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WARNING


What I’m about to reveal will be completely contrary to what you believe about skin, about skincare, and about yourself. The opinions expressed in this book are based on my chemistry background and my experience with skincare formulation, along with my knowledge of medical research and thirty years’ experience as a dermatologist. The material I provide is designed to offer helpful information on the subject matters discussed and is not, in any way, meant to be used to diagnose or treat any medical condition. To do so, consult your own physician or medical provider.


Now I’m ready to tell the truth, the whole truth, and nothing but the truth. Please keep an open mind and get ready to be blown away.
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To every woman who was told she needed a beauty fix … and walked away.









Foreword


This gem of a book, written by well-known dermatologist Fayne L. Frey, MD, exposes some well-kept secrets of the beauty industry, such as repurposing the exact same ingredients into differently sized and colored jars and tubes. Each of these products is designed to target a different market, for instance, face, body, eyes, or kids. Each category has a different price point (and a widely varying price per pound). It’s as if the industry believes that we believe that the skin of our eyes is worth much more than the skin elsewhere on our bodies.


The book also reveals how “big marketing” is used to sell us on the idea that we must use certain products in order to be worthy in our beauty-conscious society. You know the spiel: Use this product to look younger, more beautiful, more alluring. The problem is that this type of messaging works. The half-trillion-dollar beauty industry is a tribute to the marketing genius that gets us to spend a lot of our hard-earned money on products that don’t come close to delivering what we thought they were promising.


What I really love about this book is that the author does not shy away from naming names. That’s how I learned that my old faithful moisturizer is not on her list of most effective moisturizers. She should know; she has used a device to measure the water content of her patients’ skin after using different products.


She also doesn’t dumb things down. She explains the science, provides the references, and encourages us to actually learn what is in the stuff that we liberally smear all over our bodies, sometimes multiple times a day.


Dr. Frey warns us at the beginning of the book that she is going to tell the truth, the whole truth, and nothing but the truth—and she does. This book is a valuable resource for anyone who uses beauty products on a regular basis—and that includes most of us. I highly recommend that you get a copy and keep it near your computer to consult the next time you go online to replenish your products.


Patricia Salber, MD


founder and editor-in-chief,


The Doctor Weighs In









Introduction


Almost two decades ago, a friendly woman from Philadelphia (I’ll call her Lisa, not her real name) visited my office in West Nyack, New York. She came in for a first-visit evaluation. She walked into my office carrying a sizable bag of skincare products and dumped bottles and tubes all over my desk.


She said, “Dr. Frey, everything I put on my face makes me break out.”


I picked up one of the bottles and read the ingredients. Lisa had no way of knowing that in college I was a chemistry buff. I was curious—you might even say obsessed—about the ingredients in skincare products. Chemical names fascinated me. I wanted to know what they were and how they worked. That was my nerdy secret.


Lisa sat quietly while I looked through her pile of products. I saw all kinds of red flags: octyl stearate, isopropyl myristate, acetylated lanolin alcohol, cocoa butter, and more. Finally, I said, “From what I know of the research, you shouldn’t use these. Many of these products have ingredients that might cause you to break out.”


She tapped the arm of her chair and burst out, “I went to an Ivy League school, and I have a corner office at my firm. I consider myself a fairly bright woman. How am I supposed to know what to use?”


That’s when it dawned on me. Every single day, women stare at that wall of skincare products in their local pharmacy or surf online, with no idea what to choose. All they see is marketing on the front label that convinces them they’re not adequate the way they are. Where do people go to find solid, scientific information about what to buy?


That conversation with Lisa stayed with me all day. I went home that evening and put together an idea for an online skincare product selector that would help women make informed decisions. By filling in a few criteria, the program would list the products that fit their personal preferences and their specific concerns. After many months of research and design, I hired a computer programmer to put the selector on my website, FryFace.com, and introduced it to several of my acne and eczema patients. In my mind, the project was complete.


A few weeks later, I received a call from Z100, a New York radio station. They told me my website was trending. I wasn’t exactly sure what that meant, but they assured me trending is a good thing. They asked to feature my Product Selector on their “What’s Trending” segment of Elvis Duran and the Morning Show.


The website was free to everyone, so why not? I said, “Sure.”


That opened the floodgates. I got a call from CBS TV asking, “Are you Dr. Frey from FryFace.com?” After I confirmed my identity, they asked, “Do you sell products? Do you represent a manufacturer?” I answered “no” to both questions.


They then asked me if I would participate as a medical expert for an exposé on the safety of over-the-counter skincare products. They wanted facts. They came to my office and filmed for several hours. I talked about a day cream being the same as a night cream, except day cream has sunscreen. I revealed that eye cream is simply a formulated moisturizer in a smaller tube. The only thing special about eye cream is the price.


I received a call from a writer at USA Today. “Are you Dr. Frey from FryFace.com?” Once again, I confirmed my identity. “Do you sell products? Do you represent a manufacturer?”


When I said no, they asked if I’d help with an article about the efficacy of “anti-wrinkle creams.” Again, they wanted facts.


Speaking invitations flooded my inbox. One of my favorite openers is, “If you work the night shift, should you wear day cream?” to show how ludicrous some of these claims are. Around the same time, I wrote an op-ed piece for NBC News. I received invitations to be a contributor for The Doctor Weighs In, 50Plus-Today, and Reader’s Digest online magazine, in addition to medical expert requests to consult for articles in HuffPost, Business Insider, Zwivel, LifeHacker, and many other online media outlets.


Requests came in from both readers and the media for me to write a book. I have a thriving dermatology practice where I specialize in skin cancer. I didn’t know how I’d find the time for such a massive project, so I put off the book idea. With encouragement from family, friends, and patients, I eventually got that inner urge and decided to go for it.


So, here we are at the meeting of my passion for truth, my drive to empower women with information, and my perverse tendency to mock the system. Seriously, sometimes this stuff gets so absurd, all you can do is laugh.


Before we begin, I’d like to emphasize that I have no financial interest in any product that I recommend, nor do I represent any particular skincare manufacturer. My hope is that this book will empower women around the globe to turn away from the “I’m not good enough” marketing messages they see hundreds of times each day and realize how truly awesome they already are.


—Fayne L. Frey, MD











CHAPTER 1


Are You Being Served or Sold?


Why do accomplished, intelligent women spend so much money on skincare products that don’t work? Why do they put so much energy into looking a certain way? These questions hover in the back of my mind every day in my dermatology practice.


I see women spend $300 for a one-ounce jar of face cream, use it for a few months, then realize they don’t see results. So, they purchase a new product at $500 an ounce. Once again, they come to the same conclusion: it’s not working. They search again and purchase something else. My heart goes out to them. I know what they are actually buying, and it isn’t what they think.


Too many patients arrive at my office in a state of anxiety because they found a fine line on their forehead. They have no concerns about cancer. They just want that little wrinkle to go away.




Why?


Why is it that every newsflash of some so-called breakthrough discovery has millions of already-fabulous women lining up to spend money they may or may not have to reach for a goal they never seem to attain? The answer lies within a $500 billion cosmetic industry that wants to sell products. It lies within a sector of cosmetics called the skincare industry.


Do these products truly support healthy skin? The answer is in the science, but how do those scientific findings apply to the claims of specific creams, gels, and lotions? The answer is not simple or easy. In fact, it’s a long and winding road with several detours.


Cosmetics and Advertising


“Cosmetics are not a modern invention. Humans have used various substances to alter their appearance or accentuate their features for at least ten thousand years, and possibly longer.”* In ancient Egypt, women used lead-based powder called kohl to darken their eyelids. In ancient China, both men and women stained their fingernails various colors to show their social class. Cleopatra is famous for her milk baths she claimed made her skin soft and smooth.**


In modern times, an important element has shaped our global culture: marketing. Cosmetic print ad campaigns have been around for more than a hundred years. In the 1920s, the Sweet Georgia Brown company sold Wonderful Vanishing Cream and Magic Pink Lovin’ Cream*** (whatever that means). A company  called Durney’s published ads for Gay Paree Vanishing Cream* to make a woman’s skin glow—or so they said.


In the 1950s, television brought a wide-open opportunity for marketing into our homes. Over the next twenty years, the cosmetic industry created an entire cultural mythology that told women what they need for the best-looking face and hair. What started out as catchy commercials in the 1950s became a universal belief system today.


Let’s consider shampoo, for example. Ask any woman over seventy what she used to wash her hair as a young girl, and she’ll look confused. She’ll probably say she can’t remember. Then she might say dishwashing liquid, brown soap, or some type of oil. In 1908 The New York Times published an article on how to use castile soap—also used for dishes and laundry—to wash hair.**


“Ask any woman over seventy what she used to wash her hair as a young girl, and she’ll look confused.”


A 1920s radio ad for Luster-Cream Shampoo promised that shampooing would increase sex appeal. In 1952 a TV commercial for Drene shampoo showed a teenager getting ready for a date by washing his hair.*** By the 1970s Farrah Fawcett commercials told consumers that shampooing less than several times a week was unhealthy.****


What about the instructions on many shampoo bottles that say, “Lather, Rinse, Repeat”? Why repeat? There are no proven  health benefits to shampooing twice, although repeating the process empties the shampoo bottle twice as fast.


This is just one simplified example of the progression of marketing and myth-building. How many moms today teach their children to wash their hair every time they shower? What started out as an ad campaign turned into a cultural norm.


So, what caused the invention of shampoo? Did soap makers hear about a breakthrough in science showing that people need a special soap for hair, and need to use it almost every day in order to be healthy? Or did a smart copy writer come up with a tantalizing way to sell the product and then double sales by adding one little word to their simple instructions: Repeat?


Unfortunately, most of the time this kind of information is just marketing, pure and simple.


“Dozens of beliefs we commonly hold true today were made up more than fifty years ago in an ad campaign.”


Shampoo is only one example. Dozens of beliefs we commonly hold true today were made up more than fifty years ago by someone at a typewriter working up an ad campaign.


Here are just a few of them:


• Dermatologist-tested products are better.


• Women over fifty should use skincare products designed for mature skin.


• Hypoallergenic means you’ll never have a reaction to that product.


• The more expensive the product, the better it is.


• Take your makeup off before you go to sleep or you’ll get wrinkles. (What you’ll actually get is a dirty pillowcase!)


• Sleep on your back to avoid wrinkles.




This is the cosmetics industry—a $500 billion playground so mixed in its messages that the consumer has no idea what is truly helpful and what is simply hype. I sat down to write this book to bring some sense to the nonsense out there—to deliver the facts and tell the truth about what’s really helpful and what’s glitz and glam. But first, I want to make it clear that, as a dermatologist, I’m here as your advocate, to help you understand what best supports your skin, so you can make informed choices and avoid wasting money on products that don’t do what you expect.


If someone wants to use an expensive product that feels creamy and smells great—although it doesn’t do much to keep their skin healthy—that’s their choice, and I honor that. My primary concern is that they make an informed decision.


More Is Better, or Is It?


Cosmetic companies go to great lengths to convince consumers that without certain essential items in their beauty regimen, they will age faster and look shabby. Ads all too often use pseudoscience to glorify youth and instill a deep longing for a face that doesn’t age.


Many women use more than a dozen products every morning while dressing for work. With the average product containing fifteen to fifty different ingredients, she can unknowingly expose herself to an estimated 515 chemicals before breakfast.*


This is totally unnecessary.


I had a client who filled her bathroom counter with dozens of products worth hundreds of dollars, but she rarely used them. She purchased them with good intentions of following certain beauty regimens but felt rushed getting ready for work or was too tired at night. As a result, she failed to follow through. Every time she brushed her teeth, those pretty little bottles and jars  stood like an accusing mob, blaming her for not using expensive products for which she had paid good money.


After learning the truth about those various items, she pushed all of them off the counter and into a garbage bag, except for her basic moisturizer and sunscreen. At her next appointment, she gave me a glowing smile and said, “I feel so liberated. No more guilt!”


The first step in your reality check is to find out whether your current products support healthy skin. Many of these creams feel good, but are they actually good for your skin?


“Many of these creams feel good, but are they actually good for your skin?”


Well-formulated moisturizers optimize how your skin looks and allow it to function at its best. These moisturizers can improve conditions like acne, rosacea, and eczema. Scientific studies also show the health benefits of applying daily sunscreen.* Any product other than sunscreen and moisturizer requires a closer look into how it affects the skin—whether helpful or harmful.


I’m not saying all cosmetics marketing is bad. However, many of these companies create fake problems, so they can offer a solution that sells more products. Sensationalism sells, especially when said in a way that touches the most sensitive emotion in a woman—her longing to look her best. The next few chapters address this issue in more detail, but let’s just say the cosmetic industry floods the airwaves with its message that no woman can look good enough without spending more and more and more.


You know that old story about “The Woman Who Lived in a Shoe”? She had to live in a shoe because she spent all her  hard-earned cash on expensive skincare products, and she couldn’t afford a house. Sadly, too many women fall into that category.


I received validation for this line of thinking when one of my patients, Tracey Damiani, came to my office and told me this story. Tracey is brilliant and delightful … and she also worked in the cosmetic industry for decades. She was kind enough to write her story in a letter and give me permission to use it:


I have recently been told about a new site called FryFace.com. All I can say is—it’s about time! I am an esthetician and makeup artist who has worked for twenty-five years for almost every high-end cosmetic company.


I remember coming home from my first training seminar. I was in awe of all the new products I had learned about, from “lift serums,” “anti-puff eye gel,” “sunspot removers,” etc.


I was excited to tell my grandfather my new information. Being a chemist for a large makeup company for forty years, he went ingredient by ingredient and explained what they were and how not one product would do what I was trying to convince him of! He said, “Doll, just don’t use [harsh] soap as a cleanser and always moisturize.”


I thought, what does he know? I was nineteen years old and believed every word! I used those fancy products for many years, layering two and three at a time, and guess what … now at forty-three I realize he was right!


I will never forget my last job, an expensive skincare line. My goal was [to sell] $1,000 a day and I had a great rep. I could sell anything and  everything, but I just began to feel bad. Telling these women that a $400.00+ cream was going to change how they looked while I was using an $18 moisturizer and Oil of Olay® cleanser. That was it for me. My sales days were over.


Every person looking for that miracle in a bottle must go to this site. It is long overdue in my eyes, easy to navigate, and very informative. So good luck … save your money …


Gratefully,


Tracey Damiani


To put costs in perspective, many creams come in beautiful little one-ounce jars. An ounce is the amount in a shot glass*. Let’s say, you want to save money, so you go to Target or Wal-Mart and pick up one of those jars for $22.99. That seems like a great deal compared to the $300-per-ounce variety. However, when you consider a pound has 16 ounces, that cheaper brand still costs $367.84 a pound. If you pick up some inexpensive eye cream for $17 per half-ounce tube, you’re paying $544 per pound. High-end cream at $300 per ounce skyrockets to $4,800 per pound.


It’s no wonder the tycoons on Shark Tank give earnest attention to someone who comes in with a skincare line. The markups are incredible. Unfortunately, women pay the price—in more ways than one. From the science perspective, more expensive doesn’t mean better. Skin isn’t impressed by a price tag because what works is actually pretty simple and very affordable.




“Skin isn’t impressed by a price tag because what works is actually pretty simple and very affordable.”


Two essential products that support healthy skin are well-formulated moisturizers and sunscreens. They belong in every bathroom, makeup case, and travel kit.


I recommend products that are effective and have scientifically proven claims on their labels. Fortunately, reputable skincare companies produce many such products. I say usually because even effective products sometimes have unscientific words on their labels.


Take, for example, the word nourishing. Skin cells that are in contact with moisturizers are dead. It’s scientifically impossible to nourish dead tissue. Yet, some great products might have the word nourishing in bold letters on their label. That doesn’t make the company bad or the product less effective, but the informed consumer knows the word nourishing doesn’t have any real meaning. They’ll look closer at the label to see if the product is worth buying.


On the other hand, many product labels contain word games, tall tales, and unscientific statements. These products might have some benefit for the skin as well-formulated moisturizers. However, their marketing promises youth and beauty in a pretty little jar for as much as $8,400 per pound. They mislead the consumer by creating unrealistic expectations. I’ll go into more detail later, but some of their buzzwords are anti-aging, firming, and age-defying, to name a few.


Unfortunately, many reputable companies sell both types of moisturizers: those marketed appropriately, and others studded with hype. Some will take an excellent moisturizer, package it as an age-defying eye cream, and add a label that creates unrealistic expectations. Products with labels that misinform  and overpromise are sold everywhere, in supermarkets, pharmacies, salons, on the Internet, by direct sales, and even in doctors’ offices.


Other cosmetics promise to benefit the skin with no science proving they are effective. Most people with healthy skin don’t need them. These products might feel good and smell good, and they might be fun to apply, but they don’t necessarily benefit skin health. In some cases, they might even cause skin irritation, flaking, and dryness. Some of them are quite costly.


So, how does the consumer tell which products have proven health benefits? Everywhere we look—four thousand to ten thousand times per day, according to Forbes® *—we see ads that fuel our self-doubts and send the subliminal message, “I’m not good enough the way I am.” These ads promise that their miracle potion makes you look ten years younger, including a youthful glow and a sparkle in your eye. In other words, the product makes you look like the girl in the ad when even the model doesn’t look like the girl in the ad.


“Pronouncing individual brands as good or bad doesn’t work.”


Calling individual brands good or bad doesn’t work. Johnson & Johnson® owns Aveeno® which makes quality moisturizers. They also own Neutrogena® which produces some good moisturizers but also sells a night cream with Retinol (more on the Retinol topic later). Another company, Cerave®, makes effective moisturizers that I recommend to my patients, but Cerave® also sells an eye cream. Both night creams and eye creams are simply moisturizers.




Most reputable manufacturers cross this line at some point, so this is a product-by-product issue. The only way to be certain about what you’re buying is to read the ingredient listing. However, ingredients with long scientific names are of little help to the ordinary person with no science background.


“This is a product-by-product issue.”


To be clear, this isn’t a question of good companies and bad companies, but rather helpful products, overpromised products, and unnecessary products.


How Skin Actually Works


When most people think of skin, they think about the external surface of the body. However, the skin is much more than an outer covering. It is the largest organ of the body with several functions: detecting sensory information, maintaining body temperature, providing a physical barrier to protect the body, and its most critical function, preventing water loss.*


“This skin barrier is amazingly strong and durable.”


This skin barrier is amazingly strong and durable. When you wash up the pots and pans after a big dinner, you use detergent and a scrubber to clean them. When you finish, you rinse your hands, dry them on a towel, and go on with your day. Despite all the hot water and detergent, your hands look the same as before. That’s the function of healthy skin. The outermost layer of the  skin called the epidermis has several layers. For our purposes, we’re focusing on the top layer where the most mature nonliving, yet functional, skin cells occur. These cells (corneocytes) are mostly made of the protein keratin. Each cell contains Natural Moisturizing Factor (NMF), which are tiny sponge-like bodies that draw water to the skin surface from below and also from the environment. A fatty lipid layer covers each cell to make the skin virtually water repellent.


[image: images]


Simply stated, the NMF sponges draw in water, and the lipid layer locks it in. Quality moisturizers support the lipid barrier by helping to hold water in.


Healthy skin is in a constant process of renewal. Living skin cells migrate up from the bottom layer of the epidermis toward the outer surface where they eventually become part of the twenty layers of dead cells covering the body. The dead cells have tiny bridges that join them together. Over time, enzymes break down those tiny bridges, which allows old cells to fall away so newer ones can come to the surface.


These enzymes require moisture. Without adequate hydration, the shedding process falters, so the skin looks flaky and feels rough. Quality moisturizers support these enzymes by helping the skin hold on to water. When old cells fall away, the skin feels soft and smooth. That’s why I always say the best exfoliant is a good moisturizer.


“That’s why I always say the best exfoliant is a good moisturizer.”




Some people have special skin conditions where the skin doesn’t go through this process efficiently, such as atopic dermatitis or eczema. Because of a defective barrier, areas of their skin become an open door. The skin releases its water into the environment, and the body has the constant stress of germ invaders and chemical intruders. The skin becomes dry and irritated. Whenever any abnormal skin condition persists, if a rash develops, or if symptoms occur such as itching, redness, oozing, or pain, it’s time to consult a medical professional.


For the purposes of this work, I’m generally referring to normal healthy skin and how to care for it—commonly known as skincare.


Cosmetics vs. Drugs


When you make a product choice, it’s important to know the distinction between a cosmetic and a drug as defined by the US Food and Drug Administration (FDA). Skincare manufacturers are careful to market their wares within the confines of the law because the consequences are huge. Crossing the line can put them out of business.


In 1938, Congress passed a law called the Federal Food, Drug, and Cosmetic Act (FD&C Act.) that defined a cosmetic by its intended use “for cleansing, beautifying, promoting attractiveness, or altering the appearance.”* Examples of cosmetics are soaps, shower gels, fragrances, perfumes, lipsticks, fingernail polishes, tanning products, skin moisturizers, eye and facial makeup preparations, shampoos, permanent waves, hair colors, toothpastes, and deodorants.**




Drugs are substances other than food “intended to affect the structure or any function of the body of man or other animals”* [Emphasis mine]. Drugs make structural changes and treat conditions. Drug manufacturers go to great expense to acquire FDA premarket approval and prove safety and efficacy before they launch a product. For example, the US regulates sunscreen as a drug because it claims to help prevent sunburn or to decrease the risks of skin cancer and early skin aging caused by the sun.


“Drugs make structural changes and treat conditions.”


Some drugs need a prescription, but others—called over-the-counter (OTC) drugs—are available off the shelf. One way to tell if something is a drug is its Drug Facts label.** Similar to the Nutrition Facts label on food packaging, the Drug Facts label has its own requirements. Almost all OTC drugs have this label with few exceptions.


Some products are both cosmetics and drugs, such as dandruff shampoo. The cleansing aspect of the shampoo makes it a cosmetic, and its claim as a dandruff treatment makes it a drug. Look for a Drug Facts label to know whether the product you’re looking at is a drug. This is important because knowing the difference between a drug and a cosmetic will affect your buying decisions.


“A cosmetic promotes attractiveness and alters the appearance.”




A drug intends to make structural changes and treats or prevents conditions. A cosmetic promotes attractiveness and alters the appearance. Cosmetics don’t truly intend to change anything, not permanently, if at all.


Cosmetic manufacturers are well aware they do not have to show proof of their cosmetic claims before they go to market. And, they have a lot of leeway in their marketing and advertising.


If a manufacturer intends for their “anti-aging” cream to change the structure or function of the skin (as in getting rid of wrinkles), that cream must be legally classified as a drug and have premarket FDA approval and proof that it’s safe and effective. The vetting process costs millions of dollars before the product gets to market. It’s an expensive endeavor that would drastically cut into the profits of a cosmetic manufacturer.


So, you see, cosmetic manufacturers can’t intend for their products to change the skin. That’s why wrinkle-cream ads promise to “decrease the appearance of fine lines” rather than “remove fine lines.” Reducing the appearance is the legally compliant language for cosmetics. Remove is the legally compliant language for a drug. This subtle difference can confuse people who don’t know the significance of the words. A cosmetic that claims to remove wrinkles is in violation of federal law.


“A cosmetic that claims to remove wrinkles is in violation of federal law.”


The FryFace Rules


Over the years, I’ve found myself repeating certain facts again and again. Eventually, I made a list of statements I say most often, both when I speak and in print. I call them The FryFace Rules. This simple list provides some general guidelines for when you’re standing at that beauty wall in the pharmacy or shopping online.




Rule #1


Science has yet to discover a single product or ingredient that can reverse the aging process.


Rule #2


The most important information on a skincare bottle is the ingredient listing.


Rule #3


By law, over-the-counter cosmetics, including facial moisturizers, cannot intend to change the structure or function of skin or they’d be classified as drugs.


Rule #4


The cost of a skincare product is not a measure of its effectiveness.


Rule #5


The best recipe for healthy, optimal appearing skin is a healthy lifestyle. Magic potions don’t exist. If a product seems too good to be true, it probably is.


Rule #6


You are fabulous the way you are. When in doubt, look in the mirror and repeat, “Dear Me, I’m Awesome!”


These simple principles help steer you in the right direction. Knowing the difference between a cosmetic and a drug, you can identify marketing hype that cannot be true. If they were true, the manufacturer would have the Feds on their case.


How can marketing campaigns lead people to believe unproven statements? I’ll get into that in more detail in Chapter 6 on page 79, but for now, let’s just say, much of this stuff doesn’t  make sense. Ad campaigns aren’t about logic or science. They are all about marketing and sales.


For example, women’s magazines are one of the major outlets for cosmetic ads. They depend on their core advertisers to stay in business. If they filled their pages with articles exposing unproven claims and overpromised expectations, they would lose their main income stream. I’ve seen this firsthand.


A few years back, a popular beauty magazine interviewed me about FryFace.com. I spent a couple of hours teaching the editor about how the skin functions and about skincare ingredients and product formulation. I showed her scientific studies to back up what I told her and dispelled many skincare myths we frequently hear from advertisers, the media, and self-proclaimed “skin experts.”
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