IS BEAUTY SOCIETY A PYRAMID SCHEME

IS BEAUTY SOCIETY A PYRAMID SCHEME, A QUESTION THAT OFTEN SURFACES IN DISCUSSIONS ABOUT DIRECT SALES AND MULTI-
LEVEL MARKETING (MLM) BUSINESSES, PARTICULARLY WITHIN THE BEAUTY INDUSTRY. THE ALLURE OF EARNING INCOME BY
SELLING PRODUCTS AND RECRUITING OTHERS CAN BE POWERFUL, BUT IT ALSO RAISES CONCERNS ABOUT LEGITIMACY AND
SUSTAINABILITY. THIS ARTICLE WILL DELVE INTO THE OPERATIONAL MODEL OF BEAUTY SOCIETY, COMPARING ITS PRACTICES
AGAINST THE DEFINING CHARACTERISTICS OF PYRAMID SCHEMES TO PROVIDE A CLEAR, INFORMATIVE, AND UNBIASED ANALYSIS.
W/E WILL EXPLORE THE PRODUCT FOCUS, COMPENSATION STRUCTURE, RECRUITMENT EMPHASIS, AND POTENTIAL RED FLAGS
ASSOCIATED WITH SUCH BUSINESS MODELS. UNDERSTANDING THESE ELEMENTS IS CRUCIAL FOR ANYONE CONSIDERING JOINING
BEAUTY SOCIETY OR ANY SIMILAR VENTURE.

UNDERSTANDING THE CorRE COMPONENTS OF BEAUTY SOCIETY

BEAUTY SOCIETY OPERATES WITHIN THE DIRECT SALES AND MULTI-LEVEL MARKETING (MLM) FRAMEWORK, A BUSINESS
STRUCTURE THAT HAS BECOME INCREASINGLY POPULAR, ESPECIALLY IN SECTORS LIKE BEAUTY AND WELLNESS. UNDERST ANDING
THIS FUNDAMENTAL OPERATIONAL MODEL IS THE FIRST STEP IN DISCERNING ITS LEGITIMACY.

WHAT Is DIRECT SALES?

DIRECT SALES INVOLVE SELLING PRODUCTS OR SERVICES DIRECTLY TO CONSUMERS, AWAY FROM A FIXED RETAIL LOCATION.
THIS OFTEN HAPPENS THROUGH INDEPENDENT SALES REPRESENTATIVES WHO EARN COMMISSIONS ON THEIR SALES. THE
INTERACTION IS TYPICALLY PERSONAL, WHETHER THROUGH ONE-ON-ONE DEMONSTRATIONS, HOME PARTIES, OR ONLINE
CHANNELS.

WHAT IS MuLTI-LeveL MarkeTING (MLM)?

MLM TAKES DIRECT SALES A STEP FURTHER BY ALLOWING REPRESENTATIVES TO ALSO EARN INCOME FROM THE SALES MADE BY
PEOPLE THEY RECRUIT INTO THE BUSINESS. THIS CREATES A HIERARCHICAL STRUCTURE, OR ”DO\)(/NLINE,” WHERE COMMISSIONS
ARE PAID UP THE CHAIN. THE EMPHASIS IN SUCCESSFUL MLMS IS OFTEN ON BOTH PRODUCT SALES AND RECRUITMENT.

DerINING A PYRAMID SCHEME: KEY DIFFERENTIATORS

TO ACCURATELY ASSESS WHETHER A BUSINESS IS A PYRAMID SCHEME, IT'S ESSENTIAL TO UNDERSTAND THE UNIVERSALLY
RECOGNIZED CHARACTERISTICS THAT DISTINGUISH THEM FROM LEGITIMATE MLMs. PYRAMID SCHEMES ARE ILLEGAL AND
UNSUSTAINABLE BECAUSE THEIR PRIMARY REVENUE COMES FROM RECRUITMENT RATHER THAN ACTUAL PRODUCT SALES.

THE RELIANCE ON RECRUITMENT

A HALLMARK OF A PYRAMID SCHEME IS THAT THE VAST MAJORITY OF PARTICIPANTS MAKE THEIR MONEY BY RECRUITING NEW
MEMBERS, RATHER THAN BY SELLING PRODUCTS OR SERVICES TO GENUINE CUSTOMERS OUTSIDE THE NET\WORK. HIGH UPFRONT
FEES OR MANDATORY INVENTORY PURCHASES FOR NEW RECRUITS ARE COMMON INDICATORS.



LAck oF GENUINE PRODUCT OR SERVICE V ALUE

IN LEGITIMATE MLMS, THE PRODUCTS OR SERVICES OFFERED HAVE INTRINSIC VALUE AND ARE DESIRED BY CONSUMERS. PYRAMID
SCHEMES, CONVERSELY, OFTEN FEATURE OVERPRICED, LOW-QUALITY, OR EVEN NON-EXISTENT PRODUCTS. THe “ProbUCT” IS
MERELY A FRONT TO DISGUISE THE ILLEGAL MONEY TRANSFER FROM NEW RECRUITS TO EARLIER PARTICIPANTS.

INcoME CLAIMS AND BUSINESS OPPORTUNITY

PYRAMID SCHEMES OFTEN HEAVILY PROMOTE THE BUSINESS OPPORTUNITY AND THE POTENTIAL FOR SIGNIFICANT INCOME, WHILE
DOWNPLAYING OR OMITTING THE ACTUAL PRODUCT SALES ASPECT. PARTICIPANTS ARE FREQUENTLY PROMISED UNREALISTIC
FINANCIAL RETURNS WITH MINIMAL EFFORT.

ANALYZING BEAUTY SOCIETY's BUsINESS MODEL

W/HEN EXAMINING BEAUTY SOCIETY, WE MUST CRITICALLY EVALUATE ITS OPERATIONAL STRUCTURE, COMPENSATION PLAN,
AND PRODUCT FOCUS TO SEE HOW IT ALIGNS WITH OR DEVIATES FROM THE DEFINITION OF A PYRAMID SCHEME. THIS INVOLVES
LOOKING AT HOW REPRESENTATIVES ARE COMPENSATED AND WHAT DRIVES REVENUE WITHIN THE ORGANIZATION.

COMPENSATION STRUCTURE AND COMMISSIONS

BeauTy SOCIETY, LIKE MANY DIRECT SALES COMPANIES, OFFERS COMMISSION-BASED EARNINGS FOR ITS SALES CONSULTANTS.
THIS TYPICALLY INVOLVES EARNING A PERCENTAGE OF PERSONAL SALES AND, IN SOME CASES, A PORTION OF THE SALES MADE
BY INDIVIDUALS THEY RECRUIT AND SPONSOR INTO THE BUSINESS. |T'S CRUCIAL TO SCRUTINIZE THE SPECIFICS OF THIS
COMPENSATION PLAN TO UNDERSTAND THE PRIMARY INCOME DRIVERS.

ProbUCT SALES VS. RECRUITMENT Focus

A KEY QUESTION FOR BEAUTY SOCIETY, AND ANY MLM, IS WHETHER THE PRIMARY EMPHASIS IS ON SELLING PRODUCTS TO END
CONSUMERS WHO ARE NOT PART OF THE SALES FORCE. |F THE MAJORITY OF REVENUE GENERATED BY PARTICIPANTS COMES FROM
RECRUITING NEW MEMBERS AND THE FEES ASSOCIATED WITH THEIR ENTRY, RATHER THAN FROM GENUINE RETAIL SALES OF BEAUTY
PRODUCTS, IT RAISES A SIGNIFICANT CONCERN REGARDING ITS LEGITIMACY AS A BUSINESS MODEL.

INVENTORY REQUIREMENTS AND Buy-IN CosTs

LEGITIMATE MLMS TYPICALLY HAVE REASONABLE INVENTORY REQUIREMENTS THAT ALIGN WITH THE REALISTIC SALES
POTENTIAL. PYRAMID SCHEMES, HOWEVER, OFTEN IMPOSE SUBSTANTIAL UPFRONT INVENTORY PURCHASES OR STARTER KITS
THAT ARE DISPROPORTIONATELY HIGH COMPARED TO THE ACTUAL MARKET VALUE OF THE PRODUCTS, FORCING PARTICIPANTS
TO INVEST HEAVILY WITH LITTLE PROSPECT OF RECOUPING THEIR MONEY THROUGH SALES.

PoTeNTIAL Rep FLAGS AND DUE DILIGENCE

\W/HEN CONSIDERING ANY BUSINESS OPPORTUNITY, ESPECIALLY IN THE DIRECT SALES INDUSTRY, BEING A\WARE OF COMMON RED



FLAGS IS ESSENTIAL. PROACTIVE DUE DILIGENCE CAN HELP INDIVIDUALS AVOID FALLING VICTIM TO FRAUDULENT SCHEMES.

UNREALISTIC INCOME PROMISES

ONE OF THE MOST SIGNIFICANT RED FLAGS IS THE PROMISE OF GUARANTEED, HIGH RETURNS WITH MINIMAL EFFORT. W/HILE HARD
\WORK AND EFFECTIVE SALES STRATEGIES CAN LEAD TO SUCCESS IN LEGITIMATE MLMS, PYRAMID SCHEMES OFTEN LURE
INDIVIDUALS WITH EXAGGERATED INCOME CLAIMS THAT ARE RARELY ACHIEVED BY THE VAST MAJORITY OF PARTICIPANTS.

PRESSURE TO RECRUIT AGGRESSIVELY

IF THE EMPHASIS WITHIN BEAUTY SOCIETY/ OR ANY SIMILAR COMPANY, IS OVERWHELMINGLY ON RECRUITING NEW MEMBERS
RATHER THAN ON PRODUCT SALES AND CUSTOMER SATISFACTION, IT SUGGESTS A FOCUS ON BUILDING A DOWNLINE FOR THE
SAKE OF RECRUITMENT ITSELF, WHICH IS CHARACTERISTIC OF PYRAMID STRUCTURES.

LAck ofF ReTAIL CUSTOMER BASE

A LEGITIMATE MLM WILL HAVE A SUBSTANTIAL BASE OF RETAIL CUSTOMERS WHO PURCHASE PRODUCTS BECAUSE THEY
GENUINELY WANT THEM, INDEPENDENT OF ANY DESIRE TO JOIN THE BUSINESS OPPORTUNITY. IF SALES ARE PRIMARILY MADE TO
OTHER DISTRIBUTORS WITHIN THE COMPANY, IT'S A STRONG INDICATOR OF A PYRAMID SCHEME.

[T IS IMPERATIVE FOR ANYONE CONSIDERING JOINING BEAUTY SOCIETY OR ANY MULTI-LEVEL MARKETING VENTURE TO CONDUCT
THOROUGH RESEARCH. THIS INCLUDES UNDERSTANDING THE COMPANY'S COMPENSATION PLAN, EXAMINING THE ACTUAL RETAIL
SALES OF ITS PRODUCTS, AND SPEAKING WITH CURRENT AND FORMER REPRESENTATIVES TO GATHER DIVERSE PERSPECTIVES. THE
LINE BETWEEN A LEGITIMATE MLM AND AN ILLEGAL PYRAMID SCHEME CAN BE FINE, AND VIGILANCE IS KEY TO MAKING INFORMED
DECISIONS.

FREQUENTLY AskeD QUESTIONS

\WHAT ARE THE COMMON INDICATORS OF A PYRAMID SCHEME, AND DO THEY APPLY TO
BEAUTY SOCIETY?

PYRAMID SCHEMES TYPICALLY INVOLVE RECRUITING MORE PEOPLE RATHER THAN SELLING ACTUAL PRODUCTS OR SERVICES.
PARTICIPANTS MAKE MONEY PRIMARILY BY RECRUITING NEW MEMBERS, AND THE BUSINESS MODEL RELIES ON AN EVER-INCREASING
NUMBER OF RECRUITS TO SUSTAIN ITSELF. WHILE BEAUTY SOCIETY INVOLVES A MULTI-LEVEL MARKETING STRUCTURE FOR
SALES, THE KEY DIFFERENTIATOR FOR IDENTIFYING A PYRAMID SCHEME IS THE PRIMARY FOCUS ON RECRUITMENT OVER GENUINE
PRODUCT SALES AND CONSUMER DEMAND. CRITICS OFTEN SCRUTINIZE THE COMPENSATION PLAN AND THE ACTUAL
MARKETABILITY OF THE PRODUCTS TO DETERMINE IF IT LEANS TOWARDS RECRUITMENT-BASED INCOME.

How DoESs BEAUTY SOCIETY'S COMPENSATION PLAN COMPARE TO TYPICAL PYRAMID
SCHEME STRUCTURES?

PYRAMID SCHEMES OFTEN HAVE COMPENSATION PLANS HEAVILY WEIGHTED TOWARDS RECRUITMENT BONUSES, WITH LITTLE
EMPHASIS ON PRODUCT SALES TO END CONSUMERS OUTSIDE THE NETWORK. MULTI-LEVEL MARKETING (MLM) COMPANIES LIKE
BEAUTY SOCIETY TYPICALLY HAVE COMPENSATION PLANS THAT REWARD PARTICIPANTS FOR BOTH THEIR OWN SALES AND THE
SALES MADE BY THEIR DOWNLINE. THE QUESTION OF WHETHER BEAUTY SOCIETY IS A PYRAMID SCHEME OFTEN HINGES ON
WHETHER THE MAJORITY OF INCOME FOR PARTICIPANTS IS DERIVED FROM RECRUITING NEW MEMBERS OR FROM THE SALE OF
PRODUCTS TO RETAIL CUSTOMERS.



\WHAT LEGAL DEFINITIONS DISTINGUISH LEGITIMATE MULTI-LEVEL MARKETING (MLM)
FROM ILLEGAL PYRAMID SCHEMES?

LEGALLY, THE KEY DISTINCTION LIES IN THE PRIMARY SOURCE OF REVENUE. LEGITIMATE MLMS FOCUS ON THE SALE OF
PRODUCTS OR SERVICES TO ACTUAL CONSUMERS. PYRAMID SCHEMES, ON THE OTHER HAND, DERIVE THEIR REVENUE PRIMARILY
FROM RECRUITMENT FEES OR THE PURCHASE OF INVENTORY BY NEW RECRUITS, RATHER THAN FROM SALES TO THE GENERAL
PUBLIC. REGULATORY BODIES LIKE THE FTC OFTEN LOOK AT WHETHER PARTICIPANTS ARE PRESSURED TO BUY LARGE AMOUNTS
OF INVENTORY THEY CAN'T RESELL AND WHETHER THE EMPHASIS IS ON SELLING PRODUCTS OR RECRUITING.

ARE THERE SPECIFIC BUSINESS PRACTICES OF BEAUTY SOCIETY THAT HAVE RAISED
CONCERNS ABOUT IT BEING A PYRAMID SCHEME?

CONCERNS REGARDING BEAUTY SOCIETY, OR SIMILAR MLM BUSINESSES, OFTEN REVOLVE AROUND RECRUITMENT TACTICS, THE
PRESSURE TO PURCHASE LARGE AMOUNTS OF INVENTORY, AND THE OVERALL INCOME POTENTIAL FOR THE AVERAGE
PARTICIPANT. REVIEWS AND TESTIMONIALS FROM FORMER OR CURRENT DISTRIBUTORS CAN HIGHLIGHT WHETHER THE FOCUS
APPEARS TO BE MORE ON BUILDING A DOWNLINE THAN ON GENUINE RETAIL SALES. |T'S IMPORTANT TO RESEARCH THE COMPANY'S
TRACK RECORD AND INDIVIDUAL EXPERIENCES SHARED BY DISTRIBUTORS.

\WHAT ARE THE RISKS FOR INDIVIDUALS CONSIDERING JOINING BEAUTY SOCIETY AS A
DISTRIBUTOR?

THE RISKS FOR INDIVIDUALS JOINING BEAUTY SOCIETY/ AS WITH ANY MLM, INCLUDE THE POTENTIAL FOR SIGNIFICANT FINANCIAL
LOSS. MANY PARTICIPANTS MAY NOT RECOUP THEIR INITIAL INVESTMENT, ESPECIALLY IF THEY CANNOT EFFECTIVELY SELL
PRODUCTS OR RECRUIT NEW MEMBERS. THERE'S ALSO THE RISK OF INVESTING TIME AND EFFORT INTO A BUSINESS MODEL THAT
MAY NOT BE SUSTAINABLE OR ETHICAL. |T'S CRUCIAL FOR POTENTIAL DISTRIBUTORS TO CONDUCT THOROUGH DUE DILIGENCE,
UNDERSTAND THE COMPENSATION PLAN FULLY, AND REALISTICALLY ASSESS THEIR ABILITY TO SELL PRODUCTS TO A GENUINE
CUSTOMER BASE.

How CAN CONSUMERS OR POTENTIAL DISTRIBUTORS VERIFY THE LEGITIMACY OF
BEAUTY SOCIETY OR OTHER MLM COMPANIES?

VERIFICATION INVOLVES RESEARCHING THE COMPANY'S HISTORY, CHECKING FOR REVIEWS AND COMPLAINTS ON CONSUMER
PROTECTION SITES, AND UNDERSTANDING THE PRODUCT'S MARKET DEMAND INDEPENDENT OF THE SALES OPPORTUNITY.
POTENTIAL DISTRIBUTORS SHOULD CAREFULLY REVIEW THE COMPENSATION PLAN, LOOKING FOR TRANSPARENCY REGARDING
AVERAGE EARNINGS AND THE PRIMARY SOURCES OF INCOME. CONSULTING WITH FINANCIAL ADVISORS OR LEGAL PROFESSIONALS
CAN ALSO PROVIDE VALUABLE INSIGHTS INTO THE LEGITIMACY OF THE BUSINESS MODEL.

ADDITIONAL RESOURCES

HERE ARE 9 BOOK TITLES RELATED TO THE CONCEPT OF IS BEAUTY SOCIETY A PYRAMID SCHEME,” EACH STARTING WITH
AND USING ONLY " WITHIN THE TITLE:
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1. THE lLLusION oF INcLUSION: How BEAUTY BrRANDS BUIL T EMPIRES ON PROMISES

THIS BOOK DELVES INTO THE MARKETING STRATEGIES AND PSYCHOLOGICAL TACTICS EMPLOYED BY THE BEAUTY INDUSTRY TO
CREATE A SENSE OF ASPIRATION AND BELONGING. |T EXAMINES HOW THE PURSUIT OF IDEALIZED BEAUTY STANDARDS OFTEN
FUELS RELENTLESS CONSUMERISM, POTENTIALLY MIRRORING HIERARCHICAL STRUCTURES. THE NARRATIVE EXPLORES HOW
PERCEIVED SCARCITY AND EXCLUSIVITY ARE MANUFACTURED TO DRIVE DEMAND AND MAINTAIN MARKET CONTROL.

2. INsipe THE INNerR CIRCLE: THE UNSEEN NETWORK OF BEAUTY INFLUENCE

THIS TITLE INVESTIGATES THE OF TEN-INVISIBLE WEBS OF CONNECTIONS THAT DRIVE TRENDS AND PRODUCT RECOMMENDA TIONS
WITHIN THE BEAUTY WORLD. |T SCRUTINIZES THE ROLE OF INFLUENCERS, CONSUL TANTS, AND PAID ENDORSEMENTS, QUESTIONING
WHETHER THESE NETWORKS PRIORITIZE GENUINE VALUE OR SERVE TO PERPETUATE A SYSTEM OF RECRUITMENT AND SALES. THE
BOOK AIMS TO UNCOVER THE MECHANICS OF HOW INFLUENCE IS LEVERAGED FOR COMMERCIAL GAIN.



3. INFINITE IMPROVEMENT: THE NEVER-ENDING QUEST FOR BEAUTY PERFECTION

THIS WORK CRITICALLY ANALYZES THE SOCIETAL PRESSURE TO CONSTANTLY UPGRADE AND REFINE ONE'S APPEARANCE
THROUGH BEAUTY PRODUCTS AND PROCEDURES. IT QUESTIONS WHETHER THIS PERPETUAL CYCLE OF ENHANCEMENT IS DRIVEN BY
GENUINE NEED OR BY AN INDUSTRY DESIGNED TO PROFIT FROM INSECURITY. THE BOOK EXPLORES THE PSYCHOLOGICAL IMPACT OF
THIS RELENTLESS PURSUIT AND ITS POTENTIAL TO CREATE A DEPENDENCY.

4. InvisieLe CoMMISSIONS: UNMASKING THE TRUE COST OF BEAUTY PRODUCTS

THIS BOOK DISSECTS THE OF TEN-OPAQUE PRICING STRUCTURES WITHIN THE BEAUTY INDUSTRY, REVEALING HOW MARKUPS AND
HIDDEN INCENTIVES CAN BENEFIT THOSE AT THE TOP. |T EXAMINES THE LAYERS OF DISTRIBUTION AND MARKETING THAT
CONTRIBUTE TO THE FINAL RETAIL PRICE, SUGGESTING THAT CONSUMERS MIGHT BE INADVERTENTLY FUNDING A CASCADING
SYSTEM OF REWARDS. THE AUTHOR AIMS TO EXPOSE THE FINANCIAL ARCHITEC TURE BEHIND BEAUTY CONSUMPTION.

5. Ivory TowERS OF INDULGENCE: THE ELITE AND THE ESCAPISM OF BEAUTY

THIS TITLE EXPLORES HOW THE HIGH-END BEAUTY MARKET OFTEN CATERS TO AN ASPIRATIONAL ELITE, CREATING AN AURA OF
EXCLUSIVITY AND PRIVILEGE. |T QUESTIONS WHETHER THE ELABORATE MARKETING AND PREMIUM PRICING SERVE TO REINFORCE
SOCIAL HIERARCHIES, MUCH LIKE THE PERCEIVED ADVANTAGES IN A PYRAMID STRUCTURE. THE BOOK EXAMINES THE ROLE OF
LUXURY IN PERPETUATING DESIRES AND MAINTAINING MARKET SEGMENTA TION.

6. INHERITED IDEALS: How BEAUTY STANDARDS REPLICATE THROUGH GENERA TIONS

THIS WORK INVESTIGATES THE DEEPLY INGRAINED BEAUTY STANDARDS PASSED DOWN THROUGH SOCIETY AND AMPLIFIED BY THE
MEDIA AND BEAUTY INDUSTRY. IT SCRUTINIZES HOW THESE IDEALS, OF TEN ROOTED IN OUTDATED OR EXCLUSIONARY CONCEPTS,
ARE LEVERAGED TO SELL PRODUCTS AND SERVICES THAT PROMISE CONFORMITY. THE BOOK QUESTIONS WHETHER THE

PERPETUA TION OF THESE STANDARDS BENEFITS THOSE WHO PROMOTE THEM.

/. INCENTIVIZED INSECURITIES: THE BUSINESS OF MAKING You FeeL NoT ENOUGH

THIS BOOK DIRECTLY ADDRESSES THE CORE PREMISE OF WHETHER THE BEAUTY INDUSTRY INTENTIONALLY CULTIVATES
INSECURITIES TO DRIVE SALES. |T ANALYZES MARKETING CAMPAIGNS AND PRODUCT DEVELOPMENT THAT PREY ON PERCEIVED
FLAWS, SUGGESTING A DELIBERATE STRATEGY TO CREATE A CONTINUOUS DEMAND. THE AUTHOR EXPLORES THE ETHICAL
IMPLICATIONS OF PROFITING FROM MANUFACTURED SELF-DOUBT.

8. IMAGINeD COMMUNITIES: BUILDING LOYALTY IN A FRAGMENTED BEAUTY MARKET

THIS TITLE EXAMINES HOW BEAUTY BRANDS CREATE A SENSE OF BELONGING AND SHARED IDENTITY AMONG CONSUMERS, OFTEN
THROUGH ONLINE COMMUNITIES AND LOYALTY PROGRAMS. |T QUESTIONS WHETHER THIS CULTIVATED LOYALTY IS GENUINE OR
STRATEGICALLY DESIGNED TO ENSURE REPEAT PURCHASES AND DISCOURAGE SWITCHING, POTENTIALLY MIRRORING THE
RECRUITMENT AND RETENTION ASPECTS OF A PYRAMID SCHEME. THE BOOK DELVES INTO THE PSYCHOLOGY OF CONSUMER GROUP
AFFILIATION.,

9. INVESTIGATING INTERMEDIARIES: THE AGENTS OF BEAUTY’S REACH

THIS BOOK FOCUSES ON THE VARIOUS INDIVIDUALS AND ENTITIES THAT ACT AS CONDUITS BETWEEN BEAUTY BRANDS AND
CONSUMERS. |T SCRUTINIZES THE MOTIVATIONS AND COMPENSATION MODELS OF MAKEUP ARTISTS, BEAUTY BLOGGERS,
CONSULTANTS, AND SALES REPRESENTATIVES, QUESTIONING WHETHER THEIR ROLES ARE PURELY ADVISORY OR DRIVEN BY A
TIERED COMMISSION STRUCTURE. THE AUTHOR AIMS TO SHED LIGHT ON THE COMPLEX NETWORK THAT FACILITATES BEAUTY
CONSUMPTION.
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