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EE A LOT OF PRODUCTS

chemical-sounding names,
who make these
their products are
nd are chemical-

« understanding about chemicals,
by you and the companies who claim to
be “chemical-free”. And no wonder:
most high schools throughout the
United States don't make chemistry a
mandatory course, and most beauty
schools don't begin with the basics of
chemistry when teaching this segment of
their programs.

But enough editorializing. It is
important to understand that everything
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and touched is a chemical except for
electromagnetic energy, which includes
light and electricity. Everything else is
composed of chemicals.

What is a chemical? Simply two
atoms that have joined together. If atoms
didn't join, our world would not exist and
be here.
Chemicals produce the uncountable

we humans would not
variations of colors and smells that
engage our senses and make the world
the joy it is to behold. Chemicals form
the nutrients that build our bodies,
structure the oceans that cover most of
our planet, shape the plants that grow
from the ground and makeup the air we
breathe. Life is a constantly evolving
bundle of chemicals surrounded by a
universe teaming with chemicals.

Because virtually everything we can
see or touch is a chemical, it shouldn't
come as a surprise that another word for
“cosmetic ingredient” is “chemical”.
Every ingredient in a product is a chem-
ical. Not just emulsifiers, surfactants
and preservatives, but vitamins, proteins,
plant extracts- they're all chemicals. Just
because an ingredient has a long, unrec-
ognizable or difficult to pronounce name
doesn't mean it's the only chemical in a
sea of short, friendly-sounding ingredi-
ents. Many natural chemicals, such as
the primary soothing component in
licorice, glyeyrrhetinic acid, are long
words most of us trip over when we try to
say them. Water, one of the shortest,
most recognizable and certainly easiest-
to-say ingredients, is the most common-
ly used chemical in cosmetics. Don't rely
on an ingredient’s length, identifiable
nature or the ease with which it slips
from your tongue as the key tip-offs that
an ingredient is a chemical. 1f it's in the
product, it's a chemical.

The bottom line is this: an ingredi-
ent is not “natural” or “chemical”.
Natural ingredients are chemicals, too. It
a company were to sell you a truly chem-
ical-free product, the container would
not only be empty, it would be free of air
as well, because air is a chemical. So, by
the way, is the container.
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I thought hydroquinone was the

" only ingredient recognized by

the FDA for skin lightening, but now I'm

seeing a lot of new ingredients claiming

to lighten the skin. Does the FDA recog-

nize these ingredients as effective skin
lighteners?

. In the FDA's Over-the-Counter

« Tentative Final Monograph for
the non-prescription drugs known as
Skin Bleaching Products, hydroquinone
is the only Category I (safe and effec-
tive) active ingredient listed. According
to this monograph, published on
September 3, 1982, if a company makes
a skin bleaching or lightening claim for a
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product, the product must contain
between 1.5% to 2.0% hydroquinone,
must be manufactured under the cur-
rent good manufacturing practice
(CGMP) for finished pharmaceuticals
outlined in the monograph. If a product
is described by its maker or seller as a
skin lightener, but does not conform to
these requirements, the FDA deems the
product a new drug which would require
the agency's approval before going to
market. New drug status applies to lev-
els of hydroquinone outside the 1.5% to
2.0% range, as well as any ingredient
other than hydroquinone which the
manufacturer claims is performing a
skin lightening action.

To date, no skin lightening ingredi-
ent other than hvdroquinone has
received FDAs Category | active ingre-
dient status for OTC skin bleaching
products. This makes it the only ingredi-
ent which can be identified to con-
sumers as a skin lightener. If a product
contains an ingredient (other than
hydroquinone) which the manufacturer
claims to lighten the skin, the ingredient
cannot be identified as a skin lightener
to the consumer - regardless of whether
or not hydroquinone is in the product.
This means that mulberry extract,
licorice extract, bearberry extract, vita-
min C’s, AHAS, kojic acid and other
ingredients currently being used by
manufacturers as alternatives to hydro-
quinone, cannot be identified as skin
bleaches or lighteners - even if they've
been proven to lighten the skin. For this
reason, many cosmetic companies are
now calling these ingredients, or the
products which contain them, “clari-
fiers”, “brighteners”, “pigment reducers”
or other descriptive names. FDA has vet
to officially make its position clear on
how they interpret these terms, but John
Bailey, Ph.D., head of FDA' division of
Cosmetic and Colorants, has said he
would regard these words as indicative
of functional - or drug - activity.

Because the monograph for skin
bleaching products has vet to be final-
ized by the FDA, some manufacturers
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The statement
‘‘sunscreens cause
blindness” falls
under what I call
“Internet Legends”.
These stories are
similar to Urban
Legends in that
they have no

truth, but sound

possible ...

have said the law does not require them
to observe its requirements for their
products, nor are they prevented from
using or identifying ingredients other
than hydroquinone as skin lighteners.
The FDA disagrees. According to several
sources at the FDA, manufacturers must
conform to the last published mono-
graph, regardless of its approval status.

. Several clients have said they

« were afraid to use sunscreens
around their eyes because they've heard
reports these products can cause blind-
ness. Is there any truth to this?

. As anyone who has had the

« unfortunate experience to get a
sunscreen product in their eyes can tell
you, while your eyes may sting, you con-
tinue to see. The statement “sunscreens
cause blindness” falls under what 1 call
“Internet Legends”. These stories are
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similar to Urban Legends in that they
have no truth, but sound possible and
titilate our interest because they speak to
our deepest fears and are beyond our
control. Urban Legends include know-
ing of people who are found dead on the
street missing their kidneys, kids who die
by mixing Pop Rocks with Coca Cola (an
uncomfortable, but not deadly, sensa-
tion) and the man with the hook who
runs around killing young lovers parked
in their cars.

Now that so many people are on the
Internet, there seems to be many
Internet Legends getting around con-
cerning cosmetic ingredients. When
tracked to their source, 1 find these
myths are almost always fueled by naive
consumers wishing to warn their friends
and others of the dangers lurking in the
products we rely upon daily to keep us
looking young and healthy, journalists
who misrepresent the results of a study
or who do not thoroughly check their
facts before publicizing their story, or
cosmetic companies who seem to prefer
spreading unsubstantiated rumors about
ingredients they dont use rather than
focusing on the benefits of those they do.
I will address some of the more common
Internet Legends concerning cosmetic
ingredients in future columns. B
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