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About
Mission
To democratize access to mental health tools, resources, and conversations.

Vision
A world where we all believe we are worthy as we already are.

Values
Belonging: We honor lived experiences and are committed to creating a culture 
where everyone can show up as their full whuman selves
Authenticity: We aren’t afraid to self-reflect, and call on our emotional integrity 
to show up as ourselves despite the fear of judgement 
Work in Progress: We are committed to the pursuit of self-awareness, knowing 
that learning and growth is self-care, always looking to be 1% better
Curiosity: We are inspired by possibilities and the unknown, and believe in 
transparency and sharing openly so we can all grow together
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Letter From CEO 
This is a small yet mighty brand of beauty 
outsiders redefining the narrative of what 
it takes to be self-made in today’s society. 
What it is to be truly worthy, rooted in mental 
health. 

My “making of self” started the moment my 
parents escaped from Vietnam as teens. 
As survivors of war and refugee camps, they 
came to the US in pursuit of the American 
Dream. It turns out, as most immigrant 
stories go, that their kids (aka me) became 
emblematic of their ability to thrive in a new 
world. I am their wildest American Dream, 
as I went on to work at and for some of the 
most prestigious places in the country. 

From my time working as a grassroots 
organizer for the 2008 Obama Presidential 
campaign to working for former First Lady 
Michelle Obama, I learned that leadership 
comes from those who care enough to make 
an impact. After 6 years, I pivoted from 
politics to something to feed my creative 
appetite. My time as a product developer at 
the number one global prestige beauty brand 
brought on tons of new experiences and all 
the fancy things. But it was there on the 
42nd floor of a skyscraper overlooking 
Central Park that I experienced a mental 
health crisis. I realized that as a woman of 
color, I didn’t have any tools, resources or a 
community around my emotional wellbeing. 

Due to my privilege, I devoted myself to years 
of intensive psychotherapy and psychiatry  
-- all in the pursuit of embracing my inherent 
self-worth. The self-worth I was born 
with. The more I learned about vulnerability, 
empathy, and connection, the more I realized 
how the beauty industry preys on our worth, 
central to our humanness, and making it a 
tool for profit. Exploiting our flaws, driving our 
worth gap even wider. 

I traveled around the world solo for a year 
and spoke to people across the globe about 
their relationship with themselves, self-worth 
and their community’s attitudes and beliefs 
about mental health. Here’s the thing, the 
more vulnerable I was, the more vulnerable 
conversations I engaged with. People shared 
their fears, joys, excitement, 
and moments of loneliness. And that very 
sameness is exactly what connects us to 
each other.

I collected all those stories and came home 
asking one question: How do we close the 
gap between the very human lessons of 
therapy and turn them into a lifestyle? 

So in 2019, SELFMADE was born in that gap. 
And every person who has put themselves 
into this brand has existed in that limbo, and 
is working to create a brand that they wished 
existed for themselves.

Thank you for building this with us, and we 
hope we make you proud. 

Warmly,
Stephanie
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Introduction
Building our Social Justice Blueprint in 2019 and COVID-19 Impact 
We are honored to be invited into the most intimate spaces of women and non-binary 
folks’ lives. As the new generation lifestyle brand, we tap into the most emotional 
parts of the human experience and dedicate our products, experience, energy and 
creativity to bettering our inner and outer worlds. Having the trust and respect of our 
stakeholders is the deepest driver of our sense of responsibility to create a positive 
impact for the greater good.

In 2019, prior to launch, the founders, mental health experts and social impact advisor 
built this brand’s business model with a social justice blueprint as the foundation. 
Community and the earth are at the heart of SELFMADE, woven into the brand 
ethos and implementation, rather than being just a check mark. With a grassroots and 
campaign mentality, we aim to fuel healthy relationships with self
and others based on emotional wellbeing from the bottom-up. We are building
this brand with our community, rather than just for them. 

By January 30, 2020 our foundational social impact plan was formalized and validated 
by our advisors Dr. Jeshana Johnson, PhD, Dr. Byron Young, MD, and
Elodie Lavery. In April 2020, we validated our blueprint with our Gen Z Junior Advisory 
Board. While we set these change drivers prior to the brand’s launch, we recognize that 
in setting these ambitious goals that our performance wasn’t and
will not be linear. SELFMADE, its employees, advisors, Junior Advisory Board and 
consultants/contractors remain committed to meaningful action, ability to adapt and 
continual learning and unlearning in the pursuit of social and racial justice. 

In early 2020, as the COVID-19 pandemic and its disproportionate impact
on brown and black communities escalated, SELFMADE recognized the potential 
impact of this global trauma and the need to double down on our outlined areas of 
impact to proactively address how and for whom we democratize mental health tools, 
resources and conversations. Continually inspired by the activism and creativity of 
the Gen Z cohort, we established partnerships and initiatives centered in community 
powered healing prior to launching the brand in November 2020. We are proud to 
continue to answer the call to action of Black Lives Matter, Trans Lives Matter and 
Stop Asian Hate in 2021. In this social justice and environmental impact report, 
SELFMADE holds itself not only accountable to our blueprint and era of transparency, 
but also as a call to join in our movement.
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The Impact We Envision
Our 2020-2023 Brand Targets
Our product ecosystem and brand are built to create impact on individual behavior 
and overarching societal attitudes in regards to wellbeing in the name of emotional 
regulation. Though still in our infancy, we’ve intentionally established four specific 
areas of impact based on behavior change, psychology, neuroscience and childhood 
development to enable authentic and effective change as our targets from
2020 - 2023. 

Formulating our product ecosystem and its change indicators based on the Emotional 
Decision Making Model (EDMM), SELFMADE correlates our behavior model to 
create a connected, circular environment for transparent healthy self-regulation and an 
emotional skill building template. Through our mission of democratizing mental health 
tools, resources and conversations, the changes we envision are:

1. That individual stakeholders are empowered to embrace their personal version of 
self-discovered, self-applied self-love rather than conventional and societally defined 
elements of self-worth based on white patriarchal norms. 

2. That the general societal attitude shifts towards becoming a brave community of 
mental health role models and activists, rather than the current attitude of siloed silence 
and expectation that it is only a solo journey.
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The Impact We Envision
Our 2020-2023 Brand Targets (Cont.)

FIVE PILLARS THAT ARE FOUNDATIONAL TO EMBEDDING RACIAL JUSTICE AND EQUITY INTO OUR OFFERING: 

PILLAR ONE 

PILLAR TWO 

PILLAR THREE

PILLAR FOUR

PILLAR FIVE

Products that expand self-awareness and emotional vocabulary

Product ecosystems based on the Emotional Decision Making Model 
(EDMM) to skill build vital elements of human needs and psychology: 
attachment, resilience, and intimacy

Broker relationships between credible mental health experts /therapeutic 
lessons and the Gen Z community

Center the CommonRoom App on community interactions 
and engagement

Prioritize our community’s lived experiences and use our platforms 
(Instagram, Zine, and creative assets) to highlight the non-linear 
pursuit of self-worth
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The Impact We Envision
Our 2020-2023 Brand Targets (Cont.)

OUR FOUR TARGETS TO PROPEL CHANGE:

TARGET ONE

TARGET TWO 

TARGET THREE

TARGET FOUR

Speak directly to all women and nonbinary folks -- especially to Black, 
Indigienous and other people of color and those with extra needs

Enable capability and skill building in mental health based on the building 
blocks of self-care, self-awareness, and emotional integrity

Build products and experiences that encourage emotional exploration of 
empathy, vulnerability, and connection

Expand and nurture our community’s capacity to arm, inspire, empower, 
and celebrate mental health tools and resources

Demystifying the emotional decision making process and adding the context of human needs 
means folks can take time to reflect on where they are emotionally before accepting a thought 
of who they are. Based on our findings and our own experiences, women are told their value 
isn’t as valuable through societal narratives and product marketing. 

Recognizing our humanness, the okayness of struggling, is the narrative shift we need.  
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Our Approach
We Stan for Unearthing the Politics of Beauty 
SELFMADE uses the lens of beauty and personal care to address people’s feelings of 
worthiness and that correlation to their perception of their own beauty. Based on two 
surveys we conducted of 149 women and 104 diverse GenZ women of color, we found 
that women who practice true self-care (not self-maintenance) are more likely to feel 
worthy and therefore have a more positive perception of their own beauty.

OUR DATA SHOWS:
• 78% of women feel unworthy no matter their racial makeup or background
• Women who don’t feel worthy are 2.5x more likely to dislike the way they look   

compared to women who do feel worthy
• On the contrary, women who do feel worthy are 10x more likely to feel positively   

about the way they look 
• Women who have a negative outlook of their physical appearance are 3.8x more 

likely to feel that they are underrepresented or misrepresented

Through SELFMADE’s assessment of key issues within our mission and vision with 
our stakeholders, we found these obstacles are what prevent them from recognizing, 
prioritizing and nurturing their mental health needs. They block our pathway to 
self-actualization and as a result separate us from our humanity.  
These insights are the foundation of our 2020 - 2023 targets.

ACCESS
NARROW THE GAP TO 

WELLBEING RESOURCES

• high cost entry 
• uncomfortable emotional 

threshold
• shame

• self-indulgent luxury
• absent from vocabulary

• blanket, one size fits all 
approach rather than 
personalized steps

• reliance on instant 
gratification and/or extrinsic 
motivators (gurus/objects)

• reliant on advice given from 
others rather than seeking 
support and tools for 
self-discovery

• obstacles to unlearning 
unhealthy mechanism

• emotionally disconnected
• technologically isolated
• us vs. them -- comparison

• fear of validating one’s 
‘self-worth deficit’

• not learned or unprioritized
• afraid to ask for help

• not role modeled
• unhealthy familial dynamics
• individualism vs. 

community

• need gap isn’t recognized
• fear of uknown
• steps are out of reach

• marketized / productize
• commercialized
• definition is diluted

SELF-CARE

EMPATHY

SELF-
AWARENESS

VULNERABILITY

EMOTIONAL
INTEGRITY

CONNECTION

Issues to Solve For 

VALIDATION
DESTIGMATIZE/NORMALIZE 

FOCUSING ON  MENTAL HEALTH

ADOPTION
BUILD SELF-CARE 

HABITS + PRACTICE
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Our Approach
SELFMADE Real Talks on Human Needs
Taking a look at Maslow’s Hierarchy of Needs, SELFMADE’s products encourage 
tools, resources, and conversations that address the need gaps of stakeholders. We 
build acceptance and highlight the strengths of our diverse community to break down 
the perceived barriers and social narratives based on extrinsic motivators and how we 
choose to show up in the world - starting with the beauty community. 

PSYCHOLOGICAL
NEEDS

SAFETY 
NEEDS

LOVE + 
BELONGING

(OUR SWEET SPOT)

ESTEEM

SELFMADE acknowledges basic human needs and openly talks about 
them through our brand positioning, programming,  and messaging.
We intentionally contextualize these needs as foundational in terms of 
their effect on an individual’s ability to progress toward self actualization.

We prioritize mental health and call out that it is the missing component 
to the overarching idea of ‘health’. Mental health, historically, has been 
stigmatized and/or taken a back seat to physical health. Without 
acknowledging the role that mental health plays in a holistic approach to 
health, society has created a barrier to love and belonging. SELFMADE 
does what others fail to do: we create safe spaces through our community 
building efforts and provide resources to help people explore what it feels 
like to have safety needs met from an emotional perspective. 

Build products and experiences that encourage emotional exploration of 
empathy, vulnerability, and connection.

Expand and nurture our community’s capacity to arm, inspire, empower, 
and celebrate mental health tools and resources.

SELFMADE is built on the belief that the tone of our cultural values need 
to inform a transparent pathway to self actualization. That it isn’t a linear 
journey or a static state of being, but rather an acceptance of being a 
perpetual work in progress connected to our humanity. Our CommonRoom 
App is a pathway to making the template of emotional decision making 
and self regulation transparent for all.

SELF
ACTUALIZATION
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Our Change Mechanisms
Tracking and Measuring Change 
We acknowledge that we are one voice in an ocean of millions speaking up about 
change needed. We are committed to holding ourselves accountable to measuring, 
as well as reporting, on our progress. In doing so, we’ve identified two proxies to track 
change on an individual and societal level. 

INDIVIDUAL MEASURE PROXY: SELF-WORTH
We surveyed 250+ participants to find the baseline correlation between self-worth 
and perception of beauty. Our finding as of March 23, 2020 is that women who do feel 
worthy are 10x more likely to feel positively about the way they look and those who 
have a negative outlook of their physical appearance are 3.8x more likely to feel that 
they are underrepresented or misrepresented. These two elements have been folded 
into the brand’s product development and messaging strategy.  

We will take our next measurement when SELFMADE has existed for a full year
in November 2021.

CHANGE INDICATORS WE ARE TRACKING FOR 2020 - 2023:

SELF
CARE

SELF
AWARENESS

Looks for and 
sees self in diverse 
role models who 

engage with  healthy 
psychology- based 
coping mechanisms

Identifies the need 
for self care as self 

preservation and looks 
inward at current self 

care practices and 
researches POC-
specific practices

Looks for and sees 
self in diverse 

role models who 
engage with  healthy 
psychology- based 
coping mechanisms

Looks for POC 
role models who 

speak openly about 
themselves, their 

vulnerabilities, and 
strengths

Begins to seek out 
self exploration 

questions through 
role models and 
online resources

Looks inward and 
asks where they 

feel safe to explore 
vulnerability and show 

up with emotional 
integrity,exploring  

what healthy 
boundaries look like

Reflects on life and 
takes note of influences 

that have brought 
current patterns / 

beliefs, and begins to 
show vulnerability 

in brave spaces

Takes inventory of 
the communities 

and places they feel 
comfortable speaking 
vulnerably, examines 

the relationship 
between comfort 

and safety

Sees /hears folks 
participate in and 
speak about brave 
spaces, and begisn 
to explore the idea 

of safety and how it 
enables belonging

EMOTIONAL
INTEGRITY
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Our Change Mechanisms
Tracking and Measuring Change (Cont.)
SOCIETAL MEASURE PROXY: REPRESENTATION/PORTRAYAL: 
We are keeping our eyeballs peeled and using tracking tools such as Gender Gap 
Tracker to assess sexist/gendered language in the media portraying women + 
non-binary leaders in beauty and mental health.

Where we are today: Simone Biles + Naomi Osaka. Mic Drop. In all seriousness, a 
report will come when SELFMADE has existed for a full year in November 2021.

CHANGE INDICATORS WE ARE TRACKING FOR 2020 - 2023:

SELF
CARE

SELF
AWARENESS

Hire and elect more 
WOC leaders, 

influencers, etc. as 
role models; shares 
vulnerable stories of 
prioritizing self care, 

and the triumphs 
and stumbles that go 

along with that

Current marketing 
version of self love is 

disrupted/challenged 
by more creative POC 
mental health based 
self care voices, tools 

and resources; and 
communities give 

voice to the power of 
taking the space you 
deserve for self care

More diverse resources 
exist that cater to a 

diverse set of access 
needs including 

having multi level cost 
entry points and the 
conversation about 
self care extends 

beyond transactional 
experiences or tasks

Women and 
non-binary folks 
speak openly in 
public forums 
not historically 
friendly about 

their vulnerabilities 
and vision for 
personhood 

Women and non-
binary folks begin 

to explore the 
hierarchies we 

impose on ourselves 
and speak openly 

about how to break 
them down

Groups investigate 
what has worked in 

the past and what has 
been missing from the 
conversation, including 
understanding safety 

VS. comfort

Folks investigate where 
they want to take up 
more space, and hold 
honest conversations 

about what vulnerability 
looks like in 

measured ways

Seek out more 
intersectionality to 
lift up more people 

at a community level, 
acknowledge and 

validate experiences 
of POC

Creates openings 
for discussion and 

initiatives that 
promote brave spaces 

around emotional 
wellbeing

EMOTIONAL
INTEGRITY
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• Launched two products rooted in Attachment Styles + Resilience
• Launched two editions of the CommonRoom app focused on Attachment 

Styles and Resilience
• Changed to completely free access for all to the optimized Commonroom 

app v. 3 

• Founders donation of $300 to Reclaim the Block
• Partnership and donation of $500 to Sista Afya of Chicago, IL to support 

their work of providing mental health services to Black women in the US
• 6 Mental Health Practitioner Community Members 

(in addition to Advisors)
• In support of AAPI Heritage Month, partnered with REVISIONARY for 

their Impact Initiative and donated 20% of sales from the month of 
May 2021 to the Asian Mental Health Collective

• Juneteenth, LGBTQIA+ Pride and BIPOC Mental Health Awareness Month 
Programming with activists and Mental Health Practitioners:

Our Change Mechanisms
Tracking and Measuring Change (Cont.)
2020 - 2021 COMMITMENT TO INTENTIONAL ACTION:

TARGET ONE 

TARGET TWO

TARGET THREE

Speak directly to all women and nonbinary folks -- especially Black, Indigienous 
and other people of color and those with extra needs.

• Changed our language “womxn” to “women” to respect 
trans inclusivity 

• Grew Junior Advisory Board from 8 members in 2020 to 23 in 2021
• Grew a CommonRoom Beta Community of 350+ users
• Partnered with Gen Z focused community organizations: Parachute Media, 

Global Girlhood, GlamourGals, Girlvana 
• Launched 2 editions of our Digital Zine with stories curated from the 

SELFMADE community based on their lived experiences

Enable capability and skill building in mental health based self care, self 
awareness, emotional integrity  

Expand and nurture our community’s capacity to arm, inspire, empower and 
celebrate mental health tools and resources

TARGET FOUR 

• CommonRoom Progressive Web App and 4 CommonRoom Circles with 
BIWOC Gen Z 

• 3 Launch Events with Mental Health + Wellness Professionals:

Build products and experiences that encourage emotional exploration of 
empathy, vulnerability and connection 

DR. BYRON YOUNG, DR. JESHANA JOHNSON, ROBYN WATKINS, SINIKIWE 
DHILWAYO, NADYA OKOMATO, DR. MARIEL BUQUE, DARIN HARVIN,  ADJOA 
ASAMOAH, MEREDITH KOOP

DEESHA DYER, XAVIER CLARK, SAGE DOLAN SANDRINO, KHARA SCHNEKER, 
M.S., M.ED., LPC, NCC, DR. ALFIEE BREELAND-NOBLE, DR. BYRON YOUNG, 
DR. JESHANA JOHNSON
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Product
SELFMADE is Beyond Clean Beauty, Vegan and Cruelty Free
Our product philosophy is beyond the marketing term “clean beauty”, and is instead 
based on the mindful evaluation of emerging research and grounded in meeting the 
physical, mental, and emotional needs of the consumer through transformational 
products and experiences. We celebrate mental health by centering healing and 
emotional wellbeing at the core of our product and formula development. 

WE DEVELOP WITH OUR UNIQUE UNDERSTANDING OF HOW THE CONDITIONS OF MENTAL HEALTH AND 
EMOTIONAL WELLBEING AFFECT YOUR SKIN AND BODY FUNCTION. THIS MEANS:

• Developing products with our mental health experts that take into account 
generational trauma and epigenetics to encourage healing and behavior change

• Focusing on the benefit areas of hydration, de-stressing, restoring, protecting, and 
fun in order to equate homeostasis and with emotional regulation (i.e. taking care of 
our largest organ that protects us - skin - so it may continue to serve us)

• Addressing emotional and physical concerns of stress manifestations in the body 
(i.e. discomfort, moisture barrier, acne-adjacent)

• Diving deeply into psychological concepts and their applications before and 
throughout product development in order to avoid marketing gimmicks

• Deploying active ingredients that are clinically proven to address internal and 
external stressors and their effect 

• Investing in clinical testing, both instrumental and perception, to validate product 
and formula claims

WE APPROACH OUR INGREDIENT PLATFORMS HOLISTICALLY WITH INTEGRITY. THIS MEANS:

• Active ingredients that address mental health related concerns such as stress in 
skin, scalp and intimate areas

• We strive to use leading active ingredients and technologies at active levels and 
strongly discourage fairy dusting for the use of marketing 

• We look for ways to become more sustainable by selecting biodegradable and 
renewable materials wherever possible 

WE CONSCIOUSLY CREATE FORMULAS FREE OF:

• CMR’s (substances that are carcinogenic, mutagenic or toxic to reproduction)
• Environmental toxins
• Chemical hormone disruptors 
• Usual suspects: sulfates, parabens, formaldehydes, and harsh alcohol 

WE INVEST IN A CONSCIOUS SUPPLY CHAIN NETWORK I.E.:

• 100% biodegradable and sustainable bamboo grit that does not bioaccumulate 
• Sustainable sourcing of cedarwood, rather than over harvested palo santo, 

for our “Palo Santo-inspired” fragrance 
• Upcycled Gin for an alcohol source 
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Sustainability
SELFMADE <3’s The Environment, a lot 
No greenwashing here and using recycled packaging is now just the bare minimum. 
We are looking at sustainability from top to bottom to ensure we are not only reducing 
waste, but are also being thoughtful and intentional with every step of the supply chain. 

MANUFACTURING:

• Formulated and manufactured in USA
• Offices and manufacturing spaces are 50% solar powered
• Development, manufacturing, filling, and assembly are all under one roof to minimize 

transportation and decrease carbon footprint
• Manufacturer uses cold processing for less energy usage and minimal 

carbon emissions

PACKAGING:

• Source from North America and Europe to minimize carbon footprint
• Use the most sustainable materials (i.e. glass) and/or highest percentage of 

Post-Consumer Recycled Resin possible 
 Secure Attachment Comfort Serum+ packaged in glass 
 True Grit Resilience Scrub packaged in 65% PCR material Self Disclosure 
 Intimacy Serum packaged in glass 

• Cartons are FSC certified and 100% recycled material 
• Q4 2020, packaging production created 234 glass bottles deemed outside of our 

vendor’s quality assurance due to superficial imperfections. We asked our vendor to 
ship the imperfect bottles to fulfill and used the “imperfect” bottles as giveaways. 

• Q2 2021, the secondary packaging (outer carton) for Secure Attachment was 
printed too light due to human error. Instead of reprinting we opted to use the box 
instead creating waste. Rather than stickering over on the box (which reduces 
the ability to recycle), we opted for an insert that speaks to the printing mishap, 
and legibly lists ingredients.,Q2 2021, glass packaging for our third product was 
accidentally contaminated and no longer viable for safe usage. Instead of scrapping 
the glass, we asked our vendor to give us the 3000 bottles to donate. We paid to 
ship the bottles in donation to Materials for the Arts, NYC Cultural Affairs. The total 
of this in kind donation was $2,341. 

MAILER PACKAGING:

• Sourced from FSC certified facilities and are made from materials that are at least 
52% recycled material

• Boxes are 100% recyclable. We intentionally print simple designs that require little 
ink to increase the ability to be accepted into the recycling process

• All paper is made from recycled materials
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Sustainability
SELFMADE <3’s Humans 
We are committed to building a totally new table when it comes to re-writing societal 
narratives. Therefore it is imperative to have a diverse set of perspectives in order to hold up 
the highest standards of inclusivity. For us at SELFMADE this holds true from our employees, 
contractors, advisors, interns, all the way to our investors.. 

EMPLOYEES + CONSULTANTS:

WHERE 
WE ARE
(2021)

60% BIPOC
40% WHITE
80% FEMALE IDENTIFYING
20% NON BINARY
0% MALE IDENTIFYING

66% BIPOC
33% WHITE
60% FEMALE IDENTIFYING
30% NON BINARY
10% MALE IDENTIFYING

WHERE 
WE WANT

TO BE
(2023)

PROFESSIONAL DEVELOPMENT:

• 360 Founder Performance Reviews 
• Individualized coaching for two founders and two employees 
• Creative department coaching for capacity building   

PSYCHOLOGICALLY SAFE WORKING ENVIRONMENT:

• All team value and behavioral norms co-creation
• Brene Brown’s Dare to Lead BRAVING Trust Workshop
• Quarterly Weeks of Rest to prioritize mental health and rest
• Team Racial Bystander Intervention training
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People
SELFMADE <3’s Humans (Cont.)
JUNIOR ADVISORY BOARD 
Our Junior Advisory Board serves as Gen Z experts for a year with the SELFMADE helping 
to shape and mold the brand experience.

ADVISORS

WHERE WE 
STARTED

(202O)

8 MEMBERS

8 MEMBERS

78% BIPOC
22% WHITE

57% BIPOC
43% WHITE

100% FEMALE IDENTIFYING
0% NON BINARY

0% MALE IDENTIFYING

57% FEMALE IDENTIFYING
43% MALE IDENTIFYING

100% FEMALE IDENTIFYING
0% NON BINARY

0% MALE IDENTIFYING

17 NEW MEMBERS, 6 RETURNING MEMBERS

78% BIPOC
22% WHITE

WHERE 
WE ARE
(2021)
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People
SELFMADE <3’s Humans (Cont.)
INVESTORS

BIPOC VENDORS WE HAVE COLLABORATED WITH 2020 - 2021

2021 STATISTICS 

88% WHITE
29% FEMALE-IDENTIFYING

ON AVERAGE 48 YEARS OLD WHEN THEY 
MAKE THEIR FIRST ANGEL INVESTMENT

• Garnish, Creative Production Vendor 
• Empyre 9, Merchandise Vendor
• Carribean Natural, Ingredient Vendor 
• Sinikiwe Dhliwayo, Director
• Julia Ngeow, Director 
• Eileen Yoon, Director of Photography
• Ley Comas, Sound
• Eva Cruz, Video
• Stephanie Guzman, Photography 
• Laura Velasquez, Video Editor 

60% BIPOC
40% WHITE

60% FEMALE IDENTIFYING

NEARLY 50% ARE GEN Z + MILLENNIALS

SELFMADE STATISTICS
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“Our opinions and thoughts as SELFMADE 
Junior Advisory Board members have been 
incorporated in all current and future projects. 
I feel like we are truly being heard and are 
valuable members of the team...  

Now because of SELFMADE, I have become 
more aware of my mental health as I view the 
beauty industry from a different perspective. 

I focus on inclusivity, empowerment, and 
whether this is truly benefiting my self-care.” 
- SELENA BRIDGES, SELFMADE JAB MEMBER ‘20-’21




