
ow and where we sell 
continues to evolve. For 

example, Sally Beauty 
recently announced the 
closing of 350 stores (and 
two distribution centers) as 
part of its store/supply 

chain optimization programs, as the company 
focuses on providing a seamless omnichannel 
experience for its customers.  

Continuing the omnichannel discussion, 
Guest Columnist Denny Smolinski advocates 
for pro beauty brands to be omnichannel. Is 
your brand there? On its way? Or holding 
firm? This is an important discussion that we, 
as an industry, will continue to have. 

This month and every month, we want you 
to know that we are grateful for you, our loyal 
readers—especially for your feedback, input 
and ongoing friendship. From everyone at 
Beauty Industry Report, we wish you the 
Happiest Thanksgiving and a profitable Black 
Friday and Cyber Monday (if you’re 
omnichannel). Let us know how it goes. 

Regards,

by Jayne Morehouse 
CEO, Beauty Industry Report
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Jump on the omni-
channel bandwagon 
 
By Denny Smolinski 
 

n recent years, “omnichannel” has become 
a buzzword in the retail industry. So why 
should professional beauty brands care? 
Omnichannel is a multi-channel approach 

to sales that provides the customer with a 
seamless shopping experience—whether 
shopping online, in-store or via mobile app. 
What this means is that brands must have a 
consistent message and look across all 
channels, and that customer data must be 
integrated across all platforms. The brand 
must control pricing and have consistent 
content, including copy, images and video. 
That must be done globally for global brands.  

Beauty brands in the professional salon/ 
barber/spa channels must control their pricing 
and content to protect the beauty pros who 
have helped build the brand. I have been to 
many tradeshows and have heard from a 
number of stylists and barbers, “When we get 
behind a brand, we fully commit to getting 
behind a brand.” However, what beauty 
professionals don't like is when a brand is 
discounted online and the professionals are 
unable to compete. “It undercuts us and 
makes us look bad to our clients when we 
can’t match the price,” they say. 

Omnichannel can help bridge that gap and 
keep everyone happy. By implementing an 
omnichannel strategy, brands can offer their 
professional customers exclusive online deals, 
for example. Or, they can use online content 
to drive in-store traffic during slow periods. 
So, if you're not already on the omnichannel 
bandwagon, now is the time to jump on board.  

Benefits of an omnichannel strategy 
• Improved customer lifetime value: 

Customers who shop with brands using an 
omnichannel approach tend to spend more 
over time than those using a single-channel 
approach. 

I

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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Perfect Corp., an artificial intelligence and 
augmented reality beauty and fashion 
tech solutions provider, has introduced its 
new virtual try-on technology for 
hairstyles. The solution leverages advanced 
AI technology, including machine learning 
and Generative Adversarial Network, to help 
brands and hair salons provide clients with 
hyper-realistic hairstyle simulations. This new 
virtual try-on solution will help consumers 
visualize how various haircuts look before 
committing to a certain style, ultimately 
helping to increase consumer confidence 
while personalizing the salon experience.  

The new try-on technology for hairstyles 
allows consumers to 
experiment with 
different looks before 
committing to a new 
haircut. Users can 
choose from 12 styles, 
including a classic bob 
cut, bob cut without 
bangs, curly bob cut, 
wavy bob cut, short pixie 
cut, long curly, long wavy, 
long wavy with bangs, 
long straight with bangs, 
comb over and buzz cut. 
The experience is further 

enhanced with AR hair color try-on. Styles 
can also be viewed through before and after 
simulations, helping consumers accurately 
visualize their next hair transformation. The 
solution takes the stressful guesswork out of 
the consultation and helps consumers feel 
confident about their next salon visit. 

Perfect Corp.’s AR virtual try-on 
technology for hairstyles guarantees 
true-to-life hairstyle simulations. The 
AI algorithm is capable of recreating 
parts of the face, ears, neck and 
head to ensure a realistic 
representation of the end result.  

The technology also takes hair 
color and skin tone into 
consideration when adapting 
simulations to each consumer’s 
unique characteristics, delivering 
inclusive and impactful AI 

simulations for all. To learn more, visit 
http://bit.ly/3Et7vda. 

In other news, Perfect Corp. recently 
became a publicly listed company trading on 
the New York Stock Exchange with its     
Class A ordinary shares and warrants listed 
under the ticker symbols PERF and PERF WS, 
respectively. Perfect became the first 
Taiwan-based SaaS company listed on the 
NYSE, as a pioneer in transforming the 
consumer shopping experience. Perfect has 
offices in 11 cities worldwide, including New 
York, Tokyo, Paris and Shanghai, and serves 
over 450 cosmetic brands. Visit 
https://www.perfectcorp.com/business. 
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Reach new customer segments: An 
omnichannel approach allows pro beauty 
brands to reach new customer segments—
such as millennial shoppers. To reach those 
segments, brands need a strong presence 
across all channels and social media platforms. 

Increased operational efficiency: Since all 
customer data is integrated, it’s easier for 
brands to keep track of inventory levels, plan 
marketing campaigns and make data-driven 
decisions about where to allocate resources. 

Improved sales—both online and offline: 
In fact, one study showed that retailers using 
an omnichannel approach saw sales increase 
by 20%, compared to those using a single-
channel approach. 

As you can see, there are plenty of reasons 
why professional beauty brands need to care 
about omnichannel. Not only does it allow 

them to improve 
customer lifetime 
value and reach new 
segments, but it also 
leads to increased 
operational 
efficiency and 
improved sales. If 
you’re not already 
on board the 
omnichannel 

bandwagon, now is the time to jump on! 
____________________________ 
Denny Smolinski is the CEO and founder of beBOLD 

Digital, a company that helps grow beauty brands 
globally through e-commerce. Denny truly believes 
anything is possible if you set your mind to it. Reach 
him at denny@bebolddigital.com and visit 
https://www.bebolddigital.com/.

Guest Column...cont. from page 1
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BIR invites you to become a Guest Columnist and 
share your take on a relevant topic. For consideration, 
send your thoughts in 475 words, plus a one-paragraph 
bio, including your contact info, plus your headshot no 
smaller than 300 dpi at 5 x 7 inches, to 
liz@bironline.com. We will edit for style and space, as 
needed. We look forward to hearing from you!

Perfect Corp. (NYSE: PERF) recently became a publicly listed 
company, trading on the New York Stock Exchange. CEO Alice Chang 
and the senior management team rang the bell to open Perfect’s first 

trading day.
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DoorDash and Sephora have partnered to 
offer on-demand delivery from over 500 
Sephora stores across the U.S. and Canada. 
Consumers can shop Sephora's selection of 
makeup, skincare, haircare, beauty tools, 
fragrances and more directly on the 
DoorDash app and website for delivery in 
under an hour, on average. In addition, 
Sephora Beauty Insider members can earn 
points on every Sephora purchase they make 
via the DoorDash marketplace. 

In addition to on-demand delivery via 
DoorDash's marketplace, consumers can also 
shop on the Sephora website for same-day 
delivery powered by DoorDash Drive, 
DoorDash's white-label fulfillment platform 
that powers direct delivery for businesses. 

Supplier diversity, wellness and product 
discovery were all top-of-mind among 
buyers in Q3, as retailers seek new ways to 
entice consumers in the face of 
inflationary pressures, according to 
research uncovered in RangeMe’s Retail 
Roundup: Q3 2022 report*. The report 
highlights trends among the activity of 
buyers on the platform, including keywords 
and certification searches, collections visited 
and engagement with products and brands. 

• Diversity & wellness remain strong 
trends. Finding diverse-owned brands 
remains a key point of interest among buyers, 
with certifications such as Certified Ethnic 
Minority Owned and Certified Women 
Business Enterprise among the top-searched 
certifications. Additionally, Certified Organic 
continues to rank among the top searches 
among buyers as well, as the USDA currently 
has organic equivalence with a handful of 
countries and regions, including Japan, Korea, 
Taiwan and the European Union. 

• Buyers seek new product innovation. 
Visits to RangeMe Collections show buyers 

are hungry for product innovation, with the 
“Trending on RangeMe” and “Startup Brands” 
Collections garnering the most visits. 
RangeMe’s Collections are curated selections 
of brands and products that meet set criteria 
based on trends, certifications, categories or 
buyer engagement. The Trending on 
RangeMe Collection includes brands and 
products that are getting the most 
engagement from buyers, and the Startup 
Brands Collection consists of the newest 
brands and products in the CPG market. 

• Self-care keywords seeing growth. Last 
quarter, the keyword “fragrance” was trending 
among global health and beauty buyers, 
along with “deodorant,” “bath salts,” “shower 
steamers” and “candles,” a nod to the self-
care trend that accelerated during the 
pandemic and continues strong today. “Jute 
bags” was another frequently-used search 
term, as sustainability-minded consumers are 
increasingly choosing them over plastic bags.  

“RangeMe’s Retail Roundup provides a 
snapshot of what’s been on buyers’ minds 
and where they are headed with their 
category planning,” says Nicky Jackson, 
founder & CEO of RangeMe. “With increasing 
prices and supply challenges worldwide, it's 
clear that there is major interest in finding 
new and innovative products, particularly 
from diverse-owned and sustainability-
focused brands.” Download the full report at 
http://bit.ly/3WY9X2I 

*RangeMe, analyzes data from more than 
15,000 retail buyers and around 200,000 
suppliers to report the latest retail trends.  

RangeMe, an ECRM company, is an online 
platform that streamlines product discovery 
and purchasing between suppliers and 
retailers. The platform empowers retail 
buyers to discover innovative and emerging 
products, while streamlining the inbound 
product submission process. For product 
suppliers, RangeMe enables them to grow 
their retail relationships with tools to manage 
their products, market their brands and build 
awareness. Now integrated into the ECRM 
product offering, RangeMe adds increased 
breadth and depth to this sourcing solution 
for U.S. retailers and product suppliers. 

VICE Insights and Refinery29 have 
launched their “New Forces of Beauty: The 
cultural forces driving beauty and what 
brands need to know” report, which 
outlines how shifts in culture are driving 
beauty trends with young people in 2022. 
They interviewed experts across the VICE 
Media Group network, including Refinery29 
beauty editors, creatives and talent casters; 
analyzed data collected from consumer 
surveys of young people over the past 2-plus 
years; and monitored top-performing beauty 
content across VICE Media Group sites and 
social channels.  

Top data points include: 
• One in three young people say they use 

beauty/grooming products to showcase their 
creativity and stand out. 

• Young people are three times more 
likely to say they follow journalists/editors 
for beauty inspiration or information than 
TikTok personalities. 

• Young people are five times more likely 
to say they follow Individual creators for 
beauty inspiration or information than TikTok 
personalities. 

• One in three young people use beauty/ 
grooming products to celebrate their cultural 
heritage. 

• Half of their purchase decisions are 
made with a conscious consideration of the 
people, environment and animals a 
product/brand impacts, often with a 
tradeoff for higher price. 

• 77% of young people are asking 
themselves, “Do I really need this?” before 
making a purchase. 

VICE Insights draws inspiration from 
several proprietary sources: an always-on 
and influential 40,000-member global youth 
community, data and analytics drawn from 
the breadth of the Vice Media Group 
ecosystem, and cultural foresight from its 
networks of editors, creators, artists and 
talent. Read the full report at 
http://bit.ly/3EbStYe 

Editorial note: Interesting perspective and 
in the case of bullets 2 and 3, please keep in 
mind these findings are from magazine 
editors. 

News cont. on page 4
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Fisk Industries has completed its 
acquisition of bettybeauty, inc., the 
creator of award-winning betty—color for 
the hair down there. 

Founded in 2006 by Nancy Jarecki in 
NYC, bettybeauty inc.'s hair color dyes are 

safe and specially 
formulated to 
cover the pubic 
and body hair of 
women and men. 
The dyes have 
become 
increasingly 
popular for 
covering gray hair 
and providing 
color. Financial 

terms were not disclosed. Jarecki has agreed 
to continue with Fisk Industries in an 
advisory capacity. 

As part of the announcement, Fisk 
Industries has also released plans to launch 
Cover your gray—betty for men, a hair 
color dye formulated for men’s beards, 
mustaches and body hair, including pubic 
hair. This no-drip, non-irritating and 
conditioning line will exist alongside betty—

color for the hair down there color kits, 
which are available in a range of colors from 
blonde to hot pink and free of ammonia, 
allergens and parabens.  

A survey of 800 US men aged 30 and 
older with gray hair, conducted by 
bettybeauty, inc. in October 2022, 
underscores the popularity of anti-aging in 
the grooming space. Fifty percent of 
respondents said they’re self-conscious 
about gray hair in their beard because it ages 
them, 57% of respondents would/currently 
dye their beard hair to look younger, 39% of 
respondents are self-conscious about gray 
hair in their pubic hair because it ages them 
and 49% of respondents would/currently 
dye their pubic hair to boost confidence. 

Says Jarecki, “On the heels of the 
widespread popularity of betty, I'm excited 
to partner with Fisk Industries to help bring 
this brand to its next phase of growth, as we 

break more ground in the safe hair dye space 
with the launch of Cover your gray—betty 
for men. Men no longer need to be ashamed 
of grays on their face, body or down there. 
Now, they can finally use a product specially 
made for these sensitive areas. Plus, they can 
enjoy betty for men's anti-aging and 
confidence-boosting benefits.”  

To learn more, visit      
www.bettybeauty.com. 

The business combination of Perfect Corp. 
(“Perfect”), which provides augmented 
reality and artificial intelligence Software-
as-a-Service solutions to beauty and 
fashion industries, and Provident 
Acquisition Corp. (Nasdaq: PAQC; 
"Provident"), a special purpose acquisition 
company, was approved at a general 
meeting of Provident’s shareholders on 
October 25, 2022. Over 400 beauty brands, 
including 17 of the world’s top global 20 
beauty groups, use Perfect’s AR and AI SaaS 
solutions in 80 countries. Every year, Perfect 
enables over 10 billion virtual try-ons of 
consumer products in a wide range of 
merchandise categories, including cosmetics, 
skincare, hair colors, and fashion accessories. 
See page 2 for more details. 

Alice Chang, founder and CEO of Perfect, 
says, “Since our inception seven years ago, we 
have dedicated ourselves to transforming the 
global beauty industry, to infusing 
entertainment into shopping, and to 
protecting the environment while delivering 
an enjoyable product try-on experience to 
consumers. The result of the combination 
provides us with financial resources to drive 
the next level of growth and the opportunity 
to capitalize on rapidly changing market 
dynamics at a pivotal time for beauty and 
fashion industries. I am proud of what Perfect 
has achieved, and excited about the 
possibilities our partnership with Provident 
delivers to us." 

Michael Aw, CEO of Provident, adds, 
“Provident is proud to partner with a 
company that is reshaping the beauty and 
fashion industries through its global 
leadership in AR and AI technology.” 

Under the terms of the agreement, the 
transaction sets Perfect’s enterprise value at 
approximately US$1.02 billion. The Business 
Combination is expected to provide Perfect 
with approximately US$119 million in gross 
proceeds. The PIPE transaction is backed by 
blue-chip investors, including CHANEL, 
CyberLink, Shiseido and Snap, as well as 
reputable financial investors. To learn more, 
visit https://www.perfectcorp.com/business 
and http://www.paqc.co. 

News cont. from page 3
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K18 Biomimetic Hairscience is partnering 
with SalonCentric. The expanded 
distribution makes it easier for stylists to 
obtain K18’s professional products, including 
the original Leave-In Molecular Repair Hair 
Mask. K18 will also offer its library of 
business tools and educational programming, 
which focuses on equipping stylists with 
science-backed knowledge. 

 
Cosmo Prof is partnering with SalonHQ to 
provide a turnkey solution enabling 
stylists to set-up custom e-commerce 
retail storefronts, extending their reach 
beyond the salon. Cosmo Prof recognized a 
gap in meeting stylists’ business and 
entrepreneurial needs.  

“We understand retail is a significant value 
driver for stylists,” says Denise Paulonis, 
president and CEO at Sally Beauty 
Holdings. “However, the upfront costs of 
managing inventory can be burdensome and 
overwhelming to take on. With a free and 
customizable digital platform backed by 
Cosmo Prof's expansive assortment and 
fulfillment capabilities, stylists can easily sell 
products directly to their clients 24/7 while 
earning commission.” 

Cosmo Prof knows stylists are the 
ultimate influencers for their clients, with the 
ability to impact purchasing decisions 
directly, based on their trusted    
relationships.  

“Stylists have already built a reputation 
with their clients. These new storefronts will 
amplify those relationships by allowing for 
connection and personalized product 
recommendations beyond the salon,” adds 
Mark Spinks, president of Cosmo Prof.   

It was important for Cosmo Prof to 
enable a holistic solution that removed the 
barriers the professional community would 
face. Stylists don't have to worry about 
shipment, fulfillment or inventory 
management—Cosmo Prof handles all orders 
through SalonHQ’s e-commerce technology. 
Cosmo Prof and SalonHQ will help educate 
stylists on how they can promote their 
online businesses, further emphasizing their 
dedication to supporting professionals in all 
areas of their work. 

SalonHQ provides an easy, customizable 
e-commerce solution that gives distributors a 
new avenue to help their stylist community 
grow. The program is being piloted in one 
territory for Cosmo Prof and SalonHQ to 
monitor learnings. Learn more at 
https://www.cosmoprofbeauty.com/salon-
hq and salonhq.co. 

John Paul Mitchell Systems congratulates 
globally renowned professional educator 
and JPMS Artistic Director Stephen Moody 
on his receipt of the prestigious Knight 
Award at Intercoiffure Mondial. The 
ceremony took place in Paris where the 
world’s leading hairdressers gathered to 
celebrate artistry and share their craft.     

Moody, who is a member of Intercoiffure’s 

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

In addition to the Intercoiffure Mondial 
Knight Award, Moody holds numerous other 
titles and awards, including 2021 North 
American Hairstyling Awards Haircutter of 
the Year honor. 

While in Paris, Moody combined forces 
with the Intercoiffure Mondial Cutting 
Council to demonstrate the art of cutting 
hair with leading experts from around the 
world. That was followed by a runway show 
featuring their incredible work.     

For more information about JPMS, 
Stephen Moody and the Artistic Directors, 
please visit 
https://www.paulmitchell.com/.   
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Stephen Moody displays his Intercoiffure 
Mondial Knight Award.
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Sadiaa Black Beauty Guide, a directory and 
news platform created to amplify the 
voices of Black beauty brands and 
entrepreneurs, hosted its first Black 
Beauty Room & Awards recently. Presented 
by Legacy West as part of its Black Business 
Month activations, the event honored DFW 
luminaries in the beauty industry who 
exemplify what it means to redefine and 

nurture Black 
beauty. 

Honorees 
included Isis 
Brantley, who 
received the 
Black Beauty 
Pioneer Award; 
celebrity 
hairstylist 
Jonathan 
Wright, who 
received the 
Tastemaker 
award; Sally 

Beauty’s Group 
Vice President 
April Holt, 
Corporate Ally 

award; Nu Standard founder Autumn 
Yarbrough, who received the Comer 
Cottrell, Jr. Legacy Award; Leah Frazier, 
Think Three Media CEO, who received the 

Advocacy 
Award; and 
Curls 
founder 
Mahisha 
Dellinger, 
who was 
honored 
with the 
Innovator 

Award. 
Nearly 

200 beauty 
professionals and aficionados gathered at the 
Renaissance Dallas At Plano Legacy West 
Hotel for the afternoon celebration. 

“I’m still relishing the experience,” says 
Yarbrough who accepted the award on 

behalf of herself; her late grandfather Comer 
Cottrell, Jr., who founded the Pro Line 
haircare brand; and her mother, Renee 
Cottrell Brown, who created the Just For 
Me kids’ haircare line. “I could relive that 
moment over and over. My mother and I 
spoke last night, relishing the Black Beauty 
Room experience. Beyond the beautiful 
conversations, [this event] made history.” 

Brantley, who is an ancestral revolutionary 
braider, author and founder of The Institute 
of Ancestral Braiding, is also part of 
legislative hair history. After becoming the 
first braider to be jailed for braiding hair, she 
mounted a campaign to help prevent the 
criminalization of styling natural hair. Nearly 
20 years later, in 2015, Texas Governor Greg 
Abbott signed HB 2717 into law to remove 
cosmetology licensure requirements for 
natural hair braiders. 

“I started in this business when I was 18,” 
adds Brantley. "I didn’t know what I was 
doing, but I just loved doing beautiful things, 
and it turned into me fighting for justice, 
fighting for us to have the privilege of having 
economic liberty.” 

The celebration also featured a fireside 
chat on the “State of Black Beauty” with 
industry experts such as Mahiri Takai, 
founder of Men’s Fashion Week Dallas; and 
Tasha Edinbyrd, filmmaker and executive 
producer of the forthcoming Take Back The 

Crown, alongside Brantley and Sadiaa 
founder Stephenetta Isis Harmon. 

The event was part of the first National 
Black Beauty Week, August 21-27, dedicated 
to changing how the world sees, celebrates 
and experiences Black beauty. 

“Disparities in beauty are overwhelming 
when it comes to resources, product choice, 
marketing and more,” explains Harmon. 
“However, Black buying power and influence 
do not correlate with how we experience 
beauty and are perceived in the beauty 
industry—whether as consumers or brand 
owners. Our demographic is the least 
considered, least visible and first to be 
discarded. The Black Beauty Room & Awards  
puts us first, as we honor our fellow 
changemakers and drive conversations and 
connections celebrating Black beauty voices.” 
Visit blackbeautyweek.com. 

 
Neil Ducoff’s Strategies recently presented 
their Team-Based Awards during the Team-
Based Conference in Itasca, IL. Strategies 
created these awards to celebrate and honor 
the superior performance and financial 
successes of salons, spas and medspas that 
are using Strategies’ Team-Based Business 
Model. Categories and winners include: 

• Productivity award—Lovely Lash 
Company; West Fargo, ND; Brea Binstock 
and Ashley Froemke, owners 

• Outstanding Performance Award— 
The Village Browery; Williamsville, NY; 
Crista Stoklosa, owner 

• Team Retention Award—Glance Spa & 
Salon; Bismark, ND; Andrea Birst, owner 

• Client Loyalty Award—Identity 
Atelier; Columbus, OH; Megan Schmidt and 
Autumn Queen; owners 

• Momentum Award—Sucre Sugaring 
Studio; Everett, WA; Aria Jayne, owner 

• Culture Shift Award—Dulcederm;  
Beaverton, OR; Tamara Sullivan, owner 

• Coaches’ Choice Award—Omagi Salon 
Spa; Louisville, KY; Marian Sang, owner 

• No-Compromise Business of the Year 
Award—Shine Hair Color & Design Studio; 
Columbia, SC; Laura Pinkas, owner 

Visit www.strategies.com. 

News cont. from page 5

Sally Beauty’s April Holt 
with Sadiaa Black Beauty 

Guide Founder Stephenetta 
Isis Harmon. 

Curls Founder Mahisha 
Dellinger was honored with the 

Innovator Award.

Isis Brantley received the Black Beauty 
Pioneer Award.
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The International SPA Association will 
present Nerio Alessandri with the 2023 
ISPA Visionary Award at the 31st annual 

ISPA Conference 
in Las Vegas on 
May 9-11, 2023.  

“On behalf of 
the Technogym 
team, I am very 
proud to receive 
the ISPA Visionary 
Award,” says 
Alessandri. “At 
Technogym, we 
have a long-term 
vision summarized 
by our motto ‘Let’s 

move for a better world.’ Together with the 
team, we work every day to innovate and to 
envisage new technologies, solutions and 
contents to help people live a better and 
longer life, thanks to regular physical 
exercise, and to help industry operators have 
a positive impact on their communities by 
spreading the culture of wellness.” 

At age 22, Alessandri founded Technogym 
out of his garage. The $2-billion company has 
55 million users daily across 100 countries.  

“Nerio is making an indelible mark on the 
world of fitness and wellbeing innovation,” 
says ISPA President Lynne McNees. “His 35 
years in the industry embody the definition 
of our Visionary Award with his positivity and  
passion for wellness and continuous 
improvement upon all facets of the health 
improvement lifestyle.”  

Alessandri’s philosophy is detailed in his 
many books and highlighted by dozens of 
awards. Notably, Technogym’s integration of 
performance-based design, coupled with 
cutting-edge biomechanics and digital 
technology, has made them the official 
supplier for the Olympic Games eight times 
and the fitness equipment of choice for 
world class athletes and champions.  

The ISPA Visionary Award is presented to 
someone in the spa industry who has made 
significant contributions to health and 
wellness over their career. Visit 
www.experienceispa.com.    

The Beauty Health Company (NASDAQ: 
SKIN), home to flagship brand Hydrafacial, 
has named David Aquino as executive vice 
president, global operations. He joins the 
executive committee and leads global supply 
chain, quality, distribution and logistics. 

This appointment comes as BeautyHealth 
looks to fuel its next phase of profitable 
growth and global expansion. Aquino, will 
lead BeautyHealth’s infrastructure 

optimization, as 
the company lays 
a scalable 
foundation to 
take advantage of 
the enormous 
opportunity in 
the global beauty 
health market, a 
large and growing 
space at the 
intersection of 
beauty, aesthetics, 

health and wellness. 
Aquino has decades of experience leading 

high-performing teams and delivering 
operational efficiencies and results. Most 
recently, he served as chief operating officer 
at Kindthread, a disruptor in the healthcare 
apparel industry. Visit 
www.beautyhealth.com. 

 
SalonInteractive, the e-commerce and 
marketing platform for the beauty 
industry, has tapped Rachel D’Angelo as 
vice president of partner success and 
education. D’Angelo will spearhead 
educational efforts for the internal team, as 
well as for salons, distributors and their sales 
consultants. She will also work to foster 
success for SalonInteractive partners, 
including the company’s network of 
professional distributors, consultants, beauty 
schools and point-of-sale companies that 

have integrated SalonInteractive into their 
software offerings. 

D’Angelo has a decade of experience in 
technology, specifically for the beauty 

industry. She is a 
former hairdresser 
and educator who 
found her calling 
as director of 
sales and business 
development and 
later as partner 
relations for Rosy 
Salon Software. 
She is also the 
founder of 

BeautiSoul LLC, a 
consultancy that helps salons find success 
using the best technology for their needs. For 
more information, visit 
www.saloninteractive.com. 

 
Revlon Professional Brands has appointed 
Beth Livesay as senior manager of 
education content for CND and American 
Crew. Livesay has 14 years of editorial 
experience in the beauty and fashion space. 
Most recently, she served as the director of 
brand content strategy for NAILS Magazine. 
She also produced and grew NAILS Next 
Top Nail Artist competition, a digital 
competition for nail pros. Her work on NTNA 
earned her a MAGGIE Award and helped 
grow the careers of several of its 

competitors. 
Livesay’s expertise 
has made her a go-
to source for 
journalists and a 
judge for several of 
the industry’s top 
competitions. 

In her new role, 
Livesay will work 
with the education 
teams of CND and 
American Crew to 

create trend-forward, industry-leading 
content that educates and celebrates the 
professional. Visit www.cnd.com. 

News cont. on page 16 

Nerio Alessandri

David Aquino

Rachel D’Angelo

Beth Livesay
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Supply chain crisis worsened by waste
verproduction and waste are exacerbating 
the supply chain crisis and hitting 

businesses to the tune of 3.6% of their annual 
profits, as nearly 8% of stock perishes or is 
discarded. This significant loss includes 4.3% of 
stock that spoils in the supply chain before it 
even reaches the shelf, with a further 3.4% 
discarded due to overproduction. This loss 
amounts to $163.1 billion worth of inventory.  

This according to a new global report 
released by Avery Dennison, a global Fortune 
500 materials science and digital identification 
solutions company. The Missing Billions: The 
Real Cost of Supply Chain Waste is an in-
depth report assessing the state of global 
supply chains and the issue of waste across 
the United States, United Kingdom, France, 
China and Japan.  

The data analyzed 318 global firms and 
found that while companies are acutely aware 
of the problem, they are not investing the 
budget required to fix it. Respondents say that 
on average, 28.9% of their organization’s 
sustainability impact comes from the supply 
chain. However, just 4.4% of technology 
budgets on average are specifically dedicated 
to supply chain sustainability improvement.  

Over nine in ten businesses surveyed stated 
they are under pressure to become more 
sustainable, with 60% claiming it as a “high” 
priority. However, they cited challenges to 
achieving supply chain resilience, including 
“integrating disparate systems” and “insufficient 
coordination among internal stakeholders.” 

 
The urgent case for transparency  
The report highlights an intention to address 
these issues. A substantial 61% of organizations 
have already deployed solutions to track 
unique items, but this will rise to over 95%, as a 
further 34.6% “plan to,” as companies seek to 
improve supply chain visibility and traceability. 
Blockchain investment will see the single 
biggest leap—97% of companies surveyed plan 
to invest in this area within five years 
(compared to 12% today). Within five years, 
some 99% of companies plan to use smart 
devices (including sensors and drones), and 

97% will use industrial IoT.  
Francisco Melo, senior vice president and 

general manager at Avery Dennison Smartrac, 
comments, “The current supply chain 
disruption is leading to a waste crisis, making 
the case for sustainable practices even more 
urgent and necessary. There is a huge 
opportunity for organizations to accelerate 
digital transformation that will help to create 
longer-term systemic change. The moral and 
economic case is clear and the study shows 
the desire from organizations to embrace 
technological advancements for the benefit of 
business and the planet.” 

Melo adds, “Digital triggers such as Radio 
Frequency Identification or RFID, provide 
unprecedented end-to-end visibility in a highly 
efficient and accurate way. Connected 
products not only shine a light on supply 
chains but also reveal information to enable 
consumers to make better decisions, including 
transparency and carbon footprint data.” 

 
Shoppers driven by better choices for 
longer-lasting products 
Shifts in consumer spending continue to play 
havoc with inventories, and the report 
highlights mixed signals about consumer 
shopping habits. Unsurprisingly, cost is a high 
priority for consumers. However, the report, 
which surveyed 7,500 consumers globally, 
ranks quality equally alongside cost as the    
No. 1 concern at 22%. UK consumers are the 
most cost-conscious, with 28% listing it as the 

top priority, followed closely by France and 
Japan, both at 25%. China is a significant outlier 
with just 6% of shoppers surveyed stating cost 
as their No. 1 concern.  

The data also reveal just 16% of shoppers 
put sustainability in their top three deciding 
factors, and only 12% prioritize ethical sourcing 
of their products. However, the research also 
points to a shift in the desire for durable 
products, with “durability” ranked by one in 
two global consumers (48%) as a top five 
concern, suggesting there is an opportunity for 
business to shape the future of sustainability 
by putting a greater focus on durability and in 
enabling the circular economy. 

Initiatives by businesses to achieve greater 
transparency can have benefits for consumers, 
too. Over two in five surveyed (43%) agree that 
when buying clothing, “transparency about a 
product’s journey to the consumer is 
important to me” and “being more transparent 
about materials/ingredients used” was ranked 
as the top driver for making more sustainable 
decisions when buying food and beauty 
products—stated by 37% and 35% of shoppers 
respectively. To learn more, download The 
Missing Billions: The Real Cost of Supply Chain 
Waste at https://bit.ly/3Ad9Oi5 

Methodology: The consumer research was 
powered by Canvas8 and conducted as an 
online survey between June 3 and June 28, 
2022. The survey sampled 7,500 consumers 
across China, France, Japan, the United 
Kingdom and the United States who had 
household responsibility for the purchasing of 
apparel, food and/or beauty products. 

Business-to-business research took place via 
18 qualitative interviews and quantitative  
surveys among 318 global supply chain 
technology executives across five industry 
sectors. Research took place between May and 
August 2022 across China, France, Japan, the 
United Kingdom and the United States.  

For the purposes of the research, “supply 
chain’ is defined as all processes related to the 
delivery of source materials to the 
manufacturing of goods and materials through 
to its delivery to the end consumer. 

O
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n the ever-changing professional beauty 
business, the Udell Family has been a 

constant, serving distributors, retailers and 
beauty e-commerce platforms in the 
Northeast territory for three generations, with 
a fourth in the works. What has stayed the 
same is their commitment to helping their 
customers build their businesses in the 
Northeast territory—the most challenging in 
the country—with the most innovative 
products and sales techniques. So what are 
they up to today? 
Beauty Industry 
Report recently 
sat down with 
Gerry Udell to 
find out.  
BIR: Welcome, 
Gerry! Please tell 
our audience a 
little about your 
company.  

Gerry Udell: 
We are a family-owned company that was 
started by my grandfather, Gerry (the OG), in 
1962. His sons, my father Glenn and uncle 
Gary, are still very involved. As the company 
has evolved over the years, our philosophy has 
remained the same: Focus on our territory and 
be the best at it! While many other rep firms 
decided to go national or global, we focus on 
one territory and continue to grow within. I’m 
delighted to say that we have been very 
successful in accomplishing that goal! 
BIR: Tell us a little about your personal life. 

GU: I live in Hoboken, NJ, with my wife 
Amy and 3-year-old son Oliver Grey (the 
other OG). I recently ran the NYC Marathon, 
which like our territory, is very challenging!—
and am so proud to tell you that I finished. 
BIR: For our audience members who have 
never worked with a rep firm, what is the 
rep’s role in today’s evolving industry? 

GU: The rep’s role is to bridge the gap 
between the manufacturer and the customer. 
We communicate constantly with 
manufacturers and keep them informed about 
what’s happening in the marketplace. We sell 

new products and implement sales strategies. 
Sometimes selling is the easy part of the sales 
process—our follow-through is essential in 
launching a new product or promoting an 
existing line. We  pride ourselves on 
developing personal relationships with both 
our customers and manufacturers. Although 
we use the newest technologies, the personal 
touch is more essential today than ever before.  
BIR: What types of brands are best served 
by a rep firm? 

GU: We are fortunate to represent some of 
the leading brands in their respective 
categories. Whether you are a new company 
with limited capital or an established brand 
with sufficient resources, using a good rep firm 
is an extremely cost-effective way to get your 
product distributed. 
BIR: What states do you cover? 

GU: Maine, Vermont, New Hampshire, 
Massachusetts, Rhode Island, Connecticut, 
New York, New Jersey, Delaware, Maryland, 
West Virginia and Virginia. 
BIR: How has the pandemic changed the 
Northeast? What is different? 

GU: There have been many disruptions, and 
we continue to help our brands navigate 
through them. We have seen the permanent 
loss of salons, shops and stores and the 
growth of salon suites. It’s more challenging to 
find and retain quality stylists and employees. 
Distributors have been stuck with large 
inventories, which has caused them to be 
careful with their purchasing. Buying patterns 
have changed, as they seem to be ordering less 
but more frequently to turn over inventory.  

Throughout the pandemic, we have seen 
the breakdown of supply chains and increased 
cost of goods, which has caused a strain on 
business operations. Last but certainly not 
least, there are the challenges and ever-
changing landscape of the internet, which only 
grew in importance during the pandemic. 
BIR: How do you face those challenges? 

GU: We have 11 people focusing on one 
territory, which allows us to provide complete 
coverage for our manufacturers. We have built 
the supporting infrastructure with the 

personnel and our software system for our 
group to be successful. Great management and 
leadership is essential to the success of any 
business. We communicate with our group 
daily to make sure they stay organized and 
focused. We share success stories and discuss 
how they met the challenges they faced that 
week. We are a very proactive group! It might 
be a new marketplace but the basics of being 
successful will remain the same: Communicate, 
be a good listener, work hard, be persistent 
and be resilient. We do not wait for business. 
We create business! 
BIR: Who are members of your team? 

GU: I am really proud of our team. They are 
very experienced and understand the nuances 
of building a beauty business. They include 
Gary Udell, Glenn Udell, Mary Dunne, Bill 
Becker, Brad Becker and Mark Richman. We 
are very lucky to have Pam Piacenza as our 
customer service manager and backbone of 
the company. All of our manufacturers and 
distributors will tell you that she is the best in 
the business. Donna Hampson runs our order 
entry system and accounts receivables, 
Destiny Minichiello works in customer 
service and Miriam Udell (my mother) assists 
everyone—especially Glenn. 
BIR: How do you like working with your 
father and uncle? 

GU: They demand a lot from me—including 
that I have to laugh at their jokes. 
BIR: How important is the rep today? 

GU: Extremely important—and more so 
than ever! A good rep group has a broader 
overview and understands the marketplace 
much better than a company person. Our 
customers confide in us and tell us the truth 
about what they think of a product or 
promotion. They might not be as straight- 
forward with a company employee. It has 
taken years to cultivate these relationships, 
which is why manufacturers find it so 
beneficial to partner with us.  

For more information on partnering with 
Gerry Udell, Inc., contact Gerry Udell at      
973-338-3100 or gerry@gerryudell.com. Visit 
www.gerryudell.com.

Gerry Udell Inc. delivers the Northeast market

I

Gerry Udell
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SUDZZfx debuts new packaging, back-bar, sampling 
UDZZfx was established by a hairdresser 
over 20 years ago as one of the first 

professional beauty brands to commit to 
sulfate-free formulas and hair color 
preservation. Created from a place of 
authenticity behind the chair, the high-quality 
formulas fostered intimate client relationships. 
In late 2019, Beauty Concept Group acquired 
the brand and shortly thereafter, the 
challenges presented by the COVID-19 
pandemic started to impact the professional 
channel. The 
loyalty of 
SUDZZfx’s stylists 
and end-users 
made a huge 
impact on 
management and 
ignited their drive 
to help their 
distributors and 
stylists tackle the 
challenges with a 
pronounced 
confidence.  

As a result, the 
SUDZZfx team dedicated the next three years 
to investing in rebranding and repositioning the 
brand for a new era, while leaving the original 
beloved formulas untouched. At the same 
time, on the sales and marketing side of the 
business, they worked to set their distributor 
and salon partners up for success. When 
Beauty Industry Report caught wind of the 
exciting developments that will soon be 
unveiled, we wanted to get the inside scoop 
for our audience. So, we checked in with 
Derek Russo, vice president of sales and 
marketing, for the story. 
BIR: Welcome, Derek. I remember when 
SUDZZfx was launched originally to great 
fanfare, but it has been rather quiet as of 
late. I understand you’re ready to burst with 
new initiatives, and I can’t wait to learn 
more. Please re-introduce your brand to our 
audience and let them be the first to know 
about your best-kept secrets. 

Derek Russo: Sounds great. Let’s start at 

the beginning. SUDZZfx is a boutique brand 
founded by a hairdresser for hairdressers and 
their clients with the goal of building 
hairdressers’ and distributors’ professional 
networks and bottom lines. The rich and 
thoughtful formulations were really ahead of 
their time from an ingredient and performance 
perspective and created a strong and loyal 
customer base. Going forward, we want to  
support that customer base in every way 
possible and created a plan to do just that. 
BIR: What is your big news?  

DR: We are excited to build on our strong 
foundation with innovative new technologies 
and products and by critically combatting the 
recent shortcomings of the industry with 
creative, results-oriented programs that put 
the salon and stylist on the forefront of our 
distributor objectives. 

Our plate is very full from now through the 
end of 2023. We know that SUDZZfx’s staying 
power has been based on the performance of 
our products. Now, we’re ready to kick that up 
a notch—or 10! SUDZZfx has always had a solid 
reputation, and from Day 1, our goal has been 
to honor that earned trust and take it even 
further next year and beyond. 

We are launching several new products in 
early 2023 with an exciting new technology 
that will be a game-changer for salons—and  
their clients. We are taking our time, to make 
sure every new step makes an impact. Look for 
their big debut in a future issue of Beauty 
Industry Report! 

In addition, we couldn’t be more excited to 
introduce our beloved brand to a larger 
audience with the best “goop in the bottle,” 
amplified by profound back-bar support 
programs to help salons, stylists and our 
distributors generate profits with every service. 
BIR: Please give us a brief overview of what 
SUDZZfx offers to the professional beauty 
channel. What is your point of difference?  

DR: First and foremost, we stand behind the 
quality of our products, and we invest heavily 
in getting our products on hair for the first-
time user because once you experience it, you 
don’t look back. That philosophy drives our 

aggressive programs that challenge the 
industry’s status-quo when it comes to back-
bar and sampling. We want to raise the bar. 

• The SUDZZfx Salon Support Program 
affords salons the ongoing ability to 
purchase SUDZZfx Back-Bar and Stylist 
Station Products at a 32% to 40% discount 
all day, every day. Unlike traditional points-
based programs that require the salon to 
spend money up front to earn rewards, we 
front-load the savings. Between coming out of 

S

Derek Russo  
vice president of sales 

and marketing for 
SUDZZfx

As part of its rebranding, SUDZZfx’s new 
packaging features clean and minimalistic 

customer-facing identifiers that allow 
consumers to quickly discover products based 

on their needs.



COVID-19 when many salons were forced to 
close and now with salons cutting back on 
back-bar because of the fear of a recession, 
we would rather take a hit as the 
manufacturer and pass the savings on to the 
distributor and salon, so the client 
experience doesn’t suffer.  

If you would like to begin a conversation 
with us to see why now is the time to get 
excited about working with SUDZZfx, we 
recommend that you start with our back-bar 
program. This unique program is providing 
start-up momentum to a brand with 20 
years in the industry, opening new salon 
doors for us and our distributors every day. 

• Extremely aggressive product 
sampling supports the introduction of our 
brand and its products to new users. It’s 
simple: When you use our products and 
experience the benefits, you want them. 
We’ve created an easy-to-implement 
sampling program that delivers an amazing 
ROI to our salon and stylist partners. 
BIR: How else do you help professional 
distributors and beauty stores grow their 
businesses? 

DR: Aside from developing salon-centered 
programs that raise eyebrows, we keep our 
ears open to the individual needs of our 
distributor partners. As a small brand, we can 
be more nimble than larger industry leaders, 
and we embrace a two-way relationship with 
our distributor partners relative to their 
specific market needs. 
BIR: What is the profile of the professional 
distributors and stores you are seeking as 
new partners? 

DR: We are looking for partners who are 
passionate about SUDZZfx and seeking new 
programs to build their businesses and the 
businesses of their salon customers. We want 
to have discussions with any distributors that 
are ready to explore new opportunities and 
conquer their local markets.  
BIR: Where do you see the future of our 
rapidly changing industry going? How will 
that change how SUDZZfx and the 
professional channel conduct business? 

DR: We’ve seen so many changes these 
past few years, and they were only 
accelerated by the lockdown. We want to help 
guide our business partners through all of the 

changes in the professional beauty channel, as 
well as the changes in how salons and 
consumers make purchasing decisions, to 
ensure they continue to thrive. 

On the flip-side, a growing audience of 
counter-culture, anti-big-business buyers are 
putting their attention on brands that put their 
needs, society’s needs and our climate’s needs 
before the dollar. We are here to be a brand 
that supports the businesses of our 
distributors and the larger picture of the world 
around us. We want to share our success with 
all of those we do business with throughout 
the professional channel. 
BIR: What is your favorite part of the 
beauty business?  

DR: Being able to provide a product that 
people love is a very special opportunity—and 
it’s so rewarding. The satisfaction of the 
passionate testimony of stylists, as well as 
their consumer customers, outweighs some 
extra ink on the income statement.  
BIR: What is Professional Beauty’s biggest 
challenge?  

DR: Adaptation. As a small, nimble brand 
that’s willing to make decisions quickly based 
on customer feedback, the slow-to-change 

mentality of the channel gives us our 
competitive advantage. The industry’s biggest 
challenge provides our greatest opportunities 
to impress and deliver what our customers 
need to succeed.  
BIR: Are there any books, Podcasts or 
seminars that you recommend to your 
colleagues? 

DR: I am an avid student and lifetime 
learner within all of my hobbies. I believe that 
exploring knowledge outside of our industry 
has provided me with the inspiration to 
challenge norms and find creative solutions to 
obstacles inherent in the beauty industry. 
There’s so much to gain from stepping outside 
of our thought-vacuum. 
BIR: Any final thoughts? 

DR: In 2023, we have big plans for new 
products and new partners, supported by our 
drive for excellence. The future is definitely 
bright for SUDZZfx! Watch for the big debut in 
the January issue of Beauty Industry Report! 

For more information on partnering with 
SUDZZfx, contact Michael Lively, national 
sales director, at 469-492-7670 or 
michael@beautyconceptgroup.com. To learn 
more, visit sudzzfx.com. 

NOVEMBER 2022  11

The SUDZZfx back-bar caddy: Unlike traditional points-based programs, SUDZZfx’s signature   
back-bar program front-loads the savings, so the client experience isn’t hampered by cutbacks. The 

salon savings of 32% to 40% all day, every day are also mirrored to the distributor. 



The Beauty Industry Report Visit www.bironline.com

Aloxxi launches Blonde 78 Hollywood style
loxxi recently welcomed over 50 hair 
stylists plus distributor teams from 

Windsor Beauty, KSHOK (Denver) and Elite 
Beauty of Utah (Aloxxi’s newest distributor)  
to the STUDIO in Hollywood to celebrate the 
launch of the Blonde 78 professional blonding 
range at the company’s education academy. 
Over two days, Artistic Advisors Sam LaBella 
and Robertina Martinez (owner of Elite 
Beauty) shared color, cut and style trends and 
techniques while facilitating hands-on learning 
and activities.  

Stylists came from the territories of 
Paramount, Premiere Beauty Supply, NESS, 

Tru Beauty, Salon 
Service Group, Sweis 
Inc. and Salon 
Center. 

“For the past few 
years, we have missed 
gathering as a family!” 
says CEO George 
Schaeffer. “Our 
industry’s foundation 
is based on in-person 
connectivity. It can’t 
be replaced by a 
screen or executed 
properly at home. 
That’s why coming 
back together at the 
STUDIO was such an 
important moment for us. It’s just the 
beginning of what we plan to offer to our 
distributor partners and hairdressers, as we 
move into 2023 and beyond!” 

“The demand for in-person education is 
back,” says Jessica Wall-Innella, Aloxxi’s 
executive director of education, sales and 
marketing. “Stylists are craving human 
interaction, and they want immersive 
experiences when learning new techniques. 
They’ve also missed the two-way, deep 
conversations with the instructor that can’t 
come from a computer screen.” 

She adds that the company has moved its 

product knowledge classes online to its 
Ecademy, so stylists can access it 24/7 at their 
own pace. They move through the modules 
and then take a short quiz to become certified. 
Next, they receive a certificate that they can 
share digitally or print to display at their 
station to spark conversation with clients. This 
allows the company to focus on technique-
based classes in the field more often. 

For more information on distribution 
opportunities, contact Jessica Wall-Innella, 
executive director of education, sales and 
marketing, at 917-295-6154. Visit 
www.aloxxi.com. 

A

above from left: Abbie Porche, Aloxxi vice president of sales; Jessica 
Wall-Innella, executive director of education, sales and marketing; 

Robertina Martinez, owner of Elite Beauty of Utah; and George 
Schaeffer, CEO of Aloxxi International, toast the new partnership 

between Aloxxi and Elite Beauty, as well as the return of in-person 
education for stylists. left: Schaeffer welcomes attendees.

above left: Robertina Martinez, Aloxxi Artistic Advisor and owner of Elite Beauty of Utah, teaches haircolor application. above right: New Aloxxi 
Blonde 78 is a comprehensive blonding range developed for all hair types, textures and tones. The products feature hydrating and bond-protecting 

ingredients to preserve the hair’s integrity. The line includes Blonde 78 White Lightener, Blue Lightener, Ultra Lightener, Charcoal Cream Lightener 
and Charcoal Cream Lightener Packette.
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t Beauty Biz Roundtable, global brands 
meet in an intimate setting to forge new 

partnerships and discuss topics relevant to our 
ever-changing industry. In late September, 
Mazur Group hosted the 22nd BBR, bringing 
together 100-plus beauty executives to discuss 
The Future of Beauty with conversations on 
inclusivity, sustainability, ESG Strategies, AI/AR, 
holistic beauty and more. 

 Keynote speakers included Jenna 
Habayeb, chief marketing officer of Beauty 

For All Industries; and Kate Helfrich, senior 
vice president global product & service 
Innovation at Benefit Cosmetics. Habayeb 
highlighted the importance of democratizing 
beauty for all, while Helfrich provided expert 
knowledge on how to future proof your brand 
and products.  

Ten small group discussions were led by 
industry veterans to engage on thought-
provoking topics. Discussion leaders included 
Vanessa Kuykendall of Market Defense, who 

spoke on Amazon; Norel Mancuso of Social 
House, who discussed gender neutrality; 
Tiffany Buzzatto, CEO of Dew Mighty, who 
addressed upcycled ingredients and natural/ 
waterless beauty and if they were 
automatically sustainable; Gianna de la Torre 
and Jill Munson of Wildling, who spoke on 
pioneering beauty as self-love or wellness; 
Wayne Liu, chief growth officer of Perfect, 
who spoke on AI, AR and the future of beauty 
tech; Gloria Noto, founder of Noto Skincare, 
who covered inclusivity of beauty and what 
you need to know; Tiffany Obenchain, 
partner at Nextworld, who discussed 
environmental, social and governance: creating 
a bespoke strategy that is authentic to your 
brand; Yanghee Paik, CEO of Rael Feminine & 
Skincare, who covered leveraging holistic and 
personal care into beauty; and Anthony Rossi, 
executive vice president of TerraCycle, who 
spoke on circularity in the personal care and 
beauty industry. Sponsors included Solésence, 
Dash Hudson, GCI and Market Defense. 

BBR is hosted by Mazur Group, an executive 
search firm specializing in the beauty industry. 
To learn about the Mazur Group or the Beauty 
Biz Roundtable, contact Frances Mazur, 
founder, at frances@mazurgroupla.com. Visit 
www.mazurgroupla.com. 

Beauty Biz Roundtable by Frances Mazur and Angelica Kanter

A

top left from left: BBR keynote speakers, facilitators and sponsors from left: Dew Mighty’s Founder Tiffany Buzzatto, Market Defense’s COO 
Vanessa Kuykendall, Dash Hudson’s Senior Strategic Account Manager Emily MacKinnon, Rael’s Co-Founder Yanghee Paik, Social House’s CEO 
Norel Mancuso, NOTO’s Founder Gloria Noto, Solesence COO Kevin Cureton, Mazur Group’s CEO Frances Mazur, Benefit Cosmetics’ SVP Kate 
Helfrich, BFA’s CMO Jenna Habayeb, Perfect’s CGO Wayne Liu. Terracycle’s EVP Anthony Rossi, Wildling’s Co-Founder Jill Munson, NextWorld 
Ventures’ Partner Tiffany Obenchain. bottom left from left: Marlene Araujo-De Alba from Holistic Beauty Group; vice president of business 

development for Ethica Beauty Angelica Kanter; and Shamballa Wellness’s Valerie Plotnikova. bottom right from left: Plotnikova, Number 4 High 
Performance Haircare’s brand director Toni Wells, director of marketing for Cosway Beauty Brands Kiki Turner, Kanter and Holistic Beauty 

Group’s Marlene Araujo-De Alba.
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osway Beauty Brands, including Color 
Proof, NEUMA and Number 4 High 
Performance Hair Care, recently hosted 23 

distributors from North America, Latin 
America, Asia Pacific and the European Union 
for a Distributor Executive Summit near their 
corporate headquarters in sunny Huntington 
Beach, CA.  

Cosway Beauty Brands President/CEO Rick 
Kornbluth and NEUMA Co-founder/Cosway 
Beauty Brands Chief Operating Officer Jeff 
Orrell shared sales, marketing and education 
initiatives for the second half of 2022 and first 
half of 2023. Vice President of Marketing 
Maureen Saenz and Global Vice President of 
Education Tim Abney 
presented sales, marketing 
and education initiatives. 

Colorproof recently 
released Rulebreaker, a 
versatile moldable creamy 
styling wax, and Texture 
Charge, a texturizing finishing 
spray.  

“Our North American independent 

distributor network left inspired by the future 
plans of Cosway Beauty Brands,” says 
Kornbluth. “We laid out our targeted brand 
portfolios with detailed go-to market 
strategies focused on our ever-evolving 
industry. That clearly requires a new focus and 
commitment on how a manufacturer must do 
business in our new world, including our strong 
commitment to our distributors and their 
salons.” 

“What a great event with almost all of our 
distributors in attendance,” Orrell tells Beauty 
Industry Report. “The theme for this year’s 
distributor event was ‘The future’s so bright,’ 
and boy, is it ever! We have had great results 

from the ColorProof restage, 
and the team also presented 
the NEUMA restage, which is 
rolling out at the beginning of 
the new year. Stay tuned!” 

For more information, visit 
colorproof.com, 
neumabeauty.com or 
number4hair.com. 

C

Cosway Beauty Brands hosts distributors

Rick Hough (center back in white shirt) and the Cosway Beauty Brands team.

Rick Kornbluth, Cosway Beauty Brands 
president and CEO, addresses attendees at 

the Cosway Beauty Brands Distributor 
Executive Conference.
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left from left: Evolve Salon Systems Gerry and Nancy Hamel, Katie Sousa, and Letty and “Uncle” Jean Michaud. 
right from left: Beauty Boxx’s Inkham Chanthivong and Donvan Kahler, and International Beauty Services’ Leigh Tait. 

left from left: Evolve Salon Systems’ “Uncle” Jean Michaud, NEUMA’s Jeff Orrell and Bassett Professional Supply’s Ward Bassett. 
right from left: Salon Only Sales’ Mark Bonin, Marc Beauclaire and his daughter Alexa Beauclaire, and NEUMA’s Jeff Orrell.

left: Cosway Beauty Brands’ Kristen “Kiki” Turner and Catherine Ellis. 
right from left: Rick Kornbluth, Novy Co’s Philippe Dubuc, Canwest Supplies’ Sarah and Craig Barton, and Novy Co’s Kevin Mailloux.  
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Michael McKee joins the growing sales 
team at The Kirschner Group, Inc. where 

he will expand 
market 
penetration in 
the Southwest 
Territory. 

“We are excited 
to have Michael 
on board,” says Jay 
Halaby, vice 
president of the 
Professional 
Division, United 
States and Canada. 

“He will be a key part of our team moving 
forward.”  

McKee began a 30-plus-year career in the 
beauty business as a Paul Mitchell DSC. He 
would eventually become the general 
manager of this distributor in Georgia, 
expanding into Texas, which was a division of 
CB Sullivan Co. He managed street, stores 
and educational teams, building brand 
growth with Paul Mitchell, Schwarzkopf, 
Framesi, Colorly, Kenra and OPI. His career 
took him into the manufacturer side as a 
regional manager, national sales director and 
president of the U.S. Division of Zotos 
International, Nioxin Laboratories and 
Balmain Hair.   

McKee joins a team of 25 representatives 
in the Professional Division, 27 
representatives in the International Division 
and 10 representatives in the Specialty 
Beauty Retail Division at The Kirschner 
Group. Visit www.kirschnergroup.com. 

 
EWC Growth Partners, LLC, one of the 
largest developers and operators of 
centers under the European Wax Center 
brand, has announced the appointment of 
Robert Fish as CEO. Fish has over 20 years 
of executive and operational experience in 
multi-unit health, wellness and retail. Most 
recently, he served as president and CEO of 
PCRK Group, the largest franchisee of 
Massage Envy with 95 locations across 11 
states. Previously, Fish served as vice 
president of national operations at Massage 

Envy Franchising LLC, where he also provided 
operations support. He serves on the Board 
of Directors of C&G Franchise Development, 
a franchisor of several brands, including 
Hammer & Nails, Wow Wow Lemonade 
Stand, Tipout and BPL Supplies.   

Kal Gullapalli, who has served as CEO 
since the founding of the company in 2020, 
will transition into an active member of the 
Board of Directors role and continue to 
oversee development on an interim basis. 
The transition allows Gullapalli more time for 
family and other entrepreneurial pursuits. 

EWC Growth was founded in partnership 
between North Castle Partners, a private 
equity firm that has focused on consumer 
businesses that promote healthy, active and 
sustainable living for more than 20 years.  The 
company has 45 locations across Florida, 
Illinois, Massachusetts, New York and 
Connecticut. 
 
Milan Laser Hair Removal, the nation's 
largest laser hair removal provider, 
recently named Tasha Chambers as chief 

human resources 
officer. Chambers 
has 15 years of 
extensive 
experience in 
human resources, 
namely at Chili's 
Bar & Grill, where 
she helmed HR 
for over 60,000 
employees across 
the country. She 
also worked as an 
HR Coach at Pizza 

Hut, overseeing employees at 3,000 
restaurants.  

Milan Laser has expanded its footprint 
across the country with over 225 locations in 
28 states and 1,600+ employees nationwide, 
of which more than 400 work at its recently 
expanded corporate headquarters in Omaha, 
NE. For more information, visit  
www.milanlaser.com.  

 
 

At Prime Matter Labs, a contract 
manufacturer of beauty and personal care 
products, Jessica Khuat is the new chief 
financial officer. Based in the New York 
office, she is responsible for the company’s 
finance and accounting across all areas of the 
business, including all office and lab 
locations. In addition, she will serve on the 
company’s executive leadership team and 
will work closely with senior management 

and the Board of 
Directors to help 
design, develop 
and execute the 
company’s vision 
to “make contract 
manufacturing 
better for brands.” 

Previously, 
Khuat spent more 
than 15 years 
working across 
the finance 

organizations of Heineken and Procter & 
Gamble. At Heineken, she most recently 
served as the finance lead responsible for 
driving profit and share maximization through 
full P&L management, including KPI 
performance, pricing, budget and revenue 
management and planning. At Procter & 
Gamble, she served as finance lead for Wella 
Canada, the Salon Professional Division of 
P&G. She also supported the beauty care 
division, leading financial analysis for skin, 
cosmetics & personal care in Canada for 
brands such as Olay, CoverGirl, Ivory, Old 
Spice, Gillette and Secret. 

“Khuat has a long history of building high-
performing finance organizations across the 
consumer packaged goods landscape. Her 
deep understanding of our industry and 
relentless pursuit of sustainable growth 
strategies will help take our world-class 
leadership team to a whole new level,” says 
Aaron Paas, CEO of Prime Matter Labs. “I am 
thrilled to work with her and our team to 
build the future of contract manufacturing by 
being a better partner for the brands driving 
the innovation and growth of our industry.” 
Visit www.primematterlabs.com. 
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Andis Company has added Daniel 
Montalvo and Dharmesh “Dodo” Hingorani 

to its Global 
Education Team. 
This group now 
includes 45 
educators across 
four continents. 
Both barbershop 
owners, Montalvo 
and Hingorani have 
strong interests in 
passing on their 
hard-earned 
knowledge to the 
next generation of 

creators in their home countries and on the 
world’s stage.  

Hailing from San Luis Potosi, Mexico, 
Montalvo has more than 15 years of 
barbering experience, owns three 
barbershops, a trendy micropigmentation and 
tattoo studio, eyelash studio and an academy 
for training in his hometown. He has won 
multiple awards, including back-to-back wins 

at Barber Match 
México. 

He believes in 
paying it forward 
to help others. His 
barbers have 
collaborated with 
rehab shelters to 
offer free haircuts 
to those in need. 
He also works 
with barbers 
throughout 

Mexico to put on free barbering events to 
bring continuing education and hands-on 
training to those who might not be able to 
afford to travel. 

Mumbai-based “Dodo” Hingorani’s 
professional career began in 2005. A haircut 
on a trip to Canada from an art director at 
Toni & Guy cemented Hingorani’s desire to 
pursue barbering. Recently, he began to 
organize free barbering workshops to 
empower others in the industry. He owns 
Zido Salon in Mumbai. Visit www.andis.com. 

New Keratin Complex KCTEXTURE Leave-
in Conditioner is a lightweight, 
ultra-hydrating, leave-in conditioner that 

restores curls and locks in 
moisture while adding 
curl definition, softness 
and shine. Featuring a 
proprietary blend of 
signature keratin, coconut 
and watermelon seed oils, 
and soy and barley proteins, 
it helps prevent dry or 
frizzy curls and seals in 
moisture to every curl 
while also helping to 
soften, detangle and 
protect the hair.  

This hair revitalizer 
reduces frizz and flyaways 
while improving elasticity. 
Use it on dry or damp hair 
to prep for protective or 

natural styling by spraying and distributing 
throughout hair, focusing on mid-shafts and 
ends; then style as desired. Or use it for 
finishing or refreshing by applying a small 
amount to the hairline or throughout the 
style to tame and control unruly dry hair. 
Visit www.keratincomplex.com. 

 
LEAF + FLOWER, a CBD brand with a 
proprietary cannabinoid blend, launches 
the LEAF + FLOWER Instant Curl line. It 
includes Instant Curl Refresh Shampoo, 
Instant Curl Repair Conditioner and 
Instant Curl Defining Cream. These 
alcohol-free products help repair breakage 
and reduce porosity, de-frizz and control 
curls without the crunch. A proprietary CBD 
Corrective Complex combines CBD with 
other key cannabinoids, including CBC and 
CBG, under high pressure and extremely low 
temperatures to isolate, preserve and 
maintain efficacy. This extraction yields a 

formula that helps restore homeostasis to 
the scalp, resulting in stronger hair follicles 
for fuller, healthier, more predicable hair. 

LEAF + FLOWER CBD Instant Curl 
Refresh Shampoo (MSRP $40.00) and CBD 
Instant Curl Repair Conditioner (MSRP 
$42.00) distribute moisture from the scalp to 
the tips of each strand, halting the 
progressive degeneration of the hair and 
restoring balance. The cleansing system 
gently invigorates follicle glands, trapping and 
removing excess sebum, mineral and product 
buildup, leaving natural lipids intact. CBD 
molecules absorb into damaged areas, 
smoothing out inter-fiber friction to help 
stabilize hydration for curls that are 
refreshed, weightless and bouncy. Then, an 
infusion of bioactive phytosterols helps to 
strengthen the structural integrity 
responsible for naturally resilient, frizz-free 
curls, while also replenishing the hydrolipidic 
film for improved shape and long-lasting 
hydration.  

Alcohol-free LEAF + FLOWER CBD 
Instant Curl Defining Cream (MSRP $34.00) 
helps lock in curls while allowing for natural 
movement without stickiness, buildup or 
crunch. It helps improve hydration by 
replenishing and retaining lubricity in curl 
bonds that have been gradually lost over 
time. Working in conjunction with active 
adaptogens, these technologies then embed 
into the cuticle and adhere to the gaps. Visit 
www.leafandflower.com.  

News cont. on page 18
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Nick Stenson Beauty (above) will launch 
exclusively at Ulta Beauty on November 
27, 2022. These moisture-rich and volumizing 
hair care products help heal, hydrate and 
strengthen all hair types. They’ll be available 
nationwide on ulta.com, then expand into 
the prestige hair assortment of select Ulta 
Beauty stores, starting January 8, 2023.  

The line was created by award-winning 
global hair stylist and beauty industry leader 
Nick Stenson. As the senior vice president, 
store and services operations for Ulta Beauty, 
and long-standing partner with L’Oréal USA 
as an educator, brand ambassador, celebrity 
stylist and influencer, Stenson offers 
consciously curated, luxurious hair care for 
the masses. 

“With so much experience working in hair 
and beauty, I know what products perform 
well for every hair type,” Stenson says. “And I 
knew what we could do differently. So, every 
product in the Nick Stenson Beauty hair care 
collection is a hero product to deliver the 
luxe experience and premium results 
everyone deserves.”  

Stenson adds, “As someone who has 
devoted my life and career to helping others 
see their beauty, it was important to me to 
create a sustainable hair care line using the 
innovative and ethically sourced ingredients 
that empower everyone to be confident in 
their own hair and help reach its full 
potential.”  

Influenced by Stenson’s global travel 
experience and beauty industry expertise, 
each of the self-manufactured products 

starts with the cleanest high-quality water 
and is cruelty-free, Leaping Bunny certified 
and never tested on animals. They also meet 
four out of five Conscious Beauty at Ulta 
Beauty pillars. Additionally, they are free of 
parabens, sodium chloride, gluten and soy. 

All products contain aloe vera gel as the 
key ingredient. Naturally soothing and 
healing, aloe vera contains vitamins A, C, E 
and B-12 and high levels of plant-based 
collagen to strengthen the hair and prevent 
breakage while it hydrates, protects, and 
enhances the quality and feel of the hair. 

Another star ingredient is creatine, which 
helps restore luster, manageability and 
volume to damaged hair. Superfood 
ingredients kale, carrot and lemon protein 
extract add antioxidants and nutrients, and 
jojoba oil helps provide instant hydration. 

The collection includes Volume 
Shampoo and Volume Conditioner           
(12 oz./MSRP $34.00, travel sizes/MSRP 
$10.00), Moisture Shampoo and Moisture 
Conditioner (12 oz./MSRP $34.00, travel 
sizes/MSRP $10.00), Hydrating Oil        
(MSRP $44.00), Root Lifter Spray           
(MSRP $36.00), Leave-in Conditioner    
(MSRP $36.00), Smoothing Crème        
(MSRP $36.00), Volume Crème               
(MSRP $36.00), Dry Shampoo (MSRP $34.00), 
Light Hold Hair Spray (MSRP $34.00) and 
Texture Spray ($34.00). 

In 2019, Stenson introduced a premium set 
of professional-grade Curious Brushes by 
Nick Stenson as a limited-edition collection. 
Visit www.nickstensonbeauty.com. 

Innersense Organic Beauty launches 
Bright Balance Hairbath (10 oz./ 
MSRP $30.00, 32 oz./MSRP $80.00) 
and Bright Balance Conditioner      
(10 oz./MSRP $32.00, 32 oz./MSRP 
$90.00). These clean, deeply hydrating, 
silicone-free products are positioned 
as alternatives to traditional purple 
toning shampoos and conditioners. 
Each is formulated with Certified 
Organic ingredients to nourish blonde, 
gray and bleached hair while 
neutralizing brass and yellow tones. 

Bright Balance Hairbath thoroughly 
but gently cleanses hair without stripping 
natural oils, while toning and brightening hair. 
Bright Balance Conditioner helps to hydrate 

and moisturize strands deeply. Both 
products are packed with vitamins, 

minerals, antioxidants and fatty 
acids to cool color without 
drying or damaging hair. 
Formulated with a custom 
crafted pigment blend, Bright 
Balance Hairbath and 
Conditioner create the most 
neutral tone possible. Natural 
carriers help 
pigment adhere to 
hair for better 
color saturation 
and wearability. 
Bright Balance 

Hairbath features monoi oil, 
apple extract, witch hazel and 
organic rice syrup. Bright 
Balance Conditioner includes 
organic rice bran oil, organic 
pumpkin seed oil, organic 
coconut oil and avocado oil. 
Both are vegan, gluten-free, 
non-GMO and cruelty free. 
Bottles are created using 100% 
Post Consumer Recycled 
Plastic. Innersense Organic Beauty is a 
certified B-Corp organization and received 
their Climate Neutral Certification to 
measure and offset its carbon footprint, 
while also reducing its emissions over time. 
Visit www.innersensebeauty.com. 
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Maria Nila, the Swedish produced vegan 
and cruelty free-certified haircare brand, 
adds six Booster Masques (MSRP $9.90 
each)—one for each Care & Style range. 
Each is infused with high concentrates of 
active ingredients, stronger and longer-lasting 
fragrances, colorful formulas and a lower pH, 
so that no conditioner is needed.  

With a low pH value, these rinse-out hair 
treatments work in just three minutes. 
Sunflower seed extract helps protect hair 
color. Booster Masques are packaged in a 
100% recycled aluminum tube, feature a 
100% recycled plastic cap and are 100% 
vegan and cruelty free. 

• Luminous Colour Booster Masque with 
pomegranate extract and Colour Guard 
Complex helps to strengthen and protect 
colored hair. 

• Sheer Silver Booster Masque is 
formulated with violet pigment to neutralize 
golden tones and soften the hair. 

• Structure Repair Booster Masque is 
formulated with algae extract to strengthen 
and protect damaged hair. 

• Head & Hair Heal Booster Masque is 
formulated with vitamin E and aloe vera to 
soothe and protect itchy or flaky scalps, as 
well as soften and condition the hair. 

• True Soft Booster Masque has argan oil 
to soften and tame dry or frizzy hair. 

• Pure Volume Booster Masque with 
provitamin B5 helps to condition fine hair 
without weighing it down. It leaves hair soft 
and lustrous.  

Visit www.marianila.com. 
 

CHI launches the Royal Treatment Bonding 
System, a nine-piece hair care treatment 
system to help transform hair and conduct 
chemical services without damage. This 
sulfate- and paraben-free system is designed 
to create and maintain healthy, beautiful hair. 

Star products include Bond & Seal and 
Bond Builder. 
The Bond & 
Repair line 
contains a 
naturally 
derived 
bonding 
agent that 
serves as an 
alternative to 
bonding 
products 
made using 
synthetic 

chemistry. Their plant-based bonding agent is 
made using glucose chemistry and combined 
with aloe and hemp oil. This system is used 
during chemical services to build bonds 
between amino acids, which reduces stress 
to the hair by strengthening hair’s keratin 
complex. Post chemical service, this system 
helps revive moisture and softness, helps 
continue to strengthen the keratin in the hair 
by connecting the amino acids, building 
hydrogen and salt (ionic) bonds and closing 
the cuticle for healthy hair with shine. Royal 
Treatment Bond Builder, a plant-based 
bonding agent made using glucose chemistry, 
bonds to the amino acids that are the 
building blocks for the proteins in hair. 

The system also includes Bond & Repair 
Shampoo, Conditioner, Clarifying 
Shampoo, Clarifying Treatment, Bond & 
Repair Oil, Leave In Treatment and 
Blowout Primer.  

All formulas include the Royal Treatment 
Signature Complex, which features white 
truffle, pearl and aloe vera. All Bond & Repair 
formulas include this complex plus plant- 
based bonders using glucose and amino acids 
and hemp oil with omega 3 and omega 6 
fatty acids, proteins, vitamins and other 
nutrients to help prevent breakage. Visit 
pro.chi.com 
 
Milk_shake launches 
Insta Lotion Shine Mask 
(MSRP $29.00). The 
rinse-out liquid mask is as 
light as water and leaves 
hair glossy instantly. It 
detangles and hydrates 
while leaving hair shiny 
and manageable, 
removing frizz in seconds. 
Active ingredients include 
milk_shake’s signature 
milk proteins, hyaluronic 
acid and fruit extracts. 
The mask helps haircolor 
last 60% longer, according 
to the company. It 
features a peachy fragrance. Visit 
www.milkshakehair.com. 

News cont. on page 20 
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Redken is launching a complete redesign 
of its styling portfolio (above) featuring a 
consolidated range of products in vibrant, 
modernized packaging to make it easier 
for stylists and consumers to find the right 
products for their desired look. The 
modernized product names are highlighted in 
eye-catching black sashes with a clear 
product descriptor. The old product names 
will be temporarily included on the new 
packaging to help you find your favorites. 

The redesign serves to invigorate the 
brand’s styling formulas and create a more 
streamlined portfolio. The brand’s new 
renovation provides styling ranges that will 
educate and empower stylists and 
consumers to “Style Confidently” with 
products that are powered by science and 
prescribed by pros. While many products in 
the new packaging are already on shelves, 
Redken’s new look will continue to roll out in 
the coming months.  

New products and product names include 
Deep Clean Dry Shampoo Jumbo (new); 
Dry Texture Spray, previously named Triple 
Dry 15; High Hold Thermal Spray, previously 
named Hot Sets 22; Low Hold Thermal 
Spray, previously named Iron Shape 11; Max 
Sculpting Gel, previously named Hardwear 
16; Pliable Paste, previously named Rewind 
06; Texture Paste, previously named Rough 
Paste 12; Spray Wax, previously named Wax 
Blast 10; Brushable Hair Spray, previously 
named Fashion Work 12; Invisible Dry 
Shampoo, previously named Invisible Dry 
Shampoo; Root Tease, previously named 

Quick Tease 15; Max Hold Hair Spray, 
previously named Triple Take 32; Root Lifter, 
previously named Guts 10; and Control Hair 
Spray, previously named Control Addict 28. 
For more information, visit www.redken.com. 

 
Recently launched at Cosmo Prof, the new 
product range from LeaLuo (below) 
includes transformative ingredients such 
as tiger grass and cannabis seed oil. 
Featured products include Go Deep Tiger 
Grass Hair Oil (MSRP $25.00), Go Deeper 
CBD Infused Hair Oil (MSRP $25.00), Say 
Bye Anti-Brass Shampoo + Conditioner 
(MSRP $23.00 each), Galaxy Paint Semi-
Permanent Hair Mask (MSRP $21.00), Aim 
High Volume Shampoo + Conditioner 
(MSRP $23.00) and Save Yourself Super 
Repair Mask (MSRP $25.00). For more 
information, visit     
https://mylealuo.com/en-us. 

Ouidad’s new Color Care 
Collection puts an end to 
yellow streaks, dull strands 
and unwanted brassiness 
while helping to lock in 
moisture, strengthen and 
repair strands—all without 
weighing hair down. All are 
free of sulfates, silicone and 
parabens. Ouidad Tone It 
Away Purple Shampoo 
(MSRP $26.00) helps to 
neutralize brassy tones, 
moisturize compromised curl 
and strengthen dry ends. 

Violet and 
orchid extracts help to 

prolong color, rice water 
helps repair damage and 
quinoa protein strengthens 
strands. Ouidad Curl Tone 
Anti-Brass Conditioning 
Mask (MSRP $32.00) 
combats brassiness while 
deeply conditioning and 
strengthening the hair. 
Coconut and avocado oils 
help to nourish, protect and 
repair. Ouidad Hello Shine 
Glossy Treatment Mask 
(MSRP $34.00) enhances 

natural or color-treated hair, 
leaving a high-gloss shine. Olive, maracuja, 
jojoba and argan oils hydrate without 
weighing hair down. Visit www.ouidad.com. 
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Samson’s Haircare is an artisanal men’s hair 
and beard care range, founded in 2019 by 
barber Jake Hamlet and relationship 
manager Adam Muncy. Like many pioneers 
in the beauty industry, they hand-batched 
their first product in a basement using a 
modified rice cooker. Today, everything is 

produced 
on site 
from start 
to finish. 

Some 
of 
Samson’s 
top 
products 
include: 

• Hair 
Pomade 

(3 oz./MSRP $19.00) delivers all-day hold and 
natural shine. 

• Beard Balm (2 oz,/MSRP $17.00) helps 
to nourish, soften and tame beards. 

• Beard Oil (1 oz./ MSRP $16.00) helps 
combat 
dry skin 
and 
coarse 
facial hair 
with 
sweet 
almond 
oil, 
avocado 
and 
jojoba 
oils, and 

other natural ingredients that moisturize and 
soften the beard and the skin underneath it.  

• Matte Finish Clay Pomade (3 oz./MSRP 
$19.00) provides a lightweight, medium hold 
with no-shine.  

• Matte Styling Cream (4 oz./MSRP 

$19.00) is a versatile styler that works equally 
well for creating loose, textured looks or 
tight traditional styles.  

• Foster the Curl (6 oz./MSRP $26.00 is a 
light-hold crème that delivers low shine and 

holds curls all day 
while nourishing 
the hair.  

Both Jake and 
Adam are foster 
parents of 
children with 
textured hair. For 
these two 
entrepreneurs, 
their mission is 
not only about 
sharing their 
barbering passion 
and creating an 
exceptional range 
of men’s 

products, but it’s also about sharing their 
passion and love for the foster care 
community. Currently, there are more than 
400,00 children in the foster care system in 

the United States. To 
help battle those 
numbers, a portion of 
proceeds from Foster 
the Curl will go 
toward supporting 
foster youth in 
achieving safety, 
permanence and well-
being. 

• Also available 
from the company are 
The Bench Leg 
Shampoo, 
Conditioner, Solid 
Cologne and 

Volumizing Matte Powder.  
For more sales information, contact Lisa 

Finucane at 630-935-4534 or for more 
information about this short men’s 
collection, please visit 
www.samsonshaircare.com. 

 
 

Salonwear introduces new colors for their 
Iridescent Silkara fabrics line of multi-
purpose capes (salon $20.00 each). This 
special fabric is resistant to water, chemicals, 
colors and stains. It can be used as a cutting 
cape, coloring cape, bleaching cape, comb-
out cape and shampoo cape all in one. 
Colors include black, brown, bronze, 
burgundy, chrome, green, navy, purple, white, 
wineberry and leopard. 

Capes are made in the USA with 
Salonwear’s signature snaps that are 
guaranteed to last. The neck size is adjustable 
from 12 to 24 inches. Capes can be branded 
with a salon’s logo. Hair will not stick to the 
55% Polyester and 45% Nylon fabric, which 
will keep clients cool and comfortable. Dark 
colors are color proof, making them great for 
color treatments and shampooing. Average 
size is 50 inches wide by 60 inches long. Visit 
www.salonwear.com. 
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Baralan, a consolidated player in primary 
packaging for the cosmetics and beauty 
industries, has introduced its Evelyn 8, an 
expansion of its Evelyn line. The new bottle 

marks the smallest 
available size in the 
glass bottle series. 

Suitable for skincare 
and makeup 
applications, the Evelyn 
8 has a GPI 13 neck 
finish. The standard 
neck size allows for 
pairing with a wide 
range of accessories. 
The new size completes 
the Evelyn range, which 

includes nine bottles in varying capacities 
and neck finishes.  

The Evelyn line features a rectangular 
silhouette that offers a classic style and 
understated elegance that complements any 
cream, liquid makeup or skincare product. 
Visit www.baralan.com.  

Ouidad is bringing their customized 
approach of curl care to a new flagship 
location, now open in the Flatiron District 
in New York City. The new curl destination 
features 4,000 square feet of sleek, modern 
design to accommodate its growing clientele 
and educational offerings for professional 
stylists looking to hone their skills and build 
curl confidence. Its ground floor location in 

the dynamic downtown neighborhood offers 
more visibility to a diverse community of 
curly haired customers. 

From product selection to specialized 
cutting techniques, the new Ouidad salon 
provides a personalized experience for every 
curl type—from loose curls and waves to 
spirals, tight curls and coils—so clients can 
maintain their curl care between salon visits. 
Complete with 13 stations and six hooded 
chairs for color processing, the new location 
offers an extensive menu of services, 
including 
recently 
expanded 
treatment 
and men’s 
grooming 
services. 

“The 
Ouidad 
experience is 
often life-
changing, 
and this 
beautiful 
new salon is 
an important 
reminder of 
the hair magic 
that comes to 
life when you 

combine our professional heritage and the 
curl expertise of our talented stylists with 
curly customers,” shares Beauty by 
Imagination CEO Francesca Raminella. 

Stylists at the salon are trained in the 
trademarked Ouidad cutting and styling 
techniques—some who were trained by 
Ouidad herself have been with the brand for 
20-plus years. Because every curl experience 
is unique, there is a wide range of stylists 
who excel in specialized services, such as 
color on curly hair and short curly cuts. 

In addition, 
licensed stylists 
can become curl 
experts and obtain 
their Ouidad 
Certification by 
taking courses that 
include mastering 
the Ouidad 
proprietary 
Carving & Slicing 
Techniques, as 
well as the Rake & 
Shake 
Methodology to 
enhance curls to 
their optimum 

potential.  
“Professional 

education is a core 
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left: The Ouidad Salon proclaims “The Curl Experts” at the street level.   
right: Stylists specialize in the Ouidad Method of cutting, coloring and styling curls.

The Ouidad line of retail products is displayed 
prominently throughout the salon.



part of Ouidad’s curl philosophy, and this 
new flagship studio will allow us to better 
service our talented stylists. Not only are our 
educators passionate and committed to 
technical excellence, but our new space 
allows them to work closely and effectively 
with the stylists to master specific curl 
needs, increasing their curl confidence,” says  
Nikki Krause, Beauty by Imagination director 
of business development. 

In addition to the two other Ouidad 
flagship salons located in Santa Monica, CA, 
and Fort Lauderdale, FL, Ouidad will begin 
rolling out the Ouidad Salon Partner Program 
in 2023, focusing on partnering with top-tier 
salons to turn them into the go-to place for 
Ouidad Curl Care in different communities. 

Visit www.ouidadeducation.com for a list 
of classes that are offered at the new salon 
and virtually, and other information. 

Regis Corporation (NYSE: RGS) recently 
announced financial results for the first 
fiscal quarter ended September 30, 2022. 
 
Financial Highlights—First quarter 2023 
compared to first quarter 2022 

• System-wide same-store sales 
increased 4.5% in the quarter. 

• Operating profit improved $7.4 million 
to $2.5 million, from an operating loss of 
$4.9 million. The last time Regis reported 
positive operating profit was September 30, 
2018. 

• Positive EBITDA of $6.6 million 
compared to a loss of $5.6 million; adjusted 
EBITDA was $3.8 million compared to a loss 
of $5.0 million. 

• Franchise EBITDA was $7.9 million 
compared to a loss of $5.0 million; adjusted 
Franchise EBITDA of $5.0 million compared 

to a loss of $3.5 million, and was positive for 
the fourth quarter in a row. 

• Net income of $1.5 million improved 
$11.9 million from a loss of $10.4 million; 
adjusted net loss of $1.1 million, a 
significant improvement compared to a $9.3 
million loss. 

• Successfully renegotiated debt, 
including amendment to its credit agreement 
and extension of the maturity date from 

March 2023 to 
August 2025. 

Matthew 
Doctor, Regis 
Corporation’s 
president and 
CEO, comments, 
“We began the 
year positively 
delivering growth 
in key operating 
metrics that 
demonstrate 
further progress on 
our strategy. To 

that end, system-wide, same-stores sales 
grew 4.5%, our adjusted EBITDA continued to 
increase and we saw a $7.4 million 
improvement in operating profit reflecting 
our successful transformation to a franchise 
business. Our priorities in the year ahead are 
to build upon the work we’ve done to 
improve our operating platform and to 
provide our franchisees with the tools 
required to drive sales profitably and 
productivity at the salon level. The year will 
see us invest in marketing activities to 
increase customer traffic and intensify our 
stylist recruitment and education efforts. 
This, along with the continued discipline 
from which we operate, is expected to allow 
us to deliver continuous improvement in 
operating performance, improved liquidity 
and generate increased value for our 
stakeholders.” 

Revenue: Total revenue in the first 
quarter of $61.9 million decreased $14.9 
million, driven primarily by exiting company-
owned salons that generated significant 
revenue, but were loss generating and exiting 

product sales. Partially offsetting the decline 
in revenue was an increase in royalty revenue 
due to higher average royalty rates. 

Adjusted EBITDA: First-quarter adjusted 
EBITDA of $3.8 million improved $8.8 
million, versus an adjusted EBITDA loss of 
$5.0 million in the same period last year. The 
improvement was driven by an increase in 
average royalty revenues; lower general and 
administrative expense; and the wind down 
of loss-generating company-owned salons 
during the past 12 months. 

Net income from continuing 
operations: Regis reported a first-quarter 
2023 net loss from continuing operations 
of $1.8 million, or $0.04 loss per diluted 
share, compared to a net loss from 
continuing operations of $9.3 million, or 
$0.25 loss per diluted share, in first quarter 
2022. The year-over-year improvement in net 
loss from continuing operations was driven 
primarily by an increase in average royalty 
revenues; lower general and administrative 
expense; and the Company winding down 
loss-generating company-owned salons 
during the past 12 months. 

Net income: The Company reported a 
first quarter 2023 net income of               
$1.5 million, or $0.03 per diluted share, 
compared to a net loss of $10.4 million, or 
$0.28 loss per diluted share for the same 
period last year. Net income in the quarter 
was driven by the gain from discontinued 
operations of $3.3 million in the quarter. The 
net income improved year-over-year due to 
the gain from discontinued operations, higher 
average royalty revenues and lower general 
and administrative expense. 
 
First quarter fiscal year 2023 segment 
results 

Franchise revenue: First-quarter 
franchise revenue was $58.8 million, a $10.0 
million or 14.5% decrease compared to the 
prior year quarter. Royalties were             
$17.2 million, a $0.6 million or 3.6% increase, 
versus the same period last year. The 
increase in royalties is due to higher average 
royalty rates, partially offset by a decrease in 
franchise salon count. Product sales to 
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franchisees of $0.4 million decreased $7.6 
million, or 95.0%, as a result of the transition 
out of the wholesale product business. 

Adjusted EBITDA: Franchise adjusted 
EBITDA of $5.0 million improved $8.5 
million year-over-year, due to an increase in 
average royalty revenues and a decrease in 
general and administrative expense. 

Company-owned salon revenue: First-
quarter revenue for the Company-owned 
salon segment decreased $4.9 million, 
versus the prior year to $3.1 million. The year-
over-year decline in revenue was expected 
and driven by 30 salons converted to the 
Company's franchise portfolio over the past 
12 months and the closure of 54 unprofitable 
salons over the past 12 months. 

Company-owned salon adjusted 
EBITDA: First-quarter adjusted EBITDA loss 
improved $0.4 million, or 25.0%, driven 
primarily by closure of unprofitable salons. 

Balance sheet and cash flow: The 
Company ended the first quarter with      
$9.5 million in cash and cash equivalents, 
$180.6 million in outstanding borrowings and 
total liquidity of $47.8 million. Net cash used 
in operating activities totaled $5.1 million, an 
improvement of $7.2 million from prior year. 
Cash used in operations includes the annual 
bonus payment. 

Non-GAAP reconciliations: A complete 
reconciliation of reported earnings to 
adjusted earnings is available on 
www.regiscorp.com. 

 
Radiance Holdings, a global company 
representing a collection of premier 
brands in the beauty, wellness and self-
care sectors, announced the highest 
growth since the inception of Woodhouse 
Spa, a high-end luxury day spa franchise, 
and Sola Salons salon studios franchise.  

Radiance Holdings expanded Sola Salons 
internationally to Canada in 2022, with nine 
new signings in the past 12 months. The 
brand signed 72 franchise agreements 
nationwide this year alone and will end the 
year with 655 to 660 Sola Salons. Sola Salons 
has a 90% occupancy rate average across 625 
locations, and a roster of 19,000 independent 

beauty professionals.  Sola Salons forecasts it 
will open 60 to 70 locations in 2023.  

“The rapid expansion we’ve achieved this 
year from Sola Salons is a true testament to 
our brand continuing to exceed consumer 
demands. The model continues to grow in 
popularity, and was catapulted amid the 

pandemic as 
beauty 
professionals 
sought to go 
independent to 
offer their 
clientele more 
control over their 
salon experience,” 
says Christina 
Russell, CEO of 
Radiance Holdings. 
“Our team has 
implemented 
strong marketing 

initiatives for the next three to five years, as 
the brand aggressively targets key markets 
throughout the U.S. and Canada for franchise 
development.”  

Following the acquisition of the 
Woodhouse Spa by Radiance Holdings in July 
2020, the brand has assessed key U.S. 
markets for future franchise development. At 
75 locations and growing, Woodhouse Spas 
has opened 10 additional locations across 
the United States and will end 2022 with five 
more openings this past fall. Looking toward 
2023, Woodhouse Spa will open luxury 
locations in Raleigh, NC; Savannah, GA; and 
Odessa, TX, among others.  

“This unprecedented growth has only 
continued to innovate the luxury spa 
category, giving our customers a resort 
experience in a neighborhood setting,” adds 
Russell. “The brand is powered by our 
commitment to an unparalleled spa 
experience that focuses on total well-being 
and incorporates mood care into every 
touchpoint of the guest journey. The 
Woodhouse Spa has proven that its concept 
resonates with consumers and has driven 
significant economic growth and job 
opportunities in the luxury self-care industry.”  

Radiance Holdings recently hosted the 
Woodhouse Spas 2022 Fall Summit for 250 
attendees, where franchise owners and 
corporate employees participated in 
breakout sessions, discussed industry trends 
and received recruiting and retention 
education. Radiance Holdings also hosted the 
Sola Salons 2022 Fall Summit in October for 
hundreds of industry professionals. Visit 
www.weareradianceholdings.com.  

 
Sally Beauty Holdings, Inc. (NYSE: SBH) 
(“the Company”) recently announced 
financial results for its fourth quarter and 
full year ended September 30, 2022.  

 
Fiscal 2022 Fourth Quarter Summary 

• Consolidated net sales of                
$962 million, a decrease of 2.8%, with 
comparable sales flat to the prior year; 

• Global e-commerce sales of               
$90 million, representing 9.3% of net sales; 

• GAAP gross margin decreased          
240 basis points to 48.2%, driven primarily 
by a non-cash inventory write-down of $19.4 
million related to the distribution center 
consolidation and store optimization plan; 

• Adjusted gross margin decreased       
60 basis points to 50.1%; 

• GAAP operating earnings of                
$39 million and GAAP operating margin of 
4.1%; 

• Adjusted operating earnings of         
$84 million and adjusted operating margin 
of 8.7%;  

• GAAP diluted net earnings per share 
of $0.20 and adjusted diluted net earnings 
per share of $0.50. 

 
Fiscal 2022 Full Year Summary 

• Consolidated net sales of $3.82 billion, 
a decrease of 1.5%, with a comparable sales 
increase of 0.6%; 

• Global e-commerce sales were $333 
million, representing 8.7% of net sales; 

• GAAP gross margin decreased 10 basis 
points to 50.3% and Adjusted Gross Margin 
expanded 30 basis points to 50.9%; 

• GAAP operating earnings of $338 
million and GAAP operating margin of 8.8%, 
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Adjusted Operating Earnings of $391 million 
and Adjusted Operating Margin of 10.3%; 

• GAAP diluted net earnings per share 
of $1.66 and Adjusted Diluted Net Earnings 
Per Share of $2.16; and 

• Repurchased 6.8 million shares at an 
aggregate cost of $130.3 million and 
completed full repayment of $300 million of 
8.75% senior secured notes. 

“In fiscal 2022, we delivered net sales of 
$3.8 billion, gross margins above 50% and 
adjusted EBITDA of more than $500 million 
amidst a highly dynamic and challenging 
macro environment,” says Denise Paulonis, 
president and CEO. “Our teams executed 
well, navigating inflationary pressures and 

supply chain 
headwinds, while 
remaining focused 
on serving our 
customers. 

“As we turn to 
fiscal 2023, the 
teams will continue 
to leverage the 
omnichannel 
capabilities and 
modern retail 
infrastructure we 
have built. 

Additionally, we will be executing against 
three strategic initiatives that will serve as 
the foundation for us to inspire a more 
colorful, confident and welcoming world. We 
will enhance our customer centricity, 
including an expanded services ecosystem to 
support our professional stylists and 
increased education and expertise to inspire 
and support all customers; grow our Sally 
portfolio of high-margin owned brands and 
amplify innovation; and increase the 
efficiency of our operations. Moreover, we 
will also advance our ESG and our diversity, 
inclusion and belonging commitments. Those 
strategic initiatives are designed to build 
upon our core strengths in hair color and 
care, and drive long-term financial 
performance and shareholder value.” 

 
 

Distribution center consolidation and 
store optimization plan 
Over the past several quarters, the Company 
has been piloting store closures in various 
markets with the goal of maximizing the 
value of its large store portfolio and 
providing a seamless omnichannel 
experience to its customers. Based on 
positive sales recapture rates and 
improved profitability within those 
markets, the Company is accelerating its 
store optimization plan, including the 
closure of approximately 350 stores with 
the majority closing in December 2022. 
Most store closings will be U.S. Sally Beauty 
locations.  

In addition, the Company will also be 
optimizing its supply chain by closing two 
small distribution centers in Oregon and 
Pennsylvania and transferring the volumes to 
larger distribution centers, effective 
December 2022. As part of this optimization 
plan, the Company incurred a $45.5 million 
charge in the fourth quarter of 2022, which 
includes a $19.4 million non-cash inventory 
write-down. The expense savings from this 
optimization plan is expected to be about 
$50 million, with an expected benefit of 
approximately $10 million to adjusted 
operating earnings for fiscal year 2023. 

 
Long-term strategic initiatives/outlook 
Beginning in fiscal 2023, the Company will 
leverage the modern retail infrastructure it 
has built and focus on three key strategic 
initiatives to drive growth and profitability: 

• Enhance customer centricity, including 
an expanded services ecosystem that 
supports professional stylists, and increased 
education and expertise to inspire and 
support all customers; 

• Grow high margin owned brands at 
Sally Beauty and amplify innovation; and 

• Increase the efficiency of operations 
and optimize our capabilities. 

The Company believes those initiatives 
will support a long-term growth algorithm of 
low- to mid-single-digit net sales growth, 
gross margins above 50% and low double-
digit operating margins. 

Fiscal 2022 fourth-quarter operating 
results 

• Fourth quarter consolidated net sales 
were $962.5 million, a decrease of 2.8% 
compared to the prior year. Comparable 
sales were flat to the prior year, and were 
unfavorably impacted by inflationary 
pressures that continued to impact consumer 
behavior and supply chain challenges at 
Beauty Systems Group. The Company was 
operating 117 fewer stores at end of the 
quarter compared to prior year. Foreign 
currency translation had an unfavorable 
impact of 170 basis points on consolidated 
net sales for the quarter. At constant 
currency, global e-commerce sales increased 
30% compared to prior year to $90 million or 
9.3% of consolidated net sales for quarter. 

Consolidated gross profit for the fourth 
quarter was $463.5 million, compared to 
$501.0 million in the prior year, a decrease of 
7.5%. Consolidated GAAP gross margin was 
48.2%, a decrease of 240 basis points 
compared to 50.6% in the prior year, driven 
by a non-cash inventory write-down of $19.4 
million as a result of the Company’s 
distribution center consolidation and store 
optimization plan. Excluding the inventory 
write-down, adjusted gross margin was 50.1%, 
a decrease of 60 basis points compared to 
50.7% in the prior year, as higher product 
margin from pricing leverage at Sally Beauty 
was more than offset by a sales mix shift 
between Sally Beauty and Beauty Systems 
Group and higher distribution and freight 
costs in both segments. 

• Selling, general and administrative 
(SG&A) expenses totaled $397.9 million, up 
$11.3 million compared to the prior year, 
driven primarily by increased labor costs, 
partially offset by lower bonus expense. As a 
percentage of sales, SG&A expenses were 
41.3% compared to 39.0% in the prior year. 

• GAAP operating earnings and 
operating margin in the fourth quarter 
were $39.2 million and 4.1%, compared to 
$111.2 million and 11.2%, in prior year. Adjusted 
Operating Earnings and Operating Margin, 
excluding the Company’s restructuring efforts 
and COVID-19 related net expenses, were 
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$83.9 million and 8.7%, compared to $115.8 
million and 11.7%, in the prior year. 

GAAP net earnings in the fourth quarter 
were $21.3 million, or $0.20 per diluted 
share, compared to GAAP net earnings of 
$68.1 million, or $0.59 per diluted share in the 
prior year. Adjusted Net Earnings, excluding 
the Company’s restructuring efforts and 
COVID-19 related net expenses, were $54.4 
million, or $0.50 per diluted share, compared 
to Adjusted Net Earnings of $73.1 million, or 
$0.64 per diluted share in the prior year. 
Adjusted EBITDA in the fourth quarter was 
$112.4 million, a decrease of 21.6% compared 
to the prior year, and Adjusted EBITDA 
Margin was 11.7%, a decrease of 280 basis 
points compared to the prior year. 

 
Balance sheet and cash flow 
As of September 30, 2022, the Company had 
cash and cash equivalents of $71 million and 
an outstanding balance of $69 million under 
its asset-based revolving line of credit. At the 
end of the quarter, inventory was $936.4 
million, up 7.5% vs a year ago. Fourth quarter 
cash flow from operations was $107.3 million. 
Capital expenditures in the quarter totaled 
$32.0 million. The Company ended the 
quarter with a net debt leverage ratio of 2.2x. 

 
Fiscal 2022 fourth-quarter segment results: 
Sally Beauty Supply 

• Segment net sales were $554.0 million 
in the quarter, a decrease of 5.4% compared 
to the prior year. The segment had an 
unfavorable impact of 270 basis points from 
foreign currency translation on reported 
sales and operated 110 fewer stores at the 
end of the quarter compared to prior year. 
At constant currency, segment e-commerce 
sales increased 20% to $33 million or 6.0% of 
segment net sales for the quarter. 

• Segment comparable sales decreased 
1.1% in the fourth quarter. The Sally Beauty 
businesses in the U.S. and Canada 
represented 80% of segment net sales for 
the quarter and had a comparable sales 
decrease of 2.0%, primarily reflecting 
inflationary pressures that impacted 
consumer behavior. 

• At the end of the quarter, net store 
count was 3,439. 

• GAAP gross margin decreased by 90 
basis points to 56.6% compared to the prior 
year. The decrease was primarily driven by 
the inventory write-down related to the 
Company’s store optimization plan. Excluding 
the inventory write-down, Adjusted Gross 
Margin increased 60 basis points to 58.3% 
compared to the prior year. The increase was 
primarily driven by pricing leverage, partially 
offset by higher distribution and freight costs. 

• GAAP operating earnings were $80.5 
million compared to $105.7 million in the 
prior year, representing a decrease of 23.8%. 
GAAP operating margin decreased to 14.5% 
compared to 18.1% in the prior year. 

 
Fiscal 2022 fourth -quarter segment 
results: Beauty Systems Group 

• Segment net sales were $408.5 million 
in the quarter, an increase of 0.9% 
compared to the prior year. The segment had 
an unfavorable impact of 30 basis points on 
reported sales from foreign currency 
translation and operated seven fewer stores 
at the end of the quarter compared to the 
prior year. At constant currency, segment    
e-commerce sales increased 37% to $57 
million or 13.9% of segment net sales for the 
quarter. 

• Segment comparable sales increased 
1.5% in the fourth quarter, notwithstanding 
continued inflationary pressures that 
impacted salon customers and supply chain 
challenges. 

• At the end of the quarter, net store 
count was 1,355. 

• GAAP gross margin decreased 400 
basis points to 36.7% in the quarter 
compared to the prior year, driven primarily 
by the inventory write-down related to the 
Company’s distribution center consolidation 
and store optimization plan, lower product 
margin from a sales mix shift between stores 
and full service, and higher distribution and 
freight costs. Excluding the inventory write-
down, Adjusted Gross Margin decreased 180 
basis points to 38.9% compared to prior year. 

• GAAP operating earnings were $32.8 

million in the quarter, a decrease of 38.6% 
compared to $53.4 million in the prior year. 
GAAP operating margin in the quarter was 
8.0% compared to 13.2% in the prior year. 

• At the end of the quarter, there were 
718 distributor sales consultants compared 
to 719 in the prior year. 

 
Fiscal year 2023 guidance 
The Company remains encouraged by the 
rebuilt foundation of the business and is 
excited about the potential of its new 
strategic initiatives. As it leverages these 
strengths, it also expects that the external 
environment will remain challenging in the 
nearer term, most notably the inflationary 
pressure that is negatively impacting 
consumer purchasing behavior and also 
driving increased labor costs. 

Factoring in the current macro 
environment and the impact from the 
Company’s distribution center consolidation 
and store optimization plan, the Company is 
providing the following guidance for the full 
fiscal year 2023: 

• Comparable sales, notwithstanding a 
notable change in consumer behavior, are 
expected to increase by low single digits 
compared to the prior year, driven by growth 
in key categories, sales transfer from store 
closures, expanded Regis distribution and 
new strategic initiatives; 

• Net sales are expected to decline by 
low-single digits compared to the prior year. 
That reflects approximately 150 to 200 basis 
points of net unfavorable impact due to 
store closures and expected sales recapture 
rates from our optimization efforts, and 
approximately 150 basis points of anticipated 
impact from foreign exchange headwinds; 

• Gross margin is expected to remain 
above 50%; and 

• Adjusted operating margin is expected 
to be in the range of 8.5% and 9.5%, inclusive 
of investment in store labor as the Company 
leans in to elevating the expertise of its 
associates to drive growth in the coming 
years.  

For more information, visit 
sallybeautyholdings.com/investor-relations. 
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OneSpaWorld Holdings Limited (NASDAQ: 
OSW), a global provider of health and 
wellness services and products on-board 
cruise ships and in destination resorts 
around the world, recently announced its 
financial results for the third quarter and 
first nine months of fiscal 2022, ended 
September 30, 2022. 

Leonard Fluxman, executive chairman, 
CEO and president of OneSpaWorld, says, 
“Our strong post-pandemic momentum 

continued 
throughout the 
third quarter, 
highlighted by 
record net 
revenues, 12% 
above third 
quarter 2019, and 
positive net 
income and 
positive cash flow, 
all despite 
passenger load 
levels below 
historical levels and 
ships still returning 

to service. I am proud of our team’s hard 
work and dedication since returning to 
service, including our outstanding innovation 
and implementation of enhanced service and 
product offerings and operating capabilities. 
This drove high sales productivity from 
growing strength across virtually all of our 
key operating metrics, including pre-booking 
percent of service revenue, average guest 
spend and service frequency per guest. Our 
third-quarter results, coming out of an 
unprecedented adverse impact on our 
business during the pandemic period, attest 
to our Company’s unique positioning as the 
preeminent operator of health and wellness 
centers at sea and on land to drive 
extraordinary value for our cruise line and 
resort partners, sustained long-term 
profitable growth and increasing value for 
OneSpaWorld stakeholders.” 

Stephen Lazarus, chief financial officer 
and chief operating officer, adds, “I am 
delighted with our third-quarter 

performance, which drove positive free cash 
flow generation for the second consecutive 
quarter since the onset of the pandemic. We 
ended the quarter in a strong financial 
position with total liquidity of $57.1 million, 
including $37.1 million in cash and the full 
$20.0 million available under our credit 
facility. In October, we repaid $5.0 million of 
our $25.0 million second lien term loan and 
expect to continue utilizing cash generated 
from operations to extinguish this facility. 
With no material debt maturities until March 
2026, we are well capitalized to continue 
innovating our highly complex business 
model to deliver annual year-over-year 
growth in revenue, earnings and cash flow.” 

 
Operating network update 

• Cruise ship count: The Company ended 
the third quarter with health and wellness 
centers on 176 ships, of which 172 had 
resumed voyages as of quarter-end, 
compared with 167 ships and 78 ships, 
respectively, having resumed voyages by the 
end of the second quarter of 2022 and the 
third quarter of 2021. The Company expects 
to be operating on 179 ships by year-end. 

• Destination resort count: The 
Company ended the third quarter with 51 
destination resort health and wellness 
centers, of which 48 were open and 
operating as of September 30, 2022. The 
Company expects to have 52 destination 
resort health and wellness centers open and 
operating by year-end. 

• Staff count: The Company had 3,087 
cruise ship personnel on vessels at the end 
of third quarter for actual and anticipated 
voyages and expects 3,400 employees to be 
on vessels by the end of December 2022 for 
actual and anticipated voyages. 

• Liquidity update: Cash and borrowing 
capacity under the Company’s line of credit 
at September 30, 2022 totaled $57.1 million. 
During third quarter, the Company repaid the 
remaining $7.0 million drawn under its line of 
credit and ended the period with the full 
$20.0 million available on this facility. In 
October, the Company repaid $5.0 million on 
its second lien term loan, leaving $20.0 

million remaining. The second lien carries 
interest at a rate of LIBOR plus 7.5%. 

The Company expects to continue to 
generate positive cash flow from operations 
in fourth quarter and throughout fiscal 2023. 

 
Third quarter ended September 30, 2022 
compared to September 30, 2021 
The results of operations for third quarter 
2022 continue to recover from the material 
adverse impacts of COVID-19, which at its 
peak resulted in the cessation of operations 
of all of the Company’s health and wellness 
centers on board cruise ships and the closing 
of or substantial restrictions imposed on the 
operation of substantially all of the 
destination resort health and wellness 
centers at the end of first quarter 2020. As of 
September 30, 2022, operations have 
resumed on 172 cruise ships and in 48 
destination resorts, as compared to 78 cruise 
ships and 45 destination resorts as of 
September 30, 2021. 

• Total revenues were $162.3 million, as 
compared to $43.6 million in third quarter 
2021. Revenues generated in the three 
months ended September 30, 2022 were 
derived primarily from 172 health and 
wellness centers onboard ships, having 
resumed voyages and our health and 
wellness centers at 48 open and operating 
destination resorts. The three months ended 
September 30, 2021 revenues were primarily 
related to health and wellness centers on 78 
cruise ships and in 45 destination resorts that 
were open during the quarter and                
e-commerce product sales through the 
Company’s timetospa.com website. 

• Cost of services were $110.6 million 
compared to $33.2 million in the third quarter 
of 2021. The increase was primarily 
attributable to costs associated with 
increased service revenues of $97.9 million in 
the quarter from our operating health and 
wellness centers at sea and on land, 
compared with service revenue of $34.8 
million in the third quarter of 2021, and 
increased costs incurred to resume 
operations at cruise ship health and wellness 
centers during the quarter. 
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• Cost of products was $25.3 million 
compared to $8.4 million in third quarter 
2021. The increase was attributable to costs 
associated with increased product revenues 
of $20.7 million in the quarter from our 
operating health and wellness centers at sea 
and on land, compared to product revenues 
of $8.8 million in the third quarter of 2021. 

• Net income was $5.9 million compared 
to a net loss of ($12.3) million in the third 
quarter of 2021. The improvement in third 
quarter 2022 was primarily a result of the 
$22.0 million change in Income (loss) from 
operations derived from our 172 health and 
wellness centers onboard ships having 
resumed voyages. 

• Adjusted net income was $12.5 million, 
or Adjusted net income per diluted share of 
$0.13, as compared to Adjusted net (loss) of 
($9.6) million, or adjusted net loss per diluted 
share of ($0.11), in the third quarter of 2021. 

• Adjusted EBITDA was $18.3 million 
compared to negative Adjusted EBITDA loss 
of ($4.6) million in the third quarter of 2021. 

• Unlevered after-tax free cash flow 
was $17.0 million compared to a negative 
($5.2) million in the third quarter of 2021. 

 
Year-to-date September 30, 2022 
compared to September 30, 2021 

• Total revenues were $377.3 million 
compared to $58.4 million in nine months 
ended September 30, 2021. The revenues 
generated in the nine months ended 
September 30, 2022 were derived primarily 
from 172 health and wellness centers 
onboard ships having resumed voyages and 
our health and wellness centers at 48 open 
and operating destination resort spas. 
Revenues for nine months ended September 
30, 2021 were negatively impacted by the 
COVID-19 pandemic and the resulting March 
14, 2020 No Sail Order, with revenues derived 
primarily from health and wellness centers 
onboard 78 ships and in 45 destination 
resorts that were open and operating, for 
partial periods during the nine month period 
and e-commerce product sales through the 
Company’s timetospa.com website. 

• Cost of services was $260.3 million 

compared to $50.2 million in the nine 
months ended September 30, 2021. The 
increase was primarily attributable to costs 
associated with increased service revenues of 
$260.5 million in the nine months from 
operating health and wellness centers at sea 
and on land, compared with service revenue 
of $47.1 million in the nine months ended 
September 30, 2021 and increased costs 
related to the resumption of operations at 
our health and wellness centers at sea and 
on land. 

• Cost of products were $63.3 million 
compared to $11.2 million in the nine months 
ended September 30, 2021. The increase was 
attributable primarily to costs associated 
with increased product revenues of $58.5 
million in the nine months ended September 
30, 2022, compared to product revenues of 
$11.3 million in the nine months ended 
September 30, 2021 from operating health 
and wellness centers at sea and on land. 

• Net income was $55.5 million 
compared to a Net loss of ($57.6) million in 
the nine months ended September 30, 2021. 
The improvement in the nine months ended 
September 30, 2022 was primarily a result of 
the $52.5 million change in Income (loss) 
from operations derived from 172 health and 
wellness centers onboard ships having 
resumed voyages and the change in the fair 
value of warrant liabilities. The change in fair 
value of the outstanding warrants during the 
nine months ended September 30, 2022 was 
a gain of $62.2 million compared to a gain of 
$0.5 million during the nine months ended 
September 30, 2022. The change in fair value 
of warrant liabilities is the result of changes 
in market prices deriving the value of the 
financial instruments. 

• Adjusted net income was income of 
$13.9 million, or Adjusted net income per 
diluted share of $0.15, compared to Adjusted 
net loss of ($39.4) million, or Adjusted net 
loss per diluted share of ($0.44), in the nine 
months ended September 30, 2021. 

• Adjusted EBITDA was $29.7 million 
compared to negative Adjusted EBITDA loss 
of ($23.7) million in the nine months ended 
September 30, 2021. 

• Unlevered after-tax free cash flow 
was $26.1 million compared to a negative 
($25.1) million in the nine months ended 
September 30, 2021. 
Balance sheet and cash flow highlights 

• Cash at quarter end September 30, 
2022 was $37.1 million. 

• Total debt, net of deferred financing 
costs, at September 30, 2022, was $223.0 
million. 

Visit https://onespaworld.com/investor-
relations. 
 
The Estée Lauder Companies Inc. (NYSE: 
EL) recently reported net sales of         
$3.93 billion for its first quarter ended 
September 30, 2022, a decline of 11% from 
$4.39 billion in the prior-year period, 
including negative impacts from foreign 
currency. Organic net sales fell 5%, in line 
with the Company’s expectations, despite 
pressures which intensified as the quarter 
progressed. COVID-19 restrictions in China 
presented a greater challenge than expected. 
Tourism to Hainan was largely curtailed, 
which led to strict inventory management by 
certain retailers in travel retail, and traffic in 
brick-and-mortar in the rest of China was 
limited. These greater pressures were offset 
by several markets in Asia/Pacific, as well as 
many emerging and developed markets in 
the west, which delivered strong organic net 
sales growth. Organic net sales in both 
fragrance and hair care grew double digits. 

The Company reported net earnings of 
$489 million, compared with net earnings of 
$692 million in the prior-year period. Diluted 
net earnings per common share was $1.35, 
compared with $1.88 reported in the prior-
year period. Excluding restructuring and 
other charges, adjusted diluted net earnings 
per common share declined 28% to $1.37, 
decreasing 24% in constant currency, better 
than the Company’s expectations. This 
decline includes a negative impact of 4% 
from certain foreign currency transactions in 
key international travel retail locations. 

Fabrizio Freda, president and CEO, says, 
“For the first quarter, we delivered organic 
sales in line with our outlook and adjusted 
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EPS ahead of it, even as the transitory 
external pressures of COVID-19 restrictions in 
China, high inflation globally and a strong 
U.S. dollar intensified. Our multiple engines 

of growth strategy 
empowered us to 
seize prevailing 
growth 
opportunities amid 
the complexity. 

“Fragrance and 
Hair Care each 
rose double digits 
organically, and 
Makeup’s 
renaissance 
continued to 
realize its promise 
in markets 

reopening. Skin Care was the most 
challenged by COVID-19 restrictions in China, 
which significantly impacted the category in 
travel retail. All told, 13 brands grew 
organically, as M·A·C excelled in Makeup, La 
Mer in luxury Skin Care, Jo Malone London 
in Fragrance, and Aveda in Hair Care. 
Encouragingly, we realized strong double-
digit gains in many large developed and 
emerging markets around the world.” 

Freda concludes, “For fiscal 2023, we are 
lowering our outlook primarily to reflect 
tighter inventory management in Asia travel 
retail, given reduced traffic as a result of 
COVID-19 restrictions, tightening of inventory 
by some retailers in the United States, and a 
greater negative impact from the far-stronger 
U.S. dollar. We anticipate sequential 
acceleration to strong organic sales and 
adjusted EPS growth in the second half of 
our fiscal year as these pressures begin to 
abate, momentum continues to build in 
other areas of our business, and our ongoing 
investments in innovation and advertising 
drive growth. Our optimism in the long-term 
growth opportunities for our brands and for 
prestige beauty remains intact. Reflecting our 
confidence, today we raised our quarterly 
dividend.” 

Business update: The COVID-19 
pandemic continued to disrupt the 

Company’s operating environment through 
fiscal 2023 first quarter, including COVID-
related restrictions in China, affecting travel 
retail in Hainan, as well as retail traffic in 
mainland China. In Hainan, the ongoing 
restrictions led to prolonged store closures 
and the curtailment of travel and caused the 
tightening of inventory by retailers who had 
previously placed orders in anticipation of 
the return of travel that was since delayed. 

During the quarter, the Company’s 
business was also negatively impacted by 
inflationary pressures and recession concerns, 
which caused certain retailers in the United 
States to tighten inventory. 

Net sales and operating income in the 
Company’s product categories and regions 
were unfavorably impacted by a stronger U.S. 
dollar in relation to most currencies. 
Reported net sales was negatively impacted 
by 4% of foreign currency translation, with 
negative impacts in Asia/Pacific and Europe, 
the Middle East & Africa of 8% and 4%, 
respectively. In addition, reported and 
organic net sales was negatively impacted by 
1% from foreign currency transactions in key 
international travel retail locations, with a 
negative impact in Europe, the Middle East 
and Africa of 2%. 

Total reported operating income was $661 
million, a 29% decrease from $935 million in 
the prior-year period. In constant currency, 
adjusted operating income decreased 26%, 
primarily reflecting lower net sales, and 
excludes the unfavorable impact of foreign 
currency translation of $31 million, as well as 
the impacts from restructuring and other 
charges and the change in fair value of 
DECIEM acquisition-related stock options. 

Hair care: Hair care net sales rose 11%, 
reflecting growth in every region and brand. 
Aveda’s net sales growth reflected strength in 
Europe, the Middle East & Africa, the launch 
of the brand in mainland China, the 
continued success of its hero franchises, 
including Botanical Repair and the Color 
Control franchise product line launch. Hair 
care operating results decreased, reflecting 
strategic investments to support innovation, 
partially offset by higher net sales. 

The Americas: Net sales declined 3%, 
driven by a difficult comparison to the prior-
year period when some U.S. retailers secured 
orders earlier for holiday, due to global 
logistics constraints, as well as the negative 
impact in the current year from tighter 
inventory management by certain retailers.  

Operating income in The Americas 
decreased, reflecting the decline in net sales 
while the Company continued to support 
strategic investments in advertising and 
promotional activities. 

Cash flows: For the quarter ended Sept. 
30, 2022, net cash flows used for operating 
activities were $650 million, compared with 
$81 million in the prior-year period. This 
reflects higher working capital—primarily 
accounts payable—due to the timing of 
payments, higher inventory levels and lower  
earnings before taxes, excluding non-cash 
items. Capital Expenditures decreased to $152 
million compared to $205 million last year, 
primarily reflecting timing of investments and 
favorable foreign currency translation relating 
to the new manufacturing facility in Japan. 
The Company ended the quarter with $2.94 
billion in cash and cash equivalents after 
returning $0.33 billion cash to stockholders 
through dividends and share repurchases. 

 
Outlook for Fiscal 2023 Second Quarter 
and Full Year  
The Company expects the remainder of the 
fiscal year to be pressured by the temporary 
disruptions, due to headwinds from the 
COVID-19 restrictions in China, the 
strengthening of the U.S. dollar, record-high 
inflation, supply-chain disruptions and the 
risk of a slowdown in certain markets 
globally. The Company remains optimistic 
about the prospects and future growth in 
global prestige beauty and plans to invest in 
its business during this difficult environment 
to support share gains and long-term growth. 
With multiple growth engines across regions, 
brands, product categories and channels, the 
Company is well-positioned to drive 
diversified growth across its portfolio, as it 
manages through these challenges. Visit 
www.elcompanies.com. 
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Revlon, Inc. (“Revlon” and together with 
its subsidiaries, the “Company”) recently 
announced its results for the quarter 
ended September 30, 2022, in its Form 10- 
Q filed with the Securities and Exchange 
Commission. On June 15, 2022, the Company 
commenced a voluntary Chapter 11 financial 
restructuring supported by $575 million of 
new money debtor-in-possession financing. 
As of November 8, 2022, the Company 
remains in Chapter 11.  
 
Third quarter financial results 
As Reported net sales were $468.4 million 
in third quarter 2022, compared to $521.1 
million during the prior-year period, a 
decrease of $52.7 million, or 10.1%. The As 
Reported net sales decrease of $52.7 million 
includes unfavorable FX impacts totaling 
$25.8 million, resulting in a $26.9 million 
decrease on an XFX basis. 

As Reported operating income was 
$12.9 million in third quarter 2022, 
compared to an operating income of $34.1 
million during the prior-year period, a 
decrease of $21.2 million. The lower 
operating income was driven primarily by 
lower As Reported net sales, a gross margin 
decline of -190bps, offset by $7.6 million in 
lower selling, general and administrative 
expenses (SG&A), and $9.7 million in lower 
restructuring charges. Adjusted operating 
income in third quarter 2022 decreased by 
$30.5 million to $16.8 million from $47.3 
million over the prior-year period. 

Adjusted EBITDA(a) in the third quarter 
of 2022 was $50.3 million, versus $82.4 
million in the prior-year period. The lower 
Adjusted EBITDA was driven primarily by 
lower As Reported net sales and lower As 
Reported operating income. 

As Reported net loss was $152.8 million 
in third quarter 2022, versus a $53.1 million 
net loss in the prior-year period. The higher 
net loss was primarily driven by $85 million 
of charges related to the Company's Chapter 
11 filing, lower operating income and higher 
foreign currency losses of $9.5 million, offset 
by $2.6 million in lower tax provisions and 
$6.9 million of lower interest expense over 

the prior-year period. Net cash used in 
operating activities for the first nine months 
of 2022 was $251.0 million, compared to a 
$86.7 million use of cash in the prior-year 
period. The increase in cash used in operating 
activities was driven primarily by a higher As 
Reported net loss, unfavorable working 
capital changes, and cash expenditures 
related to the Chapter 11 Cases. Free cash 
flow(a) in the first nine months of 2022 was a 
$259.1 million use of cash, compared to a 
$93.0 million use of cash in the prior-year 
period. 

As of September 30, 2022, the Company 
had approximately $273.4 million of 
available liquidity, consisting of $246.4 
million of unrestricted cash and cash 
equivalents, $29.6 million of undrawn 
availability under the Company's Super-
Priority Senior Secured Debtor-In-Possession 
Asset-Based Revolving Credit Agreement (the 
"DIP ABL Revolver"), less float of 
approximately $2.6 million.1  
 
Financial restructuring/Chapter 11 process 
As previously announced, Revlon, Inc. and 
certain of its subsidiaries in the United States, 
Canada and United Kingdom (the “Debtors”) 
filed voluntary petitions for relief under 
Chapter 11 of the U.S. Bankruptcy Code (the 
"Chapter 11 Cases") on June 15, 2022, in the 
U.S. Bankruptcy Court for the Southern 
District of New York (the “Bankruptcy 
Court”). The Company commenced the 
Chapter 11 Cases to implement a 
comprehensive financial restructuring of 
Revlon’s legacy capital structure and improve 
its long-term outlook. 

Pursuant to motions filed with the 
Bankruptcy Court, the Bankruptcy Court 
authorized the Debtors to conduct their 
business activities in the ordinary course. 

In connection with the Chapter 11 Cases, 
the Company has received $575 million of 
new money debtor-in-possession financing 
under a superpriority, senior secured and 
priming term loan credit facility from certain 
of its existing lenders (the “DIP Term Loan,” 
and along with the DIP ABL Revolver, the “DIP 
Financing”). The Company also entered into 

the superpriority, senior secured and priming 
DIP ABL Revolver, which provided one 
tranche of $270 million in revolving 
commitments (subject to a borrowing base 
limit) and refinanced approximately $109 
million of asset-backed revolving prepetition 
debt, and a second tranche that refinances 
an additional $130 million in prepetition debt. 
The proceeds of the DIP Financing were used 
to refinance certain of the Company’s debt 
obligations and are being used for general 
corporate purposes. The DIP Financing is 
expected to provide sufficient liquidity to 
support the Company’s ordinary course 
operations. For more details, visit the 
Company’s restructuring website at 
https://cases.ra.kroll.com/Revlon 
 
The Beauty Health Company (NASDAQ: 
SKIN), home to flagship brand Hydrafacial, 
recently announced financial results for 
third quarter ended September 30, 2022.  

Net sales of $88.8 million exceeded 
expectations for the seventh consecutive 
quarter. On continued momentum and 
strong provider and consumer demand, the 
Company raised its 2022 net sales guidance 
to $360 million to $365 million. 

The Company delivered adjusted EBITDA 
of $16.5 million on $0.1 million of GAAP net 
income. As a result of increasing macro 
pressures, including FX and China’s persistent 
zero COVID-19 policy, the Company revised 
its full-year 2022 adjusted EBITDA guidance 
to a range of $45.0 to $50.0 million. 
 
Third quarter 2022 summary: Global 
performance 

• +30% year-over-year net sales growth to 
$88.8 million 

• +174bps year-over-year gross margin 
improvement to 69.3% and +355bps year-
over-year adjusted gross margin improvement 
to 75.1% 

• Net income and adjusted net income of 
$0.1 million and $8.0 million in Q3 2022, 
compared to net loss of $215.1 million and 
adjusted net income of $2.5 million in Q3 
2021 

• Adjusted EBITDA of $16.5 million 
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Net sales by region: 
• Americas: $58.4 million, +30% year-over-

year, driven by solid demand for Syndeo 
• APAC: $15.1 million, +44% year-over-year, 

driven by strong performance during 
windows of re-opening in China, partly offset 
by foreign currency weakness 

• EMEA: $15.3 million, +21% year-over-year 
driven by strength in provider and consumer 
demand, partly offset by foreign currency 
weakness and no contribution from Russia in 
Q3 2022 

• Delivery systems sold year-to-date 
(6,447) have already eclipsed 2021’s record 
total year sales (6,191): Global install base 
stands at 24,473 systems as of Sept. 30, 2022. 

New partnerships expanded the 
Hydrafacial booster portfolio, growing 
treatment customization options and 
furthering our competitive advantage as the 
industry’s only platform partnering with 
leading peers: 

• Hydrafacial x JLO Beauty Booster 
drove record consumer attention and presale 
sellout on the first day. 

• Active R&D pipeline of boosters co-
created with Dr. Dennis Gross, Glytone and 
a breakthrough exosome booster, among 
others. 

• Infrastructure investments on track to 
keep pace with global expansion, including 
value engineering efforts, building a global 
customer care team, readying production in 

China, and hiring an executive vice president, 
global operations. 

“On top-line results that again beat 
expectations and demonstrate continued 

strength in 
consumer 
demand, we are 
pleased to raise 
our full year net 
sales guidance to 
$360 million to 
$365 million,” says 
BeautyHealth 
president and 
CEO Andrew 
Stanleick. “In 
response to 
macro factors, 

including FX headwinds and China’s 
unexpected persistent zero COVID policy, we 
are taking a measured approach and revising 
our 2022 adjusted EBITDA range to $45 

million to 
$50 million. 
Importantly, 
we remain 
confident in 
our ability 
to execute 
on our 
long-term 
business 
plan 
discussed 
during our 
Investor 

Day.” 
 
 

Third quarter 2022 summary 
• Net sales of $88.8 million increased 

+30% in Q3 2022 compared to $68.1 million 
in Q3 2021, driven by strength in Delivery 
Systems net sales. 

• Delivery Systems net sales increased 
to $49.1 million, compared to $36.2 million 
in Q3 2021. The Company sold 1,860 Delivery 
Systems during the quarter at an average 
selling price of $25,947. 

• Consumables net sales increased to 

$39.7 million, compared to $32.0 million in 
Q3 2021. 

• Net sales in the Americas region 
increased to $58.4 million, compared to 
$45.0 million in Q3 2021, driven by solid 
demand for Syndeo. 

• Net sales in the APAC region increased 
to $15.1 million, compared to $10.5 million in 
Q3 2021, driven by strong performance during 
windows of re-opening in China, partly offset 
by foreign currency weakness. 

• Net sales in the EMEA region 
increased to $15.3 million, compared to 
$12.6 million in Q3 2021, driven by strength in 
provider and consumer demand, partly offset 
by foreign currency weakness and no 
contribution from Russia in Q3 2022. 

• Gross margin was 69.3%, compared to 
67.6% in Q3 2021, and adjusted gross margin 
was 75.1%, compared to 71.5% in Q3 2021. 
The improvement in adjusted gross margin 
was driven by fixed cost leverage associated 
with higher volume and stronger realized 
delivery systems pricing, and a one-time 
write-off related to the discontinued Glow & 
Go pilot program, partly offset by headwinds 
from global supply chain challenges, 
inflationary pressures and FX rates. 

• Selling and marketing expenses were 
$39.8 million, compared to $30.5 million in 
Q3 2021, primarily driven by increases in sales 
commissions associated with higher revenue, 
planned marketing programs and a net 
increase in personnel-related expenses. 

• Operating loss was $4.1 million, 
compared to an operating loss of $5.5 million 
in Q3 2021, primarily due to improved gross 
margin as a result of increased sales, partially 
offset by corporate overhead and net 
increases in personnel-related expenses. The 
operating loss in Q3 2022 includes one-time 
costs of $2.8 million. 

• Net income was $0.1 million, compared 
to a net loss of $215.1 million in Q3 2021, and 
adjusted net income was $8.0 million, 
compared to $2.5 million in Q3 2021. The 
fluctuation in net income (loss) was primarily 
due to the change in fair value of the warrant 
liability, along with the factors affecting 
operating loss discussed above. 
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The Hydrafacial x JLo Beauty Booster boasts a quadruple-active formula that 
includes olive leaf extract, niacinamide, a fermented adaptogen blend and a 

proprietary hydracomplex.

Andrew Stanleick 
president and CEO 

BeautyHealth



32  NOVEMBER 2022

The Beauty Industry Report Visit www.bironline.com

• Adjusted EBITDA is a non-GAAP 
measure that the Company uses to manage 
its business. In Q3 2022, adjusted EBITDA 
was $16.5 million compared to adjusted 
EBITDA of $5.8 million in Q3 2021. Adjusted 
EBITDA grew due to strong demand for 
Syndeo in the U.S. and Elite internationally, 
fixed cost leverage associated with higher 
volume and stronger realized delivery 
systems pricing, partly offset by the impact 
of FX rates, supply chain headwinds, sales 
commissions associated with higher revenue 
and net increases in personnel-related 
expenses. 

• Announced board authorization for 
$200 million in common stock repurchases 
and launched a $100 million accelerated 
share repurchase program, resulting in the 
initial delivery of approximately 7.7 million 
shares of common stock (80% of the $100 
million aggregate purchase price), which were 
subsequently retired. The ASR is expected to 
be completed by the end of Q1 2023. 
 
Balance sheet and cash flow highlights 

• Cash and cash equivalents were 
approximately $684.2 million as of Sept. 30, 
2022, compared to approximately $901.9 
million as of December 31, 2021. Cash and 
cash equivalents decreased during the 
quarter due to the initiation of the $100 
million ASR and purchases of inventory to 
prepare for anticipated future sales growth 
and the global launch of Syndeo in the first 
half of 2023. 

• Warrants and shares outstanding: The 
Company had approximately 7.0 million 
private placement warrants and 
approximately 143.2 million shares of Class A 
common stock outstanding as of Sept. 30, 
2022. 

Outlook: BeautyHealth increased its 
fiscal 2022 net sales guidance and now 
expects net sales in the range of $360.0 
million to $365.0 million, up from the 
previous outlook of $340.0 million to $350.0 
million, reflecting management's confidence 
in the business, as the Company executes 
against its growth plan. The Company also 
expanded its 2022 outlook for adjusted 

EBITDA from the prior target of $50.0 
million to a range of $45.0 million to $50.0 
million, reflecting the continued investment 
in global expansion, and as a result of 
changing macroeconomic pressures, including 
foreign currency exchange headwinds and 
market closures and restrictions as a result of 
China’s zero COVID policy. This guidance 
assumes no material further deterioration in 
general market conditions or other factors 
related to COVID-19 trends. 

• For fiscal 2022, BeautyHealth also 
continues to expect up to $20.0 million of 
capital expenditures to be incurred during 
2022. More at 
https://investors.beautyhealth.com/ 

Sport Clips Haircuts recently kicked off its 
annual drive with the goal of raising        
$1.7 million in support of its VFW “Sport 
Clips Help A Hero Scholarship” program. 
Sport Clips clients, team members and 
franchisees raised money via text and in 
stores, and participating Sport Clips stores 
donated $2.00 to the program from every 
hair care service provided on Veterans Day, 
November 11. Many participating Sport Clips 
locations also offered free Veterans Day 
haircuts for those with military I.D. 

At the heart of the Help A Hero campaign 
is Sport Clips founder and chairman Gordon 
Logan, an Air Force veteran. “Research shows 
most Americans understand there’s need for 
additional money to help veterans with 
education and training. Because G.I. Bill funds 
don’t always go the distance, we started the 
Help A Hero Scholarship program with the 
Veterans of Foreign Wars in 2013 to help out 
when veterans need to go back to school in 
order to pursue civilian careers. Our clients 
and product partners have made the 

program a win for veterans by helping us 
donate more than $11.4 million to date and 
funding 2,400 scholarships,” Logan says. “Help 
A Hero is now the largest scholarship 
program of its kind, and we want to continue 
to make a positive difference for those who 
serve our country.” 

”With college tuition inflation up 8% and 
veterans’ education benefits stretched thin, 
the Help A Hero scholarship gives veterans 
and their families the extra help they deserve 
to reach their educational goals,” adds VFW 
National Commander Tim Borland.  

These scholarships range up to $5,000 per 
semester and help cover the cost of tuition 
and fees for military and service members 
with the rank of E-5 and below. Help A Hero 
scholarships are awarded to qualified 
veterans across all branches of the military 
by sending the funds directly to the college 
or technical school of their choice. To apply 
and learn more, visit SportClips.com/Hero. 
 
MY SALON Suite raised $123,744 to benefit 
St. Jude Children's Research Hospital 
through the brand’s Suite Relief Fund, an 
annual fundraiser held throughout 
September in honor of Childhood Cancer 
Awareness Month. 

The salon suite franchise raised the funds 
through donations from clients, members, 
franchise partners, vendors and the Suite 
Management Franchising team. Continued 
support helps St. Jude provide treatment, 
travel, housing, and food to the more than 
400,000 kids with cancer around the world 
each year, at no charge to their families. 

“At MY SALON Suite, we believe in the 
beauty of giving back, and I am 
extraordinarily proud of our community for 
raising over $120,000 for St. Jude for the 
second year in a row,” says Stacy Eley, 
president of Suite Management Franchising.  

Suite Management Franchising, the 
parent company of MY SALON Suite and 
Salon Plaza, launched the Suite Relief Fund in 
2017 and began its partnership with St. Jude 
the following year. Over the past five years, 
more than half a million dollars has been 
raised and donated for St. Jude. Additionally 
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the Suite Relief raises funds for other 
causes, including aiding MY SALON 
Suite Members  affected by natural 
disasters through the Professional 
Beauty Association's Disaster Relief 
Fund. Aid has been disbursed to MY 
SALON Suite Members affected by 
Hurricane Harvey, Hurricane Ida, 
Hurricane Ian, recent St. Louis flooding 
and other natural disasters. 

Over $30,000 from the Suite Relief 
Fund has recently gone toward aiding 
Fort Myers, FL, members in the wake 
of Hurricane Ian. During MY SALON 
Suite's annual convention, an 
additional $1,300 was raised  through a 
raffle, with roughly half of the prize 
money going toward providing a Fort 
Myers-based franchisee with gas and 
grocery gift cards to give to his 
members who are struggling after 
Hurricane Ian. 

In June 2021, Suite Management 
Franchising, LLC, the parent company 
of MY SALON Suite and Salon Plaza, 
was acquired by Propelled Brands. 
which is expanding Suite Management 
Franchising's footprint across the country. To 
learn more, visit 
https://www.mysalonsuite.com and 
salonplaza.com. 

 
Last month during October Breast Cancer 
Awareness Month, ICON’s Chiara Scudieri 
continued her 15-year quest to raise funds 
for the non-profit UCLA Jonsson Cancer 
Center Foundation for breast cancer 
research through her company’s CURE for 
a Cause collection (above right). Over the 
past 15 years since Scudieri was diagnosed 
with breast cancer, the company has raised 
over $500,000.  

As a result of her family’s history—her 
mother died of breast cancer and her sister 
was also diagnosed—Scudieri knew she had 
to fight this disease. She designated ICON 
Cure Spray, the brand’s top-selling product, 
as her cause product, donating over half a 
million dollars to cancer research since. 

Ten percent of proceeds from sales of the  

of the CURE line purchased at the ICON 
salon in Los Angeles and on 
www.iconathome.com throughout October 
were donated directly the UCLA Jonsson 
Cancer Center Foundation. During October, 
the Cure line was also 30% off with the 
purchase of all three products. Visit 
www.iconathome.com. 

 
Massage Envy Franchising, LLC, which 
provides massage and skincare services, 
and the GlamourGals Foundation, a 
501(c)(3) nonprofit dedicated to reducing 
elder isolation through intergenerational 
relationships, announced that Massage 
Envy will support GlamourGals’ My Dear 
Friend initiative by donating $1.00 to 
GlamourGals for every My Dear Friend 
note sent to a senior this holiday season, 
up to $15,000. Massage Envy franchisees and 
employees will also participate in 
GlamourGals’ note-writing initiative, sending 
holiday greetings to seniors living in care. 

Rachel Doyle founded 
GlamourGals in 2000 as a junior in 
high school in honor of her 
grandmother, who had recently 
passed away. She created a program 
that fosters connections between 
teens and seniors through 
conversation and GlamourGals’ 
signature programming of 
complimentary beauty makeovers. 
Over the pandemic, the program 
expanded to note-writing, inviting 
volunteers of all ages and reaching 
tens of thousands of seniors. 

“Each hand-written note captures 
the thoughtful intention of the 
GlamourGals experience and serves 
as a reminder to a senior that we are 
thinking of them,” says Doyle, 
founder and CEO of GlamourGals. 
“We are delighted to have the 
support of Massage Envy to help us 
reach thousands of isolated seniors 
this holiday season.” 

Massage Envy is focusing its 
support on the holidays through 
Dec. 31, 2022, and will leverage its 

network of 1,100 independently owned and 
operated franchises for grassroots 
involvement in the campaign.  

“It is a disheartening reality that so many 
seniors living in care facilities don’t receive 
visitors, and the holiday season can certainly 
amplify the loneliness that these seniors 
experience,” says Beth Stiller, CEO, Massage 
Envy Franchising. “Massage Envy’s primary 
focus is helping people to feel better, and I’m 
grateful to our franchise owners for joining 
together to help brighten the holidays for the 
senior community that the GlamourGals 
organization serves.” 

Anyone can take part in the program. 
Participants write short, kind notes and then 
request a senior home address on the 
GlamourGals website. They can also invite 
senior homes to join the network and receive 
notes. Go to glamourgals.org/MDF.  

To learn more, visit 
www.massageenvy.com and 
www.glamourgals.org.  

News cont. on page 34

ICON’s Chiara Scudieri donates funds from her Cure for the 
Cause Collection to the UCLA Jonsson Cancer Center 

Foundation for breast cancer research. Her mother died from 
the disease and both she and her sister were diagnosed.
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The 2023 International Spa Association 
Conference Power Session keynotes will 
feature intentional-living aficionado Neil 
Pasricha, collaboration expert Erica 
Dhawan and mental health advocate Ben 
Nemtin. As an inspirational event for spa 
professionals, the annual Conference will 
bring together a diverse blend of voices and 
creative energy to form a one-of-a-kind 
experience that will help ISPA members and 
their businesses thrive. Registration is now 
open and spa industry professionals can lock 
in early bird registration rates for the event, 
which will take place May 9-11 at Mandalay 
Bay in Las Vegas. 

Pasricha is an intentional-living expert 
whose current work focuses on gratitude, 

happiness, failure, 
resilience, 
connection and 
trust. He is the 
author of nine 
books and journals, 
including The 
Book of 
Awesome. His 
“The 3 A’s of 
Awesome” TED 
Talk is ranked as 
one of the “Ten 

Most Inspiring” of all time. Neil will help 
attendees dive deep into the waters of 
building trust and inspiring everyone in the 
audience find the inner awesomeness in both 
themselves and their teams.     

Day two features Dhawan, who has 
studied human innovation and collaboration 
for more than 15 years and published two 
best-selling books, including a must-read for 
leaders, Get Big Things Done. Dhawan will 
help time-starved leaders understand how to 

sharpen their connectional intelligence skills 
to become super-connectors who will 

accelerate 
innovation and 
break down silos 
to keep teams 
aligned, motivated 
and accountable.   

On day three, 
Nemtin, a mental 
health advocate 
who believes that 
all humans have 
ups and downs, 

will share his powerful story and the journey 
of “The Buried Life” initiative, which grew 
from making 100 impossible dreams possible 
into a global movement. Attendees will leave 

with a heartfelt 
understanding of 
his “5 Steps to 
Make the 
Impossible 
Possible.” His 
remarkable 
humanitarian 
efforts will also 
be recognized 
when he receives 
the 2023 ISPA 
Alex Szekeley 

Humanitarian Award. Visit 
www.attendISPA.com. 

 
The 26th edition of Beautyworld Middle 
East in Dubai concluded on a high note 
with a strong international presence from 
66 exhibiting countries and 27 
international country pavilions. The three-
day event engaged over 50,000 visitors from 
140 countries with a full itinerary of events, 
from a keynote interview with Jo Malone 
CBE at the Next in Beauty conference and 
live demonstrations at Front Row by Nazih 
Group, to the Mounir Master Class, 
fragrance interpretations at Signature Scent, 
an exclusive platform of niche fragrance, and 
much more. Next year’s event will take place 
Oct. 30-Nov. 1, 2023. Visit 
http://bit.ly/3Hy9rQB.  

Cosmoprof Worldwide Bologna returns to 
Bologna Italy on March 16-20, 2023. The 
event is one of the most awaited events for 
beauty professionals from more than 190 
countries who attend to discover trends, 
innovations and technologies. The 2022 
edition hosted 220,057 attendees from more 
than 140 countries and over 2,700 exhibiting 
companies from 70 countries. The event 
features several shows within a show. 

• During Cosmo Hair, Nail & Beauty 
Salon, key companies, including Alfaparf, 
Baldan Group, Bioline, Babyliss Pro, 
Davines, Gamma, Kinetics Nail Systems 
Ltd., Parlux and Rolland, from the beauty 
salon, hair and nail sectors, will present their 
products to distributors, owners of beauty 
salons, beauty professionals, hairdressers and 
nail technicians looking for new treatments. 
The exhibition offer will be accompanied by 
a calendar of exclusive insights on 
professional distribution with Cosmo 
Onstage sessions. Trends, new products and 
new ways of interacting among brands, 
beauty operators and consumers will be 
some of the topics on the agenda.  

• CosmoPack 2023 will feature exhibitors 
like Ancorotti Cosmetics, Berlin, 
B.KolorMakeup & Skincare, Chromavis, 
Cosmax, Fiabila, Geka, HCT, Intercos, 
Lumson, Schwan Cosmetics and Toly. The 
show presents the entire cosmetic supply 
chain from formulation to packaging, and 
machinery to automation, plus solutions for 
industries from contract manufacturing to 
private labels. For the 2023 edition, 
Cosmopack will pay particular attention to 
the ingredients and raw materials sector, 
encouraging interaction among suppliers of 
active ingredients, R&D managers and 
contract manufacturers.  

• Raw materials and ingredients will also 
be one of the elements of the Cosmopack 
Factory 2023. The initiative will highlight the 
importance of track and trace technologies 
in beauty. The Factory will represent all 
production phases, from the choice and 
processing of raw materials to distribution to 
the consumer, analyzing the various 
connections of the supply chain. 

News cont. from page 33
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• Cosmo Perfumery & Cosmetics will 
represent the multichannel evolution of the 
sector and its adaptability to new purchasing 
and consumption habits. FenaPro, the Italian 
association of perfumeries and European 
Federation of Perfumers will attend. The two 
associations will promote the interaction 
between brands and perfumeries to adapt 
the offer in-store to new consumption 
habits. 

• World Massage Meeting 2023 will offer 
a highly professional training course. 

• For hairdressers, ON HAIR will present 
creative and surprising performances of 
internationally renowned artistic teams and 
hairstylists. 

• The Cosmoprof & Cosmopack Awards, 
organized in partnership with the trend 
agency BEAUTYSTREAMS, will be presented 
at an exclusive gala on March 17, dedicated to 
exhibitors, delegations of top buyers from all 
over the world, the press and influencers 
invited to Bologna.  

• BEAUTYSTREAMS will present 
COSMOVISION, a vision of the future of the 
beauty industry. On the same occasion 
COSMOTRENDS, the report created by 
BEAUTYSTREAMS, will tell the beauty trends 
through the analysis of products chosen 
among the Cosmoprof exhibitors. 

• Trends, innovation and new technologies 
are the key words of CosmoTalks, the 
sessions entertaining beauty stakeholders. 
Speakers of international prestige will share 
suggestions, inspirations and experiences, 
giving the audience access to updates and 
new inspirations. Visit www.cosmoprof.com. 

Janine Jarman’s Curl Cult vegan protein 
permanent texture service is now available 
at select JCPenney Salons. Visit 
www.curlcult.com. 

From Italian stylist Rossano Ferretti comes 
HairStyle: The Talent Show, a new 
television show during which top hair 
professionals face challenges to be named 
the best in the nation and win a prize 
package that includes keys to their own 
custom hair salon, a prize worth $150,000. 
Casting is now open for shows in Spain, 
Brazil, Mexico, Italy and the United States. To 
apply, hairdressers can visit www.hairstyle-
thetalentshow.com/castingUSA  

Having built an empire of more than 20 
Rossano Ferretti Hairspas at luxury hotel 
destinations around the globe and products 
founded in his commitment to natural, 
authentic beauty, Ferretti will share his 
extensive knowledge and talent when 
mentoring and judging HairStyle contestants. 
He will be joined by a renowned stylist and a 
guest celebrity for each episode. 

The contestants must demonstrate their 
talent, skill, technique and creativity by facing 
tests and challenges.  

Sponsors include Alfaparf Milano 
Professional, Great Lengths and Gama Italy 
Professional. The show will air in fall 2023. 
Visit @HairStyleTVShow on social media for 
more information. 

Shine Iberia has a diverse catalogue of 
entertainment programs, such as MasterChef, 
MasterChef Celebrity and more. Shine Iberia 
is part of Banijay Group. 

 
L’Oréal  USA will open a Research & 
Innovation Center in Clark, NJ, replacing 
its existing facilities that it has occupied in 
the area for more than six decades. The 

$140 million project represents the most 
significant investment in an R&I facility in 
the company's history. It is expected to be 
operational by 2024. The new R&I center 
will strengthen L’Oréal’s capacity to advance 
the scientific and technological research 
behind the products and services aimed at 
meeting consumers’ diverse beauty 
expectations. The R&I Center will focus on 
beauty innovations across the spectrum of 
the hair, skin and makeup categories while 
pioneering research through strategic 
scientific fields, such as Green Sciences and 
Beauty Tech.    

“This historic investment in our new 
Research & Innovation Center is an important 
milestone for L’Oréal USA, as we continue to 
put science at the heart of all that we do to 
serve our American consumers with more 
innovative, inclusive, and sustainable beauty 
products,” says David Greenberg, president & 
CEO of L'Oréal USA. “New Jersey has served 
as our scientific hub here in the U.S. for over 
six decades, and we are excited to expand 
our footprint in the state and bring all our 
scientific teams together in a beautiful and 
modern new research facility.” 

Reinforcing  the company's L’Oréal for the 
Future sustainability commitment, the new 
R&I Center will be designed to the highest 
sustainability standards by reducing energy 
use, resource consumption and waste 
production while developing multi-purpose 
indoor and outdoor green space to support 
the area’s ecology and biodiversity. 

The new R&I Center is expected to be 
fully operational in 2024. 

L’Oréal’s nearly 250,000 square-foot R&I Center will bring together more than 550 employees 
across all areas of the company's North America Research & Innovation Division, from 
Advanced Research to Evaluation and Product Development, under one roof.



Madison Reed has opened its 
75th Hair Color Bar. The 
milestone opening comes at the 
end of an exceptional period of 
growth for the company, which 
spent 2022 focusing on expanding 
their omnichannel presence in 
strategic markets. Madison Reed 
ends the year with 80 Hair Color 
Bars and 800 new colorists. Visit 
www.madison-reed.com/colorbar. 

 
Johnny Wright, Celebrity 
Hairstylist to 
clients like 
Former First 
Lady Michelle 
Obama and 
Tamron Hall, has 
authored 
Natural & Curly 
Hair for 
Dummies. This 
book empowers 
readers on their 
natural and curly 
hair journeys by 
taking them through the biology 

basics of 
natural and 
curly hair, 
sharing 
Wright's 
favorite 
personal 
product 
recom-
mendations 
and 
providing 
insider pro 
tips for protecting and maintaining 
healthy hair. Wright's book is part 
instruction manual, part style 
maven and part life guide that 
centers the curly and natural hair 
community in the spotlight. 

“Beauty is really about 
reflecting our 
power in all 
aspects of 
ourselves, 
including our hair, 
without hiding or 
feeling shame,” 
says Wright. “I am 
here to help 
people embrace 
their natural 
beauty in all its 
glory and build 
our community 

up.” Visit www.johnny-wright.com. 

Finding yourself facing burnout? 
You’re not alone, says Johnny C. 
Taylor, Jr., president and CEO of 
the Society for Human Resource 
Management and author of, 
“Reset: A Leader’s Guide to 
Work in an Age of Upheaval.” He 
says that lifestyle changes, like 
getting a good night’s sleep, eating 
well and exercising regularly, can 
help. Other suggestions: 

• Take regular breaks. 
• Set start and end times for 

your workday. 
• Take time off, when possible. 
• Declutter and organize your 

workspace. 
• Say no when you can. 
• Journal and/or meditate.  
Visit www.johnnyctaylorjr.com. 
 

Do you cringe at the mention of 
TikTok? Love it for cat videos, 
dancing and recipes? Well, listen 
up: TikTok is quickly becoming 
Gen Z’s new search engine. Why? 
They believe the reviews are more 
authentic. In fact, a Google-
commissioned study of U.S. users 
ages 18 to 24 found that nearly 
40% use TIkTok or Instagram to 
search online. The bottom line: 
Pay attention to this channel. Even 
if your brand isn’t there officially, 
your products probably are. 
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With almost 50,000 runners 
participating in the 2022 NYC 
Marathon this year, imagine how 
surprised Olivia Garden’s Anne 
Maza and Gerry Udell Inc.’s Gerry 
Udell were to run into each other 
at the start! They both had a 
wonderful experience, completing 
their first NYC Marathon. Gerry 
Udell, Inc. represents Olivia 
Garden in the Northeast territory. 
Congrats to both!  

Johnny Wright


