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F or our annual Beauty Awards special edition, commemorating the exciting event that was held live via our 

digital platform on December 9th.

When it comes to beauty, Los Angeles remains one of the cultural epicenters of trends. Many of the leading looks, 

services and products behind keeping people looking and feeling good are from businesses that were started and 

continue to thrive here in LA. In fact, successful beauty and self-care companies drive tremendous economic growth in the Los 

Angeles region and make Southern California a major force in the industry. Definitely a group worth celebrating!

Our Beauty Awards event this year brought together industry leaders, recognized leading brands and highlighted their 

accomplishments in innovation, influence, social responsibility, and growth.

In the following pages, we hope to shed additional light on some of the premier examples of the professionals and companies 

that make the modern world of beauty so successful.

To all the great organizations profiled in this volume we say thank you!

Best regards, 

Josh Schimmels

Publisher & CEO

Letter from the Publisher

We are honored to be 
nominated as

RISING BRAND  
OF THE YEAR

Los Angeles Business Journal’s  
2020 Beauty Awards

RETROUVE.COM
Unveil your skin’s radiance.

019_30_Beauty-post.indd   20019_30_Beauty-post.indd   20 12/10/20   12:33 PM12/10/20   12:33 PM



DECEMBER 14, 2020   CUSTOM CONTENT – LOS ANGELES BUSINESS JOURNAL   21   

BRAND OF THE YEAR HONOREE

eSALON

Customers of eSalon enjoy a truly custom, 
salon-grade home hair color concept. While 
many other brands describe themselves as 
custom, they typically just map their clients 

to a premade hair color. eSalon’s hair color is 
genuinely made-to-order and is never premixed. 

eSalon clients have complete an online 
questionnaire sharing gray percentage, hair color 
history, hair length, texture, and other factors. 
Once approved, each customer’s custom formula is dispensed on location at eSalon’s El 
Segundo headquarters (or at its UK location for EU customers), packed with everything 
needed to color at home, including personalized instructions, and shipped directly to each 
customer’s door. eSalon also offers a subscription option where clients can adjust timing, 
pause, skip or even cancel – all in their accounts and receive access to licensed colorists. 
Since eSalon’s launch in 2010, the company has formulated over 235,000 unique color 
combinations and shipped over 9.2 million orders throughout North America and 
Europe.

As COVID-19 began and more “safe at home” orders were put into place, many who 
wanted to maintain their hair color were searching for a home hair color that wouldn’t 
make them sacrifice quality. eSalon’s orders increased tenfold and with current staff 
resources, it was a challenge to keep up with the spike in demand. eSalon hired more 
production staff, customer service reps, and colorists and created a second production 
shift to meet demand while adhering to strict physical distancing requirements. With 
salons closed, eSalon has been able to hire stylists who would otherwise be out of work, to 
help meet the spike in order approvals.

ALGENIST
FINALIST

Algenist continues to be the leader in exclusive, trace-
able ingredient-level innovations: benefit-boosting 
patented Alguronic Acid, an exclusive proprietary 

vegan collagen molecule, and a new form of L-Ascorbic 
Acid from renewable Spirulina. Algenist’s heritage in 
biotechnology allows for a strong portfolio of patented, 
exclusive ingredients and science-based, clinically-proven, 
vegan formulations.

Algenist’s leadership team also includes thought-leaders 
that drive the business. With over 20 years of experience, 
CEO Rose Fernandez developed strong businesses across 
retail and digital channels by focusing on brand relation-
ships and profitability. She is passionate about assembling 
the right team and developing people to success. A leader 
in product development and clinical research, Tammy 
Yaiser is a well-respected authority in developing innova-
tive and high-performance products, with over 20 years in 
the industry. She serves as the VP of product development, 
head formulator and Algenist’s on-air QVC talent.

MILANI COSMETICS
FINALIST

Milani was created in 2002 by brother and sister duo, 
Laurie Minc and Ralph Bijou. Minc’s background 
as an art teacher in the inner city of Los Angeles 

paved the way for the success of the brand. Very early on, 
Milani’s color offering spoke to a diverse population of 
women without singling anybody out. Every woman who 
loved to wear color was shopping the brand regardless of 
their ethnicity.  Milani was the first mass brand to authen-
tically become a true multicultural brand, and was quickly 
recognized for its color offerings, elegant packaging, high 
levels of pigments and luxurious quality formulas often 
compared to prestige brands.

In 2018, Gryphon Investors, a San Francisco-based 
middle market private equity firm, acquired a majority 
stake in Milani with the objective to drive growth through 
product development and strong relationships with retail 
and manufacturing partners in the US and abroad.
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PRODUCT OF THE YEAR HONOREE

LASHIFY

More than just an award-winning brand, 
Lashify is synonymous with disruption 
and innovation – holding 70 patents and 
50 trademarks world-wide, including its 

patented Underlash technology. The world’s first 
innovative beauty think-thank, Lashify leads the 
industry with its patented technologies. 

Lashify is the inimitable DIY luxury lash 
extension system designed to apply the company’s 
innovative Gossamer lashes using the patented Underlash technique. Lashify’s award-
winning system delivers easy to use, damage-free lashes with infinite possibilities for 
all eye shapes. The company’s system of Gossamer lashes, bonds, sealers, and Fuse 
Control Wand are designed to work together. Gossamer is Lashify’s revolutionary hand-
made lash that is virtually weightless and boasts an undetectable spine. It is designed 
to precisely fit on the underside of your lashes, merging seamlessly with the natural 
ones. In order to provide a damage-free experience, Gossamers were created to slowly 
disintegrate after several uses in order to prevent any damage to the natural lash. Lashify’s 
Core, Volume, and Prismatic Gossamer Collections encompass seven different styles, 11 
different colors, and 12 different lengths! Gossamer lashes were designed to be virtually 
weightless in order to provide a damage-free experience, relieving natural lashes from any 
weight and tension. After several uses the Gossamer lash will slowly disintegrate, as it’s 
intended to in order to prevent damage to your natural lashes.

At Lashify’s core are transparency, truth in advertising, creating superior products 
that empower clients, and putting words into action. Lashify’s customers rely on the 
transparency and quality that Lashify brings to their daily lives, knowing they will always 
be able to control their own beauty without compromise. 

ALLEYOOP 
FINALIST

Alleyoop’s infamous Multi-Tasker makeup brush 
flipped the beauty industry on its head with its 
innovative design. The cult-favorite 4-in-1 brush 

has continuously sold out since launch, topping the 
charts as the company’s most sold product year-to-date. 
After selling out in January, the brush accumulated an 
impressive 8,000+ person waitlist, and then sold out yet 
again in just 15 minutes. 

The Multi-Tasker is also a multi-award winning 
product – recently winning the Allure Best of Beauty 
2020 award. But all of this didn’t come easily. Alleyoop 
had to navigate through challenging interruptions in its 
supply chain during the pandemic while trying to meet 
consumer demand and ensure customers were being 
properly taken care of. It was an all-hands-on-deck 
effort to manage the operational and customer service 
challenges for several months while the team focused 
on meeting inventory demands.

WILDLING 
FINALIST

Wildling is a female-founded, bootstrapped, green 
beauty startup. The brand stepped into a beauty 
tool white space launching with a gua sha system. 

Gua sha is a 4000-year-old traditional Chinese medi-
cine healing art form used by health practitioners, but 
it’s also a technique that has a history of being used in 
the home.  While gua sha is a powerful healing modal-
ity, it’s a safe technique for non-trained professionals to 
use on themselves.

Wildling launched in the e-commerce space in 2018 
and the biggest challenge it has managed to overcome 
has been mobilizing growth as a self-funded start-up. 
With creative marketing focusing on social media, the 
company has grown over 300% in the last year. The 
patented facial gua sha stone, the Empress Stone, and 
the gua sha system, and the Empress Collection are the 
best sellers.  Wildling also recently launched a body gua 
sha system, the Aura Collection.
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SOCIAL RESPONSIBILITY AWARD HONOREE

KEVIN.MURPHY

KEVIN.MURPHY has been on the forefront 
of sustainability since its inception back in 
2004. The environment is in the brand’s 
DNA. Being the first beauty company to 

move to 100% Ocean Waste Plastic (OWP) was 
challenging for the brand, first transitioning its 
HDPE packaging, but now in 2021 the company 
will move its PETG packaging into OWP as well. 
With the company’s transparency, this has led to 
an industry conversation in the beauty world, with other brands such as Kinship crediting 
KEVIN.MURPHY for inspiration for its packaging. 

All KEVIN.MURPHY product ingredients are also hand selected to ensure minimal 
impact on the environment. In addition to good manufacturing practices, KEVIN.
MURPHY has a philanthropic arm in the industry. In 2020, a generous donation was 
made to the Australian Bushfires. All together KEVIN.MURPHY is much more than a 
hair care company. It is a brand that makes conscious responsible decisions for the good of 
the planet.

Company leadership never hesitates to make the decisions for social good. For 
the OWP example, it was, as Kevin Murphy put it, “a no brainer” to make the switch 
from HDPE to OWP HDPE. Murphy himself is particularly passionate about the 
environmental efforts of the brand, and his passion is transferred to all that know him 
and work with him. The leadership at KEVIN.MURPHY is collaborative and is willing to 
make sacrifices in order to do the right thing for the planet.

PÄPR 
FINALIST

Since the day PÄPR started as a company, its found-
ers pledged that they will never indulge in any sort 
of activity which has the potential to harm the 

environment. It has been the company’s foremost prior-
ity to produce sustainable deodorants, free of any planet 
damaging materials or chemicals so that mother nature 
can flourish out of the bounds. To ensure that it sticks 
to its mission, PÄPR has taken some essential steps 
to be green and has come up with new strategies to 
empower its ideology of producing eco-friendly products 
such as eco deodorants with sustainable packaging.

Also, PÄPR plants a tree for every new subscrip-
tion. The company partners with One Tree Planted, 
a non-profit with a focus on global reforestation. One 
Tree Planted makes it easier for individuals and busi-
nesses to give back to the environment, create a health-
ier climate, protect biodiversity and help reforestation 
efforts around the world. 

SENEGENCE 
FINALIST

Founded in 1999 by Joni Rogers-Kante, SeneGence 
exploded into the marketplace with the launch of 
LipSense color technology, and quickly rose in popu-

larity. More than 20 years later, SeneGence has expand-
ed its line of products and has thousands of distributors 
across the globe. A commitment to empowering women 
has remained at the company’s core. SeneGence’s 
nonprofit organization, The Make Sense Foundation, 
regularly raises and contributes funds for women and 
children in need as part of the overall plan to give back 
to the global community.

Also, in response to the global COVID-19 pandem-
ic, SeneGence used its supply chain to manufacture 
and bottle a 62 percent alcohol hand sanitizer made 
in accordance with FDA guidelines. SeneGence has 
donated thousands of bottles of sanitizer, lip balm and 
beauty kits to hospitals, frontliners, military, schools, 
and organizations in need, with over $1.3 million in 
product donations distributed to date.
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CONTACT:

Amazon + 
Beauty =
beBOLD Digital
Premiere Amazon Growth Experts

Denny understands the difficulties of building a 

brand and the steps needed to develop your 

Amazon Strategy to best fit Your Specific Needs. 

Let the team of experts at beBOLD become an 

extension of your business. We make decisions 

based on our beauty industry experience and 

data using our Proprietary Software. We don’t 

just guess or hope.

Beauty Entrepreneur + Tech Guru,

Denny Smolinski,

15+ year career in the beauty industry

Owned and operated a beauty product distribution company

One of the 1st people to sell on Amazon

Created his own brands which were sold through 

professional distribution, ecommerce and featured on HSN.

ABOUT THE  CEO & FOUNDER :

beBOLD Digital is a Full-Service Amazon Agency that focuses only on Beauty. 

3x growth to over $12M in 1 year

19x growth to over $5M in 1.5 years

Don’t take our word for it, ask our clients who have experienced:

Free Amazon Analysis

bebolddigital.comdenny@bebolddigital.comCONTACT:
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SERVICE PROVIDER OF THE YEAR HONOREE

BEAUTY BARRAGE

As COVID-19 crippled the US economy this year, Beauty Barrage was faced with 
the biggest challenge to its business model to date.  With retail doors closed, the 
company pivoted its field team online using social selling and Instagram Live to help 
the brand partners continue to educate its customers while driving sales. 

Once stores began to reopen, Beauty Barrage became an invaluable resource to brands 
that were forced to eliminate employees (and 
travel budgets) with a trained team of beauty 
pros across the country, giving them boots on the 
ground and a competitive edge in-store. Beauty 
Barrage has provided the industry with feedback 
on what is happening at the store level from 
around the US, as reported by the people in-store. 
This data is helping to instill confidence that 
brick and mortar beauty stores are still a relevant 
channel for their sales strategy.

Beauty Barrage CEO & Founder Sonia 
Summers has disrupted the antiquated beauty sales 
model – leveraging her unprecedented breadth of 
industry experience to transform beauty brands 

into market leaders.  Summers is relentless in her pursuit of excellence, investing time, 
and money into continuing education for her team. She recognized her field team as 
more than in-store sales support, they were micro-influencers and content creators.  She 
invested in social media training to level up their skills, adding value to both the team 
and her clients. She continues to encourage her team to give back to their communities 
and provides paid time off to her employees to spend volunteering.  

beBOLD DIGITAL 
FINALIST

Aull service Amazon growth agency, beBOLD Digital 
focuses only on the Professional and Luxury Beauty 
category on Amazon. Denny Smolinski, beBOLD 

owner and tech guru, has had a more than 12 year 
career in the beauty industry in which he has owned 
several companies in the beauty industry that in turn 
lead to the owning/starting another company.

Smolinski’s experience and knowledge of the 
professional and prestige beauty industry and Ama-
zon allows him and his team of more than 100 to grow 
beauty brands globally within the Amazon ecosystem. 
He understands the full scope of brands that are doing 
business in professional beauty or retail such as Ulta, 
Sephora, Nordstrom and more. beBOLD’s clients report 
experiencing tremendous and exponential growth in 
sales after working with beBOLD. 

FOCALPOINT PARTNERS LLC 
FINALIST

Nishen Radia is a co-founder and managing partner 
of FocalPoint Partners, a leading investment bank 
head quartered in Los Angeles with branch offices in 

Chicago, New York, and Shanghai. Radia has approx-
imately 24 years of investment banking experience 
advising middle-market companies and private equity 
clients on M&A, debt and equity financings, and 
restructurings. Radia has served as principal financial 
advisor on numerous high-stakes transactions in the 
consumer, personal care, and fashion/beauty sectors. 

FocalPoint has executed a wide variety of transac-
tions for middle-market fashion and beauty companies, 
notably an investment from Lion Capital for HATCH-
BEAUTY Agency, multiple transactions for Physicians 
Formula including a divestiture, growth capital, and 
refinancings, a recapitalization by Five Crowns Capital 
for the Cosmetic Design Group, and advising Kate 
Somerville on its acquisition by Unilever.
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CLEAN BEAUTY AWARD HONOREE

BEAUTYCOUNTER

Since Beautycounter’s first product launch in 
2013, the company has been creating the 
gold standard for safety in the personal care 
industry. First and foremost, Beautycounter 

keeps a list of 1,800 ingredients that it will 
never use in its formulations, many of which 
are currently used in the industry, including 
phthalates, parabens, and formaldehyde. This 
commitment to clean, healthy ingredients and 
safety is far outpacing industry standards (1,400 in the EU, 600 in Canada, and only 30 
in the U.S.). Beautycounter focuses solely on using cleaner, more sustainable alternative 
ingredients that are screened by its safety and sustainability experts to create innovative 
formulas that deliver results-safely. 

Beautycounter conducts meticulous testing for heavy metals in every batch of 
products, multiple times, and at concentrations ten times lower than what is standard 
practice in the beauty industry (one part per billion vs. ten parts per million). Also, all 
Beautycounter products are Leaping Bunny certified, representing a firm commitment to 
not test ingredients or products on animals. In fact, Beautycounter requires its suppliers to 
also commit to the same Leaping Bunny standard.

Among other clean beauty practices Beautycounter implements is its maintaining 
of 12 safety standards it calls its “Blue-Print for Clean” that it requires all of its 
manufacturing partners to adhere to. The company is also fully transparent, disclosing all 
of its fragrances, and EU allergens where applicable. 100% of Beautycounter’s cosmetics 
are also tested for allergens as applicable (such as soy, gluten, and peanuts) and the 
company has pledged to eliminate talc from 100% of its products by 2022.

DEW MIGHTY 
FINALIST

Dew Mighty was launched one month into the global 
COVID-19 pandemic and the company immediately 
focused on reshaping the traditions of delivering 

effective skin care while striving for zero waste. Dew 
Mighty’s success is attributed to the unrelenting perse-
verance and the big dream to create a completely new 
technology so that nobody has to sacrifice performance 
or accept purchasing and throwing away bottles in their 
skin care routine. 

The thought process of painting a formula with 
a custom package and an exclusive carrying carton 
was born from this thought process and is the product 
known as BLOOM Jelly Serum Bar. Not only are the 
ingredients safe for humans and the planet, this product 
performs beautifully on the skin and does not generate 
any waste. The solid serum is packaged in compostable 
paper and housed in a reusable metal box with no plas-
tic! Even the shipping container is low-impact on the 
environment.

OSEA 
FINALIST

OSEA, one of America’s first organic skincare brands, 
was founded in 1996, in Malibu. OSEA stands for 
Ocean, Sun, Earth and Atmosphere. The collection 

draws on holistic practices and formulates with sustain-
able seaweeds. Packed in recyclable glass jars, the line 
includes celebrity coveted facial and body essentials. 
OSEA is a pioneer of clean beauty. 

“We were green when it was just a color,” said 
founder Jenefer Palmer. Under the leadership of Palm-
er’s daughter, Melissa Palmer, CEO & Co-Founder, 
OSEA has transformed from a small family business to 
a fast-growing, global prestige skincare brand. Melissa 
has grown OSEA, which now has over 30 team mem-
bers, from the ground up. More than 24 years later, the 
vision remains the same: to provide safe, results driven 
skincare. In 2018, Melissa founded OSEA’s first brick-
and-mortar store, OSEA Skincare Studio, in a beach 
bungalow on Abbot Kinney Boulevard in Venice. 
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SUPPLIER OF THE YEAR HONOREE

GARCOA, INC.

For over 30 years, Garcoa Laboratories has been providing exceptional personal care 
products, that reflect the company’s continued commitment to quality, value and 
service.  These core values, plus unparalleled passion, vision and determination have 
earned Garcoa a reputation as an industry leader, whose specialty is to create programs 

that are trending and exclusive. Since 1983 Garcoa Laboratories has had a continued 
commitment to providing superior personal care products of exceptional quality, 
performance, design and value.

 The company’s specialty is to supply programs that are trending and exclusive. It 
helped create and execute the best-selling hair care program at one of America’s largest 
retail chains. Garcoa has supplied private and controlled label as well as contracted 
manufacturing for some of the biggest and most prestigious brands in America. Garcoa 
is a women owned business that specializes in manufacturing over-the-counter dandruff 
hair care, analgesics, acne ointments, shampoos, conditioners, lotions, washes, cleansers, 
scrubs, moisturizers across a myriad of categories for a plethora of brands and retailers. 
The ongoing commitment to research and development is made possible by the ongoing 
contributions of Melinda Rubin and her fearless team.

At Garcoa’s state-of-the-art-facilities, located in the U.S. and Canada, the 
company brings to market products that combine the power of nature’s most unique 
gifts with the latest advances in science and technology. The company scouts the world 
in search of the most cutting edge ingredients and then utilizes these ingredients for 
the benefit of its customers. Throughout the last several months, the organization has 
contended with a myriad of supply chain disruptions and maintained an OTIF metric that 
exceeds 95%.

BEAUTY COLLECTION 
FINALIST

The genesis of Beauty Collection was its founder 
Shawn Tavakoli’s dream, combined with an unwav-
ering commitment to building a business he could 

stand behind. With hard work and dedication, the 
founder and his team  turned a dream into success by 
making sure each and every customer left his store a 
little more beautiful and a lot more happy. 

What started out as a family-owned business has 
evolved into a prestigious collection comprised of 
hand-selected products from around the world. Tavakoli 
leads by example of teamwork, thinking outside the 
box, innovation and empowerment. It is these key fac-
tors his management team follows to continue evolving 
over the last 20 years in beauty. Store locations may 
have changed, brand popularity shifts and times contin-
ue to change especially in 2020. What remains steady is 
Beauty Collection’s commitment to focus on customer 
service and product selection. 

THE KIRSCHNER GROUP 
FINALIST

For as long as he has been a business owner, Harlan 
Kirschner has been an industry leader.  As a mem-
ber of the board of directors for the largest trade 

organization for the beauty industry, The Professional 
Beauty Industry (PBA) for the last 20 years, Kirschner  
was instrumental in developing a culture of leadership, 
education and resources that supported every level of 
professional beauty.  

This 40 year old manufacture rep group had its core 
business devastated by the pandemic when 100% of 
salon, spas, barber and beauty retailers across the coun-
try shut down. The team collaborated with brands and 
manufactures from all over the country to assemble a 
global supply chain of PPE to support the beauty and 
medical industry operate safety.  The Kirschner Group 
also worked closely with beauty brands to provide edu-
cation, offers and terms to support small business own-
ers in an way they could.  
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RISING BRAND OF THE YEAR HONOREE

L’ANGE HAIR

In 2017, self-funded and family-owned D2C 
business L’ange entered the already saturated 
beauty industry intent on disrupting it. The 
company quickly scaled its revenue and brand 

recognition with forward-thinking technology 
rather than with the industry-typical reliance on 
the expertise of established distributor partners and 
vendors. By continuing to leverage this technology 
to stay a step ahead, L’ange navigates the world 
of ever-changing consumer purchase behavior because of its unparalleled commitment to 
and engagement with the market. This has allowed L’ange not only to listen and respond 
to the market and its demands, but also create demand. This is how the company 
consistently shatters sales goals, not merely exceeds them, allowing them to reset targets 
higher each time. It is through this innovative, technology-driven business model that 
L’ange has been able to generate a 9-figure business in less than 4 years. Additionally, in 
2020 they have had 120% employee growth and doubled the size of their warehouse.
      Founder Dalia Hadari grew up with big, frizzy hair that she wore short so she could 
keep it under control. She lost both parents when she was young, so not having a woman 
role model for fashion, hair, and all things beauty had a great impact on her. A self-
proclaimed tomboy, she joined the Army and climbed the ranks to Captain, which 
helped forge the tenacity, resilience, strength, focus, and self-confidence she needed to 
later create L’ange. 

After learning to put in the necessary effort to treat her hair right, Hadari was 
compelled to create a brand that empowered women to be role models for each other by 
opening up the conversations about hair and beauty challenges and guiding other women 
how to navigate through it themselves. 

FURTUNA SKIN 
FINALIST

Female-founded clean beauty brand Furtuna Skin 
operates under the philosophy that what you put on 
is just as important as what you put in your body. 

The brand combines old world wisdom and modern 
medicine to maximize product potency and results. 
Ingredients are hand-picked and foraged from their rare 
and uniquely powerful plants found at the organic La 
Furtuna Estate in Sicily to protect the raw materials 
from damage in an eco-sustainable way. The company 
then uses its signature Soundbath Extraction Method, a 
pioneering extraction method first used by the pharma-
ceutical industry, to protect the potency of ingredients 
without harsh chemicals. 

Some challenges faced for Furtuna included launch-
ing a made-in-Italy brand during a global pandemic. 
This then led to a need to pivot to a purely DTC and 
digital marketing strategy for launch year due to retail 
and in-person experiential changes.

VERSED 
FINALIST

Versed is the non-toxic, cruelty-free, and vegan 
skincare brand that is hyper-focused on bringing its 
customers real results at prices their bank accounts 

appreciate. Versed is not only the cleanest drugstore 
skincare brand; it is also the fastest growing clean brand 
in the fastest growing beauty category of skincare. 

In May 2019, Versed launched as the first communi-
ty-driven mass beauty brand and the first clean skincare 
line to debut in over 1,850 stores. Driven by a team of 
skin experts and a community of 16 million people, the 
Versed mission is to make skincare easy and effective 
for all through its clean products, personalized regi-
mens, and uncomplicated results. The product lineup 
of high-performance treatments, cleansers and mois-
turizers retails for under $22 and is available at Target, 
Target.com, Revolve, Dermstore, Urban Outfitters and 
VersedSkin.com in the US.

019_30_Beauty-post.indd   29019_30_Beauty-post.indd   29 12/10/20   12:38 PM12/10/20   12:38 PM



30   LOS ANGELES BUSINESS JOURNAL – CUSTOM CONTENT       DECEMBER 14, 2020

707 Flora

Algenist
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Anastasia Beverly Hills
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Cosmetics Industries

Credo

D'Lashes

Davids Natural Toothpaste

DefineMe

Dew Mighty

Dose of Colors

Dr. Rahi 

EPIC Brands

eSalon

FocalPoint Partners LLC

Furtuna Skin

Garcoa, Inc.

GBY Beauty

Hairgeniks

Halocouture

HATCHBEAUTY BRANDS

Healthy Choice Labs

Hempathy

Heraux

Heretic Parfum

Higher Education Skincare

Hugh & Grace

ILIA Beauty

Insert Name Here Hair

IPSY

J Beverly Hills

Jeneration PR

Josie Maran Cosmetics

Jouer Cosmetics

Just Extensions Hair

KareCo International

KEVIN.MURPHY

The Kirschner Group

Kosas

L'ange Hair

L'ANZA Healing Hair Color & Care

Lady Suite

LASHIFY

LATHER

Lip Gloss Boss

Madame Lemy

Manna Kadar Beauty, Inc.

Merle Norman Cosmetics

Milani Cosmetics

Moon Juice

Murad

Non Gender Specific

NuFACE

Odacite

ORLY International

OSEA

Pacifica Beauty

PÄPR

Perfect Corp.

Physicians Formula

Pixi Beauty

Potency No. 710

Primally Pure

The ProSafety Group

Rael

Rare Beauty

Ready Set Jet

Results Training Group

Retrouve

Rizos Curls

Rude Cosmetics

SeneGence

Seratopical

Serious Skincare

Shani Darden Skin Care

Skinbuzz

Skylar

Stratia

T3

The Treatment Skin Boutique

UNSUN Cosmetics

Vegamour

VERSED

Verve Weight Loss & Laser Aesthetics 

"Vervemedspa"

VI Derm Beauty

Wendolin Designs, Inc. 

(dba Wendolin Zenteno)

Whimsy Sugar Scrubs

Wildling

YON-KA PARIS

Youth To The People

CONGRATULATIONS TO THE 2020 NOMINEES
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