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WHOLE FOODS MARKET \

AVALON ORGANICS
VITAMIN C VITALITY
FACIAL SERUM ($23.95)
"“Avalon Organics makes
great products that our
customers love, especially
this serum. Serums have
really caught on as people
look for deeper, more
therapeutic treatments
beyond simple cleansing
and moisturizing. We
have seen strong growth
in this category over the
past six to 12 months.”
—Jeremiah McElwee,
senior global coordinator,
Whole Bedy
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CLINIQUE REPAIRWEAR
LASER FOCUS WRINKLE
& UV DAMAGE
CORRECTOR

(35 pounds, or $56 at
current exchange)

"This is a three-in-one
serum that helps protect
against sun, stress and
pollution. It's easy to use
and helps skin appear more
vibrant. Perfect for late
nights, [it's] no wonder
it's one of our best-selling
antiaging serums.”
—Suzie Thomas, beauty
merchandising manager

"This is the only anti—
dark spot, complexion-
correcting serum in
perfumeries. It erases
the appearance of dark
spots and helps keep skin
uniform. This product

is major with us due to
its unique positioning, It
responds to skin's needs
without segmentation of
age or skin type.
—Sandrine Israel,
category manager, skin care

"This is perfect for the Australian climate, as our customers invariably
require a hydrating formula which is also lightweight. Australians
are completely focused on antiaging, and this appeals as the perfect

all-around antiaging solution. —Jo Horgan, managing director

DDF WRINKLE RESIST PLUS PORE MINIMIZER
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skin by changing deteriorated cell proteins into
good proteins, so you're able to feel the effects
of other skin care products. And, it's easy to
integrate, because even if you're using another
brand, you don't have to change your entire
line!” —Mari Shigemura, public relations

Sydney, Australia

(124 Australian dollars, or $125)
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