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by Mike Nave
EDITOR

As this month’s issue
goes to press, Beauty
Industry Report (BIR)
has just returned from
Cosmoprof North
America. What it showed
is that regardless of economic or market

conditions, we can always count on new
companies, products and people to continue
to bring new energy to our industry. Our
exclusive show report begins on page 16 and
continues next month.

In this issue, we visit with Shauky
Gulamani, who fills us in on his new line,
InGlam. P&G Salon Professional’s CEO
Reuben Carranza checks in with his annual
update on his dynamic company. Peter Von
Berg introduces his Nutra Luxe MD line of
innovate products for hair, skin, lips, eyes and
body. Lois Christie, president of
Intercoiffure, shares how the organization is
expanding its horizons. Finally, we report
from the new Image Expo in Houston.

Regards,

Adle Nre
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Salon owner becomes
an accidental activist

By Patricia Owen

have never been involved in politics or

even interested in politics—and never
expected to be. | am passionate about
business. Over the years, one thing led to
another, and today, | find myself serving on
the Board of Directors of the U.S. Chamber
of Commerce and in a position to make a
difference for small businesses in America.

It all started by getting involved in my
local Chamber. Soon after joining, | was
approached to join the Small Business
Committee and then later served on the
board of directors as the committee chair.
Even though this group operates on a local
level, I began to see the similarities between
all small businesses with regard to their
needs and concerns. | enjoyed being able to
share my experiences with others and to help
develop programs and events. | discovered
that sharing experiences evolves into sharing
solutions among business people just like me
as we engage in impromptu debates on
everything from free parking to free trade.

| also became aware that our local
Chamber participates in the U.S. Chamber’s
Federation program. Several years ago, | was
invited to attend the U.S. Chamber’s
America’s Small Business Summit in
Washington, DC, an annual event that unites
small business owners, managers and
entrepreneurs from across the country to
learn, network and discuss common
legislative and management concerns. Out of
curiosity, | decided to attend, and found the
event to be even more exciting than anything
| imagined. | was exhilarated as | walked
through the halls of Congress for the first
time and to be able to meet with my
Congressman, face to face.

That was a life-changing experience, one
that made me realize that my voice really

The accidental activist...cont. on p. 2
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does matter; that it is my duty to express my
opinions and concerns to my elected officials;
that they need to hear from me in order to
do their jobs. If | don't do it, who will?

The battle is won or lost with me and with
you. Therefore, | encourage you to get
involved. When you have an opinion, write
letters to your Congressional representatives
and meet with them whenever you have the
opportunity to share your story. Join business
organizations, such as your local Chamber of
Commerce and industry trade associations,
like the Professional Beauty Association (PBA).
PBA, which is made up of industry volunteers,
is advocating for you every day through its
government advocacy efforts on state and
national issues and will gladly help you make
your voice heard. Become an accidental
activist like me, so you can get involved and
make change happen.

Patricia Owen, owner of Faces DaySpa in
Hilton Head, SC, is a former Estee Lauder
educator and makeup artist. Faces, which
opened 28 years ago, was named the U.S.
Chamber’s Small Business of the Year for the
Southeastern US in 2009 and 2007, the SC
Small Business of the Year in 2006 and the
Hilton Head Island Small Business of the Year
in 1996. Patricia serves on
the board of directors of
the US Chamber and is a
member of the
Chamber’s Council on
Small Business and the
Professional Beauty
Association. Reach her at

patricia@facesdayspa.com, and visit
www.facesdayspa.com.

BIR invites you to become a Guest
Columnist. Send your thoughts in about 450
words, including a one-paragraph author
bio, to mike@bironline.com in an MSWord
document. We will edit your column for
style and space.

trends

Professional Consultants & Resources, the
leading strategic consulting company and
professional beauty industry data source, has
released its new, in-depth 2010 Professional
Salon Hair Color Study. It shows U.S. salon
hair color product dollars growing at 3.2%—the
fastest growing major product category—in an
economy emerging from recession. (In
comparison, overall salon hair care growth was
4%.) Growth came primarily from increased
salon visits and minor price increases in demi/
semi permanents and permanents. Hair color
services grew by 3.3%, as consumers’ frequency
of salon visits and demands for hair color
services started to rebound. Major findings are:

» Hair color makes a big comeback and is
projected to grow to mid-to-single digits by 2015.

» Salon industry distribution realignments
have abated, so all salon hair color companies
can grow.

» Hair color is the “axis service” that
generates other salon services and sales for hair
care products.

» Salon hair color services grew 3.3%, as
booth rentals continued taking share from
leading salon chains.

» Demi and semi permanents registered a
much higher growth and nearly double the
overall category.

» Permanents grew at slower rates, lower
than the category rate. That growth indicates a
new trend.

» Creams and gels totally surpassed liquid
hair color sales in the United States for a major
paradigm shift.

» L'Oréal, with Matrix, Redken, L'Oréal
Technique and Professionnel, was the
undisputed category leader

» P&G grew in full-service and follows
closely behind with its Clairol, Wella and
Sebastian divisions.

» Goldwell/KPSS ranked third, followed by
Schwarzkopf, both with flat to minor gains.

» Newer category entrants, like Sally’s
ION, Paul Mitchell, Joico and Tigi, continued
to steal market share.

» Aggressive new companies, like IT&LY,
Alfaparf, Pravana and Aloxxi, will increase the
category.

» New sections on hair color shipment
market shares for all leading hair color
corporations/by divisions show L'Oréal, P&G,
KPSS/Goldwell and Schwarzkopf as leaders.
Sally, Paul Mitchell, Farouk, Aveda, Framesi,
Tigi and Joico follow.

» L'Oréal’s INOA launch had mixed results
in salons. Its future is uncertain due, in part, to
pricing and performance.

» 'Simple Cut N' Color" services were in
demand at booth rentals, and multi-chromatic
face framing highlights were hot.

“A really surprising finding is that Sally
Beauty’s ION brands have grown so
dramatically that they are now the fifth largest
hair color marketer, behind L'Oréal, P&G,
Goldwell and Schwarzkopf,” says Cyrus
Bulsara, president of Professional Consultants
and Resources.

The report also covers major new products
and line extensions in 2010-2011 and features
hair color and style trends, including the
“Beckham Bob," the "Pob,” “Mop,” “Aniston,”
"Hollywood Glam," "Peek-a-boo" and their
market impact, from top U.S. master colorists,
and identifies hair color products that will be
needed in the future by master colorists and
leading salons and chains.

The report is available electronically and via
hard copy. To order yours, contact Cyrus at
cbulsara@augustmail.com or go to
www.proconsultants.us.

Keune Haircosmetics USA opened its new
North American headquarters in Atlanta with a
two-day celebration for its U.S. distributors.
George Keune Jr. presided over the ribbon-
cutting ceremony. It includes a flagship Keune
salon, space for hands-on learning and a
theater with audio visual capabilities to
produce shows and presentations. For the

~
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balance of 2011, Keune will be buzzing with
academy classes scheduled every weekend,
along with two new artisan training classes.
For information about upcoming events,
contact Keune at 800-330-9302, ext. 208.

New is the Viviscal Professional brand,
exclusively for professional salons, spas and
dermatologists’ offices. This 100% natural
dietary supplement contains a higher
concentrate (28%) of the AminoMar C
Marine Complex, the key nutrients in the
original Viviscal brand, which nourishes
thinning hair from the inside and encourages
existing hair growth in those suffering from
temporary hair loss (SRP $60.00). “Hair loss
affects one in two men and one in three
women in the United States, making it a
common concern for millions of people,
says James Murphy, CEO of Lifes2Good,
the natural health care company that owns
Viviscal. Reach Dina Elliot at JG
Communications Inc. at 201-310-3356 or
dina@jgcommunicationsinc.com. Visit
www.viviscalpro.com.

people

Dan Shorts joins European Touch as senior
vice president of business development. Dan
joins Dawn Holz in defining sales strategy
and expansion, strategic partnerships and
corporate relations. He will also be
developing new business opportunities both
domestically and globally and take an active
role in marketing. Dan was most recently
vice president of sales for Orly
International. Prior to that, he was the CEO
and founding partner of SpaElegance, a
distributor serving the U.S. spa industry.
Reach Dan at 800-626-6912 or
d.shorts@hotmail.com. Visit
www.europeantouch.com.

Kevin Barrett has been named president of
Kim Vo Enterprises. He was the vice
president of Fromm International for more

than 21 years. In his new role, he will
continue as an executive of Fromm and
focus time on Kim Vo Enterprises, in which
Fromm acquired an ownership last spring
and is leveraging its distribution network and
experience to help the new brand enter the
salon space. Fromm'’s brands include André
Salon Apparel and Hair Apparel, Fromm
Premium Shears, Mebco Combs, Diane
Essentials and Edge-Ahead Shears. Reach
Kevin at 800-323-4252 or
kbarrett@frommonline.com. Visit
www.kimvo.com.

The second cohort of the Latino
Leadership Initiative (LLI), sponsored by
Harvard Kennedy School’s Center for
Public Leadership, wrapped up earlier this
month to wide acclaim. The weeklong
program, hosted in Cambridge, MA, included
classes on public speaking, teamwork,
negotiation and public narrative, as well as
sessions designed to help participants
develop greater self-awareness. Farouk
Shami, founder and chairman of Farouk
Systems, addressed the 40 college seniors
who attended this year’s LLI and spoke on
leadership and business. “With Latinos

expected to comprise nearly 30% of the U.S.

population by 2050, quality leadership is
imperative to this community and to the
nation,” says Andy Zelleke, faculty chair for
LLI. David R. Gergen, professor of public
service at the Kennedy School and director
of the Center for Public Leadership. “Our
goal is to equip the students to have a
deeper impact on their communities once
they return, and to stay connected with
them long enough to ensure that the
learning sticks.” Says Farouk, “Farouk Systems
is proud to be a sponsor of the Harvard
Latino Leadership Initiative. As part of our
sponsorship, we provide funding to allow
Latino students from six universities to
attend the weeklong seminar. Education is a
cornerstone of success and | am honored
that we can provide this opportunity for the
next generation.” Reach Farouk at
800-237-9175 or fshami@farouk.com. Visit
www.farouk.com.

Mark Kavonian joins the Sam Villa
Company as regional sales manager
responsible for the SalonCentric business in
the 13 western states. On the distribution
side, Mark has worked as a sales consultant
for Maly's West. On the manufacturing side
in sales management, he was highly
instrumental in the rapid growth and success
of Pureology and later ghd Styling Tools.
“With our new SalonCentric partnership and
our growth and development plans for 201,
we needed someone capable of steering the
expansion of the Sam Villa brand into the
western region. Mark will be a wonderful fit
with our team,” states Beth Carson, senior
vice president of business development for
Allvus, LLC. Reach Mark at 562-334-5885 or
mark@samvilla.com. Visit www.samvilla.com.

Kristina Estabrooks is CND’s new global
education manager, responsible for the
management of international education
activities and domestic school programs.
She had been a CND education ambassador
for 12 years and a member of Team CND for
11 years for which she designed nail styles for
Fashion Week and led more than 13 boot
camps and requalification trainings in Korea,
Australia, Puerto Rico and France. Reach
Kristina at 800-833-6245 or
kristina.estabrooks@cnd.com. Visit
www.cnd.com.

who’s looking

for what

An industry veteran with more than 40 years
of sales experience recently retired from
Spilo Worldwide, Bob Steuer is now
available on a part-time/project basis to
work with key accounts, conduct distributor
sales meeting and/or represent your
company at industry trade shows. He is
willing to travel anywhere at any time.
Contact Bob at 818-786-8030 or
818-521-8030 or rsteuer309@aol.com.

News continued on page 4
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News continued from page 3

obits

Roy Westlake, president of Garland Drake,
passed away on July 20 at the age of 86.
Born in Los Angeles, he grew up in the San
Francisco Bay Area. He enlisted in the U.S.
Marine Corps and after his tour of duty, he
went back to school and earned an
engineering degree from the University of
California, Berkeley. Later, he earned a
master’s degree in business from Golden
Gate University and then a law degree from
Santa Clara University. For many years, he
worked in the aerospace industry. In the
mid-1960s, he was the manager and
marketing director for a new health and
wellness institute in Chicago. In 1968, Roy
became friends with Charlotte Jayne. In
1970, they began their first business venture
together. Then, on July 1, 1971, they decided
to share their lives together. As business and
social partners, they formed Carlten
Associates and sold mannequin heads to
cosmetology schools throughout the United
States. In 1987, they founded Garland Drake,
providing education and products for the
beauty industry. Garland Drake was an early
importer of hair for hair extensions and
other hair additions. In addition to Charlotte,
he is survived by his daughters, Diane
Sanchez and Kathleen Smith.

During Cosmoprof North America, BIR was
saddened to hear about the passing of Don
Wachs at 81. His son, Kevin, the president of
Earthly Body, shared the following
information. “Along with Mom (Laura), he
owned Laura's Beauty Supply for 35 years.
Dad pioneered the concept of extended
retail within the beauty supply business with
their extensive selection of fashion
accessories and gifts combined with
traditional beauty products and service. A
dedicated family man, he is survived and
missed by his wife Laura; sons Kevin (wife

Mare) and Neil (wife Debbie), grandkids Joe,
Nick, Cam and Taylor and countless
friends/customers and business associates.”
BIR had the privilege not only of knowing
Don, but his wife Laura worked for our
distributing company during a time long
gone by. Laura’s Beauty Supply was a
customer that purchased beauty supplies
from us. Reach Kevin at 818-993-3883 or
kevin@earthlybody.com. Visit
www.earthlybody.com.

Gene Martignetti, 59, originally from New
Milford, NJ, died in Rome, Italy, of natural
causes. Gene has touched the lives of so
many people and was loved by all. It all
began for Gene when his fifth-grade teacher
signed his yearbook “To the boy who
introduced men’s hair spray to the fifth-
grade class. May you try and be more
positive, ha ha”” Literally born into the
professional beauty industry, his mother,
father, two sisters and brother were all
hairdressers. Wanting nothing to do with the
salon business, after college, he opened
Gene's T & W Ice Cream, the first franchised
ice cream shop in New Jersey to offer frozen
yogurt before anyone knew what it was.

After the passing of his father, he stepped
in to run the family’s distribution business. In
1977, he accepted a position with Allen
Arthur, Inc., a hair goods firm with which
his family had done business. There, he
signed Terry Bradshaw to a 4-year
endorsement contract for men’s hairpieces.
Again, Gene was ahead of the trend by
developing men’s hair loss treatments before
anyone had heard of hair replacement. Gene
quickly moved from district manager to
general manager.

After 15 years with the company, Gene’s
youngest son, Corey, was diagnosed with
leukemia, and Gene resigned to spend more
time with his family. After six years of
treatment, his son was declared cancer-free.
Gene next joined KMS as vice president of
sales and marketing, and put the small
company on the beauty industry map in
three short years. Gene’s reputation for team
building, people skills and marketing savvy

soon caught the attention of Robert Taylor,
who hired Gene as president and COO of
Graham Webb International. Gene put
Graham Webb International in competition
with some of the biggest names in the
industry, far surpassing growth expectations.
He developed and introduced the Back To
Basics line. Graham Webb International was
eventually purchased by Wella Corp. (now
P&G Salon Professional).

Now at the top of his game, Gene and his
family were struck with tragedy once more.
Corey re-lapsed and received a bone
marrow transplant from his older brother,
Gino, to save his life. Gene’s 21-year marriage
collapsed and ended in divorce. Graham
Webb International then announced a move
to California. It all happened within one
month. Unable to move due to his son’s
health, Gene took a position as president
and COO of Beautopia, Inc., after which he
moved on to develop his own brand.
Inspired by his family’s medical history and
fueled by his research of the endless list of
dangerous chemicals found in traditional
beauty products, he launched a health-
conscious company, Simply Organic, Inc. in
2001 with the help of top medical and
industry professionals from all over the
world. Simply Organic provides luxurious
services through natural and health
conscious products. Gene’s mission was to
share new ways to incorporate healthier
choices into salon clients’ everyday lives,
while introducing wellness information to
the professional salon community.

Yet Gene's greatest pleasure came from
spending time with his three children, as
well as from his long-standing ties with
cancer research and children's causes,
including Cancer Kids, The Children's
Cancer Research Fund, The Leukemia
Research Foundation and his own Stand
With Me Foundation, a charity to help kids
both sick and healthy across the country.

The family suggests memorial donations
toward the reestablishment of the Stand
with Me Foundation, a longtime passion of
Gene’s. More information can be found at
www.genemartignetti.com.

News continued on page 20
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The M“ltiC“ltural Report by Lafayette Jones

(larisa Wilson has been named president of
Fashion Fair Cosmetics by Johnson
Publishing Company. Launched in 1973, the
company produces a global prestige cosmetics
brand for women of color that is sold in the
United States, Canada, the United Kingdom,
France and the Caribbean. Clarisa began her
career with Revlon's Caribe Division and
worked at Worlds of Curl as the director of
cosmetics. She served Johnson Publishing
Company as director of sales and marketing for
Ebone Cosmetics. She was global vice
president and general manager of Mizani, a
division of L'Oréal USA. Most recently, she was
president of Carol's Daughter, re-launching the
T1-year-old boutique brand into a national
beauty brand for women of color.

Sally Beauty Company continued its
support of black cosmetologists at the
National Beauty Culturists’ League’s (NBCL)
92nd convention in Indianapolis. For the past 10
years, it has sponsored the annual board of
directors luncheon. Since 2000, it has
presented 10 $1,000 scholarships each year to
multicultural beauty professionals at this event,
for a grand total of $100,000 given to NBCL
members. That makes more than 100 African-
American salon professionals who have
benefited. Contact Katie B. Catalon, NBCL
president, at 202-332-2695, or
kbcataloni@bellsouth.net. Visit www.nbcl.org.

Each year, Sally presents Partners in
Progress Vendor Awards at Cosmoprof North
America. Honored this year was Strength of
Nature, which manufactures Profectiv, Elasta
QP and African Pride. Reach Mario de la
Guardia, founder, at 888-451-9890 or
mario@songlobal.com. Visit
www.strengthofnature.com.

In Pepper Miller’s book, Black Matters in
Marketing: 20 Truths about Black America
Today, published by Paramount books, she
writes that during the Civil Rights era, blacks
generally moved in sync but that is no longer
the case. “African-Americans today are more
splintered than they've ever been,” she said in
an interview on rollingout.com, a black news,
celebrity and entertainment website.
Marketers, retailers and advertisers need to

take that segmentation into account. The
segmentation occurs along income, education
and business ownership lines. Census data
show that the percentage of blacks over age 25
who have completed high school or college
rose from 66.2% in 1990 to 78.5% in 2000 and
to 83% in 2008. As the percentage of black
Americans who have college degrees has risen,
so has their income. The number of black-
owned businesses has also grown to more than
2 million. Because most black Americans speak
English, corporations might believe, as they do
with Hispanics, that language is the only
cultural identifier. They might overlook “what
we (black consumers) do or how we think..race
and identity and ethnicity are very important in
culture; they are intertwined,” notes Pepper. To
order the book, call 888-787-8100. Visit
paramountbooks.com.

Children are an important consumer
segment for many multicultural hair care
marketers. Several children’s writers have
published books to help children of color
identify with and celebrate their unique hair
structure and texture. In Carolivia Herron’s
book, Nappy Hair, (Random House Children’s
Books), her young heroine talks about how
much she likes her hair because it came from
God and is the “only perfect circle in nature”
Bell Hooks presents a simple rhyming book
that highlights many different varieties of
“nappy hair—smooth or patted down, pulled
tight, cut loose” in Happy to Be Nappy
(Hyperion Books for Children). I Love My Hair!
by Natasha Tarpley (Little Brown Books for
Young Readers) encourages African-American
children to feel good about their hair and be
proud of their heritage. Forward thinking OTC
stores might think about stocking books like
these since it would offer a new category of
merchandise. Both retailers and product
marketers would find the books helpful for
learning about consumers’ challenges and
thought processes. Visit www.amazon.com.

International Beauty Brands has been in
the fragrance and personal care product
manufacturing and distribution industry for
more than 20 years and handles 6,000 brands.
One of its celebrity signature brands is the skin

care line Derm Essentials with products
endorsed by Laila Ali, former professional
boxer and daughter of Muhammad Ali. Her
products, which are designed for the global
complexions of all women, use plant
derivatives, plant-based compounds and sea
kelp extracts for essential oils. Ultra Hydrating
Moisture Body Lotion is one in the line of six
products (13 ounces/SRP $13.00). Visit
www.internationalbeautybrands.biz.

Free Your Mane Restorative Hair Oil is a
natural, ultra-light formula for frizzy or unruly
hair. Great for extensions, the oil blend is
paraben-free containing baobab seed oil from
Africa, ultra-moisturizing argan oil from
Morocco, anti-oxidant rich pomegranate seed
oil and sweet almond oil (4.1 ounces/SRP
$18.00). Visit WWW.freeyourmane.com‘

Treasured Locks H2G Hair Growth Serum
features emu oil and essential oils to reduce
inflammation, increase circulation and improve
the growth phase of the hair (4 ounces/SRP
$20.00). Visit www.treasuredlocks.com.

Fekkai’s Advanced Essentials Shea Ultra-
rich Butter Mask is a treatment with shea
butter and sweet almond protein to moisturize
and strengthen very dry, coarse or unruly hair (7
ounces/SRP $30.00). Visit www.fekkai.com.

The Mane ‘n Tail Herbal Gro System
features herbs that nourish and condition hair
and scalp. The micro-enriched protein formula
is designed to leave the hair stronger and
longer (12 ounces/SRP $4.49). Visit
www.manentail.com.

Luster’s Renutrients Slick Stick is a light
weight styling wax that molds and sculpts hair
with shine. It is ideal for spiking, ponytails,
twists, tapered cuts and more (2 ounces/SRP
$5.99). Reach Jory Luster. president, at
773-579-1800 or jluster@lusterproducts.com.
Visit www.lusterproducts.com.

Lafayette Jones is CEO of SMSi-Urban Call
Marketing, a promotion and
marketing company, and publisher
of Urban Call custom publications.
Contact him with your
multicultural news at 336-759-7477

& or president@smsi-net.com and
visit www.smsiurbancallmarketing.com.
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Shauky Gulamani debuts InGlam products, GEM tools

A fter a successful career as a senior
executive with two major salon hair care
marketers, Shauky Gulamani recently decided
it was time to do his own thing and created a
new company, InGlam (the name represents
innovation and glamour). Beauty Industry
Report (BIR) recently sat down with Shauky,
who said, “It's a company that | started with the
goal to support and help the professional salon
industry with innovative products to provide
their customers with glamour—after all we are
in the beauty industry.” Read on for more of his
thoughts and to learn what to expect from this
new company.
BIR: Hi, Shauky. Please tell BIR's readers the
philosophy behind your new company.

Shauky Gulamani (SG): In doing research
over the last year and a half, | have had many
meetings with distributors. | have heard one
comment over and over, which is that today,
manufacturers that are bringing new brands to
the market don't really understand the
professional salon market, and they are
expecting the distributor to do their job. With
my 28 years in the industry, the advantage |
have with InGlam is that we know how to
support the professional salon products
distributors, salons and stylists with truly
innovative products, valued education,
effective marketing and public relations.

BIR: How will InGlam deliver on its promises
of innovation and glamour?

SG: Innovation is going to be a key essential
component to our company, so stylists can
provide their clients with the newest technical
services, best tools and newest products, while
always keeping glamour in mind. After all, that
is what the clients come to us as stylists for.
BIR: A few months ago, you mentioned your
goal was to have full distribution coverage
throughout North America by fall. That was
an audacious goal. Did you achieve it?

SG: We are very fortunate that we have had
a tremendous response from the distributors,
but we are taking our time and choosing the
right long term business partners. Our mission
is to seek out the best independent,
entrepreneurial, family-owned distributors that
are truly in the business just like us to help

professional stylists and salons be more
successful. At this point, 'm proud that we
have more than two-thirds of the United States
and part of Canada covered, as well as some of
the international markets. We are still seeking
some distributors that have the same ethics as

we do, which is
to provide '

stylists and -

N

diversion-free =

salons with
innovative,

products. )
BIR: You .
mentioned
your
company’s
philosophy is
“To be true
and real to salon professionals.” Share more
about that and what will show up for salon
professionals in their world that reflects
“true” and “real.”

SG: As a salon professional myself, | am
tired of companies that lie to the hairdressers
as they use them to build their brands. Our
company philosophy is to be true and real—to
simply provide stylists with products with the
truth behind them and always be real.

BIR: GEM (Glamour, Energy, Magic) is the
brand for your tool line. Please give our
readers a brief overview.

SG: Initially, we have launched the GEM
Ergo Patented Hair Dryer and four styling
irons—the GEM TECHNO410 Ceramic Science
Hair Styling Iron, GEM FLASH430 Tourmaline
lonic Science Hair Styling Iron, GEM
VIGOR450 Titanium Ceramic Hair Styling
Iron and GEM MEDIA Tourmaline lonic
Science Hair Styling Iron with Built in MP3
Player. This fall, we'll introduce the GEM
FLASH430 ¥2-inch Tourmaline lonic Science
Hair Styling Iron, GEM VIGOR450 1-inch and
1 V2-inch Titanium Ceramic Curling Iron, GEM
MOBILE Ceramic Science Hair Dryer and Iron
accompanied by a strong salon retailing
program to help salons get into the business of
retailing tools, which they started, then gave up
due to diversion.

InGlam’s new GEM tools promise “Glamour, Energy
and Magic” to the user.

Our hair dryer produces the maximum
amount of lons, and our hair styling irons
feature temperatures that heat up from 410 to
450 degrees with ceramic, tourmaline and
titanium science. We are launching a collection
of hair brushes that are based on hair textures
to make it easier for
stylists to work smarter
and not harder.

In October, we'll add
our first service, the GEM
Thermal Eco Complex
Keratin-Free Controlling
Retexturizer, a 2-phase,
patent-pending botanical
system that offers total
control of hair without
the use of formaldehyde,
aldehyde or other harsh
chemicals. The 100% vegan formula with wheat,
corn and oat proteins is developed to strongly
bond to the hair to provide deep conditioning
effects and to retexturize the hair. As a result,
the stylist can reduce unruly volume while
controlling waves, curls and taming frizz to
permanently straighten or smooth hair, based
on what final results you want to achieve.
Support products will include GEM Texture
Control Shampoo, GEM Texture Moisture
Masque and GEM Blow Out Styler.

BIR: You said that you are bringing to market
the first scalp exfoliator. What'’s that about?

SG: Modern Textures by Shauky is
launching six products, including one called
HairScrub. HairScrub is a product a salon can
retail to clients as a once-a-week treatment
that exfoliates the scalp while simultaneously
clarifying and detoxifying the hair and scalp, to
help products perform even better. This is great
because the stylist is not replacing current
retail dollars but expanding them.

BIR: Tell me about the rest of the line.

SG: Modern Textures also includes
FashionElixir, a leave-in styling conditioner;
FreeForm, a creative modulating cream;
FlexiGlass, a gel concentrate pomade;
TextureThreads, an extreme fiber glue and
PowderStyle, an instant volumizer and
texturizer. This fall, we'll be adding
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ShineXpress, a weightless shine spray;
ShapeStyle, a fast drying working volume spray
and BoldHold, a fast drying firm finishing spray.
BIR: You have had an amazing career. Please
bring us up-to-date on your journey.

SG: | have been blessed in that | have had
the opportunity to be in many roles in this
business, including stylist, salon owner,
educator, platform artist, distributor sales
consultant, distributor and many roles with
major manufacturers in sales, education and
marketing. Having the opportunity to be in so
many roles, | am blessed to truly understand
the business and offer stylists and salons with
what they need to develop their craft and
grow their business.

BIR: Tell me about your team.

SG: We are growing on a daily basis. We are
a family-owned company dedicated to helping
the salon professional. Currently, we have 30
people employed in our company. | am very
lucky that | am surrounded by the best people.
I have two partners who allow me to run the
company the way | want and are there to
support me. | don't believe in a big
management team; rather, | believe in people
who work with me as team members to do
whatever it takes to get the job done.

BIR: In a crowded marketplace, what do you
see as your brand’s point of difference to
both beauty professionals and consumers?

SG: Innovation, education and public
relations are the key differences to our
company. Our goal is to be the best company
dedicated ONLY to professional stylists and
salons.

BIR: Tell me about
your online
marketing, sales and
education
initiatives, including
but not limited to
your social media
outreach.

SG: We are very
aggressive with our
online marketing to
get our message out
to the consumer. In
addition to our
website, we are
active on our Facebook, Twitter and YouTube

The Modern Textures collection by
Shauky features the first hair scrub,
which helps salons expand—not
replace—their current retail sales.

“As a salon
professional, |
am tired of
companies that
lie to the

hairdressers as
they use them
to build their
brands.”

venues. One thing | will say is that as a

company, we will never sell online directly to
consumers, as we are not in the business to
compete with salons.

BIR: How is your sales team structured?

SG: Currently, we have two vice presidents
of sales—one focusing on domestic
distribution and the other on new
business development and
international. Also, we have six
business development specialists,
who support our distributors on a
daily basis. Our company sales
leaders are experienced industry
professionals and hairdressers, so
they understand our company’s
goal and vision.

BIR: Tell me about your
distribution network.

SG: We have 16 distributors in
the United States with more
coming on board. Our ideal
distributor is an independent
distributor who is truly in the business to
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support professional stylists and salons on a

daily basis, a distributor that believes in
education to help stylists always do the best
and a distributor with a team of sales
consultants who want to help stylists and
salons grow on a daily basis. We do not want
order takers.

BIR: Tell me about your education program.

SG: Education is a key part of our company.
Currently, we have 25 educators nationwide
and are continuously adding new team
members. We offer various educational
programs from in-salon events to major trade
shows. Chris Campbell is currently in charge of
our marketing, shows and education.

BIR: What is your long-term vision for
education?

SG: To constantly provide the best
education to the industry via everything from
in-salon personal events to DVD and online
education.

BIR: What role do salon and dealer shows
play in your marketing and sales program?

SG: Salon trade shows and distributor shows
are very important to us because they provide
the opportunity to touch the stylists and share
with them our education, product knowledge
and the newest trends and techniques. As a
company, we will not do any shows without
partnering with our distributors.

BIR: Product diversion continues to plague
the professional beauty industry. How do
you plan to protect your exclusive brand?

SG: It's simple—We have contracts with our
distributor partners, and if they are caught
diverting, then they are terminated. As a stylist
myself, it is very important to protect my
fellow stylists from diversion.

BIR: What inspires you?

SG: When | hear from stylists who thank me
for making a difference in their lives, that keeps
me going and inspires me to serve them more.
BIR: What would BIR's readers be surprised
to learn about your company?

SG: That we are a full-service company that
will offer salons everything from professional
technical products to hair care and appliances
both for professional use and salon retail that
will always keep innovation in mind.

To learn more, reach Shauky Gulamani at
760-775-9630 or sgulamani@inglam.com. Visit
www.inglam.com.
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P&G core brands grow across exclusive, open channels

P&G Salon Professional’s CEO Reuben
Carranza leads P&G'’s pro business in the
United States and Canada for the Wella
Professionals, Sebastian
Professional and Nioxin
brands in the exclusive
channel; and the Clairol
Professional and Wella
Color Charm lines in the
open-line business. Beauty
Industry Report (BIR)
checks in with Reuben

Reuben Carranza,
CEO

annually to get P&G's read
on the salon industry at large and to learn
more about how the beauty giant goes to
market in the professional business.

A son of an Arizona hairdresser, Reuben has
a deep and abiding love for the salon industry.
“It's a perfect blend of art and business,” he
says, “and is the place where all beauty
breakthroughs happen.”

As the industry prepares for the last big
quarter’s business in 2011, Reuben talks with BIR
about the health of the beauty business, about
his newest brands and about what’s new in
combating diversion.

BIR: How do you think 2011 is shaping up in
the beauty business?

Reuben Carranza (RC): It's been a tough
year, but it’s also been a good year. The good
news is as P&G and many other studies show
that last year, we as an industry started to grow
again, at a rate around 3%. The bad news is that
we'e still below where we were in 2007.

The real bright spot continues to be hair
color, which | think is fantastic, because it
shows that the fundamentals of the salon
business—services—are and continue to be
strong. We've seen the results first-hand, with
month-on-month increases in our Wella color
business at the store level and to the salon.
BIR: What about your business? You have a
mix of products and two different go-to-
market models.

RC: We've been very deliberate in crafting
our portfolio to offer a family of brands that
enables the hairdresser to communicate her
vision of beauty to a diversity of clients:
proven, quality products at a variety of price

points. Our products and education always
position the hair stylist as the expert to her
clients, arming her with technology she can
trust implicitly. It's taken us some time, but now
we feel that we have the right portfolio to
support the salon professional with the
strength and depth she deserves.

Our fiscal year just ended June 30, and we're
very happy with our performance. Our core
brands continue to grow across both the
exclusive and the open-line channels. Every
day, we're inspiring more
stylists to use their skills
and their artistry to delight
more clients than ever
before. And we've been
incredibly busy working on
every brand.

BIR: Please tell BIR’s
readers about some of
your 2011 launches.

RC: We started the year
by reinventing our most
iconic brand, Miss Clairol,
to create the new Clairol
Professional Liquicolor
Permanente, which
combines technological innovation with old-
school performance for up to 84% better
conditioning than the leading cream color. |
love how we're bringing newness to the open-
line channel; it's not only important to our
business—offering quality results at a value
price is vital to the business of many
hairdressers in this economy.

You might know that John Perry, the
longtime sales leader of the Clairol Professional
business, retired at the end of August. In fact,
we had a huge retirement celebration for John
during Cosmoprof, with many tributes from
past and present Clairol-ites. At the end of the
evening, there wasn't a dry eye in the house.
We were fortunate to have had John lead the
open-line brands during a time of transition,
and he has hand-trained the key people on the
business to operate with excellence going
forward, working with some very retail-savvy
P&G sales professionals. Add that to the
technological muscle P&G had brought to the

P&G Salon Professional launched
Wella Hair Care Brilliance to rave reviews.

brand, and I am extremely excited about the
next stage in Clairol Professional’s growth.

I have to give a shout-out to our other
open-line brand, Wella Color Charm, which
has done blockbuster business this year.
Permanent color in a liquid format is a critical
tool in the North American hair colorist’s
portfolio, and we are proud to be able to offer
her two such beautiful and reliable options in
Wella Color Charm and Clairol Professional.
BIR: What's new in your exclusive business?

RC: We made a
huge move with the
launch of Wella Hair
Care and Styling in
North America. Wella
is PGSP’s global
flagship brand, but
we in North America
never had the full
care and styling
proposition to make
the most of our
strength in hair color
with Koleston
Perfect, Color Touch
and Blondor. The
launch has been phenomenal, blowing past all
our expectations, with reorders within a month.

We debuted with the Wella Hair Care
Brilliance line for color-treated hair and have
been and will continue to extend the line
through next year. For the most recent regimen,
“Age Restore,” we won Prevention magazine’s
award as the No. 1 age-defying shampoo. In
addition to the shampoos and treatment
products, Wella now also has a wide range of
stylers, which were used to create the runway
looks at the New York, Milan and Berlin Fashion
Weeks. You'll hear more in the next few weeks.

As if we didn't have enough news, we also
restaged our Nioxin brand to take advantage of
the breakthrough technology available to us
from P&G research science. This brand is
already the category leader, and we have only
made it more powerful. For instance, our
research uncovered that three out of four
adults in the United States experience thinning
hair, whether in the form of excessive shedding
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or breakage, but few know that they can do
anything about it. That's a tremendous
opportunity for the salon industry.

Finally, | can't forget our Sebastian brand. It's
the first PGSP brand re-launched under my
leadership, so it's very close to my heart!
Sebastian brought out a great new regimen
called Color Ignite. The concept is that hair
has different cleansing and conditioning needs,
based on the type of color service the client
has received. Sebastian has one regimen for
hair that is single-tone-processed and another
for multi-toned, multi-processed hair. This is a
perfect expression of our mission to position
the stylist as the expert; making a Color Ignite
retail recommendation to a client a natural
outgrowth of the service and extending the
benefits of that service to the client at home.
BIR: Doesn’t that new volume put pressure
on your distribution and increase diversion?

RC: | simply don't accept that diversion is
the price of doing business in the salon
industry. What I do believe is that we have to
combat diversion in a fresh way. Every
manufacturer tracks products after they've
appeared in unauthorized outlets, but we use
high-tech methods to curb diversion before it
starts. PGSP has a team of asset protection
pros inside and outside the company, which
flags high-risk order situations before they
occur and monitors and identifies the source
of distribution in unauthorized outlets. This
cutting-edge approach has made us successful
in pulling the plug on diversion in online
retailers, as well as in brick-and-mortar outlets.

Our object is to make it difficult and
expensive for unauthorized retailers to deal in
PGSP products, and we'e seeing results.
Recently, we worked closely with the state of
California to obtain a court judgment against a
notorious re-distributor who was supplying
some of the biggest retailers in the state.

The world has changed. Internet diversion is
big and getting bigger, and it has to be fought
using cutting-edge technology. Our methods
have resulted in getting products removed from
80% of the websites we've uncovered. The two
biggest internet retailers of professional
products have delisted PGSP products
completely. It’s just not worth their while.

For example, we recently signed an
agreement with an e-commerce merchant,

“Our ultimate
goal is to make
it so difficult,
so costly and
so painful for

diverters that
they avoid our
products
altogether.”

www.enterprise.com, which resulted in them
pulling product and promotional imagery from
more than 200 websites that were selling
Nioxin and Sebastian. That’s a big win, but—
even better—they also agreed not to sell any
P&G Salon Pro products in the future. We also
won a six-figure cash judgment.

Our ultimate goal is to make it so difficult,
so costly and so painful for diverters that they
avoid our products altogether. If the price of
success is eternal vigilance, we'll pay it.

BIR: What's next for P&G Salon Professional?
RC: At this stage, we have re-launched or
reinvented all our core brands, and we believe

that the innovation and excitement we've
injected into our portfolio offers us
tremendous momentum. We'e taking
advantage of that force to increase the focus
on the salon stylist and colorist.

Last spring, we held our first PGSP Student
Stylist Competitions at America’s Beauty
Show and Premiere Orlando. Students are the
heart of our industry, and we have come to
understand the passion, the commitment and
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some of the challenges the next generation of

salon professionals faces through our
relationship with our P&G partner schools.

The event was a recognition for the
students but also a celebration of their career
choice—something that doesn’t happen often
enough in the lives of new hairdressers. During
the program, industry icons like Sassoon’s
Stephen Moody talked about how their choice
of hairdressing as a profession led them to
levels of success theyd only imagined.

We offered cash prizes and educational
opportunities to the winners, but | think the
true reward was the opportunity for the
students to demonstrate their artistry in front
of an audience of licensed professionals.

Our education group, under the leadership
of Creative Director Fabio Sementilli, has
reached a new level of capability to help our
salon customers grow their businesses
aggressively. You'll be hearing more about the
Wella Top Stylists, the Nioxin Experts, the
Sebastian Stylist Design Team and the Clairol
Professional Artistic Team soon.

And finally, were coming up on what will be
our most exciting event of the year, Wella
International Trend Vision in New York
October 29 and 30. This is the first time
International Trend Vision has been held on
this side of the Atlantic, and our entire
organization is thrilled for the opportunity to
host 2,000 salon professionals from all over
the globe in the fashion capital of the world.

International Trend Vision is a three-tiered
event: first, it's where Wella Professionals
releases the next year’s trends, based on
extensive research into fashion, pop culture
and color and style, as well as the work of
Wella artists like Global Creative Directors
Eugene Soulieman and Josh Wood. Second, it’s
a competition that allows hairdressers from
more than 80 countries to show their
interpretation of Wella trends. And last, it's
where the world’s best hairdressers meet,
mingle and get inspiration from one another.

We're measuring our success by how
effectively we empower the salon professional,
and | can tell you that we expect the next 12
months to be our best yet.

Reach Reuben Carranza at 800-829-4422,
ext. 4727, or carranza.ra@pg.com. Visit
Www.pg.com.
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New product innovation drives sales at Nutra Luxe MD

Peter Von Berg, president of Nutra Luxe MD,
is an aggressive manufacturer of a line of
exquisitely packaged specialty beauty products
for the skin, eyes, lips, body and hair. In
reporting from salon and spa shows, Beauty
Industry Report (BIR) has had the opportunity
to get to know Peter and learn the keys to his
success, which can also benefit many other
small- to mid-sized companies. We are pleased
to share our conversation with BIR’s readers.
BIR: Welcome, Peter. Please share your
formula for success with BIR’s readers.

Peter Von Berg (PVB): Small- to mid-sized
companies succeed primarily as a result of new
product innovation. To stay competitive, they
constantly explore new systems, ingredients,
devices and delivery systems. Because of their
lower marketing muscle, they must generate
interest from as many resellers/distributors as
possible by providing outstanding products.
They must offer innovation and “newness!”

We all know that big business is often driven
by marketing and not necessarily by product
performance. For example, how can you
explain that the fastest growing skin care
company today is a media company that uses
its TV channels to sell skin care? Or do you
believe that all those Hollywood stars who
appear in the infomercials regularly use the
drugstore cosmetics they are hired to promote?

Small- to mid-sized companies must also be
agile in order to take advantage of the small
window of opportunity that’s available to stay
ahead of big companies before they introduce
similar or identical products into the mass
markets, killing the small business markets.
Larger companies are constantly looking to see
what is new, what's trendy at the moment and
what is selling well. They are prepared and able
to create knock offs or come out with some
similar version, which is often inferior. We see
that happening with face brushes right now.
Using the same claims and also their marketing
power, they are able to convince the consumer
that their products perform equally—even
though they offer completely different
products. The result for the smaller company is
that unless it moves quickly move to create
another new and innovative product or

improve the existing one, its product sales will
be eroded as a result of getting out-gunned by
the larger company’s marketing/advertising
firepower.
BIR: Peter, every time | visit your booth at
various shows, | am impressed by the
number of cool and beautifully presented
products your company markets. Please
share your product development process.
PVB: Nutra Luxe MD stays close to the
market and to our customers and consumer
base by exhibiting our products at more than 10
shows a year. We learn first hand what our
customers are looking for. Newness is the
driving force in the beauty industry, and our
objective always was and will be to stay ahead
of the curve.
BIR: You've stated that your goal is to make
available scientifically advanced, clinically
proven anti-aging skin therapies. Can you
briefly describe the process you go through
to make that happen?
PVB: After we hear and
learn about new products,
we evaluate them to see if
they are within our
technical expertise and if
they fit into our product
mix. Then, we research the
technology and
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development is the next
step, followed by safety
and efficacy testing. Nutra
Luxe MD is lucky to have
A. Hawrych, MD, a
renowned facial plastic
surgeon, on its Medical Advisory Board to test
new products in vitro in his skin care clinic
before they are launched. Finally, we create the
appropriate packaging and labeling, then take it
to the next show to introduce the product to
the market.
BIR: You feature encapsulated technology in
some of your better selling products,
including your Intensive Face Lift. What’s
that all about?

PVB: Nutra Luxe MD is very proud of this
proprietary technology, which brings a totally
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Nutra Luxe MD offers a variety of
innovative beauty products.

new dimension to effective skin care. First, you
have to understand that almost all creams and
lotions are made from up to 70% water and
clay, then silicon, preservatives, stabilizers,
emulsifiers and some active ingredients.

The encapsulation technology of Nutra Luxe
MD eliminates all of those useless byproducts.
We take all the ingredients and form them into
little capsules, which we suspend into a serum.
Absolutely no preservatives or other chemicals
are added, which makes this product perfect
for allergic or sensitive skins, as well as for use
after procedures, like laser treatments.

BIR: Laser products continue to become
more affordable and are being used in a
number of collections for skin and hair, such
as your Nutra Laser Hair Therapy. Please tell
our readers about it.

PVB: Nutra Laser Hair Therapy is a new
treatment system that has been proven in
numerous hair restoration clinics to be
effective for women and men
with hair loss. Thousands of users
have experienced the benefits of

_h'!l this non-invasive, pain-free laser
treatment. Our treatment system

l includes a hair brush-like laser

comb with 16 low level cold laser

diodes, plus a proprietary hair

e T tonic that contains prostaglandin,

the same active ingredient found
in eyelash/eyebrow enhancers,
and is now used successfully for
the head hair with excellent
clinical results.
BIR: Clarisonic is the market
leader in skin care cleansing
and skin stimulation units featuring a
rotating brush. How does your Nutra Sonic
Professional Facial Cleansing System
compare?

PVB: The oscillating Nutra Sonic Face Brush
from Nutra Luxe MD is an advanced German
engineered device, with final assembly in the
United States. The rechargeable, battery-
powered Nutra Sonic is water-resistant and can
be used in the shower, bath tub or at the sink.
The oscillating brush provides a more than 50%
larger cleansing surface compared with
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