
s the economy 
continues to recover 

from the impact of 
COVID-19, the merger and 
acquisition activity in pro 
beauty is heating up. This 
issue, we report on the 

acquisitions of amika, Eva NYC, Bellami, 
Briogeo and Curlsmith. Other companies 
like Living Proof and P2 Science, and many 
industry software companies, are forming 
strategic partnerships for mutual benefit. 

Salon retailing is again a hot topic. With 
sales in the low single digits, creative pros are 
innovating new ways to bring those dollars 
back to salons.  

Finally, our industry trade shows are back. 
Last week, we sent you our updated 2022-
2023 Show Calendar. In this issue, we report 
on IBS/IECSC New York. We’re also putting 
the final touches on our Annual Cosmoprof 
North America Preview. Are you attending 
or exhibiting this year? If so, I look forward to 
seeing you in Las Vegas! 

Warmest regards, 

by Jayne Morehouse 
CEO, Beauty Industry Report
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Culture is marketing: 
What your people say matters 
 
By Josh Hafetz 

aving embarked on the task of crafting a 
new brand in Ethos Beauty Partners, an 

important principle has come to the forefront 
for us: An organization’s people communicate 
more about its brand than any “marketing” the 
organization can do. No matter how fancy 
the furnishings, how cool the logo or how 
slick the tagline is, the experiences clients and 
team members have with our people is what 
sticks the most. In other words, our culture is 
what truly brands our business.  

To some people in an organization, culture 
can seem like a superfluous concept that just 
wastes time and energy. They could not be 
more wrong. It’s truly how our clients see us 
and experience us—through our people. For 
salons (and most other service businesses), 
where the service providers are the product 
themselves in many ways, this principle is 
even more important. Get the culture right, 
and everything else will follow. However, 
there is no amount of strategy and great 
systems that can overcome the negative 
branding that a lousy culture communicates 
to the outside world. What’s worse, it self-
perpetuates, because a lousy culture weeds 
out your good people over time, thereby 
continuing the negative culture and branding. 

For brands, the client interaction isn’t 
always so direct, but culture still matters. First 
and foremost, your brand will ultimately 
radiate the collective character of the team 
you build. It will also determine the type of 
people you attract and keep. Additionally, 
countless brands leverage their persona via 
their social media and marketing channels, 
which is truly an extension of their culture. 
Consider Sara Blakely of Spanx as an example. 
Her influence on the culture of the 
organization both internally and with 
consumers is profound.  

H

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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New from Ulta Beauty, UB Media is a 
retail media network that offers brands 
addressable advertising, leveraging its 
Ultamate Rewards members, the biggest 
community of beauty enthusiasts in the 
industry. This new capability will allow 
brand partners to personalize consumer 
engagement, drive growth and fuel 
measurable returns. 

“UB Media harnesses the power of our  
first-party data from our 37 million loyal 
members to transform the way our brand 
partners can connect with beauty lovers,” 
says Brent Rosso, vice president, UB Media. 
“Our new offering reinforces our ability to 
engage guests where, when and how they 
want to connect, with hyper-focused 
advertising efforts in a dynamic ecosystem.” 

Ulta Beauty recognizes that retail media 
networks are increasingly critical within the 
modern marketing mix and for retailers, a 
valuable opportunity to strengthen brand 
partnerships. UB Media builds upon the 
company’s existing Digital Marketing Partner 
Program to provide more impactful 
opportunities to leverage its Ultamate 
Rewards program to create more iterative 
opportunities within the ever-evolving 
omnichannel environment. 

The network offers advertising access via 
offsite display, videos, social and influencer, 
as well as onsite sponsored products, plus 
new onsite display inventory on Ulta Beauty-
owned properties. New formats will be 
added to these ad inventory experiences 
and value-added services in the future. 

The goal is to make the creative process 
easier for brand partners, to reduce turnover 
time and deliver more agility and quicker 
speed to market. Additionally, brand partners 
using UB Media will have access to closed-
loop campaign level reporting, including 
audience and creative insights. Visit 
ulta.com/ubmedia. 

BIR friend Ian Murphy, president of Bosley 
MD, recently called to introduce me to 
someone he nicknamed, “The man who 
will save salon retail.” Imagine my surprise 
to learn that Ian was referring to Ron 
Razeggi. I worked with Ron about 10 years 
ago on a high-tech tool brand called Create 
Ion, and was delighted to reconnect. 

Ron is founder and president of Epeexx, 
Inc., which 
markets the 
Epeexx Digital 
In-Salon Retail 
Display System. 
Designed to bring 
lost retail dollars 
back into the 
salon and the 
professional 

beauty channel as 
a whole, this new full-service captive touch 
screen monitor has the functionality to 
display, sell, advertise and educate 
consumers on various professional haircare 
and skincare product lines and home-care 
treatments. This 43- to 75-inch (depending 
on space) monitor hangs on the salon wall 
and features a touch screen that clients can 
shop for their professional products. They 
and their stylist find the products the client 
needs, touch the screen to view features, 
benefits and how-tos and place their order. 
Then, the regional distributor ships the 
products directly to their home. If a client 
re-orders the same product, Epeexx 

Closer to home, think about how brands’ 
education teams differ based on each brand’s 
culture. Whether those differences are 
intentional or by accident, they make a huge 
impact on how customers interact with the 
brand. 

My favorite example is Frank, the 
bartender, who works at my local pub. He 
knows everyone’s name and treats you like a 
friend. He epitomizes the neighborhood bar 
experience and is a major reason that people 
love going there. Frank is as much a part of 
the brand as the restaurant’s name or menu. In 
other words, the culture of this pub’s people 
matters more than the marketing in shaping 
the brand in the mind of customers. 

In short, culture is the single most 
important determinant in an organization’s 
success. While it’s the role of leadership to 
create this focus, it takes every member of 

the organization to live 
this culture every day, 
thereby exposing clients 
to your amazing brand 
with each experience. 

Just as we at Ethos 
focus on our culture 
and building an amazing 
brand, perhaps it’s a 
good time for all of us 

to reflect on our culture and how we can 
improve it for our team and clients. 

______________________________ 
Josh Hafetz is co-principal of Ethos Beauty Partners, 

a distributorship that represents the merger of two 
family businesses—Art of Business and East Coast Salon 
Services. Together, they represent seven generations and 
147 years of service to salons. Reach Josh at 
jhafetz@ethosbeauty.com. Visit www.ethosbeauty.com.

Guest column cont. from page 1

BIR invites you to give us your take on a relevant 
topic as a Guest Columnist. For consideration, send 
your thoughts in 475 words, plus a one-paragraph bio 
and your headshot to liz@bironline.com. We will edit 
your column for style and space. 
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Ron Razeggi

A client interacts with the Epeexx Digital      
In-Salon Retail Display.



automatically sends an invitation to join the 
subscription service for that product at a 
percentage off. Profits are then distributed 
automatically and electronically to the 
stylist, salon, distributor and manufacturer. 

Even better? The system is completely 
free to the salon. Epeexx is paid via a 20% 
commission. 

“Retailing is the hottest topic in the 
professional channel, because of the 
challenges that were exacerbated by the 
COVID-19 closures, when salons lost most of 
their remaining retail business to online 
merchants,” explains Ron. “The Epeexx Digital 
Display System brings that lost income back 
to the salon channel, benefiting the client, 
service provider, salon, distributor, 
manufacturer and the industry as a whole. 
What’s even better is that salons and stylists 
can earn profits without investing a penny!” 

Other benefits: 
• The digital display takes up minimal 

space, so it’s a perfect retail solution for 
suites that don’t have the space for inventory. 

• Clients can order the products they 
need and their service providers recommend 
at the touch of a button. The products arrive 
at their home the next day. 

• Clients and stylists are assured they’re 
receiving authentic product—a concern 
when ordering online—and the manufacturer 
can feel confident that their brand integrity is 
maintained without counterfeiting or 
tampering. 

• Finally, the industry benefits because 
lost dollars return to the professional 
channel. 

“We are working with both manufacturers 
and distributors, and the onboarding process  
is very easy,” explains Ron. “You provide your 
SKUs on our Excel form, along with  pictures 
and/or videos of your products. Our IT 
group will put them up on the ‘digital shelf.’ 
In most cases, we can do a life-size and a 
360-degree image of the product, so the 
client can see the product in a very realistic 
manner. Epeexx will then work with the line 
to update inventory and promotions.” Reach 
Ron at 805-405-7139 or ron.r@epeexx.com 
and visit www.epeexx.com. 

John Phillip’s Tru Beauty Concepts 
has been named the U.S. Master 
Distributor for Swiss-made 
professional tool brand Valera. 
The line is now available to high-
end distributors and serious hair 
stylists who want top-quality 
professional tools that offer a high 
level of performance and reliability, 
and distribution to the professional-only 
channel. 

“Swiss brands are known for their 
incredible quality,” says John. “Consider Rolex 

or Swiss Army Knife. I received a Swiss Army 
Knife as a gift when I was 22 years old. It still 
looks the same as the day I received it.  

“The best way to retail tools is for stylists 
to use them in the salon, and Valera tools are 
up to the challenge all day long. The 
company was looking for a business partner 
to create a success story in 
the marketplace. That’s 
what we’re all about 
with our brands.” 

When it comes to professional 
tools, Valera offers about 20 skus. The 
Valera Color Pro Light 3000 (salon 
price/$189.00, MSRP/ $289.00), which 
weighs in at 1.04 pounds without the 
cord, protects haircolor as the hair is 
dried. The Color Boost System combines fast 
drying, optimum temperature and strong air 
flow created by the Delta-Drive motor. 
Millions of negative ions prevent static build-
up and ensure hair isn’t over dried. It’s 
ultra-silent and has six air flow/temporary 
settings plus a cool shot button. The result is 
shiny, radiant colored hair. 

The Valera Dynamic Pro 4200 hair dryer 
(salon price/$299.00, MSRP/$399.00) offers 
super-fast drying, thanks to its digital 
brushless motor and creative styling options 

at just 1.06 pounds without the cord. 
Ultra-silent, it features an ion 
generator, two ultra-slim concentrator 
nozzles (the Touch Me cool nozzle 
and a standard nozzle), a removable 
metallic filter, six air flow/ 
temperature settings and a cold air 
shot button. A curl diffuser is also 
included. 

“I want to bring retail back to the 
stylist and build equity in the 
distributor and salon,” explains John, a 

second-generation distributor. “I want them 
to know that they will not find Valera tools 
at Costco or off-price online sites, and we 
will not try to undersell them. The first thing 
I did when taking over the distribution was to 
take control of the pricing and raise the MAP 
pricing $100 over salon. I also terminated 

about 75 distributors who were selling 
all over the place. Now, the only way 
to purchase at salon pricing is if you 
have a cosmetology license. I want 

distributors and stylists alike to know 
that we are serious about supporting them.” 

Valera tools are also available on 
SalonInteractive at full price, so salons can 
retail them to their clients without needing 
to invest in investory up front. 

“Coming out of COVID-19, stylists are re-
investing in quality, professional tools,” 
concludes John. “I believe that Valera is that 
solution.”  

Reach John at 
johnp@trubeautyconcepts.com. For more 
information, visit www.valera.com and 
www.trubeautyconcepts.com.  

News cont. on page  4
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Here’s a new product that almost every 
beauty professional needs for their 
personal use and to retail to their clients. 
Total Beauty Resource introduces Protect 
& Shine Tattoo Balm and Aftercare, the 
first product from the new Inked Glow 
Body Art Protection brand.  

In the United States, 96.8 million people 
have a tattoo. Now is the time for the salons 
and barbershops to expand their retail 

revenue and expand their 
business in 
this new 
category. 
After learning 
that 4 out of 
10 Americans 
have one or 
more tattoos 
and 76% of 
people in the 
beauty industry 
have three or 
more tattoos, 

Shauky Gulamani, co-founder, president and 
CEO, and Shadab Khan, co-founder and vice 
president, knew there was a need for a 
product to maintain their ink. Inked Glow 
Tattoo Balm was born! 

This high-performance product helps to 
accelerate the healing process of new 
tattoos and rejuvenate, enhance and protect 
existing tattoos from fading, resulting in bold 
vibrant results. Infused with shea butter, 
organic aloe vera, lavender, hemp seed oil, 
green tea and passionflower, the formula is 
100% vegan, cruelty- and gluten-free and 
made in the USA.  

“We are committed to engineering every 
detail,” says Shauky. “For example, the Protect 
& Shine Tattoo Balm & After Care dispensing 
system is in a tube, making the application 
much more hygienic. 

For retail opportunities and additional 
information about this new opportunity, visit 
www.inkedglow.com or contact 
info@totalbeautyresource.com. 

 
 
 

The recent Earth Day brought the 
conversation about sustainability and eco-
initiatives front and center. 
 
“As a brand, Olivia Garden recognizes the 
urgent need for companies to invest and 
believe in sustainable practices,” says Anne 
Maza, co-owner and vice president of sales 
and marketing. “In an effort to be more 
transparent, and to set an example for other 
brands in the hair and beauty industry, we're 
committed to a 5-year plan to reduce our 
carbon footprint.” Initiatives include: 

• Sharing Eco Updates on the steps the 
brand is taking to reduce its carbon footprint. 

• Reducing waste in packaging by 
switching to recycled materials. All displays 
have switched to 100% recycled plastic or 
cardboard for limited editions. 

• Packaging brushes in bags made of 100% 
recycled plastic. 

• Investing in R&D of sustainable products 
made of recycled, post-consumer materials. 

• Fully powering our U.S. headquarters 
with solar energy, thanks to solar panels 
installed in 2016. 

• Launched in March, the Olivia Garden 
Opal Brush Collection (below) features a 
brush handle made with 100% recycled 

plastic. 
• Olivia 

Garden's 
EcoHair 
Collection 
uses a 
proprietary 
bamboo 
technology, a 
100% natural 
renewable 

resource, unlike wood, that preserves natural 
forests and surrounding ecosystems. 

• Olivia Garden's Brush Cleaner, which 
helps extend your brush's life by keeping it 
clean, is now made of 100% recycled plastic 
(to be released later this year). 

More new products and changes to 
existing products will be announced later this 
year. Reach Anne at amaza@oliviagarden.com 
and visit www.oliviagarden.com. 

In line with Earth Day 2022’s challenge to 
“Invest in Our Planet,” amika announces 
that the brand is officially Climate Neutral 
Certified. Amika joins the growing 
movement of brands achieving the Climate 
Neutral Certified standard by measuring its 
2021 greenhouse gas emissions, purchasing 
eligible verified carbon credits to offset that 
footprint and implementing plans to reduce 
emissions. Climate Neutral Certified is a 
consumer label carried by brands that have 
chosen to be accountable for the 
greenhouse gas emissions generated in the 
production, operations and shipping of their 
goods and services.      

“Amika is committed to progressing the 
beauty industry to have a positive impact. 
Our sustainability strategy is anchored by our 
ultimate milestone of  Net Zero by 2030. We 
believe Net Zero is the best way we can 
tackle climate change, and what we do in the 
next decade to limit emissions will be critical 
to the future,” shares Chelsea Riggs, amika 
brand president. “By becoming Climate 
Neutral, we have committed to remove 5,113 
metric tonnes of carbon dioxide equivalent 
by supporting organizations such as Tribal 
Renewable Energy, Agrocortex REDD Project 
and through reduction plans.”   

Amika has  established  additional 
initiatives in its commitment to 
environmental responsibility. In Fall 2020, the 
brand  launched a free, national recycling 
program for its haircare packaging in 
partnership with TerraCycle, the international 
recycling leader. In April-May 2022, the brand 
launched refill pouches  of its best-
selling  shampoos and conditioners, allowing 
consumers to refill their existing shampoo + 
conditioner bottles easily. These 
new  pouches will work to  lower carbon 
emissions by 98.4%,  compared to traditional, 
virgin plastic bottles (when used for 1 year, 
compared to the brand's traditional HDPE 
packaging).   

Amika will announce additional 
sustainability initiatives throughout 2022 and 
beyond. For more information, visit 
www.climateneutral.org and 
www.loveamika.com.   

News cont. from page 3
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apsum, a contract manufacturer featuring 
scientific artisans who create skincare, 

haircare and makeup products, recently 
unveiled their first fully sustainable, solar-
powered, LEED silver-certified production site 
in North America in Austin, TX.  

The VIP grand opening featured an open 
house and panel discussion with Sébastien 
Bardon, Capsum founder & CEO; Caroline 
Hadfield, president of Rose Inc.; Janna 
Ronert, founder and CEO of Image Skincare; 
Iva Teixeira, founder and CEO of The Good 
Face Project; and Ami Rubinstein, deputy 
CEO of Sulapac. The panel highlighted the 
science of microfluidics and the future of 
sustainability in beauty from plants to 
consumer experience and packaging end of 
life, to what the anti-aging cream will look like 
in 10 years.  

Capsum embraces a farm-to-face concept 
with active ingredients grown and extracted 
on-site in a controlled, pesticide-free 
environment, using indoor precision farming. 
These new concepts were previewed during 
the event. Other highlights included a 
microfluidic pop-up lab presented by the 
heads of R&D of the skincare, haircare and 
makeup departments; a beauty station to test 
the latest prospective textures; and a refill 
station to envision loose cosmetics to reduce 
the waste of packaging and create a unique 
customer experience in store.  

More than a buzz-word, sustainability has 
become an expectation for consumers and 
manufacturers. As natural, plant-
based and plastic-free 
innovations become inherent for 
the educated cosmetics buyer, 
Capsum provides beauty brands 
with a new way to operate more 
sustainably.  

Capsum uses microfluidics to 
manipulate water and oil through 
small tubes to design original 
cosmetics, drop by drop. Thus, 
they create differentiated 
cosmetics that are highly 

customized, visually impactful and uniquely 
sensory to bring to life powerful storytelling 
and product experiences. Polysensory, the 
microfluidic textures offer an attractive visual 
and a unique touch, a highly specific sensory 
signature that makes Capsum’s cocreations 
stand out, as expressed by their motto, “We 
hack beauty.”  

Up until this year, all production took place 
at Capsum’s historic lab site in Marseille, in the 
south of France. To keep up the pace and tap 
further into the U.S. market, while limiting the 
carbon footprint linked to overseas transport, 
Capsum opened their dream plant in Austin, , 
TX, solely to serve the U.S. market. 

“We hack beauty by creating emotional 
products while limiting our environmental 
impact,” says Sébastien Bardon. “The Austin 
plant is one of the first LEED-certified 
buildings in beauty manufacturing. It’s, 
powered by solar energy, touts no hydric 
stress via our very own Solar Water, and all 
beauty products created at the site are locally 
and sustainably made in the USA,.” 

The energy- and resource-efficient, 
126,000-square-foot site will aid in limiting 
energy consumption. Thanks to solar energy, 
produced by the 3,570 solar panels on the 
plant’s roof, the site’s energy is almost fully 
balanced, allowing for an annual estimated 
energy production equivalent to 2 GWh (the 
consumption of 200 U.S. households). The  
site is fully equipped with low-energy LED 
lighting to reduce energy consumption, as well 
as improve employees’ work conditions and 
comfort. LED lights have longer life spans, 
better efficiency, lower energy consumption, 
lower heat emission and require less 
maintenance. 

To avoid hydric stress, the site offers a 360-
degree approach to water management 
through an untouched, naturally salted water 
source, ecological water ponds to filter and 
recycle rainwater and with the use of 
reclaimed water from the city of Austin to 
irrigate the vegetation surrounding the plant. 
The site is centrally located in the United 
States to serve East and West Coast 
customers. It is also situated close to the 
airport, limiting carbon dioxide emissions 
caused by transportation. With local 
production offered at the site, the Capsum 
Research & Development team favors cleaner 
formulas and more sustainable packaging 
choices to help brands create eco-designed 
products. Indeed, their latest body care  
collection was composed of compostable jars, 
developed in collaboration with Sulapac. 

Capsum’s Austin site marries 
the French savoir-faire and 
creativity honed at their lab in 
France with American passion 
and fervor. A home away from 
home for 200-250 employees 
and with a production capacity 
of 40 million units a year, 
(compared to the 15 million 
units in Marseille), the future is 
bright and clean for Capsum in 
North America. Visit 
www.capsum.net.

Capsum opens fully sustainable U.S. production site in Texas

C

from left: David Weitz, Sébastien Bardon and 
Jérome Bilbette.
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IBS/IECSC returns to New York City
fter a three-year hiatus  due to 
COVID-19, Questex’s 

International Beauty Show New 
York  (IBS New York) 
and  International Esthetics, 
Cosmetics & Spa Conference New 
York  (IECSC New York)  made 
a  triumphant return to the Javits 
Center with three jam-packed days 
of the best in beauty and 
spa.  Twenty thousand 
professionals attended to 
experience the in-person 
education, face-to-face networking 
and excitement that can only be 
found at these two iconic industry 
events. 

Over 400 exhibitors  showcased 
their newest products and services, 
the latest techniques and 
invaluable in-booth 
demonstrations by some of the 
top artists in the industry. 

Exhibitors  at IBS New York 
2022  included  Agadir,  amika, 
Andis, Blackpants, Brazilian 
Blowout, CHI by Farouk, Daisy 
Nail, DNA Hair Tools, Gelish and 
Morgan Taylor, Hattori Hanzo 
Shears,  Johnny B Haircare, 
Kanar, LeChat Nails, Olaplex, 
Pibbs, Truss, Turbo 
Power  and  many more! 

IBS NY  attendees had the 
opportunity to participate in over 
80 classes and hands-on 
workshops covering trendsetting 
techniques and education in key 
categories, including hair, nails, 
brows, men's grooming, business, 
marketing and more.   

The  IBS New York Main 
Stage  featured  exciting 
performances by some of the biggest names 
in the industry showcasing their incredible 
artistry and expertise. 

Exhibitors at the co-located IECSC New 
York 2022 included Celluma, Circadia, 

Eminence Organic Skin Care, Equipro, 
Esthemax, Estitique, FarmHouse Fresh, 
Germaine de Capuccini, HydraFacial, 
Italwax, Minkys, LightStim, PCA 
Skin,  ProCell Therapies,  Repechage, Syr 

Skincare for Men Only, Sothys  and many 
more! 

IECSC NY  attendees  had access to 
product-focused education hosted by top 
exhibitors and industry leaders, covering 

A
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Farouk and Chi were front and center at IBS with awe-inspiring education and breakthrough technology. They 
featured a stage with non-stop education (left) and introduced the LG CHI Color Master Factory to New York 
City salons and beauty professionals. LG CHI Color Master Factory lets colorists create any custom hair color 

with just a few clicks. Plus, it gathers data in real time to identify trends and forecast inventory all in one 
easy-to-understand system. Attendees were also able to experience Farouk Systems’ products under the CHI 

Haircare, BioSilk, Beyond Glow Skincare and CHI Footwear brands.  
“After a two-year hiatus, CHI is thrilled to be back at IBS New York to help support all of our hairdressers and 
make our industry stronger than ever,” says Lisa Marie Garcia, president of innovation at Farouk Systems, Inc. 

left: Candy Shaw, aka The Balay Lama and founder of Sunlights Balayage, demos new lightening techniques. 
right: Stylists flocked to the first hands-on classes in several years.



topics such as anti-aging, light therapy, 
cannabis treatments, cosmetic lasers, business 
management and more. 

“It was wonderful to be back in NYC and 
to witness first-hand the passion and 
creativity that are such integral parts of the 
professional beauty industry,” says Liz 
Hitchcock,  event director for IBS and IECSC. 
“The attendees’ excitement and pure joy were 
palpable. Our community thrives on 
connection, and the Shows provided the 
opportunity to re-engage after three long 
years apart.”   

As always, attendees had the opportunity 

to shop for products for their salons, spas and 
barbershops—as well as stock up on their 
personal essentials and favorites—at 
professional-only pricing and to network 
with industry leaders, salon owners, educators 
and VIPs. The 3-day show also provided the 
opportunity for working professionals and 
future professionals alike to see, touch and 
try all of the new products that have 
launched over the past couple of years.  The 
enthusiasm surprised even the show veterans. 

Explains Marta Rubenstein Harmon, 
senior vice president, global sales & 
education, for men’s brand Reuzel, “We were 

not sure what to expect, and erred on the 
side of caution. At the end of the day, it was a 
mistake, as the attendees were excited and 
ready to spend. Our booth was crowded all 
day, and the crowds stayed to watch every 
haircut our team did. We’re looking forward to 
next year!”  

Next up, the 2022 edition of IBS Las Vegas 
is scheduled for June 25-27, 2022, at the Las 
Vegas Convention Center.  

The next IBS and IECSC New York are 
scheduled for March 5-7, 2023 at the Javits 
Center. Visit www.ibsnewyork.com and 
www.iecscnewyork.com.
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Men’s services are hot, and the education and products to delight male clients are in high demand. Luckily, the IBS floor and classrooms provided the 
knowledge and products. left: The demand for barbering education continues to grow and the Andis team is ready with demos and classes to help 
barbers earn money right away. right: The team from Reuzel is back on the road, playing at beauty shows around the world from IBS New York to 

Cosmoprof Bologna. from left: Franz Zwergel (show logistics manager), Nicolas Giberson (education & events manager), Stephanie Buckley 
(Scumbassador), Dave Hardy (Scumbassador), Marta Harmon (SVP global sales & education), RJ Hveem (U.S. sales director), Leti Martinucci (LATAM 

sales director) and Karrie Fonte (VP global education).

The team from re zo was ready to rock with cut, color and styling education.
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In celebration of Earth Month, Murad is 
partnering with TerraCycle to divert 
plastic waste from landfills while turning 
it into new recycled products. Through the 
Murad Recycling Program, the brand is 
providing customers with the opportunity to 
recycle Murad product packaging while 
earning charitable donations for non-profits. 

Participation is simple: Sign up at 
https://www.murad.com/terracycle/ or at 
https://www.terracycle.com/en-
US/brigades/murad, download your 
pre-paid shipping label and mail in your 
Murad empties. Once collected, the 
packaging is cleaned and melted into hard 
plastic that can be remolded to make new 
recycled products. Every shipment of 
packaging sent to TerraCycle also earns 
collector points that can be used for 
charitable gifts or converted to cash and 
donated to a non-profit, school or charitable 
organization of their choice. 

In addition, the company’s sustainability 
initiatives include Murad’s goal of 
transitioning to a 50% reduction in virgin 
plastic by 2025, the integration of 50% PCR 
components by 2030 and to be 100% 
recyclable by 2030. Achieving those goals 
will reduce the total amount of virgin plastic 
going in landfills by 750,000 pounds by 2025 
and 1.25 million pounds by 2030. Visit 
www.terracycle.com and www.murad.com. 

 
After a successful pilot phase, Authentic 
Beauty Concept is launching a new 
generation of its Refill Bar—a refill system 
that helps to create a more circular 
economy and offers many benefits for the 
environment, customers and salons.  

Consumers are already adopting various 
habits, including using reusable water bottles 
and coffee cups, alongside the rapid 
popularity of zero-plastic stores and 
supermarkets. The ever-growing awareness of 
the issues that single-use plastic poses has 
never been higher, and momentum is needed 
for real behavior change to take place. 

The new Refill Bar is significantly smaller, 
more compact and easier to use than its 
predecessor. With the further development 

of the 
refill 
station, 
Authentic 
Beauty 
Concept 
aims for 
even more 
hair salons 
to use the 
Refill Bar—
regardless 

of their size—in an easy and convenient way. 
The idea is simple: After an expert 

consultation, salon clients will receive their 
prescribed Authentic Beauty Concept 
product(s) in a 250-ml retail bottle made 
from 90% Post-Consumer Recycled plastic. 
The bottles also come with Forest Film labels 
(the first wood-based film label material in 
the market, certified by ISCC). Once they've 
used it, the bottle is brought back to the 
salon to be refilled and the cycle starts again. 

This service and retail approach helps to 
upgrade a salon when it comes to 
sustainability, setting it apart as the 
destination for eco-friendly, premium refill, 
while growing client loyalty and meeting the 
needs of consumers making more conscious 
lifestyle choices. Visit www.henkel.com.  

Bansk Group, a consumer-focused private 
investment firm dedicated to building 
distinctive consumer brands, has entered 
into a definitive agreement to acquire a 
majority stake in amika and Eva NYC, two 
of the fastest-growing scaled independent 
haircare brands in the U.S. Terms of the 
transaction were not disclosed. 

Founded in 2009, amika is one of the 
largest independent haircare brands in the 
U.S. Brooklyn-born and salon-raised, amika’s 
unwavering commitment to professional-

quality products has guided the 
development of a clean portfolio of haircare 
products and tools that are formulated 
following EU standards. Amika’s products 
cater to all hair types, textures and styles, 
and its brand and artistic culture are defined 
by an inclusive ethos. Later this year, amika 
will receive the Clean at Sephora seal across 
its Sephora assortment, as only the third 
professional haircare brand to qualify. 

Founded in 2012, Eva NYC is one of the 
fastest growing masstige haircare brands in 

the U.S. The brand is 
committed to delivering 
high-quality products with 
proven results at 

accessible price points, 
and is the only 
masstige brand with an 
aluminum packaging 
portfolio that is 100% 
recyclable, certified 
cruelty-free, vegan, 
non-GMO and free of 
harmful ingredients. It 
has achieved all five 
pillars of Ulta’s 
Conscious Beauty 
accreditation, as well 
as Target Zero 
accreditations, and is 
the first hair brand to 
implement a styling 

tool recycling program 
with TerraCycle. 

Both brands are Climate Neutral Certified 
and sustainably minded with cruelty-free 
products, PCR or aluminum packaging, and a 
focus on giving back to the community. In 
2022, the brands intend to achieve a              
B Corporation certification, underscoring a 
commitment to sustainability and inclusivity. 

Upon the close of the transaction, amika 
and Eva NYC will continue to operate as 
individual brands under their respective 
brand presidents, Chelsea Riggs and Jane 
Moran. In partnership with Bansk Group, the 
brands will seek to expand their reach across 
customers, channels and geographies. 

Says Chris Kelly, partner at Bansk Group, 
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“Today’s haircare consumers are increasingly 
passionate and educated about the quality 
of the haircare products they use—and how 
those products are formulated—driving 
exciting growth opportunities in prestige and 
masstige hair. Both amika and Eva NYC have 
built distinctive brands founded on proven 
efficacy, sustainability, and inclusivity, and are 
leaders in driving and celebrating innovation 
and diversity—well positioning them to 
capture this growth.” 

“We are thrilled to join forces with Bansk 
to build on our momentum and accelerate 
the reach of our mission of friend to hair, 
hairstylist, people and the planet in North 
America and international markets,” says 
Chelsea Riggs, amika brand president.  

Financo | Raymond James served as 
financial adviser and Sidley Austin LLP acted 
as legal counsel to amika and Eva NYC. 
Jefferies served as financial adviser and Davis 
Polk & Wardwell LLP acted as legal counsel 
to Bansk Group. Visit www.banskgroup.com, 
www.loveamika.com  and www.eva-nyc.com.   

 
Beauty Industry Group has acquired 
Bellami Hair, a premium brand driving 
innovation in the hair extensions and 
haircare categories. BIG will support Bellami 
as it advances its differentiated go-to-market 
strategy and grows its strong consumer 
following to build on its current momentum. 
Terms of the transaction were not disclosed. 

Co-Founders Nikki Eslami, who will 
continue to serve as an adviser, and Julius 
Salerno, CEO, started Bellami in 2012 with a 
vision to bring luxury hair extensions to 
women who want to look and feel their best.  

"We have long admired Bellami for truly 
redefining the quality, perception and 
customer engagement strategy of hair 
extensions in the growing direct-to-stylist 
category,” says Derrick Porter, CEO of Beauty 
Industry Group. “The brand has a remarkable 
runway for growth, and we look forward to 
working with the team to equip Bellami with 
the product innovation, data insights and 
analytics, performance marketing expertise 
and supply chain focus that BIG has 
cultivated through our ongoing brand-building 

efforts. Our partnership with Bellami 
represents an important step toward creating 
a complete hair solutions company.” 

Across 13 market-leading brands, BIG has 
deployed its multi-channel distribution 
network to over 165 countries. This 
transaction is supported by existing BIG 
investors, including L Catterton and HGGC. 
Bellami’s products and services will remain 
available under their existing brand as part of 
the BIG portfolio. The company will continue 
to be headquartered in Chatsworth, CA. 

Harris Williams served as exclusive 
financial adviser to Bellami Hair.  

Contact info@beautyindustrygroup.com. 
 

Wella Company has 
reached a definitive 
agreement to acquire 
Briogeo, one of the 
fastest-growing and 
largest independent 
Black-owned brands 
in the United States. 

“Briogeo's high-
growth, eco-ethical 
and natural hair care 
products complement 
our existing hair 
portfolio and 
sustainable offerings 
and will fuel our 
growth momentum in  the hair category, 
which is now the fastest growing segment in 
beauty,” says Annie Young-Scrivner, CEO of 
Wella Company.   “Briogeo has been at the 
forefront of the clean and natural hair 
revolution since the company started in 2013, 

and its rise has been nothing short of 
remarkable. Together, we'll extend our 
sustainable product offerings even more, 
expand our premium retail footprint and 
drive both commercial and social impact to 
new levels.” 

Under the leadership of founder and CEO 
Nancy Twine, Briogeo has offered clean and 
natural hair care solutions for every hair type, 
hair texture, hair need, ethnicity, background 
and person. Briogeo is an award-winning 
company, having earned the Allure Best of 
Beauty Award every year since 2018. Twine is 
recognized as one of the foremost 
entrepreneurs of a beauty start-up and has 
been awarded Entrepreneur’s 100 Women of 
Impact in 2021, the Goldman Sachs Builders 
+ Innovators Award in 2020 and the 
Cosmetic Executive Women Female 
Founder Award in 2019. 

The addition of the Briogeo portfolio 
complements Wella Company's ambitions to 
deliver more diverse products for all hair 
types, while expanding clean and green 
products across its portfolio offerings. 

“The strength of Wella Company's 
Research & Development, digital marketing 
and global operations, and their ability to 

reach 91 million hair 
and nail professionals 
and followers they 
serve and support will 
take our Briogeo 
brand to the next 
level," says Nancy. 
“This is a significant 
strategic partnership 
for both sides, and 
one that is compatible 
in ambition, 
philosophy and 
culture. In Wella 
Company we have a 
committed partner to 

help our business and our employees reach 
the next level of growth.  We're excited to 
accelerate our expansion and innovation, 
globally delighting more people in more 
geographies and through broader delivery 
channels." Visit www.wellacompany.com. 

News cont. on page 10
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Bellami Hair offers options in length, texture 
and color.
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Helen of Troy Limited (NASDAQ: HELE) 
announced that one of its subsidiaries has 
acquired Recipe Products Ltd. Founded in 
2017, the company’s Curlsmith products are a 
category leader in the rapidly 
growing market for prestige 
haircare products for all types 
of curly and wavy hair. 
Curlsmith’s curl-loving range of 
conditioners, shampoos, and 
co-washes was created in 
partnership with expert 
trichologists and stylists 
specializing in healthy hair. Its 
formulas are purposefully 
designed for the unique joys 
and challenges of all types of 
curls and textured hair. 
Products are vegan friendly and 
cruelty free, and do not use 
sulfates, parabens, silicones, 
mineral oils, phthalates or 
diethanolamine. 

The total purchase consideration, net of 
cash acquired, was $150 million in cash, 
subject to certain customary closing 
adjustments. Calendar year 2022 net sales 
revenue is expected to be $40 to $42 million. 
Curlsmith immediately becomes the most 
profitable brand in Helen of Troy’s portfolio, 
further augmenting the Beauty segment’s 
adjusted operating margin, which is already 
the highest in the Company.   

CEO Julien R. Mininberg says, “We 
believe Curlsmith is an excellent fit with 
Helen of Troy, both strategically and 
financially. This transaction advances Helen 
of Troy’s strategy to invest in businesses that 
can accelerate profitable growth in 
categories where we can add value and 
leverage our scalable operating platform. It 
aligns with a key Phase II M&A objective of 
tucking in early stage, fast growing and 
disruptive innovators to complement our 
portfolio of Leadership Brands.  

“Curlsmith expands our platform in 
prestige beauty to capitalize on the fast-
growing textured hair market. Approximately 
60% of U.S. consumers have curly or 
textured hair. Prestige textured haircare 

products are growing 10 times faster than 
products for non-textured hair, and twice as 
fast as mass-market textured hair products. 
Curlsmith is winning by empowering 

consumers with curly and textured hair to 
love the hair they have and simplify care.  

“The business more than doubled in 
size between calendar years 2020 and 
2021, and we expect it to continue to 
grow at a healthy double-digit rate. As 
our third transaction in Beauty so far in 
Phase II, Curlsmith will complement our 
Drybar, Revlon and HOT Tools brands 
by broadening our offerings to consumers 
and professionals across the good, better 
and best segments and adding more 
prestige liquids to our portfolio.  

“We see excellent upside potential for 
Curlsmith, and we expect to add 
significant value to it by capitalizing on 
our expertise in beauty and our shared 
services platform. In Beauty, we 

immediately will add capability through a 
much larger salesforce in brick-and-mortar 
and online, additional DTC capability, 
marketing, category development, appliance 
know how and an international go-to-market 
footprint. Once we complete integration 
activities, we expect to add further value to 
the business and achieve meaningful 
synergies by leveraging Helen of Troy’s global 
sourcing, distribution and back-office shared 
service capabilities.” 

Financo Raymond James acted as 
exclusive financial adviser to Curlsmith. Visit 
www.curlsmith.com. 

 
Living Proof, Inc. has teamed up with P2 
Science, a high-performance green 
chemistry ingredient company. Both 
rooted in academia and leading with 
innovation-first approaches, the duo has 
announced the establishment of a long-term 
strategic partnership. 

Living Proof's story began in 2005, when 
an unlikely combination of biotech scientists 
from MIT (Massachusetts Institute of 
Technology) and renowned hair stylists came 
together to create inventive technologies 
designed to solve real-world hair problems. 

P2 Science started in 2009 at the Center for 
Green Chemistry and Green Engineering at 
Yale University, with the vision to make green 
chemistry synonymous with performance 
by  designing, developing and bringing 
sustainable chemistry to leading value 
creators and innovators in their markets. 

Today, both brands prioritize leading with 
science with a forward-minded approach.  

Living Proof plans to introduce new 
products in early 2023 based on formulation 
technology engineered through the 
partnership. Visit www.livingproof.com and 
www.p2science.com. 

Robanda International, Inc. recently 
named Casey Braybook as their 2021 

Robanda 
Rep of the 
Year. Casey, 
a member of 
Greg 
Dawson and 
Associates, 
achieved 
80% growth 
for the year 
across all 
Robanda 
brands.  

“Casey’s 
work ethic 
and 

communication are unbelievable,” says Lori 
Leib, brand director for Robanda 
International. “He is super-thorough and an 
absolute delight to work with. We are lucky 
to have him on our team and representing 
Robanda.” 

Aside from the annual award/plaque, 
Casey received a financial award from 
Robanda. Visit www.robanda.com. 
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L’Oréal recently announced several 
appointments: 
Leslie Marino is the new president of 
L’Oréal’s Professional Products Division for 
the United States. Leslie will oversee the 
extensive portfolio of brands within the 
Division, including Biolage, Kérastase, 
L’Oréal Professionnel, L’Oréal Technique, 
Matrix, Mizani, Pulp Riot, Pureology, 
Redken and Shu Uemura Art of Hair, as 
well as the Commercial, Digital, Education 
and Business Development activities that are 

critical to drive 
business in the 
United States and 
growth worldwide. 

After 20 years in 
the L’Oréal USA 
Luxe division, Leslie 
assumed the role 
of general manager 
of Kérastase, Shu 
Uemura Art of Hair 
and essie, where 

she accelerated the 
brands to a state of growth and, ultimately, 
took the helm of Redken and Pureology.  

Prior to her new role, in July 2020, Leslie 
was appointed president of PPD American 
Brands, bringing her leadership to accelerate 
those businesses to record performances.  

Nathalie Gerschtein is the new president 
of the Consumer Products Division for the 
North America Zone, an expansion of her 
previous leadership role. Nathalie is 
responsible for accelerating growth, 
innovation and sustainable practices across 
North America’s mass market portfolio of 
brands and product categories from skincare 
and makeup to haircare and haircolor. In this 
role, she oversees a portfolio of trusted and 
iconic brands such as L’Oréal Paris, 
Maybelline New York, Garnier and NYX 
Professional Makeup, in addition to essie, 

Thayers Natural Remedies, Carol’s 
Daughter and Softsheen-Carson.  

Since being appointed president of CPD 
U.S. in March 2019, Nathalie has spearheaded 

the acceleration 
of the CPD 
division within 
L’Oréal USA, 
driving continued 
sales momentum 
and market share 
gains. The success 
is attributed to 
the motivation of 
a world-class 
team, 

maximization of 
strategic innovations and significant progress 
made in both consumer and sales activation.  

Nathalie began her 20-year career with 
L’Oréal through the company’s management 
trainee program. Two decades later, she has 
led a variety of businesses within the L’Oréal 
Group across Europe, Asia, and North 
America. She has played a pivotal role in 
transforming the beauty industry, including 
her notable contributions at L’Oréal Thailand, 
first as Consumer Products Division general 
manager and then as Country Manager and 
CEO. Under her active leadership, L’Oréal 
Thailand became the organization’s strongest 
business in South Asia. 

Susannah Greenberg is the new chief 
information 
officer for the 
Americas. 
Susannah will 
serve as a 
member of 
L’Oréal USA’s 
Management 
Committee and a 
member of the 
Global IT 
Management 

Committee. In this 
role, she will drive the growth, development 
and transformation of L’Oréal’s Beauty Tech 
ambition. She will focus on strengthening 
consumer experiences by advancing 

personalized, virtual services, implementing 
market-leading e-commerce capabilities and 
customer relationship management 
technologies while fostering greater 
accessibility of L’Oréal’s digital channels.  

In her decade-long tenure with the 
company, she has nurtured a talented team 
and championed L’Oréal’s internal 
community group, Women in Tech.   

 
Regis Corporation (NYSE: RGS) has 
appointed Matthew Doctor as president 
and CEO. He will also join the Company's 
Board of Directors. Matt has been serving as 
Interim CEO since December 2021 and 
previously served as executive vice president 
and chief strategy officer. Prior to joining the 
Company in February 2021, he was a partner 
of Kava Restaurants LLC, a Tim Horton's 
franchisee. Prior to Kava, Matt held several 
roles at Restaurant Brands International, 
including head of global development and 
franchisee performance for the Burger King 
brand. Matt started his career in investment 
banking with J.P. Morgan. 

“Seeing Matt in action as Interim CEO has 
only confirmed and strengthened the board's 
belief that he is the right leader for Regis 
during this pivotal time,” says David Grissen, 
chairman of the Regis Board of Directors. “In 
a short period of time, Matt has stabilized 
the team, built relationships and trust with 
our franchisees, led our key initiatives, and 
laid the groundwork for Regis’ future. The 
Board has full confidence in Matt and his 
leadership team, and the strategies they have 
underway to recover from the impact of the 
pandemic and improve performance.” 

“I am humbled and excited to be 
appointed as the CEO of Regis,” says Matt. “I 
have always believed we have the right mix 
to be successful, given our industry, brands, 
employees, franchisees, stylists and scale. 
After being in the interim role and spending a 
great deal of time listening to the franchisee 
community, I have even more conviction in 
our go-forward priorities. It is now time for 
Regis to execute in order to unlock the 
potential of our transformed business 
model.” Visit www.regiscorp.com. 

News cont. on page 12 
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At Beauty By Imagination, Francesca 
Raminella is now CEO. Gary Dailey, who 

previously served 
as co-CEO with 
Francesca, will 
assume a new 
role as chief 
strategy and 
administrative 
officer. Both will 
continue as 
members of BBI’s 
Board of 
Directors.  BBI is a 

majority-owned 
portfolio company of ACON Investments 
LLC, whose brands include Wet Brush, 
Goody, Ouidad, Bio Ionic, Twist and Curls.  

Francesca’s firsthand experience in growing 
high-performance global beauty brands 
makes her uniquely qualified to lead BBI’s 
next chapter. A CPG and beauty industry 
executive with 25+ years of experience at 
Proctor & Gamble, Revlon, L’Oréal USA and 

ghd North 
America, she has 
been the 
commercial force 
behind BBI, with a 
track record of 
best-in-class 
brand strategy and 
execution.  

Gary joined JD 
Beauty in 2016 and 
served as co-CEO 

with Francesca for 
almost three years.  

“I am proud of what Francesca and I—
along with the entire BBI family—have 
achieved together in making this company 
the dynamic industry player it is today,” he 
says. “As successful as our co-CEO 
partnership has been, all of us on the Board 
agree that the time is right to align under a 
singular leadership voice to best meet both 
the everyday challenges and significant 
opportunities ahead.”   

For more information, visit 
www.bbicompany.com. 

Malibu Wellness welcomes back Loretta 
Mottram, who has been named as the 
company’s first chief sales officer. Loretta 
was an early pioneer of the Total Oxidation 
Management technology, serving as vice 
president of sales and marketing at Malibu 
for over a decade. In her new role, she will 
oversee all aspects related to sales, 
marketing and education for the organization, 
including Malibu C and MWI Labs. 

Loretta will support Malibu’s continued 
growth by providing innovative solutions to 
expand the company’s footprint in multi-
tiered distribution, elevating brand 
recognition and customer acquisition. She 
will leverage insights from the community of 
industry professionals to serve their evolving 
product needs, as well as enhancing 
consumer experiences. 

Loretta’s extensive skill set complements 
the Malibu team and the company’s goals. 
Together, they will navigate the booming 
strategic growth in the wellness industry. She 
will leverage her industry experience in retail 
and professional channels, as well as 
international markets. 

Loretta has extensive experience building 
and leading teams. She has a Master of 
Science in Organizational Leadership degree 
from Huntington University and a 

Transformational 
Leadership 
Certificate from 
Harvard Kennedy 
School. She also 
has expertise in 
franchise 
operations and 
brand growth, 
placing an 
emphasis on 
professional and 

consumer 
education. In addition, Loretta is a licensed 
cosmetologist and has owned one of the 
largest salons in her community for over 30 
years.   

For more information on the company, 
visit www.malibuc.com. 

 

Betsen Philip  is the new vice president of 
marketing for Bluemercury. With more 
than 10 years of consumer marketing 

experience, 
Betsen will tap his 
insight-driven 
marketing 
background to 
lead the retailer’s 
market expansion. 
He will oversee 
Brand and Trade 
Marketing, 
Creative, Public 
Relations and 

BlueRewards, the 
retailer’s Loyalty Program. 

Says Maly Bernstein, CEO, “Betsen’s 
experiences in break-through customer 
strategy, brand development, and marketing 
efficiency and effectiveness make him a great 
fit to partner with our brands and to lead our 
organization in strengthening our 
Bluemercury brand, building our community 
and enriching experiences for our clients.” 

Prior to joining Bluemercury, Betsen held 
senior-level roles overseeing Global 
Customer  Strategy,  Integrated Marketing 
Planning, Brand Positioning and Multicultural 
Marketing for Hilton and Target, most 
recently spearheading go-to-market 
programs such as Hilton’s CleanStay 
program.  Philip  began his career developing 
IT systems for NASA and John J. Kirlin Inc. 
before moving to consumer marketing.   

“This is an exciting time for Bluemercury, 
as we evolve our strategy and unlock our 
next phase of growth,” says Betsen. 
“Throughout my career, the customer has 
always been at the center of great marketing 
work, and I am excited to leverage the 
passion of our clients and the amazing, 
personalized service of our beauty experts, 
to bring the Bluemercury experience to the 
diverse consumers across the country.” 

Philip holds a B.A. in  Consumer Science 
from The University of Richmond and MBA 
from Rice University’s Jesse H. Jones School 
of Management. Visit 
www.bluemercury.com.   
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Meisha Sherman is the new chief people 
officer at Mindbody, an experience 
technology platform for the wellness 

industry. Meisha 
will lead priority 
initiatives, 
including talent 
acquisition, 
organizational 
strategy, and 
leadership and 
professional 
development. She 
will also further 
Mindbody's 

ongoing Diversity, 
Equity, Inclusivity and Belonging efforts. 

Meisha has 25 years of Human Resources 
experience and an extensive track record of 
success at some of the world's largest 
companies. Most recently, she served as vice 
president of global human resources for 
Envista Corporation, a family of more than 
30 dental brands with over 12,000 employees 
worldwide. Prior to that, she served in 
executive human resources roles at HP, 
Raytheon, Bank of America and a leading 
woman/minority-owned consulting firm. 

She also served in the United States Army 
for six years, where she was responsible for 
recruitment, development and retention. 

“I will use my experience at the 
intersection of technology and wellness to 
make a difference,” says Meisha. “In addition 
to guiding traditional HR initiatives, I will 
work with leadership to further the 
company’s DEIB focus and continue their 
efforts in establishing a workplace where 
everyone feels seen and represented.” 

Meisha earned her bachelor's degree in 
Interdisciplinary Studies from California State 
University Dominguez Hills where she 
graduated magna cum laude. She earned her 
MBA from Pepperdine University Graziadio 
School of Business and Management, where 
she also served as an officer of the National 
Association of Women MBAs and a founding 
member of the Pepperdine University Black 
Alumni Council. Visit 
www.mindbodyonline.com. 

Mary Marbach has joined Beauty Industry 
Group as general counsel. In this role, she 
will lead all Legal Affairs in North America 
and coordinate the overseas function to 
support the continued growth and 
geographic expansion for all of BIG’s brands. 
Mary will be based in Florida, reporting to 
Philippe Reale, COO, and will serve on the 
BIG Executive Team. 

Mary began her legal career at Morrison & 
Foerster in Palo Alto, CA, working in the 
Corporate Finance Group, specializing in 
mergers and acquisitions and public company 
work. She moved to Florida in 2001 and 
joined Greenberg Traurig as an Associate in 
its Corporate & Securities Practice, focusing 
on corporate work for companies at all 
stages. In 2007, Mary went to work in house 

as senior 
transactional 
counsel at 
Imperial Finance & 
Trading, a 
premium finance 
company in Boca 
Raton. She was 
there until 2009 
when she joined 
Vitacost just 
weeks before its 

Initial Public 
Offering. Mary left Vitacost after its 
acquisition by Kroger, and was vice president, 
general counsel at Wetherill Associates, Inc.  
and chief legal officer at Twinlab 
Consolidation Corporation. She is a founder 
of Savant Science Inc.  

Mary is a Philadelphia native, who earned 
her BS at Syracuse University, her MBA at 
University of Miami and her JD at Boston 
University School of Law. She is admitted to 
practice law in Florida and California. She 
lives in Parkland, FL, with her husband Tripp, 
daughter Jenny and their three dogs. Mary is 
an avid marathon runner, Philadelphia Eagles 
and Syracuse basketball fan, and has 
attended 53 Bruce Springsteen concerts (so 
far!). For more information, visit 
www.beautyindustrygroup.com. 

 

Reuben Carranza will join amika and Eva 
NYC as CEO, effective July 5, 2022. Reuben 
has more than 15 years of executive 

leadership 
experience, 
building and scaling 
innovative brands 
within the beauty 
industry. He most 
recently served as 
CEO of Kate 
Somerville, a 
prestige skincare 
brand. Prior to that, 
Reuben served as 

president of 
Olaplex, where he oversaw the company's 
long-term corporate strategy, expansion into 
new geographies and launch into specialty 
retail through Sephora. He has led both 
startup and established brands in 
professional, prestige, and masstige beauty 
and personal care, including at R+Co, Wella 
NA and Procter & Gamble. 

He will work closely with amika President 
Chelsea Riggs and Eva NYC President Jane 
Moran to build on the distinct momentum 
each brand has built and position the 
businesses for long-term, sustainable success. 
He will also work closely with amika and Eva 
NYC's new partners at Bansk Group, a 
consumer-focused private investment firm, 
which recently agreed to acquire a majority 
stake in the brands.  

Says Reuben, “As the son of a hairdresser, I 
grew up in the salon world and I am thrilled 
for the opportunity to lead the incredibly 
talented teams at amika and Eva NYC during 
such a pivotal time in haircare. “Demand for 
prestige and masstige haircare continues to 
accelerate, as customers are increasingly 
passionate about what goes into products 
and how they are formulated. Both amika 
and Eva NYC have built distinctive brands 
founded on proven efficacy, sustainability, 
and inclusivity, championing innovation and 
diversity since inception. I am confident that 
we will capitalize on new and exciting 
organic growth and expansion opportunities 
in the space.” Visit www.loveamika.com. 
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Danilo Ciccarelli is the new international 
vice president of sales for ECRU New York. 
Previously, he spearheaded the growth of the 

brand as director 
of International 
Sales, placing 
ECRU  on nearly 
every continent.   
In his new role, he 
will continue to 
build professional 
distribution while 
creating an 
expanded sales 
and education 

support team.  
“I have the utmost confidence in Danilo 

and his ability to connect ECRU New York 
with the most progressive-thinking leaders in 
distribution. We are only just beginning,” 
shares Carmen DePasquale CEO/Founder. 

To explore distribution opportunities, 
contact him at dciccarelli@ecrunewyork.com.  

 
Lisap Milano—USA has appointed hair 
industry veteran and celebrity stylist 
Cherry Petenbrink as creative and 
education director. With over 40 years of 
experience as a stylist, global educator and 
salon owner, she joins Lisap Milano—USA to 
spearhead the US education division by 
lending her extensive knowledge of brand 

building, product 
education, and 
the newest trends 
and techniques.  

Cherry has 
made her mark as 
one of the 
industry’s top 
educators and 
stylists with work 
ranging from 
everyday to 

editorial. She has 
worked as a global educator, trainer and 
color specialist for Joico and Olivia Garden 
while also operating her own salon and spa. 
Her portfolio includes hair credits for The 
Hunger Games and styles for today’s biggest 

stars, including Scarlett Johansen, Sebastian 
Stan, Nicole Kidman, Michelle Pfeiffer and 
Julia Roberts. Her color, cuts and styles have 
also been featured in editorial spreads, 
campaign shoots and top hair magazines and 
trade shows around the world. 

The slogan “We do beautiful hair” is core 
to Lisap’s commitment. With 70 years of 
history in hair, Lisap Milano is known for 
quality hair color, thoughtful ingredients, 
innovation and technology that respects the 
hair. Based in Italy, the company has also 
garnered a reputation for its dedication to 
client education and is now expanding these 
efforts in the United States with Petenbrink 
at the helm. The first initiative is building a 
team of industry veterans and experts to 
provide 360-degree education at the stylist's 
fingertips with classes, events and an 
abundance of content. 

"Lisap has presented me with the perfect 
scenario to give back to my industry,” says 
Cherry. “I am excited to create a full range of 
classes, seminars and hands-on workshops 
designed to enhance and elevate stylists and 
their skills behind the chair with Lisap 
products. Recruiting and empowering a top-
tier education team is a priority while 
working with our global team in Italy to 
continue to bring cutting-edge collections to 
stylists all over the country.” 

Cherry and Lisap Milano will provide 
education through the Lisap Color Academy 
within the United States. In addition, the 
company will launch “Cherry Sessions” on 
Lisap’s social media platforms. They will 
feature Tips & Tricks, How-Tos, Product 
Knowledge, Formulations and more.  

Upcoming Color Academy Classes include 
Blonde Ambition, Be Xtreme, Balanced 
Brunettes, Red Hot Reds and Color 
Correction Masterclass. For more information 
and a complete program schedule,, check 
out the Lisap Color Academy Education 
Calendar. Stylists interested in taking their 
creativity and education to the next level can 
register to receive updates and stay in touch 
at www.shoplisap.com. Also, follow 
@lisapusa_official and @hairbycherryp for 
updates.  

Lisa Finucane is the new senior category 
manager for Barbering and Hair Verticals 
for Booksy, a cloud-based scheduling and 
business management app for the beauty 

industry. Booksy 
is available in six 
countries and 
supports over 150 
million annualized 
client 
appointments. At 
Booksy, she is 
responsible for 
marketing and 

expansion within 
the barbering and 

hair sectors, as well as campaigns, trade 
shows and ambassador acquisition.  

As a professional hairstylist, Lisa has 32 
years of experience in the beauty industry. 
Beginning her career behind the chair, Lisa 
then worked in various color education and 
sales roles. Most recently, her experience as 
national director of education for Wahl 
Professional allowed her to work closely 
with successful hairdressers, barbers and 
salons across the United States in a variety of 
positions and for numerous campaigns. Her 
personal philosophy centers around her 
belief that the beauty industry is “the best 
place to work  in the world.”  

Lisa is a graduate of Pivot Point 
International. And, she is in the home stretch 
of a lifelong goal of completing a PhD. Her 
research highlights how barbers present 
themselves as agents of social justice change.  

“I am excited to bring my extensive 
experience and knowledge of the beauty 
industry to the Booksy team and to be part 
of the future growth of this amazing 
technology,” says Lisa. “I want to thank Dee 
Hadley, head of marketing at Booksy, and the 
entire management team, who have been 
very supportive as I dive into this new role. I 
am honored to be working with such 
talented and creative individuals.” 

For more information, visit 
www.booksy.com. 
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Robert F. Mugnai, 82, died recently in 
Florida. Bob was the publisher of American 
Salon for several decades and the publisher 
of Fairchild Media’s professional salon 
magazine after that. He received the Ziggi 
Award in 1991 in recognition of his 
extraordinary dedication to bringing positive 
attention to the cosmetology industry. He 
served as chairman of The City of Hope 
Dinner honoring Scruples’ founder Frank 
Liguori in 1991. 

I met Bob a lifetime ago when I joined 
American Salon magazine. Many years later, 
Bob was retired and enjoying life in Florida 
when I acquired Beauty Industry Report. 
His was the first call when every issue came 
out to critique, offer advice and reminisce 
about the industry. 

Bob loved shiny, fast, antique cars, cool 
jazz and playing his tenor saxophone, clarinet 
and flute. But more than anything, he loved 
his family and especially his wife and angel 
Terry DeLuca Mugnai. Bob helped countless 
people in the industry.  

Our hearts go out to Terry, their sons and 
wives Robert (Jeannine Polimeni) and Peter 
(Katherine Kelly) Mugnai, who made him 
proud every day with their work in the 
beauty biz, currently for Wella Company. 

He is also survived by four grandchildren, 
Nicholas (Andrea Cicio), Kristianna, Toni Ann 
and John, his great “grandson” Nino, a 
beautiful golden retriever, and many nieces 
and nephews. 

In lieu of flowers, the family requests that 
donations be made in Bob’s name to Beauty 
Changes Lives (https://bit.ly/3t4KZ4s) or  
Hospice by the Sea/Boca Care Center, 1531 
W. Palmetto Park Road, Boca Raton, FL 33486. 

Rest in peace, Kid. You will be missed. 
 

With incredible sadness, Tricoci Salons & 
Spas announce the passing of founder and 
beauty business icon, Cheryl Tricoci. Cheryl 
died at her Chicago home on May 2,  2022, 
surrounded by her family. She leaves behind 
a thriving beauty empire and a legacy of love. 

Known for her incredible beauty and 
sense of style, Cheryl's career began as a 
fashion model. After stepping off the runway, 
she remained captivated by the industry. Her 
role as the director of training for Patricia 
Stevens Modeling Agency linked her path 
with that of famed hairdresser, Mario Tricoci. 
Together they embarked on a journey that 
would forever disrupt the beauty industry. 

In tandem with Mario, business partner, 
soulmate and husband of 51 years, Cheryl 
transformed the historically transactional hair 
appointment into an aspirational beauty 
experience. Established in the ’70s, The Mario 
Tricoci Salon in Woodfield Mall was the first 
privately owned hair salon in North America 
to be located inside a major shopping mall. 
The Mario Tricoci brand was born, and 
Cheryl was just getting started. 

Determined to break away from the 
barriers of the conventional hair salon, 
Cheryl drew upon her command of fashion 
and her training in skincare to conceptualize 
a modern salon integrated with 
comprehensive luxury spa services. To render 
her vision, Cheryl pursued famed interior 
designer Richard Himmel, and in 1986, the 
Mario Tricoci Hair Salon and Day Spa in 
Arlington Heights, IL, opened.  

The Tricoci Day Spa experience was not 
only first-of-its-kind, it continued to evolve, 
with Cheryl ideating advanced spa treatment 
trends with the guest experience as the focal 
point. For example, all pedicure specialists 
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Bob Mugnai and his beloved wife Terry

One of the founders of the All-Industry 
Band, Bob—known as Bobby King in the 

music world—loved music and playing his 
sax. Before the pandemic, you could catch 
him sitting in with a local band in Florida.

Bob (front) with his family, including his sons 
Robert and Peter (back center).

Cheryl Tricoci with her husband Mario
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were trained and certified by podiatrists 
before working with a Tricoci guest.  

“Our mom balanced effortless grace with 
fierce tenacity and was omnipotent in every 
aspect of her life. She was strikingly devoted 
to her family and friends, loved harder than 
most and lived life with an abundantly 
grateful heart," says her son Mario Jr. 

For Cheryl, “family” also included the 
Tricoci team and she was often seen 
attending a baby shower, wedding or other 
event for their 1,172 staff members. Cheryl 
became a passionate advocate for Bear 
Necessities, a non-profit for pediatric cancer, 
and championed Misericordia, a community 
of care for people with developmental 
disabilities, which houses a Tricoci salon for 
the residents. 

 
The industry lost two of its icons this past 
spring with the deaths of Robert 
Oppenheim, 96, and Thomas Berger, 82.  

Known for his decades at Clairol and 
Revlon, Robert Oppenheim was the first 
president of the American Beauty 
Association and a consultant and adviser to 
many. More here: https://legcy.co/3m2jaWh 

Tom Berger was a hairstylist, salon owner 
and cosmetology school owner before 
becoming the president and executive 
director of the National Cosmetology 
Association. From there, he created the 
modern beauty show, first for the 
International Beauty Shows and then for the 
Professional Beauty Association. A memorial 
will take place on June 14 in Sun City, AZ. 
More here: https://bit.ly/3wRCtXw 

Leading professional haircare brand seeks 
vice president of sales with 5 years’ minimum 
experience at this position. This is a full-time 
position that requires travel and comes with 
medical benefits, 401k and earned paid time 
off. As an integral member of our dynamic 
executive team, you will be responsible for 
driving and growing sales, managing a team 
of regional sales managers in supporting our 
distribution network with innovative and 
creative personalized service. Work from 
your home office, no relocation required. 
Email your cover letter and resume to 
info@bironline.com with the subject line    
Box 5-1. 

The new Moroccanoil Professional 
Haircolor Collection is a portfolio of 
permanent and demi-permanent haircolor, 
and lighteners featuring the brand’s 
proprietary ProArginine + ArganID System, 
a technology that delivers exceptional 
protection throughout the color process.  

With this collection, the brand seeks to 
leverage its consumer loyalty. Stylists will be 
able to attract new business and build loyalty 
by offering their clients a full range of 
services that deliver vibrant, long-lasting 
haircolor with intense shine while 
maintaining the hair’s integrity. 

To coincide with the launch, the brand is 
partnering with Celebrity Colorist Greg 
Gilmore and Color Ambassador & Celebrity 
Stylist Amanda Lee, who will play key roles 
in promoting the collection.  

The full range of care-infused color 

products includes Color Rhapsody 
Permanent Cream Color for 100% gray 
coverage; Color Rhapsody High Lift 
Permanent Cream Color for up to 5 levels 
of lift on natural hair, levels 6 and higher, in 5 
shades from warm to cool; Oxidative Cream 
Developer enriched with argan oil for 
conditioning benefits and optimal color 
results; and Color Stain Remover. 

The Demi-Permanent Color Collection 
features Color Calypso Demi-Permanent 
Gloss in 44 shades for a 67% increase in 
shine with 56% more conditioned and 
manageable hair, and up to 60% coverage on 
white and gray hair; and Color Calypso 
Demi-Permanent Gloss Activator.  

Color Infusion Pure Color Mixer, a gel-
based formula in seven shades, helps 
customize any haircolor to intensify, 
neutralize, or pastelize the results. 

Blonde Voyage Powder Lightener 
delivers controlled and reliable lift of up to  
9 levels. It’s powered by the BondCare + 
ArganID System, which protects and 
nourishes the hair during the lightening 
service to help reduce damage and breakage. 
Blonde Voyage Clay Lightener provides up 
to 8 levels of lift for freehand techniques. It’s 
powered by the BondCare + ArganID System, 
which strengthens hair and reinforces bonds 
to help reduce damage and breakage. Kaolin 
clay gives it a creamy consistency that 
spreads easily and stays in place. 

Featured in Blonde Voyage Powder and 
Clay Lighteners, the Bond Care technology 
strengthens hair and reinforces bonds to help 
reduce damage and breakage.  

Color care includes the Moroccanoil 
Color Depositing Mask Collection            
(6.7 fl. oz./MSRP $28.00), 1 fl. oz./MSRP 
$7.00), Moroccanoil Blonde Perfecting 
Purple Shampoo and Conditioner            
(6.7 fl. oz./MSRP $24.00 each) and 
Moroccanoil Protect & Prevent Spray       
(5.4 fl. oz./MSRP $28.00).  

For more information on this new 
professional color line, visit 
www.moroccanoil.com. 
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Elixirme Beauty introduces a 
formaldehyde-free Vegan Smoothing 
Treatment Service, a frizz- and curl-
reducing system. Made in Brazil, the cream 
formula leaves hair smooth and shining for 
up to 3 to 5 months. Frizz is reduced by 
about 70%, while curl is reduced by 50%, 
leaving hair with a healthy, hydrated texture, 
in superb condition with brilliant shine. 

With a brand slogan of “Shine Everyday,” 
the professional product line features 
formulations infused with marula, avocado 
and sweet almond oils, plus vitamins and 
proteins that nourish, hydrate, strengthen and 
protect hair. Products are free of sulfates and 
parabens, and cruelty free. 

“Our professional vegan formula supports 
stylists’ skills and artistry with smart science, 
while offering salons a faster and more 
profitable service with after-care product 
retail revenue,” says Hassan Dammar, 
founder and president. “At Elixirme Beauty, it’s 
all about the shine for all hair types and all 
about the smooth for the many clients 

preferring more control over curl and frizz.” 
Made in the USA, the supporting haircare 

system includes Moisturizing Shampoo, 
Moisturizing Conditioner, Heat & Seal 
Spray and Treatment Serum. Visit 
www.elixirmebeauty.com. 

 
Redavid launches Blonde Therapy, a triple-
cocktail system to revitalize, invigorate 
and restore even the brassiest blonde 
instantly. This daily re-blonding system 
includes a prepping Shampoo and 
Conditioner, and the star of the system, a 
dual-pump, dual-action leave-in treatment 
toner with violet pigment complex to 
neutralize brassiness, soften color and 
encourage shine.  

“Our violet pigment complex helps to 
enhance any blonde hair without the use of 
any additional chemicals,” says Leonardo 
Redavid, Redavid founder. “It’s a rinse-out 
system, meaning highlights and blonde work 
done in the salon can’t be harmed. It’s 
peroxide-free and really gives the client at 

home new ways to 
express how cool 
of a blonde they 
want to be in-
between services.” 

Blonde Dual 
Therapy features a 
dual-chamber, dual-
action violet 
pigment complex 
pump that easily 
dispenses into the 
palm of the hand. 

Used following the shampoo and 
conditioner, this treatment serum is worked 
through hair post-shower/pre-blowdry to 
bring blondes back to life. Because the user 
controls how much or how little to use, it 
allows for complete control of how much 
toning the system provides. Use a little to 
maintain a more platinum finish; more to 
encourage a softer, more honeyed blonde. 

Because the system rinses out the next 
day, there’s no color correction and no 
damage. Blonde Therapy is complete blonde 
expression for each individual. 

Blonde Therapy Shampoo, Conditioner 
and Dual Therapy are all 
100% vegan and 

crafted with 
90% natural/naturally derived ingredients, 
and like all Redavid hair care, are free of 
parabens, sulfates and gluten. They also 
feature the proprietary violet pigment 
complex and are Fair Trade Certified. Orchid 
oil helps to improve elasticity and 
suppleness while Redavid’s exclusive 
Dynagen-R Complex builds strength, body 
and volume. Visit 
www.redavidprofessional.com. 
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Alterna’s new Renewing Scalp Care debuts 
with three vegan formulas featuring 
transformative textures and captivating 
scents that elevate the user experience to 
rewarding and relaxing self-care rituals. 

At the heart of each formula is Alterna’s 
Scalp Moisture Complex, which leaves the 

scalp feeling 
refreshed and 
moisturized. 
Formula 
highlights 
include sweet 
almond oil, 
white 

charcoal, sea salt, peppermint, tea tree oil 
and hemp seed oil. 

“Today, consumers are washing their hair 
less and are over-relying on products like dry 
shampoo. This can create excess build up, 
dryness, irritation, and poor overall scalp 
health,” explains Suzanne Dawson, global 
general manager, Alterna Haircare. “Alterna 
has a deep heritage in bringing skincare 
solutions to haircare, so scalp care is a 

natural fit for our expertise. 
We created Renewing Scalp 
Care to give consumers the 
scalp care treatments they 
crave with massage 
techniques and the Alterna 
sensorial experience that 
transforms a chore into a 
luxurious, rewarding ritual. 

“This collection is 
indulgently effective, and 
infused with two signature 
aromas—Hemptation 
(chamomile and bergamot 
with notes of orange, 
sandalwood, vanilla, fig, 
coconut and cedarwood) and 

Invigorating Tea Tree (mint and bergamot 
with added notes of amber, white tea, 
sandalwood and neroli petals—helping 
enliven your senses.” 

The collection includes: 
• Scrub-to-Foam (MSRP $48.00) gently 

cleanses and exfoliates, leaving the scalp 
feeling calm, soothed and hydrated. 

• Hemp Leave-On Treatment (MSRP 
$48.00) nourishes and moisturizes the scalp 
while leaving it feeling calm and soothed. 

• Peppermint Leave-On Treatment 
(MSRP $48.00) leaves the 
scalp feeling moisturized 
with an invigorating aroma. 

“Over the past 2 years, 
consumers are beginning to 
focus on scalp health. In fact, 
50% of females between 18-
34 reported that they are 
interested in trying a scalp-
specific product,” continues 
Suzanne. “It’s with those 
consumers in mind that we 
created Renewing Scalp Care 
to place the importance on 
scalp health and its role in hair 
health.” 

As part of Alterna’s ongoing 
commitment towards clean beauty, the 
Renewing Scalp Care collection is packed in 
50% PCR packaging and FSC certified outer 
packaging. The emphasis on more sustainable 
packaging aligns with the 64% of U.S. 
consumers aged 18+ who believe that brands 
should make environmentally friendly 
packaging choices. Visit 
www.alternahaircare.com. 

 
New Keratin Complex Intense Hydrating 
Masque (top right, 4 fl.oz./MSRP $26.00) is 
an ultra-nourishing, deep conditioning 
treatment that seals moisture into curly 
hair. It is used in the salon as the final step 
of the KCTEXTURE Curl Enhancing Keratin 
System and is also an essential at-home 
aftercare product.  

KCTEXTURE Intense Hydrating Masque is 
designed to enhance and define textured 
hair, making curls feel bouncy and full of life. 
Hair looks and feels softer after use. A 
proprietary blend of keratin, oils and butters 
helps restore moisture to dehydrated or 
over-processed curls; delivers intense 
hydration; nourishes dry, coarse hair; 
enhances natural hair texture; and reduces 
breakage and frizz. For more details, visit 
www.keratincomplex.com.  

Matrix launches a new and improved take 
on its classic Vavoom Freezing Sprays. 
These extra-firm hold finishing sprays freeze 
hair in place for up to 24 hours! Vavoom was 
introduced in 1988 and quickly became a 
cult-favorite among stylists.  

Vavoom Freezing Spray is 
available in two formats to 
address the leading concerns 
that stylists hear from 
women—lack of volume and 
tendency to frizz.  

• Vavoom Freezing Spray 
Extra Hold 
(MSRP $26.00) 
provides extra-
firm hold with 
fast-drying 
technology and 
ultra-high hold, 
locking hair into 
place for up to 

24 hours. 
• Vavoom Freezing Spray 

Extra Full (MSRP $26.00), a 
fast-drying, clean-feeling spray 
combines up to 24-hour hold 
with workability to lock in full 
volume with shape, support, 
and a satin-shine finish. Visit 
www.matrix.com. 
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Oway, a brand featuring 99% plastic-free 
packaging, has officially launched in the 
United States. With the use of certified 
biodynamic and organic raw materials, 
obtained by ensuring maximum transparency 
throughout the supply chain from the field 
to the formulations, Oway guarantees pure 
plant ingredients and extracts in all its 
treatments, respecting biodiversity. The 
company works with a network of certified 
Italian partners and with biodynamic and 
organic farmers who grow according to rigid 
agricultural and eco-friendly standards. 

Founded in 1948 with over 70 years of 
experience, Oway believes in a formulation 
based on the balance of ingredients that add 
value, properties and effectiveness to the 
product without the use of aggressive 
substances. Oway is a portmanteau of the 
Organic Way, an expression that combines 
biology (Organic) with lifestyle (Way). 

Coining the term  agricosmetica, Oway is 
committed to growing zero-mile plants, 
flowers and medicinal and aromatic shrubs 
on their Ortofficina estate on the hills of 
Bologna, Italy. The commercial farm grows its 
herbs and plants in the most earth-friendly 
way, distilling them directly and then using 
them in products.  

Oway embraces sustainability, not only in 
its production processes and packaging 
choices but actively involves the company's 
entire routine through small but important 
green habits. Oway has replaced plastic in 
favor of glass and aluminum for all of bottles 

and jars. By eliminating 
unnecessary packaging and 
working exclusively with 
eco-sustainable materials, 
Oway has reduced its 
environmental footprint 
significantly. 

“Glass can preserve and 
protect the integrity of the 
formulas’ botanical extracts, 
shielding them from UV rays 
and protecting them from 
bacteria. We are so excited 

to officially launch in the 
United States, bringing pure 

and infinitely recyclable products and 
packaging to both salons and consumers,” 
says Sharon Nykaza, general manager. 

From ideation and conception to hand-
crafting and harvesting the materials needed, 
Oway creates all of its products in-house. In 
2017, Oway opened Artigiano, a wood 
workshop and a manufacturing laboratory 
where ecological solutions, tools and 
furnishings for beauty salons are made 
according to the principles of circular design. 

Oway creates exclusive rituals in the salon 
to be continued at home with multisensory 
treatments. Salon partners differentiate 
themselves through the use of natural and 
exclusive products and treatments, choosing 
to work in an environment that is 99% 
plastic-free and putting in place true, 
sustainable practices by using safe, hygienic 
and protective containers. 

Oway offers a permanent agricosmetic 
hair coloring treatment with more than 35% 
biodynamic and organic sage macerate. It 
guarantees comfort and gentleness for both 
hairstylists and their guests, providing 
dermatologically nickel-tested formulas 
made with up to 97% biodegradable 
ingredients. 

Oway USA is looking for salon partners to 
adopt their sustainable values, providing 
exclusive treatments and multisensory 
experiences. Learn more about becoming an 
Oway salon  at www.oway.com. Reach Sharon 
at nykaza@owayusa.com. Visit 
www.owayusa.com. 

New Aquage Spray Wax (MSRP $24.00) is a 
fine-mist, fast-drying 
texturizing spray, designed to 
deliver maximum volume, 
separation and definition on 
dry hair without stickiness. It 
creates instant lift and organic 
texture with a satin finish. 
Apply it in layers, depending 
on the level of texture desired. 
For a sleek style, apply to a tail 
comb and gently glide across 
the hair to smooth flyaways 
and create a satin finish. For 
more information, visit 
www.aquage.com. 
 

Aveda was born cruelty-free and 
announced last year that it was officially 
100% vegan. Now, Aveda is cementing its 
cruelty-free status with its Leaping Bunny 
approval, which was a rigorous, multi-year 
process. In addition to verifying that all 
Aveda suppliers and manufacturers comply 
with the Leaping Bunny criteria for products 
and ingredients, Aveda also will be audited 
by Cruelty Free International every 12 
months to ensure compliance. Other 
initiatives include blockchain sustainability 
tracing, a Returnable Shipper Program and 
recyclable sachets. 

Aveda’s most recent launches are 100% 
vegan and cruelty-free, and feature the 
brand’s high-quality products and plant-
powered formulations.  

• The new Botanical Repair 
Strengthening Overnight Serum builds 
bonds and repairs all three layers of each hair 
shaft, reducing the appearance of split ends 
up to 84% overnight. 

• New Smooth Infusion Perfect Blow 
Dry is a heat-activated treatment that 
provides frizz control for 72 hours, making 
frizz-prone hair 5x smoother. 

• The Nutriplenish collection has two new 
masques—Nutriplenish Treatment Masque 
in Light Moisture and Deep Moisture. They 
are designed to provide four times the 
hydration of untreated hair for all hair types. 
Visit www.aveda.com. 
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L’ANZA Healing Hair Color & Care 
introduces Healing Curls. These seven new 
salon professional products combine the 
power of plant-based protein, vegan 
butters—capuaçu, moringa and mango—and 
wildcrafted botanicals for healthy, frizz-free 
shine.  The line includes: 

• Butter Shampoo (8 oz./MSRP $32.00) 
with new micro-lather surfactant technology 
for a creamy, color-safe, sulfate-free cleanse 
that does not disturb the hair’s lipid level. 

• Butter Conditioner (8 oz./MSRP 
$32.00), which intensely moisturizes and 
detangles for velvety soft curls and texture.     

• Curl Therapy (5.4 oz./MSRP $32.00), a 
lightweight leave-in moisturizer that locks 
down cuticles to hydrate and detangle.     

• Curl Restore (6 oz./MSRP $35.00), a 
deeply moisturizing leave-in treatment that 
infuses curls with moisture and strength. 

• Curl Boost Spray (6 oz./MSRP $30.00) 
amplifies texture with lightweight hold, and 
boosts curls’ springiness and bounce with 
flexible body and support.     

• Curl Flex (6.8 oz./MSRP $30.00), a 
strong, flexible support gel that provides 
long-lasting curl control for curls that don’t 
feel stiff, sticky or crunchy.   

• Curl Whirl (4.2 oz./MSRP $30.00) 
defines curls, while providing soft, pliable 
hold and lightweight moisture to prevent 
frizz & fly-aways.   

For more information about caring for 
curls, visit www.lanza.com. 

milk_shake has launched The Cold 
Brunette Shampoo (MSRP $24.00) and 

Cold Brunette Conditioner 
($26.00) with a blue pigment that 
reduces brassiness in any shade 

of brunette hair.  
Cold Brunette products can 

be used whenever hair is looking 
too warm or dull and can help 
cool toning treatments last 
longer. The active ingredients, 
including moringa oil, sunflower 
seed antioxidants, milk proteins 
and quinoa proteins, give hair 
the nutrients it needs for shine, 
manageability and softness.  

For more intense results, 
leave the 
shampoo 

on for up to 
5 minutes and the 
conditioner for up to 20 
minutes.  

The Cold Brunette 
Shampoo and 
Conditioner offset warm 
tones with a deep blue 
pigment that is designed 
for natural or dyed brown, 
light brown, or dark blonde 
hair. Milk proteins and fruit 
extracts help to promote 
strong, healthy hair. Visit 
www.milkshakehair.com. 

Ouidad expands its Advanced Climate 
Control line with Frizz-Fighting Hydrating 
Mask (MSRP $44.00), Featherlight Touch-
Up Gel Cream (MSRP $20.00) and 
Frizz-Fighting Touch-Up Balm (MSRP 
$22.00). Powered by Ouidad’s Anti-Frizz 
Technology, they seal the hair’s cuticle to 
lock moisture in and keep humidity out, 
leaving curls silky-soft and shiny with frizz-
free definition.  Sericin adds moisture, repairs 
damage, restores elasticity and protects 
against UV rays.  

Frizz 
Fighting 
Hydrating Mask 
fights frizz 
before it starts. 
Vitamin C, 
mango seed 
butter and 
castor oil help 
repair, hydrate and strengthen the hair. 

Touch-Up Balm refreshes strands and 
tames frizz 
on-the-go. 
Coconut, 
avocado, 
castor, argan 
and safflower 
oils strengthen 
the hair, 
diminish the 
appearance of 
split ends and prevent future breakage while 
shea and murumuru butters seal the cuticle 
for smoother strands. 

Featherlight Touch-Up Gel Cream 
refreshes hair between 
wash days. It combines 
the hold of a gel with 
the moisturizing 
benefits of a cream for 
hydrated, frizz-free 
curls. Hyaluronic acid, 
vitamin B5, chia seeds 
and extracts of 
sunflower seed and 
olive fruit nourish 
without adding weight. 
For more details, visit 
www.ouidad.com. 
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Redken 
has 
released 
three 
new 
Golden 
Level 10 
shades —
Iced Piña 
(010NW), 
Lemon 
Icing 
(010G) 
and 

Honey Gold (010WG)—in the Shades EQ 
Bonder Inside line. The new shades (60 ml/ 
salon $6.70) are formulated with Bonder 
Inside technology, which provides all-in-one 
toner plus bonder, strength, intense shine and 
conditioning. 

This demi permanent color tones and 
repairs in one step. Formulated with a Triple 
Acid Complex of citric acid, taurine and 
erythorbic acid, the acidic pH and bonding 
actives help reduce residual alkalinity that 
occurs during an alkaline lightening service 
and helps repair weak bonds, leaving hair 
feeling healthy and soft. Visit 
www.redken.com. 

 
In collaboration with THEUNSEEN, 
Schwarzkopf Professional presents Colour 

Alchemy, its first 
prismatic, 
holographic hair 
color reactive to 

temperature. The 
new collection 
allows anyone to 
create instant, 
holographic effects. 
As part of the initial 
rollout, it is 
available to stylists 
at 

www.salonory.com. 
The Colour Alchemy collection is inspired 

by the bright iridescent colors found in 
nature and developed to transform color 
services for salon professionals to 

enthusiastic hair care consumers. The effect 
is designed to replicate visual effects of 
natural color phenomenon found only in 
nature such as a peacock feather or the shell 
of a Scarab beetle. Unlike static pigmented 
color, each shade scatters the light in a range 
of kaleidoscopic hues, which transform and 
shift in response to temperature. The effects 
do not require pre-lightening or bleaching, 
even on the darkest hair base. 

Housed in dark and minimalistic 
packaging, Colour Alchemy features five 
prismatic, color-changing shades. Scarab for 
bases 1-3 applies as no color and changes to 
solar orange, jasmine green and lapis blue. 
Peacock for bases 1-4 applies as petrol blue 
and visibly changes to peacock green, 
cyanine blue and ultraviolet. Borealis for 
bases 3-6 applies as iris purple and changes 
to clover green, flame orange and imperial 
violet. Andrite for bases 4-6 applies as azalea 
pink and changes to emerald green, cobalt 
blue and ruby purple. Finally, Phoenix applies 
as amber red and changes to burnt orange, 
pollen yellow and ultraviolet. 

Color-changing triggers include sunlight, 
moving from shade to sunlight and vice 
versa, using a heat source such as heat lamps 
or a hairdryer, body temperature and cooling 
wind or a warming breath. To learn more, 
visit www.henkel-northamerica.com and 
www.schwarzkopfpro.com/colouralchemy. 

 
New OLAPLEX No. 9 Bond Protector 

Nourishing Hair Serum     
(3.0 fl. oz/MSRP $28.00) is a 
leave-in styling serum that 
helps to protect the hair 
from pollution for 48 hours. 
Pollution damages our hair 
every day, leaving it dull, 
lifeless, difficult to style and 
ultimately resulting in broken 
bonds. An antioxidant red 
algae extract from the South 
of France and a film-forming 
polymer help to neutralize 
free radicals, act as a shield 
against pollution, guard the 
hair from breakage and 

protect against heat styling up to 450°F. 
Infused with OLAPLEX’s multi-patented 
bond-building technology, these active 
ingredients work to nourish and repair 
existing damage while protecting hair from 
future damage. An airless pump provides for 
measured dosing and less waste.  

The formula is free of sulfates, phthalates, 
parabens and gluten. It’s silicone-free, vegan 
and color-safe. For more information, visit 
www.olaplex.com. 

Uppercut Deluxe is a modern, yet 
traditional approach to men’s grooming. 
An Australian-born brand, it delivers a core 
range of high-quality grooming products for 
men without fancy embellishments. 

Uppercut Deluxe merges 
the worlds of 

barbering, men’s 
fashion and sport 
through products 
the modern guy 

associates with a 
particular old-school 

yet contemporary barber 
aesthetic.  

Best-sellers include Deluxe Pomade 
(MSRP $18.00) for thin, thick, curly or straight 
hair and controlling unruly or stubborn hair; 
Styling Powder (MSRP $18.00), a reworkable 
volumizing powder for day-to-day men's hair 
styling. It adds texture, volume or control. 
Use it to create crops, textured quiffs and 
longer, looser looks in seconds. Finally, Matte 
Pomade (MSRP $18.00, a water-soluble 
formula, gives hair grip and hold.  

Uppercut Deluxe is available through Greg 
Dawson & Associates in the U.S. and 
through Toucan Trading in Canada. For more 
information on this brand, visit 
www.uppercutdeluxe.com. 
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Sultra launches the ANHXSULTRA 
collection, a collaboration between 
celebrity hairstylist  Anh Co Tran and 
Sultra  hair tools. The collaboration 
integrates  the best of Anh Co Tran’s signature 

lived-in hair culture with 
the  forward-thinking, intuitive 
technology of Sultra. 

The Collection offers both  a 
traditional clip curling iron in 
1.25- (MSRP $249.00) and 1.5-inch 
(MSRP $259.00) barrels for 
consumers, as well as pro 
marcel irons in 1.25- (salon 
$285.00) and 1.5-inch (salon 
$295.00) barrels for hairstylists. 
Each of the 
curling irons 
features a  dual 
ceramic heating 
system  that 
produces 
consistent, even 
heat distribution 
to help prevent 
damage to hair. It 
also ensures 
rapid heat up and 

recovery time 
The curling irons are  ultra-

lightweight  and offer a  narrow 
handle  with  Sultra’s exclusive 
digital smart chip technology 
that powers a dual ceramic 
heating system. The  slim 
handle provides more 
control.  The higher arch helps 
produce a natural finish 

The irons heat 265°F to 
400°F  and can lock in place 
for secure and reliable styling. Visit 
www.sultra.com and www.anhcotran.com. 

MrEyeliner Cosmetic Pencils aims to help 
make the world a more suitable place for 
individuality and acceptance through its 
brand messages. The brand’s culture focuses 
on supporting anyone who decides to be 
themselves.  

“Bullying 
can be a major 
culprit to 
inhibit 
individualized 
style and 
freedom to 
express 
oneself,” says 
Quality 
Pencils’ Linda 
Eisner. 
“Bullying is 
ruining too many lives. Too many are picked 
on, abused, ridiculed, made to feel 
inadequate, afraid to be proud and express 
themselves freely. Too many feel trapped, 
misunderstood, not listened to and ignored. 
It can make them feel safer hiding in the 
shadows, not being true to themselves and 
definitely not enjoying life.  

“MrEyeliner was created to help. Zach 
Garfinkel aka MrEyeliner has been reaching 
out to youths at music festivals and in-store 
events since 2018. He introduced the color 
pencils in February 2022. Zach is trained to 
speak supportively with anyone on bullying 
topics. His team has reached out to schools 
to speak at events to get our anti-bullying 
message out there. His plan is to educate the 
educators, as well as the students in person 
and online. Our message presents ways to 
encourage self-expression and to offer sound 
advice and meaningful help. Our social media 
platforms encourage dialog and exchanges of 
ideas. MrEyeliner is here to provide a voice 
to the voiceless no matter what the setting.” 

MrEyeliner plans to touch and inspire 
anyone who has been the subject of bullying 
or been made to feel afraid to express 
themselves freely. His team is available to 
discuss all types of self-expression topics.  

Adds Linda, “We promote: Be proud of 
who you are. Let’s make the world a more 
suitable place for individuality and 
acceptance through our MrEyeliner brand.  
Zach and his team are seeking to 
#StoptheBullying and assist the bullied using 
our cosmetic pencils.” 

Each of 12 colors (MSRP $9.00 each) is 
named for impactful supportive people in 
Zach’s life. A boom box-shaped countertop 
display houses the pencils. The company is 
seeking retail locations, distributors and 
wholesalers. Visit www.mreyeliner.com. 
Reach Zach at MrEyelinerZach@gmail.com 
and on Instagram at @mreyeliner.  
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GrandeCosmetics introduces GrandeLINER 
Liquid Eyeliner with Lash Enhancing Serum 

(MSRP 
$40.00). The 
formula is 
powered by 
the same 
actives as 
GrandeLASH-
MD, including 
amino acid  
L-Proline, 
which is 
essential to 
healthy, 
fortified 

lashes; hyaluronic acid, which conditions and 
protects to prevent breakage and hydrates 
dry, brittle, or damaged lashes; and vitamin E, 
which is essential to support lash health. 

Available in ultra-black, the cruelty-free, 
12-hour wear formula is water-resistant and 
stays in place all day without feathering, 
smudging or flaking. It’s available at  
www.grandecosmetics.com and SalonCentric. 

The Professional Beauty Federation has 
formed a strategic partnership with GVC 
Health Tech and its disruptive App 
product, Give Virtual Care, to offer for the 
first time to beauty and barbering 
professionals a turn-key, affordable, 
virtual healthcare membership solution 
that includes unlimited, on-demand, 
virtual urgent and general care medical 
appointments through Teladoc.  

Give Virtual Care is NOT insurance. Rather, 
it’s a bundled Virtual Healthcare Membership 
that provides immediate or scheduled 
telehealth visits for general med diagnosis, 
discounts on prescriptions, expert second 
medical opinions, tele-mental health and 
immediate Crisis Care as a bundled service 

for one low monthly cost. The non-insurance 
solution offers 24/7 care for non-emergency 
conditions like cold and flu, sinus infections, 
sore throat, allergies, dermatology, sexual 
health, pediatrics and more. The Give Virtual 
Care App is available for all mobile devices 
and iPads. The Cares Act allows for HSA 
funds to be used for telehealth.  

Eric Taylor, founder/CEO of Salon 
Republic and Board Chairman of PBF, states, 
“It is the goal of the Professional Beauty 
Federation to roll out new services and 
offerings to benefit beauty professionals. 
We’ve had tremendous success helping the 
beauty and barbering industry with PPP, PPR, 
lowest-fee merchant credit-card services, 
competitive low-interest micro-loans and 
now, affordable virtual healthcare 
membership services. The GVC mobile 
platform is also a tool for full-service salons, 
spas and barbershops to attract and retain 
employees, booth renters and commission 
independent beauty professionals as a 
competitive workplace benefit.”  

Crisis care services allow the beauty 
community to connect with a trained mental 
health professional when they need it the 
most. Counseling professionals are on- 
demand to assist with anxiety, depression, 
crisis personal issues or suicide prevention 
for the member and their family. The low-
cost membership also includes the ability to 
request a second medical opinion for the 
most challenging of issues at no additional 
cost. Beauty professionals can have a leading 
specialist evaluate an existing condition or 
give guidance on their medical concerns.  

Membership is made to protect up to 17 
members within a member’s household with 
the same benefits, all at no additional cost. A 
typical family of four can save roughly $1,280 
a year if they are insured and over $4,200 if 
they are not. There is an additional benefit 
that elderly parents or non-dependents that 
fall under a caregiver situation can use the 
family Teledoc account with a small 
consultation fee.  

To learn more, visit 
to  https://www.givevirtualcare.com/group/
professional-beauty-federation. 

In celebration of its 60th anniversary, 
Baralan, a consolidated player in primary 
packaging for the cosmetics and beauty 
industries, has unveiled its new brand 
identity. This brand relaunch represents a 
natural transformation, as the company 
respects and honors the roots and values on 
which it was built, but at the same time, 
never stands still. This rebranding, inspired by 
a minimalistic and contemporary new logo, 
reflects the company’s continuous evolution.  

Baralan’s refreshed corporate identity 
espouses the company’s evolution. The new 
logo has a streamlined appearance with a 
bold, black typeface, showcasing modernized 
transformation. The simpler, sophisticated 
design demonstrates Baralan’s commitment 
to staying ahead of trends, and remaining 
fluid in an ever-changing marketplace. For 
customers, that translates to an unwavering 
focus on delivering forward-thinking 
innovations and continuous improvements in 
cosmetic packaging solutions.  

Coinciding with the rebrand, Baralan has 
strengthened its Environmental, Social and 
Governance strategy. Baralan’s ESG strategy 
focuses on making meaningful sustainability 
advancements in two key areas: optimizing its 
packaging portfolio to reduce environmental 
footprint; and developing a holistic 
sustainability framework to guide a 
company-wide transformation over the 
medium and longer term. This includes 
specific initiatives like enhancing reusability 
and recyclability of products, optimizing 
waste by promoting more effective solutions, 
such as airless packaging and prioritizing 
mono-material packaging. Moreover, the 
company has implemented tangible actions 
to encourage the adoption of alternative 
materials, such as biopolymers, and has 
developed new products using PCR materials 
in a series just launched earlier this year.  

For more information on Baralan’s 
anniversary celebration, visit 
www.baralan.com. 
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Rosy Salon Software has partnered with 
Tippy, a DirectTips suite of optimized 
tipping services. Tippy’s all-in-one customer 
checkout kiosk now integrates with Rosy’s 
point-of-sale software to electronically send 
tips directly to service providers in the salon 
or spa. The on-the-go tipping solution 
provides faster cashless tip payments to staff 
while saving the salon owner on processing 
fees. The convenience to salon and spa 
clients and the allure of direct payment of 
gratuity to staff also make Tippy an attractive 
benefit for recruiting and retaining service 
providers. Visit www.rosysalonsoftware.com 
and www.meettippy.com/campaign/R7TO63. 

Tippy also has embedded workforce 
payments platform Branch to launch a 
new, all-in-one solution for acquiring and 
disbursing cashless tips. Tippy and Branch’s 
integrated solution optimizes the entire 
tipping experience, from the customer’s 
wallet to the service professional’s wallet. To 
learn more, visit www.meettippy.com and 
https://www.branchapp.com . 

SalonUltimate, a provider of flexible 
business management software for the 
beauty industry, has also partnered with 
Tippy. The partnership enables salon owners 
to provide a fully integrated checkout 
solution for acquiring and disbursing cashless 
tips. Together, SalonUltimate's robust 
solutions for tablet and mobile checkouts 
coupled with Tippy's disruptive digital tipping 
software will provide a seamless experience 
for customers, stylists and owners. 

The integrated platform provides stylists 
free and instant access to tip funds with no 
float account requirements placed on the 
business. Additional benefits include instant 
notifications, full tip history, a Branch digital 
wallet backed by an FDIC-insured checking 
account, and Mastercard debit card. This 
technology is compatible with Apple and 
Google Pay, offering access to a free 
nationwide ATM network, free ACH transfers, 
cash flow management tools and reward 
program with cash back. 

To learn more, visit 
www.salonultimate.com and 
www.meettippy.com. 

Booksy, a booking and business technology 
for the beauty industry, recently unveiled 
their new 2022 marketing campaign, “Get 
Discovered.” Get Discovered is a love story 
dedicated to helping beauty professionals 
find their forever clients. Just like online 
dating, on Booksy, any beauty pro, salon, spa 
or barber shop can create a snappy, enticing 
profile, upload amazing work that best 
reflects their talents, and market themselves 
to find the right client matches in their area. 
Get Discovered also focuses on connecting 
people via the Booksy Marketplace, which 
allows providers the opportunity to find 
more of their ideal clients and retain them.  

Visit www.booksy.com. 

“Dare to Be” was the theme for the annual 
Sport Clips Haircuts National Huddle, 
challenging franchisees and team members 
to strive for greatness. President and CEO 
Edward Logan led the celebration of 
company milestones in Nashville.  

“The Sport Clips brand is strong and the 
excitement for the future is even stronger. 

We were thrilled to have 3,000 franchisees, 
stylists, support team members and supplier 
partners gathered in Nashville, with everyone 
focused on serving our clients as the pros in 
men's hair,” says Edward. “The Huddle theme 
Dare to Be is defined by our enhanced 
training for stylists, advancements in our 
technology to better serve our clients and a 
renewed commitment to philanthropy to 
position Sport Clips as the employer, 
franchise opportunity and charitable partner 
of choice now and in the future." 

News of note from the Huddle:  
• Sport Clips has more locations now than 

in 2019 and through consistent growth each 
year since 1995—even during the pandemic 
year of 2020 and the recovery year of 2021—
is on track to have its highest number of 
store openings since 2018.  

• Sport Clips increased its in-person, as 
well as virtual, training for professional 
stylists and barbers with more than 100 
coaches and 64 training centers in the U.S.  

• The Sport Clips signature MVP Haircut 
Experience will receive an upgrade this 
summer and is now part of extensive training 
for more than 12,000 stylists. 

• Franchisees entering the system are 
coming from the most diverse backgrounds 
to date, with an increase in veteran 
franchisees since 2020, who now represent 
12% of the system. 

• CEO Edward Logan was joined by 
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Gordon and Edward Logan and 17 others had their heads shaved at the Sport Clips National 
Huddle to raise awareness and funds for the St. Baldrick’s Foundation. 



Chairman and Founder Gordon Logan and 17 
others who had their heads shaved as a show 
of the renewed commitment to                  
St. Baldrick’s Foundation, the largest private 
funder of childhood cancer research grants, 
with another $1M donation over the next 
three years. 

• Sport Clips, its clients, and product 
partners reached a $10M milestone in 
donations to the Veterans of Foreign Wars 
Foundation to fund VFW’s Sport Clips Help 
A Hero Scholarships by fundraising and 
donating $1.5 million in 2021. This year’s 
fundraising will kick off in October. 

• As the primary sponsor, Sport Clips 
helped Dream Flights complete its 2021 
Operation September Freedom mission to fly 
nearly 1,000 WWII veterans and spouses in 
open cockpit Stearman biplanes with plans 
to fly 1,000 more veterans in the year ahead.  

Top awards at this year's Huddle: 
• Area Developer of the Year—Mark & 

Jan Mansfield of Plano, TX; Mark and Jan 
operate five stores in Texas and cover the 
northern half of Texas and most of New 
Mexico as Area Developers. 

• Area Manager of the Year—Sandy 
Palmer of Omaha, NE 

• Manager of the Year—Stephanie 
Elifritz of Ankeny, IA 

• Team Leader of the Year—Chris 
Bauman, who is based in Riverdale, UT. He 
owns seven locations in UT. 

• Coach of the Year—Jenny Smith of 
Dallas 

• Logan Trophy, Sport Clips' Highest 
Honor—Brad & Carla Whitt, Lee’s Summit, 
MO. This is the second consecutive year for 
them to receive this honor. They own stores 
in Missouri, Kansas and South Dakota. Their  
winning store is in Liberty, MO. 

To learn more, visit  sportclips.com.   
 

WellBiz Brands Inc., a beauty and wellness 
franchise platform,  with nearly 900 
franchised locations globally and $500 
million in sales, recently hosted over 900 
attendees at its 2022 conference in Las 
Vegas at The Mirage. The WellBiz Brands 
portfolio features Drybar, Amazing Lash 

Studio,  Radiant Waxing,  Elements Massage 
and  Fitness Together.   

2021 marked a year of tremendous growth 
for the company, including adding two new 
brands to its portfolio and signing more than 
100 franchise agreements. The theme for the 
conference, “United,” celebrated the success 
of the portfolio while highlighting 2022 
growth initiatives. Jeremy Morgan, WellBiz 
Brands CEO, previewed what's ahead for the 
portfolio, including new eyelash extension 
innovations, WellBiz One technology to 
enhance studio operations for franchisees 
and the new Support Center structure 
focused on revenue drivers like membership 
and people. 

“Coming together at the United 
Conference to celebrate the best in beauty 
and wellness franchising was inspiring. At 
WellBiz Brands, we’re focused on creating 
world-class experiences for consumers and 
providing the best-in-class support franchise 
owners need for sustainable growth,” says 
Jeremy. “Beauty and wellness are high-growth 
industries. We have the best brands in our 
categories and consumers love the services 
we provide. Most importantly, we’re 
surrounded by amazing franchisees and a 
WellBiz Brands support team who have 
common goals. There are so many 
opportunities in front of us.” 

The United Conference also focused on 
helping franchisees grow their business 
portfolios. One of the advantages of being a 
franchisee within the WellBiz Brands 
platform is the ability to own multiple brands 
within the portfolio, and during the 
conference, over 20 franchise groups 
committed to expanding across two or more 
concepts. The portfolio is off to a fast start 
in 2022, with 35 franchise groups signing 
deals to build nearly 100 new units.   

WellBiz Brands also recognized 
franchisees earning special recognition for 
Franchisee and Service Provider of the Year. 

Franchisees of the Year 
• Drybar—Amy Ross, Scottsdale. Amy 

embodies the Heart & Soul values of the 
Drybar brand. As one of Drybar's first 
franchisees, she has been a leader since the 

beginning. She is generous with her time, 
whether testing new systems or collecting 
franchisee feedback and sharing it with the 
Support Center. Over the past 10 years, she 
and her husband have opened six locations, 
with plans to grow to 10. 

• Amazing Lash Studio—Juan Cristerna, 
McAllen, TX. Juan owns two locations in 
Brownsville and McAllen, which are both in 
the top 10 across all metrics. With 32,000 
visits last year, and 62% of those services 
pre-booked, Juan also supports the brand’s  
growth by testing new products & programs. 

• Radiant Waxing—Gerri Jones, Lubbock, 
TX. Gerri’s Lubbock salon finished 2021 as a 
top-performing location, ending the year 
with a 91% increase in sales versus 2020. A 
creative marketer with meaningful 
relationships in her community, she stands 
out as a leader who empowers her team. 

• Elements Massage—Matt Perry and 
Tracy Gilligan, Nashua, Portsmouth, Salem, 
NH, and Newburyport, MA. With four 
studios, Matt and Tracy make time to 
support their teams through mentoring and 
career development. Known for their 
contagious energy, they are ambitious in 
business pursuits and always open to 
providing larger brand support. 

• Fitness Together—Clark Sharp, Silver 
Spring, MD. In 2014, Clark joined the brand as 
a personal trainer and in two years became a 
studio owner. When the pandemic hit, he 
took a full-time job to help support the 
studio and his employees. The trust in him 
and his team paid off, and revenues increased 
by over 50% from 2020 to 2021.  

Service Providers of the Year 
• Drybar: Shop Educator of the Year, 

Kirsten Welch, Oklahoma City, OK. 
• Amazing Lash Studio: Lash Stylist of 

the Year, Liz Gearheart, Suntree, FL. 
• Elements Massage: Massage Therapist 

of the Year, Tyson Johnston, College 
Station, TX. 

• Fitness Together: Personal .Trainer of 
the Year, Maria Cardozo, Burlington, MA. 

• Radiant Waxing: Waxologist of the 
Year, Savanha Nunez, Lubbock, TX. 

Visit www.wellbizbrands.com.     

News cont. on page 26

APRIL-MAY 2022  25APRIL-MAY 2022  25

http://www.bironline.com


26  APRIL-MAY  2022

The Beauty Industry Report Visit bironline.com

In other news, WellBiz Brands Inc., 
recently unveiled Radiant Waxing as the 
new name and brand identity for 
LunchboxWax, a premier, full-service 
speed-waxing salon.  The rebrand is the 
result of extensive consumer research, which 
showed that 40% more consumers would be 
attracted to new, more premium branding. 
Radiant Waxing was chosen to align the 
luxury waxing concept with a more 
approachable and aspirational brand identity 
that appeals to a broader audience.  

“We chose the name Radiant Waxing 
because guests leave the salons feeling 
flawless, with a radiant beauty that can be 
seen and felt. The new name evokes a sense 
of confidence and empowerment because 
there's nothing more radiant than a person in 
love with their skin. To reinforce this 
evolution, we moved past a clever name and 
a one-dimensional logo into a brand identity 
that is both premium and approachable,” says  
WellBiz Brands CEO Jeremy Morgan. “Radiant 
Waxing will continue to represent the 
unparalleled guest experience and with a 
strong, inclusive culture that attracted guests 
to LunchboxWax. There is so much untapped 
potential in the waxing category and I'm 
excited to unleash the power of this brand 
and grow Radiant Waxing to 500 salons over 
the next five years.” Visit 
www.radiantwaxing.com.  
 
Sola Salons has signed four 
franchise development 
agreements that will expand its 
presence in key territories 
across Ontario, Canada, 
including Toronto, Durham, 
Kitchener-Waterloo, Markham, 
Richmond Hill, Hamilton and 
Barrie. These new signings will 
bring nine new Sola locations to 
Canada over the next several 
years, emphasizing the brand's 
aggressive franchise development 
plans. In the past year, Sola 
opened 53 new locations, signed 
72 franchise agreements and 
reached a milestone of 18,000 

independent beauty professionals across 
North America. 

“While Canada just reopened salon 
businesses in late 2021 due to challenges the 
pandemic brought, Sola Salons continued to 
grow its international development, further 
showcasing the strength of our business 
model,” says Christina Russell, CEO at Sola 
Salons. “We are excited to continue to plant 
our roots in Canada through our membership 
with the Canadian Franchise Association, 
welcome new franchisees and watch our 
existing owners grow throughout Canada.” 

The real-estate rental model requires 
minimal staff, drives unparalleled occupancy 
and is backed by 17+ years of salon studio 
expertise. Sola supports more than 18,000 
independent beauty professionals across 
more than 600 locations. To learn more 
about franchise opportunities, contact Lori 
Merrall, director of franchise development, 
at lori@solasalonstudios.com. 

 
Massage Heights, a wellness franchise that 
provides personalized, therapeutic 
massage and skincare services at 120+ 
retreats, is redefining how care should 
look, act and inspire in communities 
across North America. 

The brand was founded on passion and a 
belief that the health and wellness benefits 
of high-quality massages and facials should 

be accessible to everyone. Since its 
beginning, the brand’s desire has been to 
elevate the communities they serve. As a 
result, Massage Heights will roll out a series 
of Culture of Care initiatives over the coming 
months. This will include promotions and 
giveaways to members of the community 
who care for others, such as nurses, first 
responders and teachers. In addition, 
Massage Heights is launching internal care 
programs to support franchisees in creating 
and sustaining inspiring and engaging work 
environments for their Retreat staff.  

“Our research showed that what separates 
us from others in the industry is our genuine 
level of care—mainly the caring nature of our 
people who help improve wellness, boost 
energy levels and elevate lives,” says Susan 
Boresow, CEO and president of Massage 
Heights. “We genuinely listen to our guests 
and design personalized treatment options. 
As a result, they walk out feeling renewed 
and heard.” 

“We are here for those we serve and 
those we serve alongside,” adds CG Funk, 
senior vice president of culture & industry 
relations for Massage Heights. “We hear the 
countless positive stories from our members, 
massage therapists, estheticians, retreat 
directors and franchise owners of the 
renewed energy that’s rising in our retreats. 
Caring is in our culture and in our actions, 

not just our branding. Our actions 
will be seen in our ongoing 
programs to live out our vision and 
collectively elevate individual lives 
and those around them.” Visit 
www.massageheightsfranchise.com. 

 
European Wax Center has opened 
its 900th location. Located in San 
Diego, this was the first center in 
the region to debut European Wax 
Center's new design and the 20th 
opening for longtime European Wax 
Center Franchise Owner Shawnee 
Oliver. The 900th opening was 
celebrated with a ribbon-cutting 
ceremony and a $2,500 donation to 

Rady Children's Hospital. The Massage Heights reception area welcomes guests.
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“We could not be prouder of our 
continued growth and strength as a brand, 
especially as we expand with franchise 
partners who celebrate our unique European 
Wax Center experience and embody our 
core values,” says David Berg, CEO. “After 14 
years with European Wax Center, Shawnee 
has been an exemplary ambassador, and we 
appreciate her steadfast belief in the power 
of this brand. We congratulate Shawnee on 
this exciting new chapter and our entire 
network on this important benchmark!”   

"For us, European Wax Center has always 
been a family affair, and our associates have 
become part of our extended family, making 
this partnership even more special. To think 
we are opening our 20th center is incredibly 
exciting! The leadership at European Wax 
Center was so supportive and showed us the 
path opening in front of us," adds Shawnee. 
“European Wax Center’s corporate team has 
been extremely helpful throughout the 
entire process and always delivers on their 
commitments to us. They have truly been a 
trustworthy partner.” Visit 
https://waxcenter.com. 

Regis Corporation (NYSE: RGS) recently 
reported results for the third fiscal quarter 
and nine months ended March 31, 2022 
versus the prior year. 

• Total third quarter and nine months 
ended March 31, 2022 revenue of $64.7 
million and $212.8 million includes Royalty 
growth of 23.1% and 31.2%, respectively. 

• System-wide same-store sales increased 
8.6%. 

• Reported G&A of $15.6 million and 
adjusted G&A of $14.7 million represented a 
decline of $9.0 million and $8.3 million 
compared to third quarter 2021, respectively. 

• The Franchise segment posted adjusted 
EBITDA of $3.0 million compared to a loss of 

$7.0 million in third quarter 2021. It was the 
second consecutive quarter of positive 
adjusted EBITDA in the Franchise segment. 

• Third quarter adjusted EBITDA loss of 
$0.3 million improved by $19.5 million 
compared to a loss of $19.8 million in the 
third quarter 2021. 

• For the nine months ended March 31, 
2022, adjusted EBITDA loss of $3.6 million 
improved significantly from a loss of $56.0 
million during the same period of prior year. 

“Our third-quarter results improved year 
over year, but were below our expectations, 
due to a slower sales recovery and the 
continued wind down of our legacy 
businesses,” says Matt Doctor, Regis CEO. 
“We continue to be affected by labor issues 
and lower customer counts stemming from 
the pandemic, but remain encouraged 
because our results reflect a business that 
has not yet benefited from the action steps 
we have identified in tandem with our 
franchisees to improve our performance, 
including a single technology platform for 
our entire system, more robust stylist 
education and events for a stronger talent 
brand, and a refocus of our marketing efforts 
toward digital. We are confident that our 
fully franchised business model and the 
measures we have underway will lead to 
stronger profitability going forward.” 

Total revenue in the quarter of $64.7 
million decreased $35.5 million, or 35.4%, 
year-over-year, driven primarily by the 
Company exiting company-owned salons 
that generated significant revenue, but were 
loss making. Partially offsetting the decline in 
Company-owned revenue was an increase in 
royalty revenue, due to higher franchise salon 
sales and increase in franchise salon count. 

Third-quarter adjusted EBITDA loss of $0.3 
million improved $19.5 million, versus an 
adjusted EBITDA loss of $19.8 million in the 
same period last year. The improvement was 
driven by an increase in royalties; a decrease 
in general and administrative expense; and 
the Company exiting loss making company-
owned salons over the past 12 months. 

Regis reported a third quarter 2022 net 
loss of $27.9 million, or $0.61 loss per diluted 

share, compared to a net loss of $10.8 
million, or $0.30 loss per diluted share, in 
third quarter 2021. Net loss included a 
goodwill impairment charge and increased 
inventory reserve totaling $22.4 million. 
Excluding discrete items, Regis reported a 
third quarter 2022 adjusted net loss of $4.3 
million, or $0.09 loss per diluted share, 
compared to an adjusted net loss of $25.3 
million, or $0.70 loss per diluted share, for 
the same period last year. The year-over-year 
improvement in adjusted net loss was driven 
by improved sales leading to an increase in 
royalties; a decrease in general and 
administrative expense; and the Company 
exiting loss-making company-owned salons. 

Third-quarter Franchise revenue was $61.2 
million, a $6.7 million, or 9.9% decrease 
compared to the prior year quarter. Royalties 
were $15.8 million, a $3.0 million increase 
versus the same period last year. The 
increase in royalties is due to higher franchise 
system sales and the increase in franchise 
salons. Product sales to franchisees of $1.3 
million decreased $11.8 million, as expected. 
The decrease in product sales will continue 
as the company transitions out of its 
wholesale product sales business. Franchise 
adjusted EBITDA of $3.0 million improved 
$10.0 million year-over-year primarily due to 
an increase in royalties and a decrease in 
general and administrative expense. 

Third quarter revenue for the Company-
owned salon segment decreased $28.8 
million, versus the prior year to $3.5 million. 
The year-over-year revenue decline was 
expected and driven by a net 448 salons sold 
and converted to the Company’s franchise 
portfolio over the past 12 months and the 
closure of a net 261 unprofitable salons over 
the past 12 months. Third-quarter Company-
owned salons adjusted EBITDA loss improved 
$9.5 million, versus the same period last year, 
driven by the elimination of EBITDA losses in 
the prior year period from the unprofitable 
salons now closed. The adjusted EBITDA loss 
of $3.3 million includes a $1.1 million 
inventory excess and obsolescence charge. 
For additional information, visit 
www.regiscorp.com. 

News cont. on page 28
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Sally Beauty Holdings, Inc. 
(NYSE: SBH) recently announced 
financial results for its second 
quarter ended March 31, 2022.  

• Consolidated net sales of $911 
million, a decrease of 1.6% 
compared to the prior year, with a 
comparable sales increase of 0.2%; 

• Global e-commerce sales of 
$81 million, representing 8.9% of 
net sales; 

• GAAP gross margin up 70 basis 
points to 51.1% and Adjusted Gross 
Margin up 20 basis points to 51.4%; 

• GAAP operating earnings of 
$86 million and GAAP operating 
margin of 9.5%, Adjusted Operating 
Earnings of $90 million and 
Adjusted Operating Margin of 9.9%; 

• Interest expense of $20 million 
compared to $24 million in the prior year, 
reflecting the Company’s deleveraging 
actions; 

• GAAP diluted net earnings per share of 
$0.42 and Adjusted Diluted Net Earnings Per 
Share of $0.47; and 

• Repurchased 3.2 million shares at an 
aggregate cost of $55.3 million. 

“After a strong start to the year, we 
experienced greater than expected pressure 
on the top line, as supply chain and 
inflationary challenges intensified in the back 
half of the quarter and we lapped the 

stimulus benefits 
of 2021,” says 
Denise Paulonis, 
president and CEO 
“While these 
factors impacted 
net sales, we 
delivered healthy 
gross margins 
above 51% and 
adjusted earnings 

per share of $0.47. 
As we navigate the 

ongoing macro environment, we remain 
confident in the underlying strength of our 
business and the resiliency of our core color 
and care customers. Our teams are 

continuing to focus on our four key growth 
pillars, which include leveraging our digital 
platform, driving loyalty and personalization, 
delivering product innovation and optimizing 
our supply chain. Importantly, our strong 
balance sheet allowed us to continue 
investing for growth while returning value to 
shareholders through our share repurchase 
program during the quarter.” 

 
Fiscal 2022 2nd Quarter Operating Results 
Second quarter consolidated net sales were 
$911.4 million, a decrease of 1.6% compared 
to the prior year, with a comparable sales 
increase of 0.2%. The Company was 
operating 142 fewer stores at the end of the 
quarter, compared to the prior year. Foreign 
currency translation had an unfavorable 
impact of 50 basis points on consolidated 
net sales for the quarter. Global e-commerce 
sales were $81 million or 8.9% of 
consolidated net sales for the quarter. 

Consolidated gross profit for the second 
quarter was $465.3 million compared to 
$467.2 million in the prior year, a decrease of 
0.4%. GAAP consolidated gross margin was 
51.1%, an increase of 70 basis points 
compared to 50.4% in the prior year. 
Adjusted Gross Margin, excluding the write-
down of COVID-19 related personal- 
protective equipment inventory in both the 

2022 and 2021 quarters, was 51.4% 
compared to 51.2% in the prior 
year. The 20 basis point increase 
was driven primarily by higher 
product margins at both Sally 
Beauty and Beauty Systems 
Group, partially offset by higher 
distribution and freight costs and 
an unfavorable sales mix shift 
between the higher margin Sally 
U.S. and lower margin Sally 
international operations. 

Selling, general and 
administrative expenses totaled 
$378.9 million, down $12.2 million 
compared to the prior year period. 
Adjusted Selling, General and 

Administrative Expenses, excluding 
COVID-19 related net expenses and 

other adjustments in both the 2022 and 2021 
quarters, were $378.0 million, up $15.8 million 
compared to the prior year, driven primarily 
by increased cost pressures from labor and 
expenses related to re-opening international 
territories that were closed last year. Those 
factors were partially offset by lower variable 
and accrued bonus expenses. As a 
percentage of sales, Adjusted SG&A expenses 
were 41.5% compared to 39.1% in prior year. 

GAAP operating earnings and operating 
margin in the second quarter were $86.5 
million and 9.5%, compared to $75.5 million 
and 8.2%, in the prior year. Adjusted 
Operating Earnings and Operating Margin, 
excluding the Company’s previously 
announced restructuring efforts, COVID-19 
related net expenses and other adjustments 
in both the 2022 and 2021 quarters, were 
$90.2 million and 9.9%, compared to $112.1 
million and 12.1%, in the prior year. 

GAAP net earnings in the second quarter 
were $46.8 million, or $0.42 per diluted share, 
compared to GAAP net earnings of $38.3 
million, or $0.34 per diluted share in the prior 
year. Adjusted Net Earnings were $51.9 
million, or $0.47 per diluted share, compared 
to Adjusted Net Earnings of $65.5 million, or 
$0.57 per diluted share in the prior year. 
Adjusted EBITDA in the second quarter was 
$116.3million, a decrease of 17.7% compared 

Sally Beauty continues its owned brand expansion with the launch 
of Strawberry Leopard, a care line for vivid hair color.

Denise Paulonis
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to the prior year, and Adjusted EBITDA 
Margin was 12.8%, a decrease of 250 basis 
points compared to the prior year. 

 
Balance Sheet and Cash Flow 
As of March 31, 2022, the Company had cash 
and cash equivalents of $227 million and no 
borrowings outstanding under its asset-based 
revolving line of credit. At the end of the 
quarter, inventory was $963 million, up 1.4% 
versus a year ago. Second quarter cash flow 
from operations was $2.9 million. Capital 
expenditures in the quarter totaled           
$17.7 million. 

In the second quarter, the Company used 
excess cash to repurchase 3.2 million of its 
shares at an aggregate cost of $55.3 million. 
Additionally, the Company ended the quarter 
with a net debt leverage ratio of 2.07x. 
 
Fiscal 2022 Second Quarter Segment 
Results: Sally Beauty Supply 
Segment net sales were $525.8 million in the 
quarter, a decrease of 3.1% compared to the 
prior year. The segment had an unfavorable 
impact of 90 basis points from foreign 
currency translation on reported sales and 
operated 126 fewer stores at the end of the 
quarter compared to the prior year. Segment 
e-commerce sales were $33 million or 6.3% 
of segment net sales for the quarter. 

Segment comparable sales decreased 
0.5% in the second quarter. The Sally Beauty 
businesses in the U.S. and Canada 
represented 79% of segment net sales for the 
quarter and had a comparable sales decrease 
of 8.9%, primarily reflecting lower traffic and 
conversion due to the impact of the 
Omicron variant, supply chain disruptions, 
inflationary pressures impacting consumer 
behavior, and the lapping of stimulus benefits 
in the second quarter of 2021. 

At the end of the quarter, net store count 
was 3,499, a decrease of 126 stores compared 
to the prior year. 

Gross margin increased by 40 basis points 
to 58.8% compared to the prior year. The 
increase was primarily driven by pricing 
leverage and a smaller write-down of 
COVID-19 related personal-protective 

equipment inventory compared to the prior 
year. These benefits were partially offset by 
higher distribution and freight costs and an 
unfavorable sales mix shift between the 
higher margin Sally U.S. and lower margin 
Sally international operations. 

GAAP operating earnings were $80.9 
million compared to $100.1 million in the 
prior year, representing a decrease of 19.1%. 
GAAP operating margin decreased to 15.4% 
compared to 18.4% in the prior year. 

 
Beauty Systems Group 
Segment net sales were $385.6 million in the 
quarter, an increase of 0.5% compared to the 
prior year. The segment operated 16 fewer 
stores at the end of the quarter compared to 
the prior year and had no impact on 
reported sales from foreign currency 
translation. Segment e-commerce sales were 
$48 million or 12.5% of segment net sales for 
the quarter. 

Segment comparable sales increased 1.3% 
in the second quarter. 

At the end of the quarter, net store count 
was 1,363, a decrease of 16 stores compared 
to the prior year. 

Gross margin increased 140 basis points to 
40.5% in the quarter compared to the prior 
year, driven primarily by pricing leverage and 
a smaller write-down of COVID-19 related 
personal-protective equipment inventory. 
These benefits were partially offset by higher 
distribution and freight costs. 

GAAP operating earnings were $46.0 
million in the quarter, a decrease of 3.8% 
compared to $47.8 million in the prior year. 
GAAP operating margin in the quarter was 
11.9% compared to 12.5% in the prior year. 

At the end of the quarter, there were 712 
distributor sales consultants compared to 
704 in the prior year. 

 
Fiscal Year 2022 Guidance 
Given the dynamic macro environment 
including the impact of inflationary pressures 
and intensified supply chain challenges, the 
Company is revising its full year guidance for 
fiscal year 2022 as outlined below: 

Net sales are expected to be flat to down 

2% compared to the prior year; 
Net store count is expected to decrease 

by approximately 1% to 2% for the fiscal year, 
reflecting the Company’s focus on optimizing 
its store portfolio; 

Gross margin is expected to expand by 40 
to 60 basis points compared to the prior 
year; 

GAAP operating margin is expected to be 
approximately 11.0%; and 

Adjusted Operating Margin is expected to 
be approximately 11.0%. 

For more details and the full report, visit 
sallybeautyholdings.com/investor-relations.  

 
Ulta Beauty, Inc. (NASDAQ: ULTA) recently 
announced financial results for the first 
quarter ended April 30, 2022. 

“The Ulta Beauty team delivered 
exceptional first quarter results, with better-
than-expected sales and earnings growth, 

supported by 
double-digit 
comparable sales 
growth across all 
major categories,” 
says Dave 
Kimbell, CEO. 
“Solid execution 
of our strategies, 
paired with strong 
guest demand, 

fueled our 
financial 

performance and continued market share 
gains as we delighted our guests with exciting 
brand launches within our assortment and 
differentiated guest experiences.” 

 
First Quarter of Fiscal 2022 
Net sales increased 21.0% to $2.3 billion 
compared to $1.9 billion in the first quarter of 
fiscal 2021, due to the favorable impact of 
fewer COVID-19 restrictions compared to the 
first quarter of fiscal 2021. 

Comparable sales (sales for stores open at 
least 14 months and e-commerce sales) 
increased 18.0%, driven by a 10.0% increase in 
transactions and an 7.3% increase in average 
ticket. 

News cont. on page 30
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Gross profit increased to $941.0 million 
compared to $753.8 million in the first 
quarter of fiscal 2021. As a percentage of net 
sales, gross profit increased to 40.1% 
compared to 38.9% in the first quarter of 
fiscal 2021, primarily due to leverage in fixed 
costs, strong growth in other revenue, and 
favorable channel mix shifts, partially offset 
by lower merchandise margin. 

Selling, general and administrative 
(“SG&A”) expenses increased to $501.0 million 
compared to $443.9 million in the first 
quarter of fiscal 2021. As a percentage of net 
sales, SG&A expenses decreased to 21.4% 
compared to 22.9% in the first quarter of 
fiscal 2021, primarily due to lower marketing 
expenses and leverage in store payroll and 
benefits due to higher sales, partially offset 
by deleverage in corporate overhead due to 
strategic investments. 

Pre-opening expenses decreased to $2.3 
million compared to $4.6 million for the first 
quarter of fiscal 2021. 

Operating income increased to $437.7 
million, or 18.7% of net sales, compared to 
$305.3 million, or 15.8% of net sales, in the 
first quarter of fiscal 2021. 

Tax rate decreased to 24.2% compared to 
24.5% in the first quarter of fiscal 2021. 

Net income increased to $331.4 million 
compared to $230.3 million in the first 
quarter of fiscal 2021. 

Diluted earnings per share increased to 
$6.30, including a $0.02 benefit due to 
income tax accounting for share-based 
compensation, compared to $4.10, including a 
$0.03 benefit due to income tax accounting 
for share-based compensation, in the first 
quarter of fiscal 2021. 

Balance Sheet: Cash and cash equivalents 
at the end of the first quarter of fiscal 2022 
totaled $654.5 million. 

Merchandise inventories, net at the end of 
first quarter of fiscal 2022 increased to $1.57 
billion compared to $1.35 billion at the end of 
the first quarter of fiscal 2021. The increase 
reflects the addition of 28 net new stores, 
inventory to support new brand launches, 
and the acceleration of inventory receipts to 
support expected demand and mitigate 

anticipated global supply chain disruptions. 
Share Repurchase Program: During the 

first quarter of fiscal 2022, the Company 
repurchased 331,834 shares of its common 
stock at a cost of $132.8 million. As of April 
30, 2022, $1.87 billion remained available 
under the $2.0 billion share repurchase 
program announced in March 2022. 

Store Update: Real estate activity in the 
first quarter of fiscal 2022 included 10 new 
stores located in Cranston, RI; Las Vegas; 
Meriden, CT; North Hollywood, CA; Prince 
Frederick, MD; Riverside, CA; Stephenville, 
TX; Vienna, VA; Warrenton, VA; and 
Woodbridge, NJ. In addition, the Company 
relocated six stores. At the end of the first 
quarter of fiscal 2022, the Company 
operated 1,318 stores totaling 13.9 million 
square feet. 

https://www.ulta.com/investor. 
 

Revlon, Inc. (NYSE: REV) recently 
announced its results for the quarter 
ended March 31, 2022. 

Debra Perelman, Revlon’s president and 
CEO, states,“While the supply chain 
challenges continue to have an impact, our 

first quarter results 
were strong on 
both the top and 
bottom line. Each 
of our reporting 
segments grew 
over the prior year, 
and we 
experienced our 
best Q1 Adjusted 
EBITDA in six 

years.  
“Revlon is 

executing against our well-established 
strategic plan of focusing on our core, iconic 
brands in key markets, as well as our digital 
acceleration to drive long-term, sustainable 
growth—while protecting profitability and 
managing our liquidity. We continue to 
manage our business dynamically, as we 
navigate ongoing macroeconomic 
uncertainty.” 

 

Quarter ended March 31, 2022, summary 
developments: 
As Reported net sales were $479.6 million in 
the first quarter of 2022, compared to $445.0 
million during the prior-year period, an 
increase of $34.6 million or 7.8%. 

As Reported operating income was $23.7 
million in the first quarter of 2022, compared 
to an operating loss of $12.7 million during 
the prior-year period, an improvement of 
$36.4 million. The higher operating income 
was driven primarily by higher As Reported 
net sales, a gross margin improvement of 190 
basis points, $3.6 million in lower selling, 
general and administrative expenses (SG&A), 
and $3.5 million in lower restructuring 
charges. Adjusted operating income in the 
first quarter of 2022 increased by $27.2 
million to $29.0 million from $1.8 million over 
the prior-year period. 

Adjusted EBITDA(a) in the first quarter of 
2022 was $58.4 million versus $38.2 million in 
the prior-year period. The higher Adjusted 
EBITDA was driven primarily by higher As 
Reported net sales and higher As Reported 
operating income. 

As Reported net loss was $67.0 million in 
the first quarter of 2022, versus a $96.0 
million net loss in the prior-year period. The 
lower net loss was driven primarily by higher 
operating income, partially offset by higher 
foreign currency losses of $4.5 million over 
the prior-year period, and higher interest 
expense of $3.2 million over the prior-year 
period. 

As of March 31, 2022, the Company had 
total liquidity of $132.1 million. 

Segment Results: The Company operates 
in four reporting segments: Revlon, Elizabeth 
Arden, Portfolio and Fragrances. From here 
on, Beauty Industry Report recaps only the 
Portfolio segment. That segment markets, 
distributes and sells premium, specialty and 
mass products primarily to the mass retail 
channel, hair and nail salons and professional 
salon distributors in the U.S. and 
internationally, and large-volume retailers, 
specialty and department stores under 
brands such as Almay and SinfulColors in 
color cosmetics; American Crew in men’s 

Debra Perelman
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grooming products; CND in nail polishes, gel 
nail color and nail enhancements; Cutex in 
nail care products; and Mitchum in anti-
perspirant deodorants. The Portfolio segment 
also includes a multicultural hair care line 
consisting of Creme of Nature hair care 
products, which are sold in both professional 
salons and in large volume retailers and other 
retailers, primarily in the U.S.; and a hair color 
line under the Llongueras brand (licensed 
from a third party) that is sold in the mass 
retail channel, large volume retailers and 
other retailers, primarily in Spain. 

Portfolio segment net sales in the three 
months ended March 31, 2022, were $99.2 
million, a $3.2 million, or 3.3%, increase, 
compared to $96.0 million in the three 
months ended March 31, 2021. Excluding the 
$2.0 million unfavorable FX impact, total 
Portfolio segment net sales in the three 
months ended March 31, 2022, increased by 
$5.2 million, or 5.4%, compared to the three 
months ended March 31, 2021. The Portfolio 
segment XFX increase in net sales of $5.2 
million in the three months ended March 31, 
2022, was driven primarily by higher net sales 
of Mitchum anti-perspirant deodorants in 
International regions, higher net sales of 
Cutex, both in International regions and 
North America, higher net sales of CND nail 
products in International regions and higher 
net sales of Almay color cosmetics in North 
America, partially offset by lower net sales of 
certain local and regional skin care products 
brands, both in International regions and in 
North America. The increase was primarily in 
connection with retail channels continuing to 
show signs of improvement from the effects 
of the ongoing COVID-19 pandemic. 

Portfolio segment profit in the three 
months ended March 31, 2022, was $17.3 
million, a $4.2 million, or 32.1%, increase, 
compared to $13.1 million in the three months 
ended March 31, 2021. Excluding the $0.4 
million unfavorable FX impact, Portfolio 
segment profit in the three months ended 
March 31, 2022, increased by $4.6 million, or 
35.1%, compared to the three months ended 
March 31, 2021. This increase was driven 
primarily by the Portfolio segment's higher 

net sales and higher gross profit margin, as 
well as lower SG&A and brand support 
expenses. 

In North America, Portfolio segment net 
sales in the three months ended March 31, 
2022, increased by $1.2 million, or 1.9%, to 
$64.7 million, as compared to $63.5 million in 
the three months ended March 31, 2021. 
Excluding the $0.2 million unfavorable FX 
impact, Portfolio segment net sales in North 
America in the three months ended March 31, 
2022, increased by $1.4 million, or 2.2%, 
compared to the three months ended March 
31, 2021. The Portfolio segment's $1.4 million 
XFX increase in North America net sales in 
the three months ended March 31, 2022, was 
driven primarily by higher net sales of certain 
local and regional skin care products brands, 
Almay color cosmetics and Cutex nail care 
products, primarily in connection with retail 
channels continuing to show signs of 
improvement from the effects of the 
ongoing COVID-19 pandemic. This increase 
was partially offset by lower net sales of 
American Crew men's grooming products. 

Internationally, Portfolio segment net 
sales in the three months ended March 31, 
2022, increased by $2.0 million, or 6.2%, to 
$34.5 million, compared to $32.5 million in 
the three months ended March 31, 2021. 
Excluding the $1.8 million unfavorable FX 
impact, Portfolio segment International net 
sales increased by $3.8 million, or 11.7%, in the 
three months ended March 31, 2022, 
compared to the three months ended March 
31, 2021. The Portfolio segment’s $3.8 million 
XFX increase in International net sales in the 
three months ended March 31, 2022, was 
driven primarily by higher net sales of 
Mitchum anti-perspirant deodorants and 
American Crew men's grooming products, 
primarily in connection with retail channels 
starting to show signs of improvement from 
the effects of the ongoing COVID-19 
pandemic, partially offset by lower net sales 
of certain local and regional skin care 
products brands. 

Cash Flow: Net cash from operating 
activities in the first quarter of 2022 was   
$6.7 million, compared to a $28.4 million use 

of cash in the prior-year period. The 
decrease in cash used in operating activities 
was primarily driven by a lower As Reported 
net loss and favorable working capital 
changes. Free cash flow(a) in the first quarter 
2022 was a $4.4 million source of cash, 
compared to a $29.1 million use of cash in 
prior-year period. 

Liquidity Update: As of March 31, 2022, 
the Company had approximately $132.1 
million of available liquidity, consisting of 
$70.0 million of unrestricted cash and cash 
equivalents, as well as $65.1 million in 
available borrowing capacity under the 
Product Corporation's Amended 2016 
Revolving Credit Facility (which had $268.0 
million drawn as of such date), less float of 
approximately $3.0 million. Visit 
www.revloninc.com. 

 
Madison Reed recently announced $33 
million in new financing led by Sandbridge 
Capital, with participation from Marcy 
Venture Partners. Through this strategic 
investment, Madison Reed will leverage 
Sandbridge Capital and Marcy Venture 
Partners' global expertise across the modern 
retail and beauty space in order to 
increasingly scale its omnichannel business.  

“Madison Reed was built on the belief 
that salon-gorgeous hair color should be 
convenient, affordable and made with 

ingredients 
women can feel 
good about. We 
have achieved this 
by showing 
women that 
Madison Reed 
products and 
services give them 
agency and 
autonomy when it 

comes to coloring 
their hair, with 

high-quality results through our at-home 
products or in our 60+ nationwide Hair Color 
Bar locations,”  says Amy Errett, CEO and 
founder of Madison Reed. “As we continue 
to grow our geographic and retail footprint, 
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we couldn't be more excited to partner 
closely with Sandbridge Capital and Marcy 
Venture Partners in this chapter of expansion. 
Their deep retail and beauty experience will 
be critical as we enter our next stage of 
growth.” 

This funding will accelerate Madison 
Reed's Hair Color Bar growth, as the 
company plans to operate 80 locations by 
the end of the year, giving women access to 
salon-gorgeous hair color, applied by a 
licensed professional, at a fraction of the 
time and cost of traditional salons. The 
company also plans to hire 850 new colorists 
in 2022, who will earn 3x more than in a 
traditional salon, while receiving full-time 
benefits. The key regions Madison Reed is 
targeting for further expansion include New 
York City, South Florida, California, Chicago, 
Washington DC and Texas. 

In addition to its Hair Color Bar business, 
Madison Reed is using this new round of 
financing to grow its omnichannel offerings 
and expand the company's color, care and 
maintenance product portfolio through new 
innovations that are always Smart 8-Free and 
Leaping Bunny Certified. This growth consists 
of Madison Reed's established wholesale 
business in retailers including Ulta and Ulta 
Beauty at Target, along with its strong 
recurring customer base online at Madison-
Reed.com and Amazon.com. 

“We are highly enthused to be partnering 
with Amy and the exceptional Madison Reed 
team as the brand continues to disrupt the 
industry with its dedicated focus on 
delivering only the highest quality ingredients 
to the hair care market,” says Ken Suslow, 
Sandbridge Capital Founder and Managing 
Partner. "Madison Reed's innovative 
omnichannel approach maximizes 
convenience while delivering a compellingly 
modern consumer experience across the 
board. Sandbridge is proud to join the 
Madison Reed team in support of their 
important category defining mission." 

In addition, Madison Reed recently  
announced the winners of its inaugural 
“Confident is the New Beautiful” Scholarship. 
Each received an award of $5,000 to help 

fund their cosmetology program. Embracing 
Madison Reed’s brand values of love, joy, 
courage, trust and responsibility, the 
scholarship celebrates the brand’s efforts to 
foster diversity and inclusion, ultimately 
creating a more beautiful world. 

The first five scholarship recipients and 
their respective cosmetology schools are 
Emma Lamfers, Aveda Institute of Des 
Moines, Iowa; Kimberly Vest, Creative 
Images Institute of Cosmetology, Dayton, 
OH; Jordan Kirk, KC’s School of Hair 
Design, Pontotoc, MS; Rabekka Trotter, 
Summit Salon Academy, Anderson, IN; and 
Jasmyne Garnett, Paul Mitchell the School, 
Sherman Oaks, CA. Visit 
www.beautychangeslives.org and 
www.madison-reed.com. 

 
Hammer & Nails, a luxury grooming lounge 
specifically designed for men, is on pace to 
double its system-wide footprint in 2022 
after closing out 2021 with immense 
growth and overall performance. In spite of 
a challenging year for the industry due to the 
COVID-19 pandemic, Hammer & Nails 
reported a 270% increase in revenue in 2021 
over 2020 and doubled the franchise system 
in the past 12 months. In 2021, Hammer & 
Nails signed over 30 franchise agreements to 
bring luxury grooming lounges to Georgia, 
Ohio, Connecticut and Florida.  

“For 2022, Hammer & Nails has set 
explosive expansion goals to have 20+ new 
shops operating by the end of Q2, and to 
sign 30 additional franchise agreements in 
markets across the country by the end of the 
year,” says Jereme Shelton, vice president of 
franchise development for Hammer & Nails.  

“As consumers are increasing self-care 
regimens, Hammer & Nails is capitalizing on 
this trend by creating an environment for 
men to enjoy a stress-free, memorable and 
one-of-a-kind experience. Many enthusiastic 
entrepreneurs are flocking to the franchise 
after seeing opportunity in men's luxury 
grooming, and view the brand as unrivaled in 
the industry due to system performance and 
high-tier support. We expect our growth 
momentum to continue well into 2022.” 

While the brand enjoyed impressive 
growth in 2021, Hammer & Nails also 
committed to giving back. In 2021, Hammer & 
Nails partnered with Zero Cancer, Men 
Actively Creating Healthy Outcomes 
(MACHO) and hospitals throughout the 
United States to provide complimentary 
grooming services to make patients battling 
cancer—the Hammer & Nails Cares 
program. The Hammer & Nails Cares program 
will provide $100,000 of complimentary 
grooming services in 2022 to male cancer 
patients. Each Hammer & Nails location is 
specifically designed for the privacy and 
comfort of each member and guest. 

The Hammer & Nails experience features 
soft ambient lighting, tinted exterior 
windows for privacy and an interior furnished 
with dark wood and steel, creating a relaxing 
vibe. Members are greeted by name, 
escorted to a luxurious oversized leather 
chair, and handed a menu with 
complimentary beverages ranging from an 
ice-cold water to McAllen’s whiskey, all of 
which is included in the service cost. Every 
guest has a personal TV, remote and noise-
cancelling headphones. Visit 
https://hammerandnailsfranchise.com/. 

Sola Salons hosted its first live event since 
2020 and by far its largest educational 
event to date, Sola Sessions, on May 15-17 
in Denver. The three-day event featured  13 
inspiring educators and change-makers. 

Sola Sessions offered hands-on 
workshops, panel discussions, engaging 
roundtables and a vendor expo, as well as a 
keynote address from the award-winning 
entertainer, lecturer, and comedian              
Dr. Bertice Berry, who was presented by 
Salon Centric. Other top speakers included 
hairstylist, salon owner, and educator Yene 
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Damtew,  CEO and founder of Thrivers 
Society  Britt Seva, and  podcaster, educator, 
and hairstylist Dawn Bradley.  

The event also highlighted speakers from 
beauty brands, including  Anthony Cole and 
Toni Garcia-Jackson from Wella, Lori Zabel 
and Sarah Bramham from Redken, and 
Colin Caruso and Régine Valcin from John 
Paul Mitchell Systems.  

“Since inception, our mission to provide 
our Sola professionals with the education 
and inspiration they need to have long-
lasting and successful careers in the beauty 
salon space has been our highest priority," 
says Rachel Vaughn, vice president of 
marketing at Sola Salons. “After two 
consecutive virtual Sola Sessions and being 
separated from our family of Sola 
professionals, we couldn't be happier to 
finally have everyone back together in person 
to connect and learn from the industry's top 
educators. Hosting this first-ever, three-
day  Sola Sessions event in our hometown of 
Denver left our professionals feeling 
reinvigorated and ready to achieve the goals 
they've set for their businesses.” 

The event was sponsored by BeautyHive, 
an online distributor of professional salon 
products created for independent beauty 
professionals at Sola Salons, in addition to 
Redken, Wella Professionals, John Paul 
Mitchell Systems, Dazzle Dry, Bioelements, 
Brazilian Professionals, Alterna, 
Schwarzkopf Professional, Hattori Hanzo 
Shears and Gloss Genius.  Visit 
https://www.solasalonstudios.com/.  

 
Cosmoprof North America will host its 
19th edition July 12-14 at the Las Vegas 
Convention Center in Las Vegas and is 
open for registration. The award-winning 
event now runs Tuesday to Thursday in a 
new two-hall format.  

“Cosmoprof North America is excited to 
continue its tradition of hosting a powerful, 
world-class platform for domestic and 
international retailers, distributors, beauty 
brands and suppliers to network, share their 
visionary ideas and foster relationships in an 
exceptional new arena, now held in a 

convenient mid-week format,” says Enrico 
Zannini, general manager of BolognaFiere 
Cosmoprof. “The new two-hall format will 
provide attendees with an increased focus 
on their specific needs to make the most of 
their time at the show, as well as newly 
designed features to ignite inspiration.” 

“Cosmoprof North America continues to 
be a driver for growth, innovation, trends and 
thought leadership in the beauty industry,” 
shares Nina Daily, executive director of the 
Professional Beauty Association. 
“Reconnection with partners and creating 
new relationships is more important than 
ever, and we are confident the new format 
and venue will lead to a successful 
Cosmoprof North America 2022 and allow 
attendees to facilitate valuable connections.” 

For the first time, Cosmopack North 
America, the only event in the Americas 
fully dedicated to the entire beauty supply 
chain, will have its own dedicated North Hall. 
At Cosmopack, buyers can discover 
ingredients, raw materials, packaging, 
components, technological advances and 
more to take brands from concept to 
creation. Having its own location will make it 
easier to find supply chain solutions. Also 
featured is a dedicated Cosmopack Buyer 
Lounge, special activations, and on the floor 
education complimentary to exhibitors and 
attendees.  

Dedicated to finished products, The 
Cosmoprof North America West Hall will 
feature four macro sectors, including 
Haircare, Skincare & Makeup, Nails and 
Natural Products. Country Pavilions will 
showcase authentic elements and 
innovations from countries recognized for 
their strong heritage in beauty. 

New initiatives include:  
Discover Black-Owned Beauty: This 

personalized curated display area is created 
for Black-owned beauty brands seeking 
access to market opportunities, educational 
resources, retail distribution, and brand 
exposure. Curators Adrienne Mason and 
Maria Torres created the Beauty 
International Group with the intention to 
ensure Black-owned beauty brands have 

access to investment capital, retail 
distribution, logistics, and valuable industry 
know-how. This area facilitates retailers' 
commitment to the “15% pledge,” which asks 
businesses to dedicate 15% of their shelf 
space to Black-owned brands. 

Returning this year are special areas 
dedicated to curated exhibitors, including 
Discover Beauty, Discover Beauty 
Spotlights, Discover Green and The Beauty 
Vanities. Also returning are CPNA special 
projects including Boutique, a beauty 
sampling bar; the Buyer Program, which 
encourages networking between exhibitors 
and top buyers; Cosmoprof & Cosmopack 
North America Awards, CosmoTrends, 
Mentorship Program and Press Zone. 
CosmoTalks’ wide-ranging seminars and 
workshops that combine creativity, 
inspiration and business will be hosted by 
NPD, FIT, Spate, Insider’s Guide to Spas and 
BEAUTYSTREAMS, amongst others. With 
more than 20 seminars and workshops, it 
aims to be the widest ranging series of 
conferences and in-depth talks in the beauty 
industry. Register at 
www.cosmoprofnorthamerica.com. Plan your 
visit at cosmoprofnorthamerica.com/plan-
your-visit/ 

  
The first edition of Cosmoprof CBE ASEAN 
will take place September 15-17, 2022, in 
Bangkok, Thailand. Organized by 
BolognaFiere, Informa Markets and China 
Beauty Expo, Cosmoprof CBE ASEAN will 
take place at the Impact Exhibition & 
Convention Center. This alliance of the 
world’s renowned leaders in beauty trade 
exhibitions will aggregate their vast beauty 
industry resources to achieve a high-quality 
beauty industry event dedicated to the 
South East Asia market. 

Cosmoprof CBE ASEAN will bring 
together 500+ exhibitors and brands on an 
exhibition space of around 15,000 square 
meters, showcasing cosmetic products and 
packaging solutions. More than 8,000 
professional visitors are expected. 

In picking Thailand as the new meeting 
point, Cosmoprof recognizes the important 
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economic and cultural role the country plays 
in the region. Thailand offers the biggest 
cosmetics industry in South East Asia and the 
gateway to the ASEAN market. The beauty 
industry here offers high potential area for 
international brands. The revenue in the 
beauty market equaled USD $25,248M in 
2021, which is expected to grow annually by 
5.73% (CAGR 2021-2026). Beauty e-commerce 
sales are projected to grow from USD $6B in 
2015 to USD $88B in 2025. 

“There is strong market potential in South 
East Asia, especially in Bangkok, which is the 
hub for the beauty business in the ASEAN 
region. We are confident that this will 
present new business opportunities in 
ASEAN,” says Sang Ying, deputy general 
manager of Shanghai Baiwen Co Ltd. 

Cosmoprof CBE ASEAN will host 
international beauty companies from across 
the world, providing the most 
comprehensive showcase of finished 
products and packaging solutions, including 
Perfumery, Cosmetics & Toiletries; 
Professional Beauty Salon & Spa; Hair & Nails; 
Herbal Products; Natural & Organic; 
Nutraceuticals & Dietary Supplements. A 
“Beauty Made in Thailand” section will serve 
as a showcase for local companies. 
Companies and operators can also find 
exhibitors from OEM/ODM, machinery & 
equipment, primary and secondary 
packaging, ingredients and laboratory.  

To facilitate networking between 
professionals and companies, participants 
can take advantage of the Buyer Program. 
International and local buyers will be invited 
for B2B meetings with exhibitors. The match-
making software branded Cosmoprof, Match 
& Meet, will facilitate business meetings 
among companies, buyers and distributors. 

CosmoTalks will feature experts and 
industry leaders to analyze future 
development prospects for the market and 
the cosmetics industry. There will be live 
demonstrations and shows dedicated to 
beauty professionals by CosmoOnstage. 

Visit www.cosmoprofcbeasean.com for 
registration information and more.  

 

o, a comprehensive business management 
platform for the beauty, fitness, and 
wellness industries, will convene its 
inaugural user conference, iconic.22, on 
September 25-26 in San Francisco, at the 
premiere venue, Bespoke. 

The conference will feature guest speaker 
Venus Williams, four-time Olympic gold 
medalist and champion women’s tennis 
player, as well as Tabatha Coffey, celebrity 
hairstylist, salon owner and television 
personality. Other keynote speakers include 
John Hallberg, founder of 
TheSalonBusiness.com; Luka Hocevar, 
founder of Vigor Ground Fitness 
Professional; Cameron Kepford, founder of 
Haus of Heir; and Lisa Suarez, owner of 
Lacquer Gallery. 

Iconic.22 will bring together professionals 
from the beauty, fitness and wellness world 
to share industry insights, draw inspiration, 
and network through a schedule of 
educational panels, complimentary wellness 
classes and breakout sessions customized for 
each vertical. Discussions led by industry 
experts & Vagaro Super Users will provide 
tips and leveled strategies for business and 
professional growth. The event will also 
include raffles, giveaways and other offers. 

To register, to learn more or for 
sponsorship opportunities, contact Elizabeth 
Olveda, senior communications manager, at 
press@vagaro.com and visit www.vagaro.com. 

 
In 2023, Informa Markets’ Premiere Group 
will expand to two emerging new 
markets—Anaheim, CA in April and San 
Antonio, TX, on dates to be announced. 
Premiere Orlando and Columbus will also 
take place. This move looks to solidify 
Premiere’s voice in the U.S. beauty 
community, under the guidance of Informa 
Markets who brought the shows into their 
South Florida Ventures portfolio last year.  

Premiere Beauty’s growth over the past 
few years has been robust, and the 2022 
show is currently pacing to exceed the pre-
pandemic record numbers. In 2021, the 
company was purchased by Informa Markets, 
the world’s largest exhibition organizer. 

Informa retained all of Premiere’s staff, 
including commercial Vice President Ed 
McNeill, allowing the show to keep its 
familiar feel and vision, but with additional 
resources and support to grow the events. 

In the first year under Informa Market’s 
ownership, Premiere has pivoted on 
technology that will deliver better customer 
data, improved marketing technology to 
expand reach and now, for the first time ever 
in the show’s history, complimentary lead 
capture for all exhibitors and sponsors. 

“We are thrilled to be growing the show 
to reach new audiences and help innovators 
get their product service discoveries in front 
of beauty industry professionals across the 
U.S.,” said Ed McNeill, VP of Premiere Group. 
“California and Texas are two thriving markets 
that we are excited to tap into, and we see 
immense potential for future growth in those 
cities and beyond. We intend to be the 
leading voice in connecting beauty industry 
professionals worldwide.” Visit 
www.premiereshows.com. 

Neuma Beauty and World Vision, a global 
humanitarian organization dedicated to 
tackling the causes of poverty and 
injustice around the world, have joined 
forces to support Ukraine and its refugees. 
In an effort to amplify the humanitarian 
assistance within Ukraine and neighboring 
countries, Neuma is donating 20% of the 
proceeds from its e-commerce sales of its 
reNeu system—reNeu shampoo, reNeu 
condition and reNeu scalp therapy—from 
May 1 to May 31, 2022 to go directly to 
World Vision’s Ukrainian Refugee Fund.  

“Since Russia’s invasion of Ukraine, World 
Vision has been on the front lines, providing 
humanitarian assistance to refugees displaced 
and affected by the conflict,” states Maureen 

giving 
back
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Saenz, vice president of marketing. “We are 
in constant awe of World Vision’s ability to 
pivot quickly to provide aid to the parts of 
the world needing it the most.” 

“The Ukrainian crisis is Europe’s fastest-
growing refugee crisis since WWII. Without 
the support of our corporate partners, 
World Vision would not be able to meet the 
critical needs of the refugees who have been 
uprooted from their homes,” says Samantha 
King, corporate director for World Vision. 
“We are grateful for Neuma Beauty’s support 
and contribution to help provide essential 
shelter and hygiene supplies to refugee 
facilities in Eastern Europe.” Visit 
www.neumabeauty.com and 
www.worldvision.org.  

 
BQG hair brand Aquage recently 
participated in the Beach Clean Up at 
Boccuzzi Park in Stamford, CT. 
SoundWaters, an organization committed to 
protecting the Long Island Sound through 
education and action, executes monthly 
cleanups throughout Connecticut in an 
effort to remove human debris left behind in 
the water and on the coast. 

Aquage aided in cleaning up an estimated 
900 pounds of plastic. Paired with their 
ongoing partnership with PlasticBank, 
another organization dedicated to the 
removal of ocean plastic, Aquage 
demonstrates how a brand with heart can 
make a serious impact. 

A portion of every Aquage sale goes to 

their partnership with PlasticBank, a social 
impact company, dedicated to reducing 
plastic pollution and protecting our oceans.  

 
Essie recently announced its U.S. 
philanthropic partnership with The 
Foundation for Art & Healing and Project 
UnLonely. This partnership will launch as a 
part of Hands All In, a holistic global 
initiative to support essie conscious brand 
values, starting with a commitment to its 
community. As a color-driven brand deeply 
rooted in celebrating creativity and fostering 
happiness, essie is dedicated to helping its 
community develop meaningful connections 
through color.  

There is an epidemic of loneliness around 
the world, with 61% of Gen Z admitting they 
feel lonely and 46% reporting that their 
loneliness grew since the pandemic. Essie 
aims to identify impactful methods to help 
diminish the effects of loneliness on the    
Gen Z community and has partnered with 
FAH to promote creative expression as an 
innovative approach to alleviate loneliness. 

"At essie, we’re obsessed with color and its 
power to bring people together through 
storytelling,” says Isabelle Carramaschi, vice 
president of essie. “We’ve never been more 
connected by technology, but an 
overwhelming number of people are 
struggling with a level of disconnection never 
seen before. As a brand that drives personal 
connections and has a large community of 
Gen Z cohorts, essie feels a responsibility to 

help create a positive change. Hands All In 
aims to create colorful connections to uplift 
those who feel lonely.” 

Through Project UnLonely, which 
broadens public awareness for the negative 
physical and mental health consequences of 
loneliness, FAH explores creative arts-based 
approaches to address the impact of 
loneliness. FAH developed an evidence-
informed workshop through Project 
UnLonely called Colors & Connection to 
connect students and college communities 
through the use of color and art-making, and 
story-sharing. In partnership with essie, 
Colors & Connection has been implemented 
on college campuses across the country, 
including Harvard University, School of the 
Art Institute of Chicago and Emerson 
College. The one-hour workshops are held 
in-person in group settings, and are rooted in 
color's proven power to facilitate personal 
reflection, imagination, self-expression and 
connection. They feature guided “connecting 
through colors” activities and thought-
provoking exercises that stimulate rich 
conversations and authentic engagement 
with oneself and others in a comfortable and 
supportive environment.  

Explains Jeremy Nobel, MD, MPH, 
Harvard Medical School faculty member and 
founder and president of the Foundation for 
Art & Healing, “We’re continuing to see the 
power of creative expression and the arts 
having remarkable impact, improving 
connection and fostering a sense of 
belonging. We’re excited to partner with essie 
to bring these novel approaches to college 
students navigating the social and emotional 
challenges of the campus experience.” 

In celebration of the new partnership, the 
brand built a skate park at the Annenberg 
Community Beach House in Santa Monica, 
CA, and installed a colorful, interactive 
community art mural. Through the skate 
organization Grlswirl, the brand will invite 
the local skating community to come 
together and share in a creative and colorful 
transformation together. Visit 
www.essie.com/colors-and-connections and 
www.artandhealing.org. The Aquage team recently cleaned up beaches in Stamford, CT.



Lily Collins 
Actress, author, philanthropist 
and producer Lily Collins is the 
new face of Living Proof 
Haircare. To kick off the 
partnership, Lily is featured in a 
multi-faceted campaign, “We 
Have Haircare Down to a Science.” 
The campaign launches on the 
heels of 5 consecutive quarters of 
more than 30% growth.  

Lily, who stars in the Netflix hit 
Emily in Paris, trusts Living Proof 
to keep her hair at its optimal 
health. Her favorite products 
include Advanced Clean Dry 
Shampoo (MSRP $30.00), No 
Frizz Vanishing Oil (MSRP $30.00) 
and Full Dry Volume & Texture 
Spray (MSRP $32.00). 

“The brand is called Living 
Proof for a reason. It was founded 
on the principle that there wasn’t 
a need for marketing fluff, 
universal ingredients or smoke 
and mirrors,” says Zach Rieken, 

CEO of Living Proof. “We were, 
and always will be, about showing 
off how our products actually 
perform through the people who 
use them. And having a modern 
muse like Lily Collins partner with 
us shows that proof is impactful 
and resonates in an extremely 
valuable way.” Visit 
www.livingproof.com. 

 
Sally Beauty Holdings, Inc. 
(NYSE: SBH) announced that it 
has fully repaid the outstanding 
balance of $300 million on its 
8.75% senior secured notes due 
2025. The payment was funded 
through a combination of excess 
cash and approximately $150 
million borrowed under the 
Company’s ABL credit facility. 

“The senior notes were issued 
in April 2020 when our stores 
were temporarily closed at the 
beginning of the pandemic. These 
notes recently became callable 
and were no longer needed in our 

capital structure,” says Marlo 
Cormier, chief financial officer. 
“We have made great progress on 
our balance sheet and leverage 
ratio over the past two years. 
Including this debt repayment, we 
have paid down over $1 billion in 
debt since September 2020.” Visit 
www.sallybeautyholdings.com. 
 
Helen of Troy’s Hot Tools has 
launched a year-long 
partnership with Grammy-
nominated artist and television 
personality Nicole Scherzinger.  
As a longtime fan of Hot Tools, 
Nicole will be kicking off the 
summer with the brand in style to 
inspire people with her signature, 
effortless waves and favorite hair-

flip worthy looks.. 
Says Nicole, "I love expressing 

myself through my hair and my 
style, whether I'm performing on 
stage or hanging at home, and Hot 
Tools makes that so easy. I can't 
wait to share all the new looks I 
have planned this year with 
people everywhere.” 

Throughout the year, Nicole 
will take fans behind-the-scenes 
as she hits red carpets and 
performs on stages around the 
world, and give them an intimate 
look into her off-duty life via 
social media content and editorial 
campaigns.  Additionally, Hot Tools 
and Nicole will curate exclusive 
Hairspiration Boxes featuring her 
go-to Hot Tools products and gift 
them to several lucky fans. Details 
on how to receive a limited-
edition Hairspiration Box will be 
posted on social media 
throughout the year. Visit 
www.hottools.com. 
 
Beauty Industry Report is in the 
final stages of producing our 
annual Cosmoprof North 
America Preview. If you haven’t 
sent us your Cosmoprof launches, 
please email liz@bironline.com for 
the submission form. Final due 
date is June 8, 2022.
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