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A Wild Ride
For Lisa Rinna and other female entrepreneurs who launched their brands just as the 
pandemic spread across the globe, it’s been a year of adaptation — and growth, too. 
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THE BUZZ

¬ Call it the best kind of birthday 
gift. On March 19, which also 
happens to be the birthday of 
Leonard A. Lauder, the Estée 
Lauder Cos. Inc. will officially 

rename the ELC Archives. It will 
now be known as the Leonard A. 
Lauder Estée Lauder Companies 
Archives, in honor of Lauder. Open 
to company employees and family 

members, the Archives  
is a treasure trove of the  
business, which is celebrating 
its 75th anniversary this year.  
The collection includes everything 
from original packaging to 
personal mementoes and family 
letters, advertising concepts 
 to the cocktail napkins on  
which Estée Lauder herself  
jotted down some of her most 
notable ideas. All of the business' 
brands are represented — there's 
even the corset RuPaul wore for 
MAC's first Viva Glam campaign. 
Leonard A. Lauder, who created 
the Archives 30 years ago,  
tapped into their rich history  
while working on his recent 
bestseller, “The Company  
I Keep: My Life in Beauty.”  
— Jenny B. Fine

¬ Maybelline has named Storm 
Reid, the 17-year-old “Euphoria” 
actor, its latest spokesperson.

Although Reid joins a robust 
lineup of former spokespeople, the 

actor’s appointment does mark a 
departure for the brand. “We have 
traditionally used models like Gigi 
[Hadid],” said Amy Whang, senior 
vice president of U.S. marketing 

at Maybelline. “But in a lot of our 
advertising, we’ve tapped into new 
talent. We wanted to align ourselves 
with a spokesperson that really 
resonated with the Generation Z 
consumer.”

Reid will also be working with 
the brand on its Brave Together 
mental health initiative. “Cause is 
something that’s so important to 
Generation Z, and they’re looking for 
brands to do more in making change 
and community. We want to bring 
more meaningful and purpose-
driven initiatives for the consumer,” 
Whang added.

Reid sees the partnership as 
an open dialogue between both 
parties. “When I was having 
preliminary conversations with the 
brand, way before I became a part 
of the family, I just knew that if I had 
the opportunity to be a part of the 
family that I would be nurtured, I 
would be respected, my ideas would 
be listened to, and it would be a true 
collaboration,” Reid said.

Whang said Reid will also act as  
a one-woman focus group for how 
to best reach the newest generation 
of consumers, noting “We’re also 
partnering with her to see where 
her head is at, and what we can do 
as a brand to connect authentically 
with Generation Z.”

That doesn’t mean Reid is 
 relieved of usual spokesperson 
duties, however. “You’ll be seeing 
Storm in our new launch, coming in 
a couple of months. We’re launching 
a tinted moisturizer that’s really 
targeted towards this Generation Z 
consumer, and she’s going to be  
the face,” Whang said.  
— James Manso

Maybelline Taps Storm Reid

Leonard Lauder's Birthday Surprise

Storm Reid is 
Maybelline's newest 

spokesperson.
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By The 
Numbers: 
Global 
Markets in 
The Year 
Ahead 
Data from Euromonitor 
indicates growth — and 
decline — for the next 
several years in key global 
markets. BY JAMES MANSO

ALTHOUGH THE global recession 
in 2020 was more minor than 
expected, data from Euromonitor 
anticipates key global markets 
to still rebound. According to its 
latest Global Economic Forecasts 
report for the first quarter of 2021, 
real gross domestic product only 
shrunk 3.6 percent. By contrast, 
2021 is expected to see global 
real GDP grow 5.6 percent, with 
growth in 2022 anticipated to be 
around 4 percent.

As evidenced, the coronavirus 
is the largest component in 
determining an economy’s 
recovery. In the U.K., for example, 
public restrictions knocked 
a percentage point off of the 
country’s forecast. Conversely, 
in the U.S., the recently passed 
stimulus package was the biggest 
factor in determining the country’s 
growth. Here, see the world’s 
advanced economies, ranked by 
percent projected growth in 2021.

1. spain  
5.5 percent

2. france  
5 percent 

3. u.s.  
4.7 percent

4. italy  
4.2 percent

5. eurozone  
4.1 percent

6. united kingdom  
4 percent

7. canada  
4 percent

8. germany  
3.3 percent

9. south korea  
3 percent

10. japan  
2.3 percent

FASTEST-GROWING 
ADVANCED ECONOMIES, BY 

PROJECTED GROWTH IN 2021
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ZERO-WASTE BEAUTY BRAND 

Loli Beauty is taking its plastic-

negative, organic, food-grade product 

philosophy to Ulta Beauty.

The brand, which has been solely 

direct-to-consumer, launched with 

Ulta Beauty this week, in select 

stores and online. According to 

founder Tina Hedges, scaling her 

business while maintaining her zero-

waste philosophy took some heavy 

workarounds.

“One of our challenges was how 

do we launch a zero-waste beauty 

brand in-store where your secondary 

packaging is so crucial to telling your 

story and messaging,” Hedges said. “It's 

not about minimizing your footprint, 

but we didn't want to resort to pulp 

shrink-wrapped in cellophane and 

plastic vacuum trays, or any of that.”

“My attitude is always, where 

there’s a will, there’s a way. I really 

had so much pushback, people saying 

‘Why don’t we just do recycled paper 

packaging?’ We have a commitment 

to be tree-free, and not just for us, but 

for the planet,” Hedges continued.

The entrepreneur found her solution 

at a vegan meat-substitute producer, 

which grows mushrooms for meat 

alternatives. “They have an offshoot 

of their business, which is growing 

the mushrooms into packaging,” she 

said. “Then, we found someone who 

is upcycling hemp fiber to make the 

paper for us to wrap the mushroom 

trays in. It is 100 percent worm food.”

Ulta is taking the brand’s entire 

line online, and an assortment of 

stockkeeping units in 360 doors. 

Loli Beauty also meets all of Ulta’s 

Conscious Beauty criteria.

As part of the launch, the brand 

is also launching a new product, 

its first zero-waste, waterless, 

alcohol-free acne treatment. “We 

have clinicals that show it kills acne 

vulgaris bacteria for eight hours. So, 

we’re going after real, clinical skin 

conditions but from a zero-waste, 

clean perspective,” Hedges said.

The product, called Arnica 

Elderberry Jelly All Day Mask-ne and 

Spot Rescue, retails for $28. Industry 

sources estimate sales to reach 

between $1 million and $2 million for 

its first 12 months on the market.

The brand’s waste-free expansion 

into Ulta comes after a year of 

explosive growth, with Hedges saying 

the business skyrocketed 1,000 

percent in 2020. She added that 

the brand started thinking about 

wholesale accounts in a meaningful 

way at the end of 2019, when she felt 

consumers were finally catching on to 

her brand purpose.

“Quite honestly, we were a year 

too early in 2018,” Hedges said. “The 

marketplace did not care about clean, 

conscious, sustainable or zero-waste 

beauty. We would talk about how we 

upcycle from organic food suppliers, and 

whether it was editors or it was retailers, 

no one understood it,” she said.

Hedges, who said that her mission 

is to “clean up the dirty business 

of beauty,” launched Loli as a self-

funded start-up in 2016 after time 

working for the Estée Lauder Cos. 

Inc., L’Oréal and LVMH Moët 

Hennessy Louis Vuitton.

Loli Beauty Brings Zero-Waste 
Packaging to Ulta Beauty
The zero-waste beauty brand’s new packaging maintains its eco-friendly 
status while scaling up to meet demand. BY JAMES MANSO

IT’S PRETTY straightforward to 

trace the olfactive heritage of a perfume 

house, but not so much that of past 

civilizations. Odeuropa is setting out to 

fix that, with a new project focused on 

exploring Europe’s odoriferous past.

“It’s really smells in general, 

including industrial odors, body 

odors…of cities, animals, commodities 

and perfumes,” explained Caro Lisette, 

a scent historian and manager of 

Odeuropa’s olfactory events. “They are 

part of the whole landscape of odors. 

What we will do is study historical 

smells — smell narratives — from the 

1600s until the 1920s.”

The research venture, focusing 

on areas in Europe where French, 

Slovenian, Italian, German, English, 

Dutch and Latin were spoken, 

obtained 2.8 million-euro backing 

from the EU Horizon 2020 program. 

Called Negotiating Olfactory and 

Sensory Experiences in Cultural 

Heritage Practice and Research, the 

initiative uses artificial intelligence 

to look into the importance of scents 

and smelling in order to better 

understand how odors have shaped 

communities and traditions.

AI will help computers virtually 

“see smells.”

“Artificial intelligence experts, both in 

the domain of language and images — 

in paintings — will teach the computer 

to recognize smell-related words and 

events in texts and images. So we’ll 

bring new images, [information] to the 

surface, but also, of course, new smells 

— or ‘new old’ smells,” said Lisette.

Machine learning is being 

coupled with computer vision plus 

computational linguistic experts. Then 

semantic web experts and cultural 

historians will assemble an archive of 

the smells and their meanings, which 

will be accessible to the public online.

Just three months in, Lisette 

has been fascinated by how many 

olfactory objects pop up in art, 

though they’re not documented 

as such thus far by museums. 

Pomanders, for instance, are often 

just viewed as jewels, rather than 

specifically smell-related items.

Over the next three years, some of 

the identified scents will be revived by 

heritage scientists and International 

Flavors and Fragrances perfumers. 

About a dozen reconstructed odors 

will be shared in museums through 

events, starting this fall.

“For example, connect paintings 

to olfactory tours with the aim of 

telling different stories about Europe 

by creating smell communities, 

bringing people closer together when 

they smell things,” said Lisette. “[It 

enhances] inclusivity.”

And accessibility: Blind people, for 

instance, will be able to get in touch 

with their heritage through their 

sense of smell.

“When you smell something, you 

feel much more connected to the past,” 

said Lisette. “It will be like wearing a 

new pair of glasses that allows you to 

look at history from the perspective 

of the nose. So then you might end up 

with different stories, and that’s what 

really interests us, as well.”

Seven countries and six academic 

institutions in Europe are involved. 

Odeuropa’s findings will be shared with 

policy-makers, such as UNESCO, too.

“Because this is a heritage that 

needs to be protected,” said Lisette. 

“And then our project hopefully will 

propel new projects in the future…in 

different parts of the world.

“Smells disappear as we speak,” 

she continued. “So it’s important to 

safeguard them. Because of our different 

cultural backgrounds, we perceive and 

evaluate smells very differently. That’s 

something you also need to document.”

Mining 
Europe’s 
Smelly Past
Odeuropa is on a quest 
to find lost scents from 
the 1600s to 1920.  
BY JENNIFER WEIL

Loli Beauty

Leather-covered 
perfume case, 

Netherlands, 
1671-1700. 



The grant program presents opportunities for innovative entrepreneurs 
whose products and services will advance the retail industry.

P O W E R E D  B Y :

UNILEVER PRESTIGE AND WWD PARTNER TO LAUNCH: 

Project Connect—Bridging 
the Digital Divide

U
nilever Prestige and  
WWD have announ-
ced a new initiative to 
showcase next-gener-
ation business lead-
ers whose products, 
services and solutions 

provide industry advancements that 
involve the connection between technol-
ogy and the human touch.

COVID-19 has undoubtedly caused 
immense acceleration in technology in 
every aspect of life including everyday 
interactions – proving that in a post-pan-
demic world, technology and virtual com-
munication will be core elements. Though 
while technology continues to allow prog-
ress amid disruption and enable near-con-
stant communication, research shows that 
50 percent of people are reporting feeling 
isolated this year, compared to 23 percent 
just two years ago.

With Project Connect, Unilever 
Prestige and WWD aim to harness com-
bined expertise and power of storytelling 
to promote a human-centered approach 
that highlights the “heart and soul” 
behind technology and help bridge the 
digital divide. The technology product or 
solution to be showcased in this program 
will serve as a way to keep us connected 
even as the pandemic moves us into a 
more isolated state. 

“As we look forward to a post-
COVID-19 world, we need to pivot and 
rely on innovative technology more than 
ever,” said Amanda Smith, president of 
Fairchild Media. “There is nothing more 
exciting for WWD then partnering with 
Unilever Prestige to power our portfo-
lios with purpose and celebrate trail-
blazers who are the next generation of 
business leaders.” 

By scaling innovations in technology 
that will create a bridge to the future, 
across industries, and aid people around 
the world in engaging today’s tech 
driven market, a post-pandemic world 
will require collaboration and new con-

of connection across all industries.
“Having spent my career raising aware-

ness of future focused brands, I’m excited 
to find new and innovative entrepre-
neurs whose business models push the 
boundaries of what we’re used to,” said 
Vasiliki Petrou, Executive Vice President 
of Unilever Prestige. “Brands with pas-
sion and purpose tackle a mission bigger 
than life, and there’s no escaping that dig-
ital experiences have been the future for 
a long time now. But COVID has really 
expedited that process, and personally for 
me, coming from brands where human 
touch and face-to-face interactions are so 
vital to the customer experience, it’s felt 
like there is a missing piece. To truly serve 
our consumers now and in the future, we 
need to enrich that space at the intersec-
tion of our digital lives and our need for 
human connection.”

Eligible entrepreneurs will be asked 
to submit an application to be overseen 
by a panel of industry experts, including 
members of the WWD and Unilever 
Prestige executive teams. The winning 
entrepreneur(s) will be presented with 
grant funding and a robust prize pack-
age of resources that include mentorship, 
opportunities to help scale the business, 
and exposure of your brand to new indus-
tries and audiences. 

“We want to restore confidence in the 
industry,” said Smith. “Confidence that 
there are technologies and innovations 
that can rebuild the marketplace and pro-
vide advancements for future success.  This 
program is all about purpose and empow-
ering the next generation of entrepreneurs 
gives us the greatest purpose of all.”

Eligible entrepreneurs who wish to 
apply for the Project Connect grant must 
have the following.

 
• A future-focused mindset that 

prioritizes pandemic rebuilding 
across industries.

• A business plan that serves to 
humanize technology for the 
next generation of consumers 
and entrepreneurs across all 
industries including beauty, tech, 
fashion, CPG, etc.

• Products or services that demon-
strate humanity with technology 
and virtual communication by 
associating them with human 
touch through virtual means.

• Social impact aligned with efforts 
that promote an inclusive plat-
form and progressing market-
place values within the business. 

• Industry-wide implications 
through scalable technology that 
help to drive consumer adoption 
of technology solutions and 
professionals to adapt to a future 
marketplace.

 
Applications must be submitted by 

April 30, 2021 and will be reviewed by a 
full panel of industry experts including 
Amanda Smith and Vasiliki Petrou. 

To truly serve 
our consumers 
now and in the 
future, we need 

to enrich that 
space at the 
intersection 

of our digital 
lives and our 

need for human 
connection.”

Va s ilik i Pet rou ,  
Executive Vice President of 

Unilever Prestige
All interested in applying for 
the “Project Connect – Bridging 
the Digital Divide” grant:

APPLY HERE

nections and partnerships. Together, 
with a unified goal to bridge the digital 
divide with human touch, WWD and 
Unilever Prestige will guide a journey 

The pandemic caused 
an immense acceleration 

in technology in every 
aspect of life including 
everyday interactions.

Vasiliki Petrou, 
Executive Vice 
President of  
Unilever Prestige

Amanda Smith, 
President, Fairchild 
Fashion Media

Organizers said 
innovations in 

technology will create 
“a bridge to the future.”

http://bit.ly/2P9PM3a
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HOLIFROG WAS EXACTLY 
six months old when the pandemic 

struck, and while the primarily d-to-c 

skin care brand didn’t have to grapple 

with the pressure of retail closures, 

it had to contend with something 

equally as daunting: a larger change 

in strategy.

“March 2020 was supposed to be 

the month that we expanded beyond 

cleansers into new categories and 

approach retailers and share our 

pipeline,” said cofounder Emily Parr. 

“Immediately we said — no go.”

Instead, Parr and cofounder 

Majeed Hemmat changed course, 

moving to the front-burner three 

initiatives that were originally 

scheduled to come later in the 

development of the brand.

First, rather than make the costly 

investment required to launch in 

a specialty retail chain, Parr and 

Hemmat instead doubled down on 

digital for customer acquisition, 

hiring one agency to focus on 

newsletter marketing and another 

to run digital ads on Facebook, 

Instagram and Google.

Next, Parr decided to rebrand 

and move away from the bright, 

watercolor images that the brand 

launched with. “Given our price 

point and sophisticated ingredient 

lists, I was worried that as the Gen 

Z category began to swell, HoliFrog 

could mistakenly mix with this group,” 

Parr said. “So before the association 

had ever been made, I embarked on 

a rebrand. I quickly realized that for 

a new prestige brand, incorporating 

color needs to be intentional and 

carefully implemented; otherwise the 

brand’s youthful appearance could 

identify more with that of Gen Z.”

Parr tapped Werner Design Works 

for the redesign; HoliFrog’s new look 

and feel will launch in April.

The third big strategic change 

happened around retail. While 

originally Parr and Hemmat envisioned 

launching in a large specialty chain, 

those plans have now been put on hold 

indefinitely. “Retail changed before the 

pandemic, but it took the pandemic for 

me to see it,” said Parr. 

The founders decided that the 

considerable means required don’t 

yet justify the end. “As a self-funded 

brand, in the midst of the pandemic, 

we weren’t looking to compete 

knowing the high stakes,” Parr said.

The Big Rethink
From branding to brick-and-mortar, how HoliFrog 
rethought its approach to the future. BY JENNY B. FINE

TWENTY-TWENTY POSED 
challenges to even the most esteemed 

brands, let alone a year-old travel 

brand.

Béis, which was founded by actor 

Shay Mitchell in 2018 in partnership 

with Beach House Group, the 

incubator behind Florence By Mills, 

grew triple digits in 2020 despite 

travel restrictions and moratoriums. 

The brand’s chief executive officer, 

Adeela Hussain Johnson, said the 

L.A.-based brand, credits its success 

to rethinking travel products.

“Something that held us in good 

stead and helped us be really 

successful over the past year, and 

this is something that’s very near and 

dear to Shay as well, we wanted to 

redefine travel, and we didn’t feel that 

travel had to be that you’re getting 

on a plane and going to this faraway 

destination. You’re traveling when 

you’re going to work, or when you’re 

going to the gym,” Johnson added.

The brand’s rollers took a backseat 

to its debut products, like its shoulder 

bag, which Johnson affectionately 

called a “mobile office piece. If 

people’s lives are anything like mine, 

I have my kid’s school desks in the 

same room as my work desk, so any 

time I had an important meeting, I 

had to go to a different room,” she 

said. “Our work totes did really well, 

our messenger bags did really well, 

and are continuing to do so.”

As consumers felt more 

comfortable taking weekend trips, 

overnight bags also began seeing a 

lift. “Those have been our top-selling 

items, so that didn’t change. You 

don’t necessarily need an enormous 

29-inch roller,’ Johnson said.

The brand’s shift in messaging 

to smaller, hands-free options was 

an instantaneous decision between 

Johnson and Mitchell, they each said. 

“Social media is something I take a lot 

of ownership over, usually planning 

everything out a lot in advance,” 

Mitchell said. “But last year threw so 

many curve balls that it was really just 

about being nimble and strategically 

reactive to what was going on as a 

business practice in general.”

The company’s social media 

strategy did a fair amount of 

shapeshifting. “The pandemic was 

the big cloud over the year, but there 

was racial injustice, social and civil 

unrest, and political upheaval. We felt 

very early that we had an obligation 

on the platform. We have to stand 

up and speak up, we can’t be quiet 

in times like this because we believe 

in transparency and authenticity,” 

Johnson said.

“We absolutely use social media 

the way we had previously, to have 

a connection and dialogue with our 

consumer, to showcase our brand, but 

we also used it to showcase opinion” 

Johnson continued.

Mitchell remained optimistic about 

a rebound. “The function of travel 

has definitely changed, but from a 

philosophical perspective, travel will 

remain much the same,” she said. 

“People travel because they want to 

explore. They will continue to get on 

planes, but maybe they are going to 

wipe their seats down, or not use the 

seatback on the plane, or think twice 

about stacking their clothes in the 

hotel dresser.”

Behind the Success of Béis,  
Shay Mitchell’s Travel Brand
Despite building products meant for distance travelers, Béis still beat its own 
sales projections to hit triple-digit growth in 2020. BY JAMES MANSO

HoliFrog 
founder  
Emily Parr.
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HoliFrog's new look has  
a bolder logo and more 

sophisticated design.

Instead, the 

brand looked 

to Indie beauty 

boutiques 

to expand 

its offline 

presence, 

launching in 

about 50 such 

stores across 

the country.

The strategy 

worked. Sales are 

expected to reach $1.5 million this 

year, and the duo was able to fund its 

activities without taking on outside 

capital or investing more than their 

initial outlay of $400,000. HoliFrog 

successfully launched a non-cleanser 

product, Galilee Antioxidant Dewy 

Drops, a hydrator that is neck and 

neck sales-wise with its hero cleanser, 

Shasta AHA Refining Acid Wash.

“The pandemic may have derailed 

what we planned to do in January 

2020 when we had all these goals,” 

said Parr. “It just changed our goals. 

If we were in a large retailer and 

had a footprint in brick-and-mortar, 

it would have been challenging for 

a brand with only two founders 

to navigate. Instead of having to 

navigate through the retailer’s issue of 

stores being closed and put together a 

new strategy to hit retail numbers, we 

were able to focus on ourselves.”



P O W E R E D  B Y :

Cultivating a Culture 
of Empowerment

E
mpowerment, includ-
ing empowerment of 
women, is a message 
that Paula Begoun 
has carefully woven 
throughout the DNA 
of Paula’s Choice since 
its inception – a quality 

she counts as the key to the brand’s over-
all success.

In its 25 years, Paula’s Choice has 
earned a loyal following through a ded-
ication to its consumers, empowering 
them to make the best skincare deci-
sions possible by providing transparency, 
education and research-backed products 
that work. But what consumers don’t 
know is that the work of empowerment 
starts long before production, and in fact 
is part of the brand’s core philosophy at 
every stage.  

“Throughout my 40-year career in 
beauty I have always focused on empow-
ering people through research, facts, 
and education so they can make the 
best skincare decisions possible,” said 
Begoun. “And I know that whatever we 
are trying to accomplish in life, that the 
way to self-esteem, self-confidence, and 
healing is following the path of knowl-
edge to improve our own lives and the 
lives of others as well.”

Today, alongside her, Begoun has been 
joined by a force of female leadership 
with Tara Poseley, chief executive officer 
at Paula’s Choice and Erika Kussmann, 
chief marketing officer at Paula’s Choice, 
along with an all-female team of general 
managers across Europe and Asia, to fur-
ther bring her focus to life.

Crosshed TKTK
Together, in the past two years, the 
trio has led the brand to achieve two 
times the sales growth, four times the 
Instagram following and over four times 
the customer acquisition . In 2020, 
Paula’s Choice was named one of the 
five most talked-about beauty brands on 
Reddit and, thanks to its Tik Tok popular 
products, was among the top four brands 
gaining the most traction via search 
according to Google and Spate.

According to Begoun, Poseley and 
Kussmann, these accomplishments, and 
on a larger scale the brand’s strength 
in consumer connection, should be 
attributed to the corporate culture from 
within Paula’s Choice. Put simply, by 
cultivating ethos that empowers from 
within, the brand can share those values 
with the consumer in an authentic way.

The goal is to help everyone on the 
team bring out big, out-of-the-box ideas 
by advocating for all employees to be 
proud of their concept that they believe 
will ultimately help the company. As a 
leader Poseley says she goes into every 
meeting with the mindset of allowing 

her opinion to be altered. Putting this 
into practice the team is then able to take 
the best part of an idea and collaborate 
to create the best outcome.

“To run a truly creative or agile orga-
nization, where the people doing the 
work are the people making the deci-
sions, has to mean creating space for 
making a wrong decision, balanced with 
being accountable and taking responsi-
bility for improving our own processes,” 
said Poseley. “It’s essential for people to 
be stretching, learning and pushing to 
drive creativity and innovation.”

When it comes to life lessons, Begoun 
said, “I wish I had known that if I’m the 
smartest person in the room I’m in the 
wrong room. Surrounding yourself with 
smart people with different backgrounds 
helps you form better ideas and make the 
best well-informed balanced decisions.”

“In corporate culture, we don’t give 
enough credit to how operating with 
kindness and respect can drive business 
results,” said Poseley. “Leading with 
kindness and respect doesn’t mean we 
don’t hold ourselves to an incredibly high 
standard of professionalism but we do it 
without antagonism or rivalry. We learn 
from each other and focus on how we can 
motivate ourselves and our teams to the 
next level of excellence and success whilst 
maintaining a collective spirit”.

Crosshed TKTK
“We rolled out the agile way of work-
ing across our organization so that we 
can work together, collaboratively, as 
high-performing teams to effectively 
deliver the most value to the customer as 
a brand,” said Kussmann. 

Notably, Begoun, Poseley and 
Kussmann have a diverse set of pro-
fessional backgrounds prior to joining 
forces at Paula’s Choice – something that 
the team has embraced and has led to a 
well-rounded, open leadership style. For 

with those around her. “Paula was a 
real beacon of that, enabling me to 
step into my role with confidence. I do 
better with strong women and men, and 
Paula’s embodiment of these values were 
important to me and how I could use her 
as a mentor.”

Crosshed TKTK
Further Poseley applauded her col-
leagues for leading with kindness which 
she has seen as being as indispensable 
for creating a culture across the entire 
company for an open dialogue where 
employees bring ideas to the table.  
“Leading with kindness changes every-
thing in business for the better because 
when people feel compassion and empa-
thy they do incredible things and come 
to work with pride and excitement 
ready,” said Poseley.

Echoing the sentiment, Kussmann 
told WWD, “Human beings should treat 
one another with respect. That’s how I 
operate as a leader and those are the 
expectations I set for my organization. I 
learn from my team every day and they 
are why our brand has the momentum 
we’re experiencing today.”

Moreover, Begoun said it is important 
to recognize that a company can only 
truly be successful when the people they 
bring together are in the right environ-
ment to grow together, establish ways to 
encourage and focus on equal opportu-
nities – all are recognized.

“I’m proud to say Paula’s Choice 
Skincare is fueled by intelligent, tal-
ented and caring women and men too,” 
said Begoun. “I have been privileged to 
work with so many amazing people at 
Paula’s Choice Skincare. Whether it’s 
my brilliant research team, eloquent 
writers, creative geniuses, financial gurus 
or compassionate managers they have all 
been dedicated to their work and they 
create magic on a daily basis.”

With a female trifecta at the top, Paula’s Choice proves that bringing its 
brand DNA of empowerment to the forefront is key to finding success. 

Poseley, joining Paula’s Choice four years 
ago felt like a new chapter, one where she 
was able to contribute to building a cul-
ture that she believed in.

“It was the first time I could really 
unleash all those parts of me and show up 
to an organization, full-throttle as me. It 
was liberating and exciting,” said Poseley. 
“I said on the first day, leave your ego at 
the door. I get excited about hiring super 
smart people around me, thought part-
ners with incredible judgment who I can 
constantly learn from. I want to keep 
learning.”

From Begoun, Poseley said she felt a 
new confidence that she in turn shares 

In corporate 
culture, we 

don’t give 
enough 

credit to how 
operating  

with kindness 
and respect 

can drive 
business 
results.”

Ta ra Poseley,  
chief executive officer  

at Paula’s Choice

Tara Poseley, chief 
executive officer 
at Paula’s Choice

Paula Begoun, 
founder of 

Paula’s Choice 

Erika Kussmann,  
chief marketing 
officer at  
Paula’s Choice
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DETAIL ON RETAIL

How has it been since opening? 

Are people comfortable shopping 

in-store and having services?

J.R.: I don’t have any regrets, despite 

all of the hiccups that come with 

opening a store in New York City, 

not to mention during a pandemic. 

We’re located next door to a Trader 

Joe’s, which opens up an entirely new 

demographic for us.

Business ebbs and flows. There are a 

lot of people who are still out of town 

or who have moved. Traffic-wise, we 

see about 50 percent return customers 

and 50 percent new. Each month, sales 

improve. They’re now stronger than 

prior to the pandemic, but not what 

they should be due to the size of this 

store, which is three times bigger than 

our previous location.

One good thing about being mid-

construction was we were able to 

make some changes — we installed 

hospital-grade, sanitary-grade air 

filtration and put a sink in for 

employees and customers. Staff 

members get PCR tests every 10 days, 

and they wear masks and shields.

One of the biggest struggles was to 

figure out how to create a safe shopping 

experience in an industry that is so 

sensorial. You touch, you feel, you smell, 

you look. A huge part of the experience 

for brick-and-mortar is being able to try 

the product. How do to it in a safe way? 

I came across an image of an artist 

holding a painter’s palette and had the 

idea to use palettes for product testing. 

The associate walks you through the 

store and if you want to try a product, 

she takes a spatula and puts it on a 

palette for you — so you can have four 

foundation shades, a bunch of blushes, 

etc., then you take an individual 

biodegradable bamboo brush and apply 

the product yourself. That has been 

working really well. People love it.

 

How has your consumer changed?

J.R.: Consumers are very focused 

on skin health rather than covering 

something up and willing to invest 

in that. Also, they have time for 

other things, particularly around 

wellness. Since January, people are 

really interested in our bigger services 

like microblading and lash line 

enhancement. We just introduced 

microneedling and within a day, we 

had sold four packages — and we 

didn’t even send out an e-mail. Now 

that the world looks like it is going to 

open back up, customers want to do 

these services before they see everyone.

What are your current 

bestsellers? 
J.R.: MBR Liquid Surgery Serum, 

which is $1,750, is number one. I was 

a little hesitant to bring it in given 

the price point, but our sales staff is 

so well trained people understand 

why they’re buying it. Skin Design 

London On the Spot Acne Serum 

has been a runaway hit. Bynacht 

Hypercharged Glass Skin Serum 

has been a consistent bestseller. 

We just launched Decree, exclusive 

to us in the U.S. The number-one-

selling product is the Weekly Decree, 

a chemical exfoliator at-home 

treatment. There is an interesting 

concept of people taking it into their 

own hands with the right product.

You’re known as a product 

whisperer in the industry — 

you’ve discovered a lot of brands. 

How do you find them? What do 

you look for?

J.R.: When I first opened it was 

all about traveling, but that’s not 

happening now. Many of the brands 

I find, like Decree, is me Googling 

or Instagram searching late into the 

hours and finding some random 

picture of something and hunting 

down the brand and finding 

them. Also, the amount of brand 

submissions we get is incessant. I look 

for nice packaging, nice product, good 

story, great founder, good price point 

and something that fills a void in our 

assortment. Or there are times when 

we need something, such as a skin 

care line dedicated to pigmentation, 

and I’ll go hunting for that.

The first thing I look for is what 

does the packaging look like? I would 

be a fool to say people don’t care. 

Then I dig down into the brand, who’s 

behind it, their ethos, their sourcing, 

their story. Do they look like they have 

enough money to partner via in-store 

sales support or sampling or gratis to 

the staff and training? And, of course, 

the efficacy and ingredients. Does it 

do what it says it will?

How important is newness?

J.R.: There are certain customers 

who are beauty junkies and buy 

everything we buy new. And then 

there are the other people who just 

want stuff that works and they don’t 

care. But newness is important for 

us as a business — that’s what we do. 

My favorite thing is to find a brand, 

launch a brand, create the story. I 

love getting to know the founder and 

growing the business with them.
 

What was the last thing you saw 

that made you say — wow!

J.R.: Anita [Sturnham], who 

started Decree, is an aesthetician 

and a dermatologist and she really 

understands skin health. Rather 

than a cleanser and a moisturizer, 

it’s a peptide veil, a weekly chemical 

exfoliant, a morning cleanser 

and a night cleanser that are two 

completely different textures. The 

products are targeted and thoughtful.

 

What’s the next category ripe for 

growth and disruption?

J.R.: Body care. People are realizing 

if you’re going to treat your face to 

all these products, why wouldn’t you 

treat your chest, your back, your neck, 

the backs of your arms. We can’t keep 

Nécessaire in stock and Goop’s body 

line does phenomenally well.

 

How are you thinking about 

expansion?

J.R.:First — e-commerce and making 

it cohesive with brick-and-mortar. 

Secondly — building out our brand, 

and third, possibly one more retail 

location. The order could change. I 

have a location in mind. Once the right 

space there opens up, I will snag it!

WITH JUST ONE DOOR, Shen 

Beauty’s influence far outweighs its 

size, thanks to the eye of owner Jessica 

Richards. The Brooklyn-based store has 

launched brands such as Dr. Barbara 

Sturm and Kosas, among many others, 

cementing Richards’ reputation as 

someone with her finger on the pulse 

of what’s next. Last year, just as she 

was readying a new store — three times 

the size of the original — Richards 

was forced to halt construction due 

to the pandemic. But she persevered, 

increasing online sales from 10 percent 

to 50 percent of Shen’s overall business, 

and in September, opened the doors to 

her reimagined store.

You were due to open the new 

store when the pandemic started 

— any second thoughts? What 

convinced you to forge ahead?

Jessica Richards: Second thoughts 

now that I’m open? No. During 

forging ahead? All day, every day! 

How can one not? My lease was up 

after 10 years, and I was midway 

through construction when lockdown 

started, so walking away meant I 

would have no business whatsoever. 

The main thing that kept me going 

was the driver which brought me 

into my business — I opened this 

place to launch brands and support 

other women business owners and 

help women with their skin. It is not 

superficial as many think. It can really 

change someone’s entire day. We’ve 

been here for 11 years and it is an 

important part of the neighborhood 

and community, where women can 

come and learn about skin health.  

We make them feel beautiful from  

the inside out.

Shen Beauty's Jessica Richards 
The Brooklyn-based retailer opened her newest store in September.  
BY JENNY B. FINE

Jessica Richards in her 
recently opened store.



P O W E R E D  B Y :

Changing the 
Conversation

D
espite an over-
whelming shift 
towards body posi-
tivity across the fash-
ion industry, it seems 
the beauty industry 
hasn’t quite caught 
up. According to 

a comprehensive survey of over 10,000 
women conducted by TULA, 70 percent 
of beauty consumers say beauty ads make 
them feel less confident – a statistic TULA 
is determined to reverse.

Founded by practicing gastroenterol-
ogist, Dr. Roshini Raj, TULA, meaning 
“balance” in Sanskrit, is a clean, clinically 
effective skincare and wellness brand 
built on the power of probiotics and 
superfoods that have the unique ability 
to balance, restore, nourish and soothe 
your skin. Put simply, TULA believes 
beauty comes from the inside out.

 
Gut instinct
“From day one, we have stood for skin 
positivity and aim to be a catalyst for 
positive change in the beauty industry,” 
says Savannah Sachs, Chief Executive 
Officer at TULA. “With a focus on 
being healthy and confident, rather than 
perfect, TULA aims to help everyone 
#EmbraceYourSkin. With this alarming 
statistic in mind, we commit to reimag-
ining social norms, language, imagery 
and advertising practices.”

Moreover, #EmbraceYourSkin rep-
resents just one-way TULA is taking a 
stand. By igniting a promise to inspire 
and empower everyone to embrace their 
skin, TULA hopes to shake up the con-
versation happening in the beauty indus-
try and instill one that is more positive.

Starting from within, TULA has 
begun shifting practices by committing 
to not retouching skin on any brand 
imagery. TULA uses their Unretouched 
Beauty badge on all imagery to signify 
that images have not been retouched. 

TULA’s #EmbraceYourSkin initiative 
has provided a meaningful platform for 
the TULA community to engage in the 
conversation and share personal journeys 
to healthier skin and self confidence. In 
addition to over 600 influencers with a 
reach of over 13M posting with the tag 
#EmbraceYourSkin, the movement gen-
erated an outpour of positive responses 
and over 12,000 total posts with the 
hashtag. In just one month, TULA saw 
over $550k in earned media value from 
the campaign. 

Sachs told WWD that the inspira-
tional moments were “so powerful,” 
with positivity coming from not only 
the TULA team, but everyone involved 
including brand partners, vendors and, 
most importantly, TULA’s growing com-
munity. In fact, TULA’s weekly affirma-

tion text offering, another part of the 
#EmbraceYourSkin program, has a 91 
percent retention rate. With texts like 
“TULA TRUTH: feel like you are not 
enough sometimes? That is a feeling, not 
a fact. You are incredible.” it’s clear to see 
why they are so popular and resonating 
with the TULA community. 

Another aspect of igniting a more 
positive conversation has been quite lit-
erally changing the language used in the 
beauty industry.

“TULA is a purpose-driven brand, 
our vision is to inspire confidence and 
have our customers feel confident in 
their skin, at any stage,” said Sachs. 
“This means taking the risk to use new 
language because it’s something TULA 
strongly believes in and educating our 
consumers so they understand our new 
language and our reasoning behind 
it.” By using language like “beautiful 
before, beautiful after” and not using 
negative language like “imperfections” 
or “anti-aging”, TULA is shifting their 
brand to be more approachable and pos-
itive. “We hope other brands will take 
notice, and some already have, of this 
language shift and create change across 
the industry to be more positive, inclu-
sive, and judgement free.”

“TULA has pioneered the use of the 
word “ageless”. It was really unprece-
dented to not use “anti-aging” language 
and we weren’t sure if it would resonate 
with consumers but now it has sparked 
a movement throughout the industry.” 
said Sachs. 

 
Internal glow
In all ways, the conversation TULA has 
facilitated has been an open one. Having 
created a positive dialogue with its com-
munity, TULA’s product innovation is 
able to come directly from the needs of 
TULA’s consumers.

A recent example of this is TULA’s 
launch of its Ageless franchise after 
learning that while 57 percent of 
Millennials were curious to try anti-ag-
ing products, only 30 percent currently 
use them. According to Sachs, there was 
a clear gap to fill in this category, having 
seen little innovation in terms of think-
ing about and addressing the needs of 
Millennials as they age.

TULA’s Ageless franchise, which 
addresses issues historically labeled as 
“anti-aging” such as reducing fine lines 
and wrinkles, is marketed with themes 
including “ageless is the new anti-aging” 
and “there’s nothing ‘anti’ about aging,” 
aiming to disrupt the segment and intro-
duce a way forward that is more positive 
and aligned with skin positive values.

Further, unlike other products in 
the market that address issues of aging, 
TULA’s Ageless franchise aims to be 

Millennials who are entering the ageless 
category,” said Sachs. “Our core belief is 
that the customer wants to achieve their 
best skin at every age with a focus on 
benefits and clinical efficacy surrounded 
by an environment that isn’t judgmental 
or creates insecurity.”

Notably, the Ageless campaign fea-
tured real women and their “real ageless 
beauty” to celebrate wrinkles and fine 
lines. “Ageless is the new anti-aging,” said 
Sachs. “We want to break down the stigma 
around aging and empower our commu-
nity to feel inspired no matter what their 
skin concerns are – acne, aging, and every-
thing in between. We are reimagining 
what it means to be a skincare brand- from 
our language to our photography and at 
every customer touchpoint.” 

Still, wrinkles and fine lines are just 
one area of concern for today’s beauty 
consumer that TULA plans to take on. 
Looking forward TULA promises to 
continue creating positivity across every 
area of skin health. 

In the future, Sachs told WWD, “We 
want to bring skin positivity to all beauty, 
like how Aerie did for body positivity. 
Inclusivity and self-confidence are an 
ongoing conversation and skincare, self-
care and wellness are a huge, often missed 
part of that conversation. Whether it’s 
acne, aging, or another stage of your skin 
journey, we believe you deserve to feel 
confident in your own skin.”

From celebrating inclusivity and embracing skin positivity, TULA is breaking down 
stigmas to inspire confidence and create a positive dialogue in the beauty industry.

an approachable, clinically effective and 
clean, retinol-free solution. Staying true 
to its core, the product formulas contain 
powerful, potent actives such as peptides, 
squalene and bakuchiol.

“We want to be the go-to brand for 

From day 
one, we have 
stood for skin 

positivity 
and aim to 

be a catalyst 
for positive 
change in 

the beauty 
industry.”

Sava n nah Sach s,  
Chief Executive Officer  

at TULA

TULA is 
committed to 
no retouching 
on any brand 
imagery. 
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“IT'S LIKE GROUNDHOG DAY,” 

Lisa Rinna said of her life amid the 

pandemic in Los Angeles.

“I've been probably as good as 

everyone’s been,” she continued. 

“We're just taking it one day at a time, 

just getting through it as best we can.”

While the world can understand the 

impact of COVID-19, not everyone can 

relate to launching a new business 

venture during this time. Rinna — an 

actress and one of the stars of Bravo’s 

hit reality television series “The 

Real Housewives of Beverly Hills” — 

fulfilled a longtime dream of hers in 

November when she introduced her 

first beauty brand, Rinna Beauty.

“It was very challenging,” she said 

of navigating its release during an 

unpredictable climate. “We just had 

to really be on top of it. We didn't 

know any better. Do you know what 

I mean? Like, here we were, and we 

had a deadline, and we were trying 

to make it with the added, you know, 

COVID-ism of the world.”

That deadline kept getting pushed. 

Working with her team over Zoom, 

Rinna Beauty — a partnership with 

brand incubator SEL Beauty — was 

initially scheduled for release in 

September, then October and finally 

November. The delays were due to 

the pandemic and its disruption to 

the supply chain.

“COVID-19 delayed decision 

making tremendously, because it 

was a lot of back and forth with 

parcels and samples, then dealing 

with factories shutting down, and 

then not being able to book freight, 

just because there were no flights,” 

said Cheryl Krakow, founder and 

president of SEL Beauty. Rinna 

Beauty is manufactured in Canada 

with elements sourced globally. 

The entire production process took 

longer than expected. But when the 

line became available, it sold out.

“We were very nervous about 

launching a lip line when everybody 

was wearing masks, but I will tell you 

that we started with a pre-sale, and 

the day we started that, our computer 

system crashed,” added Krakow. Very 

much on brand for Rinna — who’s 

known for her plump, enhanced lips 

— the offering is a collection of vegan 

and cruelty-free nude lip glosses, 

lip liners and lipsticks. Lip kits are 

priced at $45, while lipsticks cost 

$22 each, and lip glosses are at $19 

each, available direct-to-consumer at 

Rinnabeauty.com. According to the 

brand, Rinna Beauty has seen steady 

25 percent increase in sales month-

over-month and is expected to be an 

eight-figure d-to-c business this year.

“I just was over the moon about it,” 

Rinna said of the brand’s reception. 

Her other endeavors include a 

fashion line with QVC. “For me, when 

I create something that I want to 

share with people, of course, I want 

them to love it. Of course, I want 

people to love it as much as I do, but 

you just can't ever tell.”

Along with the U.S., Rinna Beauty 

has been shipping globally to Canada, 

England, Ireland, Australia and 

Europe. Rinna is often blunt and 

speaking her mind on the show, which 

has resonated with fans. (She has 2.6 

million Instagram followers.)

“The Bravo crowd — I've been 

involved with for seven years now 

— they have always been really 

supportive,” Rinna said. “And I just 

think that people were possibly 

ready for this. The comments have 

been so positive. What makes me 

the most excited is that people love 

the way this product feels. They love 

the quality of it, and that was so 

important for me….Sometimes with 

celebrities, people think that it's not 

going to be as good as mine turned 

out to be, and people were really 

surprised by how luxurious it is.”

Her consumer is largely female, 

ranging in age between 20 to 35 years 

old and 45 to 60 years old.

To Rinna, the launch marks the 

kickoff of a lifestyle brand. Next, 

she’ll expand the lip line in May to 

include color — one for each of her 

alter egos on the reality show — and 

plans to introduce eye products 

toward the end of 2021.

“You know, I've been trying to 

launch this for a very long time,” Rinna 

said. “It just never worked right.”

Rinna had tried getting a beauty 

brand off the ground for about 15 

years, in fact.

“I probably had five or six deals that 

fell through,” she said. “So, I learned 

a lot about tenacity, and just hanging 

in there. I mean, most people would 

have given up and said, ‘OK, well, it's 

not meant to be’…I think it's pretty 

remarkable that, at 57 years old, I 

have launched a beauty brand.”

It just so happens that it all finally 

fell into place with SEL Beauty in 

January 2020, right before the impact 

of the pandemic was felt in the U.S.

“The fact that I found a partner to 

do it with…that my partners were as 

enthusiastic as I was, and they didn't 

skimp, even in the midst of COVID-19 

and the timing and whatnot, it's kind 

of a miracle that we got to do what 

we did and how we did it,” she added. 

“I'm like, wow, it's kind of a dang 

miracle that it happened.”

Worth the Wait 
Despite the many challenges presented by the pandemic, 
Lisa Rinna not only successfully launched her beauty line — 
she's already eyeing expansion. 
BY RYMA CHIKHOUNE   PORTRAIT B Y MADDIE CORDOBA

Lisa Rinna

DEEP DIVE The Women’s Issue 
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COFOUNDING A BEAUTY 

brand with a London-based partner 

was never an issue for Sarah Creal, 

cofounder and chief executive officer 

of Victoria Beckham Beauty, until 

movement was restricted in March 

of 2020.

“[Victoria Beckham] is super 

hands-on in product development, 

concept development and editing,” 

Creal said. “And, we just plain like 

each other. We’ve always worked 

together really closely, and I miss that 

creative in-person side.”

Creal launched Victoria Beckham 

Beauty with its famous namesake 

cofounder in 2019, with each of 

them filling a gap for streamlined, 

user-friendly makeup. The pair, who 

met during Beckham’s collaboration 

with Estée Lauder (where Creal led 

global partnerships) in 2016, had 

maintained a trans-Atlantic business 

relationship seamlessly until 2020.

Fostering camaraderie on the 

team was imperative for Creal, who 

instituted the practice of regularly 

touching base with the brand’s whole 

team. “I do it every day, for the team 

to create structure, and we all see 

each other’s faces,” she said. “That’s 

very important, and having regular 

touch bases with Victoria. In this 

disjointed world, we’ve figured out 

how to come together.”

Another key challenge was the 

consumer’s growing appetite for 

content, especially for a brand that is 

predominantly direct-to-consumer. 

“Since the majority of business is done 

on our own channel, we needed to 

create a ton of content,” Creal said.  

“We did a lot of photo shoots virtually. 

We had a photographer in one location 

and models in another location, with 

the photographer instructing models 

how to capture content.”

Despite headwinds in makeup, 

Creal said the brand’s chic 

minimalism is more resonant 

than ever with consumers. “We’ve 

emphasized our initial position, which 

is about streamlined beauty. We’ve 

really brought it to the fore,” she said. 

“Our skin care is two products, and 

those two products take care of your 

skin care needs. We’ve also introduced 

and expanded our eye makeup range, 

such as our Future Lash mascara, 

which was a huge hit.”

Although color’s spotlight has been 

all on eyes, Creal said the brand’s new 

lip tints — of which six were added — 

have done really well. “I was a little 

nervous about it because obviously, 

everyone’s wearing masks. But the 

reality is like Victoria always says, 

that she’s wearing makeup for herself, 

and putting on a little lipstick does 

make you feel better,” Creal said.

The lip tints, which retail for 

$36 each, also boast functional 

levels of skin care ingredients. “It 

has three types of hyaluronic acid, 

so it’s plumping your lips, and it’s 

making you feel great, but it doesn’t 

end up on your mask. Changing 

the messaging highlights why these 

products are really appropriate for 

the moment,” Creal said.

The brand’s future, on the backside 

of the pandemic, holds a few category 

expansions. “Our vision has always 

been to be a brand that covers 

makeup, skin care, wellness and 

fragrance, and we are continuing 

on that journey,” Creal said, adding 

that lip shades and a bronzer palette 

are in the works for the first half of 

2021. “We are agile as a brand and as 

a team, and it’s about bringing our 

passion and vision to life,” she said.

Victoria Beckham 
Beauty’s Sarah Creal 
On Navigating 2020 
The seasoned executive shared her business workarounds 
for 2020. BY JAMES MANSO

Sarah Creal, cofounder 
and ceo of Victoria 

Beckham Beauty

MIRELLA SICILIANO HAS 
long had her finger on the beauty 

industry’s pulse, having served as a 

buyer at Rinascente in Milan  

and Barneys New York. But as  

the conscious beauty movement 

gained steam, the executive realized 

even she was getting confused by  

the overwhelming offer of products.

At one point, her own beauty 

routine involved 12 different steps, 

including wearing a headpiece 

emitting sonic waves.

“I’m like, ‘What the hell am  

I doing?’” exclaimed Siciliano.  

The time had come when she thought 

the next big thing in beauty would  

be “minimalism,” “something that 

was basic” and “less is more.”

“These are the things that really 

resonated with me after seeing all  

the trends and ingredients,” she said.

Thinking about skin care’s 

fundamental purpose became the 

premise of her brand, Le Cleanse.

“It’s health, and not necessarily 

fixing a problem,” Siciliano said.  

“It was: 'How am I going to take  

care of my skin?’”

This was at the end of  

November 2019, when she was 

already undergoing a purging 

process. Then the coronavirus 

pandemic began.

“I’ve gone from having 100 

products in my closet to just using 

my own,” she said, of the five-unit 

microbiome-minded line that takes  

a holistic approach.

There’s a three-step system with  

the Cleansing Water, Restorative 

Cleanser and Essential Hydration, 

plus two “boosters,” the Reset Mask 

and Daily Probiotic capsules.

Siciliano had long been familiar 

with pre- and probiotics from  

having lived in Italy — where they’re 

more commonplace — for a long 

while, before moving to New York, 

her current home.

“This isn’t a COVID-19 brand by 

any means,” continued Siciliano.

Still, the pandemic did cause her to 

pivot. Le Cleanse’s launch was meant 

to take place last July, but instead 

it was officially introduced a few 

months later, in November 2020.

Receiving components was tricky, 

and the brand’s labs were closed 

for a long stretch, but that didn’t 

change Siciliano’s strategy of vetting 

ingredients or packaging design.

Initially, the idea was to launch 

Le Cleanse in brick-and-mortar 

distribution, but as stores closed 

the focus shifted more to direct-to-

consumer channels, including to 

Amazon.

Meanwhile, Siciliano has been 

looking at new e-commerce sites 

popping up, such as affiliates.

Up next for Le Cleanse is to enter 

Neiman Marcus and product-wise, 

the brand is working on an intimate 

wash for women.

“There’s incredible value in an 

intimate wash in your beauty routine,” 

Siciliano said. “There is just so much 

attention on every [other] part of the 

body, but [for] that area where we’ve 

neglected, a simple, gentle soap with 

the right pH — you need it.

“Another aspect of the brand is 

I just want it to be authentic and 

related to my experience,” continued 

Siciliano, of Le Cleanse.

Mirella Siciliano Looks  
To Simplify Skin Care  
The longtime beauty buyer wanted to cut through the clutter 
with her line of microbiome-minded skin care. BY JENNIFER WEIL

Mirella Siciliano
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LAUNCHING HER OWN 

brand was a dream for Veronique 

Gabai-Pinksy — but the reality 

was anything but. The industry 

veteran, who most recently was 

chief executive officer of Vera Wang 

and global brand president of the 

Estée Lauder Cos., had long desired 

to launch her own fragrance brand 

based on her memories of growing 

up in the south of France.

That vision became reality in 2019, 

when she launched her eponymous 

brand.

Even before the worldwide 

pandemic — Gabai-Pinsky faced 

a hurdle when rumors started 

circulating about the fate of Barneys 

New York, her launch account. She 

pulled the brand out in November, 

just weeks before the retailer filed 

Chapter 11. She quickly regrouped 

and introduced her line in Bergdorf 

Goodman on Feb. 28, 2020. Just 14 

days later, New York City, and  

much of the rest of the world,  

went into lockdown.

“When something of this magnitude 

happens, you can’t just say, ‘oh, my 

god,’” said Gabai-Pinsky. “You have to 

accept it. It’s way too big for you to 

fight it. You have to ride with it.”

And she did.

Step one was to reassess the 

brand’s digital strategy. With stores 

closed, Gabai-Pinsky focused on her 

sampling program by driving the 

purchase of her discovery set. The 

plan worked — 58 percent of the 

people who bought the set returned 

to buy a full-size product. “That’s now 

an amazing point of data that I have,” 

she said. “I had time to focus on that 

model because it’s all I could do.”

At the same time, she focused on 

growing her social media following 

and database. Now, one year later, she 

has the resources needed to step on 

the gas. “The e-commerce business 

is small, but tracking positively, and 

after a year of really fine-tuning 

everything, I’m in the position to 

accelerate it through advertising,” 

Gabai-Pinsky said. “I didn’t do much 

before, because I’m self-funded, and 

it’s a balancing act of what you do to 

improve your business and grow and 

what you do to conserve cash.”

While online hasn’t historically 

been considered the optimal way to 

sell fragrance — Gabai-Pinsky now 

considers her business model forever 

altered. “The trend was there, but 

COVID-19 accelerated it. My model is 

now e-commerce first, and a couple 

of spaces along the way that create 

the expression of the brand and a 

connection with consumers,” she said, 

noting the brand will test the waters 

with a pop-up in the fourth quarter 

this year. “I don’t see going back to a 

traditional brick-and-mortar model.”

Gabai-Pinsky is also planning for 

a significant shift in which shoppers 

come back to stores. “I don’t think 

people will go back to the structure 

of working full-time in an office away 

from their home — so maybe not so 

many people need to be in big cities 

anymore,” she said. That will lead to 

the rise of more local communities, 

and an increase in the move toward 

shopping local.

“You will see very interesting store 

formats in smaller cities around the 

U.S.,” she said. “I still believe there is 

always an amazing opportunity with 

big retail partners, but for a brand 

like mine, these wonderful local 

shops that know and are very close 

to their community will become an 

element of interest.

“Post-COVID-19, we’re going to have 

lives that are both local and global,” 

she continued. “The internet gives us 

access to the world, new ideas, new 

concepts, culture, information, like 

never before. But our physical life will 

be a little smaller — we will travel less, 

stay more in our local communities.”

That will impact the structure of 

the company, necessitating a sales 

team that can help the brand connect 

at the local level, Gabai-Pinksy said, 

while reconsidering her international 

approach.

While the brand will continue to 

sell in its launch partners of Liberty 

of London and Le Printemps in Paris, 

she has also signed distribution 

agreements for Russia, Italy and a 

few other key markets.

“We need to accelerate 

international, because the U.S. is 

shifting dramatically. We all need 

the time to see how the high-end 

business model here pans out” she 

said. “It’s important to maintain a 

beautiful relationship with the people 

who have trusted me from Day One — 

Bergdorf Goodman, Neiman Marcus, 

Net-a-porter, to stay the course and 

support that business and at the 

same time, open international and 

concentrate on direct-to-consumer.”

Like others, Gabai-Pinsky is predicting 

a “roaring '20s” post-pandemic 

celebratory period, which will help fuel 

categories like cosmetics, fragrances 

and condoms. “People will need to 

liberate their bodies after having been so 

restricted and introspective,” she said.

And while she does have a new 

scent launching called Le Point G (The 

G Spot), her product development 

going forward is focused on much 

more profound changes that she sees 

happening in humanity overall and 

the fragrance industry, too.

While she always used natural 

elements and ingredients from the 

South of France, her homeland which 

inspired the development of the 

brand, Gabai-Pinsky believes that 

sustainability will become even more 

integral to growth in the years ahead.

“Sustainability today is the sine qua 

non of existence,” she said. “People are 

seeking the safety and reassurance of 

nature, and they want to protect it. 

The question I’m asking is how do you 

answer this need for naturality, safety, 

sustainability in scent?”

Gabai said that when she launched, 

the idea of escapism through the 

brand didn’t really click with 

consumers. No longer.

“It’s funny that some of the 

components of the brand that were 

already there were not the most 

important pre-COVID-19, but they 

now are,” she said. “People love the 

glamorous aspect of the brand, but 

what they care about is generosity, 

well-being, escapism.”

Already she is at work on Veronique 

Gabai 2.0, which will address those 

questions head on. “There is a real 

appetite for people to go deeper into 

the understanding of fragrance and 

its impact on their mood,” she said. 

“People really suffered this year. Our 

mental health was challenged.  

I want to use my knowledge of scent 

and raw materials in the service of 

the well-being of people in a much 

deeper way.”

Veronique Gabai-Pinsky's Pivot to D-to-C 
Despite the difficulties of selling fragrance online, Veronique Gabai-Pinsky quickly shifted to a digital model as the impact 
of COVID-19 became clear. BY JENNY B. FINE

Veronique Gabai-Pinsky

“When something 
of this magnitude 

happens, you can’t 
just say, ‘oh, my 
god. You have to 
accept it. It’s way 
too big for you to 
fight it. You have  

to ride with it.”   
‑veronique gabai-pinsky 
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F
or brands and retailers 
around the world, 2020 
was a year marked by 
disruption. But despite 
the global pandemic, 
three extraordinary 
women-led businesses 
proved that growth was 

still possible. Throughout the last year, 
Shelley Callaghan and Susanne Pruitt 
of Antica Farmacista, Coral Chung of 
SENREVE and Amanda Baldwin of 
Supergoop! partnered with Alibaba to 
keep pushing their companies forward, 
successfully launching in China and con-
necting with new global consumers.

To celebrate International Women’s 
Day, we speak with these inspiring leaders 
to understand how they were able to navi-
gate through last year’s challenges and are 
leading their companies not only to sur-
vive but thrive.

Shelley Callaghan and 
Susanne Pruitt
Cofounders of Antica Farmacista
Fairchild Studio: Antica Farmacista 
was born out of a shared vision by 
two best friends. What inspired you to 
start Antica Farmacista? 
Shelley Callaghan: We have a mantra 
with our business, which is “with every 
obstacle comes a new opportunity.” That’s 
truly where our partnership began. After 
Susanne’s breast cancer diagnosis, we 
had an awakening for what’s essential in 
life: family, friendship and the celebra-
tion of simple but heightened moments. 
We happened to both be at a crossroads 
with our careers when we were intro-
duced to the concept of the reed diffuser 
and it changed our lives. At the time, 
environmental scent was a stale market 
with a limited focus mainly on candles. 
Ultimately, we found the reed diffuser to 
be so innovative as to redefine the expe-
rience. It was beautiful and effective. We 
knew that we had something special and 
tangible to offer to enhance all the ordi-
nary moments. Then we wanted to take 
it a step further and create new products 
that could elevate the senses. 

I had always nurtured an obsession 
with scent and felt that environmental 
fragrance is such a vital component of 
creating an atmosphere. Home scents are 
incredibly transportive and can inspire 
newfound delight in familiar spaces.  We 
see fragrance as an extension of our per-
sonal style and environment.   We both 
loved fostering this connection with 
Antica Farmacista.  

Looking back, I think we jumped into 
the business, taking it one day at a time 
and being incredibly scrappy.   Neither 

of us imagined we would expand into the 
categories we have. Our original mantra is 
still our north star, which certainly helped 
us get through 2020!

 
Fairchild Studio: 2020 was a difficult 
year for business owners around the 
world, how did you make the decision 
to keep pushing ahead and finding 
new global markets to grow in?
Susanne Pruitt: When the pandemic 
first hit, we were not exactly sure how it 
would impact us or for how long.   Like 
many businesses, we decided to become 
careful and conservative and scaled back 
on production and expenses. During the 
pandemic, however, we began to realize 
that we had an opportunity to signifi-
cantly grow our global footprint by offer-
ing products that enhance people’s lives at 
home. We also were able to pivot quickly 
into the hand sanitizer market with a 
quality, fragrant sanitizer that was not 
available in the market. 

Our shift to the global market was swift 
and effective. Our US business had been 
strong and steady since inception and our 
global reach had grown substantially over 
the past 8 years. Our exposure in Asia with 
Lane Crawford had been significant from 
2008-2015, so our brand was established 
in China, but we were searching for a part-
ner to help us continue to promote our 
brand to Chinese consumers. Fortunately, 
in 2019 we connected with Alibaba and 
Tmall Global and established a partner-

We have a 
mantra with 

our business, 
which is “with 
every obstacle 

comes a new 
opportunity.”

Shelley C allagha n  
cofounder,  

Antica Farmacista

ship that allowed Antica Farmacista to 
“reconnect” with our Chinese customers. 
Our business in China has really taken off 
during 2020 and we are excited about our 
future as both prior and new customers 
have discovered our brand again in the 
Chinese market

 
Fairchild Studio: What words of advice 
do you have to other female entrepre-
neurs growing their companies?
S.C. & S.P.: Over the past 18 years, we’ve 
had countless friends and acquaintances 
ask us for business advice or mentorship. 

The first thing we always say is, “make 
sure you have a partner who has an area 
of expertise that doesn’t mimic your own 
but truly complements it.” It’s easy to get 
excited about starting a business with a 
person who thinks like you do or is cre-
ative the way you are. But two creatives 
or two strictly business-minded leaders 
make it hard to recognize blind spots 
or grow in new and innovative ways. It’s 
incredibly important to have another per-
spective at the table.  

And for supremely practical advice: 
“be scrappy and check again.” We use this 
motto frequently because we’ve learned 
that it is easy to close a door when you feel 
like you’ve done everything you can. But 
ask yourself, have you? Has every stone 
been turned? We think some of our great-
est achievements have occurred when we 
have been on the brink of giving up. Just 
get gritty and check again!

Coral Chung
Founder and CEO of SENREVE

Fairchild Studio: The meaning behind 
SENREVE is “sense” and “dream”. Has 
it always been a dream of yours to 

In the face of extraordinary challenges, Antica Farmacista, SENREVE, and 
Supergoop! partnered with Alibaba to find extraordinary global growth.

Shelley Callaghan, cofounder and 
creative director of Antica Farmacista, 
Susanne Pruitt, cofounder and CFO of 
Antica Farmacista.

How Women-Led 
Businesses Forged 

Global Success

To see more from these 
female leaders
WATCH HERE

http://bit.ly/3qZjcP4


When it came 
to launching 

in China, 
something 
which was 

three years in 
the making, 
we knew we 

had to just 
keep pushing 
and we are so 
glad we did! ”

Ama nda Baldwi n ,  
CEO, Supergoop!

launch your own business?  
Coral Chung: Yes, I’ve always imagined 
that I would start a consumer brand 
someday. I grew up in a very entre-
preneurial household and watched my 
parents go from being academics to 
building their various businesses. I also 
come from an entrepreneurial and artis-
tic extended family - many of my aunts 
and uncles started successful businesses 
as well. SENREVE is all about dichoto-
mies coexisting, and for me, it’s import-
ant to combine the “fantasy” of having 
big ambitious dreams with the “reality” 
of hard work, perseverance, and prob-
lem-solving in order to get a business off 
the ground and reach success.

Amanda Baldwin
CEO of Supergoop!

Fairchild Studio: Supergoop! is on  
a mission to change the way the 
world thinks about sunscreen. What 
drew you to join the company and 
how are you leading the company in  
this mission?
Amanda Baldwin: I’ve always believed 
in doing well by doing good. I set a goal 
for myself very early on in my career to 
use my business skills to make the world a 
better place. I had an incredible first boss 
at Goldman who did just that and I’ve 
been inspired by him ever since. 

When I met Holly, the founder of 
Supergoop! and learned about her mis-
sion to eradicate the skin cancer epi-
demic by changing the way the world 
thinks about sunscreen, it just made 
sense. I have always been a big believer 
in the importance of SPF and knew 
my experience in marketing and brand 
building within the beauty industry 
could help scale the business and accom-
plish its mission.

Fairchild Studio: In the midst of a  
pandemic, you made the bold 
decision to go global and launch 
Supergoop! in China. How did you 
come to that decision?
A.B.: A clear mission is the greatest gift 
one can be given as a leader. It makes 
every decision much more clear. Our 
mission is to change the way the world 

thinks about sunscreen, make it easier 
for everyone to wear SPF every single 
day, and end the epidemic of skin cancer. 
Our every day might look a bit different 
now, but the sun is still out and we all still 
need SPF — even in winter! So when it 
came to launching in China, something 
which was three years in the making, we 
knew we had to just keep pushing and we 
are so glad we did!

Fairchild Studio: What words of advice 
do you have for other female entre-
preneurs growing their companies?
A.B.:  Be patient and persistent at the 
same time. Nothing worth doing is ever 
easy, and nothing great is ever built 
overnight. I take every day and every 
challenge one step at a time, and that 
makes climbing the big hills much less 
intimidating. And most importantly, 
surround yourself with an incredible 
team. You absolutely cannot do it alone. 
It’s all about the unique voices and 
diverse expertise around the table- or 
these days the Zoom screen- and the 
chemistry among all of you. That’s the 
most important thing I think about 
every day.

Amanda Baldwin, 
CEO of Supergoop!

Antica Farmacista

Coral Chung, 
Founder and 
CEO of SENREVE

Supergoop!SENREVE

was very difficult because one had to 
quickly realize that things were constantly 
shifting and many factors were outside of 
the company’s control. I think the main 
things we did well was really sticking to 
our core cultural values and remaining 
flexible, focused on innovation and cre-
ativity, and constantly pushed ourselves to 
test and iterate. 

Going global at an early stage of a 
company’s life is no small feat because it 
increases operational complexity, creates 
culture and team-building challenges, and 
requires localization and in some cases 
reinvention. You can’t just take a general 
“formula” and have a cookie-cutter strat-
egy for every region.

Fairchild Studio: What words of advice 
do you have to other female entrepre-
neurs growing their companies?
C.C.: The entrepreneurial journey is the 
most exciting, fulfilling experience one 
can go through. But it’s also the hardest 
and most gut-wrenching at times. It’s 
really important to be open-minded about 
seeking various perspectives, but not take 
the advice of “experts” literally. It’s critical 
to follow your instincts, but also com-
bine that with data and analytical rigor. 
Don’t ever give up in the face of rejection, 
especially when it comes to societal bar-
riers like sexism, ageism, heightism – it’s 
a thing, most CEOs are over 6 feet tall 
– racism or any other structure that tries 
to predetermine female BIPOC founders 
and CEOs to fail or not start at all.

Want to grow your 
business with Alibaba?

FIND OUT MORE

Fairchild Studio: You’ve propelled 
the company to find new growth in 
the middle of a pandemic and today, 
nearly half of SENREVE’s business is 
from global markets. How were you 
able to accomplish this?
C.C.: I’ve always had a global mindset and 
a global vision for SENREVE because of 
my own cultural heritage and upbring-
ing. It’s an authentic and core part of the 
brand vs. something we did in reaction to 
the pandemic or other external factors. 
Navigating 2020 and the various macro-
economic challenges due to the pandemic 

P O W E R E D  B Y :

http://bit.ly/2ONaKVN


15

MARCH 19, 2021

FURTUNA SKIN, which launched 

in November of 2019, uses ingredients 

cultivated on an 800-acre farm in 

Sicily that has over 12,000 olive trees, 

500 unique plants and 50 medicinal 

wild herbs. And though cofounders 

Agatha Relota Luczo and Kim Walls 

have been unable to personally visit 

Italy over the last year, their business 

has continued to bear fruit thanks to 

the message that organic can be both 

chic and powerful.

At a time when self-care has 

become a staple for consumers, 

Furtuna’s positioning has struck a 

chord: Month-over-month growth has 

been 25 percent, and the brand has 

launched four new products in the 

last 12 months.

“The things that we care about as 

people and a brand — sustainability, 

self-care, a brighter, greener future 

— are resonating with people,” 

said Walls. “Consumers are more 

responsive to those stories than they 

might have been if they weren’t being 

more introspective about all of the 

things around us and more attentive 

to health in general.”

The pandemic forced the founders 

to reconsider key elements of 

their business, but by maintaining 

flexibility they were able to pivot to 

find new avenues of growth. “Despite 

the difficulties, we had a good year,” 

said Luczo. “Hard, but good. The 

pandemic has prepared us to set 

up for future success despite the 

challenges.”

Supply chain considerations were 

one such area. When items like labels 

and boxes were held up from their 

core supplier, Furtuna quickly found 

alternate options. “We figured out 

multiple ways of getting the same 

results,” continued Luczo, “work we 

would have had to do in the future 

that we’ve now taken care of.”

Distribution is another such 

area. Like other brands, Furtuna 

put brick-and-mortar expansion 

on the backburner, but accelerated 

online distribution both in the U.S. 

and internationally. The brand is 

now found on the e-commerce sites 

of Goop, Bluemercury, Neiman 

Marcus, Beauty Habit, Saks and 

Shen domestically. Globally, Furtuna 

launched in Australia, Mexico, 

Croatia and the Middle East, with 

plans to add Niche Beauty in 

Germany next month and Skin & 

Goods in Denmark in the summer.

The brand also moved up its 

timeline to go deeper into the spa 

and services side of the business. 

Working with aestheticians, they 

created a 90-minute facial for luxury 

and destination spas, then used that 

as the basis to creater shorter, custom 

treatments for retailers like Shen 

Beauty and Onda.

Whether inking partnerships with 

like-minded brands in other sectors, 

like designer Rebecca Minkoff and the 

wellness food brand Sakara Life, or 

creating a loyalty program for online 

shoppers or creating a meditation 

card giveaway with Mallika Chopra, 

the key has been thinking creatively 

about the business.

As for big lessons learned. Creating 

a cohesive culture with a far-flung 

team has been key.

“With a new team, you never 

know what is going to happen,” said 

Walls, “how their talents, skills and 

personalities will work as one. We 

really saw them come together and 

support each other.”

“Our team has been super flexible 

and able to think out of the box,” 

added Luczo. “We want to build a 

company culture that maintains 

positivity and supports one another, 

where people feel connected even if 

we are apart.”

Furtuna 
Favors  
The Bold 
The skin care brand's chic-
meets-effective ethos 
has found widespread 
acceptance and fueled a 
boom in online distribution. 
BY JENNY B. FINE

Furtuna Skin cofounders 
Agatha Relota Luczo and 

Kim Walls.

BEAUTY LOVERS WANT their 

daily Bread, even during COVID-19.

Despite the havoc wrought on 

the beauty industry in 2020, U.S. 

prestige hair care began to bloom. The 

category grew 8 percent in a year that 

saw overall prestige beauty sales fall 19 

percent, according to The NPD Group.

Maeva Heim could not have 

predicted this growth when she first 

conceived of Bread Beauty Supply, 

a hair care brand made for Black 

women with textured hair. After 

running into pandemic-related 

freight issues in the months leading 

up to launch, Heim brought Bread to 

market in July via its own web site 

and a partnership with Sephora.

Bread Beauty launched its products 

in July via a partnership with Sephora.

Hair care, Heim said, is typically 

“10 to 20 years behind every other 

category” in beauty, but COVID-19 

has accelerated consumer education, 

which she identified as driving 

growth in the category.

“People [are] learning for themselves,” 

Heim said. “People are discovering 

more about why they do certain 

things with their hair, why do certain 

ingredients exist in certain products, 

what is the growth cycle of hair.”

“I would have expected it to be one 

of the top-sellers, but not necessarily 

number one because it's our most 

expensive sku,” she said. “That has 

been a nice surprise. It shows that 

this idea of routine is resonating with 

people. COVID-19 has probably had 

a massive impact on that. [People 

want] one thing that they can buy 

and not have to pick and discover 

from lots of different places.”

Partnering with Sephora has been 

“impactful,” said Heim, who completed 

the retailer's Accelerate program.

“Especially as a new brand, when you 

have a partnership like Sephora, you 

should rely on them a lot more,” she 

said. “It makes sense to not necessarily 

look at your split of sales between 

d-to-c and Sephora and how you want 

that weighted in a binary way. I think 

you leverage Sephora for what they are, 

which is the ultimate beauty retailer. 

That can be a huge channel for you. If 

Sephora does well, we do well.”

For context, Sephora's chief 

executive officer Jean André-Rougeot 

recently revealed in an online 

conversation with Kohl’s CEO Michelle 

Gass that Sephora's online sales are 

quickly approaching $3 billion.

New launches are in store for Bread, 

though Heim noted she intends on 

keeping the overall product assortment 

“edited and simple.” She is listening 

to consumer requests, which she said 

have “somewhat surprised” her.

“The number-one thing people still 

want is styling products,” Heim said. 

“I think it's probably a function of 

what people ask for us is what they 

buy. Treatments are still the number-

one performing sub segment of the 

category in COVID-19 times. I think 

it's just accelerated now.”

How Maeva Heim Brought Bread  
To Market During COVID-19 
Heim shares how consumer behavior is impacting the hair care category and why new 
brand founders should embrace retail partnerships right now. BY ALEXA TIETJEN

Maeva Heim, founder of 
Bread Beauty Supply.
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SHAZ AND KIKS' AYURVEDIC 
approach to hair care is piquing 

consumer curiosity.

The brand launched over the 

summer with two pre-washes 

that incorporate Asian Ayurvedic 

rituals that cofounder-sisters Shaz 

Rajashekar and Kiku Chaudhuri, 

after whom the brand is named, grew 

up using. Pandemic-related supply 

chain challenges emerged pre-launch, 

as Shaz and Kiks both formulates and 

manufactures from scratch.

“The logistics from the beginning 

of even a thought of a product have a 

lot of multiple steps,” Chaudhuri said. 

“Then you factor in things shutting 

down. The back-end of things is 

where the heaviest lift and the most 

complicated part unfolds.”

Shaz and Kiks' manufacturing hub, 

based in Dallas-Fort Worth, Texas, 

shut down from March to June.

Shaz and Kiks sources its 

ingredients from smallholder Indian 

farming communities.

“We honestly did not know if and 

when we were going to open up, and 

most of the manufacturing employees 

were furloughed,” Chaudhuri said.

Eventually the facilities did reopen, 

and Shaz and Kiks officially launched 

in August.

The brand's formulas are made 

in partnership with an Ayurvedic 

doctor based in India. Shaz and 

Kiks works with smallholder Indian 

farming communities to source its 

ingredients.

“Historically, companies, especially 

personal care companies, don't go 

so much into detail of like, 'This is 

where my coconut oil grows.' But 

we're seeing that's important to us 

as a brand, and we're pleasantly 

surprised that is also important to 

our customers,” Chaudhuri said.

“These products are priced higher 

because we pay our suppliers a fair 

wage that they deserve, which they 

have historically not been paid,” she 

continued. “I think transparency into, 

traditionally, a boring and hidden world 

of supply chain has become something 

of interest to our customers.”

The recent protests by farmers in 

New Delhi has caused some disruption 

to Shaz and Kiks' ingredient-sourcing. 

The protests, Chaudhuri said, are 

“incredibly important,” noting the 

need for farmers to “function in a 

proper way where the government is 

supporting them.”

“We stand by the farmers and we 

are happy to support them and work 

with their protests,” she said.

Chaudhuri and her sister have seen 

interest in education on Ayurvedic 

wellness and how it relates to hair care. 

That interest has driven the cofounders 

to be more confident in weaving their 

heritage into Shaz and Kiks' branding.

“There is some knowledge [about 

Ayurveda] — and some know more 

than others — but overall there is the 

want to learn more,” Chaudhuri said. 

“We were always hesitant of putting 

our culture so forefront of our brand. 

There are a lot of stereotypical ideas 

about [Ayurveda], which we didn't like.

“We've come out unapologetically,” 

she continued. “The past few months 

we've leaned into our branding. 

Whether you're familiar with our 

culture or not, we're welcoming you 

in without white gloves. That's been 

well-received.”

Shaz and Kiks' Cofounder on 
Ayurveda and Ancient Rituals 
“There is some knowledge [about Ayurveda] — and some know more than others  
— but overall there is the want to learn more,” Kiku Chaudhuri said. BY ALEXA TIETJEN

Kiku Chaudhuri and Shaz 
Rajashekar, cofounders 
of Shaz and Kiks.

WHEN INFLUENCER Tina Craig 

launched U Beauty in 2019, she didn’t 

predict the frenzy that would ensue. 

So, when it was time to restock after 

a global sellout within weeks of 

launching, Craig reordered as much 

product as possible.

“We knew to order a lot, but 

imagine if we didn't sell out that first 

three weeks. I was thinking about 

that the other day, and we just had 

that original stock, we would have 

been totally screwed during that first 

few months of pandemic,” Craig said.

Craig knew she was onto something 

new with U Beauty, which features 

patent-pending technology called 

Siren capsules, which are said to 

only target damaged skin areas 

and concerns. She put much of the 

brand’s capital behind free sampling, 

and sent out 100,000 free samples 

prior to launching the product.

“There was no money on social. 

It was really risky, but we paid for 

shipping because we really wanted 

the samples to be free,” Craig said. 

“But for us, product is king, and we 

knew once people tried it and saw 

this incredible transformation, it 

would pay off.”

The technology that powers Craig’s 

products takes some education, 

seeing as her first stockkeeping unit, 

the Resurfacing Compound, contains 

retinol, vitamin C, AHAs and PHAs 

yet is still suitable for sensitive skin.

Although Craig didn't foresee the 

shift to e-commerce, she said putting 

resources behind the brand's own 

channel — which now makes up 90 

percent of the brand's sales — was 

in the works before the pandemic. 

“We really focused on our d-to-c, 

which is what we wanted to do in 

the beginning. We just thought 

using retailers helped build brand 

awareness,” Craig said, adding that 

being less reliant on retailers helped 

the brand stay nimble through 2020, 

and keeping distribution partners 

stocked was challenging.

One of the greatest pivots she took, 

though, was building a global team 

of advisers and consultants to help 

anchor the brand’s success, noting 

that U Beauty is a fully global brand 

now. “I’m in Dallas, my business 

partners are in Florida, we have 

creatives in Los Angeles,” she said.

“We built our team that way and, it 

was so incredible. Imagine from March 

to now, we’re building our team by just 

finding the best talent in the world and 

the best person for the job. Because 

they don’t have to consider relocating. 

A lot of pivoting was that staffing, and 

the overhead of having an office, and 

not having to deal with that.

“I learned that you don’t have 

to spend wastefully. You can be 

smart and strategic. When I started 

blogging 16 years ago, there was no 

business model. Again, I’m blazing a 

new trail of how businesses are built 

in the future, and the future is right 

now,” Craig added.

Having just put out her first body 

product — the Sculpt Resurfacing 

Arm Compound — Craig says there 

are more launches in the pipeline for 

the year, although they’re all aligned 

with the brand’s minimalist philosophy 

on product formulation. “Our next 

launch is another game changer, that’s 

creating a new category in the way 

people think about outdoor skin care,” 

she said. “It’s gonna be outdoor and 

indoor, and truly a treatment that’s 

never been seen before. It’s taken so 

long for the FDA approvals because 

there’s nothing like it.”

U Beauty’s Tina Craig on  
Thriving During Coronavirus 
The instant cult classic brand wound up being well suited for consumers’ essentialist 
approaches to skin care during the pandemic. BY JAMES MANSO

Tina Craig
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P O W E R E D  B Y :

The Beauty 
of Inclusivity 

E
buru has made it her 
mission to provide all 
people, with all skin 
tones, with clean for-
mulated cosmetics 
that pay tribute to the 
inspirations of African 
queens.

When Chichi Eburu launched Juvia’s 
Place she immediately took action to 
fill the gaps in the market: products 
with ingredients that provide skin with 
benefits rather than harm, uncompli-
cated applications, and when it comes 
to makeup, colors that make an impact. 
And having captivated an audience with 
highly pigmented shades, Juvia’s Place 
earned a consumer base that quickly 
began asking for more.

Answering more than a few eager 
requests, according to Eburu, the com-
pany has announced the upcoming launch 
of, Juvia’s Skin, a high-performance skin-

produce a line of skincare products.
We’re very grateful to have had the 

opportunity to work alongside indus-
try-leading chemists and dermatologists. 
We’ve amassed a large consumer base 
that is anticipating the launch and we 
couldn’t be more excited. 

 
Fairchild Studio: How does your 
brand forge an emotional connection 
to your customers?
C.E.: We’re professional quality – but 
we’re not just for the professionals!

We’ve worked really hard over the years 
to make our brand inclusive to all walks 
of life. You can see this come through in 
the models we select to work with and 
our partners — it’s something we’re really 
proud of. We believe our most loyal cus-
tomers appreciate our approachability and 
our desire to appeal to all.

 
Fairchild Studio: How has the coro-
navirus pandemic impacted your 
customers’ shopping habits? 
C.E.: The pandemic has brought a 
unique set of challenges for sure. Our 
site conversion rate has increased, show-
ing customers are more willing to try our 
products in the comfort of their homes. 
Most of our customers are interested in 
accentuating their eyes and lips for their 
Zoom calls while also looking for nour-
ishing ingredients in their lip products as 
we’re all a bit drier under our face masks.

Fairchild Studio: What do you see as 
the challenges for your customers in 
the skincare category, and how does 
Juvia’s Skin address that?
C.E.: Some of the challenges I have seen 
comes from the rising demand for fast 
visible results thereby creating an avenue 
for the introduction of gimmicky products 
from brands. It’s important to understand 
it takes time to experience great results 
and there’s a huge difference between 
gimmicks and effective products.

At the end of the day, customers want 
products that solve skin issues as quickly 
as possible. Juvia’s Skin addresses these 
issues and concerns in all skin types 
safely. We’re strong advocates for a holis-
tic approach to self-care and skincare is 
just a part of it. Having time to care for 
your skin through our Egyptian regimen 
and methods is what sets us apart — our 
line is approachable and simple to follow 
so that everyone can indulge in the reg-
imen, easily!

 Juvia’s Skin is a very high-performance 
skincare brand that caters to all skin  
concerns . A skincare line of high-qual-
ity result-oriented formulas that safely 
improves skin health. We’ve traveled 
worldwide to source and infuse the best 
ingredients and technology that provide 
effective products with great results. No 
Gimmicks. Just pure high-quality ingre-
dients with proven results.

 
Fairchild Studio: How is your distri-
bution strategy changing, and what 
role do physical stores play in that 
strategy?
C.E.: Our number one priority is to dis-
tribute our products through our online 
channel – that has always been our main 
focus. With the COVID 19 pandemic 
and stay-at-home orders, it has become 
more evident that Juvia’s Place and Juvia’s 
Skin will continue to focus on the growth 
of our online business which has contin-
ued to double in size year after year. 

Collaborations with retail partners 
help expand our reach, introducing the 
brand to new customers. Our existing 
customers also have the opportunity to 
experience the products in stores.

We’ve worked 
really hard 

over the  
years to make 

our brand 
inclusive  

to all walks  
of life.”

C h ich i E bu ru ,  
Founder of Juvia’s Place

The founder of Juvia’s Place discusses the evolution of the beauty 
industry for Black women and the launch of Juvia’s Skin.

care brand, will serve to cater to all skin 
concerns  with a line of result-oriented 
formulas that carry the brand’s same level 
of high-quality ingredients that promise 
to improve skin health.

Here, Eburu speaks to Fairchild 
Studio about the unique connection 
consumers have with Juvia’s Place, the 
evolving needs of today’s beauty con-
sumers, and the launch of Juvia’s Skin.

 
Fairchild Studio: How would you 
describe the Juvia’s Place customer 
and what she is looking for in beauty?
C.E.: Juvia’s Place customers have a 
strong sense of themselves. They want 
to express their feelings and emotions 
through our highly pigmented, profes-
sional quality makeup. And, as for our 
newest line, Juvia’s Skin, this was a cre-
ation specifically for our customers. Since 
launching in 2016, I cannot tell you how 
many times customers have asked us to 

Juvia’s Skin will  
cater to all skin 
concerns with result-
oriented formulas 
and high-quality 
ingredients.
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HUDA KATTAN, the founder of 

Huda Beauty, launched her third 

beauty brand, Wishful, about a 

month before COVID-19 was declared 

a global pandemic. 

The brand started with just one 

stockkeeping unit — Yo Glow Enzyme 

Scrub — in February 2020.

That launch timing left Kattan and 

her team navigating a new brand 

through the pandemic and trying 

to build credibility in the skin care 

category at the same time. 

“With regards to Huda Beauty, 

when we launched, everybody was 

like, ‘oh, let’s just see what happens’ 

— nobody was taking us seriously, 

certainly not globally,” Kattan said, 

remembering when the brand was 

first picked up by just one Sephora 

Middle East location. 

For Wishful, “we had a different 

obstacle,” Kattan said. She had 

become an established part of the 

beauty world with global distribution 

and a massive following, but hadn’t 

ever ventured into skin care. 

“Credibility was a huge hurdle. 

Frankly, our retailers told us it wasn’t 

possible to be successful in skin care 

and makeup,” she said. 

But Kattan persisted, adjusting the 

plan along the way and pulling from 

prior launch experiences. 

"We wanted to send to influencers, 

and do all those things we've learned 

as a company, but also reignite some 

of those factors that originally were 

strong with Huda Beauty — going out 

to the community, talking to them, 

making sure that our really hardcore 

followers know exactly why we're 

doing this," Kattan said.

Internally, as the launch 

approached, there were some 

disagreements, Kattan said — 

especially around the number of 

products that should be in the lineup. 

"We had to get creative. Some 

launches we completely moved out, 

some launches we were like, 'you 

know what, it's important right now 

to realize what people are going 

through. And if there are some 

products that are going to be making 

a change in people's lives, let's launch 

it — if they're not, let's delay it, or 

get rid of it completely.' We did that 

across all of our brands," Kattan said.

Wishful's timing was certainly 

different than when Kattan introduced 

makeup from Huda Beauty, which hit 

in time for the makeup craze. You're 

kind of swimming with the current 

as opposed to swimming against 

the current, which is kind of what 

happened during the pandemic," 

Kattan said.

"Launching during the pandemic, 

first of all, it's probably not good 

for you in the interim, because you 

just are not able to gain all of that 

momentum that you normally would 

have gained with people going in 

store," Kattan said.

"Nobody even wanted to buy 

products. And you're still a business, 

and here you are launching a new 

form of business, and you have to 

talk about it, but people are losing 

their jobs and their lives, or they're 

displaced — it was in some ways 

unsettling," she added. "That's 

something I think is really important 

for a company always to remain, yes 

business, but human first."

Huda Kattan Talks Launching a Skin Care 
Brand During the Coronavirus Pandemic 
"You're still a business, and here you are launching a new form of business, and you have to talk about it, but people are 
losing their jobs and their lives, or they're displaced — it was in some ways unsettling." BY ALLISON COLLINS

Huda Kattan

MELISSA OBEID AND her 

husband Jamie Arnold packed up their 

children and belongings in Australia 

in 2016 and moved to France for a new 

cultural experience that was to include 

diving deeper into the skin care space.

“When I had the idea for La 

Fervance, we were in Melbourne 

and I was inspired by a Napoleon 

exhibition,” said Obeid. 

I identified that there was a void 

in the skin care space for a luxury 

product,” continued Obeid, who was 

interested in the naturals category.

So she started looking into that. The 

trip to France became a reality, then 

their home base from which Obeid 

would create La Fervance.

Development took two to three 

years longer than expected and then 

La Fervance launched just a few 

months before the pandemic hit.

Éclat Extraordinaire’s formula, with 

a “fusionistique” texture, is of wholly 

natural origin “using the best of French-

Australian ingredients” that are highly 

active and with Ecocert certification. 

In January 2020, La Fervance’s focus 

was online. But discussions had begun 

with some brick-and-mortar retailers, 

too, such as Skins Cosmetics in the 

Netherlands, Belgium and South Africa.

Lockdowns struck yet still talks 

were ongoing, and then immediately 

post-confinement in June, La Fervance 

launched at Skins. Now, Éclat 

Extraordinaire is a bestseller there.

Obeid said she’s selective about 

which distributors her brand works 

with, that they must respect La 

Fervance’s identity and training is key.

“It was a rigorous selection of 

distributors, partners and staying on 

course,” she explained of the brand’s 

strategy during the pandemic. “And 

never — though the temptation 

would be to review pricing, the way 

we do things in this crisis — we 

didn’t. We just remained true to the 

values of the brand.

“We saw more potential and 

traction through retail, being a high-

end luxury brand,” continued Obeid. 

“It is a product that needs to be 

experienced. The physical retail has 

been the key to our success over the 

past 12 months.”

Cut to today, and the brand is sold 

in doors such as Skinlife in Portugal, 

Beautysaur Organics in Hong Kong, 

Nose in Paris and Junora Beauty Lab 

in Lithuania. In the U.S., La Fervance 

just was introduced at the Rescue Spa 

and it’s carried by Lemon Laine in 

Nashville, Tenn.

Sampling remains important 

for the multifunctional Éclat 

Extraordinaire product, which can be 

used in the morning, at night or as a 

treatment mask.

“More and more, the conscious 

consumer is questioning the need for 

too many products within their skin 

care ritual,” said Obeid.

La Fervance is set to debut a second 

product, Gommage Extraordinaire, 

next month.

“A positive mind-set and having 

perseverance, persistence and an 

unwavering belief in the vision and 

mission of what I have created has 

been the key to the success,” she said. 

“I credit the people around me that 

have been positive, and my faith. 

I’m really grateful to those retailers 

who took a chance on us at such an 

uncertain time.”

Why Melissa Obeid 
Pivoted La Fervance to 
Brick-and-Mortar Retail 
Positioned as luxury natural skin care, the brand launched 
with Éclat Extraordinaire. BY JENNIFER WEIL

Melissa Obeid
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Applications must be submitted by 04/30 and will be reviewed by a full panel 

of industry experts including FMG President Amanda Smith and EVP of Unilever 

Prestige Vasiliki Petrou. All interested in applying for the “Project Connect – 

Bridging the Digital Divide” grant are encouraged to visit the link above.

WWD and Unilever Prestige announce a pioneering grant initiative, designed to 

showcase the next generation of business leaders and entrepreneurs, whose 

products, services and solutions provide industry advancements that focus on the 

connection between technology and the human touch.

P R E S T I G E

Powered by

BRIDGING THE  
DIGITAL DIVIDE

A GRANT PROGRAM  
TO CONNECT  

TECHNOLOGY & HUMANITY

Project Connect is calling on eligible entrepreneurs to apply for a chance to receive grant 

funding and access to a robust package of resources that include: mentorship, opportunities 

to help scale your business and exposure of your brand to new industries and audiences.

 Applicants should have:

 l  A scalable business model that serves to humanize technology for the future

 l  Innovative products & services that demonstrate a human connection between 

technology and virtual communication

 l	 	Social	Impact	at	the	core	of	the	business	with	efforts	that	promote	an	inclusive	

platform and shifting marketplace values

 l A future-focused mindset and clear vision to advance the industry

APPLY NOW!

DOES THIS SOUND LIKE YOUR BUSINESS?

http://bit.ly/3et6WDN


Conture Aerocleanse Facial 
Cleansing Device 

AVAILABLE ON CONTURE.COM, QVC  
AND BLOOMINGDALE’S FOR $99.

20

MARCH 19, 2021

LAUNCH PAD

Body Language 
Brands founded and led by women are hedging their bets on body care. 
BY JAMES MANSO

When Sally Mueller was going through her own 
menopause journey, she began to understand just how 
uninformed women were about their bodies and, more 
specifically, how few of them are seeing their needs 
serviced by modern brands. “Fifty million women are 
going through menopause at any given time, and the 
average length of time is 10 years,” she said.

Mueller joined forces with friend Michelle Jacobs, and 
the two founded Womaness, a brand that treats myriad 
side effects of menopause. Mueller is chief executive 
officer; Jacobs serves as chief operating officer.

The brand, which launched with 11 stockkeeping units 
in select Target doors and on its own website, believes in 
treating women head to toe. It includes facial skin care, a 
personal lubricant, body lotion, a neck firming treatment, 
body wipes and dietary supplements. “Whether treatments 
for skin care, vaginal dryness, hot flashes, we felt strongly 
about attacking the entire opportunity,” Jacobs said.

Part of launching with an array of products, Jacobs 
added, was that women’s experiences with menopause 

varied drastically from person to person. “We felt like we 
couldn’t be a brand standing for the health of this woman 
without addressing multiple issues,” she said. Industry 
sources estimate the brand’s wholesale sales could 
exceed $1 million for its first 12 months on the market.

Summer Fridays cofounders Lauren Ireland and 
Marianna Hewitt made their mark on body care 
with the Babymoon Belly Balm, a potent moisturizer 
for expectant mothers. Now, they’ve brought a less 
targeted treatment to market. “We wanted that 
Summer Fridays feeling, but for your whole body,” 
Hewitt said, noting that the brand’s consumers already 
use the skin care products on their bodies. “We’re 
a really community-driven brand, and people really 
wanted that moisturizer over and over again.”

Enter Summer Skin, which the founders think of as skin 
care, but for the body. “Over the past several years, we’ve 
fallen in love with good skin care as a whole, and naturally, 
that's now ascended into body care,” Ireland said.

The lotion, which the brand is selling online and at 
Sephora, has ceramides, hyaluronic acid and plant 
butters and is also vegan and cruelty-free. Industry 
sources expect the product will hit the $2 million mark 
in its first 12 months on the market.

Hewitt sees a huge white space in the body care 
category, and thinks there’s room for more innovation. 
“Body care specifically was owned by mass brands for 
so long, but we are extending skin care into body care, 
and that’s coming to the fore now,” she said.

When Hope Smith founded Mutha in late 2019, she set 
out to deliver highly active formulations with natural 
ingredients. After her foray into skin care, Smith is 
introducing the Body Contour Serum, an actives-
packed treatment meant to mimic lymphatic drainage. 
The star ingredient, mustard sprout, is said to increase 
microcirculation, which decreases water retention and 
detoxes adipose tissue, Smith said. The formulation 
also has hyaluronic acid, squalene, ceramides and 
AHAs for a resurfacing effect.

Body Contour Serum is 97 percent natural, which 
posed formulating issues. “It’s so hard, how active is 
the product, how stable is the product?” she said.

Although the product’s clinical studies do purport a 
slimming effect, Smith said she’s positioning the serum 
as a tool for self-care above all else. “It's called the Body 
Contour Serum, but I'm not trying to get people to lose 
weight. This is more about really making you feel your 
best. Our mission is to create products that strengthen 
confidence and change insecurities,” she said. Industry 
sources estimate the launch could reach $1 million in 
wholesale sales for its first year on the market.

Mutha Body Contour Serum
AVAILABLE AT MUTHA.COM FOR $95.

Summer Fridays Summer  
Skin Body Lotion
AVAILABLE AT SUMMERFRIDAYS.COM  
AND SEPHORA FOR $26.

U Beauty The Sculpt  
Arm Compound 
AVAILABLE AT NET-A-PORTER  
AND UBEAUTY.COM FOR $98.

The ethos behind U Beauty is to only target damaged skin 
cells in need of repair, so it makes sense that the brand’s 
first body product is also ultra-targeted. The brand’s 
treatment for arms, called the Sculpt Arm Compound, 
targets the individual needs of skin on the arms. “There 
are no sebaceous glands, it’s very fragile, and it’s the 
most susceptible to the effects of gravity,” said Tina 
Craig, founder of U Beauty, of that part of the body.

The Compound works using the brand’s patent-
pending siren technology, which is said to only target 
damaged or decaying skin cells. It includes a strain 
of bacteria from a rare marine sponge that signals 
the skin to tighten. According to Craig, the product’s 
clinical test results showed that the testing group that 
combined exercise and product usage experienced 
double the results of those doing one or the other.

Craig said this ultra-tailored take on body care is where 
the category is heading. “Your abdominal skin is so different 
from the arm skin, and same with your legs,” she said. “The 
white space is that everyone’s treating all the skin on their 
body the same way.” The Arm Compound could reach $5 
million in retail sales, industry sources estimate.

Womaness 
AVAILABLE AT WOMANESS.COM  
AND SELECT TARGET DOORS.  
PRICES RANGE FROM $14 TO $40.

When Diana Madison 
first tried kukui nut oil, 
the hero ingredient 
behind her latest 
launch, it was love at 
first jellyfish sting. 
Madison discovered the 
oil when she went to a 
drugstore in Hawaii to 
soothe a jellyfish sting 
after swimming at the 
beach. “I was fascinated 
because [I found] kukui 
oil, kukui oil lip gloss, 
kukui oil hair products, 
too. I started doing 
research and found 
that kukui oil helps with 
eczema, psoriasis. It's 
so powerful,” she said. “And it’s nice because, for 
vanity, it does give your body a glow.”

Madison’s second product, Glowette Body Polish, is 
the body’s answer to Glowtopia, her prickly pear seed-
based face oil. She sees the body as one of skin care’s 
final frontiers. “It's important just that we put that 
effort into our face, into our bodies,” she said.

Madison, who is also a content creator and 
influencer, is launching the product solely through her 
own channels. Industry sources estimate the body oil 
to reach $500,000 in retail sales during its first year on 
the market.

Diana Madison 
Beauty Glowette 
Body Polish
AVAILABLE AT 
DIANAMADISONBEAUTY.COM 
FOR $57.
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and off the runway
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as-usual” to a new ecological ethic
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relevant than ever
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fashion, footwear, beauty and retail
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head-on
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MASTER CLASS

SHARPEN YOUR PENCILS 
and open your monogrammed 

Moleskines. Today, Abena Boamah 

will be leading the beauty industry 

in a vocabulary lesson.

The former seventh grade teacher-

turned-skin care founder is uniquely 

qualified for the job.

In 2017, Boamah launched 

Hanahana Beauty: sustainable, 

accessible, all-natural shea butter 

products, ethically and transparently 

sourced from the Katariga Women's 

Shea Cooperative in Ghana and 

created to uplift women of color.

In 2020, these values — sustainable! 

accessible! women of color! — became 

the buzziest buzzwords in beauty, 

a shift driven by the coronavirus 

pandemic, constant climate 

emergencies and the social justice 

movement that ignited after the 

death of George Floyd at the hands  

of Minneapolis police.

“When it came time for all 

these lists, we were hitting those 

opportunities, which I’m very 

grateful for,” the Ghanaian American 

entrepreneur said, referencing the 

numerous “Black-owned Beauty 

Brands to Buy Right Now” roundups 

that Hanahana Beauty topped last 

year. Beyoncé’s included.

But as these words become more 

ubiquitous, Boamah has doubled 

down on the importance of mission 

over marketing.

“If you’re going to say that being 

‘accessible’ and ‘sustainable,’ are 

a part of your values, you have to 

do some research on how you can 

actually be impactful,” she said. 

“There’s so much opportunity in 

the beauty space. I would rather 

see Black people being given 

opportunities than just hearing,  

‘Buy Black.’”

It’s an unexpected sentiment from 

a business owner, perhaps — but 

Boamah isn’t in it to make money. 

She’s in it to make change. (And — 

of course — really good shea butter.)

Hanahana Beauty has gotten 

a lot of attention over the 

past year. What does scaling 

sustainably look like for you?

Abena Boamah: I think it comes 

down to defining sustainability 

and evaluating how you’re hitting 

sustainability in all areas. As a team, 

we look at sustainability with a 

holistic approach. We’re a team of 

Black women who are putting our 

time and energy into this company 

not just for a check, but to make a 

greater impact. We’re continuing 

to build on the foundation we’ve 

created, from environmental 

sustainability through packaging all 

the way to the producers we work 

with. [Hanahana pays its producers 

in Ghana two times the going rate 

for shea butter.] As a team, we 

have to think about our price point 

offerings and how we can continue 

to make high-quality products that 

are actually accessible.

Do you think the industry 

understands that holistic 

approach yet? That 

“sustainable” doesn’t only mean 

packaging, but includes fair 

wages and company policy?

A.B.: The industry has to 

understand the holistic approach. 

There’s a certain level of 

consciousness and curiosity that’s 

grown in beauty consumers, 

particularly in the past year. As 

a consumer myself, I’m not only 

interested in the benefits of a 

product, but the path of where my 

dollar goes.

How do you navigate pricing 

to reflect the work that goes 

into making them versus being 

affordable? What’s the balance 

of sustainability to accessibility 

in that holistic equation?

A.B.:What I’ve found is that maybe 

we can’t be accessible through each 

and every one of our products, but 

we can be accessible through the 

information and opportunities 

we give and the stories we share. 

We look at accessibility through 

different approaches: through 

our Hanahana Circle of Care, our 

community health care initiatives 

for the Katargia Cooperative, and 

also in how we curate learning 

experiences around beauty and 

wellness for our community.

The kind of relationship 

you have with the Katargia 

Cooperative is rare in the 

mainstream beauty space.

A.B.: It is, and I didn’t realize that. 

I remember one of my mentors 

asked, ‘Wait, so did you actually 

go to Ghana? Because I’ve worked 

with brands that say all these things 

and they’ve never stepped foot in 

the country they’re associating 

themselves with.’ I’m coming from 

a different background. There’s no 

way that we could’ve created the 

Hanahana Circle of Care if I hadn’t 

lived in Ghana. As a teacher, my 

motto has always been that you can't 

create real impact in a community if 

you’re not near it.

You recently rebranded. How 

did you approach that while 

staying true to your foundation?

A.B.: As a team, we asked ourselves: 

How can we really educate people 

through our branding in a more 

strategic way? We elevated the brand 

presentation so it met the level and 

care of the work we’re doing. We 

still use glass packaging but we’ve 

transitioned to heavier double-walled 

glass containers with wide-mouth 

openings, for easier application. We 

even reassessed all the vendors we 

source from outside of cooperatives. 

It was also just time for an aesthetic 

change. I love color and it felt right 

to add a color identified with our 

scents and products. For creative, 

we did everything in-house, working 

with Leroy Wadie, a graphic 

designer in Ghana on a new logo and 

packaging design. We also partnered 

with Deun Ivory and Juliet Cangelosi 

on imagery, who know our team 

and our brand really well. The best 

part about the rebrand was working 

with our friends and community — I 

didn’t want to ‘elevate’ by pivoting to 

working with a big branding agency. 

We were able to elevate the brand 

while tying in the people who got us 

here in the first place.

Coming from your background 

of teaching and therapy, what 

motivated the pivot to skin care? 

A.B.: I’ve always felt like my purpose 

in life has to do with creating space 

for people to feel comfortable 

learning about themselves. As a 

teacher and a therapist, I thought that 

was the best way to go about it. But 

working within these systems pushed 

me to find another way to create an 

impact, and I ultimately found skin 

care and wellness. Every day we do 

something that affects our skin, from 

the products we apply to the food we 

eat. What happens when we become 

more intentional about how we take 

care of our largest organ? We might 

move differently or think about other 

aspects — what we’re putting inside 

our bodies. I hope to live in a world 

in which people are more intentional 

about how they think about skin, not 

just for themselves, but also why and 

how they treat people the way they  

do — understanding why you feel 

certain ways about people with 

certain skin colors.

Abena Boamah 
The former teacher and founder of Hanahana 
beauty is a lesson in how young brands can have  
a big impact. BY JESSICA DEFINO

DIRECT CONNECT: @beanieboamah
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EYE CANDY

Bringing Back Bold
¬ Eyes were the focus at 
the Paris and Milan fall 2021 
collections.

“We went for a beautiful, 
smoky eye — kind of dark,” 
said Peter Philips, Dior’s 
creative and image director 
for makeup, who eschewed 
tradition by creating an 
elongated horizontal, rather 
than a round, smoky shape. 
“It’s not seductive eye 
makeup. It’s very strong…
without becoming Gothic.”

At Versace, Pat McGrath 
opted for maximalist, bold 
eyeliners in vibrant magenta 
and electric blue. The precise, 
graphic line of the extended 
wing shape she created 
conveyed a confident, strong 
look and was inspired by 
the fashion collection's rich 
fabrics and hues. 

For Giambattista Valli, the 
designer “wanted to have 

more of an artistic feel for the 
makeup, instead of ‘just’ a 
beauty look,” explained Hélène 
Vasnier, who ringed some 
models’ eyes with colors such 
as yellow or purple and black.

“The idea was to do a visually 
‘loud’ look on a few of the 
girls in order to add contrast 
and rhythm to the collection,” 
she continued. “Mostly, I was 
inspired by pansy flowers 
— using just a few colors, all 
matte, but always contrasted 
with a bright pigment.”

Luciano Chiarello said 
for No. 21: “I didn't want the 
eyes to be too glamorous. 
I was interested in bringing 
out character through a very 
defined cut and a straight line, 
stretched outwards and with 
a sort of smoky effect that left 
transparencies in the center.” 
— Sandra Salibian and   
Jennifer Weil

Max Mara

No. 21Versace

Giambattista ValliChanel Erdem
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