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Good Eats
From cookie dough with adaptogens to maca-infused granola, the worlds of functional 
foods and beauty are becoming increasingly intertwined. For more, see pages 6 and 7. 

PLUS: Maly Bernstein’s rejuvenation plan for Bluemercury and a beauty insider tells all. 
ILLUSTRATION BY LUCY TRUMAN
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NEWS FEED

RARE BEAUTY BRANDS has 
added a third brand to its portfolio.

The company has acquired Dr. 
Dana Beauty, a nail care brand, from 
Nu Skin Enterprises Inc. Financial 
terms of the deal were not disclosed.

Dr. Dana Beauty, named for 
founder Dr. Dana Stern, is known for 
its nail renewal system, which retails 
for $33. Stern's private practice 
specializes in nail health, which she 
said is one-of-a-kind in the U.S. Stern 
will also be joining Rare Beauty 
Brands' board of directors.

"I'm apparently the only 
dermatologist in the country whose 
entire practice is devoted to nails," 
she said, adding that she created 
the brand because "my patients 
were coming to me with issues 
that weren't being solved with 
the products available to them in 
brick-and-mortar retail, or even 
prescription-wise."

Chronic issues the brand addresses 
include brittle nails, which include 
nails that break, peel, ridge or take 
long to grow. "Most of the products 
that my patients were bringing to my 
office were clear nail polishes being 
marketed as strengtheners, and a lot 
of them had toxic ingredients that 
were exacerbating the condition," 
Stern said.

Although the proposition  
may be niche, Dr. Dana Beauty  
met Rare Beauty Brands' criteria  
for an acquisition. "When I think 
about a Rare Beauty brand, I think 
of three pillars: Is it pushing the 
limits of efficacy and conscious 
beauty, is it based on an unmet 
need, and is it really strongly 
differentiated," said Chris Hobson, 
president and chief executive 

officer of Rare Beauty Brands. "Nail 
health has historically been an 
afterthought for color brands. But 
here, it's bringing the sophistication 
of skin care into nail care."

As previously reported by WWD, 
nail care benefited strongly from 
the coronavirus pandemic, posting 
sales gains.

Rare Beauty Brands has been in 
expansion mode after relaunching 

Plant Apothecary earlier this year. It 
also owns Patchology, which Hobson 
founded. "Rare Beauty Brands is 
a profitable, cash flow-positive 
company with no equity or raise, 
and Dr. Dana Beauty fits this notion 
of taking a really good, foundational 
brand and plugging it into our 
operating system," Hobson said.

Hobson sees room for opportunity 
with the brand's distribution, which 
has been historically kept to Stern's 
office and Nu Skin's website. "We 
are unapologetically omnichannel 
— we believe in d-to-c, we believe 
in Amazon and have really strong 
capabilities, but we also believe 
physical retail isn't going away," 
Hobson said.

"We have 6,000 doors of prestige 
and specialty distribution with 200 
retails in 50 countries. We're able 
to take a brand like Dr. Dana with 
amazing DNA and plug it into our 
distribution system and enable it to 
grow much faster," he continued.

To that end, Stern agreed, saying 
distribution was the "biggest 
challenge with scaling" the business. 
"Rare Beauty Brands has a lot of 
experience building some really good 
distribution strategies and networks. 
To me, that's always been the biggest 
challenge as a smaller brand."

"MENOPAUSE BEAUTY" brand 
Pause Well-Aging is raising a seed 

round led by Swiftarc Ventures.
Pause Well-Aging's founder, 

Rochelle Weitzner, said that the $3 
million round is nearly closed, and 
will be used primarily for marketing 
and clinical testing. The company 
has "left some room for additional 
strategic investors," Weitzner said. 
"We're about 85 percent closed, 
we're just now very selective about 
who we're going to wrap up with."

Pause Well-Aging's products 

include a Refillable Cooling Mist Kit, 
$95, Hydrating Cleanser, $32, 4-in-1 
Micellar Cleansing Treatment, $28, 
Collagen Boosting Moisturizer, $72, 
Fascia Stimulating Tool, $115, Detox 
Serum, $85, Eye Renewal Treatment, 
$78, and Complete Face Serum, $85.

The products aim to meet the 
needs of consumers who are in 
the three stages of menopause. 
The cooling mist, for example, was 

launched when Weitzner had a hot 
flash, and other products are meant 
to address diminished collagen 
production in the skin. "It's about, 
what are those pain points associated 
with the hormone shifts," she said.

The capital from the fundraise 
will be used for clinical testing, 
which the brand has already started 
doing "to actually prove out the 
efficacy of these products," Weitzner 
said, as well as marketing that 
efficacy to potential customers. 
Pause Well-Aging will look to ramp 

up marketing via traditional 
publications, Facebook and 
Instagram, Weitzner said, because 
that is where their customer is.

"It's really about brand awareness," 
Weitzner said. "We need people to 
understand that we exist, there are 
products for them. This demographic 
has just been ignored for so long, 
and there are some hurdles we 
faced when we very first launched 

the company around getting our 
message out."

When Pause Well-Aging launched, 

Weitzner said she had a hard 
time getting mainstream press. 
"They didn't want to write about 
menopause because they didn't 
want their readers to feel bad about 
themselves," she said. "My response 
to that was, 'well, I think you're doing 
a tremendous disservice to your 
readers because people want to know 
what to expect.'"

These days, the taboo around 
menopause has started to lift, and 
Weitzner said she has seen more 
companies entering the "menopause 

beauty" space. "I don't love that 
name, I really want to change the 
category to something like 'glamour 
beauty' or, I don't know, but it does 
need a name," she said. "We started 
this conversation, and we had to 
really break down barriers that then 
allowed other companies to follow 
behind us."

Swiftarc recently launched a $10 
million fund to invest in early-stage 
companies. As part of the firm's fund, 
it also created a beauty counsel that 
includes Abigail Posner of Google and 
Alexandra Wilkis Wilson, the founder 
of Gilt, who are available to help 
advise investment companies.
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