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B
eauty has always favored 
the bold, the people whose 
willingness to push past 

the status quo can pay o  big 
time. In a sea of sameness, the 
men and women on this list have 
shown a willingness to do just 
that. Their bravery in forging new 
paths in product development, 
distribution and communication 
have created a new direction for 
the industry, one that recognizes 
and responds rapidly to the 
fundamental changes wrought 
by the digital revolution, by 
rapidly changing demographics 
and by consumers’ driving 
desires for beauty products they 
can believe in. Here, the people 
who point the way forward.

By JENNY B. FINE

T H E  
O R I G I N A L S

Jen 
ATKIN

Celebrity Hair Stylist  
and Founder,  

Mane Addicts

This hot hairstylist is parlay-
ing her sizzling Hollywood 

clientele into a thriving social 
media presence and—soon 

—namesake product line.

“We’re always 
looking for fun 
ways to engage. 
I love Periscope 
because I can ask 
people exactly 
what they want 
to see and make 
it happen. Our 
team has an open 
thread where 
we constantly 
brainstorm and 
bounce ideas o  
each other. I also 
use Snapchat to 
engage consumers. 
Instead of clo ing 
an Instagram feed, 
you can get fun 
and creative on 
Snapchat. When I 
post a product or 
tool, I have at least 
300 people taking 
screen grabs.”

Shashi 
BATRA
Founder and  

Chief Executive O cer, 
Credo Beauty 

Industry vet Batra, ex-Sephora, 
Lauder and Victoria’s Secrets, 
has now set out to reinvent the 

naturals category for a new 
generation of shoppers.

“I see the personal-
care space on a 
parallel with the 
food industry. 
This generation of 
consumers is very 
curious about the 
impact of what 
they consume. 
The personal-care 
industry cannot 
sustain the cost of 
their traditional 
spin and continue to 
disregard the impact 
we have on health, 
society and on the 
environment in 
general.”

Katia
BEAUCHAMP

Cofounder and  
Chief Executive O cer, 

Birchbox

In just five years, Beauchamp 
has built her original pink 

cardboard box concept into 
a multifaceted, multichannel 

beauty player.

“The bi est change 
is that change is 
accelerating. Things 
looked the same 
for decades before 
there was signi cant 
evolution. With  
digital and mobile, 
the changes are and 
will accelerate — from 
manufacturing to the 
channel itself to the 
brands people buy.”

 Ben 
 BENNETT 

Founder and  
creative director,  

Hatchbeauty

This product-development pro 
has married some of mass’s 

largest ret ailers, from Costco to 
CVS, with celebs and artists  for 
a winning formula in the area of 

proprietary brands.

“The body-care 
category is desperate 
for innovation. We’ve 
seen enthusiasm  
in devices for body, 
but consumers have 
not adopted the 
concept of caring for 
the skin on their body 
as they do for their 
faces. A disruptive 
new concept for 
body could open the 

oodgates.”


