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Episode 11: Myths, Facts and Claims


This last episode has two halves, and the first is a rapid run through the myths both markets believe, each followed by what the evidence says and how strong that evidence is, so you can answer any buyer, client or creator in a sentence. The second half sets out each brand’s product facts as they stand on our files today and draws the line between claims you can make, claims you can make only with more evidence, and claims that carry legal or reputational risk. Treat this episode as the one you come back to before approving a page.




Myths in the men’s market

The first myth is that sweat smells. Fresh sweat has no smell, and bacteria make the odor over hours from odorless precursors, which is established by classic experiments from 1953 onward and by enzyme-level studies since 2003.

The second myth is that antiperspirant causes breast cancer. The best human studies and a 2024 pooled analysis of seven case-control studies found no association, absorption through intact skin is around one hundredth of one percent, and the National Cancer Institute, the American Cancer Society and Cancer Research UK see no established link. One small Austrian study found a signal in women who applied products several times a day from before age thirty, and it has not been replicated.

The third myth is that aluminum causes Alzheimer’s disease. The Alzheimer’s Association says studies have failed to confirm any role, and the one antiperspirant-specific study relied on relatives’ memories.

The fourth myth is that the first weeks off antiperspirant are toxins leaving the body. Sweat removes a trivial share of the body’s pollutants, and what is measured in those weeks is bacterial regrowth over days two to five and a reorganised community over the following weeks, in two small studies of seventeen and nine people.

The fifth myth is that natural deodorant makes you sweat more. It cannot add sweat; the antiperspirant was reducing it, so a man who stops feels his normal amount again.

The sixth myth is that the body gets used to a deodorant, so you should rotate brands. No study shows armpit bacteria developing tolerance to a deodorant, and dermatologists who comment on it point instead to hormones, season, buildup, irritation and reformulation. The adaptation that does happen is in the nose, which stops noticing a familiar scent.

The seventh myth is that baking soda is gentle because it is natural. It is alkaline, at a pH of about eight point three, it dissolves in sweat, and it sits on skin that prefers acid, so it is a plausible irritant on shaved skin, though no trial has measured how often it causes a rash.

The eighth myth is that alcohol sprays damage the skin. A 2007 study found alcohol stings far more than it damages the barrier, and the burn on a fresh shave is mostly a nerve signal, because ethanol lowers the firing temperature of the skin’s heat-pain receptor below armpit temperature.

The ninth myth is that probiotic deodorants add good bacteria. Most products that say probiotic contain ferment filtrates, which are made by bacteria but contain no live organisms, and the few small trials of real bacterial creams are industry-linked and measured bacteria rather than odor. Out There’s own science file forbids the word probiotic for its products.

The tenth myth is that shaving the armpit stops odor. Shaving does reduce odor, but the effect is small and fades within about a day, according to studies from 1953, 2012 and 2016.

The eleventh myth is that diet decides how you smell. Diet has a measurable but modest effect, and the studies disagree on direction for meat, while fruit and vegetables lean toward more pleasant odor in one study.

The twelfth myth is that East Asians do not need deodorant. Many carry the gene variant that switches off most armpit odor, nearly all Koreans and most Japanese, and yet in a British study seventy-eight percent of people with that variant still used deodorant, which shows the habit is cultural.

The thirteenth myth is that clay and vinegar armpit masks pull out toxins. There is no evidence for it; at most they clean and briefly change skin acidity.

The fourteenth myth is that yellow stains come from sweat alone. The usual explanation is aluminum salts binding with sweat proteins and oils in the fabric, though the exact chemistry is not settled, and switching off antiperspirant often reduces the stains.

The fifteenth myth is that any shirt is fine. Polyester held more odor than cotton after exercise in a 2014 study, with a different bacterium growing on it, so gym clothes can smell worse than the armpit that wore them.




Myths in the dark underarm market

The sixteenth myth is that dark underarms are dirt. The colour is melanin in the outer skin, laid down after repeated irritation or present constitutionally in darker skin. The one exception is a buildup condition called terra firma-forme dermatosis, which wipes off completely with rubbing alcohol, and that exception is the reason a cotton pad sometimes comes away grey.

The seventeenth myth is that the razor alone makes underarms dark. Every hair removal method, shaving, plucking and waxing, inflames the underarm after a single session, the darkening builds from repetition, and many women who never shave are dark anyway because of constitutional pigment.

The eighteenth myth is that aluminum darkens the armpits. A search of the medical literature found no study showing direct pigmentation by aluminum, and its only plausible route is irritation, which any product can cause.

The nineteenth myth is that lemon lightens the underarm. Lemon and lime contain compounds that react with sunlight and can cause burn-like reactions leaving brown marks for up to a year, and their acid stings shaved skin.

The twentieth myth is that dark underarms always mean diabetes. Acanthosis nigricans, the velvety, thickened darkening linked to insulin resistance, is real and common in some groups, and it looks and feels different from the flat brown of post-inflammatory pigment. A woman with thickened, velvety skin in several folds should see a doctor, and a woman whose bloodwork is normal and whose darkness is flat and limited to the armpit is most likely looking at irritation or constitutional pigment.

The twenty-first myth is that a stronger acid works faster. On this skin, stronger usually means more irritation, which means more pigment, and hydroquinone irritated eighty-two percent of women in one underarm trial.

The twenty-second myth is that brightening shows in two to four weeks. Texture can change in about four weeks, while colour in the underarm was measured at nine weeks in the only placebo-controlled trial, and a review of forty-six studies in skin of colour put the earliest graded improvement at about twelve weeks, partial rather than complete.

The twenty-third myth is that results are permanent. Niacinamide’s effect drifted back when people stopped in the one study that followed them, so the result lasts as long as the habit.

The twenty-fourth myth is that kojic acid is safe for everyone because it is natural. It can sensitise skin, one small series found five of eight users reacting on patch tests, and the European Union limits it to one percent in face and hand products.

The twenty-fifth myth is that hydroquinone is an over-the-counter option in the United States. Over-the-counter hydroquinone was removed by the CARES Act in 2020, products had to leave the market by September of that year, and the Food and Drug Administration sent warning letters to twelve companies in 2022. Hydroquinone remains available in the United States by prescription.

The twenty-sixth myth is that laser hair removal darkens dark skin. In a study of two thousand three hundred and fifty-nine alexandrite laser patients, temporary darkening occurred in seven tenths of one percent, and dermatologists often recommend laser for women whose darkening is driven by shaving.




Out There’s product facts

These are the facts as they stand in offers/outthere/brief.md and its research files. Out There is a joint venture of Nyjah Huston and Concept Brands of Los Angeles. It sells a Clean Body Deodorant stick in Santal Vetiver, Bergamot Wood, Japanese Shiso, Tonka Amber and Pinewood Mint, and a Clean Body Deo-Spray in the first four of those scents, at nine dollars and ninety-eight cents each, with free shipping over nineteen dollars, thirty-day returns at the buyer’s expense, and no stated guarantee. The stick’s ingredients begin with propylene glycol, water, sodium stearate and glycerin, and include tapioca and corn starch, zinc ricinoleate, a radish root ferment filtrate, aloe, sea moss extract, arginine, citric acid and fragrance. The spray’s ingredients are denatured alcohol, triethyl citrate, fragrance, a yeast ferment, glycerin, aloe, ethylhexylglycerin and sea moss extract. No percentages, finished pH, odor panel, irritation test or alcohol percentage are on file. The brand has fourteen unverified five-star ratings on its site, a Walmart footprint of more than six hundred and thirty stores, and no Meta advertising history.




What Out There can say, and what it cannot

The evidence allows Out There to say that sweat has no smell and that skin bacteria make the smell over hours, that the smell builds through the day, that the nose stops noticing a smell worn all day, that perfume mixes with body odor rather than erasing it, that quitting antiperspirant lets sweat return and bacteria regrow within days, that ethanol cut underarm odor for up to twenty-four hours in controlled trials and stings on shaved skin, that baking soda is alkaline and dissolves in sweat, and that Out There contains no aluminum and no baking soda and the stick contains no alcohol.

Several claims need more evidence before they run. The site’s up to forty-eight hour odor protection has no panel behind it, and the published outer point for these ingredients in other formulas is twenty-four hours, so it needs a sniff panel in the style of the industry standard method at eight, twelve and twenty-four hours or more. Neutralises odor at the source needs support, because the literature on zinc ricinoleate says its mechanism is not known. And pH-balanced cannot run for the stick until the finished pH is measured, because its base is a soap, and soap gels are made alkaline.

Some claims should not run at all, whatever evidence arrives. Any sweat or wetness claim makes the product a drug and has no mechanism behind it; the advertising self-regulation body NAD and its appeals board told Native in 2019 to drop moisture-absorbing claims built on ingredient tests alone. Aluminum causes cancer or Alzheimer’s, detox, toxins and the claim that antiperspirants make you smell worse are unsupported or contradicted. Probiotic and balances the microbiome misdescribe ferment filtrates and have no formula data. No skin irritation, for sensitive skin, hypoallergenic and gentle cannot run while every product carries fragrance, the stick carries propylene glycol and the spray carries ethanol and ethylhexylglycerin, and no finished-product test exists. Our research also found two housekeeping problems that would undermine any claim: the spray’s product page describes stick ingredients that the spray does not contain, and placeholder text is live in parts of the site.




Doe’s product facts

These facts come from offers/doe-deodorant/brief.md. The product is the Doe Beauty Vanilla and Bergamot Brightening Deodorant, a seventy-five gram stick, free of aluminum and baking soda. The ingredient list on the page includes coconut and plant oils and waxes, tapioca starch, triethyl citrate, niacinamide, magnesium hydroxide, fragrance, a ferment filtrate, phenylethyl resorcinol, ginger root, bilberry and sugar cane extracts and kojic acid, with a manufacturer’s placeholder still showing in the middle of the list. Mandelic acid is claimed in the copy and missing from the list, and no percentages are known. The page offers thirty-day hassle-free returns and a money-back guarantee. The price ladder runs, since the fourth of November, from buy one get one free at thirty-nine dollars and ninety-five cents up to buy three get three free. The client’s own panel tested thirty-three people for four weeks with self-assessment only, and reported that ninety percent said their underarms looked brighter, ninety-four percent said dark spots had faded and ninety-one percent said the skin was smoother. There is no control group and no instrument measurement. The page has carried a static line reading four point nine stars from seven hundred and twelve reviews, while the review platform shows zero real reviews for the product.




What Doe can say, and what it cannot

The legal frame for Doe is the line between a cosmetic and a drug. In the United States a product’s intended use decides which it is, so a claim to treat a condition, or to change the body’s structure or function, makes it a drug. Lightens skin and treats hyperpigmentation point toward a drug; brightens the look of underarms stays on the cosmetic side. Separately, the Federal Trade Commission’s health products guidance from December 2022 says health benefit claims generally need randomised, controlled human trials, and that laboratory, animal and anecdotal evidence is generally not enough. The Modernization of Cosmetics Regulation Act of 2022 requires brands to report serious adverse events within fifteen business days and to keep safety substantiation, with enforcement from July 2024. And the Commission’s 2024 rule on fake reviews and testimonials makes the static seven hundred and twelve reviews line a real exposure, which our brief already lists for the client to remove or replace.

Within that frame, Doe can say that the darker colour under many women’s arms is pigment the skin lays down after repeated irritation, that every hair removal method irritates the underarm, that a published placebo-controlled trial found four percent niacinamide lightened darkened underarms over nine weeks, presented as a published trial and never as Doe’s own result, that the product is free of aluminum and baking soda, that texture changes come first and colour takes around three months, and that the effect lasts while the care continues. The client’s panel can be quoted only in its own form, as a share of thirty-three participants who agreed with a statement after four weeks.

Doe cannot say that the product removes, erases or clears dark underarms, that results are permanent, that aluminum or antiperspirants cause dark underarms, that baking soda causes rashes in twenty to thirty percent of people, that magnesium hydroxide is clinically proven to control odor, that the product reduces sweat, that phenylethyl resorcinol is ten times better than kojic acid, that kojic acid is non-irritating or safe for all skin, that mandelic acid is proven for underarm darkening, that the client panel shows a pigment change, that the product treats acanthosis nigricans, erythrasma or any medical cause, or that the trial’s numbers are Doe’s results. Gentle and no-sting claims, and any line about use on freshly shaved skin, wait on the kojic percentage and a patch test. The fragrance needs one more answer, because bergamot oil is a known photosensitiser, so the client has to say whether the scent is a fragrance blend or essential oil and at what level. And any plan to sell in the European Union or the United Kingdom needs a legal check first, because the current European rule lists kojic acid only for face and hand products at up to one percent.




The ethical line for Doe

The last rule is about respect rather than law. Doe’s brand guidelines ban the words dirty, embarrassing, fix, whitening and bleach, and any suggestion that dark underarms need fixing, and the corpus explains why. The most liked comments in the whole Doe market belong to women saying the colour is normal and asking brands to stop selling them whitening, and those same women fill the comment sections asking which product works. Both groups are the same buyer at different moments. The pages that can hold both truths, that her skin is normal and that she is allowed to want it to match her arm, and that her darkness was never her fault, are the pages that will earn her trust. Treat that as a commercial requirement as well as an ethical one, because this audience reads every frame of every before and after, and it remembers the brand that talked down to it.

With this episode the course is complete, and the cheat sheet in this folder condenses each brand onto a single page, the sources file lists every study and file behind each episode, and the books file ranks the reading that would deepen each part.


