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W
hen she launched her website,
Into the Gloss, in 2010, Emily
Weiss put the act of snooping in
someone’s medicine cabinet on

the internet. Her Top Shelf blog posts fea-
tured beautiful photos of celebrities and
industry insiders sharing the beauty prod-
ucts in their routines, from the banal (Gigi
Hadid’s preferred hair elastics) to the un-
expected (a hangover cure care of Cindy
Crawford). Beyond satiating a voyeuristic
curiosity, these organic endorsements of-
fered a service to readers looking for new
products to try. It created a community
based on sharing what were once consid-
ered secrets and flipped on its head the no-
tion that beauty routines were something
to hide.
Today, the act of passing along tried-and-
true beauty tricks and products tips has
matured into an industry in its own right.

“In the past, you might have heard from
10 to 15 people about whether they like
something – friends, family, people you
went to school with or at your church,”
says Amy Chung, beauty-industry analyst
at market research firm NPD. “Now, you
turn on your TV, open your laptop or your
phone and there’s 10,000 more voices that
you’re hearing and you can find a voice
that resonates with you.”

On YouTube, where posts by vloggers
such as Lisa Eldridge and Patrick Starr can
get tens of millions of views, one can find
videos on everything from how to apply
foundation to reviews of the newest Fenty
Beauty collection. Such is the popularity of
beauty-related posts on Instagram that it’s
even spawned its own signature look. Re-
ferred to as “Instagram face,” it’s the heavi-
ly contoured, bold-browed and matte-
lipped effect favoured by influencers such
as Huda Kattan or Kylie Jenner, whose cos-
metics empire recently landed her on the
cover of Forbes. Even with my meagre In-
stagram following, by far my most engag-
ing posts have to do with what skin care
I’m using or makeup I’m wearing.

“I think the appeal behind word-of-
mouth referrals is that it can be storytell-
ing from a first-person perspective, which
is the most powerful. And if you’re hearing
from someone who has tried the product,
there is less potential for broken tele-
phone,” Chung says. “Not to mention, in
beauty, seeing is believing when it comes
to makeovers and skin transformations.”

Consumers are faced with an over-
whelming amount of products to choose
from – a simple search for “mascara” on
Sephora’s website yields more than 300 re-
sults. Word-of-mouth referrals cut through
the noise and, according to a 2016 study by
Nielsen, are more trusted by Canadians
than all other forms of advertising and edi-
torial content, with 81 per cent of respon-
dents saying they trust recommendations
from people they know. 

So, before you make your next beauty
buy, consider first some of these Cana-
dians' top secrets.

1. BONNIE BROOKS
Consultant and professional director
Toronto
“I can’t live without a good-quality
large magnifying mirror – especially
in hotels. I use it for everything from
eyebrow detailing to just the right
amount of lip liner, and it stops the
squinting, which is an anti-wrinkle
move, too. I also use the Day and
Night system smartly created by
Flawless by Friday founder Brittny
Robins. I liked the products so much
I invested in her young and upcom-
ing company recently.”

2. SHELLY DE CARIA
Manager of community relations 
at First Air and Beautycounter 
consultant
Ottawa
“I absolutely love the Beautycoun-
ter face wipes and face wash. I use
their baby oil to remove my make-
up. It’s very gentle on my sensitive
skin. I really saw the difference in
my skin when I started using safer
products, first in my daughter’s skin
and now mine. My skin has been ra-
diant since changing my routine.”

3. ROXY EARLE
Former Real Housewife 
of Toronto and creative director 
of Roxy Earle by Le Château
Toronto
“My number one beauty secret is
that I tell myself I’m beautiful every
single day. I still have a complex and
expensive beauty routine, but noth-
ing you can do on the outside will
make you feel beautiful if you don’t
think you’re beautiful on the in-
side.”

4. ERIN KLEINBERG
Co-Founder of Métier Creative
Toronto
“A trick I learned from my mom is,
once you do your makeup, hop into
the shower for a quick body shower.
The idea is a little bit of water and
steam near your face is the best way
to set your makeup and have it look
dewy and fresh.
“If you are too lazy for a full eye-
shadow look, just sweep some of
your blush on the lids or your bron-
zer to create a sun-kissed complex-
ion. A lot of the artists I have worked
with preach that it’s nice to keep
things consistent, so if you have a
cream blush on your cheeks, pop a
bit onto your lips as well, and the
eyelid, too, to create dimension.”

5. MAYA GOHILL
Artist and designer
Calgary
“My hair routine took me years to
figure out. I start with the Bumble
and Bumble Curl Primer, then the
Defining Creme, and then the
Conditioning Mousse. It seems
like a lot, but when you have curly
hair like mine, it’s all necessary.
Finally, the surprising tip, which I
got from my friend, was to end
with hairspray, and a lot of it. The
school of thought is to spray thor-
oughly all over, and when you
think you’ve sprayed too much,
put some more. Game changer!”

6. LAINEY LUI
Co-host of CTV’s The Social, 
etalk senior correspondent and 
scribe of celebrity-gossip blog 
LaineyGossip.com
Toronto
“I have a liquid liner application
technique. I apply the liner and then
I use a cold blast from a hairdryer to
set it, which I desperately want to
patent. This accelerates the drying
process and it also sets the liner like
nothing else. It sucks away the mois-
ture from the lid so the liner dries to
a point where you don’t get any
bleeding and it lasts forever.”

7. SAGE PAUL
Fashion designer and artistic director
of Indigenous Fashion Week Toronto
Toronto
“My favourite, but ridiculously sim-
ple, routine I learned was from my
mom. Straight up rose water spritz
on my face. It acts as a refresher and
is hydrating. I refill my spray bottle
with rose water from any Indian
food grocer or a health food store,
like Essence. Those places are much
more affordable than typical beauty
suppliers.”

8. SUE RANDHAWA
Licensed optician at 
the Optical Boutique
Vancouver
“I don’t wash my hair more than
twice a week. Anything more than
that dries my hair out and with
more grey, I need to keep it moistur-
ized. I’m meticulous about main-
taining my hair and get a cut every
two weeks, sometimes sooner. A
good scalp massage also does won-
ders for the health of my hair. And
head.”

9. NADIA SAPUTO
Event planner, owner 
of Fanadica Events and 
author of Chefmom
Montreal
“I get my hair done at the salon ev-
ery week, but the odd time that I
wash my own hair, I use the blue
shampoos and conditioners by Oli-
go Professionnel, a Canadian com-
pany. They’re awesome for coloured
blondes.”

10. BRUCE SELLERY
Personal finance columnist 
and speaker
Toronto
“Early in my career, a makeup artist
insisted that I moisturize every
damn day. I use Olay Complete, with
SPF 15. I can’t decide if it is hipster-
cool or sorta sad that I use the same
moisturizer as my grandma did, but
it’s inexpensive and it works. I think
that for most things in life – healthy
eating, managing money and a
beauty regime – good habits are
more important than the products
we use.”

11. SHERI STROH
Makeup artist with Plutino Group 
and green-beauty expert
Toronto
“I’ve recently become a total believ-
er in gua sha and jade rolling. I find it
relaxes my face and helps it de-puff
in the morning. I keep my rollers in
the freezer. It’s so good! I apply a
face oil before so that it glides easily
across my face.”
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Jade rollers, 
rose water and

hairspray
When it comes to beauty, word of mouth is the most trusted referral in the business. 
As such, Caitlin Agnew surveys a handful of Canadians for their go-to beauty secrets

T
he indie beauty market has exploded in
recent years, and is credited by analysts
as one of the most important segments
driving growth in the global multibil-

lion-dollar industry. These niche brands have
garnered massive followings among the cov-
eted millennial demographic, and industry
giants such as L’Oréal and Estée Lauder have
taken note. IT Cosmetics, Becca and Too
Faced are just three of the indie brands that
have been acquired in recent years, in some
cases for sums greater than US$1-billion.

Canada has its own rich heritage of entre-
preneurship in the beauty marketplace. Cos-
metics pioneer Elizabeth Arden was born in
Woodbridge, Ont., in 1878 and MAC Cosmetics
was founded in downtown Toronto in 1984.
Today, there’s no shortage of innovative, in-
dependently owned beauty brands that call
Canada home, many of which take an all-nat-
ural approach to skin-care, makeup and even
fragrance. Here are five of the dozens of
emerging beauty mavens to watch.

ROCKY MOUNTAIN SOAP COMPANY
Rocky Mountain Soap Co. is one of the
country’s most widely recognized natu-
ral skin-care brands, and its home base in
Canmore, Alta., is a logical fit. “We’re con-
stantly inspired by the health of the com-
munity and the lifestyle here,” says CEO
Katrina Birch, who purchased the brand
in 2000. 

Known for its bars of natural soap
made with such ingredients as pumpkin,
lavender and lemongrass, Rocky Moun-

tain now produces more than 200 products. Each
is made with 10 ingredients or less. A cult-favourite
foot butter softens skin via fir-needle, patchouli
and carrot tissue oil.

With locations in British Columbia, Alberta and
Manitoba, and wholesalers across the country, this
summer Birch is bringing branded storefronts to
Ontario, with three pop-up locations in Toronto.
It’s all part of her larger plan to encourage simple
steps towards wellness among Canadians. “The
goal is healthy skin and a healthy body and I be-
lieve that natural ingredients are the best way to
achieve both of those.” 
Rocky Mountain Soap Co. Foot Butter, $16 through
rockymountainsoap.com.

JB SKIN GURU
Jennifer Brodeur tends to some of the
most famous faces in the world, but
you won’t find any selfies with Oprah
Winfrey or Michelle Obama, both reg-
ular clients, on her Instagram feed.
The Montreal-based entrepreneur val-
ues discretion as much as she does nat-
ural ingredients, and takes a wellness-
first approach: She turned her battle
with celiac disease into a career in
skin-care in 1996.

It was a time when her all-natural, local and sus-
tainable approach to business still raised eyebrows.
“People thought I was insane,” she says.

Fast forward a few years and her Max+ device, an
LED light therapy system she created in 2003, has
earned her a place in Winfrey’s personal beauty re-
gime. In 2016, Brodeur launched Peoni, a four-piece
line of skin-care that’s luxurious, simple and made
with organic ingredients.

As with her A-list clients, Brodeur prioritizes an
individual’s rituals of self care. “It’s not just the ges-
ture of doing it, but it’s also the feeling of it,” she
says. “Even if it takes five minutes, that’s five min-
utes for you.”
Peoni Le Nettoyant, $60 through jbskinguru.com. 

KAIA NATURALS
Kaia Naturals founder Mary Futher believes
that buying natural products should be easy
for everyone. Founded in 2009 in Toronto, the
idea behind Kaia Naturals is to take the guess-
work out of choosing natural beauty prod-
ucts. “Most consumers are looking for clean
beauty alternatives but are not sure what is
real or what is hype,” explains Mary Futher,
Kaia founder. 

As a former product developer, Futher
takes pride in being transparent about each ingredient
she uses. In 2017, Kaia was one of 10 brands selected to
take part in Sephora Accelerate, a month-long pro-
gram hosted by the LVMH-owned retailer that helps
female entrepreneurs build their beauty brands.

Kaia’s product offering is tightly curated, with a fo-
cus on luxurious basics that complement the active
lifestyle of a modern professional, including Juicy
Bamboo Gentle facial cleansing cloths, the Takesumi
Detox charcoal deodorants and, its most recent
launch, an overnight dry shampoo. “It’s powered by
detoxifying charcoal and time-activated ingredients to
absorb oil, sweat and odour while you sleep,” Futher
says. “It gives two benefits: You save time in the morn-
ing and you get the best results.”
Kaia Naturals Takesumi Detox Overnight Dry Shampoo,
$32 through kaianaturals.com. 

TIPS NAIL BAR
In a city that seems to
have a nail salon on
every corner, Toron-
to’s Tips Nail Bar has
a following like no
other. On any given
day, you’ll find a mix
of fashion industry
insiders, busy profes-
sionals and friends
being pampered at its
original location on

Danforth Avenue.
Tips’s services, which include some very so-

phisticated nail art, are so in demand that, in
April, owner Leeanne Colley added a second lo-
cation on Dundas Street West. Beyond its reputa-
tion for service, Tips’s popularity can be traced
back to the environment that Colley has created,
one that feels like being welcomed into her
home at every visit.

“I’ve been in the industry for over 20 years and
I had tried everything from freelancing to work-
ing in hair salons to working in nail salons,” she
says. “Nothing really felt quite cozy enough or
homey enough, so I created that myself.”
Spa manicures start at $40. For more informations,
visit tipsnailbar.ca.

CÉLA BY CELINE TADRISSI
A few years after opening Hammam Spa in Toron-
to’s King West neighbourhood in 2005, Celine Ta-
drissi started having trouble sourcing the perfect
products to accompany her massage, body and fa-
cial treatments, which pioneered Turkish spa ritu-
als in Canada. She began by ordering raw ingre-
dients and using them on the 700 or so people
who visit Hammam every week.

“The issue became that people love them and
they weren’t available for sale to take home after a
treatment,” Tadrissi says. So 31⁄�2 years ago, she
started developing Céla.

As a 12th-generation Canadian, it was only natural that Ta-
drissi incorporate our local botanical bounty into Céla. The
six Canadian botanical extracts – northern highbush blueber-
ry, blue elderberry, evening-primrose, juniper berry, rosem-
ary and lavender – in Céla’s first batch of five body-care prod-
ucts bring a luxurious spa feeling to at-home maintenance.

“What I see is so key to a beauty ritual and skin-care goes
back to the beginning of the Turkish bath treatments, being
on a regular schedule of exfoliating, moisturizing,” she says.
“It’s a ritual, and that’s what I wanted to create for people to
have wherever they are.”

Céla Crème de la Crème the Very Best Cream, $37 through
thisiscela.com.
– CAITLIN AGNEW

Special to The Globe and Mail

THE BEAUTY OF BUYING CANADIAN
This country has a long history of cultivating indie cosmetics brands into industry behemoths. These five picks are the ones to bet on for your own makeup and skin-care routines
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