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EDUCATIONAL HOUR

DINNER HOUR

Upcycled Ingredients: The Next Frontier in Developing Sustainable Personal Care 
Products

emotional cosmetics? Old hat or new paradigm?

Tony Abboud 
GM, Personal Care & Beauty, Renmatix

Dr. Karl Lintner, Ph.D.
Kal’idees S.A.S. - Paris, France

It is increasingly clear that the way we produce and consume goods is not sustainable, es-
pecially as demand for products grows with an expanding middle-class population around 
the globe. Changing people’s behavior and consumption patterns is difficult. The best way 
to bring about change is for industries, including food and beauty, to reshape their supply 
chains and production processes.

We have known for a long time that buying and using cosmetics (from shampoos to skin care 
creams to make-up) are all strongly tied to emotional aspects, to pleasure. What has changed 
in the last 10 years?

...continued on page 3

...continued on page 3

MEETING OVERVIEW

Date:
Location:

Menu:

5:00 pm:
6:00 pm:
6:30 pm:

Reservation Deadline:
Reservation Link:

Tuesday - Jan 28th, 2020
Ayers Hotel
Sea Bass, Chicken Breast, Vegetable 
Wellington

Educational Hour
Social Hour
Dinner Hour and Speaker

5:00 pm Friday - Jan 24th, 2020
www.caliscc.org/events

Meeting Details on Page 2

Prices increase after Reservation Deadline
No refunds after Reservation Deadline

Walk-in space is not guaranteed

Reserve Now

https://caliscc.org/events.html
https://caliscc.org/events.html
https://caliscc.org/events.html
https://caliscc.org/events.html
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MEETING DETAILS
LOCATION:

RESERVATIONS:

MENU:

COSTS:
Ayres Hotel
14400 Hindry Avenue
Hawthorne, CA 90250
(310) 536-0400

The reservation pricing deadline is at 5pm on the Friday before the monthly meeting. Non-reservation 
pricing must be paid after this deadline. Reservations are not refundable after the reservation deadline.  
Please register and pay online at www.caliscc.org or call Sara Benoit at 714-521-5222 ext.141. Call-in 
registrations must be guaranteed with credit card and will be charged for no-show.

Seared Barramundi Sea Bass
with Sweat Pea Basmati Rice & Coriander Sauce

Roasted Tomato and Smoked Pepper Chicken Breast
with Roasted Potatoes

Vegetarian Option
Vegetable Wellington

• Members with reservations ($40)
• Members without reservations ($65)
• Non-members with reservations ($65)
• Non-members without reservations ($70)
• Emeritus members with reservations (FREE)
• Emeritus members without reservations ($65)

become a sponsor!
The SCC California Chapter is opening sponsorship opportunities to anyone interested in introducing their company 
during our monthly meetings. 
 
The benefits of sponsorship are to provide you and your company with the following:
 
• Approximately three to five minutes to introduce your company and employees, products, capabilities and/or services.
• The exclusive right to distribute literature and samples at the monthly meeting.
• Optional table adjacent to the registration table to distribute literature and samples by one or two employees
• Your Company name will appear on our sponsor board at the meeting
• Your Company name and location will be included in all meeting announcements, including our monthly newsletter (Cos-
megram) and al email announcements and reminders.
• You company name will appear for one month on the SCC California Chapter website as “This Month’s Sponsor”, which 
will include a link to your company website and a small description about your company
• One employee from you Company received free registration and dinner at the meeting your Company sponsors
• Your donation to sponsor a meeting is tax deductible with our non-profit status

Cost: The cost of sponsor a SCC Chapter meeting is $500.00

Please contact our Sponsorship Chair, Yi Hsin Chang if you are interested or have any questions.

Yi Hsin Chang
Sponsorship Chair
ychang@ingsolutions.com
(714) 884-3872

https://caliscc.org/events.html
mailto:ychang%40ingsolutions.com?subject=Become%20A%20Cali%20SCC%20Sponsor
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EDUCATIONAL HOUR ...continued from page 1

Tony Abboud received a Bachelor of Science in 
Biology and Masters of Biomedical Technology 
from University of Calgary in Canada. For the last 
15 years, Tony has held various senior level Sales, 
Marketing and Business Development positions 
at Biotechnology and Medical Device start-up and 
emerging companies. He is particularly passionate 

The beauty industry has made great strides in commitments to 
reduce waste (and to recycle waste that is produced). The next 
frontier is upcycling. Turning waste material -- often plant byproducts 
from other processes -- into high-quality ingredients for beauty and 
personal care products has the potential to provide not only great 
brand opportunities but also functionality and cost benefits. 

Tony Abboud is working at the forefront of upcycling in the beauty 
industry. His talk will be based on a recent Renmatix white paper 
examining general upcycling trends as well as specific upcycled 
products and results from clinical trials. He will discuss the 
benefits, opportunities and challenges of upcycled ingredients, 
and inform the audience of efforts from companies such as BASF 
and Renmatix to academic teams at universities around the world 
to turn low-value plant-based waste products into multi-functional 
ingredients that deliver more sustainable, cost-advantaged, high-
performing alternatives to traditional ingredients. 

ABOUT THE SPEAKER

about commercializing first-in-class disruptive innovations into 
technology-based industries like Personal care and Cosmetics. 
Tony is currently General Manager, Personal care and Cosmetics at 
Renmatix Inc – a privately held company with operations in Georgia, 
New York and Pennsylvania.

Dr. Karl Lintner obtained a Degree in Chemical 
Engineering and a PhD in Biochemistry from 
Vienna University in Austria. After 10 years of 
research on biological peptides at the Nuclear 
Research Centre in Saclay, France (including 
more than 30 published papers in biochemistry 
and biophysics), he became Laboratory Manager, 

then Marketing Manager (product development and worldwide 
technical support) with the Henkel Company, Düsseldorf, 
Germany.

Dr. Lintner joined Sederma in 1990 as Technical Director and 
then headed the company from 1997 to 2007 as Managing 
Director and CEO. He was responsible for and won a number 
of awards in the development of innovative active cosmetic 
ingredients. From 2007 to 2010 he acted as Technical Advisor 
to Enterprise Technology at Croda. He is now owner and CEO 
of Kal’idees, an independent consulting firm he created in 2011.

Dr. Lintner was an Associate Professor at Versailles/St. Quentin 
University from 2011 to 2013. Subsequently, he taught cosmetic 
chemistry and skin biology at the ISIPCA school of Perfumery, 
Cosmetics and Aroma in Versailles. 

Dr. Lintner is the inventor on several dozens of patents and has 
published numerous articles and book chapters on cosmetic 
ingredients. He introduced the peptide concept to cosmetic 
applications including the well known “Matrixyl®”.

Dr. Lintner is an active member of SCC (chaired COSA in 
2011) and SFC (France). He was and Editor-in-Chief of the 
International Journal of Cosmetic Science for 5 years, was 
awarded the prestigious Maison de Navarre Medal of the SCC 

• Neuroscience has developed methods and instruments to 
analyze, record and quantify emotional and psychological 
reactions to the products we develop.

•  Neuroscience has turned into a field of neurocosmetics: it turns 
out that cosmetic products not only induce positive emotions 
(pleasure) in the user, but also that positive emotional states 
can enhance the physiological efficacy of a cream. We will 
discuss this brain-skin connection and review some examples 
of this new approach of measuring the emotions involved and 
the specific benefits of this avenue for consumers and brands.

• With these new data (“to measure is to know”) formulators 
have a better understanding of consumer preferences, of the 
“unconscious” purchase criteria.

ABOUT THE SPEAKER

DINNER HOUR ...continued from page 1
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meSSAGE From the chair
Happy New Year!!   Welcome 2020!

With the start of a new year, comes changes.  Your new board for the 
SCC is up and running, but guess what?  We can always use more 
help!!  If you have some ideas on how to make our local SCC better, 
I am all ears.   But I will also ask you to help with those ideas.

This year is going to be heavily focused on education.   We are plan-
ning to have our biannual Scientific Seminar in Oct 2020 and will 
bring a CEP course in April 2020.   The details are still in the works, 
so keep checking our website for details!   Of course, our monthly 
meetings always have 2 speakers to bring more information to our 
membership.   I encourage all of our members to make at least 3 
meeting this year!   That will give you a 100% return on your mem-
bership investment.

What would our SCC be without the fun?   So thank you to Sandie Luna and Julie Roque for chairing 
the 2020 Dinner Dance to be held on May 2nd, 2020.  Please see the website for details as they come!  
It should be a roaring good time!  Also in the works is the Summer Event, which will be headed up this 
year by Ryan Kudla who is our new Chair Elect.

I am so happy to be your Chair this year and am looking forward to a great year for our CASCC.  Make 
sure to check out the website for all current information!!

Cheers,

Jennifer Lee Curtis
CASCC Chair 2020
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New!
Miracare® OMG – Innovative   
Emulsifier capable of emulsifying up 
to 80% oil while maintaining crystal 
clarity. Create gel to oil, gel to milk 
unique innovations. Ideal for both 
leave on and wash off applications.

Make Solvay your  
Partner for Innovative  
Formulation Solutions

Contact: 888-776-7337
NovecareCC@Solvay.com

Choose Elé and 
get the attention  

you deserve.
We give all our customers the red-carpet  
treatment…no matter their size. 

• Mid-sized manufacturer with the know-how you need 
• In-house R&D specialists 
• Expansive ingredient options
• Green alternatives
• All of our ingredients made on site

Talk to an  
expert today at 

sales@elecorporation.com

elecorporation.com

You need more information about our products?
Please contact our subsidiary SILAB Inc.:
phone: 732-335-1030
email: silabinc@silabinc.com

SILAB creates and manufactures 
unique, consistently safe, natural
active ingredients with proven efficacy.

EMPloyment opportunities

view/add employment listings

Cali SCC is committed to offering an effective platform for members to post 
open job positions directly on our website to assist with finding qualified em-
ployees to fill these positions. To view job listings or to add a position to our 
website, please visit our employment page at www.caliscc.org/employment or 
contact Heather Naef-Owen directly at heather.naef@everzinc.com. 

http://www.solvay.com/en/index.html
http://www.belleairecreations.com
http://elecorporation.com
http://tcilab.com
http://silab.fr/?lang=usa
https://caliscc.org/employment
https://caliscc.org/employment
https://caliscc.org/employment.html
mailto:heather.naef%40everzinc.com?subject=
https://caliscc.org/employment
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Dedicated to the advancement of cosmetic science 
 

In-House CEP Courses Available 
In-House Courses are highly-personalized courses brought to companies to address challenges or areas 
of need. These courses, taught by knowledge experts, provide professionals with an up-to-date cosmetic 
science education. Recent In-House Courses have been organized for Benefit Cosmetics, Mary Kay, 
Bayer, the FDA and others. 

Companies interested in providing in-depth technical information to their employees can contract an 
education day in a location of their choosing. 

 
 SOCIETY covers the costs of booking the instructor and all of the instructor’s traveling 

expenses (including hotel, flight, car, etc.) 
 COURSES can be scheduled for 1 or 2 days on any topic of particular interest to the company 
 COMPANIES can choose the instructor if they seek a specific knowledge expert 

 

Current courses available include: 
Scale Up & Processing   Botanicals & Naturals for The Naturals Market  Preservatives 

Regulatory   Chemistry & Regulations of Cosmetic Colorants  Cosmetic Rheology 

Color    Molecular Biology & Gene Expression   Color & Make-Up 

GMPS For Cosmetics  Phytochemistry 101 For Cosmetic Chemists    Surfactants 

Cosmetic Formulations   cGMPS For Cosmetics and Otcs     Cosmetic Raw Materials 

Regulatory Update   Practical Basic & Theory in Emulsion Technology  Fragrance as A Science 

Beginning Cosmetic Chemistry Cosmetic Chemists Guide to Product Development   Silicone Chemistry 

Basic Hair Science   Sustainable Cosmetic Product Development   and more! 

 
To reserve a course for your team,  

contact Sam Neely at sneely@scconline.org 

mailto:sneely%40scconline.org?subject=SCC%20Membeship%20Inquiry
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Natural, green, 
functional solutions.

www.JEEN.com

https://www.givaudan.com/fragrances/active-beauty
http://www.crodapersonalcare.com
http://andisil-personal-care.com
http://accessingredients.com
http://www.pcchem.com
http://www.jeen.com
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http://2015.activesinternational.com
http://barnetproducts.com
http://bioscreen.com
http://botanx.com
http://www.morsechemical.com
http://www.classicdistrib.com
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 5,000  

MEMBERS  

CAN’T BE WRONG! 

MEMBER BENEFITS 
• Subscription to the Journal of Cosmetic Science,  

our flagship publication, published six times per year 
 

• Discounts on Continuing Education courses,  
which further improve the qualifications of cosmetic  
scientists by setting high ethical, professional  
and educational standards 
 

• Discounted registration to the SCC Annual Meeting 
 

• Opportunities to participate in a range of  
professional and social events at 19 affiliated Chapters 
 

• Full online access to the searchable digital library of  
every issue of the Journal 
 

• AND MORE! 
 

 

JOIN COSMETIC AND PERSONAL CARE 
PROFESSIONALS FROM 37 COUNTRIES 
THAT RELY ON THE SCC, THE OLDEST AND 
LARGEST NON-PROFIT ORGANIZATION 
FOCUSED ON ADVANCING COSMETIC 
SCIENCE EDUCATION 

http://www.scconline.org/membership
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http://mmpinc.com
http://integrityingredientscorp.com
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Fashion, Retail, Luxury and Beauty industry professionals have been reading WWD for over 106 years, as it is the leading 
source of global business intelligence. This iconic brand maintains its long-standing commitment to delivering the highest 
quality news and information to serve an ever-evolving industry and help its readers proactively identify the social, cultural, 
technological and economic developments that influence their daily decisions.

The offer for SCC members includes both a curated Digital Daily edition each day in your in-box featuring the trending 
new headlines, as well as access to the WWD website for a greater commitment to all fashion, beauty, luxury and retailing 
channels. With its immersive reading experience and instant distribution, the Digital Daily serves the entire fashion industry 
across 84 countries. And the 24/7 upload of features on the site allows WWD to quickly deliver the most important interna-
tional news.

To receive your special offer, please visit:
www.wwd.com/SocietyofCosmeticChemistsWWDsub

http://wwd.com/SocietyofCosmeticChemistsWWDsub
https://caliscc.org/dinner-dance
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mailto:gkramer%40SkinTestEquip.com?subject=
https://www.ravagochemicals.com


14

  CONTACT US  

(650) 595-3600

(	00) ��9-099�

www.vivioninc.com

 

YOUR SOURCE FOR

Fine Ingredients

PERSONAL CARE & COSMETIC

http://www.ddchemco.com
http://vivioninc.com
https://www.alphaaromatics.com
http://carrubba.com
http://www.colonialchem.com/suganate-160nc/
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In the California SCC Region:
Ross Organic | 562.236.5700 | sales@rossorg.com

The Natural Solution

BOTANICAL 
EMOLLIENTS 
& SPECIALTY 
PARTICLES
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www.floratech.com

24/7 Online 
Ingredient Information:

Labeli ®

www.floratech.com/info

Innovation
Comes
Naturally

770.831.9010
www.essentialingredients.com

Distributing 
ingredients 

from the finest 
manufacturers

http://www.deverauxspecialties.com/about-us/
http://floratech.com
http://www.garlabs.com
http://kinetiktech.com
http://www.imcdus.com
http://essentialingredients.com
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Beauty & Personal Care Startup Radar 2020
Living in California, we’re no strangers to startups- but, have you been keeping tabs on which 
Beauty & Personal Care startups have been making waves in recent years? The global cosmetics 
products market was valued at over half a trillion dollars in 2017 and continues to grow ever more 
quickly, with a projected value of over $800 billion by 2023. Unsurprisingly, countless personal 
care and cosmetics companies have sprung up to try to grab a piece of this growth, bringing novel 
consumer solutions and on-trend messaging in order to win in an increasingly competitive mar-
ket. While there are plenty of fish in the beauty & persona care startup sea, we’re going to take 
a quick look at three of the players in this space that might be worth keeping an eye on for 2020.

Memebox
K-Beauty Brand Incubator based in San Francisco, CA
https://us.memebox.com/

Memebox (pronounced “me-me box”, not “meme box”) was founded in 2012 as a subscription box service focused on offering 
Asian beauty products to American consumers who didn’t prefer ordering directly from Asian sites but weren’t comfortable pur-
chasing from third-party sellers on Amazon and eBay. Since then, it’s evolved dramatically into more than just an e-commerce 
site for accessing these products: by 2018, Memebox was also a vibrant online community and private-label brand incubator, 
creating a digital hub where product reviews, beauty routines, and videos can all be shared and discussed among consumers 
and “ambassadors,” or affiliates who create customized profiles recommending products and promoting sales. When Memebox 
originally launched in the US, Asian beauty had some ground to cover when it came to consumer education and awareness, 
and the company quickly realized that fostering a community where members could share product information could increase 
user engagement. Indeed, time spent on the site increased considerably when the community was first launched, skyrocketing 
to 25 minutes spent on average compared to just 3 minutes when it was solely an e-commerce site. 

The company has since discontinued its online community platform in 2019 to focus on creating new products, but its ability 
to forecast trends based on being extremely in tune with the voices of its consumers has remained, allowing its brands to 
launch on-trend products at blistering speeds while often targeting 6 month launch timelines. Its in-house brands Nooni, I Dew 
Care, and Kaja have enjoyed huge success both online and in retail (Kaja was launched in partnership with Sephora), driving 
investments that have most recently culminated in a $35 million Series D funding round led by Johnson & Johnson, bringing 
total funding to over $190 million. Going forward, Memebox plans to lean on J&J’s global capabilities and scientific expertise to 
continue growing their innovation pipeline and reach a global audience, and should be on radars as a K-Beauty leader in the 
US and internationally as the new decade begins.

Dr. Squatch
Men’s Personal Care Brand based in Los Angeles, CA
https://drsquatch.com/

Started in 2013 by an IT consultant with a skin condition who wasn’t satisfied with the bar soap options available to guys, Dr. 
Squatch Soap Co. (yes, as in Sasquatch) was founded on a simple promise: to deliver great smelling, all-natural soap bars to 
men looking for an upgrade to their showering routine who want to treat their skin right. Since then, the company has grown 
from shipping bars out of a garage to a viral sensation with a loyal following of tens of thousands of subscribers, all while of-
fering a growing range of natural personal care products. With several viral video advertisements on YouTube (one of which 
has garnered over 79 million views), Dr. Squatch takes a Dollar Shave Club-esque messaging style and pairs it with a side of 
consumer education, making frequent mentions of “Big Soap” and the various chemicals and byproducts common in bar soaps 
while offering their natural cold-process soaps as a solution for guys looking to make a change. 

While the company was built on its range of uniquely fragranced and quirky soap bars (with top scents such as Pine Tar, Bay 
Rum, and Crisp IPA), there has been a noticeable push into other personal care spaces with the launch of Colognes, Beard Oils, 
and Shampoo & Conditioner, all fragranced with essential oils and marketed as natural solutions. Dr. Squatch takes the time in 
its consumer communications to try to educate a demographic who, when it comes to personal care & cosmetics, has histor-
ically been lacking in product and ingredient awareness compared to their female counterparts. For instance, with the launch 
of its hair care offerings, the company created a video that proclaims to guys that “they’ve been doing it wrong,” suggesting 
that men don’t need to shampoo every single day and instead should be conditioning daily while supplementing with deeper 

Mason Montgomery

https://us.memebox.com/

https://drsquatch.com/
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shampoo cleanses several times per week, depending on hair type. If its growing video view numbers across its products are 
any indication, Dr. Squatch’s increasing consumer base and unique messaging could make it a company worth watching in the 
years to come.

Glossier
Beauty Brand & Blog based in New York, NY
https://www.glossier.com/

Glossier started as a beauty blog in 2010 and launched its first line of products in 2014; since then it’s added millions of new 
customers, gained a cult Instagram following among millennials, and cracked the “unicorn” threshold in its latest round of fund-
ing, hitting a valuation of $1.2 billion. Their website states that their founding belief is that “beauty isn’t built in a boardroom-it 
happens when you’re a part of the process,” and the company has stayed true to the people-focused online community they first 
built with their blog. Focusing on its intimate connection with consumers and the invaluable resource of a feedback loop with its 
community, Glossier is a brand that has been built specifically to respond to its consumers’ needs in real time, offering over 30 
products which it claims are “the products you tell us you wish existed.” 

Glossier achieves this through a dogged determination to include its consumers early in the development funnel, and with over 2 
million Instagram followers combined across its two official accounts, it certainly has the reach to hear their voices. For example, 
when consumers in its community complained about having two steps to remove makeup and then wash their face, Glossier 
delivered by simplifying the process and creating a dual-function Milky Jelly cleanser that’s now one of its best sellers. With 
online beauty sales expected to reach $120 billion by 2024, Glossier’s digital-first approach makes it well positioned to leverage 
its loyal community of consumers and influencers to continue carving out its piece of the pie.

-- Written by Mason Montgomery, Cali SCC Secretary

https://www.glossier.com/


18

http://www.dorsettandjackson.com
http://www.vantagegrp.com
http://charkit.com
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AMERICAN GLITTERS: Full range of cosmetic 
glitters produced with permitted approved 
colorants

BLP CORP: Functional and specialty active 
ingredients

CR MINERALS:  Pumice

EARTH SUPPLIED PRODUCTS:
NOP and NPA raw ingredients, innovative natural 
encapsulations, gellants, and exfoliants

ELÈ CORPORATION: Surfactants and 
Functional Materials

EMD: Special e�ect pigments, functional fillers, 
actives, and sunscreen ingredients

FUJI SILYSIA: Synthetically produced 
amorphous silica gel

CHT PRODUCTS: Silicone products; 
cyclomethicones, dimethicones, emulsions, 
amodimethicones, antifoams, gum blends and 
crosspolymer gel

IMERYS: Kaolin, Perlite, and Diatomaceous Earth

IOI OLEO GMBH: Emollients, Emulsifiers, 
Solubilizers, Multifunctionals, Stabilizing Agents, and 
Consistency-Regulators

J. RETTENMAIER: Natural Exfoliants, Stabilizers, 
and Thickeners

JUNGBUNZLAUER: Citrics, Gluconates, Lactics, 
Special Salts, Sweeteners, Xanthan Gum, and Specialty 
Citrate Salts

PREMIER SPECIALTIES: Fragrances, flavors, and 
natural ingredients

LINNEA: NioSkin™ is the new and e�ective 
system designed to improve skin penetration of 
natural active ingredients.

SOLVAY: Precipitated silica and MicroPearl 
silica exfoliant

SYTHEON: Proprietary innovative ingredients 
for hyperpigmentation, acne, aging, and skin 
protection

TROY CORPORATION: Preservatives

WORLEE: Color Concentrate, Polymers, Aloe 
Vera Powder, Gel, and Oil

http://tcrindustries.com
http://www.grantinc.com
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Omya Consumer Goods
omya.com

Worldwide experts of
specialty personal care
ingredients.

Leading global producer
of functional minerals.

562-961-3333  
PersonalCareUS@omya.com 

DISCOVER
The Natural Choice

MAROON GROUP LLC 
50 INDUSTRIAL CIRCLE, LINCOLN, R.I., 02865 USA
MAROONGROUPLLC.COM  |  800.296.4942

DISCOVER
The Natural Choice

Inspiring innovation through advanced  
specialty chemical distribution

MAROON GROUP LLC  |  50 INDUSTRIAL CIRCLE, LINCOLN, R.I., 02865 USA  |  MAROONGROUPLLC.COM  |  800.296.4942

Inspiring innovation through advanced
specialty chemical distribution

Inspiring innovation through advanced 
specialty chemical distribution

 
 

www.Intlcosmetics.com |  t:310-545-3223

Regulatory Services and 
Consulting for the 

Cosmetic and Chemical Industries

EU-BREXIT SOLUTIONS
• US FDA e-Registrations

• GMP- ISO 22716/21 CFR211

• US Cosmetics/OTC/Devices

• EU PIF, Responsible Person

• EU REACH

• EU CPNP e-Submissions

https://www.omya.com
https://www.maroongroupllc.com
http://www.presperse.com
https://www.paradigmscience.com
http://www.intlcosmetics.com
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http://www.acme-hardesty.com
http://rossorg.com
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ESSENCE IS:
• the intrinsic nature or core quality that determines character
• the absence of controversial ingredients
• breaking formulation and market conventions
• exciting experiences that consumers crave
 
5 HERO PRODUCTS:
• Amazonian Exfoliating Cleansing Powder
• Avocado Ageless Bounce Cream
• Simple Splendor Body Cleansing Cream
• Energizing Men’s Tonic for Hair & Scalp
• Every Which Way Refreshing Men’s Powder Cleanser
 
All Essence formulations are made without using parabens, formaldehyde 
donors, MIT/ CMIT, sulfates, betaines, silicones, petrolatum, or mineral oil.
 
To experience all Essence formulations, contact Regional Account Manager 
Brittney Strickland at brittney.strickland@clariant.com.
 

Breaking Conventions
IGNITING EMOTIONS
ESSENCE by Clariant

http://www.ddchemco.com
https://www.clariant.com/en/Corporate
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Sarah Bernert : R&D innovations manager, henkel
1) Where is your hometown?
I grew up in Sunny Southern California, in a city called Diamond Bar. The best part of where I grew up was its proximity to all the best cities 
in Southern California. Can’t beat the “sunny and 75” weather!

2) Where did you do your university studies? What was your major and why did you pick that field? Why did you choose to do a 
PhD?
I received my Bachelors of Science in Chemistry from California State Polytechnic University, Pomona. I chose to study Chemistry as I 
wanted to learn the science of how things began. Chemistry is the building blocks of life, and if you can understand how something began, 
you can understand how to make it even better. This idea is what I wanted to carry on in my professional career, so Chemistry was the 
natural choice for me. 

3) How did you get into the personal care/cosmetics industry?
My uncle is a well known and respected hair dresser who travelled the world and was given the opportunity to help create some of his own hair products. His stories always 
sparked curiosity in me, so at a young age I had decided I wanted to be involved in the scientific aspect of what he was a part of. Hence my early decision to enter in the cos-
metic industry.
 
4) How long have you been in the personal care industry? 
I have been in the personal care industry for almost 3 years.

5) Where do you currently work? What’s your role?
I currently work for Henkel in the NA Professional Beauty Care division. My role is R&D Innovations Manager where I am responsible for working alongside the Brand team and 
the Supply Chain team to launch innovative professional hair care products with validated claims that meet regulatory compliance for the region they are being sold in.

6) What’s your biggest career accomplishment to date?
a) My largest career accomplishment thus far has been to successfully reformulate one of my brands entire portfolio within a years’ time. This was a challenge as while we 
were tasked with an entire reformulation project of about 200 products, we were also required to launch new innovations simultaneously. Being able to successfully complete 
both tasks was proof that I not only grew in my managerial skills, but also my ability to prioritize items and continue to think in an innovative sense whilst being under massive 
amounts of stress and pressure.

b) My second largest career accomplishment was working with the Kenra Professional Brand to launch the first hair mousse using nitrogen as the propellant. This project was 
particularly difficult as no one knew what to expect using a different propellant than what is typically used. After much hard work, research, and workstreams we successfully 
launched the Kenra Professional Nitro Memory Cream that met all the performance attributes and used Nitrogen as the propellant.

7) What is your favorite part of your current job?
My favorite part about my job is being able to combine my creativity with scientific facts. Everyday I search for innovative ingredients, product forms, technologies, etc. I then 
share those things with the Brand team. In that exchange of information, I must translate any explicit technical information into a simpler and user friendly format as the Brands 
speak more in creative terms. This constant need to simplify and translate keeps my mind in a balanced state of hard science and creative interpretation.

8) What is your least favorite part of your job?
My least favorite part of my job is the tight timelines/deadlines and high stress that comes along with those deadlines.

9) Even here in sunny California, it does get colder during this time of year.  What winter activity or event do you look forward to the most?
Staying inside where its warm and baking way too many cookies! I am not a fan of the cold, so any winter activity that requires staying indoors is my preferred. Even in LA’s less 
than cold winter temperatures, you can still find me wrapped in a blanket making chocolate chip cookies.

10) What your favorite non-work-related activity?
My favorite non-work-related activity is to spend time with my friends at our favorite LA spots. There are so many café’s, cute lounges, hikes, beaches, and events that I love to 
attend in the company of friends. In addition to this, I like to take weekend trips to places, local and not, I haven’t seen before.

11) What is the most interesting place you’ve ever been?
The most interesting place I have been was a little town called Solvay off the central cost of California. The reason it was so interest to me was that when you got there it felt like 
you entered a little town in Sweden. It felt like its own world, closed off from everything around it. For that reason I consider it the most interest place I’ve visited.

12) Give us one random fact about yourself.
One random fact about me is that I used to be a yoga teacher! I still practice in my home to stay limber and flexible.

13) What advice would you give young scientists entering the personal care industry? Is there something you have learned along the way that you would like to 
pass on?
a. My advice to young scientists entering the industry is to never give up. It’s a small industry compared to other scientific areas, which means finding a good job is difficult. The 
mental strain of not finding employment can be very defeating, so building a strong support system or understanding how to manage your own feelings is very helpful. It can be 
very overwhelming and managing the emotional drain is really helpful in keeping your mind at ease.

b. Something I wish I had known when I first started out is how crazy deadlines can be in the industry. I had a hard time managing my stress levels when I first entered the 
industry. However, I was able to find industry mentors that helped me understand how to better manage time, and deliverables. My advice is to never be afraid to ask for support 
or help, this only makes you better over time!
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journal of cosmetic science

INFORMATION FOR AUTHORS
The JOURNAL OF COSMETIC SCIENCE publishes papers concerned with cosmetics or the sciences 
underlying cosmetics, as well as other papers of interest to SCC members.  In particular, the journal 
welcomes papers concerned with cosmetics, cosmetic products, fragrances, their formulation and their 
effects in skin care or in overall consumer well-being, as well as papers relating to the sciences underlying 
cosmetics, such as human skin physiology, color physics, physical chemistry of colloids and emulsions, or 
psychological effects of olfaction in humans.  Papers of interest to the cosmetic industry and to the under-
standing of the cosmetic markets are also welcome for publication.   The Editorial Advisory Board is responsible for establishing policy and 
maintaining the Journal’s high standards.  The Editor relies on the advice of reviewers who are experts in the field in deciding whether a 
submission has sufficient scientific merit to warrant publication.

All papers presented before a meeting or seminar of the SOCIETY OF COSMETIC CHEMISTS, or those papers submitted directly to 
the Editor will be considered for publication in the Journal. Papers presented before the SOCIETY OF COSMETIC CHEMISTS are the 
property of the SOCIETY and may not be published in or submitted to other journals. Only if the JOURNAL OF COSMETIC SCIENCE is 
unable to publish a presented paper, may it be published in another journal of the author’s choice. 

Results concerning animal (not human) physiology are outside of the scope of the Journal, therefore manuscripts reporting results related 
to it will not be taken into consideration for publication in the Journal of Cosmetic Science. 

SUBJECT MATTER

The JOURNAL will consider manuscripts for publication in the following categories, provided they are prepared in proper scientific style 
and adequately referenced: 

1. Original Articles: Descriptions of original research work in cosmetics or related areas. 

2. General Articles: Articles of a general character may be considered for publication providing they are of a scientific and technical 
nature. These articles may be concerned with newer analytical techniques, developments in dermatology, toxicology, etc. 

3. Review Articles: Intended to present an overview of recent advances in a specific area related to cosmetics. The author of such 
a review is expected to be actively engaged in the area and capable of presenting a critical evaluation of published reports of a 
scientific and technical nature. Solicited by special invitation from the Editor and Editorial Committee; not subject to review by the 
Editorial Committee. 

4. Technical Notes: Relatively short manuscript containing new information obtained by laboratory investigations; these do not con-
tain the depth or extent of research involved in an Original Article. 

5. Letters to the Editor: Comments on JOURNAL articles are invited, as well as brief contributions on any aspect of cosmetic or 
related science that does not warrant publication of a full-length paper in one of our other categories. May include figures and/or 
references, but brevity is necessary.

SUBMISSION OF MANUSCRIPTS

Manuscript Submission: Manuscripts submitted for publication should be accompanied by a covering letter and sent via email to the 
following address: scc@scconline.org.  Please include the contact author’s address, phone and fax numbers and email address. 

Manuscripts received by the Editor will be acknowledged and sent to two reviewers. Normally, the Editor will advise the author of accep-
tance, rejection, or need for revision of the manuscript within 10 weeks. Important: Manuscripts and the data therein must not have been 
published previously. Upon acceptance, the manuscript becomes property of the SOCIETY OF COSMETIC CHEMISTS and may not be 
produced in part or as whole without written permission of the Society.

Preparation of manuscripts

Stylebooks for the JOURNAL OF COSMETIC CHEMISTS are the American Medical Association’s AMA Manual of Style and the Univer-
sity of Chicago Press’s A Manual of Style. Authors whose papers include figures should follow the section below on figure preparation. 

The responsibility for good grammar and correct sentence structure rests with the author.  

mailto:scc%40scconline.org?subject=Manuscript%20Submission%20Inquiry
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Organization should be thoughtful and not necessarily chronological. Unfamiliar or rare terms should be explained to make their mean-
ings clear to all readers, especially those who are not well-versed in the language of the publication. Avoid all colloquialisms, jargon, and 
unusual abbreviations, and be as clear and brief as possible in the manuscript.

If you are not a native English speaker, we strongly recommend that you have your manuscript professionally edited before submission.  
Professional editing will mean that reviewers are better able to read and assess your manuscript.

Major revision or retyping of manuscripts cannot be undertaken by the Editor; these must be done by the author or his designated col-
league. The suggestions that follow are intended to reduce the number of revisions and exchanges of correspondence needed prior to 
the publication of an article. Authors who follow these instructions closely will see their articles reviewed and published in the shortest 
possible time.

1. General Format: Manuscripts must be submitted electronically in Microsoft Office Word. Figures should be supplied digitally as either a 
Word file, pdf, TIFF, jpeg, or similar format.  The title page of the manuscript should include the same name, address (including zip code) 
and affiliation of each author, as well as the title and date of the meeting where it was presented, if any.  Please designate the correspond-
ing author and provide a current email address for all correspondence.

2. Synopsis: Each article should be preceded by a brief but informative synopsis of 100 to 200 words. The synopsis should state the 
objective of the research, the experimental approach used, the principal findings, and the major conclusions. Follow the form used by 
Chemical Abstracts in preparing the synopsis. 

3. Units of Measure: The SI (System International) metric units are preferred, following the trend in the scientific community. Where 
English or cgs units must be used, they should be converted to SI and placed following in parentheses. Abbreviations such as m/s, ml, 
rpm, and ug are used without periods. It is requested that authors avoid all unusual notations, e.g., milligram per cent (mg %) or ppm are 
better expressed as mg/100g or mg/kg. 

4. Abbreviations: Any abbreviation that will not be immediately understood by a non-expert reader should be defined in parentheses fol-
lowing its first appearance in the text. In most cases, both clipped words and acronyms are unpunctuated. Chemical names and formulae 
should be unambiguously clear to the editor. Some prefixes before names of organic compounds must be italicized, e.g., cis-, p-. tert-, 
etc. Consult the list of commonly used abbreviations in the ACS Handbook. 

5. Trade Names: A trade name must be followed by the sign “®,” All common cosmetic ingredients should be referred to by their GENER-
IC names, as indicated in the latest edition of  International Cosmetic Ingredient Dictionary and Handbook (PCPC’s), the United States 
Pharmacopeia (U.S.P.), and the National Formulary (N.F.). Manufacturer’s designation may be included in parentheses. If a material is not 
listed, then the proprietary or trademarked name can be used, with the chemical composition and name and address of the manufacturer 
given in parentheses or footnote. 

6. Structural Formulae: Structural formulae should be used only if absolutely necessary and if the chemical in question is not known to 
the reader. They should be numbered and referred to in the text by Arabic numerals. 

7. Tables: Tables should be numbered consecutively, using Roman numerals. Appropriate captions should also be included.

8. Figures: To publish the figures in your article with the highest quality, it is important to submit digital art that conforms to the appropriate 
resolution, size, color mode, and file format. Doing so will help to avoid delays in publication and maximize the quality of images.

Color photographs, where they are essential to the content of the paper, may be acceptable at the Editor’s discretion, and at an extra cost 
to the author. Authors are responsible for the cost incurred for the printing of color photographs, figures.  If authors do not want to pay the 
cost for color, figures will be printed in shades of gray. 

Sizing and preparation: Submit figures at their final publication size; do not scale figures.

All panels of a multipart figure should be provided in the same file. If symbols are not explained on the face of the figure, only standard 
print characters may be used. Include figure titles in the legend and not on the figure itself.

Labeling and Font Usage: Please use the same font for all figures in your manuscript, and use a standard font such as Arial, Helvetica, 
Times, Symbol, Mathematical Pi, and European Pi. Do not use varying letter type sizes within a single figure; use the same size or similar 
sizes throughout. The preferred font size is 8 points; the minimum font size is 6 points.

Resolution and Raster Images: Low-resolution images are one of the leading causes of art resubmission and schedule delays. Submitted 
raster (i.e. pixel-based) images must meet the minimum resolution requirements:

Monochrome (1-bit) images (line-art): Common examples are graphs and charts made of solid black and white, with no gray values. 
The suggested minimum resolution for this type of image is 1000 ppi at publication size.
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Combination Halftones: Common examples are color or grayscale figures containing halftone and line art elements. The suggested 
minimum resolution for this type of image is 600 ppi at publication size.

Halftones: Common examples are color or grayscale figures containing pictures only, with no text or thin lines. The suggested mini-
mum resolution for this type of image is 300 ppi at publication size.

Raster images should be supplied in TIF format. PDF and JPG are also acceptable.

Vector Images: Vector images are typically generated using drawing or illustration programs (e.g., Adobe Illustrator) and are composed 
of mathematically defined geometric shapes—lines, objects, and fills. Vector graphics are resolution independent and can be enlarged to 
any size without quality loss. 

Vector images should be supplied in EPS format, with all fonts embedded or converted to outlines, and graph lines at least 0.25 points 
thick. PDF is also acceptable.

Authors who do not comply with these guidelines will be asked to resubmit their figures in a print-quality format, which may 
delay publication.

9. References: References should be numbered in the order in which they appear in the text and should be listed in numerical order at 
the end of the article under “References”. Citations in the text should be on line and parenthesized, e.g., (6) or (11-13). The references to 
journal articles must appear in the following form: 

(a) The initials and surname of each author. 
(b) The full title of the paper (first word capitalized). 
(c) The name of the journal in italics. Use standard abbreviations as in Chemical Abstracts.
(d) The volume number in bold face type.
(e) The first and last pages of the article separated by a hyphen. 
(f) Year of publication of the article (in parentheses); the month must be included for journals that do not use continuous pagination.

The following is an example of a correctly prepared journal reference; note all spacing and punctuation: 
1) L. E. Gaul and G. B. Underwood, Relation of dew point and barometric pressure to chapping  of normal skin,). J. Invest Dermatol, 
19, 9-19 (1952). 

Book references are handled similarly and should include pertinent page numbers: 
1) S. Rothman, Physiology and Biochemistry of the Skin (The University of Chicago Press,Chicago, 1954), pp. 494-560. 

References to books containing contributions from authors appear as follows: 
1) S. D. Gershon, M. A. Goldberg, and M. M. Rieger, “Permanent Waving,” in Cosmetics, Science and Technology, 2nd ed., M. S. 
Balsam and E. Sagarin. Eds. (Wiley Interscience, New York, 1972), Vol. 2, pp. 167-250.

AFTER submissions of manuscripts

Rejection of Papers Submitted: Manuscripts not prepared in accordance with these directions or deemed to be outside the scope of arti-
cles published in the Journal will be returned to the author by the Editor. 

After the manuscript has been reviewed by the editor and reviewers, the senior author will be sent any comments that need to be ad-
dressed.  If necessary, the senior author must submit a revised manuscript which will be reviewed by the Editor prior to being approved 
for publication.  If the revised manuscript is still not acceptable, the Editor may reject for publication.

Page Proofs: After an author’s paper is accepted and before final publication, page proofs will be emailed to the senior author for careful 
review and correction. Proofs should be verified against the manuscript and any alterations annotated in the PDF. The Publication Com-
mittee does not accept this responsibility. Alterations in an article after it has been typeset will be made at the author’s expense, and the 
author will be billed for such changes. Corrected page proofs must be returned within 10 days to the Journal office. 

Offprints and Reprints: The senior author of each paper will automatically receive 10 offprints free of charge, following publication of his 
paper. Additional offprints, or the more expensive stitched reprints, must be ordered at the time the page proofs are returned and will be 
billed to the author. An order blank for this purpose will be sent to the author separately, please return it to the address specified. 

Charges: There are no page charges. The author will be responsible for the cost incurred for the printing of color photographs, figures, 
etc. Any material set into type but ordered deleted from publication at the page proof stage must also be paid for by the author. These 
charges will be invoiced to the senior author at the time of publication.   The senior author will be notified by email verifying the cost of 
printing in color.  On acceptance, the senior author will be invoiced for color charges.
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SCC MEMBERSHIP

benefits of becoming a member

Types of memberships

how to become an scc member?

The California Chapter of SCC is a nonprofit membership organization with a focus on furthering the interests and recognition of cosmetic 
scientists while maintaining the confidence of the public in the cosmetic and toiletries industry. By joining the Society, members can take 
advantage of many opportunities to learn, educate, and network with their peers. There are different levels of membership (see below for 
descriptions). We encourage you to find the one that is right for you.

• Discounted rates to all California and National SCC functions
• California Chapter newsletter (Cosmegram) mailed and emailed, published 8 times per year
• Subscription to the Journal of Cosmetic Science, the National Society publication, published 6 times per year
• Updates on the newest technology
• Scientific Seminars
• Suppliers Day
• Networking
• Member discounts to IFSCC Conferences and Congresses

General Membership - General Membership is available to persons engaged in scientific or technical work in the cosmetics and toiletries 
industry or in related governmental or academic areas, who have earned a Bachelor’s Degree in the chemical, physical, medical, pharma-
ceutical, biological or related sciences and technology. In addition, those working in a technical capacity within the industry for at least five 
years, who have completed two years in a recognized related academic program are eligible, as those who may lack sufficient academic 
background, but who have worked in a technical capacity in the cosmetic science industry for at least ten years.

National Affiliation - Available to persons interested in the objectives of the Society, but not qualified for General Membership. National 
Affiliates are entitled to all membership privileges, except that they may not vote or hold elected office within the Society or its Chapters.

Junior Membership - Available to persons who hold an appropriate undergraduate degree in science and who are pursuing a post 
graduate degree. Junior Members are entitled to all membership privileges, except that they may not vote or hold elected office within 
the Society or its Chapters. Half dues.

Student Membership - Available to fully matriculated undergraduate students in a scientific program at recognized colleges and univer-
sities. Student members are entitled to all membership privileges, except that they may not vote or hold elected office within the Society 
or its Chapters. Reduced dues.

Emeritus Membership - Any member who has reached the age of 65 years and who has been a dues paying member in good standing 
for 25 consecutive years may request to be nominated for transfer to Emeritus Membership status. Upon approval by the Board of Direc-
tors, such members shall be entitled to all privileges of a General Member for life, with exemption from payment of dues, except that they 
are not eligible for election as an Officer or Director within the Society.

Retired Membership - Any member who has retired from the cosmetic industry and is over 55 years of age, and has been a dues paying 
member in good standing for 15 years, may apply for Retired Membership status. Upon acceptance, Retired members are entitled to all 
privileges of a General Member, except that they may not hold elected office within the Society or its Chapters. Half dues.

Fellow Membership - General members who have achieved full maturity in the profession, as evidenced by a record of outstanding 
achievement and leadership may be elected a Fellow of the Society by the Board of Directors upon recommendation by the Fellow Cer-
tification Committee.

Honorary Membership - Granted by the Board of Directors to individuals for distinguished service to the Industry.

Apply Online at www.scconline.org

- Or - 

Download Membership Application and complete and submit to the National SCC office (address and fax on the application). Please 
contact Tina Marie Lesko, Membership Chair, if you would like more information about becoming an SCC member.

http://scconline.org
https://caliscc.org/images/downloads/scc_member_application13.pdf
mailto:tinamarie.lesko%40mibellegroupusa.com?subject=SCC%20Membership%20Inquiry
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