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In 2011, IPSY was born out of a single mission: to inspire self-expression and celebrate unique beauty. At a time 
when a handful of magazines were telling people what was beautiful, we catalyzed a movement to democratize 
the beauty industry. 

We’ve built an incredibly passionate and engaged community of beauty lovers along the way, including thousands 
of content creators from virtually all walks of life who have helped us break down barriers to actualize our vision 
of making beauty more inclusive and welcoming to all.

Our approach to changing the world starts with identifying those areas where we believe we can make the 
biggest difference. Then, we rally our entire organization behind them. In 2021, we formally launched BFA Impact, 
a company-wide movement to celebrate the unique beauty of people and the planet. 

Within BFA Impact, we’ve selected two key priorities: self-expression and sustainability. We see these two pillars 
as inextricably linked, because we believe that everyone should have access to products that make them feel 
beautiful and align with their values.

For us, self-expression includes advancing brand equity by investing in Black, Latinx, and LGBTQ+ communities; 
amplifying the voices and faces of these focus communities by featuring them; and working to advance diversity 
and inclusion within our own company. To date, we’ve invested more than $55 million in Black- and Latinx-
led brands, and we are proud that in 2021 we exceeded our goals for representing those communities and the 
LGBTQ+ community on our socia media. We believe that everyone should see someone who looks like them in 
our content. And we are actively working to make sure that’s also true within the walls of our own company.

Sustainability at BFA includes advancing packaging innovation, creating clean beauty transparency, and 
addressing our carbon footprint. We have set a goal to eliminate 100% of the single-use packaging in our 
products by 2030 and actively reduce plastic pollution. We’re not sure yet how we’ll get there, but we are 
committed to figuring it out. In 2021, we announced The Out List, a list of potentially harmful ingredients 
we won’t allow in any products we carry by the end of 2022, and we launched The BFA Clean Standard, our 
definition of clean which eliminates over 1,800 ingredients from our Clean products.

We know that real change happens together, and we look forward to continuing to update you on our progress as 
we work to make beauty more accessible for all.

Marcelo Camberos, Co-Founder and CEO

BEAUTY FOR ALL INDUSTRIES  
 

CEO Letter
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Sustainability and self-expression are 
central to how we think about impact  
at BFA.

Impact Strategy
Years ago, the standard of beauty used to be defined by a select few editorial authorities and only a handful of beauty 
brands. We realized that the perception of what was considered beautiful was not only narrow, but unrealistic and 
undoubtedly misrepresentative of the fabric of humanity. 

Certain communities weren’t represented equitably in the beauty industry, so we started amplifying and investing in Black, 
Latinx, and LGBTQ+ communities and brands, which today make up our focus communities. We want to create a world 
where everyone feels beautiful, no matter what they look like. We know beauty can only be democratized when it becomes 
accessible, and accessibility happens through education, opportunity, and availability.

We are committed to making more progress in these areas for the sake of our community, but also for the sake of the 
beauty industry at large. Collaboration will be essential to making meaningful change.

BFA Impact is a company-wide movement to inspire self-expression and celebrate the unique beauty of people and the 
planet through the brands, products, and communities we support.

• Brand equity: We invest in products that celebrate the beauty of all, especially the 
Black, Latinx, and LGBTQ+ communities.

• Community representation: We use our platform to amplify the stories of our focus 
communities.

• Employee representation: We work to ensure that all our employees rate their 
engagement at a score of 70+

• Sustainable packaging: We aim to minimize our environmental impact and propel 
change in the beauty industry’s approach to packaging.

• Clean beauty: We educate and set standards for our products to reduce potentially 
harmful ingredient usage.

• Our Climate Action: We stand for action on climate change, which is why we are 
working to understand our impact and set a science-based reduction target.

• We are committed to being a responsible organization, partner, and member of our 
communities. We continually work to improve as we execute ESG priorities at the 
Board, executive, and employee levels.

Self-Expression

Sustainability

Corporate 
Responsibility
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How We’re Creating
Brand Equity

What We’ve
Done So Far

$55m+

We’re working to elevate brands from the Black and  
Latinx communities.

We invest in approximately 250,000 products on average for 
each of the Black and Latinx brands we partner with.

We provide 2x the average brand exposure to amplify these 
brands, increasing customer awareness and engagement.

We also created a $1M fund for up-front investment in product 
sourcing in order to support those brands that wouldn’t be able  
to work with us if they needed to wait to be paid when goods  
are delivered.

In addition, we provide access to product development  
and introductions to supply chain resources to help these  
brands thrive.

INVESTED IN 2021-2022  IN BLACK- 
AND LATINX-OWNED BRANDS 

BRAND EQUITY
Our goal is to dismantle beauty inequities.

We believe that everyone should be able  
to authentically express themselves.  
That’s why we’re amplifying and investing 
in Black, Latinx, and LBGTQ+ communities 
and brands.
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SPOTLIGHT 
Collaborating with and investing  
in Mischo Beauty

Advancing Brand Equity 
and Expanding into Mexico

Mischo Beauty is a pioneer of clean luxury, offering award-winning, richly hued and high performance 
nail lacquers. Beginning in 2020, we leaned in to help the Black-owned brand through manufacturing 
& sourcing support and product expansion. 

With stunning shades and amazing formulas, Mischo has made quite an impact within the IPSY 
community, ranking within the top 3 rated products of the nail category. Not only that, but the 
company has won a number of industry awards, including Cosmopolitan Best Clean Nail Color of 2021.

In February 2022, we announced that IPSY has entered Mexico in partnership with renowned second-generation 
Mexican American singer and actor Becky G, first through its signature Glam Bag, which delivers 5 deluxe sample 
beauty products personalized to each member in a unique makeup bag. We are excited to expand our reach and 
our community to the vibrant culture of Mexico.

“As a Latino who has lived in Mexico for many years, I am personally thrilled to welcome the country’s rich 
heritage, regional diversity, and beauty sensibility into the world of IPSY, and to provide its fast-growing beauty 
community with access to brands and products we know they’ll love.” 

-Marcelo Camberos, Co-Founder and CEO
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When we feature creators and talent on our social media, 
we ensure that we are representing diverse communities 
at higher rates than the percentage of the U.S. populations. 
For each of our focus communities, we have surpassed our 
ambitious goals. 

U.S. POP OUR GOAL OUR SOCIAL MEDIA

COMMUNITY
REPRESENTATION

We amplify the voices and faces of our focus 
communities by featuring diverse creators, 
founders, fans, and ambassadors.

How We’re Over 
Indexing on Focus 
Communities

6%

10%

12%

18%
22%

36%

14% 19%
20%

LGBTQ+ BlackLatinx
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Known for championing self-expression, 
BoxyCharm has focused on creating an authentic  
presence on social media.

In addition to making sure everyone who finds 
us online sees someone who looks like them 
throughout the year, we use our platforms to 
celebrate moments like Black History Month, 
AAPI History Month, Pride, and Hispanic Heritage 
Month with giveaways, product and brand 
spotlights, and tutorials.

SPOTLIGHT 

Hype-Worthy Beauty  
and Authentic  
Self-Expression on  
BoxyCharm Social



EMPLOYEE
REPRESENTATION

We are working to improve our hiring and 
career development practices to increase 
the employment and retention of employees 
from our focus communities while 
continuing  
to build upon and grow our female 
leadership. 

In our 2021 Culture Amp employee survey, 
82% of our employees gave us a favorable 
rating on inclusion and diversity.
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In 2021, we hired a Chief Human Resources Officer with a  
deep background in DEI, brought on UOMA Beauty Founder  
& CEO and Pull Up For Change Founder Sharon Chuter as  
BFA Advisor to provide guidance and input on our 
commitments, and instituted a mandatory racial bias 
training for all managers. To increase transparency, we 
committed to sharing a breakdown of our U.S. team on an 
annual basis. Here’s where we stand now: 

Our Employee 
Population Today

TOTAL PARTICIPANTS: 410

TOTAL PARTICIPANTS: 492

0.2%

29.3%

4.7%

27%

0.2%

3.9%

34.8%

AMERICAN INDIAN

ASIAN

BLACK / AFRICAN AMERICAN

HISPANIC OR LATINO

NATIVE HAWAIIAN

TWO OR MORE RACES

WHITE

MALE
29.6%

FEMALE
69.5%

NON-BINARY
0.4%

ALL BFA +

11TOTAL PARTICIPANTS: 33

TOTAL PARTICIPANTS: 32

FEMALE

59.4%

MALE

40.6%

21.9%

6.3%

15.6%

56.2%

ASIAN

BLACK / AFRICAN AMERICAN

HISPANIC OR LATINO

WHITE

VP +

TOTAL PARTICIPANTS: 87

TOTAL PARTICIPANTS: 45

33.3%

15.6%

4.4%

46.7%

ASIAN

HISPANIC OR LATINO

TWO OR MORE RACES

WHITE

DIR +

MALE
36.5%

FEMALE
63.5%
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83
TOTAL POPULATION

402
TOTAL POPULATION

33
TOTAL POPULATION
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SPOTLIGHT 

Work with Sharon 
Chuter

SELF-EXPRESSION

In May 2021, we appointed Sharon Chuter, UOMA 
Beauty Founder & CEO and Founder of the 
#PullUpforChange initiative, as a BFA Advisor to 
provide guidance, inspiration, and accountability 
toward our impact program. Sharon’s work in 
racial justice and equity has begun to drive real 
progress in the industry, and we were thrilled 
to partner with her to drive BFA innovation and 
thought leadership in this space.

“It’s a sad reality that even in light of the Black 
Lives Matter movement, brands continue to be 
significantly underfunded,” said Chuter. 
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By 2023 our goal is to reduce our use 
of virgin plastic to a maximum of 50% 
of packaging by weight in our Madeby 
Collective brands. We’re focusing  on our 
upstream impacts, which is where we 
have the most control to reduce our virgin 
plastic use.

We prioritize sustainability in the  
way we make, package, and ship our  
products and the resources we use to  
power our business.

SUSTAINABLE
PACKAGING
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We know that the beauty industry creates a lot of 
single-use packaging and we want to lead the way 
in reducing that waste. With only 6% of all plastic 
in the U.S. being recycled, making a difference 
with our packaging is essential.

We set an ambitious goal to reduce our single-
use plastic to a maximum of 50% of all our 
Madeby Collective packaging by weight by 2023. 
We prioritize reducing virgin plastic waste, 
incorporating more sustainable materials where 
possible, including post-consumer recycled (PCR) 
plastic, paper, glass, and reusable packaging.

We are excited to report that we have nearly met 
our 2023 goal, two years early! In 2021, virgin 
plastic made up 51% of our product packaging 
for Madeby Collective. To put that in perspective, 
that reduction from 100% is the weight of about 
8 million lipsticks!  We won’t stop there. We’re 
working to eliminate 100% of our plastic waste 
and will actively reverse the effects of plastic 
pollution by 2030.

Reducing Virgin Plastic

Our Ambitious Goal
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SPOTLIGHT  

The Sparkling Clean 
Promise of  
Refreshments

Refreshments, our extra fun personal care 
essentials brand, launched with a Sparkling Clean 
Promise: All formulas  
are 100% cruelty-free, vegan, clean, and clinically, 
allergy, and dermatologist tested. 

While Refreshments’ focus on clean ingredients 
is at the core of the brand, so is sustainability—
across all Refreshment product packaging, we use 
30% post-consumer recycled plastic, and we’re 
committed to increasing that over time. We also 
offer bar soaps and reusable razors, two products 
that help us—and our customers—reduce our use 
of plastic.



We are working to improve our hiring and career 
development practices to increase the employment 
and retention of employees from our focus 
communities while continuing to build upon and grow 
our female leadership.

In our 2021 Culture Amp employee survey, 82% of 
our employees gave us a favorable rating on inclusion 
and diversity.

• We’ve launched BFA-wide definitions of The Out List, 
The BFA Clean Standard, cruelty-free and vegan.

• IPSY Clean badging launched in 2021 with over 150 
brand partners.

• By December 2022, we plan to only carry products that 
meet The Out List requirements. 

• We are currently 95%+ compliant:
• Madeby Collective brands are fully compliant.
• IPSY and BoxyCharm are on track to be fully compliant 

by the end of this year.
• Madeby Collective will be clean and cruelty-free by 

2023.

2021

2022

EMPLOYEE
REPRESENTATION
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How We’re 
Advancing 
Clean Beauty
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95%+ 100%

The Out List is an assurance to our members that 
the products they receive from us will be vetted 
to ensure they are formulated to help reduce 
health risks associated with potentially harmful 
ingredients.

To start, we’ll be banning 32 ingredients across all 
of our portfolio by the end of 2022. Our decision 
to prohibit these ingredients from our products’ 
formulation helps reduce everyone’s overall 
exposure to ingredients that are known to have 
potential negative health impacts.

This isn’t a one and done—as new science 
emerges through research, ingredient 
transparency, and innovation, we will be updating 
and adding ingredients to The Out List.

Transparency equals trust. That’s why The BFA 
Clean Standard takes The Out List to the next 
level, educating our community members on an 
additional 1,800+ ingredients to be mindful of.

With The BFA Clean Standard, we’re highlighting 
products that meet these rigorous guidelines, 
empowering our members with the knowledge to 
make mindful choices that help both people and 
the planet. 

The BFA Clean Standard highlights products that 
are formulated to help reduce adverse impacts to 
human and environmental health. 

MADEBY COLLECTIVE, BFA’S BRAND 
INCUBATOR BRANDS ARE MORE THAN 95% 
COMPLIANT WITH THE OUT LIST

MADEBY COLLECTIVE BRANDS ARE 
FULLY COMPLIANT WITH THE BFA CLEAN 
STANDARD AS OF 2021.

The Out ListTM The BFA 
Clean Standard
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In 2021, IPSY launched clean badging, called Clean at IPSY. 
From providing more transparency about what’s in (or left 
out) of IPSY products, to making it easier to find products 
that align with members’ values, Clean at IPSY empowers 
members with the knowledge to make beauty choices that 
are right for them.

Since launching Clean at IPSY, we’ve found that Ipsters say 
they trust our Clean standard more than those of other 
beauty retailers.

SPOTLIGHT  

IPSY Clean Badging
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We stand for action on climate change, which is 
why we’re committed to assessing and reducing 
our carbon footprint.

We currently utilize ground shipping to limit emissions in 
getting our products to our consumers. Ground shipping 
creates 80% less carbon emissions (per ton-mile) as 
compared to air.

Shipping Methods to 
Reduce Emissions

In 2022, we completed the first measurenent of our carbon 
footprint. With this data, we commit to setting a science-
based emissions reduction target in the coming year.

Our Climate Goals

CLIMATE ACTION

We Commit To 
Reducing Our Carbon 

Footprint
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In 2021, we joined #CodeRed4Climate, along with 100+ 
other organizations from across the beauty industry, to 
urge U.S. members of Congress to take urgent action on 
climate change. Because we have less than a decade to keep 
warming below 1.5 degrees Celsius - a critical threshold for 
humankind - we have also committed to climate action in 
our own operations.

Following up this work, Amber Stryker, our Director of BFA 
Impact and CEW Social Impact Honoree, is co-chairing a 
cross-beauty-industry working group on Social Inclusion 
and Sustainability. The working group will bring together 
resources and education to support beauty brands of all 
sizes and change the industry.

Amber Stryker, Director of BFA Impact, is Co-Chair of the Social 
Sustainability and Inclusions Working Group coming out of 
CodeRed4Climate

SPOTLIGHT  

#CodeRed4Climate
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350K+ $1M+ 30+

Supporting Our Focus 
Communities

We are continuing to integrate strong 
environmental, social and governance practices  

into our business operations, and we are 
committed to giving back to the communities 

where we live and work.

In addition to our efforts to invest in, elevate, and represent our focus communities through our 
business, we donated $1,000,000 worth of cash donations and products to over 30 nonprofits 

working to advance the Black, Latinx, and LGBTQ+ communities since 2020.

PRODUCTS DONATED PRODUCTS DONATED PRODUCTS DONATED
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Pull Up for Change is the visionary organization founded 
by Sharon Chuter, founder and CEO of UOMA Beauty. In 
February 2022, IPSY and BoxyCharm sold Make it Black 
bundles in their shops with 100% of the proceeds going to 
Pull Up for Change to support Black entrepreneurs, raising 
over $77,000.

Las Fotos Project is on a mission to elevate and spotlight 
the artistic work of talented teenage girls and gender-
expansive youth from communities of color through 
photography and mentoring.

We partnered with Las Fotos Project by hiring youth through 
the organization’s CEO program, which teaches students 
how to leverage their technical photography skills while 
empowering them to pursue opportunities within the digital 
media industry.

The Trevor Project is the leading organization providing 
support and services to prevent suicide among LGBTQ 
youth. For Pride Month, IPSY  created the “Free To Be” 
bundle to support The Trevor Project’s mission with 50% 
of the selling price for every bundle sold going to the 
nonprofit. BoxyCharm created the “Be You Be Proud Shop” 
to celebrate Pride and raise 10% of every sale in the entire 
shop to support The Trevor Project. The total donation will 
be at least a guaranteed $45,000.

HERE’S A SNAPSHOT OF
OUR COMMUNITY PARTNERSHIPS
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GLAAD rewrites the script for LGBTQ acceptance. As a 
dynamic media force, GLAAD tackles tough issues to shape 
the narrative and provoke dialogue that leads to cultural 
change.

In support of our LGBTQ+ friends and allies, we partnered 
with GLAAD for Pride activations in 2021.

Gyrl Wonder is an innovative professional pipeline 501c3 
initiative giving rise to ambitious young women of color ages 
17 - 23 that exposes and prepares mentees for the careers 
and opportunities of tomorrow, today.

We donated $10,000 to support Gyrl Wonder’s work with 
our focus communities in 2021.

The American Nurses Foundation supports nurses across 
the country who are the backbone of our healthcare 
response. When the COVID-19 pandemic started in 2020, 
our company donated $25,000 to provide mental health 
services to the healthcare workers caring for us. 

PERIOD empowers local activists with grassroots training 
and education to find an approach that is compatible with 
their community.

Cora provides organic and natural body care, delivered to 
your door.

IPSY partnered with Cora to donate 10,000 Period Self Care 
Packs. IPSY provided 10,000 Glam Bags filled with self care 
products and Cora provided the tampons and pads. These 
kits were distributed to young people who have limited 
access to period care items.
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PROTECTING OUR PEOPLE
The COVID-19 pandemic is an unprecedented public health crisis, and that has required extraordinary 
efforts from individuals around the globe. In the earliest stages of the pandemic, we closed our offices 
and created a task force to check in on evolving local protocols and our teams’ well-being. 

From a production standpoint, we designated a COVID compliance officer to make sure we are follow-
ing the most up-to-date best practices and guidance. We initially conducted all of our product photog-
raphy remotely and collaborated over Zoom with our creators. As we have transitioned back in-person 
photo shoots and events, we have implemented best practices for COVID testing and distancing.

We also asked our employees what they would like the future of work at BFA to look like. We learned 
through surveys that most of our employees would like to keep elements of office life, including the 
important collaboration, mentoring, and culture-building that can happen in physical workplaces. So as 
we make plans for 2022 and beyond, we are transitioning to a hybrid workplace that is remote-first 
and provides significant employee choice while maintaining interpersonal collaboration and creativity.

We are fortunate to have offices in San Mateo, Miami, Santa Monica, New York, Toronto and Buenos 
Aires. Going forward, we will create more opportunities for employees to move around these offices 
throughout their careers. Similarly, some people may choose that they want to be fully remote, and it 
is a modality of work that we will support going forward.

SUPPORTING ESSENTIAL WORKERS
Early in the pandemic, we acted quickly to give 50,000 self-care packages valued at $600,000 
filled with beauty products to healthcare workers in the contiguous United States. Anyone working in 
healthcare was eligible.

We also supported the American Nurses Foundation’s Coronavirus Response Fund with a $25,000 
donation in 2020.

Our Response to COVID-19 
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