never be shipped,” 
he insisted. Steinberg said bacteria comes from three sources:
	� Contaminated raw materials;
	� Contaminated water; or
	� Contaminated production equipment, such as pipes, tanks 
or filling equipment.
Why did it happen? Steinberg blamed a failure to follow 

cGMPs. 
“Most producers put preservatives in their products during 

production to take care of  contaminations during production 
and filling,” he explained. “All industrial end uses can use pre-
servatives approved by the EPA for this end use.”

FYI, PVOH
Last year, Blueland and the Plastic Pollution Coalition called 
for a ban on polyvinyl alcohol film—the stuff that encapsu-
lates unit dose detergents. The American Cleaning Institute 
(ACI) disputes the move, noting the chemistry enabled innova-
tive laundry and automatic dishwashing product formats (see 
regulations, p 20 in this issue). 

The petition may have backing by outlier groups, but ACI 
CEO Melissa Hockstad noted the Institute’s core strength is 
sound science.

“We have decades of  scientific research that shows the bio-
degradability of  these materials,” said Hockstad.

ACI has reached out to various media outlets to get the right 
information out about unit dose. EPA has also been notified.

“One of  ACI’s strengths is high level engagement with EPA. 
We have shared our expertise with key leaders,” said Hockstad 
who also noted that, for the second year in a row, ACI is a 
Safer Choice Partner of  the Year.”

Propper pointed out that there’s no doubt that pre-mea-
sured, unit-dose detergents save water and are an efficient way 
to do laundry. 

“In the case of  Dropps, our pods also help eliminate the plastic-
waste long associated with heavy liquid laundry detergent jugs,” 
he said. “However, we know that not all PVOH is created equal. 
The polymer class may have the same name, but the actual ma-
terials being manufactured and sold can be very different. In ad-
dition to being water-soluble, the PVOH film used in pod or pack 
products across the industry is also biodegradable.”

But Propper added that importantly, if  a material is soluble 
in water, it does not always mean it is biodegradable. 

“As the original inventor of  the laundry pod, we specifically 
chose this film as it was soluble, but also because we knew it to be 
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biodegradable,” he told Happi. “In the case of  PVOH degrada-
tion, at least 55 species of  microorganism have been shown to 
take an active role in this biodegradation process. There is a sig-
nificant body of  peer-reviewed, scientifically-published literature 
on the subject which dates back 50 years to the 1970s.” 

According to Propper, the time taken for the microorganisms 
to produce the enzymes needed to metabolize PVOH is rapid 
and biodegradation of  the film occurs by 20 to 28 days in water. 

Although unit dose is widely used, it isn’t the only way to 
save water and resources. Greenology Products isn’t abandon-
ing traditional water-based products, but the company’s new 
WaterWise Concentrate collection of  cleaning products reduces 
reliance on plastic bottles by featuring a “forever” bottle. It elimi-

nates shipping water by delivering multi-pack super concentrated 
powders with a bottle. The user only needs to add tap water from 
home and their formula is ready in one minute, said McCarthy.

“WaterWise Concentrate is highly sustainable and simple to 
use, with no change in performance,” he added. 

A DOWNTURN AHEAD?
More analysts predict the US, and perhaps the global econ-
omy, is headed toward a recession. In economic downturns, 
consumers often turn to less expensive alternatives to national 
brands. Indeed, while national brand results have been mixed 
during the past year, sales of  private label detergents have in-
creased, according to IRI. McCarthy said demand has not 

ACI’s Efforts for the Fabric Care Industry Will Be On Display During the Annual Meeting
The American Cleaning Institute (ACI) is working at 
the international, national and state levels on a variety 
of issues of importance to the home cleaning industry 
in general, and fabric care companies in particular. In 
Washington DC, it is working with the US Food and Drug 
Administration regarding topical antiseptics, and the 
key role they play in public health. ACI has devoted mil-
lions of dollars to promote these ingredients and lead-
ing the research on these materials, according to ACI 
President and CEO Melissa Hockstad.

“We want FDA to remove barriers to amend the regula-
tory approval process,” she said.

On the issue of ingredient communication, ACI met with 
more than 40 Capitol Hill offices to voice support for fed-
eral ingredient standards. ACI is amplifying that message 
via a social media campaign.

At the state level, ACI continues to lead 1,4-dioxane 
research efforts. In New York, levels for 1,4-dioxane have 
been reduced to 2ppm. At the end of 2023, the limit gets 
cut to 1ppm.

“We don’t want 50 different laws for 50 different states,” 
observed Hockstad. “Member companies are working 
hard to meet those New York limits. We’ve increased re-
search on measuring 1,4-dioxane in complex mixtures, 
and we’ve published literature on testing methodologies. 
We were surprised to learn that there were no standard 
methodologies to test for 1,4-dioxane.” 

State legislators on both coasts have taken up packag-
ing issues like extended producer responsibility and post-
consumer recycled content. As a result, Hockstad expects 

packaging will be a key issue in 2023. 
Internationally, ACI is aligned with the United Nations 

Sustainable Development Goals. The Institute’s 2022 sus-
tainability report highlights the essential role of the US 
cleaning industry and how it is improving transparency as 
it reduces emissions. 

ACI members will learn more about the Association’s 
efforts in 2022 and its plans for 2023 and beyond at the 
Annual Meeting and Industry Convention, which will be 
held January 30-February 4 in Orlando. During the global 
industry update session, attendees will hear from interna-
tional association executives about the challenges facing 
their region’s cleaning products supply chain. In another 
session, executives from BASF, Novozymes and Sasol will 
discuss emerging technologies aimed at making cleaning 
feedstocks more sustainable. Later, executives from Clo-
rox, Market Actives and SC Johnson, will detail the indus-
try’s efforts on transparency and communication. Another 
panel, featuring representatives from Ecolab and Reckitt, 
will discuss the latest developments on 1,4-dioxane.

To register for the 2023 ACI Annual Meeting and Indus-
try Convention, visit www.cleaninginstitute.org. But wheth-
er its working in Brussels, Orlando or Washington DC, the 
association’s mission is clear, according to Hockstad.

“Our overall focus continues to be on communication,” 
she asserted. “ACI has worked with electronic news outlets, 
print media and organizations to promote the important 
role its members play in improving public health.

“We are the voice of the cleaning products industry,” 
concluded Hockstad.
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abated in his company’s two core businesses—cleaning/deter-
gents and personal care. 

“As big national brands moved to higher retails, we saw ve-
locity increase for our private label customers as consumers 
looked to save wherever they could,” he told Happi.

McCarthy has noticed a modest conversion by consumers 
to competitively-priced, natural private-label SKUs. 

“Retail emphasis on proprietary brands was higher in 2022 
vs 2021. (There were) more frequent promotions, end caps, 
coupons and general brand focus on quality,” he explained. 
“Private label value up-ticked in 2022 as retailers countered 
the bad market news/perception of  rising grocery pricing.”

Still, formulators are confident they have the innovative 
formulas and a plethora of  brands in variety of  price points 
to maintain market share. General said Henkel prides itself  
on having a laundry and homecare portfolio that covers the 
spectrum from retailer brands to Henkel national brands that 
serve the consumer across all value tiers: value for money, mid-
tier and premium performance. But, at the same time, private 
label is an essential part of  Henkel’s growth strategy in the US. 

“We offer retailers state-of-the art R&D, innovation, brand-
ing, shopper and consumer insights, leadership in sustainabili-
ty, and world-class manufacturing and quality,” he said. “With 
this unique set up of  national and retailer brands in the US, 
we are able to offer to our customers the best value and choice 
for the category, while serving the needs of  consumers who 
purchase national brands, retailer brands or both!”

Propper noted that despite threats of  a recession, when it 
comes to household cleaning product choices, it all boils down 
to reputation, customer satisfaction and loyalty. 

“Like any other household essential, consumers are picky 
when it comes to their laundry brands. Once they find a brand 
that they love, they tend to stick with it,” he said. “The sub-
scription DTC model makes this more convenient for the con-
sumer as well. In this sense, laundry products become a main-
stay in household budgets, even during economic downturns. 

Going forward, Dropps continues to focus on its core prod-
uct and current lineup. Introductions will come in the form of  
new formulations, with emphasis on scent developments.

Greenology added manufacturing in Texas. As a result, the 
company is covered in the central US and coast to coast. Gree-
nology also added blue-chip retail customers, but McCarthy 
declined to provide specifics, citing confidentiality agreements.

In 2023, MyKirei by Kao will expand its offerings to help 
consumers live a wellness-inspired lifestyle. Company execu-
tives said they will be based on Japanese tradition like other 
MyKirei formulas. n
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CESIO

A Good Year 
For Natura- 
Aeropack
SALES AND VOLUME SOAR IN 2022.

Natura-Aeropack, a subsidiary of  Chemrez Tech-
nologies, enjoyed an excellent 2022. Natura-Aer-
opack’s primary feedstock is coconut oil, enabling 
it to avoid many of  the gyrations that plagued the 

petroleum market last year. Being based in the Philippines, 
plays to the company’s competitive advantage, explained 
Jun Lao of  Chemrez.

“Coconut oil is a sustainable feedstock that enables us to 
make natural and clean surfactants,” said Lao. “The Philip-
pines is the ‘Saudi Arabia’ of  coconut oil.”

Lao said coconut oil has been recognized as more sus-
tainable than the other lauric oil, palm kernel. It does not 
carry the negative consumer-perception of  burning rain-
forests and destruction of  wildlife habitat that made way 
for oil-palm plantations. Furthermore, when the Ukraine 
crisis caused a vegetable oil shortage, coconut oil became 
the logical alternative. Coconut surfactants even cost less 
than those from palm, noted Lao.

“All these factors played to the strength of  Natura-Aero-
pack. We saw our sales treble on record volume in 2022,” 
he added. 

At the recent Private Label Manufacturers Association 
(PLMA) exhibit, Natura-Aeropack received a warm recep-
tion from manufacturers seeking a steady supply of  coco-
nut-derived oleochemicals. 

“Every brand owner with sustainability goals was look-
ing for palm-free and petroleum-free ingredients,” Lao 
recalled. “Our booth was extremely well-received because 
that is exactly what we offer.”

This year, Natura-Aeropack will inaugurate a new multimil-
lion dollar oleochemical facility in Batangas, Philippines. This 
vertically integrated surfactant and food facility takes coconut 
oil and converts them to sustainable ingredients to make per-
sonal and home care products, all on the same site.

According to Lao, the new Natura-Aeropack facility was 
sustainability designed and built from the ground up. It’s 
small carbon footprint makes it an ideal link in the supply 
chain of  any brand, concluded Lao. n

Natura-Aeropack dedicates a new surfactant plant this year.

Registration Open for CESIO Surfactant Congress
The global surfactant industry gathers in Rome this year for 
the CESIO Congress, June 5-7, 2023. The theme is: “Sur-
factants – High Performance Solutions for a Better World.”

Held every four years, the CESIO Congress provides a unique 
opportunity to meet with all partners and contacts across the 
surfactants value chain, according to event organizers. 

Registration is now open and organizers are accepting 
abstract submissions. To learn more, visit https://cesio-
congress.eu/

In sessions, Congress attendees will learn about the lat-
est developments in key areas such as business and mar-
ket trends, safety and regulatory affairs, and technical and 

applications. At the same time, there are opportunities to 
conduct effective and efficient business meetings during 
the congress, using the hospitality suites.

CESIO members represent approximately 75% of Euro-
pean surfactant manufacturers and include individual com-
panies, national associations representing a number of SMEs 
in addition to the larger companies and associate members.

The global surfactant market is growing 4.8% and ex-
pected to reach $56.3 billion by 2026, according to Grand-
view Research. Asia-Pacific is the dominant region, with a 
35.3% share in 2020—a market share that is only expected 
to expand in the future, according to Grandview Research.
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FRAGRANCES FOR HOUSEHOLD PRODUCTS

MORE COMPLEX BLENDS AND UNIQUE 
ACCORDS REFLECT THE INFLUENCE OF 
SELFCARE AND WELLNESS IN TODAY’S 
HOUSEHOLD CLEANING SPACE.

By Christine Esposito, Managing Editor

Later lemon. Forget fresh. Today’s dish soaps deliver a heady, 
aromatic blend of  invigorating green herbs, sugar, crisp cit-
rus and earthy woods. Notes of  incense, moss and berga-
mot are blended into liquid laundry detergent. 

And, with the simple spritz of  an air spray, homeowners 
change the mood in their home office with a fragrance featur-
ing mandarin, amber and the scent of  lava.

While “fragrance-free” remains a popular request in per-
sonal care, scented products remain prolific in home care.

In fact, according to Morgan Eberhard, Febreze senior scien-
tist at P&G, in the US market, scented products represent 89% 
of  laundry, 79% of  surface cleaning and 99% of  dish washing 
product sales, even when unscented options are available. 

“Scent is critical to P&G Fabric and Home Care products 
and the people who use them,” Eberhard told Happi. “That’s 
because fragrance provides more than just a pleasant scent. In 
fact, new research published in the scientific journal Cognitive 
Research: Principles and Implications, shows how the func-
tional, emotional and in-use benefits of  fragrance in house-

hold products contribute to overall wellbeing, memory, moti-
vated behavior and social behavior,” Eberhard said.

Scent has been used in household products for decades. As ex-
perts attest, the category tends to witness evolutionary rather than 
revolutionary changes. But the pandemic was a timestamp. 

“When the pandemic hit, consumers’ biggest concerns were 
for household products to be effective and clean, killing germs 
and keeping individuals safe. At the same time, to relieve stress 
and anxiety, consumers were incorporating well-being and self-
care into their spaces with the use of  candles and home fragrance. 
Consumers are upgrading their home care routines to promote 
health and well-being,” said Amy Marks-McGee, founder of  
Trendincite LLC and a creative marketing professional with 
more than 25 years of  experience in the fragrance industry.

Sophisticated Scenting Helps Elevate  
Household Cleaning Category

Fragrances offered by Dirty Labs include Aestival (yuzu, geranium and lemon 

balm) and Murasaki (jasmine, matcha and vetiver).
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Marks-McGee contends the term 
“household” is evolving into “home 
care,” with a blurring of  the lines be-
tween cleaning and home fragrance. 

“Cleaning products are getting 
a makeover, being elevated and in-
spired by beauty products,” she said. 
“Like other categories, consumers 
are demanding better-for-you and 
better-for-the-planet formulas and 
sustainable packaging. Brands are 
using plant-based formulas in place 
of  harsh chemicals and many of  the 
fragrances are using essential oils and 
natural extracts such as citrus, fl orals, 
lavender and woods.”

THE POWER OF SCENT
According to Eberhard, scent has the power to improve mood 
and increase pleasure and confi dence, but also to evoke feel-
ings of  nostalgia. This is why P&G takes “a balanced ap-
proach to designing new scents to keep things fresh and excit-
ing, while maintaining our iconic scents in products that have 
been around for decades and have strong memory associations 
of  those who came generations before,” she said.

Eberhard continued, “At Febreze, we know that powerful 
odor-fi ghting technology paired with a great scent is the win-
ning combination that people crave. That’s why we’ve been 
focused for the past several years on designing fragrances for 
the people who would like to be using an air or fabric freshen-
ing product but don’t feel that there’s the right scent for them 
in the market today.” 

The eff ort has included “new scent camps, diff erent scent 
intensities, increasing the longevity of  scent through innova-
tive technologies and leaning more into luxury fragrances,” 
said Eberhard. As example, she cited Febreze’s Origins col-
lection and its inaugural scent of  the year fragrance—Fe-
breze Ember—which rolled out last year. 

Febreze’s scent of  the year for 2023 is expected out some-
time this month, according to offi  cials.

Elsewhere in household care, P&G rolled out Gain Power 
Blast Dish Spray. According to experts, on average, people 
spend almost a half  hour a day hand-washing dishes. In a 
Gain-commissioned survey of  1,700 people, 37% of  Gain 
users are more likely to say good smelling dish soap aids in 
boosting their mood. And while washing dishes is the second 
most hated household chore, next to cleaning the toilet, Gain 

users are almost twice as likely to fi nd dishwashing very enjoy-
able compared to non-Gain users, according to the data.

P&G says Gain Power Blast Dish Spray has Aroma Boost 
technology which allows the scent to “bloom” throughout the 
kitchen and linger long after the dishes are done. 

P&G’s expertise in scent development is robust; according to 
Eberhard, P&G is among the top fragrance houses in the world. 

“Fragrance development is a highly technical combination 
of  art and science. Our fragrance experts need to not only 
understand how fragrance notes smell together, but also how 
they will work within our products and how they will fi t within 
a certain product category,” she said. 

SCENTS MAKE SENSE
Effi  cacy is the top factor for most consumers when it comes to 
cleaning products.  “But the feeling and experience of  what 
clean means diff ers from one person to the next, especially 
when it comes to fragrance,” noted Alison Gutterman, CEO 
and president of  Jelmar, the company behind workhorse 
cleaning brand CLR. 

Jelmar recently added a lavender scent to its CLR Brilliant 
Bath product, a multipurpose, multi-surface bathroom cleaner 
with EPA Safer Choice certifi cation. The foam spray, which 
was formulated to cut through dirt, calcium, lime, hard water 
deposits and soap scum, had been available in fresh scent.

“For some, the idea of  clean has a scent to it,” added Gut-
terman. “We chose to expand the range and introduce lav-

ender to provide a fresh alternative to 
our loyal users, but also to broaden the 
appeal to new customers who are dis-
cerning about both the product eff ec-
tiveness and scent choices they make 
for their home. 

“Lavender is such a classically pleas-
ant scent. It’s a soft, fl oral aroma that 
doesn’t overpower, but easily makes its 
presence known,” said Gutterman.

Adding the lavender variant was a 
“decision made with the long game 
in mind,” according to the CEO. “We 
want it to stick around long term rath-
er than follow short-term fragrance 
trends. It’s an off ering our consumers 
can rely on including in their cleaning 
routine always.”

According to Gutterman, Jelmar 
released its “fi rst notably scented 

 Jelmar has added a 

lavender scent to its 

Brilliant Bath cleaner. 

Arbour’s active detergent 

smells like fresh cotton 

sheets.
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products” in 2021 with CLR Active Clear and CLR Every-
day Clean in 2021. CLR Active Clear comes in Herbal Field, 
Lemon Mist and Morning Dew, while CLR Everyday Clean 
comes in Lavender, Clean Lemon and Fresh Rain. 

“Adding scented cleaning products is resonating with our 
consumers because of  the elevated experience a scent can pro-
vide. Scent can ignite a feeling, a memory. In cleaning, it can 
be a signal of  accomplishment. It’s a special component that 
can really improve the sometimes tiring, or repetitive task of  
cleaning,” she said.

Lavender is also available at Kris Jenner’s Safely home care 
line. The new Calm variant—which is available exclusively at 
Walmart stores and online at Walmart.com—has top notes of  
lavender, coconut milk and lemon; middle notes of  tonka, helio-
trope and rose, and the base contains vanilla. 

NICHE BRANDS, NEW SCENTS
There is another celebrity brand in home care, Homecourt, which 
was created by actress Courtney Cox. The brand’s dish soap, sur-
face cleaner and hand wash are available in several scents such 
as Cece (notes of  cedarwood smoke, sweet cardamom and white 
leather), Steeped Rose, Neroli Leaf  (a white floral) and Cipres 
Mint (a heady, aromatic blend of  green herbs, steeped with sugar 
and a touch of  crisp citrus and earthy woods).

Arbour is another new-to-market household care line. 
“Our first goal when creating Arbour was to be safe for fam-

ilies to use around children and pets. We quickly realized that 
most fragrances on today’s market are harmful due to their 
chemical/synthetic makeup and how they interact with sur-
factants that make up the various product formulations used 
around a typical house,” co-founder Carol Mehas told Happi.

But that doesn’t mean Arbour eschews scent.
“Of  course we were able to offer ‘fragrance free’ versions, but 

honestly, that’s just no fun at all!” Mehas said. “Since we have 
been conditioned to know when things ‘smell clean,’ scent is an 
important part of  the product experience. So we dug deeper and 
discovered that there are natural essential oils that are both safe 
and don’t affect the performance of  the product.”

Arbour’s activewear detergent has an essential oil blend that 
smells like fresh cotton sheets, thanks to a sandalwood oil base 
that is “safe and makes the whole experience interesting for 
the user,” according to Mehas.

“We liked the idea that we could have a blend that is not 
for masking, or for the purpose of  impregnating fabrics so the 
scent lingers on the clothing,” she continued. “By using safe 
essential oils, our proprietary blend is an ingenious way that 
the entire experience can be non-toxic.”

Arbour plans to roll out a new scented range of  Everyday Es-
sentials, including scented hand soap and dish soap this spring.

“We know how much scent is a key part of  the customer 
experience,” said Mehas.

SMELLS LIKE NPD
“The household market has become more interesting than ever, 
with innovation, ingredients and lifestyle trends really influencing 
NPD,” said Selena Wagstaff, UK marketing manager, CPL Aro-
mas. “We find the big companies and also small, new companies 
launching interesting products to engage consumers.”

At Indigo Wild, maker of  Zum detergents, new scents are 
vetted at the Zum Lab and are accessible to consumers online.

“When a customer purchases from the Zum Lab we ask 
for their opinions about the Zum Lab products post-purchase 
to help us tweak Zum into the best product it can be. When 
products or scents are a hit in the Zum Lab, they are launched 
into the full Zum Family available in other online channels 
and in-store,” explained Rowan Page-Brennan, who works in 
Indigo Wild’s marketing department.

“Scent is very important in the home care/laundry care 
world. People want their homes and their clothes to smell 
good and Zum is here to create blends to pique their interest.”

Recent “graduates” of  the Zum Lab are amber and gera-
nium-patchouli. 

Amber—a base of  vetiver and patchouli with lavender, cedar 
and bergamot providing a warm finish—quickly rose in ranks to 
become a new Zum favorite. But the company’s most popular 
scent is Frankincense & Myrrh, according to Page-Brennan.

“Our scent is core to 
who we are and what 
Zum is known for. We be-
lieve in smelling good and 
feeling good about the 
products you are putting 
on your body or using in 
your home. We take pride 
in our unique aromatic 
essential oil blends we cre-
ate here at the Zum Fac-
tory in Kansas City,” said 
Page-Brennan.

Indies like Zum and 
others are pushing the 
boundaries of  scent in 
home care. 

Dirty Labs, for exam-
Zum’s most popular laundry scent is 

Frankincense & Myrrh. 
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ple, expanded its laundry lineup and entered the machine dish-
wash space.  Its new Bio Enzyme Dishwasher Detergent is a 2-in-
1 detergent plus booster that comes in Aestival (yuzu, geranium 
and lemon balm). Dirty Lab’s Murasaki Bio Enzyme Laundry 
Detergent has notes of  jasmine, matcha and vetiver. The com-
pany’s fragrances are made of  natural and synthetic ingredients 
selected from the IFRA Transparency List.

As brands work to be more sustainable, eco solutions from 
suppliers are critical. CPL Aromas rolled out an upgrade to its 
AromaCore fragrance encapsulation technology, which makes 
it biodegradable. The sustainable patented technology, called 
AromaCore Bio, delivers longer-lasting fragrance performance 
for laundry and fabric care applications. The vegan-friendly 
technology encapsulates the fragrances within a biodegradable 
capsule wall, which can survive water and heat, but which breaks 
when dry. When the washed and dried garments are used, fric-
tion causes the capsules to open, enabling fragrance to burst out, 
continuing to give a long-lasting scent, according to the company.

PALETTE EXPANDERS
Developing scents is a critical component of  NPD within 
home care. When it comes to forecasting new trends, perfum-
ers turn to a number of  diff erent industries for inspiration. 

“Often, we see trends start to arise fi rst in food and drinks, 
whereas other times it might be the beauty industry leading 
the way. All of  these can serve as inspiration for what types of  
fragrances people might desire in their household products,” 
said Eberhard of  Febreze.

Seasonality is also a big part of  the fragrance sector, and ex-
perts say it is wise to leverage this in the household care market.

“Seasonal scents and limited-edition scents enable brands 
to experiment with new fragrances. Manufacturers should ex-
plore developing seasonal scents with spring and fall/holiday 
being popular seasons,” suggested Marks-McGee.

Still, tried and true seasonal scents can ebb and fl ow, too.
“Believe it or not, we saw that the beloved pumpkin spice 

scent fell a bit out of  favor this year for more novel fragrances 
like roasted marshmallow,” said Eberhard. “

Fragrance is typically infl uenced by the world of  food and 
fl avor, too.

Firmenich named dragon fruit as its 2023 fl avor of  the year. 
Citing Mintel GNPD data, the annual rate of  food and bev-
erage launches with dragon fruit fl avor callouts has doubled 
since 2017. This exotic fruit has been incorporated into Live 
Bold beau de parfum, Fimenich’s riff  on Pantone’s 2023 color 
of  the year, Viva Magenta.

Experts Happi spoke with also noted the blurring between 

household care and home fragrance. For instance, Diptypque, 
known for its candles, launched La Drouguerie, a range that in-
cludes household cleaning products like dish soap, surface clean-
er, an anti-odor candle and leather and wood care lotion. Archi-
pelago has cleaning products made with plant-based ingredients 
and natural fragrances. Products include glass cleaner with citrus 
fragrance from pure essential oils, as well as grapefruit, lavender 
and mint and Charcoal Rose laundry detergent.

SMELLS LIKE SELF CARE
This past Fall, P&G teamed up with actress and home décor de-
signer Garcelle Beauvais to show consumers how to “scent style” 
using the 30-plus fragrance options in the Febreze Air line. 

Eberhard pointed to customization as rising in importance 
in air care– with people indicating they prefer choosing diff er-
ent scents for diff erent rooms and occasions to create a holistic 
ambiance and scent blueprint of  their self-identity.

“Consumers are prioritizing their overall 
well-being. Mood-boosting fragrances and 
claims can enhance positive emotions or pro-
vide a sense of  calm and improve overall well-
being,” noted Kelli Heinz, VP-marketing at 
Bell Flavors & Fragrances, Inc.

Mrs. Meyers, for example, rolled out a 
limited edition Compassion Flower range 
that incorporated mood and emotion into 
the fragrance, according to Heinz. The fra-
grance—with notes of  fresh lemon, sheer 
violet and pansy—is described as uplifting, 
fl oral and sweet.

Therapy Clean, an indie cleaning products 
company based in New Hampshire, last year 
introduced “everyday wellness-inspired clean-
ers that have mood-enhancing fragrances. 
Scents include Juniper & Lemon Zest (En-
ergize & Invigorate), Sea Salt & Eucalyptus 
(Calm & Soothe), and Fresh Herbs & Melon 
(Uplift and Brighten). Therapy Clean products include all-pur-
pose cleaner, window and glass cleaner, and dish soap.

According to Marks-McGee, consumers seek “better-for-
you and better-for-the-planet” products across all markets, 
home care included—and that’s infl uencing fragrance. She 
told Happi, “Household fragrances continue to be more so-
phisticated and experiential. Consumers are focusing on health 
and wellness with a holistic approach. They are incorporating 
this lifestyle into their cleaning rituals. It is an opportunity to 
create fragrances that promote well-being and self-care.” ■

Ember is one the 

many options in 

the Febreze Air 

range. 
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TOP INDIE BRANDS

Up & Coming  
Indie Personal 
Care Brands for 
2023
A LOOK AT THE RISING BEAUTY STARS  
OF MAKEUP, SKIN CARE, WELLNESS  
AND HAIR CARE.

By Melissa Meisel, Senior Editor

Indie brands continue to reveal their power in the per-
sonal care marketplace, bringing unique concepts, cus-
tomized solutions and exotic ingredients to the forefront 
of  product development. And, according to Yann Pen-

cole, vice president, consumer products at Kline, retail sales 
of  independent beauty brands in the US are expected to in-
crease at a compound annual growth rate of  14% by 2027. 

So, what are the key success factors behind these game-
changing brands? 

According Kline’s recent “Beauty Indies: Analysis of  
Brands to Watch” report, the company founders are often 
ambassadors promoting a brand in the marketplace. 

“All relationships in which they are linked or associated 
with help them gain access to retailers, investors, contract 
manufacturers, formulators and more,” Pencole said.

Read on to learn more about rising indie beauty brands. 
Each is primed to grow in the year ahead thanks to their 
founder’s unique talents and personal stories.

BEAUTY HAC
www.beautyhac.com
Medical esthetician and former beauty editor Hillary Clark 
says that beauty consumers are “overserved and underser-
viced.” Therefore, she created Beauty HAC’s 6-in-1 “skin-
tech” solutions to simplify skin care and amplify results re-
ducing inflamm-aging while improving cellular health. Her 
products include the popular roller applicators for both 
face and body alongside anti-aging formulas.
Year Founded: 2021 
Names To Know: Hillary Clark, founder 
Major Products: Neck/Face Treatment Roller, Eye 
Treatment Roller
Hero Product: Beauty HAC Duo
Stocked At: BeautyHAC.com, Amazon.com 
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Brand Story: Hillary Clark has spent more than two  
decades working in both skin care and makeup. As a third-
generation beauty entrepreneur, celebrity makeup artist 
and medical esthetician, Clark was the youngest beauty di-
rector in Nordstrom’s history and its first personal shopper 
for beauty. 

When Sephora.com entered the US, the retailer recruited 
Clark as its West Coast beauty editor where she trailblazed 
a new path and launched the first online beauty market-
place for the retailer. 

Both positions presented opportunities to collaborate 
with some of  the beauty industry’s biggest names includ-
ing Dr. Nicholas Perricone, Dr. Kathy Fields, Dr. Howard 
Sobel and Carol Shaw. And, Clark’s makeup artistry has 
graced the runways of  major fashion shows and celebrities. 

Clark was inspired her to open her own by-appointment 
beauty atelier, Blush Beauty, on Union Street in San Fran-
cisco. Women from around the world clamored to meet 
Clark and brought suitcases full of  products for her to 
evaluate and curate. Blush Beauty is recognized as the first 
to provide “edited collections of  must-have products” in a 
boutique setting. Allure regularly featured Blush Beauty in 
its national directory and 
her services were covered 
in the New York Times’ 
Style section. 

Over time, Clark was 
tapped to lead product 
development for color 
brands carried at Sepho-
ra which inspired her to 
seek out expert chemists 
to begin work on her first 
love, skin care. 

Ever the client advo-
cate, Clark was on a mis-
sion to develop stream-
lined, efficacious solutions 
that did not require cock-
tailing a complex multi-step protocol for one’s daily skin 
care practice, she told Happi. Such was the origin of  Beau-
ty HAC, a skin care brand combining holistic bioactives, 
with cosmeceuticals applied with ergonomically designed 
rollers to stimulate lymphatic drainage, said Clark. 

Not only is “HAC” her initials, it stands for “Holistic And 
Clinical”—evoking the philosophy of  the brand. Free of  
cosmetic fillers, each of  the more than 40 specialty ingre-

dients is hand selected by Clark for bioavailability, compat-
ibility and are powered to compliment and boost the results 
of  her cosmeceuticals. 

Ultimately, Clark says she developed Beauty HAC’s prod-
ucts to make the skin act younger longer.
Why We’re Watching: It’s no secret that inflamm-aging 
is a serious skin care concern for today’s beauty consum-
ers. Beauty HAC is looking to solve this quandary with its 
multi-tasking products. 

The brand launched with two products which feature 
medical grade stainless steel rollers, helping to effectively 
aid in lymphatic cleansing to detox and de-puff and stimu-
late circulation for an immediate glow. 

Beauty HAC’s holistic and clinical ingredients are bio-
compatible and are immediately absorbed and utilized to 
nourish the skin, said Clark. 

“These two SKUs are the perfect addition to any existing 
regime, by amplifying the effects and benefits of  your exist-
ing skin care routine,” she told Happi.
What’s Next: According to Clark, “You won’t see Beau-
ty HAC following the pack with traditional brand exten-
sions…get excited for products that will make you wonder 
‘why hasn’t someone thought of  this before?’” 

CHEEKBONE BEAUTY COSMETICS INC.
www.cheekbonebeauty.com
Cheekbone Beauty is an Indigenous-owned cosmetics com-
pany known for bringing an Anishinaabe tribe worldview 
into the natural beauty space with its vegan, sustainable 

Hillary Clark

Beauty HAC skincare
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and cruelty-free clean color cosmetics. Products are “made 
for every human and bring boldness to the clean category,” 
said CEO Jenn Harper.
Year Founded: 2016
Names to Know: Jenn Harper, CEO; Cory Boisselle, 
CFO; Amanda Lowry, operations manager; Alexandra 
Griffith, lead chemist
Major Products: Lips, eyes and face makeup
Hero Product: Sustain Complexion Pencils
Stocked At: Online at www.cheekbonebeauty.com, 
Sephora Canada, and soon, in 600 JC Penney doors in the 
Thirteen Lune Shop.
Newest Launch: Starlight Illuminating Primer
Brand Story: In line with her Anishinaabe roots (a group 
of  culturally related Indigenous peoples present in the 
Great Lakes region of  Canada and the US), beauty en-
trepreneur Jenn Harper launched a “less-waste” line of  
lipsticks in 2020, Sustain Lipstick. According to Harper, 
Cheekbone Beauty’s aim is to make a difference in the lives 
of  Indigenous youth through donations that support educa-
tional opportunities and to create a space in the beauty in-
dustry where Indigenous people feel represented and seen. 

“Giving back to our community is the centerpiece of  
Cheekbone Beauty’s mission. Our streams of  giving in-
clude product donations, monetary donations or project-
focused donations,” said Harper.

To date, Cheekbone Beauty has partnered with a wide 
variety of  causes. These include Shannen’s Dream and the 
FNCFCS, the Navajo Water Project, One Tree Planted and 
a variety of  non-profit organizations across North America. 

“As Cheekbone Beauty grows, so do our charitable goals. 
True to our roots, Cheekbone Beauty’s definition of  success 
is not based on what you attain for yourself, but instead in 
what you give back to your community,” said Harper.

She continued, “The true impact of  our brand is felt 
through the communications we receive from our shop-
pers; the emails, DMSs and conversation with Indigenous 
youth that signify the fulfillment of  our mission of  repre-
sentation.”

Cheekbone Beauty is helping Indigenous youth see them-
selves in a beauty brand. Throughout her life, Harper strug-
gled to accept her Indigenous roots. She was estranged from 
her Indigenous family for much of  her child and adult life. 

Harper was in the food and hospitality industry for her 
whole career, specifically in sales and marketing, before 
starting Cheekbone Beauty. In 2015, she popped out of  
bed at 2am, after dreaming of  native little girls covered in 
lipgloss. They had made a huge mess of  themselves, but the 
joy and laughter are what resonated with her, said Harper. 
At that moment in her life, she was just learning about her 
grandmother’s experience at Residential school or Indian 
Boarding school. Learning about the truth and their ex-
periences were very traumatic for First people and their 
families, she told Happi. 

“To this day, many are still affected by generational trau-
ma,” said Harper.

With the information and that dream, Harper was and 
still is, determined to change the narrative, to show Indig-
enous people thriving. 

Today, the indie beauty entrepreneur works on product 
development and innovation with a chemist and sustain-

Jennifer Harper

Cheekbone Beauty
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ability experts to reimagine beauty 
products from the heart.
Why We’re Watching: The Cheek-
bone Beauty brand is based on an In-
digenous worldview, according to the 
company. 

Harper explained, “Our customers 
are our community and we gather in 
circles to share what we have. Social 
media allows us to learn as much as 
we can about the kinds of  products 
our community would like to see in the 
world. If  we look at nature, it is per-
fect, everything is used, recycled and 
repurposed. This is the vison for the 
Cheekbone Beauty brand, Indigenous 
roots and sustainable by nature.”
What’s Next: Cheekbone Beauty is 
working on bringing its products to 
all beauty shops around the world, 
starting with more Sephora Canada 
doors in 2023 and 600 JC Penney 
doors. In its “Indigenous Innovation 
Lab,” the company is working on the 
“Niagara Project,” the extraction of  
active ingredients for a future founda-
tion. The company is also launching 
its “Refillable is the new Recyclable” 
campaign in 2023.

GAME BEAUTY
https://gamebeauty.com 
Game Beauty was founded with the 
dream of  bridging the two worlds—
playing video games (gaming) and 
beauty. According to Jamie Battista, 
CEO and founder, “We create and 
provide high-performance makeup 
products inspired by the elements from 
our favorite video games. We want you 
to slay in real life while slaying in the 
virtual world.”
Year Founded: 2019
Names To Know:  Jamie Batttista
Major Products: Elemental Pearl 
Highlighters, Eyeshadow Palettes, 
Liquid Eyeliner Pens

Hero Product: Harbinger Palette
Stocked At: https://gamebeauty.com
Newest Launch: Game Beauty x Per-
sona 5 Royal limited-edition collection 

Brand Story: Battista founded Game 
Beauty in October 2019 while at a 
crossroads in her career. She was torn 
between continuing to work for an in-
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ternational technology 
company or to practice 
real estate full time. 

She chose neither. 
After a timeout from 

the working world and, 
like most folks, spend-
ing some time on social 
media posting about 
her hobbies, Battista 
realized gaming and 
makeup are her favorite 
things—why not com-
bine them?

However, without any 
physical goods or design 

concepts ready for presentation, friends and family around 
her were confused by the concept. She was constantly chal-
lenged by questions and comments like “I’m not sure what 
you’re trying to achieve” and “what’re you trying to sell?”

Due to previous job opportunities, Battista attended 
a few trade shows such as World Dairy Expo, American 
Library Association Conference, and RFID Journal Live 
demonstrating products, generating leads and assisting in 
event organization. 

To get Game Beauty started, she went to the place where 
all the leads would be at the ready: a color cosmetics indus-
try tradeshow. She booked a trip to the very next makeup 
expo—Makeup in LA—and started sourcing products from 
global suppliers she met at the event.

While securing a few color makeup providers, she wanted 
to ensure game-like packaging design. She spent months 
convincing a professional computer graphics artist to have 
faith in her new brand and offer some insight. 

“It’s always challenging for a new brand to find a reliable 

supplier. Everyone wanted high minimum order quantity 
(MOQ) and to work with big names,” said Battista. “But I 
was able to find a kind and reliable factory from Italy that 
takes smaller MOQ to start.”

And, just like that, Game Beauty’s first makeup prod-
uct—the Adventure Palette—was launched into the color 
cosmetics marketplace.
Why We’re Watching: According to Battista, Game 
Beauty is the only makeup brand on the market that’s in-
spired by modern gaming.
What’s Next: At press time, the company launched the 
Game Beauty x Persona 5 Royal limited-edition collection 
in partnership with Atlus, a subsidiary of  Sega known for 
delivering “unforgettable, story-driven gameplay experi-
ences,” according to the company. The Persona 5 Royal 
range includes two makeup palettes, six liquid eyeliner 
pens, six liquid lipsticks, four single blushes and four eye-
shadows making it the brand’s biggest collection to date. 

GOOD MOLECULES 
www.goodmolecules.com
Good Molecules offers products that target various skin  
issues such as acne, redness, dryness and hyperpigmenta-
tion at an affordable price. In an attempt to make results-
driven beauty accessible to all, prices start at just $6. 
Year Founded: 2019
Names To Know: Nils Johnson, founder 
Major Products: Niacinamide Brightening Toner, Yerba 
Mate Wake Up Eye Gel
Hero Product: Discoloration Correcting Serum
Stocked At: Ulta, Beautylish, goodmolecules.com
Newest Launch: Sheer Mineral Sunscreen SPF 30
Brand Story: Good Molecules was created by longtime 
beauty industry veteran Nils Johnson, founder of  online 
shopping hub Beautyish.com. According to Johnson, the 
goal of  Good Molecules is to offer consumers products that 
solve an array of  skin concerns using simple formulas with 
innovative and clean active ingredients. 

“The idea behind Good Molecules is simple: it’s skin care 
that actually works at a fair price. The market is saturated 
with enough products that do very little and cost too much, 
so there was a real desire to change this,” he told Happi. 
“This prompted a team of  beauty industry veterans from 
within Beautylish to come up with the concept for Good 
Molecules.”

According to Johnson, the company formulates with the 
same science-backed ingredients used by luxury beauty The latest Game Beauty eyeshadow kit.

Jamie Battista
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brands sold at high-end retailers and 
e-commerce platforms.

“Think galactomyces ferment fil-
trate or cetyl tranexamate mesylate,” 
he explained. 

Products are also vegan and fra-
grance-free, and span from serums to 
toners to eye treatments.

In 2021, Ulta contacted Good Mol-
ecules to learn more about the brand. 
After further research and extensive 
product testing, Ulta entered into a 
partnership with the company to carry 
the brand in more than 1,300 stores 
nationwide, said Johnson.
Why We’re Watching: According 
to Johnson, transparency matters at 
Good Molecules.

“Confusing ingredient labels can 
mislead customers, that’s why the 
brand has created unique ‘Nothing to 
Hide’ Ingredient Lists on its packaging 
to share how much of  each ingredient 
is used in every product,” he told Hap-
pi. “The ‘Nothing to Hide’ Ingredient 
Lists include every ingredient percent-
age, large or small in an easy-to-read 
table from highest to lowest on the side 

of  each product box, so beauty con-
sumers get the most transparent skin 
care experience possible!”
What’s Next: Look for Good  
Molecules to introduce new skin care 
products based on innovative active 
ingredients that address an even larger 
range of  skin concerns. Introductions 
will include anti-aging and acne-  
specific products.

ESW BEAUTY
https://eswbeauty.com
ESW Beauty is a clean beauty skin care 
brand inspired by wellness. Its sheet 
masks take their cue from raw juices 
and plant-based milks. According to 
brand founders, the product formula-

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

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

Established 1838

Refined  •  USP/NF
Kosher   •  cGMP Compliant

FDA Registered
Proven Quality

All Natural

Vegetable Oils

Untitled-2   9Untitled-2   9 11/15/21   10:00 AM11/15/21   10:00 AM

Good Molecules skin care

50-62_IndieBrands_0123.indd   5550-62_IndieBrands_0123.indd   55 12/20/22   6:25 PM12/20/22   6:25 PM

http://HAPPI.COM
https://eswbeauty.com
http://www.whc-oils.com


TOP INDIE BRANDS

56  /  JANUARY 2023  /  HAPPI.COM

tions are clean, vegan, cruelty-free and sus-
tainable. And, the sheet masks are made of  
a unique compostable fabric called Cupra. 
The company recently expanded its retail 
distribution at Wegmans.
Year Founded: 2019 
Names To Know: Elina Sofia Wang, co-
founder and CEO; John Hu, co-founder 
and COO
Major Products: Raw Juice Cleanse 
Mask Set, Plant-Based Milk Mask Set 
Hero Product: The Pink Dream Mois-
turizing Raw Juice Sheet Mask 
Stocked At: Many retailers across North 
America including Whole Foods Mar-
ket, Free People, Anthropologie, Eataly, 
Wegmans, Cost Plus World Market as well as online at  
www.eswbeauty.com.
Newest Launch: Plant-Based Milk Mask Set
Brand Story: Having struggled with stomach ulcers for 
many years, ESW Founder Elina Sofia Wang began living 
a cleaner lifestyle in 2018. She paid more attention to the 
ingredients she cooked, focusing on a more wholesome 
meal plan. Instead of  drinking beverages that were overly 
sugary and had lots of  chemicals, she transitioned to raw 
juices and teas. At the same time, she began to transition 
her beauty vanity to clean skin care products. Wang found 
that there wasn’t a sheet mask line on the market with 
healthy ingredients.

Wang she set out to create her own per-
sonal care collection, tapping into her ex-
perience in the beauty category. She told 
Happi, “Before starting ESW Beauty in 
2019 when I was only 22, I worked be-
hind the scenes with family who had a 
B2B distribution company that focused on 
K-Beauty. I worked for my mom for over 
five years there and spent a lot of  time re-
searching skin care products, visiting Ko-
rea to negotiate distribution agreements 
with various brands and pitching to retail-
ers such as Costco, Forever 21 and Har-
mon Face Values.”

The goal was to create beauty products 
that mix clean ingredients and “good-for-

you” foods with a playful flair in packaging. According to 
Wang, her priority was to build a brand with clean and 
vegan ingredients, is cruelty free and made with sustainable 
packaging.

“ESW Beauty’s formula is guaranteed to be non-toxic 
and will never contain toxic ingredients such as parabens, 
phthalates, synthetic fragrances, formaldehyde and sulfate 
detergents,” Wang told Happi. “I chose raw juices as the 
theme for the first line because they were a huge part of  
my clean-living journey and are one of  my favorite drinks.

“To me, it’s not just about creating products but to tell a 
story with each line around the foods and drinks that led 
me through this lifestyle change,” said Wang.

ESW Beauty is a women-founded and owned company 
with a team that is about 70% female. 

According to Wang, female and women empowerment is 
a “huge factor” behind the brand as it continues to support 
women by spreading awareness and helping women sub-
jected to domestic violence in a partnership with Women 
Aware, a New Jersey-based non-profit organization that 
promotes the safety and self-sufficiency of  individuals and 
families affected by domestic violence. ESW Beauty’s prom-
ise is to donate 10% of  the profits from eswbeauty.com to 
Women Aware every month.
Why We’re Watching: Wellness is a key driver of  the skin 
care marketplace right now, as seen in the pages of  Happi. 
ESW Beauty is highlighting its unique formulation of  raw 
juices and teas. The brand’s sheet masks are packaged in 
juice bottles and milk carton-inspired pouches and its facial 
tools are packaged in a unique tea-tube design. 

Both lines of  sheet masks are made from a compostable 

Elina Sofia Wang

ESW Beauty masks
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fabric, Cupra, with recyclable packaging. According to 
Wang, the Cupra mask fabric is certified compostable in 
home and industrial environments, and biodegradable in 
soil and marine environments. 

The brand’s facial tools packaging is made from post-
consumer recycled paper and printed with soy ink, too.
What’s Next: In the future, ESW Beauty plans to diver-
sify and develop more clean skin care products and lines 
inspired by Wang’s healthy living journey. It also plans to 
expand its US retail distribution.

“A healthy lifestyle has always been and will continue to be 
at the center of  the brand and we expect to continue to create 
high quality skin care products without leaving out the fun,” 
said Wang. “ESW Beauty wants our customers to feel good 
about what they are purchasing and putting on their skin.”

MIELLE ORGANICS 
https://mielleorganics.com
This one’s for the influencers with a dream who want to create 
their own products. 
    Monique Rodriguez 
founded Mielle in 2014 
after her healthy hair care 
regimen for her tailbone-
length hair went viral. 
Since then, Mielle has ex-
panded to 11 collections 
and is distributed in nearly 
90 countries. In 2021, Ro-
driguez became the first 
Black woman to raise a 
non-controlling nine-fig-
ure investment in a deal 
with Berkshire Partners.
Year Founded: 2014
Names To Know: Monique Rodriguez, CEO; Melvin 
Rodriguez, COO
Major Products: Mielle Rosemary Mint Scalp & Hair 
Strengthening Oil, Rosemary Mint Strengthening Sham-
poo, Rosemary Mint Strengthening Hair Masque; Mielle 
Pomegranate & Honey Leave-In Conditioner, Pomegran-
ate & Honey Curl Smoothie, Pomegranate & Honey Curl-
ing Custard; Mielle White Peony Leave-In; Mielle Babassu 
Oil Mint Deep Conditioner
Hero Product: Rosemary Mint Scalp & Hair Strengthen-
ing Oil 
Stocked At: Online mielleorganics.com as well as more 

than 100,000 stores across the US including Target, 
Walmart, Ulta Beauty, CVS, Walgreens and Sally Beauty.
Newest Launches: Rosemary Mint Strengthening Con-
ditioner, Pomegranate & Honey Maximum Hold Gel Sty-
ler, Rice Water & Aloe Vera Braid Set Foam, Rice Water & 
Aloe Vera Braid & Scalp Moisturizer
Brand Story: Mielle Organics was founded in Merrill-
ville, IN on “uniquely authentic intentions”—a woman 
with a healthcare background as a nurse applying her own 
knowledge and innovation to create the product she didn’t 
find in the marketplace. Monique Rodriguez’s ingredient 
experimentation struck a chord with tens of  thousands 
of  women, many of  whom started asking to purchase her 
homemade products after seeing them on social media.

Eight years and 11 product line extensions later, Mielle 
Organics is the fastest growing Black-owned and wom-
an-led beauty brand. The 
brand’s performance, poten-
tial and visionary leadership 
culminated in a nine-figure 
investment in April 2021 
by Berkshire Partners, mak-
ing the Mielle CEO the first 
Black woman to raise a non-
controlling nine-figure deal. 

“I built this brand so that 
women can look to Mielle as 
the brand where they will see a 
positive and aspirational reflec-
tion of  themselves. It has been 
a blessing to create a brand for 
a new generation of  women 
embracing their natural tex-
tures,” said Rodriguez.

Rodriguez has a “highly 
unique, familial bond” with 

Monique Rodriguez

Mielle Organics’  

topselling hair oil

Then save the date for NYSCC Suppliers’ Day, May 2-3, 
2023 at The Jacob K. Javits Center in New York City! The 
theme this year is “Reimagining Renewal & Wellness.”
https://nyscc.org/suppliers-day

Looking for your next standout 
cosmetic ingredient?
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the fans of  the brand and users of  the products, she con-
tends. She connects with her consumers directly by going 
live on social media, responding to comments, reading re-
views and attending consumer events for face-to-face inter-
action. 

“As a company, Mielle is deeply dedicated to understand-
ing the lived experiences, needs and motivations of  con-
sumers—learning and responding to what they feel is miss-
ing in the marketplace,” she told Happi. 
Why We’re Watching: Despite not having a business 
background, Rodriguez has led Mielle through tremen-
dous growth in just eight years. Just this month, the com-
pany announced that it now claims the #1 best-selling 
product across the entire textured hair care category and 
the top-selling hair oil—Rosemary Mint Scalp & Hair 
Strengthening Oil. 

With one bottle sold every 15 seconds, this product has 
become a fan favorite among editors and consumers and is 
a TikTok sensation.

Mielle’s success is a testament to its high-performance 
products made with an ingredient-fi rst approach and the 
founder’s active connection with consumers.
What’s Next: Mielle has consistently focused on three 
tenets—innovation, education and service to the commu-
nity, said Rodriguez. These will continue to be the guiding 
principles for the brand. 

“So, you can expect to see more by way of  pioneering prod-
uct; regular and useful guidance on textured hair care; and 
continued investment in supporting health equity initiatives, 
underserved communities and education/entrepreneurship 
programming for Black women,” she told Happi. 

NATURE’S BEAUTY
www.naturesbeautybrands.com
A women-and family-owned company, Nature’s Beauty is a 
clean, plant-based and vegan line of  cruelty-free bath and 
body care products, purposefully crafted with “ingredient-
centric experiences” sold in the mass market for an acces-
sible price point, according to Founder Melinda Rubin.
Year Founded: 2015
Names To Know: Melinda Rubin, president and founder
Major Products: Cinnamon Coff ee Energy Body Scrub, 
Squalane Kakadu Plum Recovery Bath + Body Oil, Laven-
der Chamomile Sleep Spray, Lavender Chamomile Sleep 
Bath Bomb Gift Set
Hero Product: Lavender Chamomile Sleep Spray
Stocked At: Walgreens, Walgreens.com, Walmart, 

Walmart.com, Amazon, NaturesBeautyBrands.com
Brand Story: Nature’s Beauty is a plant-based line of  cru-
elty-free and vegan bath and body care that transforms the 
mood and invigorates the body with the clean it deserves, 
according to Founder Melinda Rubin. She told Happi, 
“From its start, Nature’s Beauty has focused on bringing 
consumers high-quality, luxurious products that elevate the 
bath and shower experience at an aff ordable and accessible 
pricing. We use naturally-derived ingredients and strive 
to limit the use of  harsh chemicals when natural alterna-
tives are available with over 100 ingredients that have been 
banned so far.”

Rubin has some industry experience in regards to beauty 
in wellness; she previously worked with naturals pioneer Ra-
chel Perry Cosmetics in product development and marketing.

Taking this angle into current times and conscious of  
the part companies play in the health of  the environment, 

Nature’s Beauty’s mission 
statement includes the 
commitment to being an 
environmentally-responsi-
ble brand focused on evolv-
ing past landfi ll-bound 
packaging in favor of  ma-
terials with a net neutral 
or positive impact on the 
Earth, making use of  PCR 
components and Avery 
Dennison’s CleanFlake la-
bel technology as standard 
practice, said Rubin. 

CleanFlake technology 
is billed as “the next-gen-
eration fi lm label for rigid 

packaging, with recyclability built in,” according to the 
company. It ensures that labels and adhesive separate from 
PET every time, increasing the yields of  pure PET fl akes—
hence, it is sustainable.
Why We’re Watching: Consumers are shifting priori-
ties toward self-care and creating spa-like environments 
at home in an eff ort to capture a sense of  normalcy and 
balance. Research has shown 72% of  employees claim 
they have experienced burnout and a 5% increase in cof-
fee consumption. Nature’s Beauty wanted to address those 
concerns by developing aromatic-experience body and skin 
care collections that focus on invigorating, restoring and re-
plenishing the senses. 

Melinda Rubin
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With over five years of  consistent growth, Nature’s Beau-
ty continues to expand its offerings of  plant-based bath and 
body products.

“Each collection is purposefully crafted with ingredients 
derived from nature to target specific needs with aroma 
profiles that transform your mood while invigorating the 
body with the clean it deserves,” Rubin told Happi.
What’s Next: Nature’s Beauty will continue to expand its 
retail and e-commerce presence by expanding its footprint 
in Walgreens and Walmart as well as expanding its offerings 
on Amazon.

“Nature’s Beauty is expected to keep growing in 2023,” 
said Rubin. “Expect to see expanded luxury shower and 
bath experiences that are designed to help consumers de-
compress and turn your ‘me time’ into an escape.”

NOUGHTY
https://lovenoughty.com
Noughty is an affordable, high-performance natural and 
sustainable hair care brand. According to Co-Founder 
Rachel Parsonage, the company is “committed to creating 
products that bring consumers joy and confidence as well as 
exemplifying our values in responsible, ethical sourcing and 
sustainability. We are vegan and leaping-bunny approved 
and eco-conscious.”
Year Founded: 2016 
Names to Know: Founders Rachel Parsonage and Lorna 
Mitchell 

Major Products: To The Rescue Shampoo & Condition-
er, Wave Hello Shampoo & Conditioner, Wave Hello Curl 
Primer, Wave Hello Curl Jelly 
Hero Product: To The Rescue Treatment Mask 
Stocked At: Ulta.com, Target.com, lovenoughty.com 
Newest Launch: Get Set Grow Collection which includes 
shampoo, conditioner and tonic. 
Brand Story: Noughty was founded in 2016 by Rachel 
Parsonage and Lorna Mitchell— two women whose friend-
ship dates back over 20 years when Sun-In highlights, terrible 
perms and frizzy fringes were the hairstyles of  the day. Both 
went on to become beauty industry experts, working for some 
of  the most-beloved natural brands in the world. Armed with 
passion and knowledge, they were inspired to create an acces-
sible naturals brand centered around high performance. 

And so, Noughty was born. 
With a background in global sales and operations within 

the beauty industry for more than 25 years, Parsonage be-
gan her career in the hotel and amenity supply industry, 
licensing brands and developing markets with British icons 
including Elemis skin care and Penhaligon’s fragrance. In 
her move to retail, she teamed up with This Works, a luxury 
aromatherapy-based brand. Mitchell has 20 years of  beau-
ty industry experience creating, growing and developing 
British personal care brands. Before launching Noughty, 
she worked at Liz Earle as head of  color brand and Elemis 
as head of  new product development. She is well-known 
in the beauty industry as a creative beauty consultant and 
strategist leading end-to-end beauty product, brand and 
marketing development across all categories.

According to Parsonage, “We recognized that the natu-

Nature’s Beauty body care 

Lorna Mitchell and Rachel Parsonage 
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rals world could be a confusing and a slightly dull place, so 
our aim was to keep Noughty simple, transparent and look-
ing great on your bathroom shelf. Every Noughty product 
is rooted in the science of  plant power and we aim to give 
open and transparent information about the science, ingre-
dients and every formulation decision that powers product 
performance.” 
Why We’re Watching: Noughty says it provides natural 
hair care that exceeds the performance of  any premium, 

conventional hair or body care brand with a more afford-
able, natural alternative. In March 2021, the brand began 
working with Cleanhub to meet a sustainability pledge to 
become plastic neutral. 

“Cleanhub is dedicated to keeping oceans plastic-free 
and by partnering up, Noughty commits to helping protect 
our oceans with every product you buy. For every product 
we produce, we will be removing the plastic equivalent 
from the ocean,” Parsonage told Happi. “Cleanhub focuses 
on the most critical regions where the highest possible im-
pact on preventing marine plastic pollution can be realized. 
South (East) Asia is the gateway for more than 80% of  all 
plastic that enters our oceans. With Noughty’s contribu-
tion, we can reduce the mismanagement of  plastic waste in 
these regions to eventually stop this environmental crisis.”

She added, “We always try our hardest to make our product 
packaging curbside recyclable and we now include PCR (post-
consumer recycled) packaging as one of  our core materials used.”
What’s Next: Noughty says it is in the planning process 
for new product launches for 2023.

RINNA BEAUTY
www.rinnabeauty.com
Celebrity Lisa Rinna is best known for her perky pout. So 
why not create a successful color cosmetics line to accentu-
ate her best feature? Beauty consumers are clamoring for 
Rinna Beauty’s lip care products and the brand recently 
expanded into eye color cosmetics.
Year Founded: 2020
Names to Know: Lisa Rinna, founder; Cheryl Krakow, 
founder and president, S.E.L. Beauty, Inc.
Major Products: Icon Collection Lip Kits, Iconic Eye 
Kits
Hero Products: Larger Than Life Plumping Glosses, 
Lash Out Mascara
Stocked At: www.rinnabeauty.com and www.amazon.com
Brand Story: With one of  the most recognizable faces in 
Hollywood, it seemed obvious for Lisa Rinna to launch her 
own beauty brand. But even with her entrepreneurial suc-
cesses—including a retail store and creating a clothing line for 
QVC—cosmetics was a business she spent years researching 
before taking the leap with Rinna Beauty in 2020.

“Rinna Beauty is me,” said Rinna. “It’s taken everything 
that I’ve ever known and learned in my life, on or off-camera. 
I see Rinna Beauty as a true lifestyle brand. There’s no mold 
I have to conform to. There’s nothing holding me back from 
creating exactly what I love and what works for me.” 

Rinna is intimately involved with the development of  ev-
ery product, personally trying samples, tweaking formulas, 

Lisa Rinna

Noughty hair care
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testing colors, textures and long-wear attributes. She has 
embraced every aspect of  the brand since launch, from in-
gredients to packaging and marketing.

“Rinna Beauty products go beyond nailing a look. There’s 
a specific focus on lip care with its formulas designed specif-
ically to leave lips healthy and not dried out. What’s more, 
all Rinna Beauty products are 100% vegan, phthalate- and 
paraben-free, and PETA-certified cruelty-free,” said Rinna.

 In 2022, the brand was also certified cruelty-free by indus-
try watchdog Cruelty-Free Kitty. What’s more, Rinna Beauty 
is inclusive of  female and male customers of  all skin tones. 

“I envisioned this to be the most inclusive beauty line 
ever. And I’m talking across the board, every single hu-
man on the planet could use Rinna Beauty. We don’t worry 
about our differences, we celebrate them,” she said.

The product line has grown to include an ever-expanding 
range of  Icon Lip Kits containing a color-coordinated lip-
stick, liner and gloss. Each kit bears a name for their look, 
some based on Rinna’s “alter egos” and two popular kits 
designed and named for her daughters Amelia and Delilah. 

Lip Enhancers and Lip Plumping Glosses were recently 
added to the brand’s repertoire. Fall 2022 saw the launch 
of  the Iconic Eye Kits, three eye quads sold separately in a 
kit that also includes a double-ended brush, eye crayon, and 
newly-formulated Lash Out Mascara.

Why We’re Watching: The impressive growth trend for 
this indie underscores its expansion into other categories. 
But that’s no surprise as Rinna is best-known for her signa-
ture pout. So why not create a beauty line to show them off?
What’s Next: In early 2023, Rinna Beauty will make its 
foray into body scent products. In addition, retail expan-
sion will be a focus. The company plans to expand from 
online sales at www.rinnabeauty.com and Amazon with the 
goal to become a brick and mortar beauty destination.

Rinna Beauty mobile beauty pop up hit NYC coinciding 
with BravoCon in Fall 2022. The fully-branded truck, created 
by NY-based marketing agency Sweeter, was stationed near 
the Javits Center and then SoHo. The celebrity appeared both 
days to talk about Rinna Beauty’s full product line.

TRECEUTICALS
https://treceuticals.com
TreCeuticals is touted as the first medical grade skin care 
brand to include full spectrum CBD throughout all of  its 
products. The comprehensive anti-aging line includes 
cleansers, moisturizers, facial pads, specialty serums and 
targeted creams that are said to noticeably reduce the signs 
of  aging in just 30 days. 
Year Founded: 2019
Names To Know: Sharon Skaar, co-founder and CEO; 
Erin Dodd, co-founder and president
Major Products: Priming Cleanser, Infusing Hydrator, 
Sunday Peel, Everyday But Sunday, Damage Control Tinted 

Rinna Beauty recently expanded into eye makeup.

Sharon Skarr and Erin Dodd
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Sunscreen, Eye Love, More Hydration Please! Brighten Me
Hero Product: Priming Cleanser, Infusing Hydrator, 
Sunday Peel, Everyday But Sunday, and Mist Me Baby! 
Stocked At: https://treceuticals.com
Newest Launch: TreLift Body Collection 
Brand Story: TreCeuticals was founded in late 2019 by 
Sharon Skaar and Erin Dodd, two retired businesswomen 
based in Scottsdale, AZ. Both are extremely passionate 
about inclusiveness, their community, the environment and 
giving back. 

Born on the back of  a cocktail napkin sitting around a 
fire pit, the two friends had a conversation that changed 
their lives overnight. Skaar and Dodd grew tired of  trying 
different skin care brands that didn’t live up to their prom-
ise and were determined to create simplified solutions for 
all skin types that actually work, Skaar told Happi. 

A 25-year Wall Street executive, Skaar cut her teeth in 
executive management at the nation’s largest financial insti-
tution, JP Morgan & Chase. Recognized for her leadership 
and innovative approach to value-driven solutions, she nav-
igated a male-dominated industry to manage sales teams of  
hundreds of  people across the Western Hemisphere, with 
a portfolio representing over half  a billion dollars. She re-

tired in 2007 to travel the world and get involved with local 
organizations such as Fresh Start Women’s Foundation. In 
2019 Skaar came out of  retirement to launch TreCeuticals 
with Dodd. 

Dodd is known in the luxury fashion space for her award-
winning approach to engineering cross-functional teams 
that leverage the power of  human connectivity. From open-
ing her first retail store at 19 years old, she forged her own 
path and rose to the top of  the luxury fashion retail world 
to work within LVMH, Louis Vuitton Moët Hennessy. With 
more than 45 years of  management experience, Dodd 
worked with leading retailers such as Escada, Neiman Mar-
cus and Fendi. Her journey in the business of  skin care was 
ignited in a partnership with Beverly Sassoon and Stepha-
nie McAnly, for a beauty line with over 80,000 distributors. 
After a 10-year journey together, the business was acquired 
by a publicly-traded company. 

Dodd and Skaar teamed in 2019 to launch TreCeuticals. 
In early 2020, the company faced an unprecedented chal-
lenge with the covid-19 pandemic. But “quitting was not an 
option,” said Skaar.

 “It was clear we could push through the daily obstacles 
because of  our commitment to the journey,” she told Hap-
pi. “From packing orders in the garage, to weighing postage 
on a Weight Watchers scale and business meetings at the 
kitchen table, we gathered the right resources to launch a 
game-changing brand at the forefront of  clinically-proven 
anti-aging ingredients and the aesthetic movement.”

TreCeuticals uses active ingredients—retinol, hydroxy 
acids and antioxidants—combined with Full Spectrum 
CBD. All are formulated at pharmaceutical grade levels to 
give customers the results they want in just three simple 
steps, three minutes a day, said Skaar. 

“Coined ‘The Power of  Three,’ we believe that taking 
care of  your skin should be easy and designed the line with 
simplicity at its core,” said Skaar.
Why We’re Watching: Along with being the first patent-
pending line of  medical grade full spectrum skin care, 
TreCeuticals is woman-owned, vegan, naturally-derived, 
non-GMO, gluten-free, Leaping Bunny-certified (cruelty-
free) and proudly made in the US. Each month, a portion 
of  TreCeuticals’ sales is donated to various female-focused 
foundations.
What’s Next: In 2023, TreCeuticals is focusing on self-
care. Along with the recently launched TreLift Body 
Collection, wellness is at the forefront of  the brand’s  
expansion, said Skaar. n

TreCeuticals skin care
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SCC ANNUAL MEETING

Go West,  
Cosmetics 
Chemists!
FOR THE FIRST TIME IN ITS 76-YEAR 
HISTORY, THE SOCIETY OF COSMETIC 
CHEMISTS MOVED ITS ANNUAL SCIENTIFIC 
MEETING OUT OF NEW YORK CITY. 

By Tom Branna, Editorial Director

The science makes the meeting…even when the locale 
is SoCal. The Society of  Cosmetic Chemists’ 76th 
Annual Scientific Meeting & Showcase took place 
in Los Angeles, December 12-14. It marked the first 

time in history that the SCC moved the event out of  New York 
City. Despite the nearly 3,000-mile commute, plenty of  chem-
ists—nearly 800 at last count—made the trip out West. 

They were rewarded with in-depth sessions on diversity 
in beauty, hair care and skin care innovations, sustainability, 
claims and regulations, and sunscreen design.

During the opening session, SCC Chair Michelle Hines, 
PhD of  Mary Kay, welcomed attendees. Hines congratulated 
the Committee on Scientific Affairs (COSA) for creating an 
outstanding scientific, which featured 2.5 days of  lectures, 
up from two days for the previous 75 years. COSA was led 
by Chair Helen E. Knaggs, PhD of  Nu Skin Enterprises and 
Vice Chair Dennis Abbeduto, Colonial Chemical.

Hines noted that meeting in Los Angeles, “widens the op-
portunity to share cutting-edge research in cosmetic science 
and professional development for our entire membership.”

The Society returns to New York next year, December 12 
and 13. The SCC hasn’t announced the location for the 2024 
SCC Annual Meeting & Showcase. But while the location 
may change, many elements of  the event remain the same. 

Just as in previous years, the Society honored its long-time 
leaders with awards at the meeting. Bart Maxon, Dow Chemi-
cal, received the SCC Merit Award in recognition of  his 30-
plus years of  service to SCC, which includes co-founding the 
Michigan Chapter. Maxon, an achondroplasia dwarf, recalled 
being told he would never work in a lab. 

“But Tom Schoenberg of  McIntyre Chemical gave me a 
chance,” he said. 

Maxon made the most 
of  that chance. He holds 20 
patents and is global techni-
cal leader for some of  Dow’s 
biggest customers. At the 
same time, Maxon is active in 
several inclusion and diversity 
programs at Dow and serves 
on the board of  directors for 
the Disability Network of  
Mid-Michigan. He urged at-
tendees to recognize the abili-

ties of  everyone, so that everyone can reach their full potential.
Mindy Goldstein, PhD received the Florence Wall Women 

in Cosmetic Chemistry Award. In accepting the award, Gold-
stein said she has witnessed women making many advances 
during her career, but more work is needed. 

“It is truly an honor to be recognized by my peers in the 
industry by being awarded the Florence Wall Women in Cos-
metic Chemistry Award. Florence Wall was a leader and in-
novator in our industry and opened up many doors for women 
to follow in her footsteps,” said Goldstein. “Over the past 30 
plus years that I have worked in the cosmetic industry, I have 
cherished the opportunity to serve the industry in multiple 
ways, as well as to innovate, present this work at meetings or in 
publications and to inspire young scientists just starting their 
journey in the industry. It is incredibly rewarding to receive an 
award for doing something you love to do.” 

David Steinberg received the Society’s highest honor, the 
Maison G. deNavarre Award. He recalled attending his first 
SCC Annual Meeting, back in 1969, and remembered meet-
ing deNavarre. The SCC founder gave Steinberg two pieces 
of  advice that shaped his career: Never stop learning and take 
what you learned and pass it on.

INSIGHTFUL KEYNOTE LECTURES
The annual meeting got underway with a keynote by Dr. 
Robb Akridge, founder and CEO, Opulus Beauty Labs. He 
opened with a review of  innovations from the 1920s through 
the 1970s, noting “a lot of  innovations come and go. It’s what 
the consumer accepts that make innovations long-lasting.”

In order for an innovation to have staying power, it must 
meet several criteria, according to Akridge. Specifically, the 
innovation must:
	� Be similar to existing habits;
	� Not have too many steps;
	� Be high tech;
	� Not be too demanding;
	� Be simple to use; 
	� Not deliver too much information;

SCC Chair Michelle Hines PhD,  

Mary Kay
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	� Be fun;
	� Be addictive; and
	� Provide better results.
Akridge’s Clarisonic met all those goals and was acquired by 

L’Oréal. Akridge described four types of  today’s consumer, too:
	� If  it works, I want it;
	� Sustainable
	� Everything is toxic; and
	� Too much information, it’s time to simplify.
Akridge noted that the digital world has made tremendous 

strides in recent years, driven by artificial intelligence. So far, 
in fact, that he wondered if  consumers will stop seeing their 
doctors “because their phones know better.”

THE BEAUTY OF BIOLOGY
In a room filled with chemists, Arcaea Founder and CEO Jas-
mina Arganovic called biology “the most sophisticated tech-
nology on the planet. It has nano-level precision and global 
scale. It is sophisticated and sustainable.”

Proteins, Arganovic pointed out, are the design structure 
of  nature. Her company designs and grows organisms to 
meet the demands of  today’s beauty consumers. For ex-
ample, Arcaea’s ScentArc technology, developed via high 
throughput screening and machine learning, is a precise 
nutrient blend that impacts underarm microbes. It shifts 
the odor profile by selectively preventing the body’s pro-
duction of  odorous compounds. According to Arcaea, pre-
venting malodor all day long is now uniquely and naturally 
possible without harming helpful bacteria, irritating the 
sensitive underarm area or clogging pores.

“We’re using biotechnology to create more sustainable solu-
tions,” said Arganovic. “Biotechnology helps us access a new 
ingredient palette—sustainably.”

BEAUTY RESIDES IN ME…AND YOU!
The traditional concept of  beauty comes from Plato’s obser-
vation that “Beauty lies in the eyes of  the beholder.” But Am-
way’s Amit Chandra said that in today’s society, that observa-
tion is outdated.

“Beauty resides in me,” he told the audience. This shift is 
having profound impacts on how beauty companies and their 
suppliers meet consumers. Successful companies will blend 
ancient wisdom of  traditional herbal systems with modern 
science to create natural, holistic wellness products.

But companies must avoid stoking fear among consumers 
by warning them of  all the things that can go wrong if  they 
don’t buy their products. 

“Do not sell ‘fear, ifs and what. Share joy and sell joy,” he 
urged attendees. “Tell consumers what can go right, not what 
can go wrong!”

He said consumers have tired of  “anti-aging” labels. Con-
sumers are aging gracefully and they want to be empowered 
to feel confident and strong.

“Drive positivity on what it means to be old with tools, ser-
vices and opportunities,” he urged the audience. “Provide 
tailored solutions based on demography, geography, environ-
ment and culture.”

FRONTIERS OF SCIENCE
Paul Alan Cox PhD, co-founder of  Brain Chemistry Labs, de-
tailed his work as one of  the world’s leading ethnobotanists. 
His research focuses on discovering new medicines by study-
ing patterns of  wellness and illness among indigenous peoples. 
He congratulated the cosmetics industry for using ingredients 
such as shea butter, coconut and avocado oils, patchouli and 
licorice—all of  them used by indigenous people for centuries.

“Indigenous people know what works and what doesn’t,” 
he told attendees. That knowledge is working in Ogimi Vil-
lage, on the northern tip of  Okinawa, Japan. There, 15% of  
women are more than 85 years old. Yet, they have no cases of  
Alzheimer’s Disease or Parkinson’s Disease, and remarkably, 
no one wears glasses.

One key to their extraordinary health is a diet that in-
cludes tofu and seaweed— both rich in the dietary amino 
acid l-serine. In fact, the Ogimi women consume more than 
8g of  I-serine a day; that significantly exceeds the aver-
age American dietary intake of  2.5 grams/day for women 
greater than 70 years old.

MASO KEYNOTE LECTURE
Katherine Oglesby, VP-business development, Nuritas deliv-
ered the Henry Maso Keynote Lecture. Nuritas uses artificial 
intelligence (AI) to create new categories of  precision, cell-
signaling peptide ingredients from nature.

“AI isn’t the future. It’s the present,” she insisted.
Nuritas utilized AI to discover a “skin youth peptide.” The 

company began its research with six trillion candidates, before 
AI culled the list to a more manageable 21 candidates. The 
result is a peptide found in peas that outperformed other skin 
care peptides by 9% and works well with retinol. Nuritas is us-
ing AI to validate claims. In the future, AI will be predictive of  
both in vitro and in vivo testing, Oglesby predicted.

For more on the annual meeting, including roundup articles on 
breakout sessions and more award winners, visit Happi.com. n
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Household and  
Commercial Products 
Association Urges a 
Strong Environmental 
Protection Agency
AT THE RECENT ANNUAL MEETING, HCPA 
PRESIDENT AND CEO STEVE CALDEIRA 
NOTES THAT A STRONG FEDERAL AGENCY 
WILL KEEP STATES FROM ENACTING THEIR 
OWN LAWS.

Tom Branna, Editorial Director

Underscoring its willingness to work with a variety of  
stakeholders, HCPA President and CEO Steve Caldeira 
called on Congress to fully fund the US Environmental 
Protection Agency (EPA). At last month’s annual meet-

ing, Caldeira noted there is no shortage of  public policy issues 
currently impacting the household and commercial products in-
dustry. These issues are even more in focus in a divided Federal 
government. Changes are underway at the state level, too.

“We will have to change 
our legislative and regula-
tory approach in some states 
to account for new political 
dynamics.” said Caldeira in 
his annual address.

Caldeira noted that Mary-
land, Massachusetts, Michi-
gan, Minnesota and Pennsyl-
vania all experienced  notable 
power shifts. But regardless 
of  the state, Caldeira said 
HCPA’s priority issues include 
bills and regulations on producer responsibility, plastics, chem-
icals of  concern in consumer products, household hazardous 
waste, labeling and sustainability.

He warned that with a divided Congress in 2023, it will be 
difficult to pass legislation such as the Pesticide Registration 
Improvement Act (PRIA).

“That’s why it’s so important to pass PRIA this year before 
the new session of  Congress begins in January,” he explained.

Mike Gruber, the Association’s top lobbyist, is leading the 

PRIA Coalition in drafting key provisions for the bill and co-
ordinating meetings with Congressional staff to further edu-
cate them about the importance of  this legislation. According 
to Caldeira, due to a lack of  resources, the EPA  has struggled 
to meet pesticide registration deadlines and failing to reautho-
rize PRIA will only make matters worse. Moreover, he pre-
dicted spending bills will also become difficult to pass in 2023.

After years of  neglect from the previous administration and 
Congress, the EPA’s troubles have opened the door for states to 
create their own—often conflicting and costly— regulations, 
according to Caldeira.

“It’s critical that we get the EPA the resources it needs to 
operate as it was intended,” he said.

HCPA has taken a lead role in advocating for a stronger 
EPA with op-ed pieces and letters to the editor, in addition to 
its lobbying efforts.

A STRONGER EPA
Caldeira admitted that, from members’ point of  view, the EPA 
has a lot of  improvements to make. But he said the Agency 
deserves a lot of  credit for making do with what it has, such as 
an outdated software system.

“Years of  Congressional neglect has forced the EPA to tri-
age one problem after another—and only Congress can pro-
vide the funding the Agency requires,” he said.

HCPA is also a proponent of  EPA’s Safer Choice program. In 
fact, the Association earned EPA’s 2022 Safer Choice Partner of  
the Year Award. It marked the seventh time in eight years that 
HCPA earned the honor. Safer Choice helps consumers and 
workers identify products that possess an excellent environmen-
tal, health and safety profile. In 2022, several HCPA members 
earned Safer Choice Partner of  the Year Awards, including 
Bona, Church & Dwight, Clorox, Jelmar, Novozymes, Procter & 
Gamble, Purpose Built Brands and Reckitt.

STATE EFFORTS
But even a stronger EPA may not curtail legislative activity at 
the state level. For example, HCPA staff is currently managing 
Extended Producer Responsibility implementation in California, 
Colorado, Maine and Oregon. All four states passed EPR legis-
lation. Caldeira explained that other states are planning to pass 
their own EPR bills, createing a patchwork of  producer responsi-
bility laws across the country. California, Colorado and Maine 
are also involved in PFAS implementation. All three passed 
laws that prohibit the sale of  products containing intentionally 
added PFAS and require manufacturers to report the presence 
of  the substance. HCPA is working with state agencies to iden-
tify exemptions before other states adopt similar legislation.

“This situation is made even more complicated by the fact 
that there is not currently a universal definition of  PFAS based 

HCPA President &  

CEO Steve Caldeira
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on science, making it difficult for manufacturers to determine 
if  the substance is in a product process, formulation or pack-
aging,” observed Caldeira.

In other states, Vermont is leading the charge on house-
hold hazardous waste legislation; Caldeira predicted it is only 
a matter of  time before this issue emerges in other states. In 
anticipation of  this increased activity, HCPA established a task 
force to inform the development of  a policy position on waste 
collection approaches.  In New York, at press time, HCPA was 
working on implementation challenges before the 1,4-dioxane 
ban on consumer products went into effect.

In the nation’s capital, HCPA opposes a proposal in Wash-
ington, DC that would restrict the sale of  consumer pesticides 
that are used in homes and businesses to protect public health.

AROUND THE WORLD
HCPA continues to monitor activity in California and the Euro-
pean Union to restrict microplastics in consumer and commer-
cial products. The EU is also proposing to amend the fragrance 
allergens list, which will impact ingredient disclosure under the 
California Cleaning Product Right to Know Act. When the pro-
posed amendments are finalized in Europe, companies selling 
cleaning products in the US will be responsible for updating their 
fragrance allergen disclosures, observed Caldeira.

In June, Caldeira and Nicholas Georges, SVP-scientific and 
international affairs, traveled to Brussels to meet with the head 
of  Bio-economy, Chemicals & Cosmetics for the European 
Commission in Brussels to discuss the Green Deal, product 
labeling, the essential use concept and ingredient disclosure. 
On that trip, they met with representatives from the British 
Aerosol Manufacturers Association, the European Aerosol 
Federation, the International Association for Soaps, Deter-
gents and Maintenance Products, the International Fragrance 
Association, and the International Network of  Cleaning Prod-
uct Associations.

“As we well know, legislation and regulations in Europe of-
ten influence policy in the US, so it’s critical that we continue 
to foster these relationships with international trade associa-
tions,” he explained.

Elsewhere, Caldeira noted that Mexico continues to pursue 
VOC regulations based on the EPA’s national regulation for 
consumer products. Canada recently published a VOC regu-
lation based on the California Air Resources Board’s 20-10 
Consumer Products Regulation. The regulation took effect on 
January 1, but the VOC limits become enforceable in 2024.

Back in the US, Caldeira noted that in addition to Califor-
nia, 10 other states and the District of  Columbia are creating 
new or revising existing VOC regulations. n 

Innovation Awards Recognize Accomplishments in Product Innovation & Sustainability
During its annual meeting, HCPA recognized member 
companies for innovative accomplishments in five product 
categories: Carbon Footprint, Circular Economy, End-User 
Communication, Ingredients, and Technology. This year’s 
program specifically focused on innovations that help the 
industry transition to an environmentally and socially sus-
tainable economy.

“The Innovation Awards provide member companies with 
the opportunity to showcase the progress they are making 
to meet consumer demand and advance the sustainability of 
the industry,” said HCPA President and CEO Steve Caldeira. 
“Increasingly, consumers are calling for more sustainable 
products, and companies have invested significant time and 
resources providing them. These include innovative formula-
tions, processes, and packaging that address human health 
and environmental challenges. This year’s innovations pro-
tect people and the planet, create overall efficiencies in the 
manufacturing, processing, sale, and use of products, and 
help reduce greenhouse gas emissions. HCPA members are 

committed to developing a circular economy and educating 
and empowering consumers, and we are extremely proud to 
recognize and celebrate these companies.”

The Innovation Award winners are:
Association Award: Croda, hydrolyzed wheat protein 

for fabric care
Carbon Footprint: Ecolab
Circular Economy: Eastman, molecular recycling of 

plastic
End-User Communication: Procter & Gamble North 

American Fabric Care 
Ingredients: Locus Performance Ingredients, Amphi 

Sophorolipids biosurfactants
Technology: Plastipak Packaging, SprayPET Revolution 

recyclable cap and bottle

The Innovation Awards were open to formulators, manu-
facturers, and distributors.
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MEETINGS

ACI Annual Meeting Returns 
To Orlando Jan. 30–Feb. 4

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

FEBRUARY 2
PLMA Consumer Demand for 
Private Brands: A Look Back and 
Ahead Presented by MaryEllen 
Lynch, IRI, Online. 
www.plma.com

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

FEBRUARY 23
PLMA The Private Label Advantage 
(Game, Set, Match) Presented  
by Gary Stibel, New England  
Consulting Group, Online. 
www.plma.com

MARCH 1–2
Independent Beauty  
Association Technical and  

Regulatory Forum, Online. 
https://independentbeauty.org/events-
awards/tech-reg-forum

MARCH 22–24
PLMA Annual Meeting &  
Leadership Conference,  
Hyatt Grand Cypress, Orlando.
https://plma.com/events/plmas-
2023-annual-meeting-leadership- 
conference

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

MAJOR MEETINGS AT A GLANCE

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

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

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

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

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

SEPTEMBER 4–7
IFSCC Congress 2023, Barcelona 
International Convention Centre 
CCIB, Barcelona, Spain. 
https://ifscc2023.com/

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

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

DECEMBER 4–6
Household and Commercial 
Products Association  
(HCPA) Annual Meeting,  
Fort  Lauderdale, FL. 
www.thehcpa.org

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

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

Mibelle Biochemistry Introduces  
Anti-Aging Ingredient for Inflammation 

Mibelle Biochemistry introduced a sustainable solution to 
combat low-grade chronic inflammation caused by the aging 
process, or inflammaging. 

The ingredient, CALMandrin, is obtained by upcycling the 
peel paste of  organic mandarins used in the distillation process 
of  organic fragrance production on the island of  Chios. Be-
cause low-grade inflam-
mation is an inevitable 
part of  the aging process, 
the new solution works to 
calm irritated skin while 
soothing redness and in-
flammation. Other anti-
aging benefits include 
increasing skin’s firmness 
and density and boosting 
collagen production.
https://mibellebiochemistry.com

SEIWA’S NEW SKIN CONDITIONING INGREDIENT 
CONTAINS HYDROLYZED SESAME PROTEIN
Seiwa debuted its latest product launch, a collagen-boosting 
active called Sesaqua at In-Cosmetics Asia held in Bangkok. 

Sesaqua is a 100% natural skin care ingredient contain-
ing hydrolyzed sesame protein, butylene glycol and water. 
The product is an upcycled ingredient manufactured from 
the pomace of  sesame oil with collagen boosting and skin 
brightening efficacy. 
https://seiwakasei.jp/en

CPL AROMAS ADDS BOUQUET FUSION  
TO AROMAFUSION COLLECTION
CPL Aromas added a fragrance to its unique AromaFu-
sion technology collection: Bouquet Fusion. The material 
is available exclusively to CPL Aromas’ perfumers for use 
with its customers.

Bouquet is a unique and delicate combination of  rose, jas-
mine, hyacinth, ylang, carnation, violet leaves and gardenia. 
It can be used in a wide range of  fragrances to give a flowery 
touch when choosing the composition.    

Christian Provenzano, CPL Aromas’ master perfumer and 
global perfumery director, who played a major role in creating 
the new material, described the new AromaFusion as “a fresh, 

multi-floral bouquet with natural green nuances reminiscent 
of  a flower shop.”

Other materials in the AromaFusion range include kashmir 
fusion, which features cedarwood, patchouli and sandalwood. 
https://cplaromas.com/our-fragrances/aromafusion

SUN CHEMICAL LAUNCHES EFFECT PIGMENTS
Sun Chemical has launched two new bold, chromatic orange 
effect pigments—Flamenco Summit Orange and Reflecks Di-
mensions Metallic Orange. 

Flamenco Summit Orange is a versatile effect pigment 
based on patented multilayer technology that provides a 
rich, clean orange color and bright reflectivity. It can be 
used across a variety of  cosmetic, skin care and personal 
care formulations. 

This component completes the Flamenco Summit line of   
effect pigments, which are all made with 100% USA mica 
sourced from Sun Chemical’s mine in Hartwell, GA.

Reflecks Dimensions Metallic Orange offers sparkle and is a 
borosilicate-based effect pigment with an intense, metallic col-
or. Its rich chroma and enhanced sparkling effects are created 
by its patented multilayer technology. Ideal for bold statement 
looks, it can be used globally across all beauty applications for 
its glittering effects.
www.colors-effects.com

GENO EXPANDS INTO FUNCTIONAL FOODS  
AND BEVERAGES MARKETPLACE WITH AVELA
Geno entered into the functional foods and beverages market 
with the launch of  Avela natural (R)-1,3-Butanediol. 

The novel, sugar-free ingredient offers an accessible way to 
raise beta-hydroxybutyrate (BHB) ketone levels, the primary 
energy source made in the body during ketosis.

Avela can help companies bring wellness benefits to a wider 
consumer audience. Made from plant sugars using Geno’s sus-
tainable, proprietary fermentation process, the ingredient is 
a source of  natural energy and can provide these benefits of  
ketosis on demand, supporting a variety of  lifestyles, accord-
ing to the company.

Avela is self-affirmed Generally Recognized as Safe (GRAS) 
and can be used to formulate a broad range of  keto-friendly 
products across a variety of  categories, according to Geno. 
www.avelaup.com n

Skin care component fights facial redness.
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PACKAGING NEWS

Oceanly is a new line of  solid, 100% plastic-free, EWG-
verified skin care. 
      Packaged in a push-up design, the beauty products are 
made of  biodegradable and FSC-certified cardboard 
from eco-managed forests, according to the company.

“Clean, vegan and plastic-free, the line is helping to 
create positive change on a global level, and provide the 
best products for people and the environment,” said JF 
Bernier, chief  executive officer.

Oceanly Debuts Plastic-Free  
Skin Care Packaging

NATURE’S BEAUTY  
EXPANDS IN WALMART 
Nature’s Beauty, a six-year old collection of  plant-
based, vegan and cruelty-free bath and body care 
products, expanded its retail footprint with a 
Walmart partnership and new value sizes. 

Available now, Nature’s Beauty’s top-selling body 
butters and lotions from the Sleep and Stress Relief  
collections are exclusive to select Walmart stores and 
online at www.Walmart.com. 

Nature’s Beauty partnered with Walmart to 
launch larger, 12oz jars of  body butters and 16oz 
bottles of  body lotions in 1,700 stores across the US. 
The new sizes are available in two mood-enhancing 
blends, Lavender Chamomile Sleep and Elderberry 
Eucalyptus Stress Relief.

In its continued efforts to produce consciously, 
Nature’s Beauty’s packaging is made of  post-con-
sumer recycled plastic and labeled with CleanFlake 
technology to be as recyclable as possible. 

Dermalogica, Church & Dwight  
Partner with Terracycle
More brands continue to partner with Terracycle in their recycling efforts. 
As part of its ongoing “Healthy Skin, Healthy Planet” initiative, Dermalogica 
developed a way for consumers to protect both their skin and the planet in 
partnership with international recycling leader, TerraCycle. 

Through the Dermalogica Free Recycling Program, recyclers earn Terra-
Cycle Recycling Rewards points with every shipment that can be redeemed 
as a donation to the school, charity, or non-profit of their choice. 

“As we work toward a future where no Dermalogica packaging ends up in 
a landfill, our partnership with TerraCycle provides a seamless way for more 
people to easily recycle their Dermalogica products—for free,” said Derm-
alogica Global CEO Aurelian Lis.

Through the Dermalogica Free Recycling Program, consumers can send in 
empty Dermalogica skin care packaging including trial and travel size prod-
ucts, tubes and caps, droppers, skin care sprayers and pumps, PET bottles 
and pumps, and airless pumps, bottles and caps. 

The Dermalogica Free Recycling Program is open to any interested indi-
vidual, school, office or community organization.

Church & Dwight’s Arm & Hammer brand is partnering with TerraCycle to 
give customers an option to recycle toothpaste packaging. 

“Behind every Arm & Hammer Baking Soda product is a promise to improve 
people’s lives, our communities, and the planet we all share,” said Caroline Par-
ent, senior associate brand manager for Arm & Hammer. “By partnering with 
TerraCycle, we can now amplify our efforts by offering our customers a free so-
lution to properly dispose of hard-to-recycle materials like toothpaste tubes.”

Customers can mail in waste using a prepaid shipping label available 
at www.terracycle.com/arm&hammer. Once collected, the packaging is 
cleaned, separated by material composition and reduced to pellets that can 
be remolded to make new recycled products.
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NEW PRODUCTS

Will Perform is a new brand of  topical pain relief  and daily muscle 
care solutions co-created by Serena Williams and two CPG veterans. 
The tennis icon’s partners are Eric Ryan, the serial entrepreneur be-
hind Method, nutrition brand Olly and first aid brand Welly, and Hank 
Mercier, who has worked with Clorox and Method/Ecover.
The range includes Will Relieve pain relief  roll-on and spray, a pre/

post-workout pain  relief  product with 4%  lidocaine; Will Cool Cool-
ing Pain Relief  Roll-On, a pre/post-workout cooling pain relief  roll-on 
made with menthol and camphor; Will Soothe Daily Muscle Soothing 
Lotion, a daily lotion formulated as a powerful, ultra-moisturizing blend 
of  magnesium and ceramides to support optimum recovery; and Will 
Rest Nightly Muscle Recovery Lotion, which contains a blend of  laven-
der and geranium to support sleep as well as magnesium and vitamin 
D for recovery.

Serena Williams Launches Will Perform 
Topical Pain Recovery Brand 

ACNE DAY DOT IS NEW FROM PEACE OUT
Peace Out had expanded its collection of  acne patch 
products with a new makeup-friendly, Acne Day Dot. 
An ultra-sheer version of  the brand’s best-selling Acne 
Dot, the new dot is designed for invisible wear, either 
alone  or  under makeup.  It  is made with  the  brand’s 
proprietary hydrocolloid polymer technology, encapsu-
lated salicylic acid,  retinol  (retinyl acetate/vitamin A) 
and aloe vera extract. 
The dots, which are  said  to fight acne and mini-

mize breakouts  in  six hours or  less, debuted online 
at Sephora and Peaceoutskincare.com in December 
2022. They will be available in stores this month, 
according to the company.

APOTHEKE AND WOODHOUSE SPA  
CO-CREATE CANDLE COLLECTION
Woodhouse Spa is collaborating with Apotheke, the luxury home 
fragrance brand, to launch three exclusive spa candles. The three 
candle scents —Calm, Confident and Resilient—are designed to 
replicate the tranquil, calming environment Woodhouse Spa has 
provided guests for more than 20 years.
“For our first collaboration with a luxury spa, it was important 

to us to create fragrances that were not only relaxation-inducing, 
but also deeply  transformative,”  said Apotheke Founder Chrissy 
Fichtl. “Part of  our Apotheke ethos is to elevate the every day, and 
by lighting a hand-poured, artisan Apotheke x Woodhouse candle, 
we hope to empower consumers to perpetuate these moments of  
self-care in between their spa visits.” 
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NEW LIFESTYLE BRAND 
LAUNCHES TOOTHPASTE
Before has launched a new line of  oral care prod-
ucts. According to the company, its toothpastes 
contain “clean alternatives” like zinc and argi-
nine, natural sweeteners and fl avorings, aloe and 
sodium bicarbonate (baking soda), amongst other 
ingredients. The 100% recyclable and plant-based 
sugarcane tube is made from renewable materials 
and creates 50% less carbon footprint than tradi-
tional plastic tubes, said the indie oral care brand. 
The toothpaste is available in three fl uorinated 
variations: sensitive, whitening and classic.

ELEMIS ADDS MAYFAIR NO. 9 WASH, CANDLE
Elemis is taking spa at-home to the next level with its new 
Candle Collection and Mayfair No.9 Hand & Body Wash and 
Lotion. The brand’s signature scent, Mayfair No. 9, is inspired 
by its bestselling Pro-Collagen Cleansing Balm. Pictured is the 
Mayfair No. 9 Hand & Body Wash.

JERGENS ADDS PURE HYDRATION LOTION
New Jergens Pure Hydration Lotion is crafted with a blend 
of  100% plant-based moisturizers. The formulation is also 
paraben-, dye- and fragrance-free.

ÖRLÖ NUTRITION HARNESSES POWER
OF ICELANDIC ALGAE 
Örlö Nutrition is using algae grown in a high-tech, Icelandic vertical farm 
to launch its latest wellness supplement product, DHA. According to the 
company, Örlö’s unique polar omega-3 structure provides three times the 
absorption of  other algae or fi sh oils. It is vegan, non-GMO, carbon nega-
tive and packed in a post-consumer recycled cardboard box, printed with 
carbon-negative algae-based ink. The product touts several beauty benefi ts 
including stimulating hair growth, reducing infl ammation and promoting 
a better night’s sleep.
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FINANCIAL NEWS

Natura &Co Mulls  
Partial Sale of Aesop

Brazilian personal care cosmetics group Natura &Co is work-
ing with the Bank of  America Corp and Morgan Stanley in 
order to sell a minority stake in its Aesop brand, according to 
a report by Bloomberg.

The Brazilian brand owner was initially exploring an initial 
public offering (IPO) for Aesop, but the current volatility of  
the market caused the company to reassess its focus. The pro-
cess is still in initial stages of  consultation and no decision has 
yet been made.

CVC Capital Partners, as well beauty competitors 
L’Occitane and Shiseido, are rumored to have expressed an 
interest in the deal.

This news comes months after Natura &Co announced a 
Group reorganization in line with its strategic direction to in-
crease the accountability of  the individual Business Units and 
brands—Natura, Avon, The Body Shop and Aesop. One of  
the goals of  the reorganization is to transition into a simpler 
holding company structure.

In related news, Aesop opened its first store in China in 
November. The store, located on Shanghai’s Donping Road, 
marked Natura &Co’s official entry into the Chinese market.

INTER PARFUMS ANTICIPATES NET SALES 
TO CLIMB 8.5% TO $1.1 BILLION IN 2023
In late 2022, Inter Parfums, Inc. said it expected 2023 net sales 
to hit $1.1 billion—an 8% increase. The guidance assumed 
that the average dollar/euro exchange rate remains at current 
levels with no covid surge, according to the company. 

“Building upon the record sales we are projecting in 2022, 
the increase in 2023 that we anticipate is due to a number of  
factors,” said CEO Jean Madar. “The strength of  our brand 
portfolio and our global distribution network have been an en-
gine for internal growth in the past, and we expect the same 
in the future. We will also ship Donna Karan and DKNY 
products for the full year versus only five months in 2022. Fi-
nally, new product launches, primarily brand extensions and 
flankers, for our largest as well as our mid-sized brands, should 
once again be catalysts for sustained top line growth.”

Madar said the company will benefit from continued growth 
of  its travel retail business, as well as a more streamlined and 
reliable supply chain and the modest price increases it plans to 
take in the beginning of  2023. 

“While there has been recent news of  a loosening of  restric-

tions in China, our 2023 estimates do not factor in any of  such 
benefits, because the current measures appear to be modest, 
and the timing of  a resumption of  business as usual is incalcu-
lable. We will continue to monitor for any changes and plan to 
revise our guidance accordingly,” he said.

BBW’S Q3 SALES FALL 5% TO $1.6 BILLION
Bath & Body Works (BBW) said fiscal Q3 sales fell 5% to $1.6 
billion. Third quarter net income fell nearly 50% to $91.0 mil-
lion. Still, those in the c-suite were pleased with results.

“We are pleased to have delivered better-than-anticipated 
bottom-line performance as the team remained focused on 
innovation and newness, continued to leverage our vertically 
integrated supply chain to chase into key winners, and took 
aggressive action to control costs and improve overall efficien-
cies,” said Sarah Nash, executive chair and interim chief  exec-
utive officer. “We are delighted with the pace and enrollment 
in our recently-launched loyalty program. We continue to be 
mindful of  the challenging environment and inflationary pres-
sure affecting our customers and our business.”

AREY CLOSES $4.15 MILLION SEED FUND ROUND
E-commerce business Arey closed an oversubscribed $4.15 
million series seed financing round, exceeding its original $2 
million target. Female Founders Fund and Greycroft acted as 
the lead investors. Funds generated through this round of  in-
vestment are expected to be focused on R&D and distribution 
expansion, according to the brand.

“We built the busi-
ness with strong unit 
economics from the be-
ginning and a focus on 
profitability,” said CEO 
Arey Allison Conrad. 
“We are thrilled that 
Female Founders Fund 
and Greycroft recognize 
the huge potential in 
this growing category we 
have created.”

Arey is a functional beauty brand that targets aging hair. 
The brand was co-founded by Conrad, an entrepreneur who 
ideated the company based on her own hair journey, and Jay 
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Small, a former Paul Mitchell protégé and top professional 
celebrity hairstylist.

GRIDKOR ACQUIRES THE PERFECT V
Global mergers and acquisitions company GridKor has ac-
quired intimate skin care company Perfect V Enterprises.

The Perfect V is a premium intimate skin care brand for 
women focused on hair removal and feminine care. The com-
pany was founded by Avonda Urben, who will remain on the 
board to help guide the direction of  the business. 

Perfect V products are available on the brand’s website, Re-
volve, Blue Mercury, Macy’s, Amazon, Anthropologie, Cur-
rent Body and other online retailers. Products are also avail-
able in spas and salons across the globe.

EDGEWELL PERSONAL CARE Q4 SALES FALL 1.2% 
Edgewell Personal Care’s fiscal Q4 sales fell 1.2% to $536.9 
million. On the year, sales rose 4% to $2.1 billion. 

“We delivered our second consecutive year of  mid-single-
digit organic net sales growth, despite the increasingly chal-
lenging macro-operating environment,” said CEO Rod Little. 
“These results reflected the continued successful execution of  
our growth strategy, that has driven structural improvements 
in our business across brand building, product innovation and 
retail execution. Additionally, we maintained financial dis-
cipline and drove over 300 basis points in productivity and 
pricing offsets to help mitigate the significant inflationary pres-
sures seen across the industry. 

“As we look to fiscal 2023, we again expect to deliver another 
year of  mid-single-digit organic net sales growth, which coupled 
with our on-going cost and productivity savings initiatives and 
revenue management execution, will enable us to deliver strong 
operational performance on a constant currency basis.”

WELLA CONTINUES DOUBLE-DIGIT GROWTH
Wella Company has marked a successful second year as a 
standalone company, delivering year-over-year double-digit 
profit and growth ahead of  expectations, the company said.

In fiscal year 2022, which closed at the end of  June 2022, 
Wella Company beat all targets on financial performance 
across the globe. 

“Our first two years of  business have shown the enduring 
potential of  the Wella Company portfolio—we are re-estab-
lishing category excellence in both hair and nails, and both 
professionals and consumers are falling in love again with our 
beautiful brands,” said Annie Young-Scrivner, CEO of  Wella 
Company. “Our continued strong financial performance, cou-
pled with growth and gain in market share across all catego-
ries, even in the challenging global context, is proof  that our 

business is just beginning to tap into its full potential.”
Wella Professional continues to lead the company’s overall 

portfolio growth, with double-digit performance, retaining 
its No. 1 share in professional color, globally. The launch of  
Shinefinity, a professional glazing service and a new category 
entry for Wella Company, was the company’s strongest color 
launch to date, delivering 4% above target. Momentum is 
building behind the care portfolio, led by Wella Care, Sebas-
tian and Nioxin, all generating double-digit growth. Sebastian 
Professional is the company’s second-largest pro brand and 
achieved double-digit growth this year with gains across all 
key markets, driven by the brand’s unique care/styling hybrid 
products such as Dark Oil and No Breaker. Nioxin continued 
to deliver strong performance. The company’s retail hair seg-
ment grew net revenue nearly 3% in FY22 while gaining share 
across most key markets.

The Briogeo acquisition, which closed in June, solidified the 
company’s eco-ethical hair care portfolio by adding the clean 
and green, natural hair care business. 

OPI has seen 10 months of  consecutive share gain in the 
food, drug, mass (FDM) channel in the US.

ULTA BEAUTY Q3 SALES RISE MORE THAN 17%
Ulta Beauty, Inc.’s Q3 net sales rose 17.2% to $2.3 billion. 

Comparable sales (sales for stores open at least 14 months 
and e-commerce sales) increased 14.6% compared to an in-
crease of  25.8% in the third quarter of  fiscal 2021, driven by 
a 10.7% increase in transactions.

RECORD BLACK FRIDAY SALES FOR AMYRIS  
DTC BEAUTY AND WELLNESS PRODUCTS
Amyris, Inc. liked what it saw on Black Friday 2022. The 
company posted record sales in its direct-to-consumer (DTC) 
channel and expects a strong showing from brick-and-mortar 
retail with consumers returning to stores.

Biossance was expected to achieve its first month of  $20 
million in retail sales from a combination of  strong China 
Singles’ Day and Black Friday week. The company’s next 
three top-selling DTC brands grew more than 400% com-
bined.

“Consumer demand for clean, sustainable health and beau-
ty products continues to be strong,” said John Melo, Amyris 
president and CEO. “Our omnichannel strategy supports the 
continued growth of  our consumer brands. Amyris consum-
er brands delivered record DTC Black Friday week revenue 
which was 71% of  November month to-date DTC consumer 
revenue. Our DTC channels typically represent approximate-
ly 45% of  our total consumer revenue with 55% being gener-
ated from brick-and-mortal retail.” n
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SCC NEWS

NYSCC Presents Scholarships,  
Grants and 2023 Board

During its Educational Awards Night ceremony held last 
month in New York City, the New York Chapter of  the So-
ciety of  Cosmetic Chemists announced the recipients of  its 
expanded scholarships and grants program. The awards and 
winners are: 
	� The Board Choice Scholarship ($7,500), a new award cre-
ated to inspire student members to reimagine the future of  
NYSCC: Sandy Enriquez, University of  Buffalo. 
	� Mentee Next Steps Grant, exclusive to NYSCC mentees 
who need financial support to reach the next milestone in 
their education and career paths: Micaela Reyes, CUNY 
York College and Roanne Reyes, Gattefosse.
	� Upskilling Grant ($5,000) for active members who want to 
take their credentials or professional development to the 
next level with special consideration given to unemployed 
members who need to obtain skills to help them get back to 
work: Dario Gimenez, Grant Industries and Linda Rivera, 
Henkel Corporation.
	� Future of  Sustainability Scholarship ($5,000), which en-
courages undergraduate and graduate students to start 
thinking about how the industry can address major sustain-
ability challenges: Jacob Sessions, Rutgers; Julie Liu, St. 
John’s University and Maria Jolina Lou, Rutgers.
	� Roumelia Alina Inclusion & Diversity Scholarship ($5,000),  
awarded to undergraduate or graduate students who exem-
plify hard work, perseverance, compassion and collabora-

tion in the advancement of  Inclusion & Diversity initiatives: 
Kendra Cutcher, Rutgers University; Danielle Campbell, 
The University of  Toledo;  Dylan Tan, Rutgers Graduate 
School of  Studies; Tanashia Pennix, Leuphana Univer-
sity; Ryann Kneser, The University of  Cincinnati; Cynthia 
Santos, Rutgers University; Maria Mo, Rutgers University; 
Princess-Ann George-Ezuma, Fairleigh Dickinson Univer-
sity; Alanna Turco, Rutgers University; Alicia Blake, Rut-
gers University; Melia Rucker, Rutgers University; Sophia 
Olson, Manhattan College; Jada Alcantara, University of  
Toledo; Precious Ulel, University of  California and Mary 
Atokwu-Isama, Rutgers University.
	� General Education Scholarship ($2,500) a one-time award 
for undergraduate and graduate students who wish to pur-
sue a career in cosmetic science: Tracy Hervies, University 
of  Toledo; Rachel Whiteman, Rutgers University; Leila 
Sorrells, Columbia University; Ashley Reid, Fairleigh Dick-
inson University; Rachael Hill, University of  Toledo; Bush-
ra Tahhan, Fairleigh Dickinson University; Anna Gerken, 
University of  Toledo; Lucciana Heredia, Rutgers Univer-
sity; Le Anh Thu Nguyen, Rutgers University and Ava Per-
kins, University of  Toledo.
	� Grant for Educational Institutions awarded to organizations 
promoting enrichment and advancement of  cosmetic sci-
ence: Fairleigh Dickinson University (FDU).
The Educational Awards Night ceremony took place at the 

Edison Ballroom in Times Square, New York City. It attracted 
hundreds of  NYSCC members who recognized the outstand-
ing efforts of  students and colleagues. Later, attendees enjoyed 
dinner and dancing.

NYSCC also officially inducted its board during the cel-
ebratory event in New York City.

The 2023 NYSCC Executive Board members are Stacey 
House, chair (Coty); Giorgio Dell’Acqua, advisor (Nutra-
fol); Alex Blakeman, treasurer (Superior Materials); Luciana 
Coutinho, secretary (Luluble, Inc) and Dr. Amber O. Evans, 
chair-elect (Moroccanoil).

SCC’S 77TH ANNUAL MEETING IS  
DECEMBER 12–13 IN NEW YORK
The Society of  Cosmetic Chemists will hold its 77th Annual 
Meeting and Technology Showcase in New York City. The 
dates are Dec. 12 & 13, 2023. n

SCC MEETINGS
JANUARY 17
California Chapter Meeting, Sheraton Universal 
Studios, Universal City, CA. 
www.caliscc.org

FEBRUARY 14
Midwest SCC February 2023 Monthly Meeting, 
Belvedere Events & Banquets. 
www.midwestscc.org

MAY 2–3
NYSCC’s Suppliers’ Day, New York City. 
www.nyscc.org

74_SCCNews_0123.indd   7474_SCCNews_0123.indd   74 12/20/22   6:40 PM12/20/22   6:40 PM

http://HAPPI.COM
http://www.caliscc.org
http://www.midwestscc.org
http://www.nyscc.org


HAPPI.COM  /  JANUARY 2023  /  75

INDUSTRY NEWS

Colgate-Palmolive and NASA  
Sign Space Act Agreement 

Colgate-Palmolive Company signed a Space Act Agreement 
(SAA) agreement with the National Aeronautics and Space 
Administration (NASA) to explore innovative solutions to ad-
vance oral health, personal care and skin health for both as-
tronauts in space and people around the globe. Through the 
SAA, Colgate and NASA will test Colgate technologies across 
oral health, skin health and personal care product categories 
that could help maintain or improve the health and wellbeing 
of  future space travelers in low orbit, either before, during or 
after long-duration missions.

The agreement enables Colgate to utilize the International 
Space Station (ISS) as an experimental testing ground, em-
powering the company to discover new insights and acceler-
ate innovations that will promote health and wellbeing for all 
people on Earth, according to Colgate.

Through the partnership, Colgate and NASA will explore 
sustainable hygiene for NASA crew members by testing sus-
tainability innovations that are suitable for space consump-
tion, such as waterless tablets and compact packaging technol-
ogies. The findings may help astronauts live more sustainably 
in space. The research also has the potential to inform further 
product innovations on Earth.

Former astronaut Dr. Cady Coleman will work alongside Col-
gate as an advisor to help guide research design and offer insights 
into the realities of  space travel and life in microgravity.

SYTHEON DETAILS ANTI-INFLAMMATORY  
EFFECTS OF ISOSORBIDE FATTY ACID DIESTERS 
Sytheon has published a paper on the synergistic anti-inflam-
matory effects of  isosorbide fatty acid diesters in cytokine-in-
duced tissue culture models of  atopic dermatitis. 

Atopic dermatitis (eczema) is a chronic condition that makes 
skin red and itchy. Flares occur periodically due to epidermal 
barrier disruption to the TH-2 mediated inflammation pro-
cess. It is common in children, but can occur at any age. Topi-
cal emollients are a cornerstone of  disease management. 

This study evaluated the efficacy of  two plant-derived oil de-
rivatives, isosorbide di-(linoleate/oleate) (HydraSynol IDL) and 
isosorbide dicaprylate (HydraSynol DOI), using AD-like tissue 
culture models. Treatment of  reconstituted human epidermis 
with cytokines led to significant reduction in inflammatory and 
neurogenic pruritus mediators, according to Sytheon. These re-
sults demonstrated anti-inflammatory mechanisms of  isosorbide 

IBA’s Annual Cosmetic Regulatory Forum 
Is Set for March 1-2 in Online Format
The Independent Beauty Association (IBA) 2023 Virtual 
Cosmetic Technical Regulatory Forum takes place online 
March 1 and 2, 2023. IBA’s annual forum is one of the in-
dustry’s premier educational events; it is a collaboration 
between IBA’s technical regulatory committee, chaired 
by Craig Weiss, president of Consumer Product Testing 
Company, Karen Yarussi-King, president of Global Regu-
latory Associates and IBA’s Senior Director of Technical 
and Regulatory Affairs Meredith Petillo. 

IBA’s Technical Regulatory Committee develops edu-
cational content and programming for newsletters, we-
binars and conferences on relevant best practices and 
changes in regulations impacting cosmetic product for-
mulation, labeling and advertising. IBA provides quality 
education at affordable costs to encourage knowledge 
and compliance for companies of all sizes.

For two days, attendees will receive critical updates 
and practical advice on topics that could significantly 
impact the cosmetics and personal care industry and 
how their business operates. Each session is carefully 
curated to focus on emerging legal, technical, legisla-
tive and regulatory issues relevant to everyday busi-
ness. Attendees will have the opportunity to ask ques-
tions of each expert in a live Q&A session following 
each presentation.

Each day includes speakers with vast cosmetics and 
personal care industry experience. The forum will cover 
EU Regulatory Updates with Possible Global Implica-
tions, US Federal Cosmetics Regulation Modernization 
Status Update & IBA Government and Public Relations 
Committee Priorities, California & States Regulatory Ac-
tion Update, New California Packaging Regulations, Ef-
fective Class Action Response and International Regu-
lation Resources & Registration Issue Troubleshooting. 
Past speakers have included industry experts such as 
FDA’s Dr. Linda Katz, Dr. Frederic Lebreux (CEO of Biori-
us), Robert Kiefer (General Manager of REACH24H), and 
Annie Ugurlayan (Deputy Director of NAD). 

To learn more, visit https://independentbeauty.org.
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fatty acid diesters in AD-like skin models. These findings high-
light the multifunctional benefits of  HydraSynol IDL and DOI 
as therapeutic candidates to treat atopic dermatitis.

Current study complements an earlier study published by 
the company (J Investigative Dermatology, 2021, 141:1416-
1427) on IDL which has shown to stimulate pro-differentiation 
gene expression to restore the epidermal barrier and improve 
skin hydration.

MFG CHEMICAL WINS SOCMA AWARDS
MFG Chemical won four awards for plant safety and perfor-
mance improvement from the chemical industry association 

SOCMA (Society of  Chemical Manufacturers Association). 
MFG’s Kimberly Park plant won the Silver Award for 

EHS&S planning and operations. The plant completed a ma-
jor improvement project to facility process equipment, piping 
and equipment safety systems which substantially improved 
process controls and automation; redundancy in process cool-
ing water; mitigation of  risk from runaway reaction through 
the assessment and redesign of  reactor relief  systems; and im-
provements to process safety information for easier operator 
access and understanding. 

The Kimberly Park plant also won a Performance Improve-
ment Award for stakeholder communications based on its 
installation of  a new KPI (key performance indicator) com-
munication board, which shows current incident rates, event 
descriptions, safety observation results, training/compliance 
activity calendar, safety equipment information and tips, pre-
shift safety moments and safe work topics.

MFG’s Callahan Road plant won a Performance Improve-
ment Award for stakeholder communication and an award for 
product stewardship. The product stewardship award was based 
on comprehensive improvements to the processes used to select 
and approve suppliers and related logistics services. As part of  
these improvements, a new annual review and communications 
process now provides performance feedback to suppliers, includ-
ing a score, part of  which is based on EHS&S performance.

“We are very proud of  the MFG Chemical team and its total 
dedication to plant safety and continuous performance improve-
ment,” said MFG Chemical President and CEO Paul Turgeon. 

GENO CEO TESTIFIES IN WASHINGTON
Geno CEO Christophe Schilling appeared before the US 
Senate Committee on Agriculture, Nutrition and Forestry in 
November to outline measures the US government can take 
to advance US leadership in biomanufacturing and support 
American farmers. Schilling discussed how the federal govern-
ment can strengthen its BioPreferred program.  n

CeraVe Creates Fund at Howard’s 
Dermatology Department
CeraVe is establishing a fund at  Howard University to 
help its faculty further its expertise and build the infra-
structure needed to conduct clinical trials with a focus on 
skin of color. Howard is one of the only historically Black 
universities with a department of dermatology. This new 
partnership will help Howard University, which serves a 
predominantly Black patient population, forge the path 
to advance dermatological science and improve repre-
sentation of Black people leading clinical trials.

Not only do Black physicians account for just 3% of 
dermatologists, despite 
comprising close to 13% 
of the US population, 
the National Center for 
Science and Engineer-
ing Statistics reports that 
the Black population is 
consistently underrep-
resented in science and 
engineering (S&E) edu-
cation and employment. 

A 2011 study by Ginther et al. identified a gap in scientif-
ic funding, showing that Black researchers are 10% less 
likely to obtain funding than their white counterparts. Di-
versity is not just lacking in those participating in clinical 
trials, but also in those conducting the trials. However, 
inclusion of people of color in research and clinical trials 
is imperative to understand how skin conditions impact 
this patient population differently, which will lead to the 
development of efficacious products for skin of color, as 
well as education for companies and doctors to better 
serve this patient population. 

Howard University

(L-R) Mike Ott, SOCMA Chair; Joe Welch, MFG VP EHS&S; Guido DeStefano, 

MFG VP R&D; Jennifer Abril, SOCMA President & CEO.
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PERSONNEL ROUNDUP

The Honest Company Names  
CPG Veteran Carla Vernón as CEO

The Honest Company has named former Amazon and  
General Mills executive Carla Vernón as its next CEO. The 
appointment is effective January 9, 2023.

Vernón will become one of  the only Afro-Latina CEOs at a 
US publicly traded company. As CEO, she will be laser-focused 
on category growth and driving profitability behind the compa-
ny’s core mission of  inspiring everyone to love living consciously.

The move is part of  a strategic leadership succession plan, 
as current CEO Nick Vlahos will step down from day-to-day 
operations after a near six-year tenure and remain on the 
board of  directors.

HAUS LABS HIRES NICOLE SOKOL  
VP OF PRODUCT DEVELOPMENT
Haus Labs by Lady Gaga has tapped  
Nicole Sokol as VP-product develop-
ment. With more than 18 years of  experi-
ence encompassing all categories of  color 
cosmetics development, Sokol will focus 
on product strategy, product develop-
ment, merchandising and product design.

The El Segundo, CA-based company 
said Sokol will be a pivotal player on the Haus Labs team in help-
ing to grow the brand. She will be responsible for the conceptual-
ization, initiation, development, evaluation and execution of  new 
product development and formula improvements across multiple 
product categories.

THIRD GENERATION TO LEAD MARY KAY  
AS RYAN ROGERS NAMED NEXT CEO
Ryan Rogers will become CEO of  Mary Kay Inc. this month. 
Rogers is the grandson of  Founder Mary Kay Ash, and his 
father is Richard R. Rogers. The announcement was made on 
the eve of  the beauty company’s 60th anniversary.

The appointment accompanied the announcement by cur-
rent Chairman and CEO David Holl that he would retire at 
the end of  2022 following a nearly 30-year career with Mary 
Kay. Holl will remain chairman.

Rogers is a member of  the company’s board and currently 
serves as chief  investment officer with responsibility for stra-
tegic direction, financial analysis, and resource allocation 
on key investments among the company’s domestic opera-
tions and international subsidiaries. Rogers began his career 

as an associate in the transaction services group of  Price-
waterhouseCoopers. He joined Mary Kay Inc. in 2000 as a  
financial analyst.

IMCD APPOINTS JEAN-PAUL SCHEEPENS  
PRESIDENT OF US OPERATIONS
IMCD Group has appointed Jean-Paul Scheepens as presi-
dent of  its US operations. He is a dual citizen of  the US and 
the Netherlands. Prior to joining IMCD, he held leadership 
positions at Avient, PolyOne, PPG and AkzoNobel. 
   Scheepens will be based in the Cleveland-area headquar-
ters of  IMCD US, which has regional offices in California, 
Texas, New Jersey and market-focused laboratories located in  
California, New Jersey, Texas and Florida.  

KELIE CHARLES NAMED CHIEF DIVERSITY  
OFFICER AT BATH & BODY WORKS 
Kelie Charles has joined Bath & Body Works as vice president-
chief  diversity officer. She will be the principal diversity, equity 
and inclusion leader and strategist for the company, working 
closely with associates and senior leadership to continue to 
evolve and refine the company’s journey to becoming a more 
diverse, equitable and inclusive organization. 

Charles joins Bath & Body Works from The Home Depot 
where she led the company in defining the DEI strategy, pro-
grams and initiatives for associates, communities and suppli-
ers. She brings deep experience in retail, previously working 
as a buyer for Target.

PLZ PERSONAL CARE APPOINTS 
STEVE DICKSTEIN PRESIDENT 
PLZ Personal Care, , a division of  PLZ Corp, promoted Steve 
Dickstein to president of  PLZ Personal Care. Dickstein joined 
PLZ as senior vice president commercial in 2019 upon PLZ’s 
acquisition of  Liquid Technologies, where he formerly served 
as CEO. With a proven track record of  fostering business 
growth and leadership, Dickstein played an instrumental role 
in expanding PLZ Personal Care’s business during the past 
few years. In other moves, Brian Hayes was promoted to se-
nior vice president and Chi Le was promoted to senior R&D 
director. John Samman and Jennifer Noakes were hired as 
sales directors. Mikel Pruett was named site leader of  the PLZ 
Personal Care Chino, CA facility.  n

Nicole Sokol

77_Personnel_0123.indd   7777_Personnel_0123.indd   77 12/20/22   6:44 PM12/20/22   6:44 PM

http://HAPPI.COM


78  /  JANUARY 2023  /  HAPPI.COM

CONTRACT MANUFACTURING/PRIVATE LABEL

Tom Frangis

tfrangis@rodmanmedia.com 

 201-880-2291

•••

Art Largar

alargar@rodmanmedia.com 

 201-880-2259

•••

Andrew Downey

adowney@rodmanmedia.com 

 973-487-0567

F O R  P R I N T  A N D  O N L I N E 

R AT E S  P L E A S E  C O N TA C T:
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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

• PROFESSIONAL & SPA SKIN CARE 

• BEAUTY TECHNOLOGY 

• HAIR STYLING

• EFFICACY CHALLENGES • DEAR VALERIE 

• MANAGING YOUR CAREER

• EUROTRENDS • SUNSCREEN FILTER
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Customized Palettes, Crowd 
Sourcing Star at Indie Brand  
Unhidden Beauty 

Did you always want to be a beauty entrepreneur?   No. 
I was an anesthesiologist for eight years before I transitioned to 
beauty. I’ve got three children, but when my first son was born, 
and he had some health problems, 
so I ended up taking a consider-
able amount of  time off work to 
look after him. During that time, 
I tried out different business ideas, 
just because, although he needed 
me to attend appointments with 
him, I did have more free time on 
my hands. I ended up getting in-
volved with a project my husband 
was working on in beauty. He was 
consulting for a big corporation and that is where it started.   

Your brand is called Unhidden Beauty. What’s in a 
name?  Unhidden Beauty speaks to the fact that this idea of  
beauty being a feeling rather than an aesthetic ideal, and the 
fact that beauty means different things to different people. To 
me, it means a feeling, that inner confidence, self-assuredness, 
which then, is magnetic, it translates through in the way that 
we come across. Part of  that is how we look. Giving people 
the tools and products to allow them to unhide what beauty 
means to them. 

Was that your motive behind the customizable pal-
ettes? To give shoppers the opportunity to select their 
own shades?  Absolutely.... I think there’s a lot of  waste that 
is associated with that. You’ll see people who have their palette 
and there are one or two colors where they’re hitting the pan 
and you can see the silver through and the rest of  them, they’ll 
never use. Because really, they just wanted those one or two 
colors, and they keeping buying the palette for those two col-
ors, which is quite wasteful. From a different perspective, the 
beauty industry historically had this messaging of  be yourself, 
express yourself, but if  you’re buying the same products as ev-
eryone else, that’s more difficult. Having the ability to tailor a 

product to meet your specific style, your skin tone, even your 
budget in a way, you might not want to buy a 20-shade palette, 
you might just want four shades. I think that’s the way forward 
in terms of  giving people the products that really serve them. 

How did you go about choosing the colors that you 
have in the color range?  It’s been refined over time. Look-
ing at consumer demand, we did a lot of  focus groups and 
speaking to consumers at the beginning, in terms of  looking at 
what colors people like. We are constantly adding to the range, 
picking up on the trends as all companies do. You look at the 
catwalks to see what colors are new and exciting. It may seem 
like a broad range, but people are always telling us where we 
can do better. For example, we have a lot of  pinks, we have a 
lot of  blues, we’ve actually just introduced at least two or three 

more blues this week be-
cause it’s been requested by 
our consumers. Fundamen-
tally, people love the basics 
to be covered as well. The 
neutrals, the nudes that al-
low you to have an everyday 
look. So that’s definitely an 
area we are trying to develop 
our range to make sure we 
are as inclusive as possible 
in terms of  making sure we 
have tones to suit everybody.  

I think that’s great because a lot of  women need day looks 
for work, and of  course, if  they want to match their outfits 
with their makeup. 

That’s an interesting point behind being able to customize 
as well. You may have a go-to color in your wardrobe, having 
a neutral palette that allows you to have your everyday with 
a pop of  color in the direction that you want it to be, I think 
people, from watching them play on our website, they tend to 
make palettes like that. The ones that we’ve created mirrors 
that behavior as well.  n

Listen to the  
full interview  

The Happi Podcast!

London-based anesthesiologist turned beauty entrepreneur Kiemu Salmon launched her e-commerce business 
Unhidden Beauty in April. The brand’s customizable, vegan eyeshadows and magnetic palettes are based on 
consumer demand and the catwalk’s trendiest colors. 

Kiemu Salmon

Unhidden Beauty palette
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