
highlights

n spite of COVID-19, 
lockdowns and 

election vitriol that will 
continue for at least 
another month, here 
comes the fourth quarter  
of 2020. While many of 

us can’t wait for the ball to drop and usher in 
2021, we still have three more months to end 
the year strong and charge into 2021 
prepared and ready to win. 

Studies show that most holiday shopping 
will be done online this year. Are you ready 
with ecommerce options? Hint: Customers 
shopping online want promos, perks and gift 
suggestions at a variety of price points, just 
like those shopping in beauty stores, salons 
or spas. Make it easy to pick up gifts for 
teachers, besties and everyone who needs a 
little pampering. See more on pages 4 and 8. 

What’s your plan for fourth quarter and 
the holidays? I’d love to learn about it. 

As always, our conversation continues all 
month on our Facebook page. Please join us. 

Regards, 

by Jayne Morehouse 
CEO, Beauty Industry Report
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The simple 5-step sales 
call gives you wins 
 
By Phillip O’Toole  

ssembling a new sales team during these 
uncertain times has had its challenges. In 

order to bring a new brand to market, I have 
put together a team that includes both highly 
experienced veterans who are looking for a 
challenge and young, aggressive sales reps 
who are trying to build their names for the 
first time. In order to lead and educate such a 
diverse team, I am relying on a tried-and-true 
sales technique I have used for more than 20 
years. I call it the 5-Step Sales Call.  

Using the 5-Step Sales Call puts any sales 
professional on automatic, because the 
process becomes routine. As a result, it gives 
the sales rep confidence, which creates a 
calm interaction with the customer. It also 
makes it easy to get back in sync if your 
meeting is interrupted, because you simply 
remember which step you were on.  

To support the sales process, it’s critical to 
begin with educating the sales team about 
the new product and company. In today’s 
environment, we have conducted this all 
digitally via Zoom, with the owners of the 
brand and inventors of the product leading 
the discussion. We’ve also provided published 
scientific research, sales flyers, Power Point 
presentations and brochures as educational 
sales tools for both the sales reps and their 
potential customers to back up the story. 

Cold calling is a challenge. No matter how 
experienced we are, we all get a little nervous 
making cold calls.  

• Will the potential customer ask me 
something I don’t know? 

• Will the customer think the new line we 
are representing isn’t big enough? 

• There are a lot of people in this salon or 
distributorship. To whom am I speaking? 

Having all of this information at our 
fingertips gives us the confidence to proceed. 

A

This is your newsletter, and we welcome 
your feedback! Tell us how we can help you. 

Jayne Morehouse, CEO Jayne@BIRonline.com 
Liz Messaro, Executive Editor Liz@BIRonline.com 
phone: 440-846-6022, fax: 440-846-6024
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Amazon recently announced the launch of 
Luxury Stores, a new shopping experience 
offering both established and emerging 
luxury fashion and beauty brands. Iconic 
American fashion house Oscar de la Renta 
has unveiled the first store, featuring its Pre-
Fall and Fall/Winter 2020 collections, 
inclusive of ready-to-wear, handbags, jewelry, 
accessories and a new perfume, with 
childrenswear coming soon. More brands 
will launch within Luxury Stores in the 
coming weeks and seasons.  

Available in the Amazon app by invitation 
only, Luxury Stores combines Amazon’s 
convenience with technology like “View in 
360.” This interactive feature allows 
customers to explore styles in 360-degree 
detail to better visualize fit and make 
shopping for luxury easier and more 
engaging. With collections sold directly from 
the participating brands as a store-within-a- 
store experience, brands independently 
make decisions regarding their inventory, 
selection and pricing—and Amazon offers 
the merchandising tools for brands to create 
and personalize content in each of their 
unique brand voices. By seamlessly tying 
content and commerce together, both 
fashion and beauty brands can engage and 
entertain customers through immersive 
storytelling, including enhanced, auto-play 
imagery and in-motion graphics.  

Eligible U.S. Prime members are the first 
invited to experience Luxury Stores. Prime 
members can request an invitation by visiting 
amazon.com/LuxuryStores.  

Quarantine created unprecedented 
demand for at-home hair products and 
changed beauty routines in ways no one 
could have expected. In fact, 37% of U.S. 
consumers who typically color their hair in 
the salon colored their hair at home for the 
first time ever. As a result, L’Oréal Paris saw 
a 40% increase in hair color inquiries to their 
Consumer Care Center over the past few 
months. In response, the company is 
launching a 24/7 hair color platform called 
Haircolor Concierge. Offerings range from 
texting or video chatting with a trained color 
professional seven days a week to testing 
out a new color with virtual try-on tools. 
Instructional how-tos and Q&As take all the 
questions out of coloring at home. Plus, 
trend articles inspire customers to try a new 
shade or learn a new coloring technique. To 
access Haircolor Concierge, visit 
https://www.lorealparisusa.com/hair-color-
concierge.aspx. 
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Here are my 5 steps to success:  
Step 1: Get your customer talking. People 

enjoy sharing how they built their businesses.  
Ask them about their personal stories, state 
of their businesses and future plans. This sets 
the stage for relationship-building and you 
learn more than you will ever expect.  

Step 2: Solve challenges. Because we are 
cold calling, my next questions is, “How is 
business?” Not only does this let your 
customer know you care about his/her 
business, the response gives you all of the 
information you need to recommend the 
product as a solution. 

Step 3: Ask “What do you need?” Buyers 
have so much to remember. This helps them 
get organized. I also ask, “Who manages 
ordering and inventory?” I get the name, 
contact information and details about when 
and how frequently they place their orders.  

Step 4: SELL! I begin sharing the new 
product’s story, including how and why it was 
developed, how it works, what makes it 
different and why it will contribute to the 
success of this new business partner. I then 
recommend the opening order. 

Step 5: Collect payment. Nobody gets 
paid until this final step is taken care of. 

______________________________ 
Phillip O’Toole is president of GFG Investments, Inc., 

a sales organization 
specializing in beauty and 
lifestyle brands, including 
the new QR (Quick Relief) 
Pain Cream. Reach him at 
805-907-5485 or 
philgfginc@gmail.com. Visit 
qrcream.com.

Guest column cont. from page 1
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BIR invites you to become a Guest Columnist and 
give us your take on a relevant topic. For 
consideration, send your thoughts in 475 words, plus 
a one-paragraph bio and your headshot no smaller 
than 300 dpi at 5 x 7 inches, to liz@bironline.com. 
We will edit your column for style and space. 



Amazon (NASDAQ: AMZN) recently 
announced Climate Pledge Friendly, a new 
program to help make it easy for 
customers to discover and shop for more 
sustainable products. Customers will now 
see the Climate Pledge Friendly label when 
searching for more than 25,000 products to 
signify that the products have one or more 
of 19 different sustainability certifications 
that help preserve the natural world, such as 
reducing the carbon footprint of shipments. 

Climate Pledge Friendly selection includes 
grocery, household, fashion, beauty and 
personal electronics products, as well as 
items from a range of other categories—from 
brands including Seventh Generation, Burt’s 
Bees Baby and HP Inc. Climate Pledge 
Friendly products are clearly labeled in 
shopping results, have additional 
sustainability information on the product 
page and are featured in a dedicated section 
of the Amazon store. Amazon has partnered 
with trusted third-party certifications, and 
customers will be able to discover 
sustainable products that meet sustainability 
standards that help preserve the natural 
world. For example, Amazon is partnering 
with the Cradle to Cradle Products 
Innovation Institute, a global non-profit 
dedicated to transforming the safety, health, 
and sustainability of products made to 
support a circular economy. 

As part of the Climate Pledge Friendly 
initiative, Amazon is also announcing 
Compact by Design, a new externally-
validated certification that identifies 
products which, while they might not 
always look very different, have a more 
efficient design. With the removal of excess 
air and water, products require less packaging 
and become more efficient to ship. At scale, 
these small differences in product size and 
weight lead to significant carbon emission 
reductions. 

“In line with our mission to make 
sustainable living commonplace, we are 
delighted to partner with Amazon on its 
Climate Pledge Friendly initiative,” says Fabian 
Garcia, president of Unilever North 
America, makers of Seventh Generation, 
Love Beauty Planet and Dove, among other 
brands available through the program. 
“Amazon’s initiative will drive scale and 
impact for more sustainable consumption by 
helping customers easily discover products 
that are Climate Pledge Friendly and 
encourage the manufacturers to make their 
products more sustainable.” 

The Climate Pledge Friendly initiative 
supports Amazon’s commitment to reach the 
Paris Agreement 10 years early and be net 
zero carbon by 2040. The company has 
committed to reaching 100% renewable 
energy by 2025, ordered over 100,000 fully-
electric delivery vehicles and plans to invest 
$100 million in reforestation projects around 
the world. Amazon also launched the 
Climate Pledge Fund, a $2 billion fund to 
back visionary companies whose products 
and services will facilitate the transition to a 
low carbon economy. Building on these 
actions, Amazon will make it easier for 
customers to access product choices that 
align with a more sustainable future. Visit 
www.amazon.com/ClimatePledgeFriendly. 

 
On the way to becoming a climate-positive 
company, Henkel, parent to Schwarzkopf, 
JOICO, Sexy Hair, Kenra, Pravana, Alterna, 
#mydentity, Zotos and other brands, has 
signed a large-scale virtual power purchase 
agreement relating to a new wind farm in 
Bee County, Texas. The capacity equals 
100% of the electricity demand of Henkel’s 
U.S. operations, which include more than 30 
production sites across the country. The 
long-term commitment contributes to 
increasing the share of renewable energy in 
the grid and supports Henkel to reach its 
climate protection targets, which were 
approved by the “Science Based Targets 
initiative” earlier this year. 

In order to source 100% renewable 
electricity for its production sites by 2030, 

Henkel follows a combination of on-site 
production of green energy, direct purchase 
and virtual coverage. This involves entering 
into long-term VPPAs that feed power from 
specific renewable energy plants into the 
supply grid—in an amount that is equal to 
the amount consumed. Thus, Henkel 
contributes to creating additional renewable 
energy generation capacity by way of its 
green power purchase. 

Henkel’s VPPA in the United States is 
connected to a new wind power project, 
which is being developed by energy provider 
Ørsted. With an overall production of 
around 600,000 MWh per year, the wind 
farm is scheduled to be connected to the 
grid in early 2022. Henkel’s agreement 
comprises half of the wind farm’s electricity 
capacity over more than 10 years.    

Increasing the purchase of electricity from 
renewable sources supports Henkel’s goals 
on the way to becoming climate-positive by 
2040: The company plans to reduce the 
carbon footprint of its production by 65% by 
2025 and 75% by 2030 from a 2010 base year. 
Henkel intends to achieve this by 
continuously improving its energy efficiency 
and by using electricity from renewable 
sources. By 2030, 100% of electricity will 
come from renewable sources. By 2040, 
Henkel aims to have converted all remaining 
fossil fuels used in production to climate-
neutral alternatives and supply surplus 
carbon-neutral energy to third parties. In 
addition, Henkel wants to leverage its brands 
and technologies to help customers, 
consumers and suppliers save 100 million 
tons of CO2 in a 10-year period up to 2025. 

Henkel has defined science-based 
emission reduction targets. These were 
approved by the Science Based Targets 
initiative as consistent with levels required to 
meet the goals of the Paris Climate 
Agreement. The Science Based Targets 
initiative by CDP, the UN Global Compact, 
World Resources Institute and the World 
Wide Fund for Nature defines and promotes 
best practice in science-based target setting 
and independently assesses companies’ 
targets. Visit henkel.com/sustainability. 

News cont. on page  4
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Service Management Group, a global 
customer, patient 
and employee 
experience 
management partner 
to more than 500 
brands, has published 
new research that 
underlines how the 
pandemic is 
impacting consumer 
confidence, holiday 
shopping trends and 
the continued 
growth of digital 
sales.  

Using  BrandGeek—
SMG’s market 
intelligence tool and the fastest, most 
accurate source of behavioral data linked to 
consumer feedback in real time—SMG 
collected feedback from nearly 10,000 
respondents to help retail brands understand 
consumer expectations and prepare for the 
upcoming holiday shopping season. Here are 
three key themes from the research: 

1. Financial concerns are looming. 
Although 58% of respondents are concerned 
about their financial situations due to the 
pandemic, 59% of respondents indicated 
they plan to spend about the same on 
holiday gift shopping as they did last year, 
and 20% indicated they plan to spend more. 
To quantify holiday spending, respondents 
were asked how much they plan to spend: 
47% of respondents plan to spend $499 or 
less on holiday gifts whereas 24% plan to 
spend more than $1,000. 

2. Value will be key this shopping 
season. Despite the ongoing financial 
concerns created by the pandemic, 91% of 
respondents plan to shop for others this 
holiday season, with 31% of respondents 
shopping for 10 or more people. When asked 
about the most important factor when 
deciding where to shop for holiday gifts, 
nearly one third of respondents chose value 
for the money (32%), followed by selection 
of merchandise (14%) and convenience (12%). 
The four most popular types of gifts 

selected were clothes (63%), gift cards (56%), 
electronics (51%) and 
toys (49%). The least 
popular gifts were 
experiences (16%), fitness 
(12%) and automotive 
(8%). 

3. Holiday shopping 
will start early and be 
dominated by digital. 
When you consider the 
double-digit growth of 
digital holiday sales in 
2019 and how the 
pandemic is impacting 
the in-store experience, 
it’s not surprising that 3 in 
4 respondents plan to do 

most of their holiday shopping online this 
year. When asked to compare the timing of 
their holiday shopping to last year, 42% of 
respondents said they’ll start shopping 
earlier. With 61% of respondents planning to 
do most of their shopping before 
Thanksgiving, just 15% of respondents plan to 
stock up on Black Friday and only 7% plan to 
take advantage of Cyber Monday. When we 
compare the timing of the two groups of 
shoppers, 62% of online shoppers plan to 
start shopping earlier whereas 44% of in-
store shoppers indicate they’ll take 
advantage of Black Friday sales or do most of 
their shopping in December. 

“While the pandemic will certainly impact 
retail’s most important quarter, it’s 
reassuring to see the vast majority 
of consumers still plan to shop this 
holiday season,” says SMG Senior 
Vice President of Research Paul 
Tiedt. “Brands that take the time to 
understand evolving consumer 
preferences, online shopping 
behavior and trip motivators will be 
well-positioned.” 

To learn more about SMG’s 
customer experience management, 
employee experience and brand 
research solutions, visit 
www.smg.com. 

 

MANA Products, a premier beauty 
contract manufacturer based in Long 
Island City, NY, has been purchased by 
Traub Capital. The acquisition allows Traub 
Capital to leverage MANA’s innovation, 
research and development, and contract 
manufacturing capabilities as part of its 
vision for the company. In turn, MANA will 
leverage Traub Capital’s considerable 
strategic, operational and financial expertise. 

MANA will continue to operate as MANA 
Products and its leadership team and 
workforce will remain in Long Island City, NY.  

“We are proud to partner with MANA, a 
clear leader in prestige beauty manufacturing. 
MANA partners with their customers at the 
height of innovation and quality, with a 
proud tradition of growth and delivery. 
MANA's culture and legacy align with Traub 
Capital’s organizational and cultural beliefs, 
and we think we are uniquely positioned to 
actively support them with their strategic 
growth plans,” says Mortimer Singer, co-
managing partner of Traub Capital on behalf 
of he and his partners, Geoffrey Lurie and 
Brian Crosby. 

Robert Jaegly, MANA's CEO, notes, 

News cont. from page 3

Holiday shopping will be dominated by 
digital, with 3 in 4 saying they plan to do 

most of their holiday shopping online.

A collection from Mana Products.
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“Traub Capital will support us with needed 
strategic growth planning and in ensuring 
that, together, our customers are supported 
to the highest degree.” He also noted they 
are committed to MANA’s inclusive, 
innovative and employee-centric culture, and 
that “Traub Capital has a strong appreciation 
for MANA’s leaders and employees.” 

Guggenheim Securities, LLC acted as 
exclusive financial adviser to MANA. 

For more information, contact Chip Ross 
at chip.ross@manaproducts.com or Zach 
Fineberg at zfineberg@traub-capital.com. 
Visit http://www.manaproducts.com/ and 
Visit https://www.traub-capital.com/. 

 
Penny Burns, founder and CEO of Beauty 
Cast Network headquartered in Memphis, 
TN, has announced that Beauty Cast 
Network has acquired the assets of the 
Stylist Newspapers group from Holland 
Graphics in Portland, OR. Beauty Cast 
Network helps beauty professionals, 
employers and schools get the tools and 
resources needed to connect, grow and 
advance. 

Says Penny, “Between the Stylist and 
Beauty Cast, our network will have a weekly 
distribution of over 100,000 in the beauty, 
barber and wellness industry.” The monthly 
Stylist Newspapers have been published 
since 1984 in five markets—Pacific Northwest, 
California, Texas, Ohio and Florida.  

Publisher Lisa Kind adds, “My family has 
published these newspapers for many years, 
and we’re confident that Beauty Cast 
Network will be able to take them to 
another level.” 

The publications include timely articles 
submitted by recognized beauty industry 
leaders, as well as the latest regulatory 
updates provided by the individual State 

Board officials in each region. Both display 
and classified advertising options are unique 
to each region, as well as nationally. 

Jim Cox, executive producer with Beauty 
Cast Network, adds, “It’s very rare for a 
publication to operate continuously for so 
many years. Lisa and her family should be 
very proud. Our plans include an expansion  
to 10 regions across the country, and we will 
be looking for editorial contributors from 
each of these regions.” Contact Jim at 
jim@beautycastnetwork.com or Penny at 
penny@beautycastnetwork.com. For 
additional information, visit 
stylistnewspapers.com. 

The Kirschner Group, Inc. held its first 
International Virtual Show from August 24 
to September 1, 2020, following a 
successful TKG Domestic Virtual Show just 
two weeks prior. The International Virtual 
Show featured 15 companies represented 
Internationally in the first-of-its-kind business 
meeting platform with customers across the 
globe. Nine virtual “rooms” were created to 
host simultaneous meetings with 
manufacturers, customers and their TKG 
representatives 14 hours each day. The result 
was over 250 uninterrupted business 
meetings during which manufacturers could 
present new programs, product launches and 
2020 planning strategies to new and existing 
customers—all during a time when business 
travel is limited, and physical meetings are 
impossible.  

The strength and infrastructure of The 

Kirschner Group allowed its 20-plus sales 
representatives across the globe to bring 
customers to the event, while existing office 
team members, using new technology, were 
able to host this event from TKG corporate 
offices in Valencia, CA. Amazingly, people 
from 48 countries attended the show.   

This new and innovative service was just 
another way that The Kirschner Group 
continues to add value to the manufacturers 
it represents. For more information on The 
Kirschner Group and its upcoming events, 
visit kirschnergroup.com. 

 
Bridgette International LLC, an importer 
and distributor of barber, beauty, mani-
pedi and spa textile and towel products, 
has appointed two rep groups—Jay Stone 
Sales for the Southwest region and 
Southeast Rep Services for the Southeast 
region—to bring its new line to 
distributors, stores and salons. 

“I have had great relationships with the 
principals and team members of both 
organizations. I am looking forward to our 
new collaboration, which will allow us to 
serve distributors across the two regions,” 
says Ron Rajesh Kothari of Bridgette 
International. “New shipments of our 
Bridgette Collection and Magnum 
Collection products, along with bleach-safe 
towels in nine colors, are available for 
prompt shipment. We are ready to serve and 
supply products for the reopening of Barber, 
Beauty and Mani+Pedi businesses.” 

Additional products include commercial-
grade Custom Logo Entry Mats that are 
made in the United States in standard sizes, 
plus oblong and circular shapes.  

For more information, reach Ron at 
info@bridgetteinternational.com. Visit 
bridgetteinternational.com. 

News cont. on page 16
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PBA’s annual Executive Summit goes digital
he Professional Beauty Association 
hosted the first day of virtual 

programming on September 2 for its annual 
Executive Summit, which explored “The 
Road to Reinvention: How inventive 
thinking can drive success in turbulent 
times.” The Summit, which pivoted in format 
from the traditional in-person annual event to 
a virtual session due to Covid-19 restrictions, 
featured a keynote on the mindset of 
reinventors by New York Times best-selling 
author Josh Linkner. It was followed by an in-
depth discussion 
with Kecia 
Steelman, chief 
store operations 
officer and 
president of 
International Ulta 
Beauty, on how 
Ulta is driving 
transformation for 
growth. 

Josh shared how 
finding new paths 
for success using 
digestible, actionable, creative solutions will 
continue to become more important and 
impactful than ever before. He explained that 
by “democratizing innovation and creativity, 
little habits everyday can lead to big things,” 
and if we all “aim for a 5% creative upgrade, 
we can get ready to see a disproportionately 
large share of results. By recalibrating our 
approach to reinvention, big change can lie 
ahead.”  

Josh’s five core mindsets of reinventors are 
easy to implement into your daily workplace 
to help spark change and, ultimately, 
reinvention: 

1. Start before you're ready. The everyday 
innovators don’t wait for permission; they get 
going and take the initiative realizing 
everything isn't perfect, but will course 
correct along the way. Don’t wait for the ideal 
situation; just do it. 

2. Break it to fix it. Sometimes, you must 
break away from the way you’ve always done 

things in order to make progress. Josh added 
two key practical applications to help dive 
further into this idea: 

a. The World’s First. Every idea brainstorm 
meeting should start with the “world’s first” 
idea to push creative boundaries and innovate 
break-it-to-fix-it ideas. 

b. The Judo Flip. Josh explained his 
concept of the Judo flip, as follows:  

“When trying to solve a problem, think to 
yourself, ‘How have I always done it?’ List how 
you’ve done it in the past. List how others in 
the industry have done it. Then ask yourself, 
‘What’s the polar opposite?’ For example, if 
you’ve always brought in your most 
experienced execs to create new ideas or 
troubleshoot, do the exact opposite by 
bringing in the least experienced. Flipping it 
upside down yields a different, better result.” 

3. Get Scrappy. Josh encouraged a mindset 
of doing more with less by using your 
imagination and grit—instead of money—to 
approach challenges. 

He explained, “The truth is the real DNA of 
innovation has nothing to do with outside 
resources and everything to do with grit, 
determination, tenacity and resilience.” 

4. Reach for weird. “Too often, we 
gravitate toward the obvious, simple 
approaches we’ve reached for in the past. 
Instead, reach out of the box and think weird. 
We can all unlock this dormant resource that 
can make incredible gains for us all,” shared 
Josh. He encouraged thinking about the most 
bizarre way you can to approach a challenge 
instead of the obvious one, because those 
ideas can yield the best outcomes. 

5. Fall seven times, stand back up eight 
times. When you get knocked down, ask how 
can you use creativity to come back even 
better. Getting knocked down can get you 
back in the game even stronger and better 
than before.  

Josh explained, “Mistakes are pathways to 
discovery. Stop relying on old patterns and be 
willing to try something new.” 

Following Josh’s keynote, Kecia Steelman 
of Ulta Beauty provided dialogue on how the 

country’s largest beauty retailer is driving 
transformation for growth. The session was 
moderated by Zack Rieken, PBA Manufacturer 
Council Chair and 
Living Proof CEO. 

“Innovation is 
key to our 
marketing, 
merchandising, 
digital platform 
and operations,” 
explained Kecia. 
That includes two 
components: 

1. Diversity and 
inclusion: Black-owned brands and founders 
have a better presence in Ulta’s stores.           

2. Conscious Beauty: ”Younger consumers 
especially demand products that are cruelty-
free, vegan, good for the environment and 
give back with every purchase. It’s not just 
about selling more. It’s about who you are 
doing business with,” said Kecia. 

Executives who attended the virtual 
summit represented L’Oréal, Henkel, Drybar, 
SalonCentric, Olaplex, Moroccanoil, 
Kevin.Murphy, Coty, Great Clips, The 
Kirschner Group, Kao, Joico, Wahl, Ulta and 
other companies. Following the presentation, 
attendees entered virtual rooms to discuss 
Josh’s five mindsets and take advantage of 
networking opportunities. 

The PBA will present Part 2 of its virtual 
Executive Summit “Consumer Trend Insights: 
Behaviors in Beauty” on October 7 at 11 a.m. 
PDT/2 p.m. EDT. Presenters include Denise 
Herich, co-founder and managing partner, The 
Benchmarking Company, and a panel that 
will include Yene Damtew, aesthetics salon 
owner; Bertrand Fontaine, president of 
SalonCentric—A Division of L’Oreal USA; 
Stefan Mund, regional head, Henkel Beauty 
Care Professional North America; and 
Christina Russell, CEO of Sola Salon Studios 
& The Woodhouse Day Spas. Register at 
https://www.probeauty.org/events-
programs/execs and access Part 1’s on-demand 
session through October 6. 

T

Kecia Steelman

Josh Linkner
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THANK YOU FOR YOUR PARTICIPATION!

THE TKG INTERNATIONAL 
VIRTUAL SHOW

+1-661-257-6260
info@kirschnergroup.com

WATCH FOR OUR NEXT VIRTUAL EVENT - JAN 2021

Our Event in numbers:

• 7 Show Days
• 9 Virtual Presentation Rooms
• 14 Hours of Daily Meetings
• 300 International Meetings 

from Distributors in 50  
Different Countries

• Hundreds of new distribution 
opportunities generated with 
this event

• Great Show Deals for  
all Distributors

The KIRSCHNER Group
International Team
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onsumers are starting their holiday 
shopping early. The key to getting 

them to spend with you? Making their 
shopping as convenient and easy as 
possible. Add in delivery and you’ve got a 
winner! Plus, with everything beauty pros 
have been through this year, they deserve 
a treat, too! 

To help salons, spas and stores close 
the sale and capture their share of holiday 
spending, beauty brands have created 
tempting promotions in special collections 
and at price points that are perfect for 
giving—or keeping! From pampering packages 
to travel essentials, there’s something for 
everyone. Check out some of Beauty 
Industry Report’s favorites. 

 
Efficiency meets beauty with Amika’s style-
maximizing New York Minute Blow Dryer 
Brush Set (MSRP $99.00, a $150.00 value). It 
includes Amika’s coveted new Hair Blow 
Dryer Brush plus full sizes of Perk Up Dry 
Shampoo (5.3 oz.)  and  The Shield Anti-
Humidity Spray (5.3 oz.). loveamika.com 

Amika’s City Slicker Starter Set (top right—
MSRP $45.00, a $60.00 value) is the ultimate 
travel set. The reusable New York-inspired 
travel bag contains travel sizes of Normcore 
Signature Shampoo and Conditioner  (2 oz. 
each), Soulfood Nourishing Mask (2 oz.), 
Perk Up Dry Shampoo (1 oz.), Un.Done 
Volume and Matte Texture Spray (1 oz.) 
and  Brooklyn Bombshell Blowout Spray       
(2 oz). loveamika.com 

ColorProof SuperRich Dream Big, Shine 
Bright Kit—HYDRATE (MSRP $64.00) includes 
SuperRich Moisture Shampoo (8.5 oz.), 
SuperRich Moisture Conditioner (8.5 oz.), 
PlushLocks Leave-In Smooth     (2 oz.) and a 
satin pillowcase (100% vegan) to nourish 
tresses, while leaving hair hydrated and vibrant 

with a silk-
like finish. 
Wake up 
with smooth, 
frizz-free 
tresses with 
the 
additional 
coverage 
from the 
FREE satin 
pillowcase! 

ColorProof SuperPlump Dream Big, Shine 
Bright Kit—VOLUME (MSRP $64.00) includes 
SuperPlump Volumizing Shampoo (8.5 oz.), 

SuperPlump 
Volumizing 
Conditioner 
(8.5 oz.), 
PlushLocks 
Leave-In 
Smooth     
(2 oz.), plus a 
satin 
pillowcase 
(100% vegan, 
machine-
washable) to 

infuse weightless body, fullness and maximum 
color and heat protection into the hair. 

Products minimize breakage and create a silk-
like finish. colorproof.com 

 
Crack Hair Fix offers three of its 
favorites at a special savings—Buy a 33-
oz. Clean & Soaper Shampoo and In 

Treatment Conditioner and receive 10% off, 
plus a free hair brush in the brand’s signature 
color. www.crackhairfix.com 

 
Eufora’s Bodifying Gift Set (MSRP $71.00) 
leaves fine-to-normal hair full of body and 
bounce. Products restore chemically 
processed, damaged hair and enhance hair 
color vibrancy. The set includes one 
Bodifying Shampoo, one Bodifying 
Conditioner and one Urgent Repair Hand 
Cream in a keepsake birchwood box.  
 
Eufora’s My Favorite Things Gift Set (MSRP 
$50.00) nourishes skin, scalp and hair while 
keeping it in place. 
This assortment of 
Eufora stylists’ travel-
size favorite picks 
includes one 
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Beautifying Serum Oil Complex for 
hair, skin and scalp, Elevate Finishing 
Spray, Gloss Dry Shine Spray and Leave-in 
Repair Treatment, along with a         
4-pack of Eufora sectioning clips in a 
lush velvet pouch. eufora.net 
 
Moroccanoil’s All-Stars Collection 
(salon $10.00, MSRP $20.00) is a great 
stocking stuffer with a Moroccanoil 
Treatment and a Signature Scented 
Candle. It’s perfect for teachers, gift 
exchanges, Secret Santas and more!  

Moroccanoil offers four holiday gift travel 
collections, each packed in a beautiful bag. 
The Hydration Collection (MSRP $64.00) 
includes Hydrating Shampoo and 
Conditioner, Intense Hydrating Mask and a 
free Moroccanoil Treatment. The Volume 

Collection (MSRP $64.00) features Extra 
Volume Shampoo and Conditioner, 
Weightless Hydrating Mask and a free 
Moroccanoil Treatment Light. The Repair 
Collection (MSRP $66.00) includes Moisture 

Repair Shampoo & Conditioner, 
Restorative Hair Mask and a free 
Moroccanoil Treatment. The Smooth 

Collection (MSRP $66.00) features 
Smoothing Shampoo and Conditioner, 

Smoothing Lotion and a free Moroccanoil 
Treatment. moroccanoil.com 

 
Framesi offers its popular Color Lover 
Holiday Duos (salon $15.99). These shampoo 
and conditioner pairs are available in 
Dynamic Blonde, Moisture Rich, Volume 
Boost, Curl Define and Smooth Shine. 
Quinoa helps preserve hair color. Products are 
vegan and free of gluten, parabens, sodium 
chloride and sulfates. They make great gifts 
for anyone who loves beautiful hair. 
framesiprofessional.com 
 
No. 4 offers the Holly Jolly Hydration Set 
(MSRP $25.00), packed with cute mini hair 
care products plus a little brush, too, for take-
along glamour-on-the-go. Winter weather and 

indoor 
heating can 
zap 
moisture 
from hair, 
but you can 
get fa la la 
la fierce 
locks and 
turn split 
ends, static, 
dryness and 
frizz into 
smooth, 
silky, shiny 
hair with these moisturizing goodies. The 
elegant set features Hydrating Shampoo (1.5 
oz), Hydrating Condition (1.5 oz), Super 
Comb Prep & Protect (1.45 oz.) with a Mini 
Darling Brush,  all wrapped and ready to give. 
Number4Hair.com 
 
Clean hair-care brand No Nothing offers a 
Very Sensitive Dry Shampoo Holiday 
Promotion (salon $9.75/save 25%). 
Completely unscented and free of known 
allergens and irritants, 
this oil-absorbing 
formula is 
recommended for 
sensitive skin, scalps 
and noses. Its very fine 
mist absorbs excess 
oils and impurities 
from hair, thanks to 
rice starch. The 
colorless formula 
leaves no white 
residue, making it 
suitable for all hair 
types and colors. Very 
Sensitive Dry 
Shampoo is 
hypoallergenic, 
fragrance free, 
unscented, gluten free, 
soy free, paraben free, 
dye and colorant free, 
and cruelty free. It’s 
also 100% vegan. 
www.nonothing.us 
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For the 2020 holiday season, Oribe 
Hair Care collaborated with Native 
American Visual Artist Rowan 
Harrison of Two Tribes Pottery to 
develop six limited-edition holiday 
sets. Rowan created three original 
works of art for the  holiday 
packaging, using traditional 
Southwestern indigenous motifs that 
draw upon the ancient beauty of the 
natural world. Each design was 
intricately hand-drawn, combining 
elements of Rowan’s Pueblo of Isleta 
and Navajo heritage and culture to 
represent the land, natural beauty 
and spiritual elements of the American 
Southwest. 

Oribe partnered with a green packaging 
provider to produce the exterior packaging at 
zero emission at a zero-waste facility using 
100% clean energy and 100% recycled or 
reused water. The sets are made from 100% 
post-consumer recycled paper printed with 
soy inks. Some sets include an internal tray 
made from 100% biodegradable and 
renewable bamboo and bagasse, an 
agricultural waste from sugarcane. oribe.com 

 
Oribe Collector’s Set (MSRP $280.00) 
includes Gold Lust Repair and Restore 
Shampoo Travel, Gold Lust Repair and 
Restore Conditioner Travel, Gold Lust Dry 
Shampoo Travel, Dry Texturizing Spray 
Travel, Gold Lust Nourishing Hair Oil 
Travel, Superne Hair Spray Travel, 
Grandiose Hair Plumping Mousse Travel, 
Run-rough 
Detangling Primer 
Travel, Mystify 
Restyling Spray 
Travel, Côte 
d’Azur Restorative 
Body Crème 

Travel, Côte d’Azur Replenishing 
Body Wash Travel and a 
geometric, gold-plated, metal hair 
barrette. oribe.com 
 
Neuma’s Nourish & Nurture 
(MSRP $67.50) with NeuMoisture 
Shampoo (10.1 oz.), Condition   
(8.5 oz.) and Instant Fix (6.8 oz.) 
plus NeuBody & Mind Age-
Defying Restoring Crème (1.7 oz.) 
offers self-care for hair and hands 
with clean, plant-based, 
sustainable beauty. 
neumabeauty.com 

 
Zenagen offers Revolve Travel Duos (salon 
$14.99 each) with separate kits for men and 
women. Zenagen tapped into the power of a 
green tea delivery system plus saw palmetto, 
red clover and other powerful anti-aging 

ingredients to stop hair loss and grow thicker, 
fuller hair. The formulas' natural ingredients 
restore youthful fullness, density, shine and 
manageability. Zenagen also offers a free 
cosmetic bag with the purchase of any 6-oz. 
Revolve or Evolve Treatment and matching 
5-oz. Conditioner. The Revolve Men’s and 
Women’s duos help prevent hair loss and 
shedding and encourage hair growth. The  
 duo encourages the growth of longer, 
stronger hair.  
zenagen.com 
 

Reuzel’s Groom & 
Grow Gift Box 
(MSRP $27.00) 
includes one     1.3-oz. 
Wood & Spice Beard 
Balm and one 2.36-oz. 
Wood & Spice Beard 
Foam with a new 
fragrance that’s a bit 
of a slap in the face, 
plus a free 
Sandalwood Beard 

Comb. These 
products control 
wayward hair, as 
they condition the 
skin.  
 
The Reuzel SH&% 
Shower & Shave 
Gift Bag (MSRP 
$25.45) includes one 
350-ml Daily 
Shampoo, one        
95-gram Shave 
Cream plus a free 
Reuzel sCandle and 

a free red Reuzel drawstring bag.  
 

The Reuzel Pigs Can Fly Travel Bag 
includes one 4-oz. pomade of Pink (MSRP 
$42.25), Blue (MSRP $42.25), Fiber (MSRP 
$44.25), Clay (MSRP $44.25) or Extreme 
(MSRP $25.75); one complementary travel size 
of the same pomade; one 100-ml travel-size 
Daily Shampoo and one 1.3-oz. Solid 
Cologne Balm, plus a free Dopp Bag ($35.00 
value). reuzel.com 
 

Gift guide cont. from page 9
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CHI for Ulta Beauty offers a 
collection of fashionable holiday 
irons (MSRP $89.99 each). Choose 
from three colors and patterns, 
including Celestial Pink, Marble 
Moon and Star Dust. These irons 
have adjustable temperature 
settings for customized styling for 
fine to highly-textured hair.  
 
 
Cricket Co. celebrates the holidays 
with its Binge Copper Tension 
Thermal Brushes. Designed to 
maximize tension without pulling or 
tearing hair, the Binge Copper Tension 
Thermals feature a copper-coated 
and tourmaline ion-infused tension 
barrel, carbon and tourmaline ion 
bristles and lightweight rubberized 
handles. They’re available in three sizes: 
1¾ inches/MSRP $18.99, 2 inches/MSRP 
$19.99, 2½ inches/MSRP $21.99. 
cricketco.com 

Jatai is offering 25% off its Feather 
Styling Razor Kit (salon $40.00, 
regular $54.00 and free shipping! Use 
coupon code at checkout: BIR2020) 
for the holidays. The kit includes a 
Feather Styling Razor handle (choose 
from black, silver, Tomei blue, Tomei 
fuchsia), a 10-pack of Feather Styling 
Razor Standard Blades and Feather 
Blade Disposal Case. With 
replaceable blades that are 
consistently sharp and well-balanced 
for easy handling and smooth 
cutting action, the Feather Styling 
Razor performs on all fronts. The no-
touch safety system allows 
any user to remove and 
replace blades easily and 
safely. 
https://bit.ly/3ihlOmV 
 
Olivia Garden’s Travel Flat Iron 
(MSRP $49.95) has the same 
technology as the ceramic + ion Flat 
Iron with compact plates (5/8” x 
2¾”) that fit perfectly in your bag. 
3D floating plates straighten and curl 

with ease, while the 11 different 
temperature settings ensure the flat 

iron is perfect for any hair type. 
Utilizing the newest developments in ceramic 
+ ion technology, the flat iron glides from 
root to tip, leaving a smooth, flyaway-free 
finish, all with gentle ceramic heat. Cutting 
edge MCH heaters reside in both plates to 
ensure the iron heats up and recovers 
temperature almost instantly, guaranteeing 
each pass is completed at the preferred 
temperature. oliviagarden.com 
 
It’s Beard Season at MASC by Jeff 
Chastain, so he’s offering 20% off plus 
free shipping for products on his entire 
website. His men’s electric styling 
tool, the Kuschelbar Hair and 
Beard Straightener ($80.00), 
ensures that quarantine beards 
look polished and groomed. 
https://mascbyjeffchastain.com/ 
nectarbycolemanharrison.com 

 
 

Gift guide cont. on 
page 12 
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Sutra offers its Holiday Bundle Set (salon 
cost: $70.00, MSRP: $100.00, retail value: 
$200.00). It features the Sutra Professional 
Blowout Brush, which dries hair while 
straightening, with a 1000w power DC motor; 
the Magno Turbo Flat Iron with infused 
titanium floating plates, an adjustable digitable 
temperature up to 450°F; and Rejuvenating 
Hair Serum with jojoba oil, vitamin E and 
omegas 3 and 9 to hydrate, strengthen and 
protect as you style. Tools are available in 
marble, lavender or rose gold. 
sutrabeauty.com 
 
Mr. Pumice offers its 4-Step Pedicure Spa in 

four invigorating 
fragrances—
Relax lavender, 
Refresh ocean 
fresh mint, 
Soothe milk & 
honey and 
Energize 
tangerine (buy 
40, get 10 free). 
The steps 
include Step 1 
Detoxifying Sea 
Salt, Step 2 
Smoothing 
Sugar Scrub, 
Step 3 

Nourishing Masque and Step 4 Massage 
Butter. mrpumice.com 

OPI, in collaboration with Swarovski 
Crystals, offers a new limited-edition holiday 
collection, featuring 15 shades with three 
glitter hues. Beautifully rich velvety tones of 
pink, mauve, burgundy and golden brown 
offer a luxurious, feminine feel, while mixed 
metals in silver and gold add delicate sparkle. 
Gemstone shades of garnet and ruby make a 

bold statement, 
and sensual, 
shimmering 
colors of 
champagne, 
deep blue and 
black add 
sophisticated 
glam. The 
collection also 
features three 
special glitters, 
each packed 
with glass-like 
glitter particles 
for a three-
dimensional 
look, including 
a clear base 

with iridescent glitter, an icy blue jelly base 
with cellophane glitter and a dark gray jelly 
base with cellophane glitter. All 15 of the 
Shine Bright Collection shades are available in 
GelColor, Infinite Shine (MSRP $13.00) and 
Nail Lacquer (MSRP $10.50) formulas. opi.com 
 
The Dazzle Dry Mini Kit (MSRP $35.00) 
features Dazzle Dry’s four-step nail care 
system for quick-drying, long-lasting nails 
without abrasive chemicals or UV lighting. The 
hypoallergenic formula is free of animal 
byproducts and testing, formaldehyde, DBP, 
toluene and camphor. It includes Nail Prep, a 
Base Coat, Top Coat  and a Lacquer Color. 
dazzledry.com   

The Ardell Glam Lash Collection 
(salon/$29.99, a $60 value) features 10 of the 
brand’s best-selling lashes—3D Faux Mink #852, 
3D Faux Mink #854, Mega Volume #252, 
Double Up Wispies #113, Demi Wispies, 3D 
Faux Mink #853, Faux Mink Demi Wispies, 
Mega Volume #253, Wispies #700, Wispies—
plus a FREE Mini Duo Adhesive. It’s a great 
gift for your favorite lashionista with lashes 
for every occasion. ardellshop.com 
 
Bodyography 
offers a variety 
of stocking 
stuffers packed 
in Grab-and-Go 
Displays. Check 
out 10-packs of 
Cleansing and 
Soothing 
Wipes, Ready 
Set, Go 
Makeup 
Setting Spray 
and Clear 
Foundation 
Primer. Also 
available is a 
Lip Lava 
Intro 
Display 
(salon/ 
$162.00) of 
beautiful 
luscious 
color. bodyography.com 

Gift guide cont. from page 11
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Dukal Corporation offers Makeup Remover 
Wipes, a perfect stocking stuffer or Secret 
Santa gift, especially because you can save 
20%. Each pack features 45 wipes (sale price 
$3.20 each, 12 packs per case ($38.40). 
nectarbycolemanharrison.com 
 
Jane Iredale Shimmer and Dazzle Lip Kits 
(MSRP $25.00) each feature two creamy, 
pigmented shades of PlayOn Lip Crayon 
packaged in a festive popper. The Shimmer 
Lip Kit includes Blissful PlayOn Lip Crayon in 
shimmering sheer nude, yummy PlayOn Lip 
Crayon in creamy sheer peach and a jumbo 
pencil sharpener. The Dazzle Lip Kit features 
Naughty PlayOn Lip Crayon, creamy brick red, 
Sunny PlayOn Lip Crayon, a vivid rosy pink, 
and a jumbo pencil sharpener. janeiredale.com 

Jane Iredale Starry Eyes Mascara Set (MSRP 
$45.00) brings a conditioned and lifted 
twinkle to even the most sensitive eyes with 
clean, moisturizing ingredients hidden in a 
holiday ornament to make it perfectly 
giftable.  It contains PureLash Lash Extender 
& Conditioner and Black Ice Longest Lash 
Thickening and Lengthening Mascara. 
janeiredale.com 

The limited-edition Jane Iredale Advent 
Calendar Box (MSRP $125.00) celebrates the 
classics with this exclusive 12-piece Advent 
Calendar. It is the perfect gift for the clean 
beauty lover to enjoy this holiday and all year 
round. It includes a full-size Smooth Affair 
Facial Primer & Brightener, Champagne Silk 
Eye Shere Liquid Eye Shadow, 24-Karat 
Gold Dust Shimmer Powder, Spice Lip 
Pencil, Black/Brown Eye Pencil, pencil 
sharpener, pureLash Lash Extender & 
Conditioner Mini, Sheer LipDrink Lip Balm 
Mini, Forever Red Just Kissed Lip and Cheek 
Stain Mini, Black Ice Longest Lash 
Thickening and Lengthening Mascara Mini, 
POMMISST Hydration Spray Mini and D2O 
Hydration Spray Mini. janeiredale.com 
 
Nelly De Vuyst offers two Facials in a Box. 
Anti-Acne Facial in a Box (MSRP $239.00) is a 
six-piece kit of essential treatments that get 
acne under control. The products are 
designed to work together to clean skin, treat 

and prevent 
blemishes, and 
restore 
radiance. It’s an 
easy-to-use 

system proven to give you clear, beautiful 
skin. Products are Cosmos Organic certified, 
the highest standard of certification available 
in the cosmetic industry and recognized in 
over 150 countries. This certification 
guarantees that the products are truly organic. 
All products are cruelty-free and fair trade 
certified.  

Nelly De Vuyst Anti-Aging Facial in a Box 
(MSRP $445.58) is a seven-piece kit of 
essential treatments that are ideal for 
hypersensitive skin and environmentally 
conscious consumers looking for efficient, 
organic, fair trade, eco-friendly, vegan, gluten-
free and cruelty-free treatment care. This is a 
treatment that dramatically reduces the 
appearance of fine lines and wrinkles, 
devitalized skin and dull or tired complexion. 
Products are Cosmos Organic certified, the 
highest standard of certification available in 
the cosmetic industry and recognized in over 
150 countries. This certification guarantees 
that the products are truly organic. All 
products are cruelty-free and fair trade 
certified. nellydevuyst.com 

Gift guide cont. on page 14 
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Eminence Organic Skin Care has bundled 
two of its best-selling glowy skin essentials 
(MSRP $46.00) to help you achieve that 
enviable radiance throughout the holiday 
season. Strawberry Rhubarb Dermafoliant 
gently removes any residual build-up on the 
skin’s surface with strawberry, rhubarb, lactic 
acid and rice. It’s paired with the Mangosteen 
Daily Resurfacing Cleanser with mangosteen, 
lactic acid and ribose to ensure the skin 
remains radiant and squeaky clean. The result? 
A more even, clear complexion. 
eminenceorganics.com 
 
Balensi Skincare Super Antioxidants C + 
Ferulic (10 oz./MSRP $89.00) is a potent 
serum that blends vitamin C with ferulic acid 
to give skin a powerful boost of antioxidants 
that fight free radicals and the damaging 
effects of pollution, toxins and other 

environmental stressors. The 
ferulic acid, a natural ingredient 
found in bran oats, rice, eggplant, 

citrus and apple seeds, super 
charges the formula’s 
concentration of other 
ingredients, including 
vitamins B and E, to increase 

moisture and improve skin 
elasticity. The company 
seeks distribution. Contact 
Jean-Michel Balensi, 
principal, at 
info@balensiskincare.com.  
balensiskincare.com 
 
Eraclea’s Stay-at-Home 
Essentials Kit (MSRP 
$196.00/20% savings) 
keeps your skin hydrated. It 

includes Eye Surround Cream +CBD, a light, 
hydrating and firming cream to minimize the 
appearance of fine lines and wrinkles under 
and around the eye; Ever-moist lip balm, a 
deeply hydrating lip treatment that helps 
repair dry, distressed lips, giving lips a satiny-
smooth look and feel; Hydrating day lotion 
+PB, an ultra-hydrating blend of peptides with 
probiotics to help defend against age-
accelerating environmental stressors; and 
Restorative Hydrating Night Cream, an anti-
aging, super-hydrating and non-greasy 

cream that works like a 
water reservoir to firm, 

repair and restore the skin while you sleep. 
For distribution opportunities, reach Morgan 
Hare, president, at mhare@hylaco.com. 
 
 

Priori’s Unveiled Flexible LED Light Therapy 
Mask (MSRP $395.00) is an FDA-approved, 
professional-grade, flexible LED light therapy 
mask.  Unveiled is clinically proven to improve 

the skin’s hydration, 
texture and 

signs of aging 
with 
instantly 

visible 
results. 
After just 

one 10-minute session, skin feels plumper, 
more hydrated and instantly rejuvenated, 
unveiling ultimate skin radiance. Unveiled is an 
easy-to-use, portable, non-invasive treatment 
that requires no downtime.  Recommended 
usage is three to five days per week for 10 
minutes at a time. Two types of red and near 
infrared wavelengths help improve skin tone, 
texture, firmness and tightness. It’s clinically 
proven to reduce wrinkles by 35% in just four 
weeks. It also stimulates collagen production 
and kick starts cellular renewal. For 
distribution, reach Dawn Turner, sales 
director/partner, Priori Adaptive Skincare, at  
dawn@prioriskincare.com. prioriskincare.com 
 

Bluelene’s Indulge Trio Gift Set (MSRP 
$160.00) lets you give the gift of radiant, 
healthy and well-rested skin. The set includes 
new Night Plus+ (50 ml), a luxurious night 
cream and serum in one. This decadent cream 
is paired with  Daily Moisturizer  (30 ml) 
and  Anti-Aging Eye Cream  (15 ml) to smooth, 
plump and lift the skin.  Each product is 
infused with supercharged ingredients, 
including the company’s patented methylene 
blue, which is proven to stimulate skin cells to 
double collagen and elastin production in just 
2 weeks of use. For distribution, contact 
Jasmin El Kordi, CEO, at 
jasmin@mbluelabs.com.      
www.bluelene.com 
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The Blissoma Trial Skincare Set (MSRP 
$48.00) offers TSA-compliant product sizes of 
everything you need for your daily facial care  
in a pretty gray gift box. The cleansers and 
moisturizers are packaged in airless containers 
that will keep products super fresh and 
dispense every last bit of product. For 
distribution opportunities, reach Julie 
Longyear, founder, at 
julie@blissoma.com.  www.blissoma.com 
 
Blissoma’s new Neroli  Healthy  Skin  Hand & 

Body Cream (MSRP 
$33.00) is a comforting, 
aromatic cream that 
spreads easily 
on  skin  and soaks in 
quickly.  It deeply 
hydrates  skin  for hours 
after application 
without leaving it 
greasy.  This cream is 
also ideal for dryness 
and uncomfortable 
skin  anywhere on 
the body, so you can 
coat yourself in 
comfort.  It includes 
natural essential oils 
of  neroli, lavender, 

frankincense and labdanum 
(cistus/rockrose).  It is floral, relaxing and 
uplifting without being overly 
strong.  Nourishing Cupuacu butter, sesame 
seed  oil and pumpkin seed oil replace 
crucial  skin  lipids, protect  skin  with 
phytosterols and infuse the skin with 

antioxidants and vitamins.  Sea 
buckthorn CO2 extract adds reparative 
carotenoids and niacinamide helps 
rebuild the ceramide layer. Cold-brewed 
linden leaf and flower extract add  skin-
soothing mucilage and polysaccharides, 
delivering hydration to the deeper layers 
of  skin.  Olive leaf extract with 
oleuropein has been shown to decrease 
transepidermal water loss. For 
distribution, reach Julie Longyear, 
founder, at 
julie@blissoma.com.  www.blissoma.com 
 

Hempz offers the CBD Secret Recipe 
Collection (countertop display/ 
salon/$139.44), featuring CBD baked with 
100% pure natural hemp seed oil, sweet 
peppermint and chamomile extracts. Products 
help hydrate, soothe and condition your skin, 
leaving it soft and smooth. 

The countertop display comes packed 
with six CBD Limited Edition 
Get Baked Mini Minty & 
Mellow Pep-O-Mint Herbal 
Body Moisturizer (2.25 oz./80 mg), 
four CBD Limited Edition Get Baked 
Minty & Mellow Pep-O-Mint Herbal Body 
Moisturizer         (17 oz./400 mg), six CBD 
Limited Edition Get Baked Minty & 
Mellow Pep-O-Mint Herbal Lip Balm (.75 
oz./15 mg) and three CBD Limited Edition 
Get Baked Minty & Mellow Pep-O-Mint 
Hydrating Herbal Bath Fizzer   (6 oz./25 
mg).  

Products are guilt free, gluten free, 
paraben free, THC free and vegan. 

hempz.com 
Eufora sets the holiday mood with four 
essential oil candles (Believe, Inspire, Love and 
Bechill/MSRP $46.00 each). With up to 50 
hours of burn time, the ambiance is set for 
hours of sensory enjoyment and celebration. 
These hand-poured candles are perfectly 
balanced with a natural wax blend of coconut 
and soy. A portion of all candle proceeds will 
be donated to ChildHelp. eufora.net 

 
The Amika 2020 
holiday ornament 
(MSRP $7.00) is fun 
to give and receive. 
This year, it features 
the company’s 
Signature 
Hydrating Body 
Crème (1 oz.), a 
smoothing, soothing 
lotion that softens 
skin and is scented 
with the essence of 
Amika. 
loveamika.com 

 
 
 
Because we’re overflowing with riches, 
Beauty Industry Report will include Part 2 
of our Gift Guide in next month’s issue. 
Please send all details and a print-quality 
image to liz@bironline.com with the subject 
line “Gift Guide” no later than October 10. 
This editorial is free to BIR’s         
subscribers.
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It’s A 10 follows other professional brands 
with new distribution at Sally Beauty 
stores. Visit sallybeauty.com. 

 
The National Association of Wholesaler-
Distributors has partnered with business 
intelligence experts, Creditsafe USA, to 
provide comprehensive credit 
management, compliance and commercial 
data solutions to the wholesale 
distribution industry. 

“This new partnership provides 
unprecedented access to the data our 
industry need in the areas of business 
intelligence, credit management, compliance 
and data,” says Dirk Van Dongen, NAW 
president and CEO. “It is one more way that 
we can help wholesaler-distributors make 
smarter and more informed decisions, 
especially in light of the current pandemic.” 

Creditsafe USA offers an extensive 
database, integrated solutions and real-time 
reporting that will allow wholesaler-
distributors access to powerful commercial 
insights. Companies that take advantage of 
this partnership will be able to leverage data, 
analysis and metrics, which will provide them 
a competitive advantage as well as a better 
understanding of how COVID-19 is affecting 
their individual customers. 

The NAW partnership provides access to 
Creditsafe’s Stay Safe Program, which was 
developed in response to the pandemic to 
help every U.S. business have greater access 
to commercial data so that they can make 
smarter business decisions. As part of this 
launch, NAW and Creditsafe are hosting a 
“Cash is King…again” education series that 
includes research reports, videos and 
webinars focused on credit and finance 
challenges and opportunities for the 
wholesale distribution industry. Learn more 
at http://www.naw.org. 

Ernst & Young has announced that Derrick 
Porter, CEO of Beauty Industry Group, is  a 
finalist for the Entrepreneur of The Year 

2020 Award in 
the Utah region. 
Considered one 
of the most 
prestigious 
business awards in 
the U.S., the 
program 
recognizes 
entrepreneurs and 

leaders of high-
growth companies who are excelling in areas 
such as innovation, financial performance and 
personal commitment to their businesses 
and communities, while also transforming 
our world. Winners will be announced at a 
virtual celebration on October 2, 2020. 

“I’m honored to be in such esteemed 
company,” says Derrick. “The breadth of 
entrepreneurial talent and leadership in Utah 
is outstanding.  Being named a finalist 
recognizes the amazing team we’ve built and 
the incredible talent we’ve procured.”  

For the past 13 years, Derrick has created 
and built Beauty Industry Group, a holding 
company that owns and operates brands 
within the beauty industry. BIG sells  its 
products in 165 countries to more 
than  100,000 stylists and salons. 

Prior to his time at BIG, Derrick built and 
operated Porter Brown Distribution (PBD), 
a third-party logistics company with facilities 
in Texas, Colorado and Utah. He graduated 
Cum Laude with a BS in Technical Sales from 
Weber State University and obtained an MBA 
from The Ohio State University. He resides in 
Salt Lake City with his wife and five children.  

The Entrepreneur of The Year program has 
expanded to more than 145 cities and more 
than 60 countries.  

Lucas Products Corporation, manufacturer 
of disinfectants and personal safety 
products, announced that after rigorous 
testing, the EPA has approved a one-
minute kill claim of LUCAS-CIDE #222 RTU 
Disinfectant (gallon/MSRP $29.95, 
quart/MSRP $9.95) on List N: Disinfectants 
for Use Against SARS-CoV-2 (COVID-19). 
EPA registration number: 1839-83. 

“The purpose of our business is to raise 
the bar continuously in 
providing our clients with 
products made in the 
USA that offer the best 
efficacy in the industry at 
the most economical 
price. LUCAS-CIDE #222 
RTU Disinfectant is a 
testament to that 
standard,” says Robert 
Urfer, owner and 
president of Lucas 
Products.  

LUCAS-CIDE #222 RTU 
is one of three 
disinfectants offered by 
Lucas Products. 
Distribution 
opportunities are 
available. Reach the company at 
sales@lucasproducts.com. Visit 
www.lucasproducts.com. 

 
New Skineez  Antibacterial Face Masks 
with FDA-approved skin protectant 
provide soothing, cooling protection. 
These lightweight, reusable masks combine 
STA-COOL moisture management yarn, ZincX 
technologies and its signature five key 
moisturizing nutrients for triple protection. 
Zinc promotes skin health, wound healing 
and immune function properties. Healthy 
skin protectants help soothe and heal facial 
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skin. A medical-grade, antibacterial fiber 
barrier helps protect both the user and 
others. Plus breathable, two-layer cotton and 
polyester fabric wick away moisture.   

All Skineez products are infused with anti-
aging retinol, vitamins A and E, and natural, 
hydrating botanicals, including apricot kernel 
oil, rose hip oil and shea butter. They help 
repair and restore the skin’s natural moisture.   

The masks are adjustable, have a “scrunch” 
effect around the nose and a four-way 
stretch to the  fabric, providing a better fit to 
the face. Soft cloth straps wrap around the 
ears for less irritation.  They’re available in 
black, white, light blue, navy blue and red in 
both adult and child sizes. Visit 
www.myskineez.com  to order at 30% off, 

along with free shipping. 
 

Bodyography introduces 
Anti-Bacterial Sanitizing 
Spray (MSRP $21.00). It 
works instantly to 

eliminate germs and 
bacteria from cosmetic 
products, tester 
displays, makeup kits, 
workstations and 
hands.  

60% ethanol 
alcohol eliminates 
more than 99.99% of 
common harmful 
germs and bacteria, 
while .15% 
benzalkonium chloride, 
a broad-spectrum anti-
microbial, removes 

bacteria, germs and viruses from 
surfaces.  Watermelon and quinoa extract 
provide moisture to the skin, purifying hands 
without drying. Rose water essence provides 
a refreshing aroma.  It’s paraben-free, vegan- 
friendly and gluten-free. For more 
information, visit bodyography.com. 

 
In an effort to create a standardized 
cleaning, disinfection and infectious 
disease prevention protocol for the 
professional beauty industry, the 
Professional Beauty Association has 
partnered with the Global Biorisk 
Advisory Council, a Division of ISSA, and 
its GBAC STAR Facility Accreditation 
Program. GBAC includes global leaders in 
the area of microbial-pathogenic threat 
analysis and mitigation, who have vast 
experience with 
government agencies, 
including the CDC, WHO, 
ISO, UN, Department of 
Health and more. This 
partnership marks the 
first time the professional 
beauty industry is aligning 
on such a standardized 
protocol with a 
nationally recognized 
entity that will help 
clients feel safer than ever to enter their 
favorite salons.  

GBAC STAR is the cleaning industry’s only 
outbreak prevention, response and recovery 
accreditation for facilities. GBAC STAR-
accredited facilities are able to demonstrate 
that correct work practices, procedures and 
systems are in place to prepare, respond and 
recover from outbreaks and pandemics, 
providing salons a standardized, high level 
measure of safety and cleaning best 
practices. Through this partnership, PBA is 
offering its members a discount on this 
annual accreditation to help create this 
industry-wide standardization. 

“The PBA is excited to partner with GBAC 
on instituting a recognizable cleaning and 
disinfection accreditation seal to ensure the 
health and safety of salons, their teams and 

clientele,” shares Steve Sleeper, PBA 
executive director. “The world’s most notable 
consumer establishments, including Hyatt, 
American Airlines and the Javits Center, 
participate in GBAC. Clients can feel safer 
when entering these accredited salons.”  

To achieve GBAC STAR accreditation, 
salons must demonstrate compliance with 
the program’s 20 elements, which range from 
standard operating procedures and risk 
assessment strategies to personal protective 
equipment, emergency preparedness and 
response measures. Salons apply online and 
provide all documentation and supporting 
evidence with their application. The GBAC 
STAR Accreditation Council then determines 
the status of all GBAC STAR facilities. 

“GBAC STAR is the gold standard of safe 
facilities, providing third-party validation that 

ensures facilities 
implement strict 
protocols for biorisk 
situations,” says GBAC 
Executive Director 
Patricia Olinger. 
"Accreditation 
empowers facility 
owners and managers 
to assure workers, 
customers and key 
stakeholders that they 

have proven systems in place to deliver clean 
and healthy environments that are safe for 
business.” GBAC STAR accreditation means 
that a salon has: 

• Established and maintained a cleaning, 
disinfection and infectious disease- 
prevention program to minimize risks 
associated with infectious agents like the 
novel coronavirus (SARS-CoV-2). 

• The proper cleaning protocols, 
disinfection techniques and work practices in 
place to combat biohazards and infectious 
disease. 

• Highly informed cleaning professionals, 
who are trained for outbreak and infectious 
disease preparation and response. 

To learn more about becoming a GBAC 
STAR-accredited salon and submit your 
application, visit www.probeauty.org/gbac.  
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Fred Collins’s Undercover Brands LLC has 
launched its 100% cotton face masks 
nationally in more than 4,000 T.J. Maxx, 
Marshall’s, Home Goods and Beall’s retail 
stores. Reach Fred at fred@undercover-
brands.com and visit undercover-brands.com. 
 
WWP Beauty has launched a personal 
protection line in response to the demand 
for hygienic products. The collection 
includes hand sanitizers that are ready-to-go 
and available in three formats: gel, wipes and 
spray. These three formats give brands more 
flexibility on incorporating a PPE product into 
their existing lineup. WWP’s Personal 
Protection line includes:  

• Hand Sanitizer Spray—This liquid spray 
hand sanitizer is housed in an aluminum bag-
on-valve component made with PCR 
content. It moisturizes the skin with glycerin 
and aloe vera, and kills up to 99.9% of most 
common germs and bacteria. It’s available in 
2.7-oz. and 5.5-oz. containers.  

• Hand Sanitizing Wipes—Pre-moistened 
wipes feature a skin-nourishing formula 

infused with olive oil, 
glycerin and aloe leaf 
extract that cleans, 
moisturizes and soothes 
dry hands. They’re 
available in 10 x 8cm or 
20 x 15cm sheets in packs 
of 30 or 100. 

• Gel Hand Sanitizer 
—WWP offers two 
hydrating gel sanitizer 
formulas—one made in 
China and another made 
in the U.S. Both are 
available in 2-oz. and     
8-oz. flip-top bottles, an 
8-oz. and liter-sized dip 
tube pump and a gallon-
sized screw-cap jug.  

“We like to think of 
the new product line as personal protection 
meets personal care—with the end goal of 
making it easier than ever for a brand to add 
a PPE product to its line,” says Josh 
Kirschbaum, CEO. Visit www.wwpinc.com. 

Cosway Beauty Brands, the manufacturer 
overseeing NEUMA, Number 4 High 
Performance Hair Care and ColorProof, 
announced that veteran personal care 
executive Rick Kornbluth has joined the 
company as president and CEO. In addition, 
Maureen Saenz joins the company as vice 
president of marketing at ColorProof. These 

strategic 
appointments 
come as the 
beauty 
manufacturer 
plans for strong 
growth.  

“This is an 
exciting time for 
Cosway Beauty 

Brands, where we 
see brand strength and momentum 
throughout our offerings and great 
opportunity for future growth,” states Rick 
Hough, chairman of the board. “Rick’s 
expertise in growing consumer personal care 
businesses and multi-industry experience, 
combined with his strong relationships, make 
him ideally suited to accelerate our 
consumer base.” 

Rick will oversee the brand portfolio that 
includes NEUMA, Number 4 and 
ColorProof. He recently served as CEO of 
Kevin Murphy, an international manufacturer 
of professional hair care and hair coloring 
products. Previously, he was president/CEO 
of Wella Corporation, a division of Procter 
and Gamble. Wella Corporation retained Rick 
after he led the sale of Graham Webb to 
them in 2001. 

“It is an honor to join the talented and 
passionate employees dedicated to serving 
the beauty community,” says Rick. “I look 
forward to working closely with Rick, building 
on Cosway Beauty Brands’ success and 
seizing the opportunities ahead.” 

Maureen Saenz joins the company from 
Kevin Murphy, where she was vice president 

of global 
marketing. With a 
keen 
understanding of 
the importance of 
the consumer 
experience, she 
has spent her 
career building 
successful teams 

by cultivating a 
collaborative culture.  

Previously, she worked at Pureology, 
JOICO and Sebastian International, and 
served as a marketing consultant to several 
beauty brands. In her new role, she will 
provide the vision and direction, and 
implement strategies focused on growth. 

Cosway is also an owner and product 
developer and manufacturer for BosleyMD, 
Hempz, Pure & Basic, ProTan and SupreTan. 
Visit http://www.coswayco.com. 

 
A new leadership team headed by industry 
veteran Scott Missad has taken the reins 
at Beauty Quest Group, with plans to 
revitalize the company’s heritage hair care 
brands—Rusk, Aquage and One n’ Only.  

BQG was formed in 2019 when Transom 
Capital Group, a California private-equity 
firm, acquired the professional liquids 

division of Conair 
Corporation, 
along with their    
R & D and 
manufacturing 
facility. Scott has 
been advising 
Transom Capital 
on opportunities 
in the beauty 

space and became 
president and CEO 

in April 2020, after serving in numerous 
industry leadership roles. Most recently, he 
was president of the International SalonSpa 
Business Network and CEO of Gene Juarez 
Salons, where he continues to serve as a 
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Board Member. He is also known as the co-
founder of Sun Bum sun-care products and 
as a former senior executive at L’Oréal.    

Upon joining BQG, Scott initiated 
comprehensive brand reviews that would 
inspire a whole new vision. “These legacy 
brands had not been touched in many years, 
and it was high time to ensure they meet and 
exceed the evolving needs of today’s salon 
professionals and their clients,” he explains. 
“We’ve looked at everything—new 
ingredients and technology, our SKU lineups, 
education, positioning and marketing support 
–with a fresh eye.”  

Joining Scott is chief marketing officer 
Mary Burns, who was previously executive 
vice president of brand and product at John 
Masters Organics. She also served as vice 
president of marketing at OPI and Alterna, 
and as a senior executive at Frederic 
Fekkai.  In addition, award-winning colorist 
Beth Minardi will serve as a special 
consultant to help guide the initiative. 

As part of the refresh, the Rusk and 
Aquage websites have been newly updated, 
with a dedicated backroom for stylists. Next 
up is e-commerce. 

Rusk’s Puremix natural hair care line, a 
professional salon brand that launched in 
Ulta in April, will add a new pomegranate-
based collection that focuses on the 
superfood’s color preservation and hair 
health benefits. 

The Aquage brand, pledging that every 
purchase goes toward preventing 2.5 million 
plastic bottles from entering and polluting 
the ocean, has upped its commitment by 
donating a portion of every sale to Plastic 
Bank, a social enterprise committed to 
stopping ocean plastic. All products will be 
housed in sustainable packaging by 2022.  

One ‘n Only has streamlined the look of 
its argan oil-based products with a complete 
packaging update. The brand recently 
launched Zero-Fuss styling products for air-
dried hair.  

BQG is an integrated manufacturer and 
marketer of professional and specialty retail 
hair care products. For further information, 
visit www.beautyquestgroup.com. 

Hugh Sawyer, chairman, president and 
CEO of Regis Corporation (NYSE:RGS), will 
retire from active management and his 
current roles, effective October 5, 2020. 
The Board has elected Daniel Beltzman, 
current Regis director, to the role of 
chairman of the board, effective upon Hugh’s 
retirement. Hugh will remain with Regis as an 
executive adviser through September 2021. 

“Over the past 
three and a half 
years, Hugh 
developed and 
executed a 
transformational 
strategy that has 
positioned Regis 
for its next 
chapter of growth 

and development,” 
says Virginia 

Gambale, Regis’ lead independent director. 
“Under Hugh’s leadership, we have 
substantially completed our refranchising 
effort, invested in new technology, realigned 
our portfolio to focus on our core brands, 
upgraded our marketing and digital education 
programs, eliminated nonessential costs and 
successfully amended our revolving credit 
facility to provide the long-term flexibility 
needed to navigate the uncertainties caused 
by the COVID-19 pandemic. We are grateful 
for Hugh's efforts and wish him all the best 
after a successful 44-year career.” 

Felipe Athayde, most recently president, 
Americas of Popeyes Louisiana Kitchen, will 
succeed Hugh as CEO and president and will 
join the Company's Board of Directors. Felipe 
has nearly a decade of multi-brand and 
multi-unit experience, both domestically and 
internationally, a proven track record of 
franchise growth and success, and a deep 
understanding of the asset-light franchise 
model. Felipe has held positions of increasing 
responsibility at Restaurant Brands 
International, including senior management 
roles at Burger King, Tim Hortons and 
Popeyes, with expertise in strategy, brand 
development, finance, operations, marketing 
and sales. 

As president, Americas of Popeyes 
Louisiana Kitchen, Felipe led the revitalization 
of the brand, resulting in some of the largest 
all-time quarterly comparable store sales 
increases in the industry. Additionally, he 
oversaw one of the biggest product launches 
in the industry—the Popeyes Chicken 
Sandwich—and has a track record of 
developing high-performance teams and 
implementing business-wide technology 
upgrades. 

Before joining RBI, Felipe worked as a 
business leader in the strategy department 
for Visa Inc. Latin America in Miami, FL, and 
as a bond trader for multiple financial 
institutions in the U.S. and Singapore. He 
holds an MBA from Northwestern 
University's Kellogg School of Management 
in Evanston, IL, and a Bachelor of Business 
Administration from Fundação Getulio Vargas 
(EAESP-FGV) in Sao Paulo, Brazil. 

Adds Virginia, “With a proven track record 
of growing franchised businesses and a 
demonstrated ability to execute strategic 

change, Felipe is 
the ideal person 
to assume this 
role at a pivotal 
time for Regis. We 
look forward to 
an exciting next 
chapter of growth 
under Felipe’s 
leadership.” 

Felipe says, “I 
have long known 

and admired Regis as a leader in the beauty 
space, and I am honored to assume the role 
of CEO and president. With some of the 
most iconic brands in North America, a 
strong network of franchisees and innovative 
customer-facing technology, Regis is well 
positioned for growth, even in the current 
environment. I look forward to working 
closely with the senior management team, 
the Board and Regis' talented franchisees and 
employees to build on the Company's 
momentum and further enhance the 
customer experience across Regis’ brands.” 
Visit www.regiscorp.com. 
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Pravana announces the promotions and 
new hires of key team members on the 
sales, marketing, communications and 
digital teams.   

“The Pravana leadership team is thrilled to 
both promote and onboard this incredible 
group,” says Michelle Chandler, Pravana 
general manager. “I’m looking forward to 
seeing these leaders establish and implement 
new and improved ways to connect with our 
community in this next evolution of the 
brand, as we emerge from the recent 
challenges that our industry has faced. The 
Pravana team is full of passion, talent, 
ambition and resilience, with a strong focus 
on empowering our stylists through all 
aspects of our business.”  

Meryl Berdinka, a 7-year Pravana 
employee and most recently director of sales 

for the East Coast, 
has been promoted 
to director of field 
sales. In her new 
and expanded role, 
Meryl will be 
responsible for the 
strategic 
development and 
implementation of 
the brand’s new 
field sales approach 

while leading the sales team. Meryl reports 
to John Miller, Pravana vice president of sales 
and education.  

Lissette Cruz is now the director of brand 
marketing. Lissette has 16 years of experience 

behind the chair, 11 
years with the 
Pravana brand as a 
leading educator 
and over three 
years as the senior 
product 
development 
manager. As the 
director of brand 

marketing, Lissette 
is responsible for driving the development of 
the brand, overseeing and collaborating with 
product development, and leading the 

marketing team, as they grow the brand’s 
performance across existing and new 
channels.  

Alanna Littlepage has been promoted to 
director of communications from her 

previous role of 
senior 
communications 
manager. In this 
expanded role, 
Alanna will be 
responsible for 
Pravana’s internal 
and external 
strategic 

communications 
plans, public relations, advertising and 
leading the brand’s philanthropic efforts. 
Alanna has over 10 years of experience in 
professional beauty industry public relations. 
She has been with Pravana for five years.  

Anna Yum joins Pravana as digital 
marketing director. Anna is responsible for 

leading the 
company’s digital 
initiatives, 
including             
e-comm, CRM, 
social media and 
analytics. She 
comes to the 
brand from 
Launched.LA, a 
consumer goods 

start-up that 
partners with celebrities to launch brands 
such as Hello Bello and Tiller & Hatch. She’s 
also served in marketing positions in various 

industries, 
including health 
and wellness, tech 
and finance. 

Lissette, 
Alanna and Anna 
report to 
Michelle. 

Tierney 
Wickline, who 
celebrated her     
4-year anniversary 

with the brand earlier this year, has been 
promoted to social media manager from her 
previous role as digital marketing specialist. 
She is responsible for maximizing brand 
awareness through social media efforts and 
managing influencer relations. Tierney has a 
talent for creating an authentic and 
consistent brand voice to help drive sales, 

engagement and 
overall brand 
awareness. She 
reports to Anna 
Yum.    

Aditi Sheth 
joins Pravana as 
senior brand 
manager. Aditi is 
responsible for 
driving brand 

growth by leading 
the development of the go-to-market 
strategies and marketing campaigns for key 
customers. Most recently, Aditi was the 
marketing manager for Murad. Prior to that, 
she worked on L’Oréal’s portfolio of 
professional skin-care and hair-care brands, 
where she gained experience across product 
development, global, digital and trade 
marketing.  

Stephanie Armenta has been promoted 
to product development manager. She has 

over five years of 
product 
development 
experience across 
multiple divisions 
of beauty, 
including three 
years with Pravana. 
She is also a 
licensed stylist, 

who is experienced 
working behind the 

chair. In her new role, Stephanie will be 
coordinating product development projects 
from ideation to execution, overseeing 
packaging art, leading industry research and 
more. Aditi and Stephanie report to Lissette 
Cruz. 

Rebeca Chamorro joins the Pravana team 
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as brand manager. She is responsible for 
helping drive the global brand strategy, 

developing 
innovation and 
product 
storytelling while 
executing go-to-
market plans to 
maximize sales. 
Rebeca joins the 
brand from Coty 
with experience 
in the professional 
hair color industry 

through the Wella and Clairol Professional 
brands. Rebeca also brings over four years of 
international experience in CPG, sustainable 
fashion and finance. Rebeca reports to Aditi 
Sheth. Visit pravana.com. 

 
Andis Company announces three additions 
to its senior management team.  

Victor Bridgeman is the new chief global 
supply chain officer. In this role, he will 

oversee and 
supervise global 
supply chain 
strategies and 
build a 
competitive 
infrastructure. He 
brings a solid track 
record of 
delivering 

measurable and 
sustainable results 

for GE Healthcare over the past 18 years and 
will report to Co-CEOs Matt K. Andis and 
Laura Andis Bishop. Victor has a Bachelor of 
Business Administration degree from Wichita 
State University. 

Dan Franklin, the chief lean and 
manufacturing officer, will be responsible for 
operations, quality and engineering while 
leading the company’s continuous drive for 
innovation in manufacturing. He brings a 
depth of experience to his role from his time 
at multiple manufacturing facilities, including 
Harley-Davidson Motor Company, The 
Master Lock Company and Scott Forge. Dan 

has master’s degrees in operations 
management, electrical engineering and 

business 
administration and 
reports to Matt 
and Laura. 

Jennifer 
Gersch, senior 
product marketing 
manager, will drive 
continued product 
innovation and 
development, 

focusing on the 
company’s Barber and Beauty division. She 
has demonstrated success in creating new 

products during 
her 18 years at 
Harley-Davidson 
Motor Company. 
Jennifer has an 
MBA from Alverno 
College. 

“Andis is seeing 
strong growth and 
I am excited to 

add these proven 
leaders to continue our growth trajectory, 
both domestically and in international 
markets, as we prepare for our next 100 
years,” says Matt K. Andis, co-CEO of Andis 
Company. Visit http://www.andis.com. 
 
The Professional Beauty Association has 
announced its Board of Directors and 
Advisory Council for 2021. The Board of 
Directors oversees budgeting, endorsement 
of legislation, strategic planning and industry-
wide issues, while the Advisory Council takes 
an active role in the development of 
association programs and initiatives.  

The PBA’s Board of Directors includes: 
• Chair: Sydney Berry, Salon Services & 

Supplies, Renton, WA 
• Vice chair: Jay Elarar, Moroccanoil, 

Montreal 
• Treasurer: Cindy Feldman, Progressions 

Salon Spa Store, Rockville, MD 
• Directors: Beth Carson, Sam Villa, Las 

Vegas; Alex Cohn, Premier Beauty Supply, 

Northbrook, IL; Bonnie Conte, Avalon Salon 
and Day Spa, Deer Park, IL; Jenae Davis, 

Salon Jenae, 
Bloomington, IL; 
Beth Hickey, Spa 
Specialties 
Representatives, 
Arlington, TX; 
Zach Rieken, 
Living Proof, New 
York City; Peggy 
Sue Schmoldt, 
Academy of 
Cosmetology 

Arts, Denver; Oliver Steinnagel, Oliver's 
Hair Salon; Overland Park, KS; and Karl 
Sweis, SWEIS, Inc.,Torrance, CA. 

The newly-
elected 
Professional 
Beauty 
Association 
Advisory Council 
Members include:  

• Beauty 
Professional/ 
NCA Advisory 
Council—Dr. Tye 

Caldwell, 
ShearShare, McKinney, TX; Lisa Lane, Lisa's 

of Annapolis, 
Annapolis, MD. 

• Distributor 
Advisory 
Council—Jenn 
Almonte, 
Paramount 
Beauty, Cranston, 
RI; Sheila 
Phillips, Liquid 
Assets, LLC., 

Baton Rouge, LA. 
• Manufacturer Advisory Council— 

Beth Carson, Sam Villa, Las Vegas; Jason 
Yates, John Paul Mitchell Systems Inc., Los 
Angeles. 

• Salon/Spa Advisory Council—Karie 
Bennett, Atelier Salons, Sunnyvale, CA; 
Candy Shaw, Sunlights Bayalage, Atlanta 

For more information, visit probeauty.org. 
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Capsum, the French custom formulator and 
manufacturer known for hacking beauty by 
co-creating visually striking products with a 
unique sensory experience, has added four to 
its U.S. business development team. This 
increase comes in addition to the recent 
Austin-plant investments by the company to 
achieve local carbon-neutral manufacturing. 

On the East coast, Natasha Damon joins 
Aurélie Felix to manage skin-care projects 
for brands in the East from Canada to Florida. 

On the West Coast and Intermountain 
area, Eve Tousignant, Evan Parker-Calderón 
and Diane Atia have joined Jennifer 
Marlowe. Eve and Evan will help Jennifer 

develop the skin-
care business, 
while Diane will 
grow the makeup 
business in the 
United States. 

Eve is an 
experienced 
business 
development/ 

sales executive 
with strengths in 

negotiation, sales, management, business 
development and marketing strategy. She 
brings a creative side aimed toward disruptive 
product development. Eve was the former 
president of the Board of Directors for 
Beauty Industry West. She is based in Aliso 
Viejo, CA. Reach her at 
eve.tousignant@capsum.eu. 

Evan, a high-achieving business 
development 
professional with 
extensive 
experience in 
turnkey product 
development, 
marketing and 
promotion, is a 
licensed 
cosmetologist 

and holds a 
Master's degree in 

Business Administration. His unique 
experience and insight allow for the creation 

and implementation of innovative, profitable 
products for leading companies from 
innovative startups to multinational brands. 
He is based in La Quinta, CA. Reach him at 
evan.parker@capsum.eu. 

Diane Atia, a driven sales director, is 
passionate about 
business 
development 
opportunities. 
She boasts a wide 
scope of 
experience in 
project-oriented 
roles. Always 
eager to take on 

new challenges, 
Diane rounds out 

the team to concentrate on the makeup 
segment of the growing organization. She is 
based in Long Beach, CA. Reach her at 
diane.atia@capsum.eu. 

Jennifer Marlowe joined Capsum four 
years ago and brings over 17 years of 
experience in cosmetics and skin care in 
sales, business development, strategy and 
project management. Jennifer holds an MBA 

and is a strategic 
thinker and leader 
in the beauty 
world. Her 
professional 
experience 
includes spa, 
salon, retail and 
mass-market, 
prestige and 

luxury brands. 
Jennifer brings a 

brand-focused, customer-centric approach to 
her role. She enjoys partnering with brands to 
bring cleaner, safer skin care, beauty and 
wellness products to market. She is based in 
Phoenix. Reach her at 
jennifer.marlowe@capsum.eu. 

Natasha Damon has a passion for healthy 
ingredients and sustainable options. A 
comprehensive background in cosmetic 
brand-building and content creation, 
combined with skin care and color formula 

development experience, positions Natasha 
as a well-rounded and adept partner for new 
projects. She is based in Essex, CT. Reach her 
at natasha.damon@capsum.eu. 

Aurélie Felix, 
joined Capsum 
four years ago as 
an experienced 
business 
development 
director who is 
passionate about 
beauty, which she 
studied at the 

highest levels, first 
in French Universities in cosmetology and 
then at the FIT in the US. Working for raw 

material suppliers, 
brands and 
contract 
manufacturers, 
her unique 
experience covers 
all steps of 
product 
development. She 
is based in New 

York City. Reach 
her at aurelie.felix@capsum.eu. Visit 
www.capsum.net. 

Henkel North America’s Beauty Care 
Professional business has launched 
STMNT, a brand offering high-performing 
grooming products that are accessible to 
all, regardless of gender or style. 

A team of barbers, including Sofie Pok 
(@STAYGOLD31), Julius Arriola 
(@JULIUSCAESAR) and Miguel Gutierrez 
(@NOMADBARBER), collaborated on the 
new collection. Comprised of four lines—
one specifically curated by each creator plus 
a general care line—the STMNT collection 
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features 14 products, ranging from shampoos, 
conditioners and all-in-one care products to 
pomades, sprays and powders. MSRPs range 
from $11.95 to $24.95. 

“Modern barbering is all about making a 
statement,” says Caleb Folterman, general 
manager, STMNT Grooming Goods US. “We 
wanted to pioneer a brand that was 
authentic to the movement and made 
grooming products accessible to all. These 
three creators embody what it means to be a 
modern barber. They have the expertise to 
formulate products that are truly effective.” 

STAYGOLD: Designed by LA-based, 
award-winning barber and international 
educator Sofie Pok, the Staygold Collection is 
a genderless and lifestyle-driven three-piece 
set designed to make an authentic, bold 
statement with a range that goes beyond the 
ordinary. Products include STMNT Spray 
Powder, STMNT Wax Powder and STMNT 
Fiber Pomade. 

JULIUS CVESAR: Designed by LA-based 
barber, educator and show host Julius Arriola, 
the Julius Cvesar Collection formulas are 
designed with the ability to cocktail for 
custom-tailored styling. Products include 
STMNT Hairspray, STMNT Shine Paste and 
STMNT Matte Paste. 

NOMAD BARBER: Designed by Miguel 
Gutierrez, a UK-based traveling barber, 
photographer and storyteller, this collection 
blends his love of travel and photography 
with a passion for people and barbering to 
master his craft. Products include STMNT 
Grooming Spray, STMNT Classic Pomade 
and STMNT Dry Clay. 

STMNT CARE: This 5-piece lineup is 
designed to create the perfect canvas for 
styling. The collection includes STMNT 

Shampoo, STMNT Conditioner, STMNT 
All-In-One Cleanser, STMNT Beard Oil and 
STMNT Bath & Body Cleansing Bar. Visit 
stmntgrooming.com. 

 
Goldwell introduces the Curls & Waves 
collection, an assortment of hair care and 
styling essentials, designed to help create 
the perfect wave. In a world where over 
40% of women want natural waves everyday, 
Curls & Waves is designed with all hair types 
in mind, delivering touchable texture and 
beautiful, bouncing curls or waves that last. 
The collection includes: 

• DualSenses Curls & Waves Hydrating 
Shampoo and Conditioner (salon/$9.00 for 
the shampoo and $9.50/conditioner) hydrate 
and define hair for weightless bounce and 
elasticity. Infused with MicroPROtec 
Complex technology, they distribute milk 
protein to deliver results evenly. The 
FadeStopFormula works to reduce color 
wash-out during shampooing. 

• DualSenses Hydrating Serum Spray 
(salon $10.00) instantly strengthens hair 
fibers, controls frizz, bundles curls and waves, 
and provides heat protection. 

• StyleSign Twist Around Curl Styling 
Spray 
(salon/$10.75 ) is 
a 2-in-1 mist for 
creating 
beautiful curls, 
even in the 
straightest hair. 
Apply before 
styling for heat 
protection or as 
a finisher to hold 
the look in place. 

• StyleSign Curl Splash Hydrating Curl 
Gel (salon/$10.25) accentuates and hydrates 
limp curls, creating waves with vital bounce 
and flexible texture. 

• StyleSign Surf Oil Salty Oil Spray 
(salon/$10.50) is a 2-in-1 spray that 
moisturizes while adding texture to create 
big, bouncy curls or soft, natural waves. 

• StyleSign Curl Control Moisturizing 
Curl Cream (salon/$10.75) provides 
smoothness and weightless definition for 
unruly curls. 

• StyleSign Soft Waver Lightweight 
Wave Fluid (salon/$10.25) softly defines 
waves, protects against frizz and adds shine 
while providing touchable hold. Simply 
scrunch hair to reactivate waves throughout 
the day.  

Each of the StyleSign styling products 
features Goldwell’s FlexPROtec Complex, a 
blend of product-specific styling polymers 
and bamboo proteins that help to keep hair 
looking and feeling natural and flexible. In 
addition, the Complex contains an elastomer 
and UV filter that protect hair from 
premature fading and the damaging effects 
of heat-styling and UV light. Visit 
http://www.goldwell.us. 
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Moroccan Gold Series has introduced 
natural, unisex My NuDo Rejuvenating 
Shampoo (250 ml MSRP $60.00), a 
professional cleanser for fine, thinning or 
stressed hair.  Drug-free, vegan and animal-
cruelty-free, it helps to nourish the hair, scalp 
and follicles deeply, creating an optimal 
environment for healthy, fuller growth.   

My NuDo helps add body and volume, 
and helps thicken fine or thinning hair. It also 
deeply cleanses the scalp of excess oils, 
peroxides and other unwanted elements 
than can affect healthy growth. For many, 

visible results can be seen 
as soon as 2 to 3 
weeks after daily 
use. Use 8 to 12 

months for 
optimal 
results. 

My NuDo 
Rejuvenating 
Shampoo 
contains 
arginine, 
caffeine, argan 
oil, avocado 
oil, cypress 
leaf extract 

and ginseng root extract. It combines a range 
of ingredients containing calcium, iron, zinc 
and amino acids for a nourished, healthy 
scalp and to help encourage longer, fuller, 
stronger hair. 

My NuDo Rejuvenating Shampoo features 
a proprietary natural ingredient extraction 
method introduced in Israel. This enables 
both oil- and water-based naturals and 
actives to be extracted 
together in one process to 
produce higher, more 
potent ingredient 
concentrations for more 
effective results.   

For sales information, 
reach Gary Fishkin, CFN 
Sales, at 
gary@cfnsales.com. Visit 
moroccangoldseries.com. 

 

Cindy Tawiah, entrepreneur and founder 
of the hair care brand Diva By Cindy, has 
launched her hair care products in over 
1,500 Sally Beauty Supply stores. Diva By 
Cindy is a natural and alcohol-free hair-care 

brand with 
extreme 
detangling 
abilities.  

Cindy, a 
former RN, was 
inspired to make 
nail polish and 
lipstick by a 
chemistry 
teacher in 
Ghana, West 

Africa. As a result of parental pressure, she 
pursued a career in the medical field for 13 
years. In 2004, she opened her first salon and 
later developed the brand in 2007. 

Diva By Cindy products are enriched with 
healing ingredients such as panthenol, aloe, 
rosemary, horsetail, nettles, peppermint, 
menthol and camphor, which stimulate the 
scalp and promote circulation and hair 
growth. Rinse-out and leave-in conditioners 
infuse the hair with moisture and nutrients. 

Products also help counter hair loss from 
chemotherapy, thyroid disorders, 
hypertension and anti-hypertensives, and 
tension and traction alopecia.  

The company supports victims of 
domestic violence via the Diva Project. Visit 
www.thedivaproject.org for details. 

In 2017, Diva By Cindy hair care products 
opened the first natural hair care kiosk in the 
Baltimore/Washington International airport. 

In 2019, they launched BWI’s first natural hair 
automated vending machine, affirming their 
place in the modernization of beauty. 

For Cindy, it has been more than a 10-year 
operation to achieve this milestone. She has 
consistently pitched her products to Sally 
Beauty Supply over the years.  

“Businesses have had to adjust because of 
COVID-19. It’s been very challenging, but 
Sally’s has made it all worthwhile,” says Cindy.  
Reach her at cindy@divabycindy.com. Visit 
divabycindy.com or sallybeauty.com. 

 
Henkel North America, via its haircare 
professional brands, Alterna, Joico, Kenra, 
#mydentity, Pravana, Schwarzkopf 
Professional, SexyHair and Zotos 
Professional, announces “Beauty Care 
United—Standing Together with Stylists,” 
a campaign and program aimed at helping 
to bring back the unity in the salon 
community. The program supports salons 
and helps hairstylists navigate a new normal 
through motivational tools and education 
from their favorite artists. Salon owners and 
stylists can go to beautycareunited.com for 
hair tutorial technique videos and download 
the Beauty Care United Virtual Kit.   

“Encouraging stylist and client confidence 
is an important part of the salon re-opening 
process,” expresses Stefan Mund, regional 
head, Henkel Beauty Care Hair Professional 
NA. “Leveraging the unifying power of the 
hairdresser community, Henkel’s Beauty Care 
United program provides tools to help 
clients and stylists alike feel comfortable in 
an environment aimed at making them feel 
and look beautiful.”   

The virtual kit is filled with express service 
tutorials from top artists like Larisa Love 
(@larisadoll), Liz Haven (@lizhaven), Lo 
Wheeler (@lo_wheelerdavis), Aspen Rae 
Tengler (@itsaspenrae) and more on some 
of the most-requested services, from color 

corrections to gray coverage. 
Bringing stylists together to 
increase confidence, share tips 
and ideas, and encouraging clients 
to come back with a sense of 
comfort are at the heart of this 
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program. In addition, a toolkit includes 
turnkey printable and digital marketing assets 
that salons can leverage to support their re-
openings.   

Henkel will also be gifting care packages 
to some of its most loyal salon/stylist 
customers. They include a box of gloves, a 
bag of face shields, a box of masks, a box of 
disposable capes and cleaning products like 
Dial Soap, Dial Hand Sanitizer and Purex 
Detergent with Clorox—free of charge. Visit 
beautycareunited.com.   

T3 launches the T3 Curl ID 1¼-inch Curling 
Iron and the T3 Lucea ID Straightening and 
Styling Iron. Each streamlines heat selection 
by determining the optimal styling 
temperature for the user’s hair type. The 
intelligent technology uses an algorithm that 
considers key parameters, such as hair 
texture, length, color 
treatment and chemical 
treatment, and 
provides consumers 
with their ideal 
styling heat for 
smooth, shiny results 
that last, while 
protecting their hair 
against unnecessary 

heat exposure. 
“At T3, we 

strive to 
continually 
solve core 
consumer 
styling 
challenges by 
engineering 
next-gen 
technologies 

that transform 
the hairstyling experience,” says  Jade 
Simmons, director of brand and product 
development. “We surveyed consumers and 
learned that while they all want smooth, 
shiny and long-lasting results, they are also 
concerned about the amount of heat their 
hair is exposed to during styling.”  Research 
conducted by the brand showed that  72% of 
women think they have to turn up the heat 
to get the styling results they want.  

“To address the concern, we went beyond 
traditional heat management to deliver a 
solution that takes the guesswork out of 
temperature selection,” Jade adds. 

The T3 Lucea ID and T3 Curl ID are each 
equipped with a smart microchip and 
advanced dual heaters, which monitor and 
manage heat output for temperature 
consistency across both plates throughout 
the styling process.  In addition, the irons 
include a CeraGloss ceramic coating and 
negative ion generator to seal the cuticle and 
deliver incredible shine. The irons also 
feature capacitive touch and haptic feedback 
technology, and deliver an intuitive user 
interface for a more engaging experience. For 
more information, contact Larry Batchelor, 
sales rep, at lbatchelor@t3micro.com. Visit 
t3micro.com. 

VOESH, a vegan skin-care 
brand formed in 2012 and the creators of 
the single-use spa, has been awarded a U.S. 
Patent No. 10,736,401 (method for 
providing a predetermined beauty 
treatment) on its pre-packaged, easy-to-
use Mani in a Box and Pedi in a Box. Mani in 
a Box and Pedi in a Box spa systems offer a 
clean, hygienic experience with 100% vegan 
ingredients to enrich skin with nutrients while 
offering a relaxing treatment. Kits offer 
perfect proportions for each step of the spa 
treatments.  

“We’re here to modernize the spa 
experience and continue to deliver the 
standard of clean, hygienic spa treatments to 
salons and consumers all over the world, 
especially in times like these,” say VOESH 
founders Vera Oh and Joseph Choi. Contact 
Faith Roxas at marketing@voesh.com and 
visit voesh.com. 
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Repêchage’s CEO Lydia Sarfati and           
Co-President Shiri Sarfati recently hosted 
a Zoom media preview of their new Hydra 
Dew Pure Collection for dry, compromised 
skin. The formulas combine organic cannabis 
sativa extract, precious mastic oil from the 
Aegean, Camellia japonica seed oil from 
Japan and the Repêchage exclusive 
sustainably-harvested seaweed extract to 
support luxuriously soft skin. 

Dermatologist- and clinically tested, the 
collection contains five at-home care 
products for a complete, daily skin program.  
Formulated with natural, skin-cushioning 
ingredients, formulas help strengthen, restore 
and renew the appearance of skin that has 
been compromised by environmental 
aggressors such as pollution and UV light, as 
well as overly-aggressive skin treatments 
such as microdermabrasion and chemical 
peels, and even medical treatments such as 
radiation and chemotherapy.  

Repêchage has travelled the world to find 
the very best ingredients to address the skin- 
care concerns that can lead to compromised 
skin conditions. 

Repêchage’s exclusive, sustainably 
harvested, laminaria digitata seaweed filtrate:  
contains 12 vitamins, 18 amino acids, 42 trace 
elements and minerals, and phlorotannins to 
provide skin with deep surface hydration and 
balance. In addition, this seaweed is a source 
of many important nutrients, including 
polyunsaturated fatty acids, enzymes and 
bioactive peptides. Among marine resources, 
it is also one of the richest sources of 
phlorotannins, sulfated polysaccharides, 
fucosterol and fucoxanthins.   

Derived from the hemp seed, organic 
cannabis sativa seed oil does not contain the 
same levels of compounds as the plant itself, 
but is rich in nutrients and fatty acids. These 

essential fatty acids help to maintain the skin 
barrier while moisturizing and helping 
improve the appearance of the skin. 

Hydra Dew Pure 
Gentle Foaming Cleanser 
(150 ml/MSRP $45.00) is a 
softly-foaming, gentle 
wash that contains three 
select seaweed extracts to 
nourish skin, while natural 
botanicals such as water 
lily and oat bran extracts 
help reduce the 
appearance of irritation. It 
helps remove eye makeup 
and can be used on the 
body for a gentle wash. 

Hydra Dew Pure Facial 
Essence Mist (120 ml/MSRP 
$70.00), a hybrid skin 
serum/hydrating facial spray 
based on Mastic Water, 
helps to create dewy, radiant 
skin. Nourishing Laminaria 
digitata seaweed extract and 
hydrating hyaluronic acid, 
combined with aloe and 
natural botanicals, provide 
instant hydration. Use it to 
restore moisture, soothe 
skin and create an instant 
glow on the go.  

Hydra 
Dew Pure 
Facial Moisturizer (50 ml/ 
MSRP $70.00), a multi-action 
facial cream, envelops the skin 
in rich moisture and creates an 
instantly dewy complexion. 
Three select seaweed extracts 
combined with hexapeptide 
and hyaluronic acid help 
reduce the appearance of 
wrinkles, while Camellia 
japonica seed oil helps 
replenish and seal in moisture, 
as it helps promote skin 

elasticity.   
Hydra Dew Pure Eye Contour Cream     

(15 ml/MSRP $65.00) combines ingredients 

such as caffeine extracts to reduce the 
appearance of puffiness while peptides help 
to reduce the appearance of wrinkles while 

revitalizing the appearance of 
the eye area.  

Hydra Dew Pure Night 
Cream (30 ml/MSRP $65.00) 
transforms the appearance of 
your skin and helps to restore 
the skin’s natural moisture 
barrier with three seaweed 
extracts and hyaluronic acid. 
Repêchage’s skin-
comfort concept 
helps diminish 
the appearance 
of fine lines and 

wrinkles and helps to promote 
the appearance of skin 
elasticity and ultimate 
hydration.  

Hydra Dew Pure Starter 
Collection (MSRP $70.00) 
features all five products in 
convenient sizes.  

The new collection debuts 
in November. Visit 
www.repechage.com.  

 
Bioelements launches Dewluxe (1 oz./ 
MSRP $66.00), a lightweight facial oil with 
occlusive argan, squalane and sea kale for 
dewy hydration. Dewluxe locks 
in moisture, replenishes 
protective barrier lipids and 
delivers natural dew. 
Halophytic sea kale melts in 
to soothe the appearance of 
epidermal stress. It helps 
diminish the look of fine 
lines, as fullness and 
softness re-emerge in 
youthful, luxe dewiness 
without feeling heavy or 
sticky.  

Vegan and gluten-free, 
this aromatherapeutic 
formula is used in the final 
step of a daily skin care routine to lock in 
moisture and create a dewy appearance.  

News cont. from page 25
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“This isn’t just a face oil,” says Teresa 
Stenzel, regional education business 
manager. “It’s a perfectly balanced blend that 
melts right into the skin. Plus, clients will love 
its built-in aromatherapy blend that enhances 
the luxe feel of hydration.” Visit 
bioelements.com/pros. 

 
DERMA E adds Scar Cream Sun Protectant 
SPF 35 (MSRP $18.99), a line extension to 
their top-selling Scar Gel. Designed with a 

clean, multi-benefit 
formula that softens, 

protects and preps the 
skin against harmful 
UVA/UVB rays while 
reducing the look of old 
and new scars. 
Dermatologist- 
recommended, it is 
enriched with mineral zinc 
oxide, panthenol, allantoin 
and zinc oxide. The silky 
texture works as a primer 
and provides a smooth 
canvas for makeup 

application. It can also be worn without 
makeup. Allantoin works to condition skin to 
reduce the appearance of scars. Panthenol or 
pro-vitamin B5 helps to moisturize skin. And, 
proven not to cause harm to coral reefs, the 
zinc oxide helps to defend skin from UVA 
and UVB rays. Visit dermae.com. 

 
In the midst of uncertainty and crisis, self-
care is vital. A new organic and vegan 
beauty line infused with CBD, I+I 
Botanicals features four skin and body 
care products with formulations that the 
company claims are good for the body, 
good for the earth and good for the 
soul.  This clean beauty company pairs 
American-grown, lab-tested CBD with clean, 
responsibly sourced ingredients to create 
products that are suitable for all skin types 
and address many skin-care issues. 

I+I Botanicals was founded by Jennifer 
Culpepper and Selam Kelati, who were on a 
quest to simplify their skin-care routines, 
using effective and trustworthy products. 

Based in Annapolis, MD, this new company 
develops skin-care and wellness products 
infused with CBD. 

“Our brand is founded on the principle of 
self-love,” explains Jennifer. “We should 
show ourselves the same kindness we show 
others. We’re trying to promote a message 
that self-love and self-care are important.” 

Even the company’s name—I+I Botanicals 
—centers around self-love. In Rastafarian 
culture, “I and I” represents “One Love” and is 
often used as the expression of the physical 
body being in oneness with the soul. “I” is 
interchangeable with “you,” meaning that we 
are all connected.  

As working mothers, both Jennifer and 
Selam understand that many women do not 
prioritize self-care. 

“We focus on clean ingredients that 
address skin concerns like acne, redness and 
hydration,” Jennifer adds. “If you want to have 
healthy skin, you 
need to use healthy 
ingredients.” 

The brand’s 
collection includes a 
moisturizing Dry Oil 
Body Mist (MSRP 
$59.99) with jojoba 
oil, moringa oil and a 
blend of 
citrus  essential oils, 
hydrating Face 
Serum (MSRP $59.99) 
with prickly pear 
seed oil and 
hyaluronic acid, a 
relaxing Bath Tea Blend (3-pack with 
essential oils/MSRP $29.99) and a rich-
foaming exfoliator Coffee Body Scrub (MSRP 
$39.99), featuring fair-trade Ethiopian coffee 
and seaweed. 

I+I Botanicals’ products are designed to be 
incorporated into the craziness of everyday 
life.  

“Spend more ‘me’ time, and less time with 
complicated instructions or multi-step 
beauty regimens,” Jennifer advises. “Use a few 
fantastic products and take the pressure off 
of yourself.”  

Selam has always been a product girl. 
“She’s constantly trying new products and 
sharing what works with me. When I 
introduced Selam to CBD products, it was 
like a lightbulb went off,” Jennifer recalls. “She 
immediately got excited about combining 
CBD with other natural ingredients that she’d 
grown up using, like moringa. The next steps 
came naturally, as we began playing with 
ingredients and testing formulations.” 

Each I+I Botanicals product is tested at 
least twice by third-party labs—once on the 
raw hemp material and again after the final 
products are formulated.  

“We comply with the standard Industrial 
Hemp Cannabinoid Potency Analysis, which 
tests for the presence of heavy metals, 
pesticides and microbials ,while ensuring the 
proper levels of CBD and whether THC is 
present,” Selam explains.“We make sure there 
are no harmful chemicals or toxins that come 

into contact with your body. We take 
sourcing seriously and follow the Clean 
Product Standards. We believe you shouldn’t 
have to sacrifice your health for beauty. We 
prioritize natural, organic, non-toxic, fair-
trade and wild-harvested ingredients.” 

Adds Jennifer, “Whenever possible, we use 
plant-based, recycled, recyclable, bio-
degradable and/or compostable materials. 
We aim to use as little plastic as possible in 
our packaging. However, when plastic is 
necessary, we use recycled plastic.” 

Visit https://www.iandibotanicals.com/.  
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MIG Living's Seed to Soul restorative skin-
care, body-care and Fuel (supplement) 
products have helped 50,000+ customers 
own their health and build a ritual that 
restores and uplifts the soul. Products are 
handcrafted in small batches in Colorado, 
where they’re made with all-natural, toxin-
free and cruelty-free ingredients. 

Waterless Body Lotion Bar is made with 
farm-fresh beeswax to lock in moisture. 

The MIG Body Method is a step-by-step 
ritual to activate beauty from the inside out, 
helping the body to heal itself. Here’s how to 
incorporate The MIG Body Method Daily 
Practice using the Body Bundle: 

1. Activate with MIG Living’s  Ritual 
Activation Oil  to start your day with 
transformation. 

2. Detoxify with MIG Living’s  Dry 
Brush  to awaken your lymphatic system, 
rejuvenate skin and soothe cellulite. 

3. Cleanse with MIG Living’s  Ritual 
Cleansing Bar  to cleanse and restore 
skin. 

4. Hydrate with MIG Living’s  Ritual 
Body Lotion Bar  to renew and awaken 
skin. 

5. Nourish with MIG Living’s  Cuticle 
Serum  to pamper and restore. 

Learn more at migliving.com. 
Farouk Systems, Inc., the creators of 

CHI and BioSilk, and LG Household and 
HealthCare, Ltd. are launching Beyond 
Glow Botanical Skin Care in a joint 
venture. Each item is crafted by a Korean 
guru using an ancient traditional local recipe, 
formulated specially for moisture retention, 
offering glowing skin and a fresh approach to 
natural ingredients. 

This natural line of fermented skin care 
inspired by Korean Beauty caters to 
consumers looking for instant moisture and 
glow. The 8-piece collection offers intense 
moisture benefits to alleviate dull, dry skin, 
revealing youthful-looking, radiant and 
glowing skin. The line provides a simple 
regimen to cleanse, smooth and intensely 
moisturize skin for an overall healthy glow. 
Products feature a Moisture Complex with 
botanicals, wheat sprout and Jeju bamboo 
from Jeju Island, one of the cleanest areas on 
Earth. The collection includes: 

• Cleansing Oil (MSRP $46.00,) a 2-in-1 
pre-cleansing solution removes makeup and 
cleanses oil-based impurities in one step 
without stripping your skin of natural oils. 

• Foam Cleanser (MSRP $37.00) cleanses 
while soothing dry skin. Rich, creamy lather 
washes away excess oil and impurities. 

• Smoothing Peeling Gel (MSRP $37.00) 
lightly exfoliates dead skin cells and 
impurities revealing a smooth, healthy-
looking glow. Improves skin texture, 
eliminates dullness and includes natural 
cellulose for peeling effect. 

• Moisture Balancing Toner (MSRP 
$42.00) balances while removing excess oil, 
impurities or any traces of makeup. It helps 
to soothe skin and minimize the appearance 
of pores. It supports healthy skin by boosting 
the effectiveness of the product without 
stripping natural oils. 

• Moisture Essence (MSRP $56.00) 
provides ultra-lightweight moisture and 
alleviates skin of dullness and dryness. It 
helps to improve complexion and brighten 
appearance 

• Moisture Eye Cream (MSRP $60.00) 
delivers intense moisture and improves 
elasticity, helping to reduce the appearance 
of fine lines and dark circles. 

• Moisture Boost Cream ($54.00) 
provides long-lasting, rich moisture while 
soothing and calming the skin to reveal a 
natural glow. It increases intense moisture for 
over 24 hours, as it supports healthy skin, 
improving and smoothing its texture. 

• Aqua Boost Cream (MSRP $54.00) 
provides skin with lightweight moisture. It 
soothes and calms skin, resulting in a 
healthy-looking, dewy finish, with a 
significant moisture increase. It soothes skin 
and balances oil. 

For more information, visit 
https://chi.com/beyond-glow-skin-care/. 

 
Hempz introduces a new body-care 
collection that conjures up aromas of the 
pumpkin patch or apple orchard with 
Pumpkin  Spice & Vanilla Chai  and  Spun 
Sugar & Vanilla Bean  body care.  The  cozy, 
sweet aromas and  your 
touch-ably soft, decadent 
skin will have you coming 
back for seconds! Products 
are paraben-free, 
gluten-free, cruelty-
free, THC-free and 
100% vegan. 

Hempz Pumpkin 
Spice & Vanilla Chai 
Body Moisturizer 
(MSRP $19.99), an ultra-
hydrating lotion with a 
warm, inviting 
fragrance, helps calm 
and soothe skin with shea butter and 
pumpkin seed extract, as it hydrates with 

pure hemp seed oil. Vitamins A, C and E 
help protect against natural and 
environmentally triggered oxidants. 

Hempz Pumpkin Spice & Vanilla 

News cont. from page 27
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Chai Body Mask (MSRP $17.95) hydrates, 
conditions and softens skin. A warm, inviting 
fragrance evokes the changing season. The 

rinse-off, 
daily 
body 
mask 
helps 
hydrate, 
condition 
and 
soften 
skin. It’s 
blended 
with 

essential extracts and oils to help condition 
and hydrate skin, and it’s enriched with 100% 
Pure Natural Hemp Seed Oil. 

Hempz Spun Sugar & 
Vanilla Bean Body 
Moisturizer (MSRP $19.99), an 

ultra-hydrating lotion, 
offers a creamy, 
comforting scent of 
spun sugar and vanilla 
bean. Shea butter and 
aloe help calm and 
soothe skin, as vitamins 
A, C and E help protect 
skin from natural and 
environmentally 
triggered oxidants. 

Hempz Spun Sugar & 
Vanilla Bean Body Mask (MSRP $17.95) 
hydrates, conditions and softens skin with 
this rinse-off mask that you can use daily. 
The rinse-
off, 
daily-use 
body mask 
helps 
hydrate, 
condition 
and soften 
skin, as 
essential 
extracts 
and oils help condition and hydrate. It’s 
enriched with 100% pure natural hemp seed 
oil. Visit hempz.com. 

Those who donated blood or platelets 
with the American Red Cross during 
September received a free haircut coupon 
from Sport Clips Haircuts, during the 
annual Saving Lives Never Looked So Good 
campaign. The coupon is valid through Nov. 
30, 2020, at participating Sport Clips 
locations. Donors must have a valid email 
address on record to receive the coupon. 

During Childhood Cancer Awareness 
Month, the American Red Cross encouraged 
eligible donors to give blood to support kids, 
teens and young adults battling cancer, as 
well as others in need of transfusions. 

The National Cancer Institute estimates 
that more than 15,000 children and 
adolescents in the U.S. are diagnosed with 
cancer each year. Childhood cancer patients 
might need blood products on a regular basis 
during chemotherapy, surgery or treatment 
for complications. 

Make an appointment to donate blood by 
downloading the free Red Cross Blood 
Donor App, visiting  RedCrossBlood.org, 
calling 1-800-RED CROSS (1-800-733-2767) or 
enabling the Blood Donor Skill on any Alexa 
Echo device. Blood drives are also essential 
in helping ensure blood is available for 
patients this winter. To learn more and sign 
up to host a blood drive this fall and winter, 
visit  RedCrossBlood.org/HostADrive. 

 
ColorProof Color Care Authority 
announced a new partnership with Bright 
Pink to spread awareness, educate and 
empower women to be proactive about 
their health in honor of Breast Cancer 
Awareness Month. The company will 
donate 30% of the proceeds from its           
e-commerce sales of select merchandise 
(CrazySmooth Jet Set, ‘Tie the Knot’ 
CrazySmooth Kit and Scalp Cleansing 
Brush) during October. Visit colorproof.com. 

Beauty Changes Lives has launched the 
first phase of the  Make Your Mark 
campaign. The Make Your Mark campaign 
nurtures, empowers and provides resources 
to help the next generation of hairstylists, 
estheticians, barbers, nail professionals and 
entrepreneurs pursue their calling. A coalition 
of beauty influencers, educators and 
ambassadors delivers messages of 
empowerment that speak to the fierce, 
independent and questioning spirit of GenZ. 

Make Your Mark also highlights the 
breadth of career possibilities from working 
in a salon to creating a product line or 
operating a business. Prior to the pandemic, 
projections showed nearly 1.3M beauty jobs 
could be vacant in the next decade. The 
number of unfilled beauty jobs is likely to 
rise even higher, accounting for professionals 
that left the industry during the Great 
Lockdown.  

COTY became the first professional brand 
to support phase one of the campaign, 
funding a gift of $100,000 to initiate efforts. 
Other brands providing financial support 
include Dermalogica, Mariana, Paul 
Mitchell and Ratner Companies. 

Phase 2 efforts turn toward other 
elements of the campaign, including social 
advertising initiatives to engage with Gen Z. 
Sponsorships are available, and tax-
deductible donations can be made at 
beautychangeslives.org.  

 

News cont. on page 30
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Farouk Systems, Inc. donated over            
$4 million worth of Biosilk Moisturizing 
Hand Sanitizer and CHI Hair Care to 
support relief efforts in Lake Charles, LA, 
after Hurricane Laura caused catastrophic 
destruction and flooding along the Gulf 
Coast. Visit farouk.com. 
 
The Grande Cosmetics Beauty from the 
Heart  campaign is back. After raising over 
$200,000 this past spring for Feeding 
America, a non-profit and  the nation's largest 
domestic hunger-relief organization, Grande 
Cosmetics is once again raising funds for the 
cause, with a goal to bring the brand’s total 
2020 contributions to $300,000 or more. 

From September 10 to 30, Grande 
Cosmetics donated 10% of all purchases 
made at www.grandecosmetics.com  to 
Feeding America. Customers also received a 
free Mini GrandeLIPS Plumping Liquid 
Lipstick with their purchase. Visit 
www.grandecosmetics.com and 
www.feedingamerica.org.  

Sally Beauty Holdings, Inc. (NYSE: SBH) 
recently provided an update on its 
liquidity. In partnership with affiliates of 
Bank of America, JPMorgan, Wells Fargo, 
Citizens and Truist, the Company completed 
an amendment to the terms of the 
Company’s existing secured asset-based 
revolving line of credit (expires July 2022), 
which suspends certain anti-cash hoarding 
restrictions when the outstanding balance 
remains below $375 million. 

As a result of the increased flexibility 
resulting from the amendment, the significant 
cash-generating potential of Sally Beauty 
Holdings and the stability of the business in 
recent months, the Company took the first 
step in delevering its balance sheet by paying 
off the entire existing $375.5 million balance 

on its revolving line of credit, paying off the 
Company’s existing $20 million FILO term 
loan facility, and also prepaying a $50 million 
portion of its 4.5% Fixed Rate Term Loan. 

“Our ability to reduce leverage is a 
testament to the resilience of our business 
throughout the COVID-19 pandemic, our 
aggressive cash management efforts and the 
partnerships we have with our bank group. 
We had more than $925 million of cash on 
hand at the end of August and following the 
deleveraging effort will retain significant 
flexibility to respond to the market 
environment given our cash on hand and the 
funding availability under our secured asset-
based line of credit,” says Chris Brickman, 
president and CEO. Visit 
sallybeautyholdings.com. 

 
SalonCentric has launched its first 
SalonCentric Credit Card. The credit card 
will enable customers to attain loyalty 
rewards when shopping at SalonCentric 
stores, on SalonCentric.com and with their 
SalonCentric Success Consultants. Card 
approval occurs instantaneously, in most 
cases, and cardholders will receive 20% off 
their first purchase with the card. 
Additionally, card holders will earn a $10.00 
reward certificate for every $250.00 spent, 
with a variety of rewards and extra savings 
offered throughout the year.  

“Card holders can receive unique benefits 
and perks with the use of the card,” says 
Carla Aranda, CFO of SalonCentric. “More 
importantly—and in light of the COVID-19 
pandemic—it helps support salon 
professionals who may need a boost to help 
them manage their salon businesses.” 

SalonCentric Credit Card accounts are 
issued by Comenity Capital Bank. All credit 
card officers are subject to credit approval.  

   
Regis Corporation (NYSE: RGS) recently 
reported a fourth quarter 2020 net loss 
from continuing operations of $73.7 
million, or $2.04 loss per diluted share as 
compared to net loss of $5.3 million or 
$0.14 loss per diluted share in the fourth 
quarter of 2019. The Company’s fourth- 

quarter reported results were significantly 
impacted by government-mandated 
temporary salon closures and include a non-
cash long-lived asset impairment charge of 
$22.6 million primarily related to leases and 
$3.6 million of other discrete items. Excluding 
discrete items, and the losses from 
discontinued operations, the Company 
reported fourth quarter 2020 adjusted net 
loss of $36.2 million, or $1.01 loss per diluted 
share as compared to adjusted net income of 
$24.6 million, or $0.62 per diluted share for 
the same period last year. The year-over-year 
decrease was primarily driven by the 
government-mandated temporary salon 
closures caused by the COVID-19 pandemic. 
The Company estimates current revenue loss 
of approximately $105 million due to the 
COVID-19 pandemic. Additionally, the gain 
from the sale of salons to franchisees 
decreased $27.2 million year-over-year due to 
lower proceeds per salon in the current year 
and less sales in the quarter. The elimination 
of adjusted net income that had been 
generated in the prior year period from the 
1,448 company-owned salons that were sold 
and converted to the Company's asset-light 
franchise portfolio over the past 12 months 
contributed to the decline, but was partially 
offset by significant reductions in general and 
administrative expense and marketing. 

Total revenue in the quarter of $60.1 
million decreased $188.0 million, or 75.8%, 
year-over-year driven primarily by the 
conversion of 1,448 company-owned salons 
to the Company's asset-light franchise 
portfolio over the past 12 months and the 
government-mandated temporary salon 
closures due to COVID-19. These reductions 
were partially offset by the impact of the 
new leasing guidance. In connection with the 
new leasing guidance, the Company now 
records franchise rental income and the 
corresponding rental expense on separate 
line items. The impact is a gross up to both 
revenue and expense with no impact to 
overall earnings. The impact during the 
fourth quarter was an increase in franchise 
rental income and expense by $30.3 million, 
with no impact on operating income. 

News cont. from page 29
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Fourth quarter adjusted EBITDA was a loss 
of $33.8 million compared to adjusted 
EBITDA income of $39.4 million in the same 
period last year. Excluding the $1.2 million 
loss and $26.1 million gain from the sale of 
company-owned salons during the current 
and prior year, respectively, adjusted EBITDA 
loss of $32.7 million was $46.0 million 
unfavorable versus the same period last year. 

On a full year basis, adjusted EBITDA of 
$19.5 million decreased $102.8 million versus 
the same period last year. Excluding the $49.7 
million and $70.0 million gain from the sale 
of company-owned salons during the current 
and prior year, respectively, adjusted EBITDA 
loss of $30.1 million was $82.5 million 
unfavorable versus the same period last year. 

Hugh Sawyer, chairman, president and 
CEO, says, “The global pandemic and the 
government-mandated hibernation of our 
salon portfolio severely impacted our results 
in the second half of the year. We have 
responded vigorously to this challenge with 
new safety protocols in our franchise and 
company-owned salons and with an intense 
focus on customer and stylist safety. 

“Although customers have not yet 
returned to historical levels of activity, we 
remain hopeful that with advances in the 
treatment of COVID-19 and the potential 
introduction of new vaccines, customers will 
return to more typical grooming habits. We 
remain committed to our transformation to a 
fully-franchised growth model, the 
introduction of private-label merchandise 
and the ongoing deployment of new 
customer-facing technology supported by 
our proprietary back office salon 
management technology, OpenSalon Pro.” 

Fourth quarter Franchise revenue was 
$44.8 million, a $6.7 million, or 17.6% increase 
compared to the prior year quarter, and 
included franchise rental income of $30.3 
million due to the adoption of the new lease 
accounting requirements. Royalties and fees 
were $7.3 million, an $18.7 million, or 71.9% 
decrease versus the same period last year. 
Royalties and fees decreased $10.2 million. 
Product sales to franchisees of $7.1 million 
decreased $5.0 million, also due to the 

government-mandated temporary closure of 
salons and lower same-store retail sales. 
Franchise adjusted EBITDA of $1.4 million 
decreased $9.2 million, or 86.8% year-over-
year. 

Fourth quarter revenue for the Company-
owned salon segment decreased $194.8 
million versus the prior year to $15.3 million. 
The year-over-year decline in revenue was 
driven by the decrease of a net 1,448 salons 
sold and converted to the Company's asset-
light franchise portfolio over the past 12 
months, the temporary closure of salons at 
the end of March due to the COVID-19 
pandemic and a decline in company-owned 
same-store sales of 18.9%. The year-over-year 
decline in company-owned same store sales 
was driven by a 37.1% decrease in 
transactions, related to the COVID-19 
pandemic, partially offset by a 18.2% increase 
in average ticket. 

Fourth quarter adjusted EBITDA loss of 
$21.6 million decreased $44.1 million versus 
the same period last year driven primarily by 
the elimination of EBITDA that had been 
generated in the prior year period from the 
1,448 company-owned salons that were sold 
and converted to the Company's asset-light 
franchise portfolio over the past twelve 
months and the impacts of the COVID-19 
pandemic, partially offset by savings from 
the Company's furlough program and 
reductions in general and administrative 
expense and marketing spend. 

Other Key Events 
• The Company's liquidity position as of 

June 30, 2020, was $210 million. 
• As of the end of August 2020, 80% of 

franchise salons and 89% of company-owned 
salons were open, representing 
approximately 82% of the Company's 
portfolio. Excluding salons in California that 
are temporarily closed due to California state 
mandate, 90% of franchised salons and 88% 
of company-owned salons, representing 
approximately 90% of the Company's 
portfolio, have reopened. 

• In August, the Company launched its 
proprietary cloud-based salon management 
and point of commerce solution, OpenSalon 

Pro. OpenSalon technology now powers 
customer-facing booking and information 
delivery on branded platforms. This follows a 
wider initiative launch in 2019 to enable 
booking directly from Google, Facebook 
Messenger and Amazon Alexa. 

• The Company launched and overhauled 
the Supercuts mobile application with 
improved same-day check-in and the ability 
to book services for the following day. The 
update represents an alternative to the 
traditional walk-in model that consumers 
(and even some states) are demanding, 
especially in the face of COVID-19 
restrictions and wider consumer preference. 

• The Company launched the new Cost 
Cutters mobile app in iOS and Android and 
Cost Cutters website. With the ability to 
book an appointment up to three days out, 
the new mobile app will also be at the 
center of a brand-wide loyalty and rewards 
program. Upon downloading the app, 
customers will be able to earn points in 
salons for discounts on future services or 
toward purchase of Regis’ exclusive private 
label retail products. 

• In June 2020, the Company took further 
action to eliminate administrative costs and 
personnel with expected annualized savings 
of $6 million. 

• The Company continues to make 
meaningful progress in its multi-year strategy 
to convert to a fully-franchised model. 
During the quarter, it sold and transferred 112 
company-owned salons to its asset-light 
franchise portfolio. The Company expects 
that the economic uncertainty created by 
the COVID-19 pandemic may further impact 
the number of salons to be sold, the pace of 
sales to franchisees and the proceeds from 
the sales. The Company is still committed to 
converting to a fully-franchised capital-light 
business. 

• On July 1, 2019, the Company adopted 
amended lease guidance. The guidance was 
adopted on a prospective basis and results in 
an increase in franchise revenue and 
franchise rent expense. There is no impact on 
operating income. 

For details, visit www.regiscorp.com. 



Congratulations and best wishes 
to Alex Cohn, Premier Beauty 
Supply’s vice president of sales 
and marketing, and his bride 
Anna. They were married earlier 
this month by Alex’s brother 
Tony in an intimate ceremony for 
family and friends. 

 
Instacart and Sephora have 
announced a new partnership to 
offer same-day delivery in as 
fast as an hour from nearly all 
Sephora store locations across 
North America. Sephora is now 
available on the Instacart 
marketplace, offering makeup, 
skin care, hair care, wellness, 

beauty tools and fragrances at 
same as in-store pricing. As part 
of the new partnership, 
customers will also be able to 
access select promotions from 
Sephora’s best-in-class Beauty 
Insider program and earn points 
on every Sephora order placed on 
the Instacart marketplace. 

U.S. and Canadian customers 
can begin shopping at 
www.instacart.com/sephora or 
www.instacart.ca/sephora-
canada, respectively. Or, 
download the Instacart app.  
 
Walmart Inc. is running a pilot 
project for delivery of grocery 
and household products 
through automated drones, 
along with end-to-end delivery 
firm Flytrex. As part of the test, 
cloud-controlled drones are 
picking up and dropping off select 
items. Walmart previously tested 
delivery of products via 
autonomous vehicles. 

BeSalonCentric invites licensed 
salon professionals to a virtual 
world of beauty on Sunday, Oct. 
25, from 11:30 a.m. to 6 p.m. (ET), 
and Monday, Oct. 26, from 11:30 
a.m. to 4 p.m. (ET).  The show 
includes more than 60 interactive 
classes, presentations, networking 
and shopping.  

Keynote speaker Brad Mondo, 
a New York stylist known for his 
“Hairdresser Reacts” series on 
social media and his haircare 
brand, XMONDO Hair, will share 
advice on how to build a brand 
through social media. Other 
educators include Wayne Grund, 
Min Kim, Sam Villa, Tippi 
Shorter, Philip Wolff, Daniel 
Mason-Jones, Ruth Roche, 
Tabatha Coffey, Justin Isaac, 
Matt Swinney, Leah Freeman, 
Michelle O’Connor, Danielle 
Keasling, Jamie Wiley, Sean 
Godard and more.  

A virtual exhibit hall will 
feature Access, Agadir, Alterna, 
American Crew, Amika, Andis, 
Artistic Nail Design, Authentic 
Beauty Concept, Bio Ionic, 
BaBylissPRO, Biolage, CND, 
Dermalogica, Design.ME, Dyson, 
Fatboy, Grande Cosmetics, 
Kasho Shears, Keratin Complex, 
L'ANZA, L’Oréal Professionnel, 

Malibu C, Matrix, Mizani, 
Morocanoil, Norvell, Olaplex, 
Olivia Garden, Ouidad, Perron 
Rigot, Pravana, Product Club, 
Pulp Riot, Pureology, Redken, 
Sam Villa, Sexy Hair, Sparks, 
Surface, Verb, Wahl and Wet 
Brush Pro. Two-day show passes 
can be purchased for $25.00 in 
SalonCentric Stores, through a 
Salon Success Consultant or by 
visiting https://bit.ly/3my49uz. 

 
ERGO’s Robert Reed is offering 
a Get Out the Vote promotion. 
“At ERGO, we believe that 

America is 
great because 
its future is 
shaped by its 
citizens. We 
encourage 
voting to 
raise the 
voice of the 
professional 

salon industry, so when you send 
in your proof of voter registration, 
we will send you a 25% off 
discount code for any ERGO 
purchase,” he explains. Visit 
www.shop.askergo.com.  
 
Industry icon Bill Peplow has 
died. More details next month. 
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