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[IVERYONE, EVERY MAN and woman, wants
I ter yet, wants to recapture the supple, rad
A__lyouth. How can Baby Boomers achieve al
sun, of course, eat properly and drink plenty o
consumers who are willing to go further, applyir
cream or serum that's packed with an array of
provide the finishing touch to a more youthful a
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but of course, some ingredients are more popu
“Hyaluronic acid (HA) has been very

the highest grade active ingredients,
which are slowly blended to retain
maximum  potency.” Harrington
would say that the Nutrify ingre-
dients contain ingredients such as
green tea, resveratrol and daisy flow-
er, which promises to mildly reduce
hyperpigmentation from acne or age
spots over a 28-day period. The prod-
uct also contains soybean to improve
the elasticity and density of DNA.

“We differ from other products
on the market in that we use actives
to improve skin and minimize dam-
age to the environment,” explained
Harrington. A lot of consumers look
at their skin care needs, but not what
gets washed down the drain. Soybean
is a better choice for the environment.
We like to say our products‘won't clog
pores or watenvays.""

Harrington ac ledges that not g born in nature
is good for you, but he maintains that Pxewse st'nkes the right
balance of science and nature. The company was formed in 2010,
but a heavy marketing campaign didn’t begin until this year. So
far, Harrington is pleased with the reception the brand has re-
ceived, noting that Previse is one of the brands-to-watch at this
month’s HBA Global show in New York.

“We ask consumers to take 5 or 10 minutes to evaluate their
skin on our website, but the payoffs are wonderful,” insisted
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Indonesia and, later this summer, Brazil.
The company offers more than 300
products, including makeup, skin care
and anti-aging products. Rogers-Kante
maintains the SeneGence began the
long-lasting makeup movement, and is
shaking things up in the anti-aging cat-
egory as well with its SenePlex Complex,
a blend of hyaluronic acid, orchid extract,
avecado and more. Together, they speed
up cell hurnover that, in tum, enables
cells to maintain a greater amount of
moisture as they make their way to the
skin surface, which ultimately makes
skin more plump, supple and luminous.

Heady stuff, but Rogers-Kante insists
she has the data to prove it. SeneFlex
Complex is a kinetic enzyme that fights
the signs of aging by renewing skin an av-
erage of 23.3% more rapidly for 100% of
Users.

“We're committed to clinical results, not advertising claims,”
she told Harri.

Years ago, Zein Obagi developed Obagi Skin Care and the
brand became the No. 1 player in the fast-growing dermatalogical
field. After selling the company, Obagi came back with ZO Skin
Health and the ZO Medical product line. Last month, the com-
pany rolled out B skin brigh which stabilizes pure
retinol (1.0%), melanin inhibitors and antioxidants with natural,
palenl'ed oleosome technology. Oleosomes are microspheres of

Harrington."DNA has a 28-day cycle, but our ¢ will be-
gin to see results in just a couple of weeks. They’ll see diminished
signs of wrinkles, no surface ciliness and better clarity.”
SeneGence | ional is targeting two widespread beauty
problems with its latest launches: SencDerm Solutions Spot-On
Blemish & Acne Treatment and Dark Circle Under Eye Ti t

idant-rich emollient oils and vitamins found naturally in
plant seeds like almond and safﬂuwer As these microspheres re-
lease, they provide i di 1 benefits to skin, By
stabilizing and delivering retinol, oleosome technology also pro-
vides a delayed release of active ingredients, reducing potentiz

The former contains benzyl peroxide and other anti-acne agents
to quickly clear up blemishes. The later works to correct under eye
darkening and visible bagging by tightening loose skin in the sensi-
tive area under the eyes,

SeneGence International is a direct sales company with an in-
ternational distribution thatincludes the US, Canada, Italy, England,
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* Apple stem cells have been used in anti-aging products for sev-
eral years now, but Aleod has hamessed the technology for s new
Volumizing and Strengthening shampoo and conditioner. Uniika other
volumizing procicts that work by sweling the cuticle, Alcsod's Volumizing
& Strengthening Shampoo and Conditicner utlize apple stem cells and
10 antiowidants and botanicals to protect and strengthen hair while
adding volume without opering the cuticks and exposing delicate color
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while improving performance.

“Retinol is going to be the hero ingredient for the next 25
years,” Obagi asserted. “Fruit acids are not sufficient for healthy
skin, and until we can use stem cells properly and control them,
wee are limited to vitamin A and other vitamins.”

If you're looking for a hero, turn to p. 86, where you'll find
details on new ingredients from industry supp

molecules, according to Kim Donavan, marketing director, Alosed.
“We're very proud of this as we are the first 1o use this technology
in hair care,” said Donovan. “All of our products are designed for color-
freated hair and keep it in the best condition possible.”
The apple stem cels, which strengthen hair during th critical anagen
arowth phase, are rich in phyto-rutrients, proteins and long-ihving cells
and help protect against LV radiation and owidative stress.
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few years and have been introduced in a number of formula-
tions,” explained Nikola Matic, pm]ect manager at Kline, which
recently issued a report on active i di “Its pop

SeneGence International, %0% of the products in the cos-

is due to the fact the product is we].'l -recognized by consmn-
ers. Important use at‘ I-I.A in some cosmetic pmcedums has also
boosted its

According to Kline's dal:a, sales of*substantiated actives”topped
3500 million in the US and Europe in 2010, with US sales rising more

han 8% a year since 2007 and Furopean sales increasing nearly
6.5% during that time. Ingredients that keep appearing on the anti-
aging radar screen are retinol, antioxidants and peptides.

But for some d logists and I the long list
of active ingredients has only served to confuse consumers who
are forced to choose between acids, peptides and the like.

“There are so many products out there, that consumers are
completely confused by them and what they do,"insisted Ahmed
Abdullah, a der I and author of “Simple
Skmcare, Beautiful Skin: A Back-to-Basics Approach,” which will
be published in September.

According to Abdullah, proper skin care requires just four
steps: cleanse, exfoliate, moisturize and protect.

“There is a complexity of products and most don’t work,” he in-
sisted.“There is so much marketing hype out there. Skin eare al-
ways over promises and under delivers.”

According to Joni Rogers-Kante, founder and CEO of
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metics industry don’t work.

“The molecules are too big," she insisted. "The products only
provide short-term meisture and short- term beneficial feel.”

Abdullah noted that many I id
in their formulas, but he said that absorption of these materials
can be a problem and, if they somehow manage to reach their
target, what will they actually do?

“But peptide technology is getting better,” he added. “In the
next 10 years, there will be a lot of useful products that can deliver
this technology to the skin.”

Zein Obagi, founder of ZO Medical, has even harsher words
for today’s cosmetic formulas.

“Companies sell dreams and nice words, but no activity,” he
charged.*Their formulas contain trace amounts of actives. If they
used the right amount, the skin would react with peeling. Their
focus is on meisturizing. They have no anti-aging applications.”
What Works?

While it may be relatively easy to convince the consumer to try
a product once, if it doesn't work, a brand may have lost a cus-
tomer forever. Abdullah puts the blame squarely on the corpo-
rations, noting that products are made to sell first, rather than
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