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Are you aware of the harms it may cause?
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Natural is the new word on everyone’s lips from cosmet-
ics, aesthetics to hair care. Now they are letting their
wallets do the talking for them as the health and beauty
consumer turns every bottle and jar over to examine

the ingredients before buying. One of the top requested
trends is hair care is the “sulfate free” and “paraben
free” revolution. For years shampoos and cleansers
have used a similar formula to develop shampoos as
there were a limited amount of cleansers and ingre-
dients that would both clean the hair, provide proper
ph. balance and were safe to use directly on the body.
Today technology has given manufacturers the gift of
choice. It is imperative for manufacturers, marketers
and retailers alike to educate themselves on the newer
technologies and the new found formulas known as
“sulfate free.”
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The terms “sulfate free” and “paraben free” typically go hand and hand as it

relates to cosmetics.
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Most shampoos have consisted
of Sodium Lauryl Sulfate (SLS).
This powerful degreasing agent
that in various degrees of concen-
tration can be used in shampoos
and household cleaning agents,
like toothpaste. Generally known
that if it is washed off completely,
it won’t cause any harm. How-
ever, from the study by American
Association of Poison Control
Centers, human skin is keen to
absorb sulfate, and cause skin
allergies, hair loss, cataract and it
may possibly lead to infertility.
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Parabens are common preservatives
used in all types of cosmetics and hair
care products to increase the product
shelf life. These ingredients include meth-
yl paraben and butyl paraben. Though
the studies are inconclusive, it is reported
that it affects human body like estrogen,
and may cause breast cancer. Also, ac-
cording to the study conducted in Japan,
When Methyl Paraben is exposed to UV
light, it harms DNA and expedite aging
process. Currently, FDA regulates use of
Paraben as under .8% when mixed with

other substances.
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These ingredients have been
used effectively in hair care for
more than half a century and
boasts the best in hair achieve-
ment in spite of the new outcries
from the consumer at large in
recent years. While these ingre-
dients when diluted and mixed
with other added ingredients ef-
fectively clean the hair and scalp
while protecting the individual
hair structure. The formulas

that contain ingredients rich in
sulfates are generally known to
dry out the hair structure down
to the scalp and root.
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Sulfate free shampoos have ac-
tually been around as far back as
the 1970s but the formulas tend
to be more costly to produce
and therefore be more expen-
sive to the consumer. These
shampoos have been gener-

ally produced for the profes-
sional salon class of trade. As we
know, consumers go to the salon
for that special added touch as
some advanced formulas have
previously worked best in this
category. So it is truly a retail ad-
vantage to provide the customer
a luxury that has formerly been

reserved for special services.
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The natural hair care trend has truly been a phenomenon. The influx':af the ethnic natural over four years
LB Q ago has created a ripple effect. First we saw the_ emergence of the ethnic natural style and experienced an
p - evolution in the expectatﬁw of. chemlcal free styling across the spectrum. No matteg what natlonah&bor what
hair type, women everywhere are going chemical free. in styling and products Natural halr can be defined as
free of chemlcals The concept is that chemical free hair requires the application ¢ of t’he purest, most natural.?-"
ingredients necessary to maintain their well-nourished coif. - |

In many cases, consumers can be unforgiving as they discover
that a product they put on their chemical free hair is rich in noth-
ing but chemicals. They take to the online world like a swarm and
in many cases this has been a deciding factor in the longevity of
a brand. This intern speaks to the profitability of a product on the
retailer’s shelf.

Consumers report that they are more favorable to frequent stores
where the staff have a full understanding of the natural hair care
need. Having products strategically placed is also a great way

to give the consumer confidence to purchase at the retail level.
Staging naturally based formulated products in groupings together
are an ideal way to upsell and keep the consumer abreast of new
products that may spark their interest. Providing a wide range of
natural product offers and quality formulations is excellent way to
bring the consumer back to their local beauty supply store.
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lyesha C. O’ Neal is a Marketing Manager for Universal Beauty Products, Inc. She has over

twelve years of marketing and brand development experience in including positions with Pro—

(770) 376-6586

fessional Products Unlimited, Inc., Exins Sales & Marketing Management Inc. and The Gillette
Company. Her work in health & beauty journalism can be found in five major industry magazines
throughout the U.S. and abroad.




