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Beauty BulletinEDITOR'S LETTER

L ast year’s presidential election was a brutal reminder that 

despite the incredible progress women have made, the glass ceiling is 

still firmly fixed in place. Truth be told, I think I was lulled into a false 

sense of complacency after years of covering the beauty business, where 

the impact of women has been, and continues to be, significant. On a 

daily basis, I write about the likes of Ulta Beauty chief executive officer 

Mary Dillon, who has created over 16,000 jobs in the U.S. Or It Cosmetics 

founder Jamie Kern Lima, who sold her company for $1.2 billion to L’Oréal and became 

the first female chief executive officer in the French firm’s history. Or Mindy Grossman, 

who has fearlessly taken on new challenges for categories of business in which she had 

little or no experience, then led them to fantastic growth.

While the election was certainly eye-opening, at the same time, there was an exodus 

of powerful women from the upper echelons of corporate life, many (not all) of whom 

were replaced by men. Karen Fondu left L’Oréal, Thia Breen and Lynne Greene retired 

from the Estée Lauder Cos., Camille McDonald departed Bath & Body Works, Heidi Man-

heimer stepped away from Shiseido and Pamela Baxter left LVMH Moët Hennessy Louis 

Vuitton. These women are neither gone, nor forgotten—they’ve moved from corporate 

life to Act Three: serving on boards, starting entrepreneurial ventures, mentoring the 

next generation. And still, the number of women in the c-suite is not yet at parity in 

most large beauty companies (reflective of the overall larger trend in corporate America).

Simultaneously, we’ve seen an Indie explosion, with an unprecedented number of 

brands coming to market. It turns out the majority of them are female-led. Of the 241 

brands at the recent Indie Beauty Expo, for example, 75 percent were owned by women. 

For me, these dynamics merged and led to the creation of this issue, WWD Beauty Inc’s 
first Women’s Issue. Our goal is to celebrate the women who are building the future of 

beauty and confront the very real challenges that females in business face today, from 

gender bias to the wage gap to problems of perception. We wanted to answer questions 

like do women need to be more opportunistic? Why is the brain drain from c-suite to 

start-up significant? And what do successful women in business know now that they wish 

they had known when they were starting out? The people featured in this issue eagerly 

accepted the assignment. And while there are no easy answers, I hope you’ll find, as I 

have, inspiration, insight and—most of all—impact. 

Jenny B. Fine 
@jennybefine
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Beauty Bulletincontributors

team spirit

Francesca allen 
photographer,  
true religion
Girl Crush: My mom
¬ “I always wanted to 
do something creative, 
but I’m very impatient. 
Photography is 
instantaneous.”

ash Barhamand 
photo director
Girl Crush: daria
¬ “As a teenager 
desperate for advice,  
I ritualistically read  
YM and Sassy and 
wanted to become a  
part of that business  
that gave cool and  
smart women a voice.”

allison collins 
beauty financial 
editor
Girl Crush:  
Missandei from  
Game of Thrones
¬ “I wrote about the 
injustice of dirty 
bathrooms for my high 
school paper, which were 
cleaned after I asked 
the principal a bunch 
of awkward questions. 
Seeing the impact  
my questions had made 
me want to continue.” 

lucy hewett 
photographer,  
the builders 
Girl Crush: Kristen Wiig
¬ “My aunt Diane was a 
buyer for a large clothing 
company and traveled 
the world. I would get 
postcards from many  
of her destinations  
and it gave me a glimpse 
into the possibilities  
and adventures that  
my interests and work 
could provide.”

layla ilchi 
editorial assistant
Girl Crush:  
scarlet Witch from  
the Marvel universe
¬ “My uncle was a war 
correspondent. Despite 
the heavy topics he’s dealt 
with, he’s the funniest 
person I know and has 
taught me to keep an 
upbeat attitude regardless 
of what you’re dealing 
with.” 

hannah Khymych 
photographer, cover
Girl Crush:  
sophia amoruso
¬ “I look up to my mother, 
who came to NYC from 
a third-world country 
without speaking a word of 
English, worked multiple 
jobs and created a life for 
herself and her family. She 
has such thick skin.”

samantha conti 
WWd bureau chief, 
london 
Girl Crush: Mary berry
¬ “Romance inspired 
me to become a writer. 
By the time I’d seen 
‘The Year of Living 
Dangerously,’ I was 
hooked. I wanted to run 
around Europe and write 
about it. As I child, I often 
traveled with my family, 
and remember waiting in 
Charles de Gaulle airport 
on our way home. When 
they called our flight,  
I thought, ‘You’d have to 
be nuts to get on a plane 
from Paris to Newark.’”

maddie cordoBa 
photographer, the 
builders 
Girl Crush:  
Kim Kardashian
¬ “I am Latina and 
obsessed with my 
astrological sign, which 
is the cusp of Pisces and 
Aries: the last sign and 
the first, water and fire, 
and I believe that mirrors 
the dualities in all of us.” 

magdalena 
KmieciK 
photographer,  
start-up nation 
Girl Crush:  
tilda swinton
¬ “I was inspired to 
become a photographer 
after someone close  
to me couldn’t get out 
of bed because of their 
illness, so I took pictures 
to show them what’s 
around.”

amy lomBard 
photographer,  
the builders 
Girl Crushes:  
serena Williams  
and Mariah carey
¬ “I worked at Life for 
a few years and was 
digging through this 
enormous archive of 
photography. The stories 
about everyday American 
life that seemed to go 
under the radar really 
resonated with me.”

lexie moreland 
photographer,  
into the blue
Girl Crush:  
Michelle obama
¬ “My best friend 
Morgan encourages me 
to do things I wouldn’t 
normally have the 
courage or confidence 
to try. And my mother 
inspires me because 

she’s hilarious and has 
great style, not just in 
fashion, but in the  
way she lives her life.”

Jillian sollazzo 
photographer, 
lasting iMpression
Girl Crush:  
audrey hepburn
¬ “My parents always felt 
like documenting and 
taking photos was really 
important. They put a 
camera in my hands as 
soon as I was old enough 
to hold one (and a toy 
camera before that!)”

Victoria steVens 
photographer, 
MoMent of iMpact
Girl Crush:  
lauren bacall
¬ “A college applications 
advisor said I wouldn’t 
have a future as a 
photographer. That 
college shall remain 
nameless.”

rachel strugatz 
prestige beauty editor
Girl Crush:  
Julie schott
¬ ”My parents once got 
a phone call from my 
nursery school teacher 
who was concerned that 
I had smuggled in my 
mom’s makeup and was 
covertly applying it on all 
the little girls—and boys—
in my class.”

ellen thomas 
Mass MarKet  
beauty editor
Girl Crush:  
diane Keaton
¬ “My grandmother  
was a food writer for our  
local newspaper and 
magazine in Indianapolis. 
Seeing her write for  
a living made me realize  
I could too.” 

maxine wally 
copy editor
Girl Crush: pat Mcgrath
¬ “My grandfather learned 
English by listening to a 
radio program at his home 
in Taipei. He practiced by 
writing in a diary every day 
and urged me to do the 
same. I did and I’ve never 
stopped writing.” 

oona wally 
booKings and 
production editor
Girl Crush:  
Maxine Waters
¬ “My mother has been 
a working mom almost 
all my life, showing my 
sister and I that a career, 
personal independence 
and accomplishment  
are just as important  
and can be achieved 
alongside having a family.” 

our main man 

oliVer yoo 
art director
¬ “My mom’s side of the 
family is very artistic and I 
get that from her. She took 
graphic design courses for 
fun when I was younger 
and she was the one who 
told me about the design 
industry when I stopped 
pursuing architecture.” 

The WWD Beauty Inc Women’s Issue was written, 
photographed and produced entirely by  
women (and a few good men.) Here, the group that 
made this issue a reality. 
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venus
rising

“Female 

entrepreneurs  

never cease to 
amaze me,” says 
Artemis Patrick, 

senior vice president 
of merchandising at 

Sephora, which is 
helping women-led 

brands establish  
a foothold with the 

creation of Sephora 
Accelerate. As part of 
the program, female 

entrepreneurs 
receive one-on-one 

mentorship with 
industry leaders, 

attend workshops to 
finesse business and 
marketing plans, and 
present their brands 

to investors and 
merchants during a 
Demo Day. “Women 

know what clients 
want,” Patrick says. 

“The reality is they’re 
underrepresented, 

so we take it 
personally within 

the company to 
build a supportive 

community for 
women in the early 

stages of their 
businesses.” For 
more on female-
founded brands,  

see “Start-Up 
Nation” on page 20.  

–LAYLA ILCHI

 the brains behind britain’s buzziest e-comm  / our women in beauty workplace survey / on the road to relaxation
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Beaut y Bulletin MASTER CLASS

TRUE RELIGION
Obsessed with discovering the newest must-have 
products, Cult Beauty’s AlexiA inge has built  
a thriving e-commerce community of true believers. 
By SAMANTHA CONTI

H er business may be booming but 

small remains beautiful for Alexia 

Inge, the cofounder and co-chief 

executive officer of Cult Beauty, the 

London-based e-commerce site that 

stocks what it deems the most covetable products 

in the industry. 

The site has introduced brands like Huda Beauty 

and Anastasia Beverly Hills to the U.K. and Euro-

pean markets, and relishes its role both as a curator 

for product-obsessed consumers and an incubator 

for emerging businesses. Its brand lineup includes 

well-known and under-the-radar names from Aesop 

to Violet Voss.

Inge, a former model who also worked as a jour-

nalist at The Daily Telegraph and in public relations 

and marketing, started the company in London 

with Jessica DeLuca (now a non-executive director), 

and about 70,000 pounds from the duo’s savings 

and from friends and family. To date, total invest-

ment has been 1.75 million pounds. 

Sales this year have reached 36.6 million pounds 

and Inge’s conservative forecast for next year is 

63 million pounds. Inge, statuesque with buttery 

blonde hair and a playful, self-deprecating sense 

of humor, has amassed some serious firepower for 

the buildup. Her co-ceo Murray Salmon was for-

merly finance director and head of operations at 

Net-a-porter, while investor Carmen Busquets, one 

of Net’s earliest backers, has taken a stake in Cult 

Beauty, referring to it as her “best beauty secret.” 

Speaking from a cocooning glass conference 

room at Cult Beauty’s new headquarters, full of 

green plants and collaborative breakout spaces, 

Inge brims with energy. She’s also a generous spirit: 

“People have great ideas all the time. If you hide 

them away in a little box they just shrivel,” she says. 

“You have to share them for them to find fruition.”    

i’m not sure i look at the business from the 
point of view of “winning,” especially against 
such amazingly well-executed goliaths like 
amazon and sephora. It’s about finding your 

niche and exceeding the expectations of your cus-

tomer. It’s about building trust and focusing on 

delivering the most amazing service and the most 

exciting brands. If you obsess about your competi-

tors you’ll miss tricks. 

The scourge of our times is the excess of choice. 

We wanted to create a beauty retailer that was cen-

tered on excellence, not necessarily on themes or 

trying to deal with a specific concern, just pre-emi-

nence. I see “cult” as a culture of perfection. That’s 

the vibe behind it. It’s something that people can 

really easily get behind.

i have no intention of [opening] a store right 
now. The low-hanging fruit is still bounteous in our 

business and from the point of view of e-commerce 

we’ve got so far to go. We’re constantly smashing 

growth targets, yet there isn’t really even artificial 

intelligence on the site and we don’t have an app. 

Photograph by FRANCESCA ALLEN
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That’s the wonderful thing about e-commerce. The 

only thing holding you back is your shipping ser-

vice and your imagination. You can sell anywhere 

in the world as long as you can ship there quickly. 

We’re definitely looking at internationaliza-
tion. The business is currently 50 percent U.K. and 

50 percent international. Internationally, 25 per-

cent is from Asia and the Middle East, 20 percent 

is from Europe and around 5 percent is the U.S. 

Probably the first thing would be to add different 

currencies. At the same time, we’re not wedded to 

any particular region. To a certain degree you have 

to let your customers tell you. If we’re seeing a mas-

sive spike in the Middle East or anywhere else, we 

will be very flexible. Scale is really important, but 

so is nimbleness, staying light on our feet, react-

ing quickly. 

We’ve been very focused on the U.K. It’s impor-

tant not to take your eye off your home territory. 

There’s still a lot we can do. If you do a straw poll 

of people on the streets here, they haven’t necessar-

ily heard of Cult Beauty and this represents huge 

potential for growth. The way that we’ve grown has 

been very insider and word of mouth. I’m really 

comfortable with that. When people find us they 

feel like it’s that amazing discovery. 

We’re asked a lot what makes a “Cult” prod-
uct. I sat down a few years ago and really thought 

it through. The first point was that the minute you 

try it you want to run and tell your best friend. The 

second one is you sharpen it to the nib, you cut 

open the packaging and you squeeze out the last 

little bit because it’s so good. It’s in every expert’s 

kit. I really like going to the fashion shows and see-

ing what products are taped up in the experts’ kits. 

Because the shows are all sponsored now, makeup 

artists have to tape over the brand labels of unspon-

sored products—it says a lot about a product if an 

artist is willing to do this. 

Find yourself a mentor. They don’t necessar-

ily need to be in the same area of business. They 

just need to be somebody who’s built a company 

or worked in a start-up or growth phase. Almost 

everything we did in the first three years gave us a 

real insight into what not to do—what accountants 

not to choose, what lawyers not to go with—almost 

everything. Our first accountant didn’t file two VAT 

returns that they charged us for. It’s only because 

we moved offices that the bailiffs didn’t descend. 

No one really tells you, and we didn’t know about 

key basics like getting good partnership agree-

ments, good shareholder agreements, good articles 

of association. Everything was Googled. Jess even 

had a book—which I’ve still got somewhere—called 

“Starting a Business for Dummies.” Everything was 

very much learnt on the hoof.

Fund-raising was a struggle. I’d worked in 

fashion and beauty so I understood the industry. 

But going into private equity, I was like a lamb 

walking into a room of wolves—and they weren’t 

even pretending they weren’t wolves. You could see 

the teeth as they zoned in. I guess that was really 

the first time I came up against gender bias. We 

were underestimated, let’s put it that way. They 

were really outwardly rude. They put us down, and 

obviously because of this, they didn’t get anywhere. 

Sometimes it’s good to be underestimated!

Later, after securing some investment from the 

right kind of shareholders, we found that there’s 

nothing like not needing the money to make you 

very attractive. So you’d walk into the wolves, and 

they’d say “What can you do for us?” and we’d say, 

“Well, we were rather under the impression we 

were here to find out what you could do for us.” It 

was so much more fun.

Working your arse off is genuinely the piece 
of advice i’d give to women starting a business. 
Share your ideas, collaborate your way to the top, 

and be charming to everyone, as you never know 

who might help you in the future. 

We give equal opportunities to good people. Our 

board is 50/50 male/female. Our company is 60 per-

cent female, as is our senior management team. We 

do find a male bias in the tech team (four women 

out of 16) only because the volume of men apply-

ing for jobs is much higher. I interview everyone 

in HQ. That’s really important for the culture of 

the business. 

i want Cult beauty to be the most trusted 
beauty retailer in the world. It’s not necessarily 

about size. If opportunity comes up, we will take it 

but it’s important not to choose growth over quality. 

That’s where you get longevity, because if you give 

people a quality experience and earn their trust, 

they will come back. Our return customer rate is 

just over 50 percent. Every customer is profitable 

and 50 percent of new clients buy multiple brands. 

Growth has been so exciting and everyone in the 

business can see how [his or her] input is helping 

make that happen. It makes so much difference 

to career contentment when you know that you’re 

contributing. The key thing is that our growth 

hasn’t been at the expense of margin or profit. ■

Cult Beauty’s content offers 
a cool take on trends.
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RESERVE YOUR  
TICKETS AT CEW.org

12.15.17  

Beauty of Giving Luncheon:
To Benefit Cancer and Careers

11.2.17
In Conversation with Coty Inc.
Featuring Camillo Pane,                      
CEO

Gain insights and access at these 
must-attend events:

11.29.17
Prestige Beauty Branding: 
Who’s Winning and How
Featuring Clé de Peau Beauté, Kjaer 
Weis, L’Oréal USA and Parfums 
Christian Dior N.A.

12.6.17  

Game-Changer: Gender Fluidity
Featuring Beautycon Media, Milk 
Makeup and Sparks & Honey

STAY AHEAD  
OF THE  
BEAUTY CURVE



A new vision for beauty,

a new chapter for us. 

Because we believe that with makeup, 

everyone has the power to create who 

they are—and who they want to be.

SHELINA MOREDA
Moto Racer, Mentor, COVERGIRL

I am
what

I make
up.
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IN BALANCEBeaut y Bulletin

The Chill FaCTor
Everyone knows that all work and no play makes  

for a very stressed exec. We asked leading  
women in the beauty industry how they decompress.

“Decompressing is 
essential to a balanced, 
healthy life. It has taken 

many forms over the 
years, but currently 

includes workouts and 
pilates, massages and 
cultural experiences 

including art, concerts 
and theatre. Long 

flights are effective, too.”
—Robin Burns-McNeill, 

chairman, Battalure Beauty

“Hands down my 
decompression 
revolves around 

food—growing it, 
harvesting it, cooking 

it and serving it. 
My gardens are my 
joy, along with my 

walking meditation  
(I have no patience 

for sitting in the lotus 
position). Everything 

about the growing 
process thrills me, 
from watching my 

bees do their job  
to, yes, even weeding.” 

—Jane Iredale

“I fly on my aerial hoop. There’s nothing  
that clears the mind like hanging  

upside down, spinning, moving and 
completely focusing on  

holding on tight so I don’t fall.”
—Anne Talley, president, Revlon Global

“I go on a long walk with my three 
dogs.  A good, brisk hour  

or two on the weekends clears my 
head and helps bring my shoulders 

down from around my  
ears where they sit all week.”   

—Amy Regan, chief executive officer, Skinfix

“I switch off by jumping 
into other worlds: reading  
Iris Murdoch, Ian McEwan 
or Prix Goncourt finalists, 
walking in Parisian parks, 
listening to my children’s  

stories about school or 
taking them to the cinema 

or theatre, watching 
Ricardo Darín films, 
dancing to the radio, 

swimming or running, 
listening to BBC Radio 4 
podcasts on any subject  
that catches my eye and 

above all, finding laughter  
in the every day  

with friends and family.”
—Elizabeth Anglès d’Auriac, 

chief executive officer, S+

“I enjoy golfing 
with my fiancé and 
embrace my role as  

a swim mom, 
cheering on my 

daughter and her 
friends at their 
swim meets. I 
enjoy listening 

to my 13-year-old 
daughter talk about 

her day and after 
particularly  

hard days, I really  
like to go for a  

run or bike ride.” 
Leslie Hernandez,  

chief financial officer,  
Wet ‘n’ Wild

“Spending time every 
morning in prayer and 
reflection, hitting the 

pavement as often as I can 
for a run outside and quality 

time with my husband,  
son, family and close friends.”

—Ukonwa Ojo,  
senior vice president, Cover Girl

“Decompression is an absolute 
must to keep my energy and 
engagement level high and 

sharp. My “go-tos” are running, 
reading a good novel, having 

meals with my husband, Chris, 
and yes, wine helps  

every now and then too!”

—Alex Keith, president,  
global hair care and beauty, P&G

“I just returned from my second Burning Man journey. This amazing 
space and community has been a creatively rejuvenating experience 

and environment, the only time where I actually shamelessly  
never check my e-mails for almost 10 days. Building a community from 

scratch in a very rough environment, being able to express  
one’s creative self fully with no restrictions, no judgement  

and developing deep emotional connections with other beautiful  
and talented humans is the greatest decompression of all.”

—Ingrid Jackel, chief executive officer, Yes To Inc. 
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SHELF LIFEBeaut y Bulletin

1. The PerfecT V
Founder:  
Avonda Urben
¬ twenty years as 
a beauty marketing 
executive left urben 
seeing one untapped 
category in the industry: 
the vagina. now based 
in copenhagen, she 
uses nordic-sourced 
ingredients in her skin-
care inspired line, with 
products ranging from 
the quotidian (a lotion 
and gentle wash) to the 
more unconventional.  
The Perfect V Beauty  
Serum for the V, $54  

2. AmAreTA
Founders:  
Claire Zhao and  
Jennifer White
¬ With backgrounds 
in holistic wellness 
and clean beauty, 
Zhao and White came 
together to formulate 
skin-care products that 
target issues related 
to pregnancy. infused 
with plant extracts and 
oils, the 10 products 
are purported to help 
problems concerning 
expecting mothers, 
like hormonal dullness, 
breakouts and stretch 
marks.  
Amareta Serum Lotion, $68

3. Girl 
UndiscoVered
Founders:  
Charlotte Devereux,  
Sara Orme  
and Philly Gebbie
¬ after meeting 
indigenous communities 
in new Zealand, Myanmar 
and thailand, the three 
lifelong friends were 
inspired to take the 
rituals they discovered 
and create a brand 
that celebrates natural 
beauty. the founders 
work closely with female 
farmers to source natural 

ingredients, giving 
support and recognition 
to the women who served 
as their inspiration. 
Girl Undiscovered Under  
the Waterfall Crystal 
Cleansing Water, $42

4. PlAnTed  
in BeAUTy
Founders:  
Lynne Florio and  
Renee Tavoularis
¬ For their first 
entrepreneurial venture, 
former La Prairie execs 
Florio and tavoularis 
combined their 
professional experience 
with personal passions. 
the result: a 7-item 
natural skin-care line, 
Planted in beauty, part of 
a content-based wellness 
platform called Well 
Within beauty. 
Planted in Beauty  
Polish + Resurface Detox 
Exfoliant, $75 

5. PoUr moi
Founder:  
Ulli Haslacher
¬ Haslacher launched 
Pour Moi after becoming 
frustrated when her 
skin-care didn’t work well 
in her travels to different 
climates. Haslacher 
developed four-day 
creams tailored to polar, 
desert, tropical and 
temperate climates (her 
dad is a chemist), each 
with varying levels of 
hyaluronic acid and  
alpine water.
Pour Moi Desert Day Cream, 
$35 

6. oille
Founder:  
Kirsten King
¬ a clinical 
aromatherapist, King 
set out to create a line 
using the latest scientific 
analytical technology 
to get the purest form 
of plant extracts. using 
gas chromatography, 
she tests essential oils 
for their purity and plant 
Dna in order to include at 
least 89 percent organic 
ingredients in her line. 
Oille Facial Elixir Mist, $58

Start-Up nation
From celebs to scientists, female founders are leaving their mark on beauty.  
Here, the latest women-led launches of 2017.  By LAYLA ILCHI
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1. lAwless 
BeAUTy
Founder:  
Annie Lawless
¬ the indefatigable 
Lawless cofounded Suja 
Juice, is a holistic health 
coach and runs a lifestyle 
blog called blawnde. 
Her latest venture is 
a namesake brand of 
natural makeup. eight 
shades of matte liquid 
lipstick are launching 
now; foundations are 
slated for next spring.
Lawless Beauty Soft Matte 
Liquid Lipstick, $25

2. fenTy BeAUTy  
By rihAnnA 
Founder:  
Rihanna 
¬ One of the most 
anticipated launches 
of the year, Rihanna’s 
cosmetics line has had 
customers in a frenzy 
with its holographic 
highlighter sticks and 
compacts. Fenty has 
also garnered praise for 
offering 40 shades of its 
long-wear foundation, 
with most of the darker 
hues selling out in a snap 
at Sephora and online. 
Fenty Beauty by Rihanna 
Match Stix Shimmer 
Skinstick, $25 each

3. sTellAr
Founder:  
Monika Deol
¬ an actress and 
musician, Deol 
was always mixing 
foundations to get the 
right shade for her 
medium skin tone—so 
she decided to create 
her own line, Stellar. She 
used the Pantone Skin 
tone chart to develop 22 
foundation shades that 
address undertone, and 
created an eye and lip 
range that is universally 
flattering. 
Stellar Limitless  
Foundation, $38 

4. PAT  
mcGrATh lABs
Founder:  
Pat McGrath
¬ For customers who 
weren’t fast enough 
to snatch up one of 
McGrath’s limited-edition 
products, the makeup 
artist has now unveiled 
a full collection at 
Sephora—complete with 
the bold hues, innovative 
textures and whimsical 
names for which McGrath 
has become famous.
Pat McGrath Labs Lust 
Mattetrance Lipstick,  
$38 each

5. BeAUTy Pie
Founder:  
Marcia Kilgore
¬ the serial entrepreneur 
strikes again. beauty Pie 
is the newest venture 
from Kilgore, who created 
bliss, Soap & Glory, 
FitFlop and Soaper 
Duper. Memberships 
start at $10 a month, 
and enable customers 
to buy “prestige quality 
cosmetics” at factory 
prices—or about 80 
percent off retail. 
Beauty Pie Everyday  
Great Skin Foundation,  
$6.26 (with membership)

6. KKw BeAUTy
Founder:  
Kim Kardashian West
¬ Like baby sis Kylie, 
Kardashian completely 
sold out of her first crème 
contour & Highlight Kit 
when her brand launched 
online in June, to the 
reported tune of $14.4 
million. the queen of 
social media has since 
capitalized on the direct-
to-consumer model, 
taking to her myriad 
digital platforms to 
announce new launches.  
KKW Beauty Powder 
Contour & Highlight Kit 
in Medium, $52; Crème 
Contour & Highlight Kit in 
Medium, $48

COLOR 
COSMETICS
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Spotlight: Michael Todd Beauty
m a r k e t  a n a ly s i s

Beauty Industry Finds  
Strength In Innovation
Acclimating to tastes of the latest shopping generations, beauty retailers  
are learning how to best drill through novel ground. By  lauren Olsen

Wal-Mart is making its strategy more aggressive for 
the category. It plans to add  
700 new products to its beauty offerings by the 
end of 2017.

Generation Z is also mixing up the consumer 
base. Millennials (bringing along their penchant for 
all things digital) continue to be a key target audi-
ence for retailers, but Generation Z has reached 
shopping age, and understanding this set will 
become increasingly critical. For reference, WWD 
recently reported that the estimated spending 
power of Generation Z is at almost $70 billion in 
the U.S. — and this number is expected to increase 
as the demographic grows to make up 40 percent 
of the population by 2020.

When it was confirmed that celebrity influencer 
Kylie Jenner’s “Kylie” cosmetics was on its way to 
becoming a one-billion-dollar brand (it boasted 
$420 million in retail sales in only 18 months), it 
became apparent that the beauty industry is no 
longer shuffling on a shifting terrain — it’s finding 
its footing in a brand new landscape.

It’s not just the Kardashian sisters who are taking the 
beauty world by storm. Bloggers, vloggers and influ-
encers have permanently altered the core of beauty 
marketing, and retailers are having to figure out how 
to adjust strategies accordingly. While some retailers 
blundered and others have celebrated success. When 
what seems like a simple Instagram post can make or 
break a brand, the shopping preferences of Millennials 
— one of today’s most relevant shopping demographics 
— demand attention. And the group’s notoriously high 
expectations cannot be ignored.

Beauty brands are working to accommodate 
the group. Bloomingdale’s recently announced a 
revamp of its contemporary floors to include a tar-
geted Millennial-friendly beauty department. But 
Bloomingdale’s is far from the only mega-beauty 
retailer focused on expansion and luring coveted 
customers. Ulta Beauty is debuting a bricks-
and-mortar location in Manhattan, meanwhile 

Q1 2017 Beauty Report 
b y  t h e  n u m b e r s

“Earned Media Value (EMV) is Tribe Dynamics’ prescribed metric that quantifies the 
estimated value of publicity gained through digital earned media and their respective 
engagement levels. The holistic approach assigns a dollar amount to each piece of content, 
based on the perceived value of digital word-of-mouth to brands within the industry.”
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● Julie Garza, vice pres-
ident of marketing and 
brand development and 
Michael Friend, senior 
vice president and found-
ing partner of Michael 
Todd Beauty discuss 
successful strategies 
and reaching the elusive 
millennial consumer.

The beauty category 
has become increas-
ingly crowded. How has 
Michael Todd Beauty 
maintained and improved 
its market position?

Michael Friend: When 
Lewis Hendler and I 
co-founded Michael Todd 
Beauty, we developed 
a line of highly effective 
award-winning skincare 
products and quickly 
realized that preparing the 
skin properly was critical 
for maximum efficacy of 
skincare ingredients. We 
shifted our focus in the 
development of medical 
grade, at-home beauty 
tools designed to maximize 
the benefits of skincare 
products. This shift has 
allowed us to gain market 
share and improve our 
position in this category. 

How has social media 
shaped Michael Todd 
Beauty’s business?

Julie Garza: From the 
beginning we realized that 
Michael Todd Beauty had 
broader reach and that 
we had the ability to cap-
ture the heart of the mil-
lennial consumer through 
our innovative tools and 
devices. The Michael Todd 
Beauty team understood 
that we had to leverage 
influencers to get our 
brand story out there and 
we did just that!

We learned that 
influencers were drawn to 
our fun, hip patterns and 

affordable price points 
and started to ask for their 
favorite patterns to have 
and post about.

Over the last eight 
years, we’ve harnessed our 
dedication to our audience 
and grew from collaborat-
ing with a handful of influ-
encers to top Instagram 
influencers such as Nikkie 
Tutorials who currently has 
8.2 million Instagram follow-
ers, iluvsarahii who boasts 
3.6 million Insta-followers, 
Patrickstarr who has 3.5 
million Instagram followers, 
and Isabel Bedoya of 
itsisabelbedoya who has 
2.2 million followers on the 
platform. We continue to 
invest in growing our social 
media reach with both 
macro and micro influenc-
ers with a keen focus of 
always driving traffic of our 
retailer partners first.

What is it about 
Michael Todd Beauty that 
has drawn retailers to 
invest in your brand?

J.G.: The distinct 
difference with Michael 
Todd Beauty is that no 
other beauty tool brand 
has the array of tools that 
we have in our assort-
ment and with affordable 
pricing. We have sonic 
cleansing (two models) 
with antimicrobial brush 
heads, sonicsmooth (der-
maplanning), sonicblend 
(makeup), SonicERASER 
PRO (infusion device) 
and total refresher (micro 
dermabrasion), and the 
SonicERASER (portable 
infusion device). 

Millennials and GenZ-
ers have low brand loy-
alty and are turned-off by 
inauthentic efforts. How 
has Michael Todd Beauty 
avoided this?

J.G.: Early on we under-
stood that being authentic 
and real with this demo-
graphic was most import-
ant. We have made them 
our “friend” and have 
harnessed their reach of 
friends. We communicate 
frequently with them and 
make sure they know we 
are listening to what they 
like and don’t like about 

our brand and using that 
information to adjust as 
we grow. We now have 
positive relationships with 
this demographic through 
our social marketing 
programs. 

How has MTB 
remained true to 
its brand DNA while 
progressing?

M.F.: Our focus has 
been to become the global 
leader in sonic tools & 
devices over the course 
of the next two years. Our 
strength and unique POD 
continue to be product 
innovation, quality, entry-
level category pricing, per-
formance, and packaging. 
We’re part owners of our 
factory – which allows us 
to be nimble and develop 
exclusive programs for 
our partners to meet the 
demands of our customers. 

Michael Todd Beauty 
has been sold out at Ulta.
com and HSN – what 
were the main factors in 
driving these high-per-
forming sales?

M.F.: Product assort-
ment, merchandising, and 
strong partner relation-
ships have contributed to 
a 360̊ marketing strategy 
that included key social 
media programs driving 
awareness.

What’s next for 
Michael Todd Beauty?

J.G.: This fall Michael 
Todd Beauty will launch at 
Beauty Brands, Riley Rose 
Beauty Boutiques, Urban 
Outfitters and other key 
prestige retailers.

In addition to the 
domestic distribution 
plan our international 
efforts are well on their 
way, launching in several 
new countries in fall 2017 
and spring 2018.

Executive Q+A
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MTB Taps 
Furnished 
Influencer 
Relationships 
For Retail 
Sell-Outs 

¬ INFlUeNcer AcceSS  
Because we have a 
dedicated team that has 
cultivated relationships 
over the years, we have 
access to a multitude of 
key influencers. To date, 
we’ve worked with over 
500 social influencers.

¬ MArkeTING  
SUcceSS 
We pair the right influencer 
with the right target audi-
ence and then we allow the 

influencer to choose which 
tool, color, and pattern 
they love and want to post 
about. This has continued 
to drive posts and reposts 
repeatedly. Influencers 
authentically show their 
love for the brand, which 
adds a personal element 
that people can sense 
and want to join. Over 50 
percent of our videos get 
reposted. When customers 
love a video, it can have 

up to one million or more 
views.

¬ AcceSSIBle  
PrIce PoINT 
Having the opportunity 
to develop innovative, 
trend-forward tools, and 
medical-grade devices at 
entry price points – and 
many under or close to 
$100 – attracts consum-
ers who would otherwise 
not be able to afford these 
at-home devices.

¬ ProveN  
TrAck recorD 
MTB delivers state-of-
the-art, high efficacy 
skincare coupled with 
innovative products 
realized with superior 
technology, entry-level 
prices, trend-forward 
colors and patterns, which 
educates consumers. 
Our social media strategy 
with influencers with a 
broad reach bolsters our 

constant winning. These 
viral Instagram posts are 
driving our success with 
sell-outs!!

P O W e r e D  b y

As Millennials and Gener-
ation Z mature and refine 
their product research skills, 
beauty and skin-care com-
panies are encountering 
more potholes in an already 
rocky market. Compounded 
by would-be influencers 
clamoring to social media, 
competitors are upping 
engagement levels resulting 
in social media hyper-satu-
ration. This is contributing to 
a larger hurdle for skin-care 
brands to stand out and 
reach target consumers.

Nielsen’s “2016 Social 
Media” report said that only 
15 percent of heavy social 
media users — those who 
spend three or more hours 
daily on the platforms — 
spent between $100 and 
$249 on online purchases. 
The amount of purchases 
dwindles with the amount of 
social media use, suggest-
ing there’s still disconnect 
between social activity and 
purchase conversion.

What’s more, only 21 per-
cent of high social media 
users purchased health 
and beauty items, Nielsen’s 
research found. Seventeen 
percent of medium social 
media users — those who 
averaged between one 
to two hours daily in the 
space — purchased items 
in the category. Beauty and 
skin-care brands looking to 

bank in from social media 
marketing strategies might 
be disappointed with the 
revenue return from these 
efforts.

This is largely in due to 
the social space becoming 
obtuse and cluttered. “In 
Q1 2017, there was an 
average of 653 Instagram 
skin-care ambassadors 
and 184 ambassadors of 
the category on YouTube,” 
Tribe Dynamics’ “Q1 2017 
Beauty Report” said. 
During that period, social 
media users were charged 
with maneuvering through 
almost 2,000 Instagram 
posts and 500 YouTube 
videos. That’s a lot of 
content — and product — to 
consider for purchasing.
In order to capture and 
contain consumer intrigue 
and purchases, brands 
need to examine their 
holistic customer journey. 
These will be most success-
ful when reinforced with 
personalization features 
powered by artificial 
intelligence technology and 
the collection and analysis 
of real-time shopper data. 
This white-glove customer 
service will resonate highly 
with consumers who are 
being courted by compet-
itors in every corner of 
social media.  
— ElizabEth Doupnik

Crowded Social Submits 
Engagement Challenges  
For Beauty Brands

F r i c t i O n  P O i n t s
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Spotlight: Michael Todd Beauty
m a r k e t  a n a ly s i s

Beauty Industry Finds  
Strength In Innovation
Acclimating to tastes of the latest shopping generations, beauty retailers  
are learning how to best drill through novel ground. By  lauren Olsen

Wal-Mart is making its strategy more aggressive for 
the category. It plans to add  
700 new products to its beauty offerings by the 
end of 2017.

Generation Z is also mixing up the consumer 
base. Millennials (bringing along their penchant for 
all things digital) continue to be a key target audi-
ence for retailers, but Generation Z has reached 
shopping age, and understanding this set will 
become increasingly critical. For reference, WWD 
recently reported that the estimated spending 
power of Generation Z is at almost $70 billion in 
the U.S. — and this number is expected to increase 
as the demographic grows to make up 40 percent 
of the population by 2020.

When it was confirmed that celebrity influencer 
Kylie Jenner’s “Kylie” cosmetics was on its way to 
becoming a one-billion-dollar brand (it boasted 
$420 million in retail sales in only 18 months), it 
became apparent that the beauty industry is no 
longer shuffling on a shifting terrain — it’s finding 
its footing in a brand new landscape.

It’s not just the Kardashian sisters who are taking the 
beauty world by storm. Bloggers, vloggers and influ-
encers have permanently altered the core of beauty 
marketing, and retailers are having to figure out how 
to adjust strategies accordingly. While some retailers 
blundered and others have celebrated success. When 
what seems like a simple Instagram post can make or 
break a brand, the shopping preferences of Millennials 
— one of today’s most relevant shopping demographics 
— demand attention. And the group’s notoriously high 
expectations cannot be ignored.

Beauty brands are working to accommodate 
the group. Bloomingdale’s recently announced a 
revamp of its contemporary floors to include a tar-
geted Millennial-friendly beauty department. But 
Bloomingdale’s is far from the only mega-beauty 
retailer focused on expansion and luring coveted 
customers. Ulta Beauty is debuting a bricks-
and-mortar location in Manhattan, meanwhile 

Q1 2017 Beauty Report 
b y  t h e  n u m b e r s

“Earned Media Value (EMV) is Tribe Dynamics’ prescribed metric that quantifies the 
estimated value of publicity gained through digital earned media and their respective 
engagement levels. The holistic approach assigns a dollar amount to each piece of content, 
based on the perceived value of digital word-of-mouth to brands within the industry.”
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● Julie Garza, vice pres-
ident of marketing and 
brand development and 
Michael Friend, senior 
vice president and found-
ing partner of Michael 
Todd Beauty discuss 
successful strategies 
and reaching the elusive 
millennial consumer.

The beauty category 
has become increas-
ingly crowded. How has 
Michael Todd Beauty 
maintained and improved 
its market position?

Michael Friend: When 
Lewis Hendler and I 
co-founded Michael Todd 
Beauty, we developed 
a line of highly effective 
award-winning skincare 
products and quickly 
realized that preparing the 
skin properly was critical 
for maximum efficacy of 
skincare ingredients. We 
shifted our focus in the 
development of medical 
grade, at-home beauty 
tools designed to maximize 
the benefits of skincare 
products. This shift has 
allowed us to gain market 
share and improve our 
position in this category. 

How has social media 
shaped Michael Todd 
Beauty’s business?

Julie Garza: From the 
beginning we realized that 
Michael Todd Beauty had 
broader reach and that 
we had the ability to cap-
ture the heart of the mil-
lennial consumer through 
our innovative tools and 
devices. The Michael Todd 
Beauty team understood 
that we had to leverage 
influencers to get our 
brand story out there and 
we did just that!

We learned that 
influencers were drawn to 
our fun, hip patterns and 

affordable price points 
and started to ask for their 
favorite patterns to have 
and post about.

Over the last eight 
years, we’ve harnessed our 
dedication to our audience 
and grew from collaborat-
ing with a handful of influ-
encers to top Instagram 
influencers such as Nikkie 
Tutorials who currently has 
8.2 million Instagram follow-
ers, iluvsarahii who boasts 
3.6 million Insta-followers, 
Patrickstarr who has 3.5 
million Instagram followers, 
and Isabel Bedoya of 
itsisabelbedoya who has 
2.2 million followers on the 
platform. We continue to 
invest in growing our social 
media reach with both 
macro and micro influenc-
ers with a keen focus of 
always driving traffic of our 
retailer partners first.

What is it about 
Michael Todd Beauty that 
has drawn retailers to 
invest in your brand?

J.G.: The distinct 
difference with Michael 
Todd Beauty is that no 
other beauty tool brand 
has the array of tools that 
we have in our assort-
ment and with affordable 
pricing. We have sonic 
cleansing (two models) 
with antimicrobial brush 
heads, sonicsmooth (der-
maplanning), sonicblend 
(makeup), SonicERASER 
PRO (infusion device) 
and total refresher (micro 
dermabrasion), and the 
SonicERASER (portable 
infusion device). 

Millennials and GenZ-
ers have low brand loy-
alty and are turned-off by 
inauthentic efforts. How 
has Michael Todd Beauty 
avoided this?

J.G.: Early on we under-
stood that being authentic 
and real with this demo-
graphic was most import-
ant. We have made them 
our “friend” and have 
harnessed their reach of 
friends. We communicate 
frequently with them and 
make sure they know we 
are listening to what they 
like and don’t like about 

our brand and using that 
information to adjust as 
we grow. We now have 
positive relationships with 
this demographic through 
our social marketing 
programs. 

How has MTB 
remained true to 
its brand DNA while 
progressing?

M.F.: Our focus has 
been to become the global 
leader in sonic tools & 
devices over the course 
of the next two years. Our 
strength and unique POD 
continue to be product 
innovation, quality, entry-
level category pricing, per-
formance, and packaging. 
We’re part owners of our 
factory – which allows us 
to be nimble and develop 
exclusive programs for 
our partners to meet the 
demands of our customers. 

Michael Todd Beauty 
has been sold out at Ulta.
com and HSN – what 
were the main factors in 
driving these high-per-
forming sales?

M.F.: Product assort-
ment, merchandising, and 
strong partner relation-
ships have contributed to 
a 360̊ marketing strategy 
that included key social 
media programs driving 
awareness.

What’s next for 
Michael Todd Beauty?

J.G.: This fall Michael 
Todd Beauty will launch at 
Beauty Brands, Riley Rose 
Beauty Boutiques, Urban 
Outfitters and other key 
prestige retailers.

In addition to the 
domestic distribution 
plan our international 
efforts are well on their 
way, launching in several 
new countries in fall 2017 
and spring 2018.
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MTB Taps 
Furnished 
Influencer 
Relationships 
For Retail 
Sell-Outs 

¬ INFlUeNcer AcceSS  
Because we have a 
dedicated team that has 
cultivated relationships 
over the years, we have 
access to a multitude of 
key influencers. To date, 
we’ve worked with over 
500 social influencers.

¬ MArkeTING  
SUcceSS 
We pair the right influencer 
with the right target audi-
ence and then we allow the 

influencer to choose which 
tool, color, and pattern 
they love and want to post 
about. This has continued 
to drive posts and reposts 
repeatedly. Influencers 
authentically show their 
love for the brand, which 
adds a personal element 
that people can sense 
and want to join. Over 50 
percent of our videos get 
reposted. When customers 
love a video, it can have 

up to one million or more 
views.

¬ AcceSSIBle  
PrIce PoINT 
Having the opportunity 
to develop innovative, 
trend-forward tools, and 
medical-grade devices at 
entry price points – and 
many under or close to 
$100 – attracts consum-
ers who would otherwise 
not be able to afford these 
at-home devices.

¬ ProveN  
TrAck recorD 
MTB delivers state-of-
the-art, high efficacy 
skincare coupled with 
innovative products 
realized with superior 
technology, entry-level 
prices, trend-forward 
colors and patterns, which 
educates consumers. 
Our social media strategy 
with influencers with a 
broad reach bolsters our 

constant winning. These 
viral Instagram posts are 
driving our success with 
sell-outs!!

P O W e r e D  b y

As Millennials and Gener-
ation Z mature and refine 
their product research skills, 
beauty and skin-care com-
panies are encountering 
more potholes in an already 
rocky market. Compounded 
by would-be influencers 
clamoring to social media, 
competitors are upping 
engagement levels resulting 
in social media hyper-satu-
ration. This is contributing to 
a larger hurdle for skin-care 
brands to stand out and 
reach target consumers.

Nielsen’s “2016 Social 
Media” report said that only 
15 percent of heavy social 
media users — those who 
spend three or more hours 
daily on the platforms — 
spent between $100 and 
$249 on online purchases. 
The amount of purchases 
dwindles with the amount of 
social media use, suggest-
ing there’s still disconnect 
between social activity and 
purchase conversion.

What’s more, only 21 per-
cent of high social media 
users purchased health 
and beauty items, Nielsen’s 
research found. Seventeen 
percent of medium social 
media users — those who 
averaged between one 
to two hours daily in the 
space — purchased items 
in the category. Beauty and 
skin-care brands looking to 

bank in from social media 
marketing strategies might 
be disappointed with the 
revenue return from these 
efforts.

This is largely in due to 
the social space becoming 
obtuse and cluttered. “In 
Q1 2017, there was an 
average of 653 Instagram 
skin-care ambassadors 
and 184 ambassadors of 
the category on YouTube,” 
Tribe Dynamics’ “Q1 2017 
Beauty Report” said. 
During that period, social 
media users were charged 
with maneuvering through 
almost 2,000 Instagram 
posts and 500 YouTube 
videos. That’s a lot of 
content — and product — to 
consider for purchasing.
In order to capture and 
contain consumer intrigue 
and purchases, brands 
need to examine their 
holistic customer journey. 
These will be most success-
ful when reinforced with 
personalization features 
powered by artificial 
intelligence technology and 
the collection and analysis 
of real-time shopper data. 
This white-glove customer 
service will resonate highly 
with consumers who are 
being courted by compet-
itors in every corner of 
social media.  
— ElizabEth Doupnik

Crowded Social Submits 
Engagement Challenges  
For Beauty Brands
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HAUL MONITORBeaut y Bulletin

THE HAUL
Hourglass Confession 
Ultra Slim High Intensity 
Refillable Lipstick in If 
Only, $34
“you can’t sit someone 
down and not put lipstick 
on them,” Dewine says. 

Lune + Aster Hydrabright 
Concealer in Light, $26
Dewine chose this 
concealer for Dalessio, 
who loved the glow it gave 
to her skin.  

This works Stress Check 
Face Mask, $59 
“Maggie explained that 
if you’re having trouble 
sleeping, this will help,” 
Dalessio says.

This works deep Sleep 
Pillow Spray, $29 

Patchology Eye Revive 
Flashpatch 5 Minute 
Hydrogels, $50 
“these patches should 
help my bags get better,” 
Dalessio says.  

M-61 PowerGlow Peel in 
10 Treatments, $28

Bumble and bumble 
Hairdresser’s Invisible Oil 
Shampoo, $13
because she travels for 
work, Dalessio opted for 
the travel-size version.

Bumble and bumble 
Hairdresser’s Invisible Oil 
Conditioner, $13 

Bumble and bumble Prêt-
à-Powder Très Invisible 
dry Shampoo, $14
Dalessio uses dry 
shampoo regularly and 
bought this for traveling.  

M-61 Perfect Cleanse, $9 
“two of my friends have 
used it and said i have to 
try it,” Dalessio says.

INTO THE 
BLUE
Layla Ilchi hits BLUEmErcUry’s 
newest flagship in Midtown  
Manhattan, where service is the 
name of the game.

Date: 9/19/17
tiMe: 3:15 p.m. 
Store: Bluemercury/1335 6th Avenue

total after tax:

$299.41

Going for the glow: 
Maggie Dewine 
consults with shopper 
Lauren Dalessio.

THe FOUNDeR 
bluemercury founder 
Marla Malcolm beck has 
never thought small. 
“Simple ideas alone will 
not change the future; we 
need big ideas,” she said, 
during a 2016 speech. 
true to form, the retail 
chain she created in 1999 

has since grown into 150 locations and two product lines 
(which beck personally developed). in 2015, Macy’s inc. 
bought bluemercury for $210 million—in cash—but beck 
hasn’t slowed down. “People are happiest when they 
make a meaningful contribution,” she said. “What will your 
meaningful contribution be?”

THe SHOPPeR 

Lauren 
DaLessio
¬ LAUREn dALESSIO 
almost always seeks out 
a sales associate when 
shopping for beauty 
products. “i always ask 
questions because i don’t 
know what i’m doing,” 
she admits. “Sometimes 
i don’t know what i want, 
so i explain what i need 
and once i hear how to 
use something, i’m sold.” 
Dalessio stopped by 
bluemercury to replenish 
some hair products, and 
sought out help color-
matching a concealer. “i 
want to look as natural 
and young as possible,” 
she says with a laugh. 
after having her makeup 
done by Maggie Dewine, 
bluemercury’s district 
manager, Dalessio added 
the concealer and a lip 
color to her haul with the 
quip: “if i can have you 
do my makeup every 
morning, that would be 
great!”

THe SALeS ASSOcIATe 

Maggie 
Dewine
¬ BEAUTy HAS been 
a big part of Maggie 
Dewine’s life, ever since 
she was a child. “i’ve 
always been a dancer, 
so performing from a 
young age i was playing 
with makeup,” Dewine 
says, who’s worked at 
bluemercury for six years 
and is district manager 
for Manhattan. When 
Dalessio asked for help 
with concealer, Dewine 
sat her down to apply 
two different versions 
from lune + aster. even 
though the store’s new 
interactive mirror—where 
customers can read 
product reviews and 
order merchandise—is 
attracting clients, Dewine 
says a hands-on approach 
is still the main attraction. 
“We pride ourselves on 
our customer service,” she 
says. “We’re going to walk 
[a customer] through a 
routine start to finish.”

BB_SHOPPER STALKER.indd   1 10/2/17   12:46 PM



A DV E RT I S E M E N T

JACKEE BRETA
URBAN DECAY
COUNTER MANAGER
MACY’S FASHION SHOW MALL, LAS VEGAS, NV

To learn more about careers at Urban Decay, go to urbandecay.com/careers/jobs.

RECOGNIZING 

EXCELLENCE 

IN LUXURY 

SERVICE
L’ORÉAL LUXE is proud to partner 
with WWD to recognize exceptional 
service in luxury beauty.

HOW IS URBAN DECAY UNIQUE?
Urban Decay is about people working for people. 
Professionally: with mentors who invest in you. 
Personally: the product quality speaks volumes.

WHAT’S YOUR FAVORITE URBAN DECAY PRODUCT?
It changes constantly! Today it’s All Nighter 
Foundation – full coverage yet lightweight. 
Tomorrow it might be Anti-Aging Eyeshadow 
Primer Potion or Peach Naked Skin Corrector.

HOW DOES MAKEUP INSPIRE YOU?
Color is my passion, and I love the art of makeup. 
Changing your look, expressing your moods – it’s 
a creative experience.
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BY THE NUMBERS

THE RESPONDENTS
¬ In our survey, 36% of the respondents are in their 30s, 18% in their 40s,  
25% in their 50s and 7% in their 60s. About 18% have been in the industry for 
over 25 years, while 36% have less than five years experience, and 30 percent 
have 6 to 15 years. Just over 70% of the respondents work for a large  
corporation, while 25% work for an Indie. The group was fairly evenly divided 
between marketing, communications, management and c-suite, with sales, 
finance, product development and education represented to a lesser degree.

MONEY 
MATTERS
¬ The majority of  
respondents have a high 
household  
income and money  
is a key factor in  
their decision to work:

THE wOMEN iN 
bEAuTY SuRvEY

Although Almost half of 

the U.S. workforce is comprised of 

women (47 percent, according to 

the Department of Labor), issues 

like gender bias and the wage gap 

persist. 

The “2016 Women in the Work-

place” study, conducted by leanin.

org and McKinsey & Company, 

clearly shows that in corporate 

America, women fall behind early 

on the rise to the top and continue 

to lose ground with every step. 

“Companies’ commitment to gender 

diversity is at an all-time high,” the 

report says, “but they are struggling 

to put their commitment into prac-

tice.” WWD Beauty Inc wanted to 

find out how women in the beauty 

business are faring and asked The 

Benchmarking Company to field a 

survey analyzing opportunities for 

advancement, work/life balance and 

the corporate benefits that are most 

important to them. Here, the results. 

—Jenny B. Fine

I work to support myself:  

44%

I work to help support my spouse/partner/family:  

34%

I work because I love my job but my spouse/partner makes 
enough to support the family:  

11%

I am the sole support of my children:  

4%

Are the primary wage earner: 

53%

Earn about the same as their partner: 

30%

Partner is the primary wage earner 

16%

2%
4 kids

 

6%
3 kids

 

13%
1 kid
 

23%
2 kids

HouseHold 
Income

$200K +: 
47% 

$100K-$149K:
16% 

$150K-$199.9K:
13% 

$50K-$74.9K:
13% 

$75K-$99.9K:
9% 

32% 
Are single

6% 
Are divorced/separated

62%  
Are married/ 

living  
with partner

56% 
0 kids

BB_BeautySurvey.indd   1 10/2/17   12:22 PM
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THE PAY 
SCALE
¬ Overall, women see 
room for advancement, 
with 58% saying there 
is ample opportunity 
to be promoted at their 
firm and 28% saying 
there isn’t. The major-
ity—63%—say men and 
women are promoted 
equally at their firm. 
Compensation is a dif-
ferent matter, however.

bALANCiNG ACT
¬ When it comes to achieving a work-life balance, the respondents overall  
seem somewhat satisfied, with 51% agreeing balance is sometimes, but not  
always possible, 38% saying it is a realistic expectation and 10% saying balance 
is impossible. About half feel comfortable leaving the office to care for a  
sick child or attend a child’s event—depending on their workload. Trying to keep 
everyone happy is the biggest challenge. 

do you tHInk men and women  
are compensated  
equally at your company?

are you Happy wItH your 
current salary?

wHen It comes tIme for  
a salary revIew, are  
you comfortable askIng 
for a HIgHer salary?

Yes: 
46%

Maybe—
I’m not the 
strongest 
negotiator: 
33%

No: 
15%

If you don’t Have  
cHIldren, do you feel 
motHers at your  
offIce are gIven more 
leeway wHen tHey  
need to leave In  
an emergency tHan  
you are?

Fairly  
Balanced: 
53%

Yes: 
27%

Yes:  
60%
 
Sometimes:  
27%
 
No:  
7%

Sometimes: 
53%

Yes: 
46%

No: 
1%

Not sure: 
10%

No: 
6%

are you able to attend 
Important events  
In your cHIld’s lIfe,  
even If tHey conflIct 
wItH work tIme?

Is your manager  
understandIng  
of tHe demands of  
parentHood?

generally speakIng,  
wHo leaves work more 
often to care for a 
sIck cHIld, you or your 
spouse/partner?:

asIde from salary, tHese are tHe most Important job benefIts:

Ability to get promoted: 

84%

Generous paid time off: 

69%

Ability to work from home: 

64%

Low-cost health care: 

59%

Mental health days: 

43%

Profit sharing: 

40%

Free products: 

36%

On-site day care: 

18%

Difficulties satisfying everyone (boss, spouse, kids, etc): 

73%

Making time for myself: 

58%

Making time for work-life balance: 

58%

Saying no to added work that might reflect well on me but will impact my work-life balance: 

56%

Not feeling guilty for needing to ask for time out of the office: 

53%

No I’m not sureYes

29% 33%36%

For the  
most part: 
56% 

Not  
really:
17%

Yes:
13% 

No:
13% 

Spouse/Partner 
43%

Me 
57%

BB_BeautySurvey.indd   2 10/2/17   12:22 PM
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IN THE MIXBeaut y Bulletin

WOMEN Of THE HOUR
Four sisters launching a Millennial-minded medispa and  
other female founders who are making beauty news.  By LAYLA ILCHI

ScHOOl  
Of 
THOUgHT
¬ “There’s a saying, ‘if you 
educate a girl, you educate 
a whole community,’” says 
anju Rupal, who founded her 
natural skin-care line, abhati, 
to help fund organizations 
that benefit girls. Rupal 
assembled a team of beauty 
veterans, like perfumer 
Geza Schoen and Paperlux, 
the packaging design team 
at Hermès, who work pro 
bono. Fifty percent of profits 
from the brand’s hand 
soap and 15 percent from 
the other seven products 
(prices range from $15 to 
$79) go to educate Girls, 
an organization that sends 
girls in the Rajasthan region 
in india to school. Retailers 
include credo beauty in the 
u.S. and Mecca in australia. 
to uphold her mission of 
sending one million girls 
to school by 2025, Rupal is 
introducing a facial skin-care 
range early next year and 
is continuing to spread the 
word about her cause. “it 
doesn’t matter if someone 
lives across the road or the 
ocean,” she says. “it’s about 
being mindful and helping 
everyone around you.”

Anju Rupal wants to send one 
million girls to school by 2025.

Cyrille, Rachel, Ada and Roxane Polla  
and their new venture, Forever Boutique.

Counteract Coalition 
members on the Hill. 

From left: Johanna 
Peet, Tara Foley, Jenefer 
Palmer, Melissa Palmer, 

Adair Ilyinsky, Gregg 
Renfrew, Mary Lennon, 

Caroline Hadfield and 
Nadine Abramcyk.

¬ Dr. Luigi PoLLa established 

himself in the Swiss beauty scene 

when he opened the country’s first 

medispa, Forever Laser Institut. 

Now he’s passing the torch to his 

four daughters as they embark on 

their own medispa concept in Lau-

sanne, Switzerland. “We’re taking 

everything we’ve learned over the 

past 30 years and bringing it to the 

masses,” says Ada Polla, the eldest 

of the sisters and ceo of Alchi-

mie Forever, the family’s skin-care 

brand. Opening Oct. 26, Forever 

TEaM clEaN
¬ Since itS incePtion four 

years ago, Beautycounter has advo-

cated for clean beauty and stricter 

industry regulations. Founder 

Gregg Renfrew is taking her mis-

sion a step further with the cre-

ation of Counteract Coalition, 

an initiative of 15 beauty brands 

focused on updating the nation’s 

cosmetics safety regulations. “Many 

companies would view this group 

as competitors,” she says of the 

coalition, which includes brands 

like Seventh Generation, Rahua 

and Tenoverten. “We’ve joined 

forces to say we want more protec-

tive health laws and comprehensive 

legislation.” The coalition recently 

went to Washington, D.C. to ask 

for a hearing and met with Sena-

tors Michael Bennet, Kirsten Gil-

librand and Dianne Feinstein, who 

proposed an updated version of 

her Personal Care Products Safety 

Act in May. “There is increas-

ing evidence that daily, long-term 

exposure to certain chemicals is 

linked to a range of health con-

cerns,” said Senator Feinstein in a 

statement. “Some of my Senate col-

Boutique offers on-the-go services 

targeting Millennials concerned 

with aging prevention, such as lip 

injections and Botox “light.” The 

space is meant to be less intimi-

dating than a doctor’s office and 

has an open floor plan, colorful  

fixtures and a retail space. Aged 

27 to 39, the sisters are the prime 

example of the women they’re  

targeting and are using their close 

bond to continue the family busi-

ness. “It’s 99 percent pleasure  

and one percent stress,” Polla 

laughs. “The beauty of working 

together is we’re creating some-

thing for the future generation 

that’ll live beyond any of us.” 

leagues assume that the industry 

is opposed to new safety rules, but 

that’s not the case.” She noted that 

her bill is the first in this area to 

have bipartisan sponsorship and 

that she is working with Senators 

Lamar Alexander and Patty Mur-

ray to move the bill through the 

Health, Education, Labor and  

Pensions Committee. “The more 

companies and organizations  

that join us,” she said, “the better.”

all iN  
THE faMily
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TRANSFORM 
YOUR 
CUSTOMER 
EXPERIENCE

• Engaging Online Experiences
• Unify the Online and In-Store 

Experience
• Flexible, Flawless Fulfillment
• Consistent, Personalized 

Cross-Channel Experiences
• Relevant and Continuous 

Conversations
• Superior Customer Service

www.netsuite.com/beauty



WEʼRE THE HUMAN TOUCH 
YOU NEED IN STORE

HAVE THE DIGITAL 
TECHNOLOGY YOU DEMAND

AND THE CASE STUDIES TO 
PROVE WE CAN DRIVE SALES

Tel: 310.779.1721   
Email: info@BeautyBarrage.com

 

WE’RE YOUR FIELD SALES

 

& EDUCATION TEAM

Combining high touch services with high 

tech management for beautiful results

Our proprietary app gives you full insight into your field team 
activities in real time.  We deliver sell thru with transparency and 
accountability.  Find out how we helped one client achieve 
+218% sales lift (from prior year) in doors we managed. To 
learn more about how our Outsourced Beauty Salesforce can 
help improve your bottom line, visit us at:  

WWW.BEAUTYBARRAGE.COM/WWD
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H E L L O 

F U T

U r E
Photograph by HANNAH KHYMYCH

Beauty has always Been an industry for and aBout women. here, in their own words,  
an incrediBle and diverse group of talent on how they Built today—and are creating tomorrow.

FEAT_Women's Opener.indd   1 10/3/17   2:28 PM
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MoMent of

as more  
women  
flee  
corPorate  
life for  
entrePreneurial 
ventures,  
we asked  
some leading 
ladies  
in business  
to take a  
candid look  
at life  
in the c-suite— 
and what  
comPanies  
must do better  
to attract  
toP female 
talent.
by JENNY B. FINE

Photographs by  
VICTORIA STEVENS

FEAT_WOMEN'S PANEL.indd   1 10/2/17   12:13 PM
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The PanelisTs 
(From left to right)

PAmElA BAxTER
Founder, bona Fide  
beauty Labs
¬ as president and chief execu-
tive officer of beauty and dior 
couture at lvmh north amer-
ica, Pamela baxter accelerated 
the french giant’s u.s. retail 
network and sales. in 2016, she 
created bona fide beauty lab, 
and signed a licensing deal 
with Popsugar media group  
to launch a makeup line in  
the spring.

ROSE mARIE BRAVO 
retaiL and Marketing  
consuLtant
¬ rose marie bravo’s career 
has spanned fashion, beauty 
and retail. as chief executive 
officer of burberry, she created 
the blueprint for how to trans-
form a traditional heritage 
brand into a power player in 
the modern luxury landscape. 
today she serves on the 
boards of the estée lauder 
companies, tiffany and co. 
and williams sonoma.

GRACE RAY
chieF executive oFFicer,  
Living ProoF
¬ during her tenure at living 
Proof, grace ray has global-
ized the business and led 
its successful acquisition by 
unilever earlier this year. ray 
received her mba from har-
vard business school and was 
previously  head of global mar-
keting at smashbox.

mINdY GROSSmAN
President and chieF  
executive oFFicer,  
director, Weight Watchers 
internationaL inc.
¬ mindy grossman has more 
than 38 years of experience 
in building and transforming 
consumer brands, including at 
ralph lauren corp. and nike. 
Prior to joining weight watch-
ers in July, grossman was 
chief executive officer of hsn 
inc., where she transformed 
the home shopping giant into 
a lifestyle network with more 
than $4 billion in revenue.

JIll SCAlAmANdRE 
President, gLobaL MakeuP 
center oF exceLLence, 
shiseido grouP
¬ a veteran of both  mass and 
luxury brands, including coty, 
avon and Prada, Jill scalaman-
dre is responsible for expand-
ing shiseido’s footprint in color 
and fueling growth across all of 
its brands. scalamandre also 
serves as chairwoman of cos-
metic executive women.

TRACEY T. TRAVIS
executive vice President 
and chieF FinanciaL oFFicer, 
the estée Lauder cos.
¬ tracey travis oversees global 
finance, accounting, investor 
relations, information technol-
ogy and strategy and new busi-
ness development at the estée 
lauder cos. her experience 
spans companies as diverse 
as ralph lauren and Pepsico, 
and she was named one of the 
100 most influential people in 
finance by Treasury and Risk 
Magazine.Impact

FEAT_WOMEN'S PANEL.indd   2 10/2/17   12:13 PM
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it was exponential. I actually turned down additional 

promotions until I turned that market unit around 

from being one of the worst performing to the top. 

mINdY GROSSmAN: It’s knowing the difference 

between risk and suicide, and it’s also that inher-

ent belief in yourself, because if you want people to 

believe in you, you have to believe in yourself.

ROSE mARIE BRAVO: Talk about being brave and 

having a vision, Pamela was born on a farm in South 

Dakota and she had a dream, and that was literally 

about New York.

PAmElA BAxTER: I had a fashion obsession when 

I was 12 years old. I remember I once ordered shoes 

from Vogue. I picked up the phone—it was a store on 

Madison Avenue—and ordered these shoes. In those 

days, there were no credit cards. The postman came 

to the door with a package and my dad’s looking at 

me and I’m looking at him and I said, ‘’It’s my shoes.” 

He said, “You’re working on the ranch the whole 

summer to pay for those shoes and, by the way, you 

better get a good college education and a job because 

there is no sorry a-- boy”—his exact words—“in this 

town that can afford your habits.” That was his way 

of shoving me out of the nest.

ROSE mARIE BRAVO: Even the way you saw your-

self so clearly—it’s important for young people to 

start with a vision.

PAmElA BAxTER: And you cannot be afraid to 

take a risk. I was 40 years old, living in Los Angeles. 

I’ve got a great job as regional director for the Lauder 

corporation, Hawaii is part of my territory, I go there 

once a month. Leonard [Lauder] said to me, “I think 

you should come to New York and go into the mar-

keting department.” I said, “What does a market-

ing person do?” He said, “They do everything that 

you complain about so maybe you can do it better” 

[laughs] and he convinced me to move to New York. 

I took that job and the rest is history—I signed the 

licensing agreement for Tommy Hilfiger, launched 

the fragrance, got La Mer in the hallway one day 

because Lauder bought it and it was a jar of cream 

and they needed to turn it into a brand and you 

know—right place at the right time. If someone 

offers you the opportunity to make a difference and 

to do something exciting, take it. 

On The enTrePreneurial exOdus and 
WhaT COrPOraTiOns need TO dO TO 
reTain WOmen

ROSE mARIE BRAVO: Roughly half of the beauty 

start-ups over the last few years have been started by 

women. That’s an interesting thing for companies to 

think about now because they’re losing talent.

GRACE RAY: Since our acquisition one of the 

most important prerogatives I have is maintaining 

that entrepreneurial spirit. One of the most alluring 

things about working in an entrepreneurial envi-

ronment is the ability to be creative, to set your own 

rules and not be limited by status quo. When you’re 

in a small company or a start-up you have a chance 

to make an impact and see the results immediately 

versus seeing it diffused through a big corporate 

machine, so that’s one of the reasons why a lot of 

W
hile beauty is a category with an overall 
workforce (and consumer base) that is  
predominantly female, the number of 
women in the c-suite is significantly lower. 
Not a single one of the top 10 manufactur-

ers in WWD Beauty Inc’s annual global ranking of the  
100 largest beauty companies has a female chief executive offi-
cer and there are only 10 on the entire list, including Avon’s 
Sheri McCoy, who is stepping down in March following pres-
sure from activist investor Barington Capital.  ¶ Moreover, 
the last two years have seen an exodus of senior-level women 
from some of the largest companies around, including Lynne 
Greene and Thia Breen of the Estée Lauder Cos., Karen Fondu 
of L’Oréal, Heidi Manheimer of Shiseido, Camille McDon-
ald of Bath & Body Works and Pamela Baxter of LVMH, many 
of whom were replaced by men. ¶ That dichotomy led to the 
creation of this panel, in which we asked legendary business-
woman Rose Marie Bravo to lead a conversation with other 
women who have reached the upper echelons of corporate life 
on what it really takes to reach the top today. In a wide-ranging 
conversation that covered everything from compensation to  
bitchiness (yes, we went there), one message was loud and clear: 
Diversity in the workforce is critical to corporate survival. 

On WhaT iT Takes TO Be in The C-suiTe 
TOday—WOman or man

ROSE mARIE BRAVO: Retail, fashion and beauty 

have undergone a major disruption in the last five 

years, which is only accelerating. What does it take 

to be a ceo of a global company? 

mINdY GROSSmAN: You have to ensure that your 

whole organization has a global mind-set where 

everyone, no matter where they’re located, no mat-

ter what their job is, is thinking globally. Number 

two, you have to reflect global diversity. To have 

a long-term sustainable, successful company, you 

have to have a diverse company and that’s not just 

gender, race and age—it’s diversity of thought and 

of experience. 

JIll SCAlAmANdRE: What’s important today 

is the behavioral competencies. You have to find 

someone with an agile mind, who is able to go with 

the ebb and flow and manage change because of the 

creative chaos in an organization.

mINdY GROSSmAN: Agile is the new smart. Agil-

ity married to curiosity in terms of that leadership 

profile is critical.

TRACEY TRAVIS: When you think about how busi-

nesses are changing so rapidly, what worked in the 

past doesn’t necessarily work today. So in addition to 

being agile and able to pivot, you have to have a good 

pulse on the organization and on your consumer and 

make sure that the organization is flexible in terms 

of pivoting resources.

On WhaT iT Takes TO GeT TO The TOP
TRACEY TRAVIS: I’m not afraid to take risks. I was 

an engineer and then got my MBA in finance and 

operations management, and was on a finance and 

strategy track at Pepsi when I was approached about 

taking a general management role. In the Pepsi bot-

tling system it was a role that was very—let’s say—

testosterone-oriented. It was a dog-eat-dog fight 

in grocery stores getting growth and distribution 

against our number-one competitor, so there weren’t 

a lot of women—just three out of 130. Pepsi didn’t 

have a history at that time of moving finance indi-

viduals into the role, men or women, so it was high 

risk, and oh, by the way, the market unit that I was 

offered was one of the worst performing in the Pepsi 

bottling system. I took the role and it’s probably one 

of my favorite roles. From a development standpoint 
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women today see that as a viable opportunity. Since 

so much funding is available, the access to money 

and financial resources makes it easier for women 

to pursue their dreams that way. 

PAmElA BAxTER: If big companies want to 

keep women, they’re going to have to not only 

put together a plan, but report on the plan and be 

accountable for it. That plan has to be executed. 

mINdY GROSSmAN: The whole organization 

has to believe that diversity is important, that it’s 

going to create greater business success. Everyone 

in a management position has to be incentivized to 

have diversity within their team. Companies have to 

realize if you are more diverse you attract better tal-

ent. Our engineering and product teams at Weight 

Watchers are 50 percent diverse. Do you know how 

that keeps people there? How it attracts other peo-

ple? How powerful that is? And it’s palpable. People 

want to feel comfortable and in a like environment. 

JIll SCAlAmANdRE: Companies are recogniz-

ing that they can’t compete with this outpouring of 

entrepreneurial start-ups, so they’re buying minor-

ity investments in them and letting them run by 

themselves. That’s a very interesting and very dif-

ferent business model than 10 years ago—when you 

acquired something then, you acquired them. 

mINdY GROSSmAN: But then what do you do 

with that talent? Because statistically, on the Fortune 

1000, there are still only 50 female ceo’s and still only 

18 percent of board positions, so the needle is not 

moving. We as women certainly have a voice and 

we certainly can be a voice for diversity, but unless 

we galvanize men to feel it’s as critical a component 

to their future business success, it’s very difficult to 

make it happen. It’s about accountability and belief 

and holding people within the organization account-

able for the diversity of their teams. 

TRACEY TRAVIS: It can also happen internally, so 

to the extent that we sit on boards, that also is an 

important lever that we have as women. 

On COnfrOnTinG “female” sTereO-
TyPes like BeinG Overly emOTiOnal Or 
aGGressive

ROSE mARIE BRAVO: Do we as women get stereo-

typed? Are we too emotional? I once got very excited 

at a board presentation because someone was show-

ing me jewelry. They were showing me yellow dia-

mond rings that were $150,000. I was very excited! 

Finally the ceo looked at me and said, “Could you 

tone it done a little bit?” I said, “I’m looking at dia-

monds, come on!” We have to show passion. How do 

you distinguish passion from being emotional and 

how do you think about some of the stereotypes that 

women are too bossy or overbearing? 

TRACEY TRAVIS: I’ve heard that a lot during my 

career, especially being too aggressive. In one par-

ticular role, my boss at the time thankfully gave me 

feedback—because sometimes you don’t even get 

feedback or at least constructive feedback.  He said, 

“You’re doing a great job and getting the results, 

but your peers think you’re a little intimidating.” He 

gave me an example of a position that I had taken 

GENDER DIVERSITy IN THE 
BEAuTy INC TOP 100
Here, How beauty’s top 10 manufacturers stack up in terms of gender diversity.

5. ShISEIdO CO.
board of directors: 33% (4 out of 12)

executive committee: 17% (2 out of 12) 

managers/brand managers: 53.5%

overall workforce: 84.7%

Percentage of promotions/hires into management roles that 
are women: 44.3%*
*at tokyo headquarters

1. l’ORéAl

board of directors: 46% women (7 out of 15)

executive committee: 33% (5 out of 15)

brand managers: 58%* 

overall workforce: 70%

Percentage of promotions/hires into management roles that 
are women: 66%
*international brand managers

2. uNIlEVER
board of directors: 38% (5 out of 13)

executive committee: 23% (3 out of 13)

managers/brand managers: 45%

overall workforce: declined to disclose

Percentage of promotions/hires into management roles  
that are women: declined to disclose

3. P&G
board of directors: 36%  (4 out of 11)

executive committee:  27% (9 out of 33)

managers: 45%

brand managers: 57% 

overall workforce: 39%

Percentage of promotions/hires into management roles that 
are women: 48% hires; 50% promotions 

4. ThE ESTéE lAudER COS.
board of directors: 40%  (6 out of 15) 

executive committee: 36% (4 out of 12) 

managers/brand managers: 70%

overall workforce: 84%

Percentage of promotions/hires into management roles that 
are women: 85% hires; 83% promotions 

6. BEIERSdORF
board of directors: 0

executive committee: 17% (2 out of 12) *

female managers/brand managers: declined to disclose

overall workforce:  52.2%** 

Percentage of promotions/hires into management roles that 
are women: declined to disclose
 *as of June 30, 2017          **as of december 31, 2016

7. AmOREPACIFIC GROuP
board of directors: 0%

executive committee: 22% (18 out of 82)

managers/brand managers: 46%

overall workforce: 72%

Percentage of promotions/hires into management roles that 
are women: 44%

9. lVmh mOëT hENNESSY lOuIS VuITTON
board of directors: 40% (6 out of 15)

executive committee: 9% (1 out of 11)

managers/brand managers: 76%

overall workforce: 74% 

beauty division: 86% 

Percentage of promotions/hires into management roles that 
are women: declined to disclose

8. KAO CORP.
board of directors: 0%

executive committee: 7% (2 out of 26)*

managers/brand managers: 25.4%*

overall workforce: 49.2%*

Percentage of promotions/hires into management roles that 
are women: declined to disclose
*2016

10. COTY INC.
board of directors: 11% (1 out of 9)

executive committee: 12%: (1 out of 8 )

managers/brand managers: 49% 

overall workforce: 56%

Percentage of promotions/hires into management roles that 
are women: 57% of the people hired in 2017 with at least one 
direct report are women. data for promotions n/a as coty is 
a new company as of october 2016.
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in a meeting and said that the room viewed that as 

a bit intimidating. I said, “That’s interesting because 

we were in a meeting a few weeks back and a male 

counterpart did the same thing and you thought he 

showed great leadership and strength. So how are 

the situations different?”

We have training at Estée Lauder on unconscious 

bias. Sometimes [bias] is unconscious and some-

times it’s conscious, but at least give people the ben-

efit of the doubt initially that it could be unconscious 

bias and point the situation out to them.

PAmElA BAxTER: I learned that lesson from Leon-

ard Lauder. We were negotiating really hard with a 

company for space and location. I guess I negotiated 

a little too hard and somebody in the organization 

went to Leonard and told him that I was being a 

bitch. And so Leonard came to me and said we have 

a perception reality check here. He’s said sometimes 

it’s not what you say, it’s how you say it and their per-

ception of you is this and your perception of you is 

that. Yes, you want that space and yes, you must get 

it at all costs, but there is a way of getting it. 

On The laCk Of WOmen Of COlOr in  
The C-suiTe

ROSE mARIE BRAVO: The numbers that are bad 

for women in the c-suite pales in comparison to 

women of color and we all have that obligation as 

well, because of what Mindy said: diversity brings 

innovation. 

GRACE RAY: It starts with how you recruit and 

making sure that you’re recruiting based on merit 

and that inherently becomes a diverse subset. And 

creating a culture that is inclusive and mentoring 

and developing the team, whether they’re male or 

female, to stand up for themselves and to advocate 

for themselves. 

TRACEY TRAVIS: It’s certainly a recruiting exer-

cise. Often times diverse individuals don’t have the 

same access to mentorship that others do, so I men-

tor a number of male and female diverse employ-

ees, and try to give them advice on how to navigate 

a political environment or what are the skills you 

need to get to the next level, how to model them-

selves after people who are successful at a particular 

company. Like Grace, I like to build diverse teams, 

so given the fact that I’m a diverse executive—I see 

talent irrespective of gender or race—I will advocate 

for a woman in terms of why this particular person 

is being considered for this role and make sure that 

the group is thinking broadly in terms of candidates 

for succession. That’s critically important. 

ROSE mARIE BRAVO: In executive searches that 

I’ve recently undertaken, the pool of women avail-

able is sometimes slimmer, especially if you put 

qualifications out there like somebody who’s lived 

in other countries or needs to be superdigital or 

speaks several languages. I was stunned to see very 

few women with some of those backgrounds and 

I’m wondering if you ever get to the point where 

you have to say, I’m just going to go for it because I 

believe she can do it. Is it really possible that you’re 

going to get one human being who’s going to have 

all of those assets or do women have to be more 

opportunistic to take global jobs? Maybe women 

can’t because they have children in school or elderly 

parents. Is that holding us back? 

JIll SCAlAmANdRE: That does hold us back, but 

it’s changing. When my daughter was young I was 

asked to move to another country and I turned it 

down because I didn’t want to uproot her. I turned 

down roles outside the country three times. I knew 

I needed to have the experience, though, so I took a 

global role that enabled me to stay in New York and 

travel instead. It’s a little different because when my 

daughter was young, women were not necessarily 

the bread winners. Today more and more women 

are. And having global experiences is critical if you 

want to run a global company.

mINdY GROSSmAN: Companies use as an excuse 

the fact that they can’t find a qualified woman. The 

reality is that if there are only 50 female ceo’s in the 

Fortune 1000 and you say you only want a public 

company ceo, you’ve got a problem. Don’t tell me 

you want somebody with 25 years of experience and 

mobile because mobile didn’t exist 25 years ago! You 

have to decide what experience is important to the 

whole and what you’re willing to relax versus not. 

The combination of that dynamic is so important, 

but you have to hold fast onto what it is that you 

want and why. 

ROSE mARIE BRAVO: One of the qualities we all 

have is good instinct. I think it’s important to go to 

your instincts sometimes and say I’m going to give 

it a chance. I don’t think we’re doing that enough 

because otherwise I can’t explain why women aren’t 

coming up because the talent pool is great.

mINdY GROSSmAN: When Barry Diller hired me, 

I had never been a retailer, I had no media or TV or 

deep technology experience but I had storytelling 

experience and I understand globalization. And I 

saw something there and I pitched him on the vision. 

A lot of people just look at what something is today. 

If you’ve got the vision for what it could be, you can 

have great impact if you find someone who is willing 

to take that chance on you. Boldness is the essence 

of transformation.

On COnfrOnTinG The WaGe GaP
JIll SCAlAmANdRE: I do have a hard time asking 

for money, but someone was offering me a salary at 

one point and I knew it was too low. I thought about 

it and said, “Do we have a benchmark on that?” He 

looked at me and I said again, “What is the bench-

mark in the industry on that? I just want to make 

sure I’m not below.” They went back and looked and 

sure enough it was below and they brought it up. 

mINdY GROSSmAN: It goes back to knowing your 

worth. The more informed you can be and the more 

confident that you can be in that negotiation, the 

better the outcome is going to be. 

ROSE mARIE BRAVO: My experience is that men 

are very good at presenting their case and talking 

about the value they’ve already added and what oth-

ers are making. They come with their facts and they 

see themselves clearly, their strengths mostly, and 

that is a learning [point] for women.

GRACE RAY: I grapple a lot with wanting to be 

liked and so when I’m sitting across from my future 

boss and I’m trying to negotiate something for 

myself, it took a lot of coaching and people whom I 

trust saying, “You don’t have to be rude, but negoti-

ate for what you want. Take a deep breath and put 

it out there.” Every single time I’ve done that I was 

able to get what I wanted and I learned over time 

that you can advocate for yourself and ask for what 

you’re worth. Everybody that I’ve negotiated hard 

against I ended up working well with. It’s about tak-

ing that deep breath and putting it out there and not 

women at work: 
bravo leads 
the panel in 
conversation.
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worrying about whether or not someone’s going to 

like you at the end of the negotiation, because if you 

do it in the right way, it can be a win-win. 

On The WOrk-life BalanCe
ROSE mARIE BRAVO: Being in the ceo suite can 

be all-consuming. What’s the balancing act that you 

do and what choices did you have to make along the 

way to make it work? 

PAmElA BAxTER: Young people always ask how 

do you do work-life balance and to be perfectly hon-

est, you don’t. Every day is a different day, every 

challenge is a new challenge. You’re either in it to 

win it or you’re not and you make your choices every 

day based on what’s at hand. Obviously your family 

comes first, but there are days and times when you’re 

in the crunch of it and you just have to get it done. 

For me, it’s always been the team and who do I have 

surrounding me that’s smarter, more agile, on the 

same wavelength and ready to step up when I have 

to step back. 

GRACE RAY: The whole idea of balance on a daily 

basis isn’t achievable and to strive for that would 

actually drive me crazy. In the whole I have balance 

because I have a family that I love and I also have 

my career, but it is all about the support network, 

particularly at home. The hardest discipline is when 

I’m with my family to focus on them and not let 

myself get carried away checking e-mail and think-

ing about work, so one of the things that I’ve had to 

do is remember to focus when I’m with them. That’s 

helped bring more balance into my life. 

TRACEY TRAVIS: My family actually helped that. 

When we took family vacations they told me, “You 

can check your iPhone once a day.” So I would disap-

pear for two hours and do my e-mails and whatever 

work I needed to do, but after that I really spent time 

with the family. My husband and my girls, who are 

now 20 and 24, were incredibly supportive of the 

times that I had to work late or travel. When I was 

home I was with them and then when they would 

go to bed I’d go back to work. So at least for me, to 

be able to exist on not as much sleep perhaps as I 

should, is another way that I’ve managed.

mINdY GROSSmAN: As women we want to do it 

all. We think we have to craft this perfect life and the 

one thing we really need to do is take care of our-

selves to be great for business and great everywhere 

else. It’s also this transformational power of doing 

it while believing in yourself and believing that you 

can accomplish all of this, but not putting so much 

pressure on yourself. 

ROSE mARIE BRAVO: I loved your statement, 

“There’s no such thing as guilt.”

mINdY GROSSmAN: The guilt isn’t going to help 

anyone, including yourself. You have to flip it and 

say, “I’m not guilty. I’m empowered to make the 

choices I want at the time I want for the people I 

want.”

 
On The imPOrTanCe Of a neTWOrk

ROSE mARIE BRAVO: My dad was my first cham-

pion. He said to me every day, “You can be whatever 

you want to be.” He was an immigrant, he went 

to third grade, came over on the ship at 17, so he 

had that vision for me and it was great. I had all 

of this support along the way. Macy’s was very pro-

women—they were just pro-people. Their attitude 

was if you were great and did a good job, they pro-

moted you. How do you find those champions who 

believe in you forever?

JIll SCAlAmANdRE: I have three groups of 

champions. I’ve always had a female mentor since 

I started at Revlon and other women whom I turn 

to when I want some guidance. Then I have my hus-

band, who is my rock. And then I have a group of 

girlfriends, three of them, whom I’ve worked with, 

and we go out every Sunday night with our hus-

bands and talk about what we’re going through—

the good, the bad and the ugly. 

mINdY GROSSmAN: Mentorship is who you’re 

learning from. The key is to choose to be in envi-

ronments that you’re going to take something away 

from. I’ve also focused my career on trying to make 

other people successful and in doing that I’ve built 

an incredible network of support, of both men and 

women. The third thing is that I’ve become very 

involved with young female entrepreneurs, whether 

as an angel investor or on an advisory board, and 

I’ve learned as much from them as hopefully I’ve 

been able to give them.

ROSE mARIE BRAVO: So is it being open as you’re 

coming in and out of businesses and companies and 

gravitating toward an individual because you like 

what they’re all about? 

mINdY GROSSmAN: Absolutely. And I’m very 

curious. Curiosity is one of the best assets you can 

have. When I hire people, I go cool, curious and 

connected. Cool doesn’t mean how you dress, it 

means you are interesting, it means I want to be 

with you, it means you’re dynamic and I’m learning, 

which probably means you’re curious and part of a 

lot of different things, which probably means that 

you are surrounded by people similar to yourself 

and so if you hire someone like that, you’re not hir-

ing one person, you’re probably hiring 10. Network 

is really important. 

On CreaTinG a WinninG CulTure
ROSE mARIE BRAVO: Is the brain drain, where 

people are leaving companies to become entrepre-

neurs, a wake-up call for companies to ask them-

selves how they can create a better environment? 

mINdY GROSSmAN: Your most powerful weapon 

is your culture. Culture trumps strategy. Are you 

creating an environment that is fostering creativ-

ity? Have you created the vision and are people 

aligned against that? Do they feel compelled every 

day to wake up and want to be there? What is that 

environment that’s going to make people feel like 

they’re part of something bigger? Are you giving 

people the ability to be exposed to other areas of 

the company and creating opportunities for them?

PAmElA BAxTER: I have a start-up and we have 

two employees who both came from big compa-

nies. It’s not only the flexibility, it’s being heard 

and being decision-makers because when you’re in 

a start-up you’re rolling up your sleeves and you’re 

doing a million things. So it’s the opportunity for 

them to learn and not be bogged down by bureau-

cracy. We sit around the table in the morning and 

say, “I like that, do you?” and we’re done. A lot of 

it is trust. If you don’t empower them they’ll never 

learn to make a decision and that’s why a lot of 

them are frustrated in the bigger organizations. 

Companies have to find a way to break that down 

and make it OK for junior people to have a piece 

that they’re responsible for.

JIll SCAlAmANdRE: To Pam’s point, how do you 

instill that sense of empowerment inside a big com-

pany? These are conversations that big companies 

must have. At Shiseido, 85 percent of the workforce 

is women globally—it’s when you get to that c-suite 

level that we can’t seem to break that barrier. That’s 

what we have to figure out. We have to be advocates 

for it. We ourselves have to be championing women.

TRACEY TRAVIS: At Lauder we started a women’s 

leadership network to help reinforce the support 

of other women in the organization and to provide 

even more coaching and mentoring to each other 

as well as to younger folks. We, particularly in the 

beauty industry, are a powerful network ourselves 

in terms of advocating for ourselves and advocat-

ing for others. 

PAmElA BAxTER: I always tell young women: 

be fearless and have confidence in yourself. Take 

good options as they come to you. Don’t analyze 

it too much. Say to yourself, I can do this and I’m 

going to figure it out and it will teach me something 

so I can get to the next level. Get out of your com-

fort zone. When I was in a job and everybody was 

coming to me and I had all the answers, that was 

a red flag that it was time to move on. I needed to 

be learning something new every day. The second 

thing I tell them is nobody is alone. You have to be 

able to attract and build a strong team, your family 

team and work team. It’s ultra important because 

you won’t succeed without that. ■

“A LOT OF PEOPLE juST 
LOOK AT WHAT  

SOMETHING IS TODAy.  
IF yOu’VE GOT VISION 

FOR WHAT IT COuLD BE, 
yOu CAN HAVE GREAT 

IMPACT...BOLDNESS  
IS THE ESSENCE  

OF TRANSFORMATION.”
—mindy grossman, weight watchers
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Retail RainmakeR

mary  
dillon
Chief exeCutive OffiCer, Ulta BeaUty

¬ “In the past four years, 
we’ve opened 400 new 
stores, strengthened and 
established relationships 
with the world’s best 
beauty brands, more than 
doubled the percentage 
of e-commerce revenue, 
grown our loyalty 
program by more than 
10 million members and 
built a great in-store 
experience. i’m often 

lot of time in our stores 
talking with associates, 
thinking about what will 
make things easier and 
more fun for them and 
our guests. i learn what’s 
working and what’s not, 
and then take action. Our 
associates’ feedback has 
led to things like greater 
career development, 

has helped many of them 
advance into corporate 
roles.  

changes like these may 
seem small, but it’s about 
making the associates’ 
jobs easier and allowing 
them to spend more time 
with guests. the more 
engaged and happier 
they are, the happier our 
guests are.”

asked what’s driving 
our success. One of the 
biggest factors is our 
people and culture. this 
is a people business. 
ulta beauty is about 
humans serving humans, 
which is why talent and 
culture is so critical to our 
performance.  

We put our associates 
and guests at the center 
of everything. i spend a 

increased manager 
trainings and more 
open and transparent 
communications. Store 
associates often tell 
me they want to learn 
more about corporate 
opportunities, so we 
created around ulta 
beauty in a Day, a 
program which provides 
them with information 
about career pathing and 
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From 
overseeIng 
AmerIcA’s 
FAstest-
growIng 
specIAlty 
retAIler to 
codIFyIng 
cool, these 
Are the women 
who Are 
constructIng 
the Future  
oF beAuty.

by Jenny B. Fine and 
allison Collins

Photograph by lucy hewett
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¬ “when I wAs tapped 
to run the estée Lauder 
brand in 2009 the brand 
was at a key inflection 
point. Leonard Lauder 
said to me, ‘i want you to 
push it.’ although i didn’t 
know exactly what that 
meant, i instinctively 
knew that finding the 
future of the brand meant 
making connections with 
women all over the world. 
i have always believed in 
the power of women.

in the first year, i 
traveled nonstop, meeting 
women from china to 
South Korea, L.a. to 
South africa. i talked with 
them, i observed them 
and most of all, i listened 
to them. What inspired 
me again and again was 
that even though women 
around the world can be 
very different in terms 
of what resonates with 
them, bottom line, we 
are all the same. Women 
are bonded by a secret 
language that is uniquely 
and fundamentally us.

Several years later, 
i met Kendall Jenner. 
besides being struck by 
her amazing beauty, i 
observed how she moved 
through life: with her 
phone always in the palm 
of her hand, constantly 
taking photos and sharing 
her take on the world. 
Kendall opened my eyes 
to a way in which the 
world was changing. i 
made the decision to sign 
her as our estée Lauder 
spokesmodel (convincing 
the skeptics along the 
way), and to lead us into 
social, a new frontier of 
communication. this 
got consumers—and an 
entire industry—keenly 
interested in our brand 
once again. We tapped 
into a Millennial mind-set, 
and this accelerated 
everything. the result: 
unprecedented growth 
over the course of my 
tenure.

today i oversee eight 
of our global brands and 
i’m as driven as ever. 
When i think of Mrs. estée 
Lauder’s quote, ‘i didn’t 
get there by wishing for 
it or hoping for it, i got 
there by working for it,’ 
i connect with it at the 
deepest level.”

tURnaRoUnd titan

Jane  
hertzmark 
hudis
GrOuP President, the estée laUdeR Cos.

Photograph by amy lombard

FEAT_THE BUILDERS.indd   2 10/2/17   12:17 PM



40  wwd beauty inc 

all-aRoUnd Champ

Carol
hamilton
GrOuP President, l’oRéal lUxe Usa

¬ “women championing 
women is so needed in 
today’s society. there 
is not enough of it. Last 
weekend, i celebrated 
my 33rd anniversary 
at L’Oréal. For maybe 
the first 20 years, the 
goal was to just become 
the only woman in the 
boardroom and that was 
the achievement. now, 
i feel that for women to 
support women you need 
at least three women at 

the table. When there’s 
only two it’s a naturally 
competitive environment. 
it’s been so hard to 
get to the top that to 
welcome someone else 
sometimes hasn’t been 
particularly natural for 
women. unfortunately, 
it’s taken us too long as 
a corporate business 
society to get three at the 
table. Fortunately, that 
is changing and we have 
many more women in the 
boardroom.”

the it GiRl 

Jamie
kern lima
COfOunder and Chief  
exeCutive OffiCer, it CosmetiCs

¬ “eArly In my beauty 
career i heard carol 
[Hamilton] speak at a 
WWD conference. She 
had just gotten back from 
the Harvard Women’s 
Leadership Forum and 
said everyone had asked 
her her top 10 products. 
i was moved by her 
overall message, but it 
cosmetics was not on her 
list. We hadn’t met yet, 
but i was superfearless 
and sent her products 
and a note saying, ‘i 
think if you tried the 
products, you’d love 
them.’ We started a 
woman-inspiring-woman 
relationship and carol 
became a mentor years 
before the acquisition. 
i would call her and ask 
her advice on everything, 
like, ‘We’re going into 
Sephora in Southeast 
asia, do open-sell units 
work or should we do 
drawers?’ early on at it, 
we were doing things 
differently, and she was 
a huge champion. She 
sees things way before 
everyone else sees them.”

Photographs by amy lombard
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¬ “As you get into 
your 50s you have less 
tolerance for certain 
things that you had 
lots more patience for 
in your 30s and 40s. if 
i had to start today, i 
don’t know that i would 
have the patience. as a 
person of color, there 
is still translating you 
have to do in getting 
people to understand 
the page you’re on and 
the language you’re 
speaking that i don’t have 
to do in the same way 
today because of where 
the business is. When 
i’m in those very rare 
moments that i do have 
to go into the mode of 
explaining and breaking 
it down, it’s more difficult 
than in the past and 
that’s because i’m 55 
and i’m tired of doing 
it. there was an event 
last June in Washington, 
D.c., called the united 
State of Women. it was 
this fantastic day of 
nothing but women—no 
explaining, no filters, even 
the restrooms were just 
restrooms, no men’s, no 
women’s, just bathrooms. 
Period. it was great. 
then we get on the train 
home and a businessman 
said, ‘Where are you 
coming from?’ Someone 
explained the conference, 
and he said, ‘that is so 
cute. How great you 
all got together.’ and i 
was like, ‘Really dude?!’ 
there was a time i would 
have had patience—he 
is such-and-such an 
age, he doesn’t know 
any better. now i’m like, 
‘you know what? Shut 
up! Google something, 
learn something. i’m not 
explaining it to you.’ it’s 
time to be more aware 
and speak to people 
differently.” 

pRide and Joy

lisa price
fOunder, CaRol’s daUGhteR

The  
Builders
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a BiG deal

Janet  
gurwitch
OPeratinG Partner, Castanea paRtneRs

¬  “whAt do I look For 
in a brand? On top of all 
of it, gut is certainly part 
of it. i look for a brand 
that has identified a white 
space. i always think 
about the retailer—when 
i did Laura Mercier, i 
said, ‘they don’t need 
another bobbi brown, 
so i have to stand for 
something different.’ if 
it’s a disruptive brand, all 
the better. Drybar created 
a new business model 
and i was impressed by 
how brilliantly branded 
they were. i look for a 
passionate founder with 
a clear vision—i need to 
drink their Kool aid.”

The  
Builders

42  wwd beauty inc Photograph by amy lombard
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¬ “beAuty From within 
has always felt like such 
a platitude. What’s 
different now is people 
understand this holistic 
view of prevention and 
preservation. in talking 
to dermatologists and 
plastic surgeons and 
beauty editors and 
facialists, what i’m 
hearing is very much what 
i heard with mental health 
and longevity—you can’t 
just prescribe a pill and 
make everything go away. 
it’s the same with botox 
and fillers. People are 
seeing that it doesn’t read 
as beauty. What does is 
a more holistic picture—
taking care of your 
insides, managing your 
stress and then on top of 
that the varying degrees 
of applications, whether 
it’s facials or peels or 
microbotox or hair color. 
We are using adaptogens 
for stress reduction and 
we now have the science 
to prove they work. My 
job is educating people 
on the importance of 
the daily ritual—we all 
understand a face wash is 
not something you use a 
bottle of and then expect 
your face to be clean for 
the rest of your life.  
a cream with hyaluronic 
acid isn’t something you 
use a jar of and you’re 
done. currently we’re 
focusing on ingestibles, 
but a lot of the plants 
i work with have 
transdermal potential, 
and that’s something i’m 
working on and excited 
about. there was a time 
when plants and anything 
coming from nature 
didn’t seem as potent or 
powerful. now people  
are seeing that they are, 
and they want to invest 
their money in a farm, not 
a factory.”

the FUtURist

amanda 
Chantal  
Bacon
fOunder, moon JUiCe

Photograph by maddie cordoba
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netwoRk ChieF 

Carlotta 
jacoBson
President, CosmetiC exeCUtive women

¬ “goIng From being 
an editor to having to 
totally reinvent myself 
was both frightening 
and very exciting. i was 
really fortunate to have 
developed an influential 
network and access 
as an editor that i was 
able to use in my new 
career—i just didn’t 
know that at first. i had 
never run a not-for-profit 
and in the beginning, 
i was embarrassed to 
tell people if i didn’t 
know what they were 
talking about. When a 
new chairman came 
on board, she asked if i 
had a strategic plan. We 
didn’t. She said, ‘How 
are you running this 
organization?’ at that 
point i thought: i’m just 
going to say it—i don’t 
know what a strategic 
plan is. and from there 
she connected me with 
people who helped me 
learn. you have to be 
willing to learn and to ask 
your network for help. 
We have a great deal of 
power as women because 
we have these huge 
networks. We just have to 
know it is OK to ask for 
things. People gain a lot of 
power in asking—and no 
one gets ahead without 
giving back.”

Photographs by amy lombard
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milk 
makeup

¬ “beAuty And fashion 
are always a barometer of 
our times. they feed into 
each other and you can’t 
have one without the 
other. beauty is leading 
the charge when it comes 
to celebrating individuals 
and self-expression. 
Standing on your own 
is what makes you cool. 
it’s less about prescribed 
trends and pathologically 
preened beauty. i think it 

was Guido Palau who said 
backstage that trends 
in beauty almost feel 
outdated and i agree. at 
Milk, we’re challenging 
the idea of predictable 
beauty.”

style saGe

Zanna Rassi
COfOunder

¬ “usuAlly there Are 
brands that are people 
and they are built to define 
this person. With Milk, 
there wasn’t a person. 
there was a culture, a 
community. When i came 
here, i saw how the girls 
wore their makeup, what 
they liked, what they 
ate, what they did and i 
took all of that and built 
products for them. being 
in the business for 18 

years, i couldn’t build 
just another pressed eye 
shadow. the world has 
enough of that. We could 
have copied because we 
are a ‘cool’ brand. but 
we are so much more 
than that. it has to be 
something that deserves 
to be in a woman’s 
makeup bag.”

in development

dianna Ruth
COfOunder

 ¬ “when I FIrst moved 
to new york city, i dated a 
guy who grew up in SoHo, 
his parents were artists, 
the whole nine yards. but 
he had this thing where 
he would really work a 
party and try too hard. 
this other guy finally 
said to him, ‘Dude. you’re 
from new york. you don’t 
have to try. you just are 
cool.’ We live in a city that 
is a diverse melting pot 

and values are instilled in 
you here like inclusivity 
and working smarter, not 
harder. today, everything 
is transparent, every 
brand is a turntable. the 
fact that we’ve been 
transparent with our 
product, inclusive in 
casting and infused our 
values in everything we 
do is a modern point of 
view that is shared by a 
lot of people.”

the CReatavoRe

georgie gReville
COfOunder

The  
Builders
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¬ “hAvIng my own 
business for 16 years 
and having the freedom 
to employ women and 
work with women on a 
consistent basis—thinking 
about the gender gap in 
the real world didn’t play 
into our day to day. When 
it is not in your psyche to 
think there is a difference, 
you don’t realize it exists 
and you feel fearless in 
dealing with business on 
any level. after the Wall 
Group teamed up with 
WMe | iMG, a primarily 
male-dominated business, 
i recognized that men 
compartmentalize easier 
than women, but women 
nurture more easily than 
men. Just as some funny 
insight...i was talking to 
[John Frieda cofounder] 
Gail Federici and she said, 
‘When we’re teenagers, 
after every date we go 
on, girls go home and 
analyze every move, every 
word, every breath the 
person makes, whereas 
guys go home and turn 
on the tV.’ Women have 
an advantage in business 
in understanding what 
is happening. it can be 
more draining because 
you’re absorbing more 
information, but at the 
same time, it can give you 
an advantage because 
knowledge is power.”

aGent pRovoCateUR

Brooke 
wall
fOunder and Chief exeCutive OffiCer,  
the wall GRoUp

Photographs by amy lombard
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the k QUeen 

aliCia yoon
fOunder and Chief exeCutive OffiCer, peaCh & lily

¬ “to be competitive 
as a brand you have to 
go somewhere where 
the labs deliver formulas 
that other labs say 
aren’t possible. as we 
start creating our own 
product line, i’m seeing 
firsthand how advanced 
and innovative the South 
Korean beauty labs are 
compared to elsewhere 
in the world. consumers 
will always want to find 
the product where the 
ingredient absorbs that 
much better, the texture 
feels that much more 
delightful. Whether it’s a 
new way to make vitamin 
c more stable or a cc 
cream that provides full 
coverage but looks like 
you have nothing on—
those kinds of formulas 
will win.”

The  
Builders
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BeaUty BRainiaC

mona
kattan
COfOuder and manaGinG Partner,  
hUda BeaUty

¬ “when we initially 
decided to launch the 
brand, we had a really 
hard time getting support 
from retailers. at that 
point, Huda beauty was 
one of the first blog-based 
brands and not many 
people had faith in the 
company. it was tough 
to prove that the brand 
would succeed and it was 
hard work constantly 

having to provide backup 
statistics about Huda’s 
blog and her influence. 
thankfully we had good 
contacts within the retail 
industry, mainly via our 
Dubai salon, Dollhouse, 
which we leveraged to 
get initial conversations 
going. after that, it was a 
constant focus to prove 
Huda’s influence on social 
media and through her 

blog, so we decided to 
test it with other brands. 
Huda would review them 
or feature them on her 
blog, and within a day 
or two, the product was 
sold out. We used this 
information along with 
other statistics to share 
reports with retailers, 
which helped support the 
brand launch.”

soCial savant

huda
kattan
fOunder and Chief exeCutive OffiCer,  
hUda BeaUty

¬ “people here in Dubai 
are supersocial. they 
have lunch together, they 
have tea together—that’s 
why they’re obsessed 
with beauty and the latest 
fashions and trends. and 
they just love beauty. 
arab women have very 
beautiful features—a lot 
of lip and eyelid space 
so you can try shadows 
and do lots of liner and it 
will show. Originally, the 
product desires between 
women in the Middle east 
and say, europe, were 
not similar, but because 
of social media they’ve 
become more uniform. 
the Middle eastern 
market is one of the 
fastest-moving markets 
when it comes to beauty. 
We didn’t have much 
until a few years ago. 
now, people are traveling 
more and becoming more 
savvy consumers online 
and the basket spend is 
one of the highest in the 
world.”

Photograph by maddie cordoba
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¬ “everyone knows 
how fast the fashion 
industry has become. 
consumers want things 
on trend and they want 
them right away—not in 
six months. Our goal with 
every product is 45 days—
from ideation to when it’s 
in a consumer’s hands. 
We do this in a couple of 
ways. One is mind-set. 
Most of our team comes 
from manufacturing. 
We don’t want to hire 
a product developer 
who’s accustomed to 
long lead times and 
overthought systems. 
We want people straight 
from manufacturing 
who understand exactly 
what it’s going to take to 
transform an idea into 
product. the second part 
is technology and creating 
an internal system 
that allows anyone to 
manage all parts of the 
supply chain.  the third 
is finding factories with 
a high growth mentality. 
Our factory in china is 
owned by a woman who 
is turning her father’s 
business into a global 
business and she is ready 
to go. every idea we have 
she is ready to explore. 
Finally, while we do have 
certain products that are 
totally green fielded, for 
a lot of projects we’re 
starting with something 
we like and making it 
better by changing the 
story or scent or creating 
a new colorway. it’s a 
different approach and 
the goal is to create 
something magical 
quickly by working within 
certain parameters.”

speed FReak

natalie  
mackey
COfOunder & Chief exeCutive OffiCer, winky lUx

The  
Builders
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Founder’s league

Lasting impressions
No detail was too small for the legendary EstÉE LaudEr.
By JENNY B. FINE

“She Surrounded  
herSelf with Strong 

women and waS  
paSSionate about  

the buSineSS.”  
Aerin Lauder

estée Lauder’s innate elegance 

infused every aspect of the company she 

created, but it’s her legendary attention 

to detail and personal touch that built an 

empire. That hands-on ethos extended to 

every product, every communiqué, every customer 

interaction—and, of course, every corner of the 

office. She was a woman who knew what she liked. 

And when she returned from Palm Beach in the 

winter of 1969 to the company’s newly opened 37th 

floor headquarters in the General Motors build-

ing (then known as the “General Odors” building 

since it also housed the HQ of Revlon and Helena 

Rubinstein), she saw room for improvement in how 

the office of Ida Stewart, a vice president and her 

special assistant, had been arranged. Stewart was 

out to lunch, but Lauder went to work, rearranging 

the room to her liking. So that Stewart wouldn’t be 

startled on her return, she left a note, “Mrs. Lauder 

Was Here,” on the newly repositioned desk. “That is 

so Estée,” laughs Aerin Lauder, recalling the story. 

“Her whole concept was you are beautiful but you 

can be even more beautiful. She thought everything 

could be beautiful if you take the time.” 

Although Estée Lauder’s preference for writ-

ten correspondence still permeates the company’s 

culture (her son, Leonard A. Lauder, is famous for 

his “blue notes,”) Aerin believes she would whole-

heartedly embrace the digital age were she alive 

today. “She was so ahead of her time,” says Aerin, 

who started her namesake brand at age 42, around 

the same age Estée was when she started her com-

pany. “She would love Instagram and would be 

impressed by today’s entrepreneurs. She always 

surrounded herself with strong women and was 

passionate about the business.” Mrs. Lauder was 

here, indeed. ■

Photograph by jillian sollazzo
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