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Up and down the Ginza in Tokyo, luxury coaches filled with Chinese 

shoppers cruise the avenue, stopping here at Dior, there at Chanel, 

across the street at Uniqlo. Another must-stop on the retail itinerary 

is Shiseido The Store, the recently renovated flagship of the Japanese 

cosmetics giant. While the previous iteration of the boutique featured 

all of Shiseido’s many brands, from drugstore to luxury, now the 

emphasis is on its prestige offerings, with a customized decor featuring 

the company’s signature camellia flower throughout. 

Shiseido’s focus on prestige isn’t just relegated to its retail business. For chief executive 

officer Masahiko Uotani, being a top three player in the prestige global beauty industry—

and dominating in the all-important Asian market—is the backbone of his long-term 

vision for Shiseido as he positions the company for the future. Already, during his four 

years as ceo, he has revolutionized how Shiseido operates in one of the most volatile 

periods the industry has ever experienced. And he’s just getting started. For an inside 

look at his strategy to fuel the next decade of growth, turn to “Prime Mover” on page 34.

Uotani’s success is evident both in the company’s results (net income for the first half 

of 2018 was more than double that of last year), as well as in Shiseido’s brand equity. 

According to the BrandZ Global ranking of personal-care brands, Shiseido gained 42 

percent—more than any other brand—thanks in large part to its strength with Chinese 

consumers. That is just one reason it is a top 10 skin-care player in our WWD Beauty Inc 

annual ranking of beauty’s most powerful brands. Each year, we crunch sales data, digital 

dominance, industry awards and our own reporting throughout the year to compile the 

report. The full list, across all categories, is in “Maximum Impact” starting on page 38.

KKW Beauty—the brand created by Kim Kardashian—landed a spot on our top 10 most 

powerful fragrance brands, thanks to targeted drops that generate considerable buzz 

and sales to boot. We wanted to know, though—is it all about hype or are the fragrances 

olfactively successful, too? What better way to debut WWD’s Smell Test in Beauty Inc, 

in which an esteemed panel of judges blind test a fragrance, than with KKW Body. The 

result, on page 20, just might surprise you.
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In beauty, 20 may just be the magic number. This year, a slew 
of iconic Indies are celebrating 20 years in the business—a 
true milestone. Consumers are being invited to the party, 
too, thanks to a phalanx of anniversary collections launching 
this fall, designed to also appeal to die-hard fans and attract 
newbies. The birthday brands include Laura Geller, Pacifica, 
Anastasia Beverly Hills, Too Faced, Perricone MD, RéVive, 
Chantecaille, Sephora and Sonia Kashuk. Of course, no two 
companies are alike, but all agree that authenticity, strong 
products and a personal connection with customers are crucial 
to creating a long-lasting brand. “We don’t believe in the hero 
sku, we want to be a hero brand,” says Pacifica founder Brook 
Harvey-Taylor. “Keeping that core mission has been a huge part 
in why our customers stay true to us.” For more, see “Party 
Favors” on page 12.—LAYLA ILCHI
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RetuRn on Investments
Procter & Gamble is buying again, 
snapping up new brands and 
business capabilities for its beauty 
portfolio. But adding another player 
to the beauty M&A mix may send 
purchase prices up even higher.

By allison collins

P rocter & Gamble’s back in the 

acquisition mix.  

After selling most of its beauty 

portfolio to Coty in 2016, P&G said it 

was going to focus on its core brands. 

Since then, the company has not only worked to 

turn around Olay and accelerate the trajectory 

of SK-II, but it has also reversed its tune when it 

comes to M&A. Since late 2017, the Cincinnati-

based CPG company has made three beauty and 

personal-care acquisitions: Native in November 

2017; Snowberry in February 2018, and First Aid 

Beauty in July 2018. Those deals demonstrate 

P&G’s interest in throwing its hat back into the 

beauty M&A ring. 

“Three deals in a row isn’t coincidental—they’re 

on a quest,” one financial source says.

While that quest may benefit P&G with new 

capabilities, brands and channel diversity, it also 

has the potential to throw another log on the 

beauty M&A fire.

“The pieces on the chessboard have clearly 

The move also starts building out a broader 

prestige skin-care offering for P&G, something 

that competitor Unilever started building years 

ago with acquisitions like Murad, Ren, Kate Som-

merville and Dermalogica. 

“Unilever embarked on this project [about] 

four years ago because they identified prestige 

as a capability, and they went out and bought 

brands,” the financial source says.

“When everybody watched Unilever buy up 

[several skin-care brands] they were like, ‘Oh crap, 

we have a new competitor,’” Shore says, noting the 

same dynamic is unfolding as P&G does deals.

“It’s going to be hard for people to maintain 

disciplined pricing on must-have assets,” he adds. 

“Must-have assets are not only must-have, but 

they’re also must-have in the context of keeping 

them away from a competitor.” 

That increased competition is expected to 

propel price tags. “It will affect multiples for 

high-quality assets,” says Ilya Seglin, managing 

director at Threadstone. “If you’re a seller, that’s a 

great dynamic for you.”

In line with its beauty competitors, P&G is buy-

ing capabilities. Native, for example, has a strong 

direct-to-consumer business (something P&G 

has never had), while First Aid Beauty gives P&G 

greater access to the North American specialty 

retail channel, another area where it has little 

experience. Snowberry, a New Zealand-based 

prestige skin-care business, gives P&G more expo-

sure in the naturals world, as does a partnership 

P&G inked with Royal Botanic Gardens Kew in 

the U.K. in May. This strategy is in line with what 

other beauty players have done with their deals, 

as not everything revolves around buying brands 

anymore. Recent examples include Shiseido’s 

acquisitions of MatchCo and Giaran, technology 

businesses, and L’Oréal’s deal for ModiFace.

“We’re looking in our skin-care portfolio for 

brands that complement our portfolio in benefit 

spaces where we’re currently not present, or in seg-

ments of the market where we’re not present,” said 

Markus Strobel, head of P&G’s skin-care business, 

when the company bought First Aid Beauty.

P&G is also working to treat those brands dif-

ferently, particularly when it comes to integrating 

them into the mothership. Previous acquisitions 

were engulfed into the larger organization—but 

First Aid Beauty, for example, will operate as a 

wholly owned subsidiary. Native also hasn’t been 

sucked entirely into P&G; instead, the CPG giant 

is observing and learning about the direct-to-

consumer business model, but not planning to 

P&G-ify the business.

“P&G has bought other brands before and 

hasn’t been successful,” said Alex Keith, head 

of P&G Beauty when talking about the First 

Aid Beauty acquisition. “What we’re doing very 

differently this time is treating those brands as 

stand-alone.” ■

begun to move,” says Andrew Shore, managing 

director at Moelis & Co., who notes that P&G 

really altered the competitive landscape when it 

sold the portfolio to Coty Inc. and they became a 

multichannel player overnight.

P&G’s return to beauty buying brings another 

potential bidder into the war for highly prized 

assets. That could drive prices for in-demand 

companies and brands even higher, experts say.

“All players are going to face more competition 

for assets. It’s a great time to be a seller,” Shore 

says. 

So far, P&G’s acquisitions have focused on skin 

and personal care. But it’s likely the business 

would look outside of those categories—poten-

tially to hair—as it continues to sniff out its next 

deals. Experts also agree that the naturals space, 

which Snowberry fits into, is a likely field for 

more P&G M&A. Industry sources do not antici-

pate interest from P&G in reentering the color 

cosmetics or fragrance categories, but rather buy-

ing assets it can build out on a global scale. 

For P&G, returning to M&A will allow it to 

build out its beauty portfolio with new price 

points, business models and distribution chan-

nels. The deals add moderately priced offerings 

to P&G’s skin-care portfolio. First Aid Beauty is 

priced at the entry level of prestige—higher than 

Olay, while Snowberry sits firmly in the prestige 

range, but lower than SK-II. Deals at the higher 

end of the spectrum allow P&G options outside of 

food drug and mass, which in the U.S., has slowed 

for beauty.
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1. Anastasia Beverly  
Hills Norvina Eye 
Shadow Palette, $42. 
the much-anticipated 
mother-daughter 
collaboration, this eye 
shadow palette features 14 
pigments that let the user 
play around with color.

2. Perricone MD Essential 
Fx Rejuvenating 
Moisturizer, $179.
Formulated with  
three amino acids  
and a vitamin F  
blend of flax, chia and 
macadamia seed oils, 
this moisturizer is said 
to replenish the skin’s 
moisture barrier while 
protecting against 
environmental aggressors.
 
3. Pacifica Crystal  
Lit Moon Oil, $22.
inspired by crystals, this 
hydrating oil is infused with 
lavender, quartz and blue 
tansy to impart a healthy, 
iridescent glow.

4. Too Faced Metallic 
Sparkle Lipstick in  
Hot Flash, That Girl  
and Hoochie, $22 each.
Part of the brand’s 20th 
anniversary collection, 
these glittertastic lipsticks 
pay homage to the brand’s 
original products—
modernizing them with a 
full-coverage formula.

5. Chantecaille  
20-Year Anniversary  
Eye Palette, $85.
For the brand’s big 
birthday, founder Sylvie 
chantecaille wanted to 
create an eye shadow 
palette that benefited 
two conservation efforts 
important to her: the David 
Sheldrick Wildlife trust and 
the Lion Guardians.

Party Favors 
From glitter-infused anniversary palettes to ingredient innovations in 

skin care, brands are celebrating their birthdays in style.    
By LayLa ILchI

6. Laura Geller  
Bronze-n-Brighten  
in Medium, $33.
centella asiatica and 
white tea extract are 
meant to give this dual 
bronzer and highlighter 
antioxidant benefits. 

7. Sephora Collection 
Golden Hour  
Liquid Highlighter  
in Eclipse, $14.
this liquid highlighter is 
blended with micro  
pearls to create a soft, 
buildable luminosity.
 
8. RéVive Intensité 
Complete Anti-Aging 
Serum, $485.
cone snail venom, 
kombucha black tea 
ferment and bio peptides 
come together, aiming 
to plump the skin and 
restore cell renewal.
  
9. Sonia Kashuk 
Limited Edition 
Archival Eight-Piece 
Brush Set, $37. 
Sonia Kashuk’s latest 
brush set takes 
inspiration from old books 
and libraries and has a 
rustic matte feel that’s 
been given a modern 
touch with crystal 
embellishments.

10. Laura Geller  
Filter First Luminous 
Foundation in  
Medium, $38.
Grape seed oil, aloe vera, 
vitamin e and opal light 
shifters are said to give 
this medium coverage 
foundation antiaging, 
soothing and glowy 
luminescent properties.
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W elcome to Planet Pink.

In an otherwise indistinguish-

able office park in Irvine, Calif., 

sits the global headquarters of 

Too Faced Cosmetics. A low-ly-

ing, flat-roofed, two-story structure surrounded by 

a parking lot belies an interior exploding with se-

quins, chandeliers, cupcakes, balloons, candy jars, 

unicorns—lots and lots of unicorns—and giant 

product factices, everything drenched in shades 

of pink. Think pink filing cabinets, ergonomic of-

fice chairs, dog beds, gumballs, pillows, Post-its, 

you name it—with the occasional touch of peach 

(Sweet Peach is a best-selling franchise, after all) 

and animal print interspersed throughout. (All 

those treats have led to what some employees call 

the “Too Faced 20”—referring not to the brand’s 

founding two decades ago but to the amount in 

pounds newbies gain when they come on board.) 

Amid all that fun, though, is a serious busi-

ness. Founded 20 years ago by Jerrod Blandino 

and Jeremy Johnson, who met when they were 

both working behind cosmetics counters at South 

Coast Plaza, Too Faced is now a top 10 makeup 

brand in the U.S. prestige market. In late 2016, 

the Estée Lauder Cos. Inc. bought the brand for  

$1.45 billion, the largest acquisition in its 70-plus-

year history. Recently, the prestige makeup category 

has softened—NPD reported second-quarter 2018 

sales were flat at $1.9 billion in the U.S., versus 12 

percent growth for skin care and 24 percent growth 

for hair—and in the company’s third-quarter fis-

cal earnings in May, Lauder chief executive officer 

Fabrizio Freda noted “lower results” for Too Faced, 

“reflecting additional investments.”  

Still, Too Faced shows no signs of slowing down, 

expanding rapidly, opening freestanding retail 

doors globally and adding subbrands, such as Tutti 

Frutti, a 53-stockkeeping unit line rolling out to 

Ulta Beauty this month. “This is a uniquely posi-

tioned brand [that] plays in a fanciful, sensorial, 

fun, forever optimistic space,” says John Demsey, 

executive group president of Lauder. “It’s not a stu-

dio makeup brand. It’s not a backstage brand nor 

a natural brand. It’s a girls-who-want-to-have-fun 

brand that has great traction all over the world and 

in emerging channels of distribution.”

Demsey oversees a broad swath of Lauder’s 

portfolio and is largely credited with making 

MAC the best-selling prestige makeup brand ► 

Boys Just 
Want to 
Have Fun
More is more for Too Faced 
founders Jerrod Blandino 
and Jeremy Johnson, whose 
over-the-top take on femininity 
has created one of the most 
successful brands in beauty.
By Jenny B. Fine  

Too Faced 
founders Jerrod 
Blandino and 
Jeremy Johnson.
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in the U.S. after Lauder acquired it in the late 

Eighties. He notes that Blandino and Johnson 

remind him of Frank Toskan and Frank Angelo,   

MAC’s cofounders and orchestrators of Indie 

brand revolution 1.0. “The ecosystem between the 

two of them and the back and forth is super im-

portant,” he says of Blandino and Johnson. Dem-

sey tells a story about a beauty industry vet who 

told him how much she loves the brand’s Better 

Than Sex mascara. (She’s not alone. One sells ev-

ery four seconds.) When he asked her why, she 

referenced the item’s weighted cap.

“In all my years in the business, no one had ever 

said that,” he says, noting the cap’s weight creates 

a better application. “The brand has all of these 

intuitive tricks and interesting details that the cus-

tomer loves. It doesn’t take itself too seriously,” he 

finishes, “yet the product really works.”

WWD: How has life changed post acquisi-
tion?

Jerrod Blandino: I just focus on what I’m do-

ing. I’m not interested in going into the corporate 

world and submerging myself in that culture be-

cause I don’t even know what it is, I couldn’t sur-

vive in it. I’m just focusing on what I’m doing and 

creating the best brand I can and trying to take 

over the world from our point of view. 

WWD: Who acts as the bridge between the 
brand and the parent company?

Jeremy Johnson: When we first started, we 

told Fabrizio Freda and John [Demsey] that we 

wanted wings and not weights, meaning help us 

where we need the help but don’t weigh us down 

with big company processes. 

J.B.: From where I’m sitting, I feel like I have re-

sources available to me if I want them, but I don’t 

feel any different, which is good. I feel just as con-

nected and just as passionate. 

WWD: What drives your passion? Financial-
ly, you’re set—are you contractually bound?

J.B.: There is no contract to keep you where you 

don’t want to be. We absolutely love what we do, 

and—more than the love—we’re grateful for the 

ability to touch people’s lives and empower people 

to feel better about themselves. We instill self-es-

teem in people, and that’s not lost on us. From the 

very beginning, that’s what drove us. We want to 

do good and have fun, we have things to say and a 

point of view and no amount of money in my bank 

account is going to change that. 

J.J.: We’ve been so blessed, and Jerrod and I 

made a promise to ourselves that if we’re not hav-

ing fun, then the time is right at that point, but 

there is so much to do. I love coming to work ev-

ery day to make products to inspire and empower 

women, to give them the self-confidence that they 

can conquer the world.

J.B.: We’re super competitive. We created the 

company from the beginning and I’m proud that 

we’re a number-one or -two brand at Sephora and 

Ulta. It makes me feel like running faster and jump-

ing higher. I really believe that we have a unique 

position with the industry—we’re an emotional 

brand. We want you to win and be strong and kind 

and lovely and rebellious and inappropriate and 

smart, and we want you to look great doing it. My 

biggest wish is that you’ll feel the most yourself in 

my brand. You don’t have to man up to be taken 

seriously, you don’t have to dim your light to climb 

the corporate ladder. Femininity is power. The more 

you feel comfortable in your skin the more beauti-

ful you are. I love the fact that makeup is lady balls. 

Put on a red lipstick and Better Than Sex mascara 

and take over the freaking world. That, for me, is 

what we’re doing. 

WWD: What was the vision when you first 
began?

J.B.: I was a kid who did art my whole life and 

I fell into beauty by accident. My first experience 

was at an Estée Lauder counter and I had all of 

these incredible colors and textures. It was like life’s 

biggest crayon box and my canvas was all of these 

amazing women. I started wondering what’s with 

all the rules and intimidation? And the girls behind 

the counter couldn’t be bothered to help someone, 

so I’d be like, “oooh come over here!” I started chop-

ping up every tester in the department and creating 

these concoctions. Jeremy came home from work 

one day and I said, “I have this idea.” We found an 

amazing lab and said, “Hi. We work at Estée Lauder 

and would like to come in with a brand idea,” and 

they said sure. We didn’t say we worked at the mall, 

so they thought we were coming from New York 

corporate and it was only about three months into 

creating our line that I was like, “I have to go—I 

have a shift at 3.” 

WWD: How soon after launch did you quit 
your day job?

J.B.: Amy Astley put us in Vogue and my ex-

ecutive threw the magazine down on the counter 

and was like, “What are you doing?” Hollywood 

latched on immediately and I was like, “I think I 

have to quit and do Too Faced full time.” It was the 

scariest thing. 

WWD: How did the name come about?
J.B.: Too Faced was a term coined working be-

hind the counter for women who would lose their 

s--t if we were out of their favorite lipstick or foun-

dation color. They were the most vain, amazing, 

crazy people. I loved them more than any other 

clients, because they took it so seriously—their 

beauty routine was like a religion, so we would say, 

“Be careful—this one is too faced; she’s too about 

her face.”

WWD: You’ve always said you don’t want to 
do things better, you want to do things differ-
ently. Where do you see the opportunity to do 
that today?

J.B.: I want makeup to connect to your heart, 

soul and spirit. I want it to inspire you to be better 

and do better. I am creating a product asking ques-

tions like, does the doe foot apply the product in a 

way that will give you the most product you want 

and also give a sharp lip. It’s not just a regular doe 

foot or a regular mascara in a tube with a regu-

lar brush. The Better Than Sex brush came from 

Marilyn Monroe’s dimensions. I look outside the 

industry for inspiration to do this in a way that’s 

new and innovative and emotional.

J.J.: All of our products have a scent because 

the first thing women do is smell their products. 

We learned that behind the counter. We’re always 

trying to make things from a consumer’s point of 

view—what makes it easier and what can we im-

prove? We were one of the first to put how-to cards 

in our products.

J.B.: We knew from working behind the coun-

ter that you would have to do a face chart with 

directions so that when they got home they un-

derstood how to use it. If you just sent them home 

with a bunch of stuff that they didn’t know how 

to use, the products would end up at the bottom 

of their drawer and they would never come back. 

So it was a smart business move and it was also 

servicing the customer in an authentic way.

J.J.: That was also the beginning of Sephora, 

and you didn’t have dedicated salespeople in the 

department stores helping you and showing you 

how to do your makeup. We had to make sure to 

give them the tools so when they got home they 

could actually use it on their own.

WWD: as you’ve grown, does intuition still 
guide the growth? 

J.B.: If I’m in my head, I’m useless. If too much 

drama or data gets into my head, I’m useless. If 

you’re trying to dissect what’s cool, I just leave. We 

have an artistic integrity that I’m very in tune with 

and it’s about organic expression of our point of 

view. It’s not about numbers and surveys and what 

other people are doing. I always tell my team, “Stay 

in our lane and concentrate on what we’re doing.” 

You don’t win by looking at everyone else and see-

ing what they’re doing. I don’t feel like anyone 

ripe for the picking: Tutti Frutti 
launches in Ulta in august.
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needs to fail for us to succeed, so I’m a champion 

of other brands. Rea Ann Silva, who owns Beau-

tyblender, just launched foundation and I couldn’t 

be more thrilled for her. She isn’t my competition, 

she’s my peer. 

WWD: the internet changed everything 
and with that launch she took a lot of heat with 
the shade selection. How has living in this 
completely transparent world impacted your 
approach? 

J.B.: It forces everyone to open their eyes wider, 

open their hearts bigger and pay more attention, 

to do better and be able to communicate immedi-

ately and instantly with our customers and under-

stand what people need and want. But also it’s cre-

ated a bit of an educated, critical voice where there 

is a section of the world that wants to be nasty and 

critical or negative so you have to be smart enough 

to filter out that kind of misdirected negativity and 

open your ears and eyes to a true, authentic voice. 

WWD: How are you evolving your retail 
presence? 

J.J.: By making sure that when people go into 

the stores, they are excited. Our fixture is going 

to tell an amazing story and take you places. At 

our store in London we have a lip moment that’s 

completely different from our foundation moment 

that’s different from our Clover collection. When 

you go into our stores, it’s not going to be boring. 

We’re going to try to dazzle you. We’re bringing 

you the brand in a 3-D, touchy-feely way.

J.B.: When I’m traveling I want to have a differ-

ent experience in London than I’m having in Paris 

than I’m having in L.A. With social media and the 

Internet, we are all experiencing things on a glob-

al level, and whereas stores used to be identical 

around the world, we need to be more creative and 

create more unique experiences. 
J.J.: That could mean bringing exclusive prod-

ucts to certain countries or having things branded 

for the country you’re in at the moment—we’re 

starting to evolve in the product development pro-

cess for each of those outlets. 

J.B.: I love when people say they haven’t done it 

before. That’s my favorite place to start. You haven’t 

done it before? Good. Do it. They think it’ll make you 

back off, but it’s my favorite place to start. 

WWD: What is your product development 
cycle? How quickly can you act? 

J.B.: You have to be quick if you want to cre-

ate trends. If you’re a brand that follows or you’re 

a more classic traditional brand, then you have a 

lot more room, but brands that create trends don’t 

have the luxury of time. With the Tutti Frutti line—

which is all custom components—we turned that 

around in a 13- to 14-month time period.

J.J.: We do for the traditional Too Faced line 

four launches a year; we have our Clover collec-

tion, which launches twice a year; we have Peaches 

and Cream, which is a Sephora exclusive in the 

U.S. and globally with other outlets and then we 

have Tutti Frutti. We’re speaking to the customer 

almost every six to eight weeks with some kind of 

newness. We developed more than 300 sku’s in 

2017, and this year it’s almost 400. 

WWD: What’s a typical day like? 
J.B.: Get here around 8:30–8:45; check e-mails; 

then I get submerged in my creative teams and 

product development. We have a creative hub—

there’s literally graphics to the left, product devel-

opment to the right and packaging to the left and 

then we have marketing over there. It’s like the 

solar system and I need to feel everyone’s energy 

and hear what they’re saying and see what they’re 

eating and what shoes they’re wearing.

WWD: What inspires you? 
J.B.: Everything. I’ve learned to train my brain 

to feed itself and never turn off. Going on vacations 

are work trips. I go to a museum or a store or a 

plant nursery, and my brain is constantly being fed. 

I thought of something last night and I was like, 

“Jeremy! Trademark this thing!” Every song I hear, 

every earring I see, everything gets logged in. 

WWD: Better than Sex is now the top-selling 
mascara in the U.S. How did that come about?

J.B.: My sister’s false eyelashes fell off during her 

wedding and I was like, “Oh s--t. There has to be a 

better way.” We realized that an hourglass-shaped 

brush was unlocking the formula and the engi-

neers were doing different types and I said, just for 

fun, “Get Marilyn Monroe’s dimensions and shrink 

them into a brush.” Then, when we were trying the 

new brushes with the updated formula, I was like, 

“What is that?” and it was the brush and the formu-

la. I said, “It’s better than sex!” and everyone started 

laughing and we named it that. 

J.J.: But everyone said, “You can’t call it that.”

J.B.: Marilyn Monroe was performing on 

Broadway and someone said “How did it feel her 

first day?” and she said it was better than sex and 

then Madonna was on Broadway and they asked 

her how her first performance felt and she said it 

was better than sex so it’s kind of this iconic way of 

women speaking—that it’s the ultimate. 

WWD: as you’ve grown, how have you 
maintained the culture of the brand? 

J.J.: It’s really hard. We think about this all 

the time. One of the hardest things is trying to 

keep a small-company mentality when you have 

a large company. 

J.B.: Also, making sure that everyone you hire 

fits into your culture. I don’t want any Harvard-

graduated, buttoned-up, pantsuit-wearing con-

servative people. I need cool, awesome girls liv-

ing the Too Faced life and wearing it in their own 

way. Not everyone is a glamour girl here, but you 

have to have fun, be irreverent and sharp and 

quick. You have to have style, whatever it is, even 

if it’s bad. I’d rather you have bad style than none. 

WWD: How do you describe your leader-
ship style? 

J.B.: I don’t even know what traditional is be-

cause my last job was at the mall. I am very col-

laborative. I love to know what everyone thinks and 

they must be able to back up what they think, but 

I’m very much a team player. I like to make sure my 

people shine and that we can trust each other and 

have a good time. But in the end, we must respect 

each other—don’t mistake my kindness for weak-

ness but do your best, work your ass off and let’s 

make sure we give our customers and retailers the 

absolute best of ourselves. 

J.J.: The thing we expect most out of our em-

ployees is pushing the limits. Like if the labs say 

they can’t do this, then why can’t they do it? 

J.B.: You can say not right now.

J.J.: But don’t say no.

WWD: nPD is showing that growth in the 
color category is slowing down. 

J.J.: I try not to let that influence me. NPD is 

in the rearview mirror and I’m looking at what to 

create for the future. 

WWD: Do you think the category is 
softening? 

J.B.: Brands that have a heart and soul and 

unique point of view are fine. A lot of brands have 

emerged that just want to make a lot of money—

those are the brands that will be in trouble. There’s 

nothing to get behind. 

WWD: You’re partners in work and life. Do 
you ever disagree? 

J.B.: Well, yeah. We’re married. But we don’t 

fight.

J.J.: I completely respect Jerrod in his talents 

and in his creativity because he is a genius. He cre-

ated a new line from a piece of fruit.  

J.B.: Working this hard is something I thought 

I’d never do, but we don’t know how to not give 

150 percent. I don’t know how to take my foot off 

the gas.

WWD: Do you see yourself doing this for a 
while?

J.B.: I don’t know. I’ve learned to just stay 

in the moment, focus on what I’m doing, but I 

don’t know. I love what I do, and as long as I’m 

happy and feel inspired and doing good in the 

world and I’m able to be me, then yeah, I don’t 

see why not. 

J.J.: As long as we’re having fun we’re going to 

continue doing what we want to do. ■

“you have to 
have style, even 

if it’s bad.  
i’d rather you 

have bad style 
than none.”

Jerrod Blandino, too Faced
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Spotlight: Doucce Beauty

Subscription Boxes 
Deliver Valuable 
Customer Service
The business model provides brands the option to crowd-source the 
popularity of new products.  BY ELIZABETH DOUPNIK

traditional company – pivoting its profile to appeal 
to this set of eager consumers? Well, for one: 
social media. Emily Weiss has also cornered the 
market on Millennial women who sought pared-
down, purposeful products that weren’t steeped in 
arrogance or using fake French lingo. No, Glossier 
is authentically itself, putting its brand – and Mil-
lennial pink – on the map.

But for those that didn’t start as successful 
bloggers with built-in followers, brands have to 
discern paths to draw notability in order to draw 
and maintain consumers. Climbing Mt. Everest 
might be easier.

In face of hefty competition, brands are gravitat-
ing toward partnering with subscription boxes like 
Birchbox and Glossybox. Big names like Target, 
Sephora, and Allure magazine have all flocked to 
the space, too. And for good reason – according 
to NPD Group, 15 percent of consumers ordered 
subscription boxes in 2017.

Consumers have it rough. Between restocking 
everyday items to trialing new indulgences, shop-
pers are bombarded with options that seem both 
highly similar and deeply disparate. In effort to 
cut through the clutter, subscription boxes have 
entered the market as a saving grace for brands 
and customers – especially within the beauty and 
wellness categories.

The beauty market is booming – Statista reports 
that in 2017 the U.S. segment secured $86.1 billion 
in revenue. As Generation Z and Millennials wane in 
their preference for constant closet updates, the 
interest in self-care – and the products that go with it 
– has subsequently ticked up in popularity. Just look 
at Kylie Jenner’s empire, which secured a whisper 
under $1 billion in less than three years. Not bad for 
a company targeting teens and twenty-somethings 
with cheeky named lip gloss (and now eye shadow, 
foundation, and more to come, undoubtedly).

How is an emerging – or for argument’s sake, a 

Beauty 
Consumers Want 
to Be Left Alone

F R I C T I O N  P O I N T S

D ATA  P O I N T S :

P O W E R E D  B YP O W E R E D  B Y

Direct-to-consumer 
We identified early on that our route to 
success would have to ensure that the 
customers actually used the makeup. For 
us, that meant sampling our products 
through the beauty boxes. For customers 
this meant small buy-in coupled with big 
incentives and high rewards.
Existing relationships with subscription 
services
Our partners span a variety of niches. It 
was important to us to educate all sorts 
of customers and find our natural demo. 
We’ve worked with FabFitFun, IPSY, Glossy-
box, BirchBox, and several more.
Consumer-tested, consumer-approved 
products
Luckily our customer acquisition model 
means we’re adopting and adapting as 
quickly as customers are requesting and 
demanding. Having a strong community 
means identifying market holes and 
working to innovate solutions that make 
our customers’ beauty routines happier 
and easier.
Growth in a saturated market
What started with sampling campaigns 
has now translated to year-over-year digi-
tal sales growth of 500 percent. Alongside 
strong growth on our own channels, we’ve 
participated in global retail and e-com-
merce launches with partners including 
LookFantastic, Flaconi, and Birchbox.
High brand awareness
Four years ago, the customer was asking, 
“Doucce who? Doucce what?” Today, 
they’re looking to us to help them articu-
late their individuality. Our social media 
reach has more than doubled year-over-
year and our organic reach has almost 
tripled. While it’s not a race, we’re strongly 
paced and still in tune with our customer 
and her needs.

60%
of beauty consumers 

discover new products on 
Instagram  

(Source: Statista)

$86.1 billion
Beauty sales revenue in 

2017  
(Source: Statista)

69%
of beauty consumers say 
purchasing new products 

is most enjoyable
(Source: Mintel)

66%
of Millennial women  

would patron a store that  
offers a product samples  

(over one that doesn’t)
(Source: Mintel)

S P O N S O R E D 

E X E C U T I V E  Q & A

Isaac Doustar, 
CEO of Doucce 
discusses how 
the beauty brand 
has cornered the 
highly saturated 
market – at an 
accelerated rate. 

Wet ’n’ Wild 
beauty box.

Products in a FabFitFun 
subscription box.
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Doucce Mines 
Opportunities 
with Diversified 
Strategies to 
Gain Consumer 
Loyalty

Don’t believe everything you read — some consumers 
want to be left alone. According to the latest research 
conducted by Automat in conjunction with Wakefield 
Research, two-thirds of beauty shoppers prefer to 
be left alone while perusing in-store. This is a stark 
contrast to regularly floated recommendations that pro-
pose to grow revenue, consumers want — and need — to 
be engaged across every touch point, especially when 
in a physical location.

“Beauty consumers are really struggling to make 
sense of which beauty products are right for them. It’s 
ridiculous that consumers in this day and age have to 
expend so much time and effort to complete beauty 
purchases,” said Andy Mauro, chief executive officer 
and cofounder of Automat. “New conversational artifi-
cial intelligence technology and virtual beauty advisers 
make it possible to cut through this complexity and 
provide the ease of use, convenience and personalized 

New research revealed shoppers 
preferred to be unbothered when 
visiting physical beauty stores.  
BY  ELIZABETH DOUPNIK

S P O N S O R E D 

F R I C T I O N  S O L U T I O N S

¬ What gap in the market 
sparked the inception of 
Doucce?
When Doucce was founded 
in 2008, the market was as 
saturated as it is today. What 
was lacking, however, was 
true professional quality 
makeup combined with awe-
some packaging combined 
with a deep assortment. 
We’ve always wanted our 
customers to be proud of 
their own sense of beauty 
and also be proud pulling it 
out of their purse. We’ve seen 
our customers completely 
wowed through all steps of 
their routine. It’s what we 
strive for.

¬ What has been Doucce’s 
approach to connecting 
with consumers? How has 
this contributed to brand 
loyalty?

Doucce launched in the 
United States in 2014 and we 
quickly identified a different 
route to success. We decided 
it wasn’t completely worth it 
to spend money on all of the 
traditional media channels. 
Makeup is tactile – you have to 
use it to adopt it. So, from the 
get go we identified partners 
in beauty box subscription 
services and spent our mar-
keting dollars to ensure that 
millions would get Doucce 
and be able to discover 
something new and fresh. 
Since then, we’ve harnessed 
those niche user bases and 
made them our own while 
leveraging the opportunity to 
create lasting relationships.

¬ The beauty market is 
incredibly saturated, how 
has Doucce cut through 
the clutter? 

Differentiation is key. If you 
do something different, they 
will come. For us, it’s always 
been about “Discover Your 
Individuality,” our brand creed. 
We believe that by offering 
a breadth of choice, we’re 
working with our customers 
to create their unique style. 
Take our Freematic System, 
for example. The magnetic 
mix-and-match system 
features 100 eyeshadows, 6 
highlighters, 14 blush, 12 brow 
powders, and 3 bronzers. All 
of these can be personalized 
in any arrangement within 
two palette sizes. The possi-
bilities are endless!

¬ Retail is currently in a 
state of flux– how is Doucce 
responding to this?
At the end of the day, it 
comes down to uniqueness. 
Without doubt, we can say 

that we allow our custom-
ers the most variety and 
choice. In today’s world of 
self-discovery, the Doucce 
retail experience empowers 
the customer to discover 
something new each and 
every time they visit the store. 
Pile that on top of exceptional 
quality and chic packaging, 
Doucce is what customers 
notice as soon as they enter 
the store. Customization and 
education is the new luxury. 
Each in-store visit is essen-
tially an activation meets 
pop-up, we’re setting a new 
retail experience altogether.

¬ What is the R+D process 
for new Doucce products? 
We take pride in having a 
healthy relationship with 
our customers. Because of 
the steps we took early on 
in establishing relationships 

via the beauty boxes, we 
feel almost blessed to have 
a constant focus group 
that illuminates holes in the 
market that Doucce can best 
optimize. Taking those key 
insights, we work extensively 
on a creative level to ideate 
and bring products to market 
that are top shelf, completely 
unique, and easy to use. At 
the start and end of this pro-
cess, we ask ourselves, “How 
will this make our customer 
happy and their lives easier?”

¬ What’s next for Doucce?
Innovation, innovation, inno-
vation. Red lipstick is back. 
Highlighters came, went, and 
returned. Bronzers are flying 
off the shelf. But, everyone 
is doing that. We’re trying to 
find ways to make the old 
new again. It shouldn’t be as 
simple as just a relaunch. 

experiences that consumers so clearly need and want.”
With that, the research found that half of consumers 

are likely to consult a virtual beauty adviser if available.
To gather the insights, Automat and Wakefield 

research conducted an online survey among 1,500 U.S. 
female beauty consumers between the ages of 18 and 
65 with an annual household income of $40,000 or 
higher. The women were also mobile phone users and 
had Facebook Messenger installed on their devices. To 
qualify, the women had to have purchased beauty items 
in the last three months.

The beauty market is increasingly saturated with new 
products. Beauty brands might be shooting themselves 
in the foot with these excesses. According to the survey 
results, 70 percent of beauty consumers are over-
whelmed by too many beauty product choices — 63 
percent are confused by the beauty product claims, too.

This has largely contributed to consumers’ tendency 
to deeply research products prior to purchasing. “Over 
two-thirds of beauty consumers perform extensive 
online research before making purchases,” a report 
detailing the research said. “The most common pur-
chase behavior is researching online and purchasing in 
store.” What’s more, 71 percent of consumers use their 
smartphones to research items while standing in front 
of a shelf in store.

Simple messaging will behoove beauty brands and 
retailers. Breaking down in bite size benefits of prod-
ucts or ingredients will enable shoppers to remain more 
present throughout the in-store shopping experience. 
As consumers continue to refer to their phones rather 
than store associates, offering intuitive services — think, 
Wi-Fi — will go a long way.
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Spotlight: Doucce Beauty

Subscription Boxes 
Deliver Valuable 
Customer Service
The business model provides brands the option to crowd-source the 
popularity of new products.  BY ELIZABETH DOUPNIK

traditional company – pivoting its profile to appeal 
to this set of eager consumers? Well, for one: 
social media. Emily Weiss has also cornered the 
market on Millennial women who sought pared-
down, purposeful products that weren’t steeped in 
arrogance or using fake French lingo. No, Glossier 
is authentically itself, putting its brand – and Mil-
lennial pink – on the map.

But for those that didn’t start as successful 
bloggers with built-in followers, brands have to 
discern paths to draw notability in order to draw 
and maintain consumers. Climbing Mt. Everest 
might be easier.

In face of hefty competition, brands are gravitat-
ing toward partnering with subscription boxes like 
Birchbox and Glossybox. Big names like Target, 
Sephora, and Allure magazine have all flocked to 
the space, too. And for good reason – according 
to NPD Group, 15 percent of consumers ordered 
subscription boxes in 2017.

Consumers have it rough. Between restocking 
everyday items to trialing new indulgences, shop-
pers are bombarded with options that seem both 
highly similar and deeply disparate. In effort to 
cut through the clutter, subscription boxes have 
entered the market as a saving grace for brands 
and customers – especially within the beauty and 
wellness categories.

The beauty market is booming – Statista reports 
that in 2017 the U.S. segment secured $86.1 billion 
in revenue. As Generation Z and Millennials wane in 
their preference for constant closet updates, the 
interest in self-care – and the products that go with it 
– has subsequently ticked up in popularity. Just look 
at Kylie Jenner’s empire, which secured a whisper 
under $1 billion in less than three years. Not bad for 
a company targeting teens and twenty-somethings 
with cheeky named lip gloss (and now eye shadow, 
foundation, and more to come, undoubtedly).

How is an emerging – or for argument’s sake, a 

Beauty 
Consumers Want 
to Be Left Alone

F R I C T I O N  P O I N T S

D ATA  P O I N T S :

P O W E R E D  B YP O W E R E D  B Y

Direct-to-consumer 
We identified early on that our route to 
success would have to ensure that the 
customers actually used the makeup. For 
us, that meant sampling our products 
through the beauty boxes. For customers 
this meant small buy-in coupled with big 
incentives and high rewards.
Existing relationships with subscription 
services
Our partners span a variety of niches. It 
was important to us to educate all sorts 
of customers and find our natural demo. 
We’ve worked with FabFitFun, IPSY, Glossy-
box, BirchBox, and several more.
Consumer-tested, consumer-approved 
products
Luckily our customer acquisition model 
means we’re adopting and adapting as 
quickly as customers are requesting and 
demanding. Having a strong community 
means identifying market holes and 
working to innovate solutions that make 
our customers’ beauty routines happier 
and easier.
Growth in a saturated market
What started with sampling campaigns 
has now translated to year-over-year digi-
tal sales growth of 500 percent. Alongside 
strong growth on our own channels, we’ve 
participated in global retail and e-com-
merce launches with partners including 
LookFantastic, Flaconi, and Birchbox.
High brand awareness
Four years ago, the customer was asking, 
“Doucce who? Doucce what?” Today, 
they’re looking to us to help them articu-
late their individuality. Our social media 
reach has more than doubled year-over-
year and our organic reach has almost 
tripled. While it’s not a race, we’re strongly 
paced and still in tune with our customer 
and her needs.

60%
of beauty consumers 

discover new products on 
Instagram  

(Source: Statista)

$86.1 billion
Beauty sales revenue in 

2017  
(Source: Statista)

69%
of beauty consumers say 
purchasing new products 

is most enjoyable
(Source: Mintel)

66%
of Millennial women  

would patron a store that  
offers a product samples  

(over one that doesn’t)
(Source: Mintel)

S P O N S O R E D 

E X E C U T I V E  Q & A

Isaac Doustar, 
CEO of Doucce 
discusses how 
the beauty brand 
has cornered the 
highly saturated 
market – at an 
accelerated rate. 

Wet ’n’ Wild 
beauty box.

Products in a FabFitFun 
subscription box.
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Doucce Mines 
Opportunities 
with Diversified 
Strategies to 
Gain Consumer 
Loyalty

Don’t believe everything you read — some consumers 
want to be left alone. According to the latest research 
conducted by Automat in conjunction with Wakefield 
Research, two-thirds of beauty shoppers prefer to 
be left alone while perusing in-store. This is a stark 
contrast to regularly floated recommendations that pro-
pose to grow revenue, consumers want — and need — to 
be engaged across every touch point, especially when 
in a physical location.

“Beauty consumers are really struggling to make 
sense of which beauty products are right for them. It’s 
ridiculous that consumers in this day and age have to 
expend so much time and effort to complete beauty 
purchases,” said Andy Mauro, chief executive officer 
and cofounder of Automat. “New conversational artifi-
cial intelligence technology and virtual beauty advisers 
make it possible to cut through this complexity and 
provide the ease of use, convenience and personalized 

New research revealed shoppers 
preferred to be unbothered when 
visiting physical beauty stores.  
BY  ELIZABETH DOUPNIK

S P O N S O R E D 

F R I C T I O N  S O L U T I O N S

¬ What gap in the market 
sparked the inception of 
Doucce?
When Doucce was founded 
in 2008, the market was as 
saturated as it is today. What 
was lacking, however, was 
true professional quality 
makeup combined with awe-
some packaging combined 
with a deep assortment. 
We’ve always wanted our 
customers to be proud of 
their own sense of beauty 
and also be proud pulling it 
out of their purse. We’ve seen 
our customers completely 
wowed through all steps of 
their routine. It’s what we 
strive for.

¬ What has been Doucce’s 
approach to connecting 
with consumers? How has 
this contributed to brand 
loyalty?

Doucce launched in the 
United States in 2014 and we 
quickly identified a different 
route to success. We decided 
it wasn’t completely worth it 
to spend money on all of the 
traditional media channels. 
Makeup is tactile – you have to 
use it to adopt it. So, from the 
get go we identified partners 
in beauty box subscription 
services and spent our mar-
keting dollars to ensure that 
millions would get Doucce 
and be able to discover 
something new and fresh. 
Since then, we’ve harnessed 
those niche user bases and 
made them our own while 
leveraging the opportunity to 
create lasting relationships.

¬ The beauty market is 
incredibly saturated, how 
has Doucce cut through 
the clutter? 

Differentiation is key. If you 
do something different, they 
will come. For us, it’s always 
been about “Discover Your 
Individuality,” our brand creed. 
We believe that by offering 
a breadth of choice, we’re 
working with our customers 
to create their unique style. 
Take our Freematic System, 
for example. The magnetic 
mix-and-match system 
features 100 eyeshadows, 6 
highlighters, 14 blush, 12 brow 
powders, and 3 bronzers. All 
of these can be personalized 
in any arrangement within 
two palette sizes. The possi-
bilities are endless!

¬ Retail is currently in a 
state of flux– how is Doucce 
responding to this?
At the end of the day, it 
comes down to uniqueness. 
Without doubt, we can say 

that we allow our custom-
ers the most variety and 
choice. In today’s world of 
self-discovery, the Doucce 
retail experience empowers 
the customer to discover 
something new each and 
every time they visit the store. 
Pile that on top of exceptional 
quality and chic packaging, 
Doucce is what customers 
notice as soon as they enter 
the store. Customization and 
education is the new luxury. 
Each in-store visit is essen-
tially an activation meets 
pop-up, we’re setting a new 
retail experience altogether.

¬ What is the R+D process 
for new Doucce products? 
We take pride in having a 
healthy relationship with 
our customers. Because of 
the steps we took early on 
in establishing relationships 

via the beauty boxes, we 
feel almost blessed to have 
a constant focus group 
that illuminates holes in the 
market that Doucce can best 
optimize. Taking those key 
insights, we work extensively 
on a creative level to ideate 
and bring products to market 
that are top shelf, completely 
unique, and easy to use. At 
the start and end of this pro-
cess, we ask ourselves, “How 
will this make our customer 
happy and their lives easier?”

¬ What’s next for Doucce?
Innovation, innovation, inno-
vation. Red lipstick is back. 
Highlighters came, went, and 
returned. Bronzers are flying 
off the shelf. But, everyone 
is doing that. We’re trying to 
find ways to make the old 
new again. It shouldn’t be as 
simple as just a relaunch. 

experiences that consumers so clearly need and want.”
With that, the research found that half of consumers 

are likely to consult a virtual beauty adviser if available.
To gather the insights, Automat and Wakefield 

research conducted an online survey among 1,500 U.S. 
female beauty consumers between the ages of 18 and 
65 with an annual household income of $40,000 or 
higher. The women were also mobile phone users and 
had Facebook Messenger installed on their devices. To 
qualify, the women had to have purchased beauty items 
in the last three months.

The beauty market is increasingly saturated with new 
products. Beauty brands might be shooting themselves 
in the foot with these excesses. According to the survey 
results, 70 percent of beauty consumers are over-
whelmed by too many beauty product choices — 63 
percent are confused by the beauty product claims, too.

This has largely contributed to consumers’ tendency 
to deeply research products prior to purchasing. “Over 
two-thirds of beauty consumers perform extensive 
online research before making purchases,” a report 
detailing the research said. “The most common pur-
chase behavior is researching online and purchasing in 
store.” What’s more, 71 percent of consumers use their 
smartphones to research items while standing in front 
of a shelf in store.

Simple messaging will behoove beauty brands and 
retailers. Breaking down in bite size benefits of prod-
ucts or ingredients will enable shoppers to remain more 
present throughout the in-store shopping experience. 
As consumers continue to refer to their phones rather 
than store associates, offering intuitive services — think, 
Wi-Fi — will go a long way.
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“Like naked skin in 
a fur coat, with a 

vintage spirit.”
Artistic: 8  Innovation: 7

“Not memorable, not 
modern, does not  

bring anything new  
to the market.”

Artistic: 4  Innovation: 3 

“A well-tuned fragrance made of 
contrasting elements. The clear 

herbal, peppery [and] elemi  
freshness is delicious….The 
drydown [is] less creative.” 

Artistic: 8  Innovation: 6

“Original, but not so 
that it will frighten  

the consumer.”
Artistic: 7  Innovation: 8 

"Very well-
done fragrance, 

bourgeois, 
elegant. What is  

old is new 
again. Liked, 
but nothing  
new to the 

palette."
Artistic: 6  Innovation: 5

“A bright opening accented with 
the dark nuances calls to mind a 

full-bodied oriental. [But]  
the drydown is sharp, making  
for an unpleasant contrast.”

Artistic: 4  Innovation: 5

“Its hint of coconut and 
white floral makes it a 
modern mix for today’s 

urban lumberjacks.”
Artistic: 6  Innovation: 6

“Powerful and addictive, 
[like] I’d see more in 
a niche brand than 

prestige. Artistically, it’s 
not very original.” 

Artistic: 6  Innovation: 10

The VerdicT: Kim Kardashian’s spring 
fragrance launch proved a pleasant 
experience for the majority of our panel. 
One judge praised it as “powerful and 
addictive,” and another lauded it for 
being “well-tuned.” Despite its likeable 

qualities, KKW Body lost points for lack of originality 
and memorability—perhaps the first time a product of 
the Kardashian-Jenner marketing machine has been 
accused of the latter.  By EllEn Thomas

About the Test  
And Judges
¬  this is a blind test. Panelists are 
given vials of unidentified scent to 
judge impartially. each of them gives 
a score ranging from 1 (forgettable) to 
10 (unforgettable) and the numbers 
are computed into a final grade. the 
judges, led by chairman Michael 
edwards, also make critiques, which 
are unattributed to encourage candor. 
WWD Beauty Inc buys the products at 
retail, like any other consumer. 

The esTeemed Judges

michael edwards
author of “Fragrances  
of the World” and  
“Perfume Legends.”

Jean-Claude 
delville
Senior perfumer  
at Drom.

Paul Austin
Ceo of sensory 
storytelling agency 
austin advisory Group. 

Christophe 
Laudamiel
Master perfumer  
at Dreamair.

Chantal Roos
cocreator of 
Roos & Roos co.

Kevin Verspoor
Founder of  
PerfumeKev LLc.

Yves de Chiris
industry expert and 
developer of the angel by 
thierry Mugler fragrance.

Jeanne doré
cofounder of 
auparfum.com

The Smell TeST

KKW Body
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6.3
The score

out of 10

How would you rate the fragrance?  
Visit wwd.com/beauty- 
industry-news to vote. 

Victoria Frolova
Fragrance industry 
analyst and bois de 
Jasmin editor.

Nathalie Pichard
Owner of training and 
evaluation agency 
topnotes.

RaTE and REviEwBeauty Bulletin
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Earthly 
DElights
Meet the new crop of superfoods to 
invade the skin-care realm.  By ellen thomas

Sakara Life No. 6 
Superherb digestive Tea, 
$20 for 20 tea bags

Crop Purifying 
Turmeric Mask, $30

Goji berries are so 2017. As consumers lean further into holistic remedies that fuse 
beauty and wellness, the latest superfoods popping up in products include mush-
rooms and turmeric. Each is rooted in ancient Eastern traditions—medicinal mush-
rooms are heavily used in Chinese medicine and turmeric, aka “the golden spice,” has 
a long history in Ayurveda. Beauty benefits abound—mushrooms are known for their 
conditioning and protecting properties, while turmeric is said to boost antioxidants 
and calm inflammation. This fall, a host of launches are harnessing those properties. 
Says Mintel’s Emma Schofield, “Eastern medicine systems that consider the mind 
and body as one are trending as consumers take a more holistic approach to beauty. 
Brands can attract customers by promoting the medicinal appeal of ingredients.” 

dr. dennis Gross 
Alpha Beta 
Pore Perfecting 
Cleansing Gel, $38

Youth to the People 
Adaptogen deep 
Moisture Cream, $58

Kahina Giving Beauty 
Oil Cleanser, $59

dr. Andrew weil 
for Origins Mega-
Mushroom Relief & 
Resilience Soothing 
Treatment Lotion, 
$36

Kora Organics 
Turmeric 2-in-1 
Brightening & 
Exfoliating Mask, $48

Volition Beauty 
Snow Mushroom 
water Serum, $62

wellness watchBeauty Bulletin
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THE ZEN 10
The latest crop of influencers edging into the beauty space didn’t 

start off doing makeup tutorials on YouTube. Instead, they’ve  
been on Instagram, touting green juice, facial massage techniques 

and self-care practices. Below, the wellness influencers who  
should be on a beauty brand’s radar. by ellen thomas

  Lee TiLghman

@leefromamerica
instagram following: 

312K
m.o.: Los Angeles 
transplant Tilghman 
espouses extensive 
meal prep and wellness 
tips with a focus on 
hormonal health.

  Lauryn evarTs  
  BossTick

@theskinnyconfidential
instagram following: 

738K
m.o.: Bosstick covers 
all things beauty, with a 
wellness bent. One day 
she’s posting about her 
experience with plastic 
surgery, the next, her 
vitamin routine.

  kirsTy godso

@kirstygodso
instagram following:  

144K
m.o.: A Nike master trainer, 
Godso posts about luxury 
beauty and fashion brands 
in between workout shots.

  aLison wu

@alison_wu
instagram following: 

184K
M.O.: Portland,  
Ore.-based food stylist 
and recipe developer Wu 
focuses on superfood-
packed recipes, with the 
occasional segue into 
natural deodorant. 

  Laney croweLL

@laney
instagram following: 

10.7K
m.o.: Estée Lauder vet 
Crowell runs clean 
beauty blog The 
Moment, but shares her 
skin-care secrets on 
her personal account—
think microcurrent, 
facial acupuncture and 
healing crystals. 

  JeanneTTe ogden

@shutthekaleup
instagram following: 

283K
m.o.: A big fan of the 
fridge selfie, San Diego-
based Ogden focuses on 
clean eating, yoga and 
sharing her parenting 
experiences, with a side of 
nail art.

  mona vand

@drmonavand
instagram following: 

155K
m.o.: A Kardashian look-
alike, plant-based Vand 
has a serious interest in 
cleaning up her beauty 
routine and shares her 
search for nontoxic 
alternatives to luxe faves 
from Chanel to Tom Ford. 

  candice kumai

@candicekumai 
instagram following: 

86.7K 
m.o.: Author and chef 
Kumai preaches 
mindfulness and 
matcha lattes.

  Lauren ash

@hellolaurenash
instagram following: 

40.3K
m.o.: Ash is the founder 
of @blackgirlinom, a 
mindfulness-focused 
online community for 
women of color. On her 
personal account, she 
shares #selfcaresunday 
shots and inspirational 
quotes.

  deBorah hanekamP

@ mamamedicine
instagram following: 

54.2K
m.o.: Known as fashion’s 
healer, Hanekamp is 
the founder of Mama 
Medicine, the SoHo 
space where she 
performs crystal healing 
therapy. On Instagram, 
she shares beauty 
secrets in between tips 
for incorporating crystals 
into daily life.

WORK FROM 
HOME 
the future of fitness 
looks digital. Fueled by 
advancements in tech-
nology, anyone can now 
enroll in cult classes once 
accessible only to a high-
end, coastal clientele. 

mwh method 
$9.95 per month 
• feeling burnt out 
by high-intensity training, 
model-turned-wellness-
coach Melissa Wood-Tep-
perberg created workouts 
rooted in yoga and Pilates. 
For those who can’t attend 
her weekly class—or get 
daily personal sessions like 
We Wore What’s Danielle 
Bernstein—the web site 
offers a slew of videos. 

LekFit, $19.95 per month
• emmy rossum, Busy 
Philipps and more in-the-
know Angelenos head to 
Lauren Kleban’s Hancock 
Park garage studio for her 
dance-inspired HIIT work-
out. Now, non-Larchmont 
locals can access the 
cult-y classes via stream-
ing subscription LEKfit On 
Demand. 

our Body electric,  
$27 per month
• former Caa agents 
Mark Mullett and Ashley 
Mills—with help from 
investors like Weight 
Watchers ceo Mindy 
Grossman—founded 
live-streaming exercise 
platform Obé, which of-
fers a weekly schedule of 
live cardio, strength and 
stretching classes from 
influencer-instructors like 
Megan Roup. 

BBs, $19.99 per month
• Celebrity trainer 
Simone De La Rue’s new 
app offers her signature 
Body By Simone dance 
cardio workouts (Khloé 
Kardashian is a fan), plus 
nutrition tips from Jessica 
Alba’s wellness guru.

John Benton model  
Fitness, $100 per workout
• DubbeD the “hips 
whisperer,” John Benton 
recently issued online 
versions of his signature 
workouts. Something 
must be working—he 
trained eight competitors 
in the most recent Miss 
USA pageant, including 
the winner.—e.t.
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RESERVE NOW AT  

CEW.org/events

12.4.18 

A Conversation with Macy’s CEO   
Jeff Gennette

10.17.18
Transforming A Company To Make It 
Fit For The Future: A Conversation with 
L’Oréal’s Jean-Paul Agon

Gain insights, access and           
actionable takeaways at these  
must-attend events:

9.21.18
Achiever Awards Luncheon
Celebrating the advancement of 
women across the beauty industry.

11.01.18  

What Is The New Natural?
Featuring bareMinerals, Credo 
Beauty, Fresh, Tata Harper Skincare,               
The NPD Group

STAY AHEAD  
OF THE  
BEAUTY CURVE

11.14.18 

The Connected Consumer Conference
Keynote: Emily Weiss, Glossier

New York

New York

New York

New York

New York
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Four SeaSonS 
Hôtel GeorGe  
V’S Spa
¬ the four seasons 
Hôtel George V inaugu-
rated its newly renovated 
spa in early July, which 
is elegantly appointed 
with marble and wooden 
floors and soothing white 
walls. the 8,000-square-
foot space includes six 
treatment rooms. a 
trio of brands is used; 
two created treatments 
specific to the hotel. Dr. 
burgener, for instance, 
came up with the 
“George V Escape,” based 
on Champagne. there’s 

also “breath of Life” 
from alaena, an organic 
face and body treatment 
inspired by tui na. On 
the menu, too, is Kobido, 
Japan’s oldest facial 
tradition, dating back 
to 1472. this 50-minute 
treatment costs 585 
euros. Manicures, hair 
treatments and cuts are 
available, too, and a pool 
and fitness center are 
available for hotel guests 
and members.

  31 Avenue George V
75008 Paris

  +33 1 49 52 72 10
Treatments available daily

Hôtel lutetia’S 
akaSHa Spa
¬ as part of its  
complete overhaul, which 
took four years to finish, 
the recently reopened 
Hôtel Lutetia conceived a 
sprawling, 7,780-square-
foot spa with sleek decor. 
tucked into the lower 
floor, it boasts six treat-
ment rooms, including 
one for two people. 
beauty brands used here 
include Carita, CellCos-
met and aromatherapy 
associates.

non-hotel guests—as 
well as hotel guests and 
members—may book 
treatments, all of which 
were chosen as part 
of an “akasha” holistic 
experience. these include 
the 90-minute “urban 
detox” by CellCosmet, for 
320 euros; the hourlong 
“original youth” treat-
ment by Carita, for 185 
euros, and the 30-min-
ute, made-to-measure 
exfoliating treatment by 
aromatherapy associ-
ates, for 90 euros. For 
manicures and pedicures, 
Kure bazaar products 
are used, and Christophe 
nicolas biot has been 
called in to spearhead 
the personalized, vegan, 
vegetal hair-coloring ser-
vice, which takes place in 
its own designated area. 
Open to hotel guests and 
spa members only is a 
55-foot-long pool, fitness 
center, group exercise 
classes and a micro-
nutritionist.

  45 Boulevard Raspail
75006 Paris

  +33 1 49 54 46 12
Treatments available daily

Juliette HaS a Gun
¬ twelve years after 
launching his niche fra-
grance brand Juliette 
Has a Gun—giving a new, 
fragile yet fierce take on 
the Shakespearean pro-
tagonist, founder Roma-
no Ricci has just opened 
the doors of the label’s 
first boutique, called 
Café Juliette. Standing 
on the Right bank’s Rue 
des Francs-bourgeois, 
the 275-square-foot 
location is ensconced 
in café culture, replete 
with its own bar. Vis-à-vis 
traditional perfumeries, 
Ricci said he wanted to 
create a more convivial 
atmosphere, so coffee 
and tea are offered free-
of-charge to guests. they 

can, if they’d like, sample 
any of the brand’s 15 
scents from the classic 
collection and six from 
its luxury line. Ricci 
explained his second 
objective was to conceive 
a space that didn’t have 
“olfactive pollution.” So 
fragrances can be tested 
in a variety of novel ways, 
including via Paperscent, 
a connected device 
that dispenses scented 
perfume strips. On the 
hoof? travel-size “shots” 
of fragrances are an op-
tion, too.

  2 Rue des Francs-
Bourgeois
75003 Paris 

  +33 1 45 74 01 01
Open Tuesday to Sunday

diptyque
¬ Diptyque reckons 
its new boutique on Rue 
Saint-Honoré, opened in 
early april, will become 
its second Parisian flag-
ship after its historic first 
location on boulevard 
Saint-Germain. Walk into 
the Right bank store and 
the brand’s entire range is 
divided into scents for the 
home and body, and skin 
and body care. there’s 
also an area dedicated to 
the 34 bazaar collection, 
a line launched with new 
products yearly, and a 
gifting space. art and 
fragrance merge in this 
475-square-foot space, 
where artist alix Waline 
drew on one wall, using 
two felt-tip pens, inspired 
by an abstract landscape, 
which itself was inspired 
by a drawing made by one 

of the house’s founders, 
Desmond Knox-Leet. 
Here, the floor’s arcing 
mosaic pattern refers to 
the arcades on the nearby 
Rue de Rivoli and the 
rug is the same as in the 
Left bank flagship, save 
for its background color. 
the mezzanine, just for 
display, is eye-catching 
with its columns and 
large fragrance bottles. to 
mark the store’s opening, 
Diptyque added one more 
candle—a Paris itera-
tion—to its bougie City 
line, which has already 
come out with olfactive 
renditions of the likes of 
berlin, Miami, tokyo and 
Shanghai.

  332 Rue Saint-Honoré
75001 Paris

  +33 1 42 33 19 79
Open Monday to Saturday

la MaiSon eVidenS 
de Beauté
¬ la Maison eviDens 
de beauté, which fuses 
asian and Western beauty 
into one skin-care line, 
opened its first wholly 
owned spa in March. the 
1,000-square-foot space 
was designed by interior 
architect Emmanuelle 
Simon to feel like a 
tranquil apartment, with a 
decor that nods to Japan. 
Stone, wood and metal, 
are used throughout the 
modern, streamlined spa, 
which includes two treat-
ment rooms and an area 
for hair care. Sahos, or 
ceremonies centered on 
facial beauty, were devised 
for the brand. treatments 
include the hourlong 
hydrating facial, for 125 
euros, and the 75-minute 
lifting facial, for 195 euros. 

  31 Rue Boissière
75116 Paris

  +33 1 43 59 11 85
Open Tuesday to Saturday

Savoir Faire
From luxe spas to creative ways to sell scents,  
Paris is bubbling with new beauty experiences.
By Jennifer weil
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Cleanse 
Charcoal and witch hazel 
deep clean and soothe.

1. No7 Radiant Results 
Purifying Foaming 
Cleanser, $7.99.
Witch hazel cleanses, 
while vitamins B5, C and 
E nourish and protect.

2. Erno Laszlo Pore 
Refining detox double 
Cleanse, $55.
Black charcoal, a fruit 
enzyme complex and 
kale protein clarify.

3. Bliss No dull days 
Oakwood Charcoal 
Purifying Cleanser 
Stick, $15.
Oakwood charcoal, shea 
butter and vitamin E de-
toxifies and moisturize. 

4. C&C Chill Out Cooling 
Mint Pore Cleanser, $12. 
Mint cools the skin, while 
glycerin hydrates and 
soothes.

5. SheaMoisture Green 
Coconut & Activated 
Charcoal Exfoliating 
Cleansing Powder, 
$10.99.
Rids skin of dirt, excess 
oil and impurities.

TreaT 
New topicals reduce 
blemishes on the spot. 

1. Almay Clear Complexion 
Blemish Armor, $11.99.
This creates an invisible 
shield for smoother makeup 
application.

2. Kate Somerville 
Eradikate Salicylic Acid 
Acne Treatment, $58.
This balances the microbi-
ome’s bacteria levels.

3. Tula Acne Clearing + Tone 
Correcting Gel, $38.
Probiotics and salicylic and 
azelaic acids help hydrate 
and clarify.

4. Biore Ultra deep 
Cleansing Pore Strips, $6.49. 
The cult-fave adds tea tree 
oil and witch hazel.

5. Beautycounter 
Countercontrol SOS Acne 
Spot Treatment, $22. 
Salicylic acid and  
wintergreen control oil.

6. Yes to Tomatoes 
detoxifying Charcoal Zit 
Zapping dots, $8.99.
These sticker-like mini 
masks  draw out impurities.

DeTox 
The detoxing benefits of 
charcoal are enhanced by 
a slew of other purifying 
ingredients.

1. Sephora Collection  
The Charcoal Mask, $6. 
Made with black charcoal 
fiber and plant charcoal ex-
tract, this minimizes pores 
and refines skin texture.

2. Grown Alchemist detox 
Night Cream, $125. 
Reishi mushroom and 
green tea extracts and 
echinacea fight pollution 
and diminish fine lines.

3. Glamglow Starpotion 
Liquid Charcoal 
Clarifying Oil, $54. 
Two charcoal powders, 
vitamin C, salicylic acid 
and aloe vera fight against 
toxins and pollutants.

4. Clark’s Botanicals  
dual-Charcoal detox, $58.
Japanese charcoal powder 
and fruit extracts leave 
skin purified and radiant.

5. Pacifica Bubbling 
Crystals Charcoal 
Shimmer Mask, $16. 
Charcoal, rose quartz and 
watermelon purify, add 
radiance and hydrate.

Prime 
Flawless looking skin for 
days.

1. Touch In Sol No Poreblem 
Priming water, $23. 
Rose water hydrates  
and refines. 

2. Clarins Pore Control 
Serum, $55. 
Vine flower extract  
and tamarind pulp acid 
tighten skin.

3. CoverGirl TruBlend Base 
Business Primer in Pore 
Minimizing, $8.99.
A purple primer to  
blur pores.

4. Lancôme Teint Idole Ultra 
Prep & Matte Primer, $35. 
This reflects light and  
imparts a matte finish.

5. Soap & Glory The Fab 
Pore 3-in-1 Oil Control 
Serum, $18.
Vitamin E and a pore-shrink-
ing technology mattify.

6. Caudalie Vinopure Skin 
Perfecting Mattifying 
Fluid, $39.
Salicylic acid, rose water 
and grape polyphenols 
reduce oil, add glow.

Spot on whILE ACNE hAS LINGEREd as a top concern among many consumers since their adolescent years, acne treatments 
have gotten a fresh surge of interest in the past year. according to nPD, sales of prestige acne treatments were  
$55.1 million in the 12 months ending June 2018, a 22 percent year-over-year increase. the growth can be attributed to 
brands that are delivering treatments in convenient, fun and photographable formats that make treating blemishes  
and oily skin less of a chore. Here, a look at the latest fall launches meant to detox, mattify and clear breakouts. 
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We are excited to celebrate 

your achievements and your 

passion for life-changing skincare. 

We applaud you and each of this year’s

CEW Achiever Award honorees.

LYNN EMMOLO
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inevitable that Kendall and her crowd would fight 

back. September will see the official launch of the 

British Beauty Council, a consumer facing, indus-

try organization inspired by the British Fashion 

Council.

While there are a clutch of beauty-related 

trade organizations in the U.K., the BBC wants to 

speak to the broadest possible audience, from the 

16-year-old salon floor sweeper to the cosmetic sci-

entist to the freelance makeup artist to journalists, 

bloggers, retailers, entrepreneurs and publicists. 

The plan is to work around three main pillars—

reputation, education and innovation—and to keep 

the organization free and as democratic as possible. 

The founders and executive board members are 

Kendall, who is also chief executive officer, Anna-

Marie Solowij, a former beauty director of British 

Vogue and cofounder of BeautyMart; Jane Board-

man, founder and ceo of Talk Global; Kate Shap-

land, a former journalist and founder of Legology, 

and Catherine Hancock, the publisher of B2B hair-

dressing magazine Creative Head.

According to a soon-to-be-published Mintel report 

commissioned by Cosmetic Executive Women U.K., 

sales of beauty, personal-care products and services 

are 24.6 billion pounds annually in the U.K., a fig-

ure expected to rise around 10 percent to 26.9 billion 

pounds by 2022. The BBC is raising money to fund 

a report on the value of the entire British industry, 

including supply chain and logistics, and is working 

with academics from Oxford Economics. 

Kendall says she wants to use the BBC’s report, 

which should be released next year, to say to the U.K. 

Beauty 
Mark
With the British Beauty Council, 
entrepreneur Millie Kendall 
wants to increase the industry’s 
status in the U.K.
By Samantha Conti

government, “Look at our value, this is who we are.” 

The BBC also wants to strengthen education in the 

private sector, promote the beauty industry among 

high school graduates and build up the virtually non-

existent offer of higher education courses. 

The organization hopes to create a program for 

emerging industry talents, similar to the BFC’s 

NewGen program for young designers, where 

brands can apply for funds to develop their busi-

nesses. The goal is to show young people that 

beauty is a viable, stimulating, worthwhile—and 

potentially lucrative—career option. 

“I have this fantasy of coming up the escalator 

out of the Oxford Circus tube station and seeing—

almost Harry Potter-like—videos of [hairstylist] 

Sam McKnight and [makeup artist] Lisa Eldridge 

explaining how they got into the industry. There 

is still no real clear career path to a job in beauty, 

and the conventional thinking has always been 

‘You can do beauty if you can’t do anything else,’” 

says Kendall. 

The founding members of the BBC are all still 

working in the industry—and often juggling 

multiple jobs—and Kendall is no exception. She 

and Solowij run Brandstand Communications, a 

branding, p.r. and marketing firm, and operate 

BeautyMart, an e-commerce platform and retail 

concept that operates at Topshop and U.S. Collec-

tive, a sporty fashion concept space that belongs 

to Mike Ashley’s Sports Direct. Their plan is to roll 

out BeautyMart, which sells a curated selection of 

brands such as Winky Lux, Pixi, Weleda and Seou-

lista, to 10 stores over the next year. ■

Change agentBeauty Bulletin

M illie Kendall remembers 

attending an event at London’s 

Natural History Museum that was 

hosted by the British government’s 

Department for Digital, Culture, 

Media and Sport and telling two fellow guests, both 

females, that she was there to represent the beauty 

industry. “What does beauty have to do with cul-

ture?” one of them asked.

The 50-year-old Kendall didn’t hold her tongue. 

“I said, ‘Well, hold on, we’ve got Vidal Sassoon, 

John Frieda, Pat McGrath, Charlotte Tilbury, Yard-

ley, Penhaligon’s, loads of internationally, globally 

successful brands,’” she says. “Beauty is relevant to 

everybody, but there’s a bit of snobbery against it. 

We need a makeover.” 

Kendall knows the beauty business better than 

most. She’s worked as a hairdressing assistant, 

beauty distributor, brand builder, marketer, entre-

preneur (she co-created the Ruby & Millie cosmet-

ics brand) and—currently—retailer as a founding 

partner of BeautyMart. 

While the multibillion pound British beauty 

industry is flourishing, with M&A activity roar-

ing, new brands popping up and retail expanding, 

Kendall and her colleagues believe the industry is 

undervalued, misunderstood and often met with 

disrespect or derision by members of the govern-

ment and public. 

“We need to be honored not just for our financial 

contributions to the economy but equally for our cre-

ative contributions,” she says over a plate of Wiener 

schnitzel at the Charlotte Street Hotel in London’s 

Fitzrovia. “We are not perceived the same way as 

fashion. People think of us as like dragons in depart-

ment stores, trying to sell you a load of products you 

don’t need. We need to get a handle on it and that’s 

why we set up the British Beauty Council.” 

Kendall’s goal is not just to gain respect. For her, 

it’s smart business. “Ask any entrepreneur who has 

started a brand in beauty, and they will tell you: 

It’s very hard to get investment because people 

don’t understand who you are, why or what you’re 

doing,” she says. “Or, they think beauty is ‘easy.’”

Given the years of snickers she’s endured, it was 
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Makeup 
MaxiMalist

Date: 8/1/18
time: 2:11 p.m. 
Store: Il Makiage/490 Broadway

LayLa ILchI visits IL MakIage’s 
first Stateside pop-up shop to see 
if its “high maintenance” beauty 
approach is attracting shoppers. 

The Shopper 

Audrey 
Auyeung
¬ attracted to the brand 
because of its cheeky 
instagram account, 
audrey auyeung came to 
il makiage with the inten-
tion of trying out its liquid 
lipstick, but was quickly 
drawn to other products 
thanks to sales associate 
Stephanie Szymoniak’s 
encouragement. “i’m 

more about my skin 
than makeup so this is a 
learning experience for 
me,” says auyeung, who 
buys most of her beauty 
products online at Peach 
& Lily. today, she sought 
out Szymoniak’s advice 
for foundation. “i don’t 
wear foundation too 
much because i don’t like 
how it feels on my face,” 
she says. “[Szymoniak] 
was like ‘You just haven’t 
found the right thing,’ so 

she wanted me to try out 
theirs.” after showing her 
a liquid foundation that 
Szymoniak said would 
moisturize her dry skin, 
the makeup artist tried 
a few bold lip colors to 
finish the look. auyeung 
liked the look so much 
she picked up two of the 
matte hues. 

The SaleS aSSociaTe 

StephAnie 
SzymoniAk 
¬ With 15 years of experi-
ence as a makeup artist, 
Stephanie Szymoniak 
was drawn to il makiage 
because of its more-is-
more message. “i love 
that we’re bringing maxi-
malism back,” she says. 
“it’s almost like the word 
diva. i’m tired of apologiz-
ing for why i want to wear 
my makeup this way. i just 
love it.” makeup applica-
tion is one of Szymoniak’s 
favorite parts of the job, 
so when she meets a 
customer like auyeung 
who is willing to test out 
a lot of products, she 
jumps on the opportunity. 

The hauL
Il Makiage woke Up 
Like This Flawless Base 
Foundation in 050, $47.
“the foundation doesn’t 
feel as obvious as other 
brands i’ve tried and the 
color matches, so that’s 
awesome,” auyeung said. 

Il Makiage Hydrating 
Setting Spray, $29. 
auyeung liked the feel 
and smell of this spray. 

Il Makiage Infinity Long-
wear Matte Lip Cream in 
Matte Candy, $27. 
“i don’t usually wear such 
bold colors for every day, 
but [Szymoniak] was 
insistent, so i thought i 
might as well try it out,” 
auyeung said. 

Il Makiage Infinity Long-
wear Matte Lip Cream in 
Matte Geisha, $27.
encouraged by the pink 
hue, auyeung also loved 
this red shade after Szy-
moniak applied it on her. 

“Whether someone is a 
makeup diva or doesn’t 
wear that much, as a 
makeup artist i want to 
push them a little bit,” she 
says. Szymoniak hoped to 
ease auyeung into foun-
dation by teaching her the 
difference between liquid 

and powder, and showing 
her how to apply a light 
contour to finish off the 
look. “it’s really important 
to not overexplain,” she 
says. “i always try to give 
tips that are relevant and 
something the client can 
do herself.” 

Super sleek 
with a touch of 

cheek at 
il Makiage. 

audrey 
auyeung came 
in for lipstick 
and left with 
much more.

totaL after tax:

$141.54

Shopper STalker
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Supreme 
LeaderS
Talking challenge and  
opportunity with the 2018 CEW  
Achiever Honorees.  By Jenny B. Fine

danyelle  
Boilard-Paul 
ExEcutivE vicE  
PrEsidEnt,  
GEnEral ManaGEr
GrouPE clarins usa

 @dbpdaily 

FavE cElEBratory drink:  

 Rosé champagne

¬ Clarins was founded 
under the principle that 
listening to the needs 
and expectations of our 
customers is our ultimate 
priority and responsibility. 
today, more than ever, we 
adhere to the “consumer 
rules” principle and our 
goal is to be forward-
thinking and agile so 
we always exceed her 
expectations. One 
example is our pop-up 
program, which launched 
in august 2017 in Seattle. 
We learned that our 
customer loves to be 
immersed in the Dna of 
the brand, which cannot 
always be achieved in 

the department store 
arena. She loves to get 
acquainted with the 
history of clarins and 
how it all started, the 
power of our plant-based 
products and our spa 
where she can experience 
a 20-minute face 
treatment.

lynn emmolo
chiEF GloBal oFFicEr
rodan + FiElds

 @lynnemmo 

FavE cElEBratory drink: 

  taittinger brut Rosé

¬ The BeauTy industry 
distribution model 
is changing rapidly, 
requiring disruptive 
adaptation to how 
brands communicate, 
build loyalty, launch new 
products and ultimately 
grow. Rodan + Fields has 
been at the forefront of 
these dynamic consumer 

changes and we continue 
to look for new ways to 
build our digital prowess 
through customized 
loyalty programs, 
advanced digital tools 
and breakthrough 
product technologies 
that inspire and engage 
our consultants and their 
customers. 

naThalie KrisTo
GloBal Brand 
PrEsidEnt
nyx ProFEssional 
cosMEtics

 @nyxcosmetics 

FavE cElEBratory drink:  

 Moscow mule

¬ a Key Challenge 
that the beauty industry 
faces is authenticity, 
following decades of 
idealized beauty and 
paid endorsement. 
consumers want brands 
to embrace them as they 
are. they expect brands 
to be transparent, open 
and authentic with their 
consumers. this has been 
one of the strengths of 
nyX Professional Makeup, 
and why our brand 
resonates so strongly 
with our massive global 
community. inclusivity 
and diversity are not just 
trends—these values 
have always been deeply 
embedded in our brand. 
We’re proud to use our 
influential voice and social 
platforms to celebrate 
our real consumers, 
their creativity and self-
expression, and to foster 
authentic connections 
within this community.  

Tiffany  
masTerson
chiEF crEativE oFFicEr 
and FoundEr
drunk ElEPhant

 @tiffanymasterson

FavE cElEBratory drink: 

  Red wine 

¬ Consumers are 
starting to demand 
transparency and 
are becoming more 
knowledgeable about 
ingredients. Just like 
with food, they’re going 
to start expecting that 
their products be “clean.” 
the challenge is two-
fold. First, brands will 

need to fall in line with 
the expectations and 
reformulate, and second, 
the industry will need to 
figure out which definition 
of “clean” the consumer 
will ultimately demand 
because, right now, there 
are many out there and 
the consumer is still 
confused. i’m addressing 
it by building trust with 
my consumer through 
not only transparency, 
but through giving them 
exactly what they are 
asking for and allowing 
my brand to openly learn 
along with the consumer, 
making changes and 
admitting mistakes as 
i go because this is an 
evolving story and we’re 
all still learning what it 
all means. 

VasiliKi  
PeTrou 
GloBal ExEcutivE vicE 
PrEsidEnt, PrEstiGE
unilEvEr

 @vasilikiprestige 

FavE cElEBratory drink: 

  Ouzo, after a great swim 
in the aegean

¬ a Big Challenge 
today is around how a 
brand can be authentic. 
the best way to be 
authentic is to really find 
the soul of a brand and 
then to bare it open to 
the consumer. a brand 
needs to live the talk not 
just talk. 

Tara simon 
sEnior vicE PrEsidEnt 
MErchandisinG
ulta BEauty

 @tarassimon 

FavE cElEBratory drink: 

 Really good champagne

¬ The Consumer’s 
insatiable need for 
newness, and her quest 
to “get it first” is a new 
challenge. the newness 
cycle is changing, and we 
are fighting even harder 
to meet her expectations. 

The honorees of 
the 2018 ceW achiever 
awards, to be held Sept. 
21 in new york, personify 
the explosion of opportu-
nity in the beauty industry 
itself.  Skin care, one of 
the hottest categories 
at the moment, is well 
represented from the 
entrepreneurial to the 
established—with Rodan 
+ Fields’ Lynn emmolo, 
Drunk elephant’s tiffany 
Masterson and clarins’ 
Danyelle boilard-Paul 
being recognized. ulta’s 

tara Simon, who has 
been instrumental in 
the retailer’s explosive 
growth, is also being 
honored, as is nathalie 
Kristo, a L’Oréal Paris vet 
who has expanded the 
global domination of nyX 
Professional Makeup. 
then there’s unilever’s 
Vasiliki Petrou, who has 
guided the creation of the 
prestige division for the 
cPG giant—a brave new 
world, indeed. Here, each 
shares how their brands 
are finding success today. 

The
2018 

CeW 
AChiever 

AWArds

honor societyBeauty Bulletin
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Achievers 
Through The Ages

Highlights From CEW’s  
Achiever Awards of Yore

¬ For the past 43 
years, cosmetic execu-
tive Women has honored 
the women (and one 
extraordinary man—we’re 
talking to you, Leonard 
Lauder) who have had a 
profound impact on the 
beauty industry at its 
annual achiever awards 
ceremony. ann Watson 
Walsh of Germaine Monteil 
cosmetics was the OG 

achiever, and since then, 
175 women have been 
recognized—from com-
panies large and small, 
entrepreneurial and estab-
lished. as the industry 
prepares to toast the class 
of 2018, WWD Beauty Inc 
looks back at memorable 
moments from ceremo-
nies past to celebrate the 
achievements of those 
who continue to inspire.

The
2018 

CeW 
AChiever 

AWArds

Mindy 
Grossman

Gina Boswell and 
her daughters.

carlotta 
Jacobson 

and Jill 
scalamandre

Lisa Price

robin 
Burns 
and thia 
Breen

carol 
hamilton

claudia 
Poccia

terry Darland and 
Pamela Baxter

Alex Keith

Barbara Zinn Moore

Gina Drosos 
and candace 

Matthews

catherine 
Walsh
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Under chief execUtive 
officer Masahiko Uotani, 
shiseido has transforMed 
froM a respected 
Japanese stalwart into 
a driving force of the 
global beaUty indUstry. 
By Jenny B. Fine  Photographed by nigel Parry
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arlier this month, shiseido unveiled a 

completely revamped color line for its namesake 

brand.

In reimagining what makeup means for Shi-

seido, executives innovated new textures, evolved 

the product classifications and updated the lexi-

con of how the brand talks about makeup.

But what made the project revolutionary for 

Shiseido was not what it consists of, but where it 

happened.

The line was developed in New York about 

6,737 miles, give or take a few, from the Japanese 

giant’s headquarters in Tokyo.

It is one of the first—and certainly the most 

high-profile—manifestations of the ambitions of 

Masahiko Uotani to transform Shiseido from a 

Japanese firm with a strong worldwide business 

into a truly global company competing in the 

brave new world of borderless beauty.

Since becoming chief executive officer in early 

2014, Uotani has made it his mission to modern-

ize the culture of the company—and in doing so 

transform its business. Back then, growth was 

impeded by what he called at the time “a crisis of 

culture” in Japan, in which social and financial 

forces like economic stagnation and an aging 

population collided with an ingrained—and 

inner-looking—bureaucratic culture. Morale was 

low, sales stagnated and the strategic direction of 

Shiseido was on shaky ground. 

What a difference four years makes. Sales are 

soaring, reaching 1 trillion yen (about $8.9 billion) 

in 2017, with a compound annual growth rate of 

9 percent for 2014-17, the period in which Uotani 

took over. Shiseido’s international businesses have 

grown stronger: Japan accounts for 43 percent of 

overall sales, down from about 50 percent when 

Uotani first came on board. (The longer-term goal 

is for Japan to account for 30 percent of Shiseido’s 

turnover.) China accounts for 14 percent of sales, 

travel retail for 4 percent, the rest of Asia-Pacific, 

just over 5 percent, and the U.S., despite a chal-

lenged Bare Escentuals business, represents 14 

percent. The EMEA region comprises 13 percent of 

turnover and Professional/Others is 6 percent.

Shiseido hits its 2020 sales goal three years 

ahead of plan and the momentum shows no signs 

of slowing. For the first six months of the year, 

the company posted net income of 47.67 bil-

lion yen, or $428.3 million at current exchange, 

more than two-and-a-half times the same period 

last year. Sales were up 35 percent in China, 14 

“While our Japanese heritage will always guide 

our principles,” says Uotani, “we’re equally as 

proud of the diversity of thought, experience and 

culture that we have built. We consider our diver-

sity a distinct competitive advantage.”

Whether Bare Escentuals will be similarly suc-

cessful with its turnaround plans is another mat-

ter. It is certainly a priority, an albatross hanging 

around the neck of Shiseido’s profitability despite 

the boom times. Over the last few years, Rey and 

his team have been focused on closing underper-

forming doors, building new e-commerce and so-

cial media capabilities and ideating a new brand 

positioning, which is being unveiled this fall. 

The new direction revolves around the idea of 

“The Power of Good” and Uotani is enthusiastic 

about the premise given the surging naturals 

category. “When we look at our portfolio of brands, 

Bare is matching that trend, but we had gone away 

from the original brand values,” he says, noting the 

situation was not unlike the new Coke/old Coke 

debacle back in 1985. “When you have a certain is-

sue with a brand, you try to create something new 

and you lose the core value. They came up with 

new Coke because they thought the consumer was 

changing and they needed something new against 

their primary competitor.

“I feel exactly the same way about Bare,” he 

continues. “The brand has a strong proposition—

natural and clean and good for you—and we were 

not proactively communicating this value in the 

last four to five years.”

The goal in terms of a turnaround time? Two 

years. “Everything is targeted to 2020,” Uotani 

says. “This is an important gateway for us.”

Uotani is also actively looking outside of the 

company—and across geographies—particularly 

when it comes to attracting new ideas and talent to 

Shiseido. “A priority is to have much more open net-

work relationships outside of the company,” he says. 

“These days, we can’t do everything internally.”

Uotani is particularly focused on the young start-

up scenes in China and elsewhere in Asia. “The 

Chinese government has said that by 2025, China 

is going to be a source of innovation, that products 

made in China are going to be superior,” he says. 

“Given all of the entrepreneurs starting up business-

es, the energy is there, the new ideas are there. It will 

be another source of innovation, like Silicon Valley.”

For now, Uotani says the Chinese are primarily 

innovating in areas like e-commerce and gaming, 

and while Shiseido hasn’t yet made any invest-

ments, it is actively laying the groundwork. “In 

China, you really need to know people first,” he 

says, adding the company is recruiting there to 

find a person who can act as a bridge to technol-

ogy entrepreneurs. “It’s not easy, because those 

are the people who don’t want to belong to large 

companies. They’re more independent and they 

want to control their destinies themselves. They 

don’t want to be part of a company,” he continues. 

“The employment relationship isn’t the same in 

the past. It doesn’t have to be that we hire people.”

percent in Japan and a whooping 40 percent in 

travel retail.

Now the ceo is thinking even bigger. 

While Uotani is succeeding at globalizing 

Shiseido—and helping to spark an industry-wide 

“J-wave” in the process, he’s also been working to 

position the company at the forefront of change 

in one of the most volatile periods in the history 

of the beauty industry. His ambition is to make 

Shiseido a top three player in global prestige 

beauty, behind L’Oréal and the Estée Lauder Cos. 

Inc., and cement its dominance across Asia.

Ask him the time frame in which he can 

achieve this and Uotani gives a chuckle. “As soon 

as possible,” he says.  

Such ambitions are evident in his global moves 

over the last couple of years. Shiseido has been one 

of the most active players in building up capabili-

ties that are outside of the domain of a traditional 

beauty company. In January 2017, the company ac-

quired MatchCo, which develops proprietary shade-

matching technology; later that year, it snapped up 

Giaran, a creator of artificial intelligence; in January 

2018, it added Olivo Laboratories Second Skin tech-

nology to its portfolio, and in March, it invested in 

the e-commerce player Violet Grey.

“Capabilities are key. Traditional marketing is 

not going to work anymore,” says Uotani, during 

an exclusive interview on a recent trip to New 

York. “We have to change our own ways of doing 

business with different resources and the right 

type of people.

“I was very good at the mass approach to market-

ing because of my background selling beverages,” 

continues the former Coca-Cola exec, “but today it 

is about a one-on-one relationship with consumers.”

That’s where cross-country development comes 

in. A key tenet for Shiseido moving forward is 

to maximize innovation—both internally and 

externally. Jill Scalamandre, president of the New 

York-based Makeup Center of Excellence, is one 

such example. She’s been tapped to extend her ex-

pertise across Shiseido’s portfolio of color brands, 

most recently being named president of Bare 

Escentuals, which has struggled since Shiseido 

acquired it in 2010 for $1.7 billion.

“One of the opportunities, or challenges, 

depending on how you look at it, is to be less 

Japanese-centric,” says Marc Rey, ceo of Shiseido 

Americas. “One example is the Makeup Center of 

Excellence—it’s pretty daring for a Japanese leader 

to say, ‘We will be more effective if marketing is led 

out of New York, while respecting the guidelines of 

the brand. It has been eye-opening and positive for 

all of the teams.” 

In sales terms, “being more effective” translates 

to what sources said is a goal of $500 million at re-

tail over the next three years for the new makeup 

line. In cultural terms, the project has already been 

deemed a success: The U.S. and Japanese sides 

worked so well together that Uotani awarded Scal-

amandre and the team Shiseido’s highest corporate 

honor, the President’s Award, for the project. 
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to make the brand relevant to consumers have.” 

So Clé de Peau, for example, whose sales hit $1 

billion last year and is primarily geared toward 

consumers in their 40s and 50s in the U.S., has 

been positioned as a radiance enhancing brand 

in China and consequently has attracted a broad 

base of consumers in their 20s. Clé de Peau also 

launched a $36 Radiant Lip Gloss—significantly 

less expensive than the brand’s signature La 

Crème, which goes for $535 for a 30-ml. jar. 

“What’s important for us is to work on expanding 

the horizons of the brand to other target groups 

and younger generations of consumers.”

At the same time, Shiseido has been experi-

menting with different fast beauty brand concepts 

aimed at injecting agility into the organization and 

appealing to generation Z. Posme was developed 

by Shiseido’s Innovation Design Lab and consists 

of single-use color chips sold in vending machines 

in a floor-to-ceiling pink boutique in Tokyo’s trendy 

Shibuya district, while Cosmetic Press is a set of 

limited-edition brands such as Ice Cream Parlour 

that responds quickly to trends. 

Such initiatives are never going to form the 

backbone of the business sales-wise, but the 

learnings are invaluable. “It’s creating relation-

ships directly with consumers, understanding 

what they’re looking for and how we’re going to 

respond,” Uotani says. “One reason we invested 

in Violet Grey is we are going to redesign how 

we create content that consumers are looking 

for, and it is full of ideas and connections that we 

don’t have ourselves. Creating a relationship like 

that with outside experts is a new way of doing 

business for us.”

As Shiseido has scored such successes, Uo-

tani likes to exhort his teams to be humble but 

confident as they move toward the next set of 

goals. “The momentum is there,” he says. “As a 

company, we’ve transformed ourselves and have 

an honest feeling that we can see the future and 

have the vision to achieve it.” ■

there has become exponentially more sophisti-

cated and knowledgeable. While Shiseido is well 

established in the market already, Uotani sees 

growth coming from two major areas. The first is 

the rise of the tier three and tier four cities, with 

average populations of about 10 million people.  

Another is cross-border marketing catering to 

traveling Chinese consumers. Shiseido’s research 

estimates that the number of Chinese travelers 

globally will increase from 130 million in 2017 to 

160 million in 2020. The number of Chinese trav-

elers to Japan is expected to increase by almost  

3 million to 10 million by 2020 and total Shiseido 

group sales to Chinese consumers across all re-

gions is expected to increase from 240 billion yen 

to 360 billion yen in that time period.

Chinese travelers are one of the key drivers of 

Shiseido’s booming travel retail business, which 

Uotani says has been growing 50 percent year-

over-year and totals more than $1 billion in sales 

in Asia. “We have a lot of room to grow there,” says 

Uotani, who, true to form, has spent the past two 

years developing personal relationships with travel 

retail operators. “They are fascinating people,” 

he says. “They’re always looking for new ideas, 

because travel retail is an emerging business.”

While Shiseido has a broad portfolio of brands 

across geographies, its primary bet for the future 

will be on the prestige category. Globally—not 

including travel retail—prestige skin care and 

makeup are expected to increase 6 percent by 

2020, while fragrance is projected to increase 5 

percent, according to Euromonitor. (For the travel 

retail channel, Generation projects color cosmet-

ics sales will increase 18 percent and skin care 

15 percent by 2020, and that fragrance sales will 

decline one percent.)

He harks backs to his days at Coca-Cola when 

he talks about making brands such as Shiseido 

and Clé de Peau Beauté relevant for a new 

generation of consumers. “The liquid itself has 

not changed in 120 years, but all of the efforts 

Uotani is not just attuned to how younger 

people approach corporate life; he’s also boots on 

the ground when it comes to his relationship with 

employees—down to the counter associate level. 

He considers it his destiny.

“My management experience has shaped me 

for this. Japanese people often feel constrained 

with the circumstances they are in,” he says. “If 

they’re facing an issue they’re not really able to 

say I have a problem. What I do is tell them they 

can do it. Speak up for whatever you think is 

right for the business.”

Uotani thrives on in-store visits, and a favorite 

question to ask is what problems he can solve. 

Lately, a common answer has been product 

shortage—a result of a decrease in production a 

few years ago to fix excess inventory issues and 

improve profitability. 

A new global innovation and manufacturing 

facility, which Shiseido says will be the largest in 

the world, set to open next year in Japan should 

help solve that issue. “We’re looking at not just 

where we can drive our business, but what are the 

areas where we can go deep,” Uotani says. “The 

definition of beauty is changing. Originally it was 

cosmetics and makeup and skin care, but when 

we ask consumers around the world what beauty 

means to them, the answers are emotional.”

For Uotani, the opportunity to expand Shiseido’s 

purview is clear. “The border between beauty and 

health and wellness is really diminishing,” he says. 

“The manufacturing of cosmetics products isn’t go-

ing away. But creating value with products and ser-

vices together and making use of current technolo-

gies to become a health adviser to each consumer 

and contribute to their wellness [shows us] what 

can be the potential of our business in the future.”

With its strong historical connection between 

external and internal beauty, this holds particu-

larly true for China—a key market for Shiseido’s 

growth, as for the industry overall. Uotani notes 

that over the last two decades, the consumer base 

Masahiko Uotani, Shiseido
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T h e  PA C e  o f  C h A n g e  i n  T h e  b e A U T y 

i n d u s t r y  h a s  a c c e l e r a t e d 

e x p o n e n t i a l l y ,  f o r c i n g  s o m e  b r a n d s 

t o  r e w r i t e  t h e i r  p l a y b o o k s  a n d 

u s h e r i n g  i n  a  n e w  e r a  o f  c r e a t i v e 

i n n o v a t i o n .  h e r e ,  i n  o u r  t h i r d  a n n u a l 

r a n k i n g  o f  b e a u t y ’ s  m o s t  p o w e r f u l 

b r a n d s ,  w e  a n a l y z e d  b r a n d  e q u i t y , 

s a l e s  d a t a ,  d i g i t a l  m e t r i c s  a n d 

e d i t o r i a l  a n d  i n d u s t r y  r e c o g n i t i o n 

t o  t a k e  a  c a t e g o r y - b y - c a t e g o r y 

l o o k  a t  w h o ’ s  e x c e l l i n g  t o d a y  a n d 

w h y .  ( f o r  a  f u l l  a c c o u n t ,  s e e  o u r 

m e t h o d o l o g y . )  t h e  l i s t  i s  p r i m a r i l y 

r e f l e c t i v e  o f  a  b r a n d ’ s  n o r t h 

a m e r i c a n  b u s i n e s s  b u t  d o e s  t a k e  i n t o 

a c c o u n t  i t s  g l o b a l  p e r f o r m a n c e ; 

t h e  d a t a  i n c l u d e s  r e s u l t s  f r o m 

2 0 1 7  a n d  y e a r - t o - d a t e  2 0 1 8 .  f o r 

h a i r  c a r e ,  w e  f o c u s e d  p r i m a r i l y  o n 

b r a n d s  t h a t  h a v e  o r  a r e  d e v e l o p i n g 

a  r e t a i l  d i s t r i b u t i o n .  n o  m a t t e r 

t h e  c a t e g o r y ,  m a n y  e s t a b l i s h e d 

b r a n d s  a r e  s u c c e s s f u l l y  r e i g n i t i n g 

t h e i r  b u s i n e s s e s ,  w h i l e  t h e  b u z z y 

n e w c o m e r s  a r e  s c a l i n g  q u i c k l y —

m a k i n g  f o r  a  d y n a m i c  l a n d s c a p e  t h a t 

s h o w s  n o  s i g n s  o f  s l o w i n g .

lAnCôMe
¬ consistency and 

execution are the name 
of the game at Lancôme, 
the number-two prestige 
brand in the U.s. market, 
according to nPD, and the 
only brand with a pres-
ence in the top 10 across 
categories, ranking third 
in skin care, fourth in 
fragrance with La Vie Est 
Belle and fifth in makeup. 
Digitally, Lancôme 
achieved “genius” status 
from L2, which noted it 
was the most visible color 
brand on sephora.com, 
and also has best-in-class 
functionality on its web 
site. That performance 
drove a 20 percent 
increase in brand value 
to $11.2 billion for 2018, 
according to BrandZ’s 
global ranking.

dove
¬ dove has always 
championed diversity and 
worked to help people 
embrace their indi-
vidual sense of beauty, 
no matter race, shape, 
size, age or gender. It 
continues to strengthen 
that message—part-
nering with power TV 
producer shonda rhimes, 
on an initiative called 
real Beauty Productions. 
While there have been 
missteps, overall Dove 
has successfully worked 
to broaden the scope 
of the personal-care 
category, particularly with 
successful launches in 
the Men’s, Deodorant and 
Baby categories, driving 
the business forward in 
troubling times for many 
mass market companies. 
Dove Men+Care sham-
poo, for example, soared 
17 percent, according 
to IrI, with it and other 
products showing solid 
growth in a commoditized 
category and expanding 
the brand’s purview.

l’oréAl PAris
¬ looking at l’oréal’s 
performance, one might 
never know the mass 
market beauty scene is 
struggling. The most valu-
able personal-care brand 
with a value of $26.1 
billion (a year-on-year 
increase of 9 percent), 
according to the BrandZ 
Global Top 100 Most 
Valuable Brands ranking, 
L’Oréal Paris uses cross-
category innovation and 
savvy digital marketing to 
connect with consumers. 
While some categories 
are showing softness, the 
brand has posted solid 
growth where others are 
struggling: Colour riche 
lipstick up 26 percent in 
a category that declined 
1 percent, mascara up 
21 percent versus flat for 
the category overall, and 
hair color up 5 percent 
in a stagnant market. L2 
lauds L’Oréal’s amazon 
presence and growth on 
YouTube, and editors love 
the brand, too. The brand 
won an eye-popping 19 
awards in 2017 across 
multiple categories.

CliniqUe
¬ the largest prestige 

beauty brand in the U.s., 
according to nPD, and 
the number-one brand 
in skin care, Clinique is 
successfully repositioning 
itself in the digital age. 
Its brand value increased 
20 percent in 2018 to 
$7.1 billion, according to 
BrandZ’s global ranking, 
meaning it “responded 
well to ongoing category 
disruptions,” the company 
said, particularly around 
e-commerce. Clinique’s 
“genius” L2 ranking 
bears that out. L2 notes 
that Clinique is a leader 
on sephora, Ulta and 
nordstrom and has 
best-in-class mobile site 
content. Its innovation is 
resonating with the indus-
try as well, with awards 
from allure, InStyle and 
Marie claire that recog-
nize Clinique’s skin-care 
and makeup offerings—a 
true coup in a cluttered 
landscape. 

4
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stretch jersey bodysuit 
by alexandre vauthier
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according to Tribe Dynam-
ics, and a top five when it 
comes to the number of 
ambassadors, with 12,408. 
That prowess shows up in 
sales, where Maybelline 
owns brows and holds 
the number-one ranking 
in the face category, with 
its Fit Me foundation and 
powder sales up 25 and 60 
percent, respectively, year-
to-date, according to IrI.  

5
fenTy beAUTy 
by rihAnnA
¬ she may Be a music su-
perstar, but rihanna dem-
onstrated her business 
chops with the launch of 
Fenty Beauty, whose first 
year sales slice Intel-
ligence reported as being 
on track to outstrip that of 
kylie Cosmetics and kkW 
Beauty by kylie Jenner 
and kim kardashian, re-
spectively. The foundation 
lineup, consisting of 40 
shades, had a particularly 
noticeable impact on the 
industry and influencers 
alike, and even spawned 
a name—the Fenty Effect. 
While the brand wasn’t 
the first with a broad 
shade range, it resonated 
deeply, propelling Fenty 
Beauty to the number 
12 spot overall in Tribe’s 
EMV rankings—above the 
likes of L’Oréal Paris, kylie 
and ColourPop—in under 
a year.

6
nyX 
ProfessionAl 
CosMeTiCs 
¬ while nyX’s digital 

prowess shows no signs 
of slowing, sales have 
softened—a decline 
reflected by the makeup 
category overall in the 
mass market. Bright 
spots included niche 
items such as lipliner, a 
matte finishing spray and 
lip treatment, while core 
categories like lipstick 
and lipgloss were harder 

hit, according to IrI data. 
But L2, which ranks nYX 
fourth with a digital IQ 
of 137, notes the brand’s 
strong presence on social 
media and visibility on 
key retailer sites. and 
nYX’s own boutiques 
are best in class when 
it comes to incorporat-
ing digital content into 
the brick-and-mortar 
environment.

7
Too fACed
¬ the only thing better 
than sex for Too Faced 
may be sales—the 
brand’s mascara of the 
same name is said to be 
the top-selling mascara in 
the prestige market, help-
ing to propel the Estée 
Lauder-owned Too Face 
into the top 10 prestige 
makeup brands in the 
U.s., according to nPD. 
The brand’s tongue-in-
cheek positioning works 
well on social media, 
where it has racked up 
about $450 million in 
EMV, according to Tribe 
Dynamics. Coupled with a 
steady stream of product 
innovation—subbrand 
Tutti Frutti launches at 
Ulta in august—Too Faced 
looks set to continue its 
forward momentum.

8
Kylie 
CosMeTiCs
¬ the kylie Jenner 
juggernaut rolls on. The 
reality TV star turned 
beauty entrepreneur 
may have stepped away 
from social media during 
her pregnancy—but the 
impact on her beauty 
business seems to be 
minimal. since its launch 
in 2016, Jenner has re-
portedly sold more than 
$630 million worth of 
makeup. a steady stream 
of calculated product 
drops—including collabs 
with mom kris and sister 
kourtney—plus pop-ups 
and a deal with Topshop 
make it very likely that 
Jenner will join the billion 
dollar brand club sooner 
rather than later.

9
UrbAn deCAy
¬ industry analysts 

report that Urban Decay is 
struggling—but the brand 
still packs a powerful 
punch. It is the second 
largest prestige makeup 
brand in the U.s. by dollar 

sales, according to nPD, 
and number three on L2’s 
genius ranking. The naked 
Heat palette drove a sig-
nificant amount of social 
media coverage and edito-
rial mentions over the last 
year—but as the palette 
business starts to soften, 
look for Urban Decay to 
shore up its presence in 
other key categories.

10
hUdA beAUTy
¬ huda kattan became 
the first beauty influ-
encer to land a major 
investment after TsG 
Consumer Partners, 
which has backed brands 
like smashbox and It 
Cosmetics, took a minor-
ity stake in late 2017. 
sales were reportedly 
in the $200 million at 
retail range, and while 
that wasn’t high enough 
to land it in a top 10 spot 
on nPD, L2 noted it’s an 
Indie leader in terms of 
brand awareness and 
social clout, accounting 
for 58 percent of brands 
featured in Instagram 
posts from top beauty 
influencers between 
January and september 
2017, more than any 
other brand.

1
MAC
¬ mac is getting its mojo 
back. always a sales lead-
er, the top-selling prestige 
makeup brand in the U.s., 
according to nPD, is a 
force to be reckoned with 
across the board. Product 
innovation—in the forms 
of collabs with the likes of 
Patrick starrr—are reso-
nating with consumers 
and influencers alike, and 
its launch in Ulta was said 
to be a big success. MaC 
ranks number two on 
Tribe Dynamic’s list of top 
10 in the makeup cate-
gory, with $872 million in 
EMV, and a number-one 
ranking when it comes to 
ambassadors and You-
Tube EMV. L2 also called 
out the brand’s YouTube 
strategy, particularly lip 
tutorials linked back to 
shoppable video, when it 
ranked MaC fifth on its 
Genius list, noting MaC is 
the top mentioned brand 
by influencers on both 
Instagram and YouTube. 

2
AnAsTAsiA 
beverly hills
¬ the Brand that 

kicked off the social 
media revolution has 
gone from emerging to 
established at supersonic 
speed, notching up the 
seventh spot in the top 10 
prestige makeup brands, 
according to nPD, and 
the number-one rank in 
Tribe’s EMV for year to 
date, with $1.2 billion. Of 
course, investors took 
note. Earlier in 2018, 
founder anastasia soare 
sold a minority stake to 
TPG Capital. although 
terms weren’t disclosed, 
the business was said 
to have $200 million in 
EBITDa and $340 million 
in sales—and a valuation 
of as high as $3 billion. 
With the number-one 
launch of 2017—the 
aurora Glow kit—and as 
the third fastest-growing 
brand in color, aBH shows 
no signs of coming down.

3
iT CosMeTiCs
¬ the product innova-
tion pipeline is alive and 
well at It Cosmetics, 
which shot up five spots 
in nPD’s top 10 makeup 
brands, moving from 
number nine to number 
four based on dollar 
sales for the 12 months 
ending May 2018. The 
brand, which turned 10 
this year, has cemented 
its position in the color 
category and is building 
its skin-care business 
with franchises that play 
on its problem-solution 
heritage, including 
Confidence in a Cream 
and Bye Bye. The brand’s 
connection with consum-
ers is clear from Traackr 
data, which shows It to 
be consistently in the 
top two when it comes 
to reach, activated in-
fluencers, mentions and 
engagements. 

4
MAybelline 
new yorK
¬ mass market leader 

Maybelline occupies the 
number-one spot in L2’s 
Genius rankings—which 
lauds its best in class site 
content, a robust search 
strategy and high visibility 
on amazon. socially, the 
brand holds its own, too: 
It’s a top 10 brand for 
earned media value in 
the makeup category, 

o U r 

M e T h o d o l o g y

WWD Beauty Inc 
consulted a variety of 
sources to compile our 
Maximum Impact list of 
power brands, including 
our own reporting 
throughout the year.

1. doMesTiC sAles 
for the prestige market, 
we looked at rankings 
provided by the npd 
group for the 12 months 
ending may 2018. for the 
mass market, we used 
sales data from iri for the 
52 weeks ending June 17, 
2018.

2. brAnd eqUiTy 
brandz/kantar millward 
brown’s chart of the top 
15 brands in personal 
care, including data from 
bloomberg is cited.

3. digiTAl sUCCess 
to determine the brands 
with the highest digital 
engagement, we consulted 
data from l2’s 2017 digital 
iq index and indie index, 
tribe dynamics earned 
media value year-to-
date may 2018, traackr, 
and preen.me. we also 
consulted sephora.com 
and ulta.com for highest-
rated brands.

4. AwArds 
we compiled data from 
2017 and 2018, where 
available, from the 
following awards, in 
alphabetical order: Allure, 
cosmetic executive 
women, fragrance 
foundation, InStyle, Marie 
Claire prix d’excellence, 
refinery29 and WWD.

5. innovATion 
we took into account 
our own reporting when 
factoring in product 
innovation and trend 
leadership. 
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hand-embroidered 
sequin dress by 
prabal gurung
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1
neUTrogenA
¬ neutrogena is singing 
the blues—turquoise 
blue, to be exact, which 
is the signature color of 
its booming Hydro Boost 
moisturizing franchise. 
Hydroboost grew 29 
percent for the 52 weeks 
ending June 17, 2018, ac-
cording to IrI, helping to 
boost the entire category. 
The brand also showed 
it can innovate in myriad 
areas—from being a first 
to mass market launch 
with an iPhone-based 
skin analysis tool to an 
Ulta exclusive makeup 
collab with spokesperson 
kerry Washington. all 
that innovation garnered 
buzz—neutrogena gar-
nered close to $20 million 
in earned media value on 
social media, according to 
Tribe Dynamics, and also 
amassed an impressive 11 
awards from a wide array 
of magazines.

2
sK-ii 
¬ with a reported  

$2 billion in global sales, 
sk-II is the shining 
star of P&G’s beauty 
portfolio, posting its 15th 
consecutive quarter of 
growth with a 30 percent 
increase for the fiscal 
fourth quarter announced 
in July. Digitally, sk-II 
excels at creating compel-

5
Kiehl’s 
¬ skin care is driving 

L’Oréal’s sales, and, with 
sales now reaching the  
1 billion euro mark, kiehl’s 
is one of the brands lead-
ing the way. With its roots 
in a new York apothecary, 
the brand has success-
fully tapped into the Mil-
lennial focus on healthy 
skin and natural products. 
ranked number seven 
in dollar sales year-to-
date through May 2018, 
according to nPD, kiehl’s 
is the fastest-growing 
brand in the category, 
spurred by a social media 
presence that puts the 
brand in Tribe’s top five 
performers by EMV for 
skin care.

6
lA Mer 
¬ the mother oF the 

luxe skin-care category, 
La Mer has shown that 
it can cross generations 
and classifications very 
effectively. The brand has 
been posting double-digit 
growth across almost 
all regions (sales have 
exceeded the billion 
dollar market), accord-
ing to parent company 
Estée Lauder Cos. Inc., 
with particular strength 
in China and travel 
retail. newer launches 
like Genaissance and 
Moisturizing Matte Lotion 
are helping attract the 
attention of Millennials 
and Boomers alike. In the 
U.s., the brand is ranked 
fifth in prestige skin care, 
according to nPD, and is 
also a top three fastest-
growing brand. 

7
olAy 
¬ p&g has proved 

the naysayers wrong 
and turned around an 
underperformer. Olay is 
once again a contribu-
tor of positive growth to 
the company’s beauty 
portfolio. The launch of 
Olay Eyes has helped 
revive the brand’s 
fortunes—its sales in the 
antiaging category are up 
30 percent for eyes and 
3 percent overall—versus 
a 1 percent category 
decline, according to 
IrI, in the U.s. and its 
China business is strong. 
Olay also drove positive 
growth in the moisturizer 
category, up 16 percent 
versus 6 percent for neu-
trogena (which still has a 

significant advantage in 
terms of dollar sales) as 
innovations—notably Olay 
Whips moisturizers—have 
been a bona fide hit 
and helped cement the 
brand’s comeback.  

8
PhilosoPhy
¬ what a diFFerence a 

year makes. Philosophy 
continues to combine 
empowering brand mes-
sages with efficacious 
skin care to great effect: 
The Coty-owned brand 
was the fourth largest 
skin-care player in the 
U.s. prestige market, ac-
cording to nPD, with a top 
three scent in amazing 
Grace and the number-
one skin-care launch of 
the year in terms of dollar 
sales with Purity Made 
simple Pore Extractor 
Exfoliating Clay Mask. 
The product was a critical 
success as well, winning 
awards from allure, CEW 
and refinery29. The 
brand is also innovating 
off-line, opening Wellbeing 
Workshops, for example, 
and entering China for the 
first time via Tmall.

9
shiseido
¬ shiseido ranks 12th 
in the BrandZ Global Top 
100 ranking—but when it 
comes to percent change 
in value in 2018 versus 
2017, it is number one, 
with a 42 percent gain. 
Part of that gain is at-
tributable to the Japanese 
giant’s strength in China, 
where it has focused 
on developing its digital 
strength and prestige im-
age. But the brand is also 
performing well in the 
U.s., capitalizing on the J-
wave and hero franchises 
like Ultimune Power 
Infusing Concentrate to 
solidify its position as the 
fourth largest brand by 
sales in the U.s. market, 
according to nPD.

10
drUnK 
elePhAnT 
¬ eFFicacious Formulas, 

eye-catching packaging 
and a great name have 
proven to be an irresistible 
combination for Drunk 
Elephant, the young Indie 
skin-care brand that’s a 
home run with Millenni-
als. Founded by Tiffany 
Masterson, the Houston-
brand has attracted blue 
chip investors including 
VMG Partners and Lean-
dra Medine of the Man 
repeller and top talent like 
ceo Tim Warner and chief 
marketing officer Lucia 
Perdomo-ruehlemann. 
The approach is working: 
Drunk Elephant has won 
numerous allure and CEW 
awards, and is a key part 
of sephora’s skin-care 
matrix.

ling global campaigns, 
like the 2017 “Marriage 
Market” series. Closer to 
home, #bareskinproject, 
fronted by actress Chloë 
Grace Moretz, in which 
women reveal their faces 
sans makeup, is resonat-
ing equally as well. Parent 
P&G feels so bullish about 
the performance, it’s 
going deeper into prestige 
skin care—with the acqui-
sition of First aid Beauty, 
which it announced in 
late July. 

3
rodAn + fields 
¬ said to Be the largest 
skin care brand in the 
U.s., rodan + Fields 
reached $1.5 billion in 
sales in 2017, up from 
$1.15 billion the year be-
fore. shortly before TPG 
announced a minority 
investment in the brand—
which was once part of 
the Estée Lauder stable—
in May, chief executive of-
ficer Diane Dietz said the 
company will continue to 
post double-digit growth 
for the next several years. 
Though not a standout 
in digital or editorial 
metrics, rodan + Fields 
is a clear favorite with 
the 200,000 and count-
ing independent sales 
consultants. no wonder 
Euromonitor called it the 
fastest-growing brand in 
the beauty and personal-
care category.

4
esTée lAUder 
¬ the estée lauder 
brand continues to be a 
global sales superstar, 
particularly in skin care. 
Constantly imbued with 
newness, the advanced 
night repair franchise is 
soaring in high-growth 
markets like China and 
travel retail. The U.s. is 
no slouch either: Lauder 
is the number-two brand 
in skin care, and the 
number-three brand 
overall, according to 
nPD. For a mainstream 
brand, Lauder has stayed 
on the cutting edge of 
contemporary by signing 
the biggest names in the 
business, from kendall 
Jenner (an early discov-
ery) to karlie kloss and 
anok Yai. all of the activity 
has garnered significant 
awards from the most 
critical eyes in the busi-
ness, including allure, 
CEW, InStyle, Marie claire 
and WWD. 

the company has more 
top sellers than any other 
brand. Digitally, Tribe data 
shows that Chanel has 
achieved both breadth and 
engagement in its social 
initiatives, with almost 
2,000 influencers and an 
ambassador “potency” of 
close to $12,000 per am-
bassador, while L2 lauds its 
aggressive search strategy 
to thwart discount sellers.

2
bATh & body 
worKs
¬ Bath & Body works was 

the big winner at the 2018 
Fragrance Foundation 
awards—with three awards 
including the coveted 
Consumers Choice Hall of 
Fame honor for Cucumber 
Melon. That success is 
reflected in the retailer’s 
figures, where sales were 
up almost 6 percent to 
an estimated $4.1 billion 
for 2017, according to the 
WWD Beauty Inc Top 100. 
The momentum seems to 
be continuing, with parent 
company L Brands report-
ing comp store growth 
increased 8 percent for the 
first quarter of this year.  

3
ToM ford
¬ in the words oF the 
brand itself, the best way 
to describe Tom Ford’s 
fragrance business is 
“F--king Fabulous.” That 
fragrance, which launched 
in november 2017, priced 
at $310 for a 50-ml. bottle, 
was said to exceed sales 
projections by 20. But 
it’s no one hit wonder: 
Ford’s olfactive portfolio 
resonates globally, and 
the brand reportedly grew 
50 percent in 2017, driven 
in part by Private Blend 
fragrances. Tom Ford is 
a critical as well as com-
mercial success, notching 
up Fragrance Foundation 
awards every year for the 
past decade, including two 
in 2018 for the aforemen-
tioned fragrance and Oud 
Minérale. Fabulous indeed. 

4
Jo MAlone
¬ one oF the og indie  

fragrance brands, Jo 
Malone is proving to be 
just as popular with Mil-
lennials today. The brand 
has created momentum 
with its masterful market-
ing mix that combines 
olfactive storytelling, 
pop-ups, limited editions, 
glam ambassadors and 
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ChAnel
¬ in a rapidly chang-
ing fragrance category, 
Chanel’s dominance is 
absolute. With the number 
one (Coco Mademoiselle), 
two (Chance) and eight 
(Chanel no. 5) scents in 
the women’s category and 
the number one bestseller 
in men’s (Bleu de Chanel), 
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judicious expansion into 
booming categories like 
home and body. Conse-
quently, Jo Malone is said 
to be one of the fastest-
growing brands in parent 
company Estée Lauder’s 
portfolio, posting year-
over-year growth of 40 
percent in 2017, with sales 
estimated to have hit $1 
billion at retail. It’s also the 
leading fragrance brand 
on social, reports Tribe 
Dynamics, ranking first in 
EMV for the fragrance cat-
egory with $24.5 million. 

5
ChrisTiAn dior
¬ dior has success-
fully maintained a strong 
presence at the fragrance 
counter, with J’adore main-
taining a top 10 position 
on the women’s side and 
sauvage, in the top three on 
the men’s. Efforts to attract 
a younger consumer are 
succeeding, with L2 report-
ing that the relaunch of  
MissDior on YouTube was a 
top performer in connec-
tion with the #DiorLove-
Chain campaign.

6
MArC JACobs
¬ as a designer, Marc 
Jacobs has always had 
his finger on the zeitgeist, 
and his fragrance business 
is no exception. Jacob’s 
Daisy franchise—which 
turned 10 in 2017— is a 
bone fide hit with Millen-
nials. Jacobs was one of 
the first brands to tap 
kaia Gerber, the daughter 
of Cindy Crawford, for a 
brand campaign that had 
a strong digital emphasis. 
The strategy worked: 
ranked fifth in the U.s. in 
dollar sales, according to 
nPD, Daisy is a top 10 sell-
ing fragrance globally, with 
licensee Coty reporting 
one bottle is sold every 15 
seconds.  

7
giorgio ArMAni 
frAgrAnCes
¬ in a category where 

classics dominate, it’s 
not surprising that 
Giorgio armani’s acqua 
di Gio Homme is still the 
number-two scent in the 
U.s. prestige market, ac-
cording to nPD. (Brother 
scent armani Code is 
number four.) What is 
eye-opening, though, is 
that the fragrance is also a 
top three fastest-growing 
scent in the U.s. Globally, 
it remains just as strong, 

with licensee L’Oréal 
reporting more than 25 
million units sold since its 
launch in 1996.

8
gUCCi 
¬ gucci’s alessandro 
Michele conceptualized 
the launch of the house’s 
latest fragrance—Bloom—
and as with everything 
the designer touches, the 
results were out of this 
world. Bloom took home 
five of the industry’s big-
gest awards, including the 
Fragrance Foundation’s 
Fragrance of the Year, 
CEW’s Women’s scent 
of the year, refinery29’s 
Innovator award for best 
fragrance and an allure 
Best of Beauty, reassert-
ing Gucci’s strength in the 
fragrance category.

9
nesT frAgrAnCes
¬ home Fragrance is 

one of the fastest-growing 
categories in scent, and 
nest Fragrances is driving 
much of that growth. The 
brand, founded a decade 
ago by Laura slatkin, hit a 
sweet spot with its acces-
sibly priced products and 
upscale packaging, fueling 
a reported retail sales vol-
ume of $70 million to $80 
million in 2017. Eurazeo, 
which took a majority 
stake in nest late last year, 
is looking to triple that 
figure over the next couple 
of years.

10
KKw frAgrAnCe
¬ kim kardashian brought 
her Midas touch to the 
fragrance category, prov-
ing that consumers will 
buy scent without smelling 
it first—with the right star 
power behind it. Her first 
effort, a trio called Crystal 
Gardenia, Crystal Gardenia 
Citrus and Crystal Garde-
nia Oud—sold out in six 
days to the reported tune 
of $14 million. subsequent 
launches like kkW Body 
and the kimoji collection 
have been a repeat per-
formance, and though the 
brand counted only 501 
influencers for fragrance 
specifically, according to 
Tribe Dynamics, they were 
the most potent by far of 
any fragrance brand, gen-
erating more than $19,000 
each of earned media 
value on average.

relevance across many 
touchpoints important 
to Millennial shoppers: 
a social-media savvy 
purpose driven company 
formulating products for 
textured hair using natural 
ingredients and eschewing 
“no-no” ingredients. 

3
gArnier 
¬ with its mission to 

develop naturally inspired 
beauty products that are 
good for people and the 
planet, Garnier is winning 
big with consumers in 
hair care with franchises 
like Whole Blends. ac-
cording to the BrandZ 
global ranking, Gar-
nier’s brand value rose 
5 percent to $6.8 billion 
and sales reflected those 
results. In a sluggish mass 
market, the brand was 
flat to slightly ahead in 
key franchises across hair 
color and care. skin care, 
too, was a bright spot, 
and Garnier was the first 
mass brand to achieve 
Cradle to Cradle certifica-
tion for its skinactive line 
of facial cleansers, which 
reached sales of almost 
$55 million, according 
to IrI.
 

4
oribe
¬ in a commoditized  

hair-care category, 
Oribe’s founders proved 
that luxury and perfor-
mance sell. Created by 
hairstylist Oribe Canales 
with Daniel kaner and 
Tevya Finger of Luxury 
Brand Partners in 2008, 
Oribe Hair Care sold 
to kao Usa Inc. for a 
reported $400 million to 
$430 million on sales of 
$85 million to $100 mil-
lion. The salon-only brand 
is a hit with editors and 
influencers alike, earning 
eight awards in 2017-18 
for one of the widest array 
of products from any 
brand, including honors 
from InStyle, CEW, allure 
and WWD Beauty Inc.

5
redKen
¬ the salon-only brand 
is a social media super-
nova, with a community 
of 3,000 influencers that 
is second only to L’Oréal 
Paris at 3,600, in the hair-
care category. redken 
has been continually 
upping its social media 
game. In april, it ranked 
first with $6.9 million in 

earned media value, a 
98 percent year-over-
year increase. It’s also a 
key player in the fashion 
world, thanks to creative 
director Guido Palau, who 
creates the look at Prada, 
Marc Jacobs, Calvin klein, 
Louis Vuitton and many 
others.

6
MoroCCAnoil 
¬ moroccanoil kicked 

off the argan oil craze 
a decade ago, and the 
brand continues to be 
a strong performer in 
the professional market, 
while at the same time 
venturing into new 
categories like color 
preservation. Time will tell 
if chief executive officer 
Jue Wong, who took over 
as chief executive officer, 
can leverage its name 
recognition and make 
it more relevant for the 
social media generation, 
but as a perennial favorite 
amongst editors and 
consumers—the original 
oil still receives awards—
the signs are positive.

7
living Proof
¬ living prooF’s science-
based approach to 
product development is 
paying off. according to 
nPD, the brand is the top-
selling hair-care brand as 
ranked by dollar sales in 
the rapidly expanding U.s. 
prestige market. acquired 
by Unilever in early 2017, 
Living Proof continues to 
launch innovative prod-
ucts like its Perfect Hair 
Day In-shower styler, 
which earned awards 
from both InStyle and 
refinery29 as one of the 
year’s top products. 

8
devACUrl
¬ devacurl was one oF 

the earliest entrants in 
the textured hair category 
and the brand continues 
to make waves. acquired 
by ares Management in 
2017 for about $260 mil-
lion, DevaCurl is building 

a strong prestige and 
professional distribution 
network, with plans to 
aggressively expand in 
key markets like south 
america. Back in the U.s., 
it is the third largest pres-
tige brand in hair, in terms 
of dollar sales, according 
to nPD, and also the third 
fastest growing.

9
oUAi
¬ hairstylist Jen atkin 

has parlayed her a-list 
Hollywood clientele (she’s 
the kardashians’ go-to, 
amongst many others) 
into a thriving hair care 
and education business. 
Ouai, the hair-care part 
of the operation, is the 
stuff trends are made of. 
an innovative approach 
to product development 
has created a number 
of heroes across the 
range—think anti-Frizz 
Hair sheets and air 
Dry Foam—and a close 
relationship with sephora 
means the brand is one 
of the fastest-growing 
names in a super hot 
category.

10
bUMble And 
bUMble 
¬ BumBle and BumBle 
looks well positioned to 
take advantage of the 
growth in the U.s. prestige 
hair-care market. The Es-
tée Lauder-owned brand 
is sold in sephora and has 
successfully launched in 
Ulta, too. as well, execs 
have shown themselves 
open to innovating new 
retail formats—as with a 
collaboration with sister 
brand MaC Cosmet-
ics for an express hair 
and makeup studio 
that opened in Dallas’ 
northPark Center last 
December.

1
ogX
¬ acquired By Johnson 

& Johnson in 2016 for 
$3.3 billion, OGX is a 
true Millennial-minded 
brand. Customers are 
encouraged to mix and 
match products from the 
natural ingredient-driven 
line, which ventured into 
styling products as well 
in late 2016. While that 
launch didn’t reverse the 
category’s slump, OGX 
remains the leading brand 
by dollar volume in the 
mass market shampoo 
and conditioner business, 
according to IrI. Likewise, 
when it decided to create 
its first influencer collabo-
ration, OGX went straight 
to the top, tapping 
kandee Johnson—1.8 mil-
lion Instagram followers 
and counting—to front a 
holiday collection.

2
sheAMoisTUre
¬ acquired By unilever 

in late 2017, sheaMoisture 
has been posting double-
digit gains in its hair (and 
body) businesses. Driving 
business is the brand’s 
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organza 
bodysuit by 
balmain

styled by  
andrew shang

style director:  
aleX Badia

hair by owen gould  
at the wall group

makeup by  
allie smith  

at Bridge artists 
model: ali osk  

at heroes model 
management 

casting director:  
ricky michiels
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imes are changing for the  
digitally native set.

That group of beauty brands, which have 

customarily relied on digital marketing spend in 

order to acquire customers, are rethinking their 

tactics as rising costs and changes in algorithms 

on key social media platforms, particularly Face-

book, make it tougher to segment out and target 

specific types of shoppers. 

These companies are weathering rising custom-

er acquisition costs as big players shift marketing 

dollars to digital channels, and are now looking 

off-line—sometimes to retail and sometimes to 

traditional ad spending—to reach new eyes. 

Traditionally, digitally native beauty brands 

have worked with Facebook and Google in 

auction-based advertising systems. Brands set 

the audience they’re trying to attract, send in the 

creative, dictate how much they want to pay per 

click and how much they want to spend per day. 

But now, that process has been flooded by brands 

with significantly more money than your average 

digital-beauty start-up, and that influx is causing 

prices to rise.

For some brands, that has prompted an even 

sharper turn toward influencers, while for others, 

it has driven more educational content and retail 

experimentation. Anecdotally, Amber Venz Box, 

president of influencer marketing agency Re-

wardStyle, says shifts in the Facebook algorithm 

are allowing some companies to more success-

fully justify their influencer marketing spend.

“It’s never been harder for a marketer to use 

a platform to target consumers because they’ve 

taken away the ability to do it so finitely,” Venz 

Box says. “The [return on investment] on running 

a campaign through the platform becomes less 

scientific because you can’t [target people the 

same way you used to].”

But despite shifts, marketers are still try-

ing to get their products in front of customers. 

“The goal is still to sell a lot of things to a lot of 

people,” Venz Box says. And in a changing world 

where “glorified peers” (aka influencers) hold 

more sway over spending, running targeting cam-

paigns is one way to do that.

“People are more influenced by someone they 

find trustworthy or authentic,” Venz Box says. 

“Consumers are spending six hours a day on their 

mobile phones, and over 90 percent of that time 

is inside of aggregated content channels—social 

channels. That’s a big piece of where marketers 

are spending, because [it makes sense to] fish 

where the fish are.”

For direct-to-consumer beauty brands, the key 

is really getting beyond that core shopper and in 

front of new ones, says Jess Hilton, senior vice 

president at digital marketing company Ansira. 

The best thing to do is to go viral via “word 

of mouth” on a platform like Facebook, which 

means creating content that people will want to 

promote—anything from actually clicking the 

share button to tagging friends in the com-

ments—on behalf of a brand. 

But getting that type of viral spread is generally 

the result of extensive (and expensive) customer 

research to align brand beliefs with customer 

beliefs. “Once you have this whole profile, you can 

build a story around why someone would use your 

product…then you understand how to talk to them 

better,” Hilton says. Companies can use that cus-

tomer profile to target other customers who look 

like current customers but aren’t, she says.

But in an age where the costs to implement a 

program like that have risen dramatically, brands 

are frequently turning off-line—to retail—to 

acquire customers. While pop-ups and leases are 

effective, so are third-party retail opportunities. 

Hilton cites Lululemon as an example. Before 

the yogawear brand had stores, it put its leg-

gings into high-end yoga studios. “It was a way 

for the brand to be able to expand its footprint 

to people coming in the door who go to yoga but 

hadn’t heard of Lulu or weren’t current purchas-

ers,” Hilton says. “[Brands] keep their customer 

acquisition costs as low as possible and expand 

that retail footprint as quickly as possible to get 

their broadest audience to engage as quickly as 

possible,” she says. 

The escalating costs of digital marketing have 

caused eSalon, a direct-to-consumer custom hair 

color business, to experiment with new customer 

acquisition strategies. “Customer acquisition 

costs have been rising for multiple reasons,” says 

Francisco Gimenez, chief executive officer of the 

direct-to-consumer hair color business, “including 

more brands and more big companies shifting ad 

dollars. If you want to buy more and more traffic, 

it just becomes more and more expensive.”

When eSalon started in 2010, it used a variety 

of different tactics to attract customers, ranging 

from sponsored videos on YouTube to banners to 

social media to content marketing.

“In our world, we can see what works pretty 

quickly in terms of how much money we spent on 

one campaign, and then how many impressions, 

clicks of people signing up to the service, and 

ultimately, retention,” Gimenez says. YouTube for 

example, wasn’t effective for eSalon. “YouTube was 

too young for permanent coloring,” Gimenez notes.

Content marketing, especially materials that 

explained exactly how eSalon works, was a win-

ner. “Most of the content we promote explains 

how it all works, and it has been primarily 

through Facebook and the content-marketing 

networks,” Gimenez says.

Lately, those digital campaigns have had “dimin-

ishing returns,” spurring Gimenez and his team to 

explore new channels, including retail. ESalon is 

testing CVS, Target and its own color studios, where 

customers can book appointments to learn about 

hair color and at-home application techniques. That 

has helped “remove the friction” from a customer’s 

first experience, according to Gimenez.

But it’s not exactly a perfect customer acquisi-

tion strategy, as customers have to book appoint-

ments in advance—meaning they’d need to know 

about eSalon in advance. So, soon, eSalon is tak-

ing that physical strategy one step further with 

a freestanding store in a high-traffic area that’s 

meant to raise potential customer awareness in 

addition to selling product. The brand is also con-

sidering going old-school in terms of its advertis-

ing budget. “The other thing we’re thinking about 

working on is some off-line advertising or other 

forms of advertising,” Gimenez says.

ESalon is not alone in its off-line approach. 

Glossier, a direct-to-consumer skin-care and 

makeup brand, has an intentionally diversi-

fied customer acquisition strategy, according to 

president and chief operating officer Henry Davis. 

Off-line advertising efforts included a splashy, 

real-model campaign for its Body Hero franchise 

when it launched in 2017, and handing out pink 

roses in a pink-painted Brooklyn subway sta-

tion in 2016 that featured slogans like “You Look 

Good” and “Have a Nice Day.”

“For out-of-home ads, we try to do that in 

a way that allows for virality and sharing and 

people to market our marketing,” Davis says. “It’s 

more important they hear from other people 

what other people think about Glossier.” 

Glossier’s first customer acquisition tool was 

Into the Gloss, the blog started by founder Emily 

Weiss that chronicles the bathroom cabinets and 

beauty routines of fashion, beauty and Holly-

t

“ E v e r y t h i n g  w e  d o 
i s  c o n t e n t  t o  s t a r t 

a  c o n v e r s a t i o n . 
P a c k a g i n g ,  s t o r e s , 

s o c i a l ,  o u t - o f -
h o m e  a d v e r t i s i n g —
t h a t ’ s  w h a t  r e a l l y 

d r i v e s  o u r  c u s t o m e r 
a c q u i s i t i o n .”
h e n r y  d a v i s ,  G l o s s i e r
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wood insiders. Davis says Into the Gloss gave the 

company an organic sense of community that it 

now fosters through other channels, as well, in-

cluding social media and retail. “We use content 

and moments, events and various other things to 

encourage people to share and talk,” Davis says. It 

allows the company “to be talked about so we can 

reach new customers.”

Glossier’s launches, both into new products 

and new markets, also generate buzz that gener-

ates customers. “Our biggest single day of social 

follower growth was when we launched in the 

U.K. It created all this noise, because people were 

talking about Glossier,” Davis says. “It resonated 

across the world.” 

Unlike many of its DTC peers, Glossier hasn’t 

seen a dramatic rise in customer acquisition 

costs, which Davis attributes to the fact that 

while the brand has a paid media component, it 

has never relied primarily on that channel. “We’re 

constantly thinking about starting conversations, 

and everything we do is content to start a con-

versation,” Davis says. “Packaging, stores, social, 

out-of-home advertising—that’s what really drives 

our customer acquisition.

“We want to be a company that changes the 

relationship between customers and the prod-

ucts and brands that they buy,” he continues, “so 

including them and making them stakeholders is 

key to what we believe will be the future of prod-

ucts and brands, and that tangentially informs 

and drives our [customer] acquisition strategy.”

Going forward, Glossier is using some of the  

$52 million it recently raised to invest in technolo-

gy to help build those communities. While it hasn’t 

launched yet and Davis was sparse with details, 

he did say that Glossier is planning to build a tool 

that allows for a differentiated communication ex-

perience among beauty enthusiasts. The business 

is planning to “create forums for those [conversa-

tions] to take place so people can really find their 

own beauty personal style through connection 

with other people,” Davis says. 

That relentless focus on customers gets them 

talking. “It pays dividends in their willingness 

and desire to talk about what we’re doing,” Davis 

says. “That helps bring new customers in.”

Artis, the makeup brush business, launched 

online in 2014 and initially gained traction 

through earned media. Influencers, makeup 

artists, celebrities and editors talked about the 

brand’s brushes, which are designed to give a 

more even makeup application and mimic the 

way one would apply makeup with fingertips. 

That buzz generated the company’s initial round 

of shoppers, but retail expansion, coupled with a 

small amount of digital marketing, drove the next 

waves of customers. 

Artis launched in Net-a-porter, Harrods, Le Bon 

Marché and other big-name retail partners. “We 

picked the places we knew customers would see 

us because we didn’t have a lot of dollars to spend 

on print or digital ads,” says Leigh Adelman, 

its first shoppers. That community, which Sturino 

refers to as her Megababe Army, does things like 

comment about the brand on relevant Instagram 

posts—like memes about thigh chafe or boob sweat. 

In May, Megababe landed its first retailer—Ulta 

Beauty— and launched in all stores and online. 

“We don’t have the budget for proper customer 

acquisition tactics like advertising and market-

ing,” she says. “We needed more eyeballs, and 

Ulta has incredible visibility.”

Winky Lux is also betting on retail as an acquisi-

tion tool, according to chief executive officer and 

cofounder Natalie Mackey. “Customer acquisition is 

super cheap in the beginning because of press and 

organic customers,” says Mackey, who notes that 

early in a brand’s life there are certain “heat-seeking 

missiles,” new products which customers eagerly 

seek out. But getting in front of the next customer 

gradually becomes more and more expensive.

“You get into the world of bigger, broader, cus-

tomer acquisition, and you’re competing for the 

eyeballs and dollars of people that have a million 

choices who aren’t necessarily actively look-

ing for new products and are being targeted by 

mega, unlimited-budget companies all the time,” 

Mackey says.

Winky Lux is focused on profitability, and that 

means there are strict limits to how much the 

business is willing to spend on customer acquisi-

tion. Sometimes, “it forces you into a little bit 

more creativity,” Mackey says. 

While Winky Lux does allocate a significant 

portion of its marketing budget to paid social, 

the brand is also taking things offline to find new 

customers—it’s cheaper, and those customers 

have a higher lifetime value, Mackey contends. 

Winky Lux operates a store in New York’s 

Lower East Side complete with flower wall and 

influencers stopping by for meet-and-greets, and 

this month is branching even further into experi-

ential retail with the Winky Lux Experience store 

in SoHo, which opened in August and will roll 

into five U.S. cities. It will feature an enormous 

lemon juicer and Instagram-friendly Matcha gar-

den, among other selfie moments. “Customers can 

see and touch products, and see what [the brand] 

stands for. We’re going to put some real dollars 

behind really connecting with our customers 

and have her have a full Winky Lux experience,” 

Mackey says. She likens the store to a shoppable 

version of the Museum of Ice Cream—meaning 

its primary purpose is not as a direct revenue 

generator, but for Instagram-sharing and data 

capture more than anything else.

People looking to go through the experience 

have to pay $10 for a ticket (the price can be 

redeemed in Winky Lux product) to reserve their 

place in line. The idea is that attendees will share 

and spread the word among their friends. 

“People care more about what their friends 

are doing than what the influencers are doing,” 

Mackey says. “By creating shareable moments, 

perhaps you leverage other people’s virality.” ■

general manager. While the brand does spend 

on digital marketing—“you kind of have to now,” 

Adelman says—it picks retailers with salespeople 

who can educate potential customers.

Now, Artis is ramping up its own content strat-

egy on platforms like YouTube and Instagram, 

where it will aim to strike a more conversational 

tone. “We really have this opportunity to talk 

more conversationally and frankly,” Adelman 

says, “less like a professional brand.”

Bellami, a hair extension business, has taken 

its business into stand-alone retail with six stores 

in West Hollywood, Houston, Miami, New York, 

Vancouver and Las Vegas, according to cofounder 

Julius Salerno. “The great thing about the salon 

and the storefront is there’s even more of an 

interaction with the customer,” Salerno says. It 

also has given the brand, which started selling 

extensions online about five years ago, access to a 

slightly older consumer. 

While he notes rising costs of digital market-

ing, it remains integral to Bellami’s strategy. 

Social spend is one way to disseminate its 

education-focused message to large groups of 

people. “The social platforms currently are, and 

will continue to be, the most effective for ROI 

spend when it comes to marketing, particularly 

in our category,” Salerno says.

For year-old Megababe, which makes alumi-

num-free deodorant called Rosy Pits, $18, and 

Bust Dust, $16, for boob sweat, community and 

organic reach was the initial driver of sales. 

The brand was founded by Katie Sturino, who 

has more than 200,000 followers on Instagram, 

where she runs an account called @the12ishstyle.

Because the brand is young and hasn’t raised any 

money, it has relied on Sturino’s community to find 

snap and shop: a Winky lux selfie setting.
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“my dad loved his work, 
he had fun in his work. 

his love and enthusiasm 
stimulated my  

interest in this world.”  
Melisse Shaban, Virtue Labs

I get asked a lot why I pIcked the 

beauty industry, and my response is that the 

beauty industry picked me: I was born into it.  

My dad, Greg Shaban, served most of his 

career—30 years—in sales at Revlon. That 

was in the heyday of the old-school beauty titans, 

when Charles Revson and many of the icons of 

the industry were still alive and competing with 

each other. My dad loved his work. He had fun in 

his work. And his love and enthusiasm stimulated 

my interest in this world. He also socialized a lot 

Those conversations on our commute influenced 

my point of view and work ethic to this day. 

My father was deeply interested in the customer 

and what made her tick, and he inspired that pas-

sion in me. Remember, at that time—we’re talking 

the mid-Eighties—everything was manual; noth-

ing was automated. You wrote out order forms 

and you did your stock and sales plans in long-

hand. But that made us very close to the informa-

tion. Not only did you know the data, you deeply 

understood it. It stimulated great curiosity in me 

for consumption patterns, and that’s incredibly 

important to our business today at Virtue.

The revolution in data has changed everything 

for the industry. Back in those days, marketing 

decided what the product offering and experience 

would be and drove those decisions down for the 

sales organization to deal with. Now it’s really the 

opposite—sales and consumption data drive prod-

uct innovation and flow back up to marketing. To 

me, that’s amazing, and I just can’t get enough of it.

If Dad were still here, he would have loved 

Virtue and would have asked me endless ques-

tions over endless glasses of wine. He would have 

appreciated the history of the technology—the 

fact that it was originally designed for therapeutic 

wound healing, primarily for traumatic battlefield 

injury—and how it got repurposed into a health-

building beauty brand. He would have enjoyed 

exploring the vexing complexities of actually 

having to make our own human protein and then 

figuring out how to make it work in formula—the 

challenges we’ve overcome to build a remarkable, 

transformational product.

But his favorite part would have been the 

foundation of the brand: its DNA, its humanity, 

its empathy and not being afraid to have a voice. 

Most of all, its humility: the technology behind 

Virtue came from a special place, and we try to 

honor that every day in what we offer our cus-

tomer and how we treat her fairly, with honesty 

and respect. He would have liked that. ■

with his colleagues, and it was fascinating for 

me to hear them all speak so passionately about 

what they did and to see how they adored him. I 

wanted to be that kind of person. 

When it came time for me to join the workforce, 

I headed to the Revlon counter at Macy’s Herald 

Square. In those days, my dad and I would drive 

to work together into the city from Greenwich, 

Conn. As a sales guy, he had to travel a lot during 

my childhood, so it was an amazing gift to have 

that much quality time with him as a young adult. 

LIke Father, 
LIke Daughter
Melisse shaban, founder and chief executive  
of Virtue Labs, comes by her love of beauty naturally.

Melisse Shaban 
and her dad, 
Greg, in the 
mid-Eighties.
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Join WWD in celebrating his remarkable career and lifetime achievements,

when he receives the 2018 John B. Fairchild Honor at a gala dinner on Oct. 30.
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