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The Personal Touch
The acceleration in technology has ushered in a golden age of personalization  

in the industry — a key theme at the Beauty Inc Virtual Digital Forum.  
For more, see pages 8 to 18. PLUS: Analyzing Unilever's new beauty standards  

and the latest executive moves. 
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THE BUZZ

Tk Caption

¬  Beauty companies, such as 
brand Tatcha and retailer Cos Bar, 
are rounding out the first quarter 
with key executive shifts. Tatcha’s 
founder, Vicky Tsai, has returned to 
her role as chief executive officer, 
and Cos Bar’s Oliver Garfield has 
been promoted to the top slot as 
well. Here, see the latest beauty 
executive moves. 

Cos Bar has promoted Oliver 
Garfield to chief executive officer. 
Garfield has spent the last 15 years 
with the family-owned business and 
is the son of founder Lily Garfield. 
His past roles have included co-
president, chief operating officer 
and vice president.

Vicky Tsai, founder of Tatcha, 
has been renamed chief executive 
officer of the brand as of January 
2021. Her reappointment follows the 
departure of former CEO Jean-Marc 
Plisson, who joined the company in 
2018. Tsai’s experience in the role, 
however, ranges from the business’s 
founding in 2009 to Plisson’s 
appointment. Tatcha was acquired 
by Unilever Prestige in 2019 for a 
reported $500 million.

Tom Ford Beauty has promoted 
Dexter King to senior vice 
president and general manager of 
international and global strategy, 
effective at the start of the year. 

King will manage global strategy, 
which he has helped conceptualize 
since joining the company in 2015. 
King has previously served as 
executive director, international 
business development; vice 
president, global strategy and 
fragrance marketing; and vice 
president, general manager of 
international and global strategy.

As part of the company’s newly 
minted Equity and Engagement 
Center of Excellence, the Estée 
Lauder Cos. Inc. has promoted 
Nicole Monson to the role of 
senior vice president, equity and 
engagement to oversee the Center. 
She will be tasked with managing 
the company’s long-term equity and 
employment engagement strategy, 
according to a statement from the 
company.

Coty Inc. has a new chief 
procurement officer. Stéphane 
Delbos has been promoted to the 
position from his previous role, 
which was senior vice president 
for transformation, indirect and 
procurement operations. He joined 
Coty in 2010 after time at both Pfizer 
and Ipsen.

MAC Cosmetics has named 
Aïda Moudachirou Rebois its new 
senior vice president of global 
marketing, effective last month. 

Moudachirou Rebois will oversee 
consumer and product marketings, 
while also having a hand in product 
development. Moudachirou Rebois 
joins from Johnson & Johnson, 
where she served as vice president 
of skin health brands. She began her 
career at L’Oréal.

Skinfix has tapped Jane Meredith 
for the role of general manager. A 
statement from the brand credits 
her role in the business’ growth 
in 2020, citing triple-digit sales 
increases and quadruple-digit 
growth for hero products. She will 
handle sales, human resources 
and finance responsibilities. She 
previously served as senior vice 
president of sales.

Anastasia Beverly Hills has 
chosen Robert Fagan as its new 
chief finance officer. He joined the 
beauty brand from the same role at 
lifestyle brand Johnny Was, and has 
held similar roles in fashion brands 
Liz Claiborne, Kate Spade and Lucky 
Brand Jeans.

Celebrity hair stylist Vernon 
François is Redken’s newest global 
consultant, celebrity hair stylist and 
educator. According to a statement 
from Redken, François styles the 
likes of Lupita Nyong’o, Solange 
Knowles, Serena Williams and Iman, 
among others. —James Manso

The Latest Beauty Executive Moves

By the 
Numbers: 
How to Nail 
Beauty Video 
Content 
Data from QuickFrame 
points to the most effective 
types of video marketing.  
BY JAMES MANSO

BEAUTY BRANDS ARE finding 
it more effective to show their 
customers how to use products 
versus telling them. QuickFrame, 
a video marketing production 
company, analyzed the most 
successful marketing videos from 
November 2020 to February 
2021, and found that consumers 
respond better to product-centric 
videos versus those with humans 
as their main subjects. “Just 
because a brand can produce 
video content right now with 
a number of people doesn't 
necessarily mean that they 
should,” said Lucas Piazza, chief 
marketing officer of QuickFrame.

 
1. product-centric videos have 

26 percent higher returns on 
advertising spend than videos with 

talent talking about product.

2. testimonial-style videos get 
110 percent more investment from 
beauty marketers than any other 

type of video. 

3. Testimonial videos also 
experience a 16 percent lower 
ROAS than the average video.

4. Videos with talent and creators 
get a 17 percent better costs per 

action than average videos.

5. stop-motion videos drive 
58 percent higher sales, yet received 

176 percent less investment than 
average beauty videos.

6. How-to videos bring in  
a 48 percent higher ROAS than 

before and after videos.

7. Videos with opening shots  
of the products receive  
49 percent better ROAS.

8.When videos open with a product 
being opened, they receive a  

113 percent worse CPA.

9. Videos opened with  
user-generated content received 

a 70 percent worse CPA.

10. Beauty videos  
without dialogue get a  
31 percent higher CPA.

TOP 10 INSIGHTS  
FOR VIDEO MARKETERS:

Oliver Garfield

Jane Meredith Vernon FrançoisNicole Monson

Vicky Tsai Dexter King
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LONDON — In his first major move 

since joining the company in 2019, 

Sunny Jain has thrown down the 

green gauntlet and laid out a new 

sustainability and sociallyminded 

strategy for Unilever’s Beauty and 

Personal Care division.

Jain and his team will be making 

myriad moves as part of a new Positive 

Beauty strategy, erasing the word 

“normal” from products’ packaging; 

refusing to alter marketing images, and 

challenging “narrow beauty ideals,” 

as the division advocates for more 

diversity and inclusivity in the sector.

The new strategy aims to impact  

1 billion people by 2030, and 

stretches far beyond product and 

marketing. (According to Unilever, 

1 billion people use its beauty and 

personal care products every day, and 

even more see the advertising.)

The division is also committing to 

broader sustainability targets, too, with 

plans to “protect and regenerate” 1.5 

million hectares of land, forests and 

oceans by 2030; contribute 1 billion 

euros to Unilever's Climate & Nature 

fund, and ensure that all plastic is 

“recyclable, reusable or compostable” 

across every brand worldwide by 2025.

In addition, the division will continue 

to campaign for a global ban on animal 

testing for cosmetics by 2023. Already, 

23 of its beauty and personal care 

brands are PETA-approved, with more 

working toward certification.

The new Positive Beauty strategy 

chimes with Unilever chief executive 

officer Alan Jope’s wish for the 

corporate giant to become “the global 

leader in sustainable business.”

In an exclusive interview, Jain called 

the strategy “an exciting new vision 

for the beauty and personal care here 

at Unilever. We believe that Positive 

Beauty is going to champion the new 

era of beauty, which aims to do more 

good — and not just less harm.”

He said the new strategy was aimed 

at improving the welfare of “people 

and the planet,” and was crafted in 

response to consumer demand — and 

market trends. Unilever well knows 

that consumers want products with a 

purpose, and it is determined to meet 

those demands.

Jain reiterated that Unilever’s 

“purposeful brands” grow two times 

faster than its “non-purposeful” ones, 

“and this is why I’m very, very excited 

about Positive Beauty because it’s not 

just a vision for beauty, but its a vision 

for faster growth for the division.”

In an interview late last year, Jain 

had hinted at his new strategy, and said 

it was the reason he joined Unilever. 

“We’re going to actually do things on 

the ground. We’re going to do positive 

things for the planet. It’s about doing 

better,” Jain said in December.

“Younger consumers don’t care 

about brands that are just providing 

functional benefits, they want to 

associate themselves with brands 

that are doing good for the people 

in society, and the planet," said Jain. 

"This is a future-fit vision, one that is 

going to be enduring over time.”

Jain president of Unilever's Beauty 

and Personal Care division, which had 

sales of 21.1 billion euros in 2020, a 

little less than half of the company's 

overall turnover. Brands under its 

umbrella include Dove, Suave, Vaseline, 

Pond's, Sunsilk, Lifebuoy and Glow & 

Lovely. The prestige division includes 

Hourglass Cosmetics, Dermalogica, 

Kate Somerville SkinCare, Ren, Murad, 

Living Proof and Tatcha.

In the 12 months to Dec. 31, beauty 

and personal care grew 1.2 percent, 

with the prestige portfolio, “the best-

performing luxury beauty business in 

the market,” said Jope.

The prestige portfolio is now a 700 

million euros business.

In his latest interview, Jain said 

the prestige brands will be a big part 

of the Positive Beauty strategy going 

forward and that continuing R&D 

across all products was crucial. He 

wants to continue marrying “deep 

consumer knowledge with great 

science, technology — and purpose. 

When you can do that you can bring 

amazing products to life and also 

drive fantastic growth rates,” he said.

Jain pointed to Melé, a Unilever 

brand that launched last year in 

the U.S. “It was co-created with 

dermatologists of color, and it’s really 

designed to give melanin-rich skin 

the attention it deserves. It was a 

hugely successful, and the growth 

rates are exceptional,” he said.

A large part of Positive Beauty 

is based on the work that Unilever 

is already doing in the areas of 

sustainability and inclusion. Positive 

Beauty has also been inspired by Dove 

and its Campaign for Real Beauty, 

according to Jain. Dove is the largest 

beauty brand in the world, and Jain 

said it’s consistently one of the fastest-

growing mass consumer brands.

The Campaign for Real Beauty 

launched in 2004 in response to  

a global study that showed only  

2 percent of women would describe 

themselves as beautiful. 

“Dove embodies what we're trying 

to do with Positive Beauty across 

the entire division. What we love 

about Dove is that it goes beyond 

advertising and marketing to take 

real action on the ground,” Jain said. 

He pointed to the Dove CROWN Act, 

which was created in 2019 by Dove 

and the CROWN Coalition.

With Dove in mind, Jain 

commissioned his division’s latest 

piece of research: a global survey of 

people’s experiences of the beauty 

industry. It polled 10,000 people 

across nine countries, Brazil, China, 

India, Indonesia, Nigeria, Saudi 

Arabia, South Africa, U.K. and the U.S.

It found that 56 percent of people 

think the beauty and personal 

care industry can make people feel 

“excluded,” while seven in 10 people 

said that using the word “normal” on 

product packaging and advertising 

had a negative impact. For those aged 

18 to 35, that figure rose to eight.

The research also showed that 69 

percent of people said they would 

recommend a beauty brand to their 

friends and family if it caters to a 

wide range of skin and hair types. 

Half of respondents said they would 

pay more for these products.

The survey shed light on other 

themes, too: Some 74 percent of 

respondents said they want to see the 

beauty and personal care industry 

focusing more on making people 

“feel” better, than just “look” better.

More than half said they now pay 

more attention to a company’s stance on 

societal issues before buying products.

“Inclusivity matters more to 

people than ever before, and younger 

generations feel that it's time for brands 

to show even more responsibility,” Jain 

said. “We know we have the power to 

make a real difference, and by doing 

so, we will become a stronger, more 

successful business.”

Taking a Cue From Dove, Sunny Jain  
Sets Goals for Unilever Beauty 
The new Positive Beauty strategy chimes with Unilever chief executive officer Alan Jope’s wish for the 
company to become “the global leader" in sustainable business. BY SAMANTHA CONTI

Sunny Jain is president of beauty  
and personal care at Unilever.



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

P O W E R E D  B Y :

UNILEVER PRESTIGE AND WWD PARTNER TO LAUNCH: 

Project Connect—Bridging 
the Digital Divide

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

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

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

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

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

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

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

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

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

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

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

 
• A future-focused mindset that 

prioritizes pandemic rebuilding 
across industries.

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

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

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

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

 
Applications must be submitted by 

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

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

to enrich that 
space at the 
intersection 

of our digital 
lives and our 

need for human 
connection.”

Va s ilik i Pet rou ,  
Executive Vice President of 

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

APPLY HERE

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

The pandemic caused 
an immense acceleration 

in technology in every 
aspect of life including 
everyday interactions.

Vasiliki Petrou, 
Executive Vice 
President of  
Unilever Prestige

Amanda Smith, 
President, Fairchild 
Fashion Media

Organizers said 
innovations in 

technology will create 
“a bridge to the future.”

http://bit.ly/3et6WDN
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BEAUTY AND WELLNESS 

brand founders and scientists Carol 

Christopher, Elsa Jungman and 

Barbara Paldus have joined forced to 

create the Science of Beauty Collective.

“Barbara and Elsa and I had 

connected and gotten to know each 

other over the last year doing some 

collab partnerships with our brands,” 

said Christopher, founder of Ellis Day 

Skin Science. “We realized that we share 

a lot of common values and experiences. 

And I think, foundationally, we all 

saw the priority of having data-driven 

brands and the scientific approach 

to developing products and making 

marketing claims.”

The women, who each hold a Ph.D., 

are sharing their respective networks, 

resources and expertise with the 

aim of redefining beauty industry 

standards, while supporting other 

female brand founders. The collective 

— formed with the help of Odile 

Roujol, founder of the Fashion and 

BeautyTech community — currently 

has 16 members, a diverse group of 

beauty and wellness founders living 

in San Francisco, New York City, 

Washington, D.C., Paris and London. 

Victoria Fu and Gloria Lu of Chemist 

Confessions, Rahama Wright of 

Yeleen Beauty and Hélène Azancot of 

Yodi Beauty are among the bunch.

“Part of the group is also about 

creating a support network,” said 

Paldus, founder of Codex Beauty Labs. 

“If you look at the beauty industry, it 

was geared more toward marketing 

and influencers. But with the 

emergence of COVID-19, there's a 

resurgence and almost a renaissance 

of science. Also, with the change in 

the U.S. administration, I would say, 

there's now a much greater respect 

and push for science again after the 

last four years. And so, one of the 

things we wanted to do was as a 

collective support each other.”

Using science-backed data, they 

plan to create their own standards 

for reporting product performance 

and defining terms like “clean” and 

“antiaging” to create transparency 

and better educate the consumer 

along with the beauty and wellness 

industries as a whole.

“Not all founders understand 

necessarily the science but for anyone 

who wants to join, that's why we 

did this movement, to bring more 

awareness,” said Jungman, founder of 

Dr. Elsa Jungman.

The group plans to host webinars 

with diverse industry experts 

to discuss various subjects and 

learnings, she added. Those 

interested in joining or knowing 

more are invited to sign up for 

the collective's newsletter at 

scienceofbeauty.org.

“I think it's also important to note 

here that while the cosmetics industry 

is regulated by the FDA, it's very 

much a self-policing honor system,” 

Paldus said. “There's also been 

an incredible amount of lobbying 

to declaw the FDA by the large 

companies since the 1980s. And so, 

the cosmetics industry is something 

where, if we are going to be expected 

to self-monitor and self-regulate, then 

we want to do that through science, 

through things that are measurable, 

through things that are obvious, 

through data. That's why we wanted 

to start this group. We want to help 

people in that self-regulation of the 

cosmetics industry, to also help the 

consumers and prevent people from 

making mistakes.”

Beauty Founders Unite to Create 
Science of Beauty Collective
The group aims to use science-driven data to create their own standards 
for reporting product performance and defining unregulated industry terms 
like “clean.” BY RYMA CHIKHOUNE

ESTÉE LAUDER IS heading to Brazil.

The cosmetics brand, which 

celebrates its 75th anniversary this 

year, is partnering with Sephora 

Brazil to launch in all doors and 

online. Estée Lauder will take 

over Sephora Brazil's windows, 

bringing its bestselling franchises 

and products to the retailer abroad, 

including Double Wear, Revitalizing 

Supreme+, Pure Color, Bronze 

Goddess and Advanced Night Repair, 

which relaunched over the summer.

“The brand has been [experiencing] 

double-digit growth for quite some 

time now,” said Stéphane de La Faverie, 

group president, The Estée Lauder Cos. 

Inc., and global brand president, Estée 

Lauder and Aerin. “We're trying to 

capture the growth of the consumer in 

various places around the world. Brazil 

was the obvious geography that was 

missing for the brand.”

Estée Lauder plans to build loyalty 

with the Brazilian consumer through 

sampling of its hero products. 

The company has partnered with 

Brazilian influencers and celebrities, 

including the actress Juliana Paes. In 

keeping with its tradition of hosting 

“lipstick giveaways” upon its entry to 

new markets, the company will offer 

a free lipstick with any Estée Lauder 

purchase for a period of time at 

Sephora Brazil.

Brazil is the fourth-largest 

cosmetics and personal care products 

market in the world in terms of 

revenue, according to Statista, which 

ranks Brazil behind the U.S., China 

and Japan. The Estée Lauder Cos. 

Inc. have headquarters in São Paulo, 

where they employ 700 people, 

according to de La Faverie.

“Our vision is to be the number-

one prestige skin care brand in the 

market,” de La Faverie said, referring 

to Estée Lauder, the brand. “Even 

though we're launching skin care and 

makeup, we know that traditionally 

our leadership in skin care globally is 

one of the key focuses of the brand. 

We're giving ourselves about three 

years to be the leading skin care 

brand in the market.”

In conducting market research, 

Estée Lauder found that Brazilian 

consumers are most interested in 

learning the science and technology 

behind the company's products.

“Everybody wants to understand 

about the product, but [Brazilian 

consumers] want to understand what 

are the credentials behind the brand, 

what type of clinical testing we were 

doing,” de La Faverie said. “They are 

super passionate about antiaging 

products.”

Noting “the diversity of skin 

[tone] within the Brazilian women 

population,” the executive said that 

Estée Lauder will launch 60 shades of 

its Double Wear foundation in  

the country.

“We are focused on representing 

all skin tones around the world,” 

de La Faverie said. “We are going 

to launch 60 shades of our Double 

Wear foundation to understand all 

the diversity of shade and undertone 

in the market. The confidence you 

give to women by adding the right 

shade that not only fits your skin but 

also your undertone is critical. The 

importance of diversity of Brazilians 

was critical.”

Estée Lauder Pushes Brazil Expansion
The brand will take over Sephora Brazil windows and host a “lipstick giveaway” 
for a period of time. BY ALEXA TIETJEN

Estée Lauder 
Advanced 
Night Repair

Science of Beauty Collective members Rahama Wright, Carol Christopher, Elsa Jungman,  
Marie Drago, Britta Cox and Barbara Paldus. Christopher, Jungman and Paldus founded the group.



P O W E R E D  B Y :

WINNING CHINA 
MEANS PLAYING THE 

LONG GAME 

A
s China eliminates animal
-testing on many beauty 
products, ethically minded 
beauty brands are eyeing 
the market in a fresh 
light. Cruelty-free brands, 
and especially indie 

brands, have long looked forward to the  
potential opportunity. 

Entering China means connecting with 
some of the world’s most discerning and 
highly engaged beauty consumers. With 
the beauty market projected to grow to $60 
billion in 2021 it will be the largest beauty 
market in the world, according to GED 
China. Though entering China will not be 
without its challenges as brands navigate 
cross-border distribution and launch to a 
broader audience. 

For cross-border beauty accelerator, 
GED China, who has worked with brands 
including Caudalie, GlamGlow, and cur-
rently with Dr. Barbara Sturm, RéVive 
Skincare, Embryolisse, Tocca Perfume, 
Tria, and Clark’s Botanicals, among others, 
to bring omnichannel experiences to life 
in China, commitment to brand building 
is paramount in the cross-border journey. 
GED China knows that to create a mean-
ingful connection with China’s discerning 
Gen Z and Millennial audience, brands must 
build awareness by localizing brand DNA 
and enhancing cultural relevance. Through 
education and social engagement, GED 
China continues to establish brands’ lasting 
impact and long-term success. 

Here, Jean-Philippe Benoist, founder 
and chief executive officer of GED China, 
talks to WWD about the opportunity 
in cross-border distribution, de-risking 
market entry, and how to resonate with 
China’s beauty consumer.   

Fairchild Studio: How do you work with 
brands to know if they are ready to 

launch in China? 
Jean-Philippe Benoist: Brands must be 
clear on the strategic vision for their brand 
in China, and do their internal due dili-
gence around appetite for risk, must-haves 
from their future partner, growth targets, 
marketing support, and financial, opera-
tional and supply chain readiness. 

Brands must understand their target 
consumer, the products that will resonate 
and why, and how their brand will be ex-
perienced and consumed.  At the same 
time, it is helpful to understand the drivers 
of brand building – from seeding and or-
ganic engagement on social media, selling 
through social commerce on RED, WeChat 
and Weibo, and increasingly on Kuaishou, 
Douyin and Bilibili, and eventually, harvest-
ing on e-commerce platforms like Tmall 
and JD.com .  

Fairchild Studio: How does GED China 
work with brands to empower an omni-
channel experience?
J.P.B.: Pre-cross border, brand build-
ing was concentrated in a few specialty 
beauty chains including Sephora where 
GED China built several brands from the 
ground up in China including Caudalie 
and GlamGlow. Since the advent of cross 
border, the customer journey takes place 
on digital with the last mile experience 
managed by Tmall and local resellers who 
deliver to their customers. Recently, with 
the emergence of online to offline luxury 
beauty stores, GED China is creating a 
seamless online to offline experience for its 
brand partners in luxury retail settings.  

Now, with the elimination of animal test-
ing, GED China will help brands to prepare 
and position for brick-and-mortar retail. 
Initiating product registration is the first 
step in this process. Cross-border distri-
bution allows brands that aren’t registered 
in China to sell to customers in mainland 
China. Distributors with warehouses within 
free trade zones in China and Hong Kong 
sell these brands on digital platforms such as 
RED, Taobao, and Tmall Global as well as 
in specialty brick-and-mortar beauty stores 
that integrate online to offline selling.

Fairchild Studio: What is China’s beauty 
consumer looking for today?
J.P.B.: China’s beauty market is fueled by 
avid Gen Z and Millennial consumers seek-
ing innovation, quality and performance. 
The Chinese consumer takes their cue from 
the brand in its homegrown market – be it 
the U.S. or elsewhere. They want to experi-
ence the brand on their terms and in their 
vernacular. For instance, we help some of 
our partners customize sets and packaging 
for Chinese New Year to amplify their cul-
tural relevance.

The Gen Z and Millennial audience 

China’s beauty 
market is 

fueled by avid 
Gen Z and 
Millennial 

consumers 
seeking 

innovation, 
quality and 

performance.”
Jea n-Ph ilippe Be noi st 
Founder, chief executive 

officer, GED China

As China’s beauty regulations shift, GED China helps beauty brands decode the  
state of play and navigate opportunities to build and scale.

A beauty brand’s entry 
into China means 

connecting with some of 
the most discerning and 

engaged consumers.

Fairchild Studio: When launching a 
brand in China how does GED China 
build a strategy to maintain its DNA 
while enhancing cultural relevance? 
J.P.B.: Educating on brand story, value 
proposition, ingredient story and product 
performance through handpicked KOLs 
and influencers who decode brand mes-
saging for their micro-communities of 
avid brand followers. In turn, they gener-
ate brand momentum and drive growth 
on leading social commerce platforms and 
social media platforms. 

Fairchild Studio: To that end, how are 
the social media platforms in China simi-
lar or different than those in the U.S.?
J.P.B.: China’s leading social media plat-
foms optimize shopability. As a datapoint, 
WeChat - China’s largest social messaging 
platform – doubled total transactions in 
2020 to $247 billion in and the goal is to 
grow this further through short form videos 
to compete with leading short form plat-
forms like Kuaishou and Bilibili.

 To scale sustainably and build brand 
equity, GED China avoids the peaks and 
troughs of high-octane promotional selling 
by prioritizing organic engagement over live 
streaming on Tmall. We help brands set up 
their own channels on WeChat, Weibo, and 
RED in addition to driving micro-commu-
nity building collaborations and activations 
with key opinion leaders, influencers, and 
celebrities on leading social media platforms.

looks for a differentiated and authentic 
brand story with a value proposition based 
on science-led innovation, a strong ingre-
dient story and performance driven prod-
ucts. They do brand deep dives, extensive-
ly researching and reading reviews across 
multiple platforms as part of their purchase 
decision making. 

Jean-Philippe Benoist
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1. All for One: T h e  a c c e l e ra t i o n  of  a l l  a s p e cts  of 
d i g i ta l  i s  u s h e r i n g  i n  t h e  a g e  of  p e rs o n a l i za t i o n  t h a t 
exte n d s  a c ro s s  a l l  a s p e cts  of  a  b ra n d ’s  i n te ra ct i o n 
w i t h  c o n s u m e rs .
 
2. The Demand for Data: To  c o n n e ct  t h e 
d ots ,  to  e n a b l e  p e rs o n a l i za t i o n ,  to  d r i ve  a ct i o n a b l e 
i n s i g h ts .  T h e  key  l i e s  i n  h ow  c o m p a n i e s  d i s s e m i n a te 
i n fo r m a t i o n  t h ro u g h o u t  t h e  e n t i re  o rg a n i za t i o n .
 
3. Any Time, Any Place, Any Where:  T h i s  i s 
w h e re  c o n s u m e rs  ex p e ct  to  b e  a b l e  to  f i n d  yo u .
 
4. Keeping It Real:  As  c l i c h é d  a s  t h e  wo rd  h a s 
b e c o m e, a f te r  s p e n d i n g  t h e  b et te r  p a r t  of  a  ye a r 
 o n  s c re e n , p e o p l e  a re  a t t u n e d  to  a u t h e n t i c i t y  o n l i n e.  
I f  yo u  fa ke  i t ,  yo u ’ l l  n eve r  m a ke  i t  i n  t h i s  l a n d s c a p e.
 
5. Knowledge Is Power:  G e n  Z  i s  t h e 
m o st  i n fo r m e d  c o n s u m e r  b a s e  i n  h i sto r y.  Tota l 
t ra n s p a re n cy  i s  n o n n e g ot i a b l e. 
 
 

6. The Beauty Boost:  B e a u t y  a s  a  c o n d u i t  to 
c o n f i d e n c e  i s  a  m e s s a g e  t h a t  i s  d e e p l y  re s o n a t i n g 
w i t h  s h o p p e rs  to d a y.
 
7. Keeping It Real, Part 2: To  t h a t  e n d , 
m e s s a g i n g  a n d  i m a g e r y  a re  evo l v i n g .  U n reto u c h e d 
p i ct u re s  —  o n c e  a n  o u t l i e r  —  a re  i n c re a s i n g l y 
b e c o m i n g  t h e  n o r m .
 
8. Video, But Keep It Snappy: S h o r t-fo r m 
v i d e o s  a re  d r i v i n g  e n g a g e m e n t  o n  b ot h  s o c i a l  m e d i a 
a n d  e m e rg i n g  c o m m e rc e  p l a t fo r m s
 
9. Skin Care, Skin Care, Skin Care:  Pe r i o d .
 
10. Look to the Future:  C h i n a  i s  l e a d i n g  t h e 
wa y  i n  m a ny  d i g i ta l  i n n ova t i o n s ,  p a r t i c u l a r l y  a ro u n d 
s e l l i n g .  Fo r  a  g o o d  i n d i c a to r  of  w h a t ’s  g o i n g  to  m a ke 
i ts  wa y  i ts  wa y  to  t h e  U. S .  a n d  Eu ro p e, sta y  u p  to  d a te 
o n  d eve l o p m e n ts  t h e re.

AS WE TAKE STOCK OF 2021, it's clear that the 

digital acceleration that began in 2020 is continuing 

to gain speed. At the Beauty Inc Virtual Digital Forum, 

held on Feb. 25, speakers from all aspects of the industry 

addressed many of the key issues that are most impacting 

the business today: how to effectively leverage data to 

drive personalization, the rise of emerging e-commerce 

platforms, communicating in the age of COVID-19 and 

effecting a transformational shift in thinking across 

organizations large and small in order to pivot to today's 

fast-moving environment. Here, the top 10 takeaways from 

the forum, and in the pages that follow, a full recap.

The Need for Speed

10
Top Takeaways

DEEP DIVE The Beauty Inc Virtual Digital Forum
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FOR JANE LAUDER, it's not about 

the data, but what you do with it.

The newly appointed executive vice 

president, chief data officer at The 

Estée Lauder Cos. Inc. spoke at WWD's 

Digital Beauty Forum, where she 

shared her thoughts on data and what 

she called “aspirational intelligence.”

Within the past six months, Lauder 

created “an infinity loop” meant to 

streamline internal information-

sharing. Half of the loop “is how all 

of our employees get information to 

be able to do everything from product 

innovation to supply management, 

demand planning to finance,” 

she said. The other half involves 

“the entire consumer experience,” 

encompassing “the creativity, the 

media, the high-touch experiences 

you have in store, online.”

At the center of the loop is data 

and aspirational intelligence, which 

Lauder described as “connecting the 

dots to find something that's desirable 

and aspirational for consumers.”

Lauder gave an example of her late 

grandmother, Estée Lauder, who used 

to “go into people's bathrooms,” observe 

the colors and finishings — doorknobs, 

for example — and apply her findings to 

the creation of her brand's packaging.

Data-sharing at The Estée Lauder 

Cos. involves “self-serve,” aka allowing 

teams to view “syndicated data” to 

understand what's working — or not 

— in a given market, Lauder said.

“We also have content drops — 

being able to send out reports and 

information,” she said. “The last 

is live-sharing [of] best practices, 

what we're seeing around the world. 

We're lucky we have people on the 

ground in so many different markets 

who can share with us what they're 

seeing, trends before they get big. 

Having that competitive intelligence 

is critical.”

The company applies findings such 

as trending ingredients and desired 

benefits to product development, 

Lauder said.

The COVID-19 pandemic has 

accelerated The Estee Lauder Cos.' 

brands' e-commerce strategies, with 

online sales driving growth. Though 

Millennials and members of Generation 

Z were “early adopters” of digital, “more 

mature consumers” have been shopping 

online during the pandemic “and are 

loving it,” according to Lauder.

“A slight difference is that the older 

consumer is much more interested 

in live chat and speaking to someone 

live,” she said. “A younger Gen Z or 

Millennial might use virtual try-on 

tools first before [asking] for help.”

In response to an audience question 

for her thoughts on virtual try-on 

tools, Lauder said they have “gotten 

better” over the past several years.

“When I started on the journey at 

Clinique to do Clinical Reality with the 

team, we were like, how do we show 

before and after?” Lauder said. “With 

skin care, you're hoping that the results 

you're being told are clinically proven 

you can see on your face. How great to 

be able to see that immediately.

“Virtual try-on is there to help solve 

the pain points, whether it's finding 

the right shade, the right skincare, 

et cetera,” she continued. “I think it's 

going to be more broadly adopted as 

we think about the consumers and 

those pain points and solve for them.”

Jane Lauder on  
Data and ‘Aspirational 
Intelligence’ 
The Estée Lauder Cos. Inc.'s newly appointed chief data 
officer talks “connecting the dots to find something that's 
desirable and aspirational for consumers.” BY ALEXA TIETJEN

DEEP DIVE Acceleration and Transformation

FOR TRISTAN WALKER, founder 

and chief executive officer of P&G-

owned Walker & Company Brands, 

technology and community are 

intertwined.

Walker, a tech alumn and the founder 

and chief executive officer of P&G-

owned Walker & Company Brands, 

outlined his approach to community 

building during a conversation with 

Beauty Inc's executive editor, Jenny B. 

Fine. He said his background in tech 

informs his outreach.

“Something I learned from the 

technology industry is the ability 

to more effectively reach your end 

consumer, to touch them and get 

closer to them,” Walker said. “The one 

advantage that we had in launching 

Bevel is to reach the audience that 

we serve in the U.S., and we have a 

fundamental belief that Black culture 

leads all global culture, and technology 

is just an accelerant to that culture.”

Walker also discussed the impact 

of the Black Lives Matter movement. 

“It was important to model the values 

that you're going to come back to, to 

pick a side, and really stand firm,” 

he said. “Ever since Walker and Co. 

was started, there were six values 

that mattered dearly to us: courage, 

inspiration, respect, judgment, 

wellness and loyalty. Our consumers 

knew that we were pretty firm in 

those things, and we're on their side.”

To that end, Bevel’s partnership last 

year with meditation app Headspace, 

wherein the brand offered its community 

free memberships, was a huge hit. 

“Thinking about mental health and 

the importance of feeling like you can 

survive really resonated because it was 

truly authentic to what we do,” he said.

More recently, Bevel introduced a 

new video campaign called Created 

for Kings. “Bevel started as a 

celebration of the uniqueness of the 

Black experience. We wanted to show 

we're not a monolith, Black men are 

also fathers and partners,” Walker 

said. “We have jobs contributing to 

this country, and its promise. How do 

we celebrate that uniqueness?”

“We tend to think about diversity as 

this-ethnicity versus that-ethnicity. But 

there's so much richness in diversity, 

even within the Black male community 

itself. We want folks to feel like they 

can be a part of this community, and 

with a company that really leads from 

within,” Walker continued.

Walker’s philosophy seems to be 

working, seeing as his consumers 

range in age. Lately, though, the 

brand has been performing well 

with Generation Z, partially due 

to popularity on TikTok. “We over-

index with Gen Z, but we are really 

evenly distributed across different 

age groups, because those principles 

of what we're about, those are really 

relevant, whatever your age, and your 

skin concerns,” Walker said.

Bevel’s Tristan Walker Fosters 
Community With Technology 
At Beauty Inc’s Digital Forum, Walker discussed how his past life in tech shaped the present 
— and future —of Walker & Company Brands. BY JAMES MANSO

Tristan Walker

Jane Lauder
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THE BEAUTY INDUSTRY might 

have been a latecomer to digital 

transformation versus other industries, 

but Coty Inc.’s newly minted chief 

digital officer Jean-Denis Mariani 

noted it’s quickly picked up speed.

Mariani sees content as key 

to inspire, engage and convert 

consumers. The executive believes 

digital transformation is about 

mind-set, and said he’s not the only 

chief digital officer at Coty — “every 

employee is a chief digital officer.”

In sync with that, investment-wise, 

the company is focused on building 

the foundation for all of its brands for 

sustainable growth.

“We’re going to invest in 

omnichannel, top-notch capabilities, 

more in digital media and for 

showing content,” he said, adding 

Coty is building a “content factory” in 

Shanghai and in 

He outlined some differences 

between China and the U.S.

“China is a very specific market,” 

he said. “We know that, for example, 

social commerce, livestreaming 

and e-commerce are booming. The 

content has to be very localized, to 

answer very local expectations.

Despite fragrance generally 

being a hard sell online, during the 

coronavirus pandemic that shifted, 

and Coty found great success especially 

with the Marc Jacobs Perfect scent.

The Perfect scent was the 

bestselling fragrance launch in the 

U.S., U.K., Canada and Australia, not 

least due to its 360-degree digital 

campaign. That was cocreated with 

microinfluencers and involved a 

TikTok push around self-expression.

“We believe strongly in creativity 

and self-expression from our 

consumers to build brand awareness 

and desirability,” said Mariani.

The founders behind Kylie Beauty 

and KKW — Kylie Jenner and Kim 

Kardashian West — are two of the 

most creative self-expressers on social 

media. There are three main learnings 

drawn from them that are applicable 

to all brands. These are: the 

importance of creating a lot of diverse 

content to build brand awareness.

Second is the “drop” model. 

“It is a huge driver to create this 

momentum,” said Mariani.

“The third one is about community,” 

he continued. “With Kylie and 

Kim, we’ve developed this sense of 

belonging to a brand. So then it’s a 

question of animating this community.”

Coty is exploring different 

e-commerce pilots.

“The good thing is that when you 

look at all these emerging platforms, 

they are going in exactly the same 

direction,” said Mariani. “They 

recruit a community, animate this 

community, and then they make this 

community become transactional. 

Looking into his crystal ball, Mariani 

sees video eclipsing photographs online.

Mariani also envisions a fully 

integrated, seamless ecosystem for 

e-commerce, with strong momentum 

for livestreaming and social commerce.

“Entertainment, creativity and 

education will be key pillars of this. 

In two years, it is going to be new, 

better and different.”

Mariani emphasized: “There is no 

digital strategy anymore. It’s just 

strategy in a digital world.”

Coty’s Jean-Denis 
Mariani Discusses 
Digital Transformation 
The chief digital officer at Coty Inc. said: “There is no digital 
strategy anymore. It’s just strategy in a digital world.”  
BY JENNIFER WEIL

DEEP DIVE Acceleration and Transformation

WHILE MANY BRANDS are 

putting their manpower behind 

digital activations, digital-first brand 

Paula's Choice is getting ready for a 

brick-and-mortar push.

Chief marketing officer Erika 

Kussmann credited growing brand 

awareness online as the impetus to 

move offline. “We have the largest 

d-to-c skin care brand in the U.S. We’re 

at the perfect point where we have this 

growing awareness,” she said. “There’s 

going to be this really exciting dynamic 

between the d-to-c channel and the 

retail where it can explode because 

we’re available to our customers.”

The brand, whose credibility is built 

on the discerning eye for ingredients 

of its namesake founder, has had 

to rethink how it disseminates 

information over the course of its 

existence. Adapting has been key to 

not just surviving — but thriving. 

“We went from books, to long-form 

[content] on our site, to really having 

multiple formats of content, or 

multiple channels,” Kussmann said. 

“That’s important to us because we 

want to be a part of the conversation.”

The brand’s digital touchpoints with 

prospective consumers are wide-

ranging, ranging from educational 

videos on YouTube to influencer content 

on other social media platforms. “As 

we think about digital, we want to get 

scale. So, we have reached the kind of 

growth and ability to reach as many 

customers as possible,” she said.

Part of that is tailoring content to 

each type of media, with deep dives 

on ingredients living on platforms like 

YouTube and more bite-sized formats 

going on TikTok or Instagram Reels. “We 

can be targeted and tailor a campaign, a 

message, a piece of content to a specific 

audience, and reach them with that 

targeted message,” Kussmann said.

One of the advantages to being so 

present, Kussmann added, is having 

a robust dialogue with customers. 

“We can have a two-way conversation 

on our digital channels. On social, 

we constantly do surveys and really 

engage our customers. If you look at 

our Instagram feed, for instance, our 

customers are at the center of our story. 

Customers are a big part of it,” she said.

The brand, is popular among the 

TikTok set, where ingredient stories and 

technical education perform well. “It’s all 

got to go back to that same information, 

that same research, that same 

knowledge. But TikTok is a very different 

format with different content types and a 

different audience,” Kussmann said. “For 

us, our opportunity there? We’re just at 

the tip of the iceberg,” she said.

Paula’s Choice is adapting its 

education tools to be used in 

brick-and-mortar, given its recent 

partnership with Sephora. “How do 

you bring this amazing, rich online 

experience and education into an 

in-store environment and make it 

seamless?” Kussmann said. “As a 

brand, we look to educate everywhere. 

Our goal is for people to make the best 

decisions for their skin, and so the 

opportunity for us is to be able to have 

this new, live brand experience that we 

currently don’t have at all.”

Paula’s Choice Brings 
Digital Education  
To Sephora 
After a big year on TikTok, Paula’s Choice is using its 
momentum to bring its education-first line to Sephora.  
BY JAMES MANSO

Erika Kussman

Jean-Denis Mariani



Stella Rising’s Rina Yashayeva shares insights into the growing dominance  
of Amazon in the beauty market.

P O W E R E D  
B Y :

Amazon: Beauty 
Retailer of Choice?

D
uring Beauty Inc’s 
2021 Digital Forum, 
Rina Yashayeva made 
a bold prediction about 
the world’s biggest 
retailer: “Amazon will 
become the number 

one destination for luxury and premium 
beauty in the next three years surpassing 
Sephora,” she said.

The vice president of marketplace 
strategy at Stella Rising, the market-
ing and media agency, said Amazon’s 
increase investment in the beauty cat-
egory “has contributed to their accel-
erated growth; and they have one goal 
in mind: to offer their consumers the 
product that they want at the best price 
they can find.”

Which means gaining access to the 
beauty brands Amazon know consumers 
are already looking for, Yashayeva said. 
And she has a bit of inside knowledge 
informing her perspective. While working 
in a business development role at Amazon, 
Yashayeva said she “was given a list of 
beauty brands to sign on to the platform 
— 478 brands to be exact.”

“Amazon is strategically and aggres-
sively continuing to push beauty and is 
unrelenting in their goal to becoming a 
leader in the category,” Yashayeva said. She 
then shared the story of Amazon’s “brief 
history” of entering mass beauty and then 
evolving offerings into the luxury beauty 
segment, which reached a new peak last 
fall with the launch of beauty brands onto 

its Luxury Stores by Amazon platform for 
Prime Members.

Amazon’s role
Yashayeva said the role Amazon plays in the 
market is significant. She said while beauty 
shoppers continue to turn to Sephora or 
Ulta Beauty for product discovery, many 
make purchases on Amazon. “Or, she’s 
standing at a Walgreens pulling up her 
phone to read reviews on Amazon and 
still buying in-store — like I’ve done 100 
times,” she said.

“The takeaway here is that Amazon 
does not function in a vacuum and rather 
it should be part of a brand’s holistic 
approach to meet the consumer where 
they are because the facts are clear: 
your consumer is already on Amazon,” 
Yashayeva said adding that this consumer 
shopping behavior in the beauty category 
“is reflected in Amazon’s results.”

Those results include dominance in 
U.S. e-commerce sales. Yashayeva said 
Amazon garners a 38 percent market share 
of total online sales. She also noted that 
beauty is one of Amazon’s fastest growing 
categories with new brands entering the 
platform nearly every day.

Of course, the pandemic has driven 
explosive growth of key categories in 
beauty, and Yashayeva said sales spiked 
in March of last year, and through the 
summer and then with “another peak in 
October during a very belated Amazon 
Prime Day as we became our own hair 
stylists or our own manicurists and esthe-

month, we see that less than 20 percent of 
the top 100 terms are branded and the rest 
are non-brands or generic terms.”

Digging deeper into search results 
also showed how shoppers were making 
product choices. Yashayeva said with 
hair dryers, for example, customer 
searches were specific to key models. 
“When she is looking for a hair dryer, 
she hasn’t made up her mind on whether 
she wants a Con Air or a Revlon or a T3 
Micro, so brands have the opportunity 
to change her mind through organic and 
paid efforts,” she said.

With beauty brands, Yashayeva said 
that Johnson & Johnson, Unilever and 
P&G are “royalty in mass beauty” on 
Amazon while L’Oreal, Revlon and Cody 
“have brands in both mass and luxury on 
Amazon.” But there are some holdouts, 
she added, and brands such as Shiseido 
are now “wetting their toes” on the site 
while other brands such as Estee Lauder 
are being sold through third-party sellers.

Making it different
While many top beauty brands see one-
third of their total sales on Amazon, 
Yashayeva said “we cannot live in an 
Amazon bubble.”

“Amazon alone is not enough to carry 
your brand,” she explained. “Your suc-
cess depends on your brand awareness. 
So, before you launch, ask yourself where 
Amazon fits into your holistic e-com-
merce strategy and ensure that all chan-
nels are working synergistically at all 
times,” Yashayeva said.

Yashayeva also stressed the importance 
of differentiating your brand from the 
competition, which includes better lever-
aging content and product reviews. “You 
have to focus on what sets your product 
apart and why she paying $58 for it,” she 
added. She said brands need to be prepared 
“to put in time and resources” behind sell-
ing efforts, noting that the largest pool of 
money should be “allocated to advertising 
just like you would invest in paid search or 
paid social; having a separate budget for 
Amazon is crucial.”

She said companies should also “save 
some dollars for promotions or partici-
pation in Amazon events. For example, 
they’re really pushing Amazon Live this 
year; partnering with beauty influencers 
and some of our clients are participating 
in that.”

“Lastly, [partnering with] a dedicated 
resource who knows the platform is a must 
as Amazon is unfortunately not intuitive 
and requires expertise,” Yashayeva said.

“I know that Amazon holds tremendous 
opportunity for beauty brands of any size, 
and it has never been easier to launch a 
new brand than right now,” she explained.

“But ultimately it has never been 
harder to succeed,” Yashayeva said, adding 
that the “consumer has already spoken 
and they have chosen Amazon beauty as 
their retailer of choice. It’s time for luxury 
brands to do the same.”

ticians — as consumer behavior shifted 
towards DIY beauty.”

In regard to this year, many of these 
trends are continuing, she said, which 
includes a focus on hair and nails, “and 
focusing on eye makeup since masks aren’t 
going away anytime soon.” The data also 
revealed the mix between branded items 
and generic products. Yashayeva said ana-
lyzing the top search terms on Amazon 
showed that “consistently, month over 

Amazon alone 
is not enough 

to carry 
your brand. 

Your success 
depends on 
your brand 
awareness.”

R i na Ya shayeva ,  
vice president of 

marketplace strategy  
of Stella Rising

Rina Yashayeva 
presents during 

the Beauty Inc 
Digital Forum.

For some beauty 
brands, Amazon can 
account for up to 30% 
of total sales.
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SKIN CARE IS boosting beauty 

e-commerce sales during COVID-19.

Industry-wide, beauty companies 

are seeing online gains during 

the pandemic, with skin care and 

wellness driving growth. At Net-a-

porter, “skin care is massive,” said 

Newby Hands, beauty director, at 

WWD's Digital Beauty Forum, in 

conversation with senior editor 

Allison Collins.

“We have the time to use [skin 

care],” Hands said. “Instead of 

commuting, we're derma-planing 

and using our LED masks, the gua 

sha. Instead of baking banana bread, 

we're now looking after our skin 

intensively.”

Traffic to Net-a-porter's skin care 

content is up 100 percent over the 

past year, with wellness content up 55 

percent. Skin care was Net-a-porter’s 

top-performing beauty category in 

2020.

Beauty enthusiasts who have taken 

up a consistent skin care routine 

during the pandemic are now seeing 

the results of their commitment, 

Hands said.

“Proven science” and “clinical” 

beauty have become consumers' 

go-tos, and natural search for 

ingredients has increased.

“Women are smart. They've spent 

a lot of time looking up ingredients, 

looking up what products do what, 

sharing,” Hands said.

The most searched ingredients 

— hyaluronic acid and retinols, 

for example — aren't necessarily 

new, though search trends seem to 

indicate increased education on what 

the ingredients do.

“Women were searching for vitamin 

C, and come September and the end 

of summer, there is this huge increase 

in natural search for retinols, 

showing that they not only know 

what they want — they want an active 

and they know what it does — but 

they also know, 'end of summer, now 

I should be using it,’” Hands said.

Despite the higher price tag, high-

tech devices are outperforming items 

such as facial rollers and gua sha 

tools. One of Net-a-porter's best-

selling products over the past year 

has been Angela Caglia's Cellreturn 

Premium LED Mask, according to 

Hands. The mask retails for about 

$1,900 and is currently sold out on 

Net-a-porter's web site.

Content in the form of Instagram 

Live videos and social media sharing 

has been driving sales at Net-a-porter.

“There's no gray areas. It's very 

clear what people want,” Hands said. 

“We've seen a big shift away from 

the aspirational. They want practical. 

They want to know, what does an 

LED blue light, red light, green light, 

what do they do? How do I use this 

product? How do I treat this? It's very 

straightforward. It's clear as to the 

content they want and how they want 

to digest it.”

The pandemic has caused 

behavioral shifts product usage, 

too. Hands said Net-a-porter 

has developed a “Netflix test” 

to determine how easy to use — 

especially when multitasking — a 

given product is.

“A few years ago, when you bought 

a device, there would be an app you 

had to download and then you had 

to watch some videos and you had to 

concentrate,” she said. “The Netflix 

test is, once I know how to use it, can 

I now use it watching Netflix? I don't 

actually think we're in the bathroom 

doing this all. For me, it's in the 

morning, watching the morning news 

programs — that's when I do my LED 

or my microcurrent.”

Net-a-porter's Newby 
Hands on What's 
Selling in Beauty — 
And Why 
Skin care is “massive,” with active ingredients and high-tech 
devices driving growth. BY ALEXA TIETJEN

IN ANCIENT GREECE, an agora, 

or market, was the center of social 

commerce. Today, Agora is a social 

commerce app founded by Riccardo 

Basile and Elizabeth Craft Townsend- 

Rose that is looking to disrupt how 

people buy beauty.

The app enables users to create 

short-form shoppable videos and 

earn coins for free products based on 

their sales, the founders explained in 

conversation with WWD’s European 

beauty editor, Jennifer Weil.

“Social commerce brings the power 

of entertainment and trust and 

discovery directly to the consumer’s 

phone,” Basile said. “This is what 

it represents for consumers. It is 

decentralized model that puts in the 

hands of individual entrepreneurs a 

variety of services that are typically in 

traditional retail provided by a variety 

of stakeholders. Marketing services, 

media, distribution services, down to 

content creation and creative services.”

Basile said that social commerce 

started in China about 10 years ago 

and now accounts for 10 percent 

of retail sales, a figure expected to 

increase to 15 percent.

While it is still a nascent trend in 

the West, the entrepreneurs expect 

it to accelerate quickly due to the 

penetration of mobile commerce and 

the increased spending power of Gen Z.

“The most important part of that is 

mobile technology,” Townsend-Rose said. 

“In markets like China, where social 

commerce is most advanced, mobile 

shopping is 90 percent of e-commerce 

versus the U.S., where it is 42 percent.

“The mobile phone allows for a 

more immersive experience, better 

user experience and more detailed 

data collection,” she said.

Townsend-Rose noted that 

leveraging the data enables the 

company to group like-minded people 

together — people with similar 

skin concerns or beauty interests or 

coloring. “Imagine an Avon lady with 

hair color x and skin color y who has 

rosacea and shows up in your living 

room and talks about what works for 

her — that is powerful,” she said.

This isn’t the first start-up for the 

duo, who cofounded the e-commerce 

platform Lazada in 2012 and sold 

it to Alibaba in 2016. “That gave 

us the opportunity to look into the 

future of e-commerce, to learn and 

bring microtrends in China that have 

changed the landscape of e-commerce 

to other markets,” Basile said. “The 

vision for the company is to not only 

serve consumers differently, but to 

create a new form of entrepreneurship.

For now, Agora is available in a 

variety of English-speaking countries, 

but the primary focus is on the U.K. 

market. Users today are largely female 

between the ages of 16-25 and live 

primarily outside of London. Townsend-

Rose said Birmingham, in particular, is 

a large market. Short videos work better 

than long, and more than 70,000 videos 

have been uploaded thus far.

“Early evangelists tend to be a 

little younger and more willing to 

share. They are able to upload videos, 

confident in front of the camera, don’t 

worry too much about filtering and 

editing and they really want to share 

truly what they are thinking,” she said.

Agora Builds a  
Digital Marketplace 
Riccardo Basile and Elizabeth Craft Townsend-Rose  
have created a short-video based social commerce app  
for beauty. BY JENNY B. FINE
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LIVESTREAM COMMERCE 

is more than a trend — it's a 

multibillion-dollar industry, said 

Bryan Moore, chief executive officer 

and cofounder of TalkShopLive, at 

WWD's Digital Beauty Forum.

“It's projected that by 2023, over 

$25 billion in the U.S. will be coming 

from livestream commerce,” Moore 

said. “It's something we all watched 

evolve in Asia. It went from being a 

trend to $100 million industry to a 

billion-dollar industry.”

Moore founded TalkShopLive, a social 

shopping network, with his sister, Tina 

Moore, in 2018. While living in China 

for a period of time, Moore observed 

the rise of social shopping and decided 

to launch his own version in the U.S.

TalkShopLive recently closed a 

$3 million seed round of financing 

led by Spero Ventures LLC. Based 

in Los Angeles, the company 

houses livestreaming content from 

businesses small and large, such as 

Fred Segal, Guthy-Renker and Best 

Buy. Its categories span music, books 

and cosmetics, among others.

“In Asia, people are driving people 

inside of an app. Basically, you're 

going inside of an app to have an 

experience to then purchase,” Moore 

said. “The goal with livestream 

commerce is to provide a vehicle 

for you so that you can own the 

experience. You can have the 'buy' 

button on the video, convert sales at a 

higher rate. As the world continually 

is changing and evolving due to 

COVID-19, and beyond, livestream 

commerce is here to stay.”

TalkShopLive allows users — brands, 

retailers, influencers, publications 

— to share video embeds on their 

respective platforms. Video embeds 

are sales drivers, according to Moore. 

Recent data from TalkShopLive found 

that while social media drove 44 

percent of the traffic to the website or 

app, it only drove 28 percent of sales. 

TalkShopLive's video embed, Moore 

said, drove 53 percent of sales.

“One of my big reasons for creating 

[TalkShopLive] the way I did was 

I felt like there was a huge missed 

opportunity for people,” Moore said. 

“You have a video where you're 

promoting something, you're trying to 

drive a link for where to purchase it. 

That video then leaves that location, no 

matter what social platform it's on. It's 

getting shared, it's getting embedded 

other places, but your transaction is 

not necessarily moving on. The way we 

designed [the video player] was so that 

the 'buy' button goes everywhere [the 

video] exists. Whether it's a small indie 

brand to a big box retailer like Best 

Buy, we have the fulfillment solutions 

that work for all.”

Sales on TalkShopLive were up 

more than 800 percent over the past 

year during COVID-19, according to 

Moore. Beauty is a growing category.

“Skin care has done really well,” 

Moore said. “A lot of [what] people 

seem to crave are things that can make 

them feel good at home right now. 

Beauty overall — it's so demonstrable 

— is going to continue to build.

“Beauty has a huge advantage in 

live commerce because you have 

products you can show,” he continued. 

“You can take people into that 

experience by letting them be there. 

You don't even have to sell it as much 

as them watching it and wishing that 

they were having that experience.”

TalkShopLive's Bryan Moore on 
Impact of Livestream Commerce 
Sales on TalkShopLive were up more than 800 percent over the past year, and beauty 
proved to be a growing category. BY ALEXA TIETJEN
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The Rise of Beauty at Amazon 
Beauty, health and personal care at Amazon had a 45 percent increase from last year with 
$23 billion in sales, according to Rina Yashayeva of Stella Rising. BY RYMA CHIKHOUNE

AMAZON CURRENTLY captures 

32 percent, or one-third, of all 

beauty bought online, according to 

Rina Yashayeva, vice president of 

marketplace strategy at marketing 

and media agency Stella Rising.

“I have never met anyone, whether 

it's a brand or retailer, a client, who 

doesn't hold some sort of opinion on 

Amazon,” said Yashayeva at Beauty 

Inc’s Digital Forum. “Everyone has 

an opinion about Amazon. So, here's 

my opinion: Amazon will become the 

number-one destination for luxury 

and premium beauty in the next 

three years, surpassing Sephora.”

Mass beauty at Amazon has been 

around since its inception, continued 

Yashayeva, who previously worked 

at Amazon Beauty. Founded by 

Jeff Bezos in 1994, the e-commerce 

retailer has been focused on growing 

the category in recent years with 

beauty being its second fastest-

growing sector after groceries.

Amazon has certainly been making 

moves in beauty. After acquiring 

Whole Foods in 2017, the company 

received access to additional mass 

market brands, and a year later, 

it launched an invite-only indie 

beauty program, then expanded 

into professional beauty. In 2019, 

the company introduced its own 

beauty brand, Belei, and recently it 

unveiled Beauty Haul, a platform 

for influencers to promote products 

through live streaming while offering 

buyers discount codes.

“They have one goal in mind, to 

offer their consumers the products 

that they want at the best price they 

can find,” said Yashayeva. “They've 

already dominated the mass side of 

the business, and luxury has been 

growing at a staggering speed.”

Last year, Amazon began offering 

Luxury Stores — invite-only for both 

brands and consumers — showcasing 

luxury fashion and beauty brands 

like RéVive Skincare and Clé de Peau. 

Yashayeva also noted that in the 

celebrity world, when Lady Gaga 

launched Haus Laboratories, it was 

available exclusively with Amazon, 

while Jennifer Lopez released JLo 

Beauty at both Amazon and Sephora.

Stella Rising, which conducts in-

house research, found that 77 percent 

of beauty consumers say they shop 

on Amazon for beauty, a number that 

has grown in the last three years, 

compared to 61 percent at Ulta and 

56 percent at Sephora, according to 

Yashayeva. Meanwhile, 41 percent of 

consumers are shopping directly on 

a brand’s website. Still, 83 percent of 

beauty consumers are shopping on 

multiple channels.

“The takeaway here is that Amazon 

does not function in a vacuum,” said 

Yashayeva. “And rather, it should be 

part of a brand's holistic approach to 

meet the consumer where they are.”

Amazon ended 2020 up 30 percent 

in topline sales, she revealed. 

Beauty, health and personal care 

had a 45 percent increase from last 

year with $23 billion in sales, she 

added. During COVID-19, hair color 

experienced the largest growth with 

over 700 percent, followed by nail 

color. Tools, too, saw an increase, up 

165 percent from last year.

While Johnson & Johnson, Unilever 

and Procter & Gamble have partnered 

with Amazon, Estée Lauder, Shiseido 

and LVMH have yet to.

“The truth is, even though these 

companies themselves are not 

directly selling on Amazon, you better 

believe that their product is already 

being sold,” said Yashayeva. “And 

wouldn't you rather have control 

yourself, rather than somebody else 

representing the brand for you?”

Rina Yashayeva

Bryan Moore
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THE DUST HASN’T yet settled 

from the coronavirus pandemic, but 

some best practices are emerging 

from successful direct-to-consumer 

beauty brands.

Mented Cosmetics flourished last 

year, despite trading in makeup — the 

beauty category hardest hit during 

the health crisis.

“We feel fortunate Mented actually 

was able to thrive in 2020 for a 

couple of reasons,” said KJ Miller, 

chief executive officer and cofounder 

of the brand. One was that Mented is 

digitally native, so when other brands 

found themselves pivoting hard to 

e-commerce, Mented was already 

poised for additional traffic.

“It’s like we had trained for this 

race,” Miller said. “We had the shade-

matching tools, the quizzes, dozens and 

dozens of tutorials, models of every skin 

color. The consumer wanted something 

that felt familiar and comforting. We 

were able to offer them that.”

Another reason was that Mented had 

always focused on everyday beauty.

“Last year for a lot of people was 

about paring back,” Miller said. “So 

that’s how we were able to weather the 

storm and have a pretty strong 2020.”

Also last year, Nécessaire, the body 

care and wellness brand, launched 

premium body care online — a rarity. 

Three fundamentals gave it the courage, 

according to Randi Christiansen, CEO 

and cofounder of Nécessaire.

“One is we thought we could break 

through with a product that was 

simply better than what was in the 

marketplace,” she said. “That we 

could bring facial-grade skin care 

into body care. Number two, we 

very much felt that in this world of 

abundance and choice, this idea of 

essentials, the necessary, would give 

our clients some comfort.”

From a communication perspective, 

the idea was to strike up a two-way 

dialog with consumers about self care 

and wellness as a necessity.

“It’s what allowed us to start,” 

Christiansen explained.

Meanwhile, Kristin Ess Hair took 

another route, having debuted in 

brick-and-mortar before launching its 

own d-to-c platform. Online selling 

gave the brand’s founder Kristen Ess 

better inventory control, and she could 

use her training know-how online.

All three beauty executives found that 

communication with their consumers 

had shifted over the past 12 months.

At Nécessaire, the brand has always 

considered the client as a friend, and 

the importance of such a relationship 

has been emphasized over the past 

year, Christiansen said.

“It went from: ‘Where’s my order?’ 

to ‘How do I draw a bubble bath?’” 

she said. “One of the things I’ve been 

most pleased about is the dialogues 

we’ve been able to have on a very 

micro-personal level. For me, it spans 

product, content, service, education 

— remembering there is this special 

human being on the other side. One 

of the things I love about d-to-c is 

having the opportunity to own the 

relationship with that person. It’s a 

powerful and humbling thing.”

Miller said some barriers had to 

come down regarding how Mented 

communicated. It needed to be a bit 

more human and real in its discourse. 

In June, for instance, in the wake of 

Breonna Taylor's and George Floyd’s 

police killings, Miller wrote a letter 

for social posting that she said began: 

“Essentially, right now, I don’t feel 

like selling lipstick. Right now, I’m 

heartbroken like the rest of you. And 

we’re in a pandemic.”

That struck a chord.

“It wasn’t about sales — it was just 

about being honest,” she said. “That’s 

what’s relatable. A lot of brands had 

missteps last year in trying to cash in 

on a moment.”

The honesty, Miller believes, 

helped Mented forge even deeper 

relationships.

For Ess, a lot of the conversation 

with consumers revolved around how 

they could get through the time when 

they couldn’t leave home and see 

their hairstylist, even though it was 

necessary to still look presentable for 

work. Another part of the discussions 

was about people wanting the brand 

to expand into other categories.

The entrepreneurs said they are 

bullish on brick-and-mortar retail’s 

prospects.

“There is very much a future 

there,” Christiansen said. “All these 

wonderful retailers are reinventing 

their relationship with their clients 

— fast, with incredible excellence. I 

believe the consumer will come back. 

What does matter is that the partners 

with whom you are doing trade, or 

where your brand is sold, has to really 

funnel up to your bigger purpose. 

They have to embody what your 

brand believes in, what it stands for.”

Christiansen has faith in the 

omnichannel approach to buying 

beauty. The executive said she’s 

humbled by her retail partners.

“There’s a tremendous value-added 

to those partnerships,” she said.

“I agree,” continued Miller, saying 

she’s thrilled with partnering with 

retailers such as Target “because at 

the end of the day, that [shopping] 

experience is singular. If and when 

we ever make it out of this pandemic, 

people are going to be craving 

in-store experiences. So I’m pro-

retail. Will it shift? Will it change? 

Absolutely. But is it going to go away 

entirely? I’ve never thought that.”

Retailers today are requiring much 

more from brands, noted Ess.

“Their standards have been raised, 

their expectations are higher,” she 

said. “We have to meet that demand.  

I like that overall, because it’s better 

for us, the customer and the world.”

“I really want to echo that,” 

Christiansen said. “Retail 

partnerships can also propel you and 

be a phenomenally positive thing. I’ve 

had with our retailers some of the 

best, most strategic dialogues about 

sustainability as a topic, which is key 

for Nécessaire.”

Entering brick-and-mortar retail 

can also bring down customer 

acquisition costs versus online.

“I benefit from people just walking 

down that aisle — whether they’ve 

heard of my brand or not,” Miller said. 

“If I do it right, hopefully, I’ll catch 

their eye. So that opens a whole new 

channel of customer acquisition. That’s 

what we’re really excited about as we 

think about our new retail partners.”

Next Gen D-to-c Beauty Brand 
Founders Talk Shop 
Founders of Mented Cosmetics, Nécessaire and Kristin Ess Hair discuss learnings gleaned 
from this past year. BY JENNIFER WEIL
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The robust growth of online 
shopping also fueled the 
demand for touchless payments, 
curbside pickup and BOPIS.

Bluebell Group is more confident  
than ever about the Asian consumer as it 

further expands into new markets.

P O W E R E D  B Y :

Pulse on 
AsiaI

t’s about always being on the 
pulse of what’s next for Asian 
consumers at the Bluebell 
Group – that’s the Asia-based 
omni brand curator and oper-
ator behind the introduction 
of global luxury brands such as 
Jimmy Choo, Manolo Blahnik, 
Morphe, and Moschino to the 

Asian consumer.
Founded in 1954, the family-owned 

and operated firm today operates over 
150 brands across ten markets in Asia, 
and saw a turnover of $2.5 billion in 
2019, due in part to its strong local exper-
tise and major networks woven through-
out the Asian landscape. 

With its roots in French fragrance, the 
firm is also a market leader in the cate-
gory, specifically in Japan, where it oper-
ates 40 brands in over 60-plus select retail 
locations, in addition to e-commerce plat-
forms and its wholesale business.

Julia Liotard-Vogt, Bluebell Group 
Business Development Director, told 
WWD, “Asia will remain a very vibrant 
market for global brands, and today the 
Bluebell Group, always operating from its 
entrepreneurial core, is opening new mar-
kets in Cambodia and Australia.”

Here, Liotard-Vogt talks to WWD 
about the origin of Bluebell, dipping its 
toe into new markets, and pioneering 
luxury shopping in Asia.

 
Fairchild Media Group: Tell us about 
Bluebell. What’s the story behind  
the brand? 
Julia Liotard-Vogt:  Bluebell is known 
as the brand behind the brands; the 
Group has been responsible for intro-
ducing some of the most desired brands 
to Asian consumers for the last 65 years, 
some of which we still operate today. The 
company began its business by bringing 
French fragrances to the Japanese market 
in 1954 and expanded to what is today 
the largest distribution network in Asia 
across ten markets, focusing on lifestyle 
and luxury in multiple product categories 
including fragrance and beauty, fashion & 
accessories, watches and jewelry, gourmet, 
eyewear and tobacco.  

Primarily in the luxury sector in its 
beginnings, introducing brands like 
Louis Vuitton and Davidoff to the Asian 
consumer in the 1970s, the Group is a 
true pioneer of luxury in Asia. As the 
business grew to cover all of Asia by the 
early 1990s, the diversity in brand and 
product categories expanded, and a shift 
towards bringing in the right lifestyle 
brands, which Asian consumers were 
ready for, occurred. Today, we work with 
over 150 brand partners across 1,000-
plus retail touchpoints.

Fairchild Media Group: How is Bluebell 
differentiated in the Asian market?
J.L.V.:  Being an Asian company with a 
diverse global management team is a true 
asset for our brand partners. In each of the 
ten markets we operate, our teams are very 
close to their customers, and always on the 
pulse of what is happening locally. This 
is key to success in Asia, as every market 
operates very differently, and their con-
sumers are all very distinct, in their lan-
guage, culture, customs and consumption 
patterns. There is often a lack of under-
standing of the diversity within Asia. If we 
look at China alone, there are clear dis-
tinctions between cities and retail ecosys-
tems.  Navigating these markets through 
our local knowledge and networks is what 
makes our business a success for our part-
ners and us. 

When taking on new brands, agility and 
flexibility are an add value. Each and every 

brand is different, so are markets, and our 
platform has been adapting throughout 
time to include different business models. 
This capability to tailor our approach has 
resulted in our long history and in-depth 
market know how, as we work across dif-
ferent categories and types of businesses, 
from niche fragrance brands to fashion 
brands with much more complicated 
structures and processes.

Our business models range from man-
agement services agreements to joint ven-
ture contracts. What is important is that 
each brand agreement is custom made 
according to the long-term strategy for 
the brand in a particular market or across 
several markets.

 
Fairchild Media Group: Would you 
elaborate specifically on the Chinese 
market? Why is entry into Chinese mar-
kets so complex for beauty brands? 
J.L.V.: Consumer demand in China con-
tinues to show strong fundamental trends 
in terms of both mature “tier 1-2” con-
sumers and younger consumers 15-25 
across all city tiers. But with so many new 
international brands coming in, sales per 
brand are dropping. And additionally, 
Chinese brands, mostly in make-up but 
also other categories, are surging with 
massive marketing investment, business 
innovations, on-trend products, excellent 
tie-ins with local IP, and yes, very high 
value for money.

The first hurdle a prospective brand 
needs to address in considering China 
is commitment.  China will stretch you 
in many ways and a strong financial 
plan coupled with a willingness to deal 

with China on its own terms, and with 
an open mind, is a must. Second is get-
ting access to the market, meaning either 
entering through cross-border e-com-
merce or engineering a cruelty-free way 
to enter the total market (China requires 
all beauty products to be animal tested). 
And third, one way or another, Tmall 
will be a part of your plans. These are 
just the basics.

Now we get to the complex part! 
While Tmall is a go-to platform, it 
should be seen as one step in the path 

to successful national presence and not 
an end in itself. With more than half of 
beauty sales online, the consumer jour-
ney in China has excellent opportuni-
ties to drive business from awareness to 
interest to purchase. For example, con-
sumers can learn about a brand through 
influencers on Weibo (like Twitter) and 
link over to Tmall to purchase. But they 
can also find out about brands through 
Douyin (i.e., Tik Tok) and make a pur-
chase within the same app. The same 
can be done on Douyin’s competitor and 
rising star Kuaishou, or even in Wechat 
(like Facebook + Whatsapp).  Leveraging 
the right pathways to conversion are all 
part of the critical path to success.  

This brings us to one critically import-
ant point that most brands do not realize 
until they have been in the market for a 
few years: Success in China is all about 
the talent of your team on the ground, 
not only what they are capable of now, 
but what they can learn and how fast they 
can learn it. Star Brands Asia, Bluebell’s 
strategic partner for beauty in China, 
focuses on digitally centric omni-channel 
solutions for beauty brands. 

Due to the high degree of synergies 
between influencer marketing, social 
media, e-commerce operations and even 
offline expansion, the best if not the only 
way to win is to have all functions con-
trolling the image and positioning and 
messaging of the brand under one roof, 
driving the message through to consum-
ers in a consistent and synergistic way. 
This approach is working well for our 
partner brands as we move through the 
changes on the road to full market cover-
age and a sustainable and growing busi-
ness in this promising country.

Fairchild Media Group: What’s next  
in Asian retail? Any insights Bluebell 
can share?
J.L.V.: Having closely observed the sit-
uation of the past year through our own 
business operations, our market insights 
team further monitored the market 
through an ongoing in-depth market by 
market study of 50 global brands and 
their performance, the Asia lifestyle and 
luxury Barometer. 

By far, the most resilient product cat-
egory has been beauty, with an average 
drop year-on-year sales of only 20 per-
cent in Asian markets including South-
East Asia, Hong Kong, Taiwan and Japan; 
and an increase year on year of 30 percent 
in Mainland China. This resilience was 
also driven by agility: Brands in this cat-
egory were pushed to innovate through 
digital in order to address “try before you 
buy” consumer habits. 

Strategic shifts in markets that were 
traditionally reliant on luxury shopping 
from tourism, such as Hong Kong and 
South-East Asia, forced brands to focus 
on their local clientele. And with the 
rise of local travel, in China for exam-
ple, popular tax-free destinations, such 
as Hainan in southern China, capitalized 
on the sudden rise of domestic travel 
by increasing their duty-free quotas per 
person. This has resulted in a whole new 
domestic travel retail eco-system, with 
four new duty-free outlets operating as 
of August of last year that grew its sales 
by 2.5 times in 2020 and will continue to 
grow over the next year.

Our mission today is to grow new 
partnerships with the many excit-
ing brands coming out of Europe, the 
U.S., as well as with new Asian brands. 
Our passion has never veered from our 
founders’ vision – to bring to the Asian 
consumer the most desirable brands, 
build them and make them thrive.

Being an Asian 
company 

with a 
diverse global 
management 

team is a 
true asset for 

our brand 
partners.”

Julia Liota rd-Vogt , 
Group Business 

Development Director, 
Bluebell Group

Julia Liotard-Vogt, 
Group Business 

Development Director, 
Bluebell Group
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THE WORD TULA means balance 

in Sanskrit, and finding the sweet 

spot between wellness and beauty, 

inner health and outer appearance, 

online sales and offline presence, has 

been crucial to the growth of the skin 

care brand of the same name.

Founded by gastroenterologist 

Roshini Raj seven years ago, today Tula 

is the fastest-growing prestige brand 

at Ulta Beauty and also a direct-to-

consumer powerhouse, with about half 

of sales coming from that channel.

Millennials form its core consumer 

— the average age of a customer 

on Tula.com is 32 and 75 percent of 

customers are below the age of 35. 

Texas, Illinois and California are its 

top markets.

But those aren’t the numbers that really 

matter, said CEO Savannah Sachs, during a 

wide-ranging conversation with moderator 

Emily Dougherty. The secret to the brand’s 

success lies in the insights gleaned from a 

confidence survey with more than 10,000 

participants. Especially eye-opening 

was the fact that more than 70 percent 

of women feel beauty advertisements 

degrade their self confidence, which has 

helped shape Tula’s approach to skin care 

and communications.

“We sit at the intersection of beauty 

and wellness,” Sachs said. “We believe 

that being purpose driven and the 

mission of inspiring confidence is 

critically important.

“We want to be a positive force for 

change,” she continued, noting that 

the vision is for Tula to promote skin 

positivity in much the same way the 

fashion retailer Aerie has promoted 

body positivity.

To that end, the brand committed 

to no skin retouching on any 

photography, created a weekly 

affirmation text program and also 

changed the language around skin. For 

example, a new line is called Ageless.

“We don’t believe there is anything 

anti about aging,” Sachs said. “Subtle 

but powerful ways can create positive 

change in the industry.”

Still, Tula has had to balance 

its message with its data-driven 

approach. For example, when 

deciding on the name Ageless, Sachs 

analyzed the impact of the name on 

SEO performance. “Being purpose 

driven means you have to take risks,” 

she said. “We were willing to do that, 

but we wanted to make it easy for 

customers to shop, so we made sure 

that the Ageless product names are 

self explanatory and speak to the 

benefits they are delivering.”

Sachs said a key brand value is 

being “right brain-left brain,” which is 

enabled by being digital-first.

“We are a data-driven analytical 

team, but we are building a brand 

and creating a community. It has to 

be emotional,” she said. “We bring 

those two worlds together through 

our digital experience.”

Examples include a skin quiz 

that gives consumers personalized 

routines. After the latest, mobile 

optimized version launched in 

December, Tula saw a 29 percent 

improvement in revenue per visit.

As for what’s next — Tula is going 

“headless” with its website, meaning it 

will keep its backend on Shopify, but 

has created a frontend from the ground 

up to better create an innovative digital 

experience and improve the speed.

Sachs is also focused on Amazon as 

a growth engine, calling it a “sister 

channel” to d-to-c. “We think of it as 

offense, not just defense,” she said. 

“We want to make it convenient to 

shop for Tula and we believer there is 

a value and valuable customer there.”

The brand is also actively exploring 

social selling and is deepening its 

relationship with the 1,500 influencers 

in its community. “The priority 

is to continue to deepen strategic 

relationships — whether product 

collabs or content creation moments, 

as well as scaling program,” Sachs 

said. “There is a big focus to broaden 

our community. We want everyone to 

see themselves represented in Tula.”

DEEP DIVE Evolution of Influence

Tula’s Balanced 
Approach to Growth 
CEO Savannah Sachs shared insights from one of prestige 
beauty's fastest-growing brands. BY JENNY B. FINE

AS ONE OF social media’s most 

well-known personalities, Emma 

Chamberlain is no stranger to putting 

out online content.

“It took me a while to figure out 

what good content is,” she said 

during Beauty Inc's Digital Forum 

in conversation with Alexa Tietjen, 

beauty and influencers editor at 

WWD. “And I think, truly what it 

is, is something that makes other 

people feel good, period. It's not that 

complicated. It doesn't need to be 

super crazy and extreme. It doesn't 

need to be the most entertaining 

thing that you've ever seen. It just 

needs to make you feel good.”

Chamberlain, 19, uploaded her first 

YouTube video in the summer of 2017. 

Born and raised in California, she 

now has 9.95 million subscribers on 

the platform, 12.3 million followers 

on Instagram and 9.6 million fans 

on TikTok (and 291.3 million likes). 

She’s had several brand partnerships 

since her rise to fame. In fashion, 

she’s built a relationship with Louis 

Vuitton and has appeared as the 

face of PacSun. She also has her 

own coffee brand, Chamberlain 

Coffee, and in beauty, she’s the global 

ambassador and creative director of 

Bad Habit, a skin care company by 

brand incubator Forma.

“My demographic is primarily girls 

my age, so like, teen girls, early 20s 

girls, but I randomly have some boys 

in there that are my age,” Chamberlain 

said. “Sometimes moms watch my 

videos with their kids and that always 

shocks me, because I'm like, ‘Why is 

a mom interested in what I'm doing?’ 

But that’s my favorite person to me, 

the mom that watches my videos with 

their kids.”

As her audience has grown, like all 

influencers, Chamberlain has had to 

balance authentic and paid content.

“I struggled in the beginning with 

figuring out how to do paid content 

in a way that wouldn't seem sellout-

ish or super surface level,” she said. 

“But over time, I found that the 

formula for me is just simply working 

with brands that I believe in. As long 

as I'm not working with a brand that 

I don't believe in, it always goes over 

really well. People can feel genuine 

passion for a brand through the 

screen. They can read you like a book, 

and so, if I’m promoting something 

that I don't care about, I know people 

are going to be able to tell.”

Being honest about a product’s 

performance and transparent when 

it comes to sponsored content has 

led her to success as a content 

creator, she said. And she's taken that 

approach when it comes to marketing 

Chamberlain Coffee as a relatable, 

fun brand, as well as sharing the 

messaging behind Bad Habit. She's 

both the face of the beauty brand and 

its go-to Gen Z expert.

“They sent me a bunch of samples 

of their products with no logo, 

nothing,” she continued. “And I kind 

of, in a sense, went on a blind date 

with their products. I fell in love 

with the products, knowing nothing 

more about the brand….I saw their 

branding, and how they were so 

honest, whereas I feel like most skin 

care brands are so obsessed with 

perfection. Bad Habit was embracing 

the truth of what life is really like, 

and I love that messaging.”

Emma Chamberlain 
On Bad Habit and the 
Power of Content 
The social media star is the global ambassador and creative 
director of the skin care brand. BY RYMA CHIKHOUNE
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AS BRANDS REFOCUS their 

social media strategies around 

authenticity, influencer and brand 

founder Camila Coelho has nailed the 

friendly content marketing approach. 

At Beauty Inc’s Digital Forum, 

Coelho discussed her checklist for 

creating resonant videos and pictures. 

One of the litmus tests of quality 

content is an educational component. 

“When content teaches me 

something, it’s amazing content and 

that’s something I’ve tried to do in 

my own content. Since the beginning, 

I’m always overthinking about what 

people are going to learn from this,” 

she said in conversation with WWD 

and Beauty Inc's Alexa Tietjen.

Coelho has also stopped looking at 

Instagram likes as a metric of a post’s 

success, especially as Instagram’s 

algorithm changes periodically. “With 

how crazy the algorithm is, and how 

saturated social media is, I access 

it in a different way than I used 

to before. To be honest with you, I 

would look at my photo likes. Today, 

I see it’s not really like that, and it’s 

really how my posts engaged people 

in different ways,” Coelho said.

“Today it’s not about likes, 

comments and the engagement 

you see there in your photo,” 

Coelho continued. “People pressure 

themselves a lot. Sometimes I’m just 

really excited to get my content  

out there.”

When asked how her organic 

content differs from her paid posts, 

Coelho said that ideally, they’re 

indistinguishable from one another. 

“It’s basically the same,” Coelho said. 

“Whatever I said yes to, it’s because I 

like the product and because I believe 

in the product. That comes with saying 

a lot of no’s. If I don’t like a product, or 

I like a product and don’t agree to the 

brief that the brand gives me, I’m not 

going to change the way I talk or the 

way I approach my followers. I always 

make sure that whatever I’m talking 

about, I love, I believe in and I use.”

Coelho brought the same level 

of discernment to the founding of 

Elaluz, describing finding a suitable 

business partnership like a marriage. 

“When finding a partner, it’s really 

important that you guys get along 

because it’s like a marriage,” she 

said. “My husband and I, we love 

each other but we still fight. The 

disagreements are the same with  

a business partner,” she said.

“It’s also about what they can 

bring to the table that’s maybe 

what you need specifically. For 

Luxury Brand Partners, it was their 

expertise on creating product fast, 

and introducing me to the right 

distributors,” Coelho continued. 

Part of having a powerful brand 

story, too, is a heavy dose of personal 

connection. Coelho mentioned that her 

brand was born out of her own journey 

with epilepsy. Now, she’s hoping to 

highlight consumers’ life stories. “My 

goal with Elaluz is to sell amazing 

product, but also to impact people in 

a much more meaningful way,” she 

said. “We have this program that we're 

doing now, we are going to be sharing 

people's life stories,” she said.

DEEP DIVE Evolution of Influence

How Camila Coelho Keeps Content 'Authentic' 
The influencer and founder’s philosophy has shifted to informative content that resonates with her personally. BY JAMES MANSO

HYRAM YARBRO HAS been 

called the Gen Z whisperer.

The 24-year-old has taken his passion 

for skin care and shared his growing 

knowledge — while referencing experts 

like dermatologists, estheticians and 

scientists — with his 6.8 million TikTok 

fans, 4.44 million YouTube subscribers 

and 1.2 million Instagram followers.

For Yarbro, beauty starts with the 

ingredient list.

“I'm very picky, in particular about 

what I want in a product, and I think 

it's because I am able to listen to all 

the concerns of my audience and 

gauge what kind of products they're 

looking for, and I never want to make 

recommendations that would exclude 

a certain group of people,” Yarbro 

said at Beauty Inc’s Digital Forum 

in conversation with Alexa Tietjen, 

beauty and influencers editor at WWD.

His audience is Gen Z, 18- to 25-year-

olds, he said, and 90 percent women.

“I have noticed that more men have 

been becoming more interested in my 

content and skin care in general, as 

originally it was about 3 percent of 

men watching my content and now 

it's risen to 10 percent,” he added.

When it comes to paid content, his 

philosophy of putting ingredients first 

has helped him navigate the landscape: 

“I've tried to be very purposeful about 

how I go about it, so fortunately my 

audience has responded very well 

to my paid content, and I think it's 

because there's this phrase I use 

on my channel all the time called 

‘ingredients don't lie.’ I try to be very 

transparent about what my ingredients 

standards are, what ingredients I 

like, what ingredients I don't like and 

communicate that to my audience as 

much as possible so that they're able to 

take that information and apply it to 

their personal skin care shopping.”

He collaborates with brands that 

take that standard into account, while 

also being sustainability-minded and 

creating products for all skin types 

and skin tones, he said. It’s what his 

audience expects of him.

“The amazing thing about it is that 

they can hold me accountable, based 

off of their mutual knowledge of the 

ingredient list,” said Yarbro, who 

grew up in Arizona before relocating 

to Hawaii. “I can't, you know, work 

with brands that would stray from 

my personal skin care philosophy. 

The ingredient list is available to all 

of us as consumers….They’re able to 

really see through marketing, and 

not only that, I think they're also very 

intentional, and they want to learn as 

much as they can. That's one of the 

most incredible things about Gen Z.”

What brands are getting wrong 

today is putting too much focus on 

aesthetic, he said, and not enough 

on educating the consumer and 

showcasing science-driven data.

“Traditional marketing strategies 

of the past, where it's all about 

branding, won't go as far with this 

generation,” he said.

Niacinamide, hyaluronic acid and 

salicylic acid are ingredients that 

have been most popular with Gen Z 

lately, he noted.

“I see an uptick in ingredients that 

are focused on reducing pigmentation 

and also ingredients that are focused 

on consumers with darker skin tones to 

be as accessible as possible,” he added. 

“So, we're seeing things like tranexamic 

acid or even ingredients like licorice 

root extract start to be really popular.” 

Hyram Yarbro on What Matters  
To Young Beauty Consumers 
The 24-year-old has 6.8 million followers on TikTok alone. BY RYMA CHIKHOUNE

Camila Coelho

Hyram Yarbro
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STRIKING THE BALANCE 

between aspiration and 

approachability is no small feat, 

but Nars Cosmetics says it’s the key 

driving social commerce sales.

At Beauty Inc’s Digital Forum, Dina 

Fierro, vice president of global digital 

strategy and social engagement at 

Nars Cosmetics, sat down with Marie 

La France, vice president of strategy  

at Dash Hudson.

Nars’ social strategy has shifted over 

the last year to include TikTok, and 

the brand is still testing the waters. 

“TikTok has really become a priority 

in the past year, and we do find that 

both Instagram and TikTok allow 

us to reach our core demographic,” 

Fierro said. “From a content 

standpoint, we’ve been doing a lot of 

diversification, testing and learning 

on TikTok in particular, finding ways 

to balance beautiful, elevated global 

campaigns with social-first content 

that’s much more agile.”

“There’s always going to be a time 

and a place for really beautiful, 

aspirational content from beauty 

brands, but at the same time, what’s 

resonating most tends to be a bit more 

authentic and a bit more raw when we 

look at the prestige and luxury players 

in the space,” Fierro continued.

The beauty brand was an early 

adopter of things like Instagram’s 

checkout feature and shopping tags in 

Instagram posts. “We were one of the 

very early partners to pilot checkout, 

and the reason that we were granted 

access to the advisory program is 

because the team that preceded me 

had done so much experimentation 

with social commerce,” she said.

Fierro cited Nars’ Instagram 

Checkout-exclusive Uninhibited 

collection, which included a palette, 

blush duo and three shades of 

highlighter. “To maximize visibility 

for that launch, we partnered with 

a very gifted German creator, and 

she really excelled at producing 

what we would call visual ASMR,” 

Fierro said. “That's super sensorial, 

short-form video content that's 

focused on makeup application. 

This Reel, in particular, was 

extraordinarily successful. We're 

able to communicate everything that 

the consumer needs to know, to feel 

confident in clicking ‘Add to Cart,’ like 

the texture of the product, the payoff 

and the ease of application in a very 

visual and visceral way.”

Dash Hudson is servicing the need 

for analytics by adapting Vision to 

work on videos, while its earlier 

iterations only focus on photos.

“It makes an algorithm of your 

audience’s historical engagement with 

your brand to predict performance. 

It reads all the little visual elements 

in an image, such as a brown 

palette on a pink background, all 

the way down to the pixels. Then, 

it applies audience engagement 

data to determine whether or not 

something’s going to work,” explained 

Marie La France, vice president of 

strategy at Dash Hudson.

Now, Nars is trying to find a 

balance with longer-form videos 

on IGTV. “Long-form video is best 

suited to platforms like YouTube, but 

I do anticipate that we’ll continue to 

develop, for example, some tutorial 

content for IGTV. We do see strong 

visibility on that content as long as  

we push it to [Instagram] feeds.”

Nars Cosmetics 
Drives Sales With 
Short-Form Video 
Marie La France of Dash Hudson and Dina Fierro of  
Nars Cosmetics discussed the impact of video on  
social commerce. BY JAMES MANSO

IN KEEPING Lady Gaga’s penchant 

to try never to do what’s been done 

before, her beauty brand, Haus 

Laboratories, aims to be pioneering.

“Not just in our direct-to-consumer 

website, but also in the interactions 

with our customers,” said Ryan Kang, 

head of business development and 

operations at Haus Laboratories, 

adding that’s on the brand, founder 

and product levels.

The coronavirus pandemic shifted 

people’s perceptions of online shopping. 

A recent survey conducted by Klarna, 

the buy now, pay later platform Haus 

has partnered with, revealed that 

among the 40,000 consumers queried, 

nearly half now prefer mobile shopping 

and 87 percent expect their retailers to 

have mobile apps.

Haus, born a year-and-a-half ago, 

had to make some shifts during the 

health crisis.

“One of the key learnings from 

the pandemic was to really build for 

change,” Kang said. “And build processes 

that welcome change, because every 

single month that goes by there are 

changes in technology, culture, society 

as a whole around social constructs. 

None of these are foreseeable.”

Using data to inform strategy is 

crucial.

“It’s hard to use data frequently, 

especially because so many parts of 

the business, as well as the industry, 

have such long lead times,” Kang 

explained. “One of the key data points 

that we were provided by Klarna early 

on was that when the pandemic hit 

over 73 percent of shoppers decided to 

make a more concerted effort to shop 

smarter. What that meant to us is: We 

need to meet consumers where the 

shopper is — in the middle.

“Hopefully, we can continue to do that 

and create a business that consumers 

really look at and say: ‘Everything 

they’re doing aligns with how I’m 

trending, how culture is trending.’

Natalia Brzezinski, head of strategy at 

Klarna, noted that Millennials and Gen 

Zers invest with their values and hearts.

“[It’s] a trend that Haus Labs has 

totally inhabited and embodied,” she said.

Kang said Lady Gaga was 

intentional about the values needed to 

be put forward and lived out.

“One of those values, for example, 

is inclusivity,” Kang said. “Our 

mission is to help consumers see the 

beauty within themselves, and beauty 

within someone lies in the individual 

and not a general identity.”

Diversity includes gender and race, 

but also economic inclusivity.

“Which is part of the reason we teamed 

up with Klarna,” Kang said. “We wanted 

to make our products more inclusive and 

more affordable, and Klarna paying for 

product helped us to deliver that.”

Haus tries to give back on a daily 

basis. The brand donates a dollar per 

purchase made on its website to a 

mental health cause, for instance.

Looking ahead, in the near term, 

Kang sees the rise of livestreaming.

“[In] countries such as China, 

livestreaming has driven billions and 

billions of dollars in revenue,” he said. 

“We’re getting very close to seeing that 

happen in the United States.”

Inside Lady Gaga’s 
Tech-first Beauty Brand 
Ryan Kang, head of business development and operations at 
Haus Laboratories, and Natalia Brzezinski, head of strategy 
at Klarna, talk about the brand’s development. BY JENNIFER WEIL
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Applications must be submitted by 04/30 and will be reviewed by a full panel 

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

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

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

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

showcase the next generation of business leaders and entrepreneurs, whose 

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

connection between technology and the human touch.

P R E S T I G E

Powered by

BRIDGING THE  
DIGITAL DIVIDE

A GRANT PROGRAM  
TO CONNECT  

TECHNOLOGY & HUMANITY

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

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

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

 Applicants should have:

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

 l  Innovative products & services that demonstrate a human connection between 

technology and virtual communication

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

platform and shifting marketplace values

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

APPLY NOW!

DOES THIS SOUND LIKE YOUR BUSINESS?

http://bit.ly/3et6WDN


Conture Aerocleanse Facial 
Cleansing Device 

AVAILABLE ON CONTURE.COM, QVC  
AND BLOOMINGDALE’S FOR $99.
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Wise Beyond Their Years 
New products from industry veterans who left the establishment 
to venture out on their own. BY JAMES MANSO

When Saie founder Laney Crowell left her corporate 
job at Estée Lauder Cos. Inc., she said it was a passion 
for wellness that drove her to venture off on her own. 
Now, hot off a Sephora expansion and high-profile 
seed funding round that included the likes of wellness 
doyenne Gwyneth Paltrow, Crowell is taking her feel-
good formulas back into complexion.

Crowell is launching four shades of Saie's new Dew 
Blush this month as a Sephora-exclusive complexion 
product. It has the same clean ingredient claims — and 
3,000-ingredient never-use list — as the rest of the 
brand's lineup. Although there are headwinds in color 
cosmetics, Crowell is confident it’ll land well among her 
consumers. “All of our product launches come from our 
community, a private Facebook group. That's how I got 

the brand name, consumers 'say' what they want. It’s not 
rocket science. The most important thing to go back to is 
meeting our customers where they are,” she said.

Industry sources think the product could do between 
$500,000 and $1 million — possibly $1.2 million — in retail 
sales for its first 12 months on the market.

During her time fronting campaigns for the likes 
of Maybelline and Giorgio Armani Fragrances, 
supermodel Emily DiDonato didn’t gain corporate 
beauty experience, but she was able to glean some 
gaping white spaces in the skin care market. She now 
serves as the cofounder of Covey Skincare, a line 
she conceptualized with partner (and best friend) 
Christina Uribe, an alumna of Google, which launched 
with three stockkeeping units earlier this month.
The line’s three products are its First of All Cleanser, 
Next Up Vitamin C Serum, and Last But Not Least 
Moisturizer. The duo hopes to take the guesswork out 
of skin care. “The inception point for me was when 
I was sharing my skin care routines on my YouTube 
channels, and my followers would say ‘you can’t mix 
those two products.’ I didn’t know how I was supposed 
to know what order things went in” DiDonato said. 
Thus, the brand’s name was born, meaning a small 
flock of birds that live symbiotically.

Uribe, who handles the data and marketing side of 
the business, said each of the three products were 
reverse-engineered. “We looked at over 500,000 
product reviews and analyzed over 2,000 comments,” 
Uribe said. “That’s when we realized the guesswork was 
a universal challenge, and Covey is a solution to that.” 
Industry sources estimate the line to reach between  
$3 million and $5 million in its first year on the market.

Performance-driven makeup is no stranger to Victor 
Casale. After cutting his teeth as a chemist at MAC 
Cosmetics and Cover FX, Casale was poised to launch 
his own brand — the only challenge was packaging. Enter 
MOB Beauty, which Casale cofounded and now helms 
as chief executive officer. The brand features refillable, 
recyclable palettes, all of which accommodate its six 
different products.

Two of the brand’s other founders also had beauty 
experience: one being Frank Toskan, cofounder of 
MAC Cosmetics, and Alisha Gallagher, whose résumé 
includes Briogeo and Cover FX. “We think we can use 
all of our experience to do the hard stuff,” Gallagher 
said. “We kind of thought that between us, we can 
figure it out, one way or another.”

MOB Beauty launched d-to-c in January, where it 
hopes to educate consumers on the importance of 
sustainability. “We wanted to have good pigment loads, 
great performance, great payoff — all those things that 
you expect from quality products, but done our way, 
which means conscious, clean and sustainable,” Casale 
said. Those include its six debut products: blush, lip balm, 
lipstick, eyeshadow, bronzer and highlighter, available in 
eight, six, seventeen, twenty-four, four, and four shades, 
respectively. Industry sources expect the line to reach 
between $3 million and $5 million in sales for its first year 
on the market.

MOB Beauty 
AVAILABLE AT MOBBEAUTY.COM.  
PRICES RANGE FROM $10 TO $25.

Covey Skincare
AVAILABLE AT COVEYSKIN.COM. 
PRICES RANGE FROM $29 TO $59.

Ingredients Wellness 
AVAILABLE AT INGREDIENTSWELLNESS.COM 
AND ONDA BEAUTY. PRICES RANGE  
FROM $36 TO $58.

When Myriam and Eric Malka cofounded the Art of 
Shaving, they hoped to revolutionize men’s premium 
grooming solutions. Now, 25 years later, they’re looking 
to do the same for clean skin care. The husband-
and-wife pair have founded another brand, called 
Ingredients. So named for its radically transparent 
approach to labeling (all ingredients, and their 
percentages, are on the front of each bottle), the brand 
has already caught the eyes of independent, clean 
beauty retailers such as Onda Beauty.

The line, and its three debut skin care products 
— Face Cleanser, Face Serum and Oil Complex — 
are formulated by Myriam Malka. “We were always 
frustrated with our industry’s use of toxic ingredients, 
and hidden labeling,” Eric Malka said. “We saw the 
clean movement and felt that they weren’t going  
far enough.”

Although Ingredients has ambitions to revolutionize 
skin care, it’s also hoping to do the same with adjacent 
categories in beauty and wellness, from body products 
to ingestible wellness products and snacks. Industry 
sources project the line to reach between $1 million 
and $5 million for its first year at retail, depending on 
how many more distributors it signs on.

Saie Dew Blush
AVAILABLE AT IN FOUR SHADES  
SEPHORA.COM FOR $22.

When Beautystat founder 
Ron Robinson launched 
his now-hero product on 
Violet Grey, Universal C Skin 
Refiner, he was serving a 
need for a stable vitamin 
C serum that didn’t oxidize 
or lose efficacy over time. 
Now, he’s bringing the same 
straightforward approach 
to consumers with dry skin.

Robinson’s solution for 
dryness might not have the 
sophisticated patents of his 
best-selling product, but it 
still took all of his prowess 
as a chemical formulator. “What it’s looking to fill is the 
fact that we’re also seeing a need for barrier repair on 
top of moisturization,” he said. “We combined that with 
an ingredient consumers are also searching for, which 
is squalene.”

The Essence is 100-percent squalene, but as 
Robinson stipulated, “not all squalenes are created 
equal.” The one sourced for his latest launch is plant-
derived and sustainable, and he sees it as filling one 
of the greatest needs of his customer base. Industry 
sources predict the essence to hit $1 million in retail 
sales for its first year on the market.

Beautystat Universal  
Moisture Essence
AVAILABLE AT  
BEAUTYSTAT.COM,  
NEIMAN MARCUS, 
NORDSTROM, DERMSTORE, 
BLUEMERCURY, SAKS FIFTH 
AVENUE FOR $40.
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Enlightenment
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LAST CALL

Words to Live By 
We asked speakers from the Beauty Inc digital forum to share the  

one word that they think will most shape the year ahead. Here, their answers.  
BY JENNY B. FINE

CAMILA COELHO  
E L A L U Z

INNOVATIVE 

More and more people want to see products that are innovative and are 
new, yet have quality. As founders, I feel like it is our mission to bring that 
to people and bring that excitement to our consumers and our followers.

TRISTAN WALKER 
WA L K E R  A N D  C O M PA N Y  
B R A N D S  I N C .

COLORFUL  

Certainly from a celebration of 
uniqueness and from an ethnicity 
perspective, but also diversity within 
that ethnicity. You think about 
empathy, LGBTQ, fathers versus 
sons, the uniqueness and all the 
color in between living and such, that 
fundamentally will be the future of 
not only our industry but everything. 
It will be shades of color darker than 
it was in the previous 200 plus years. 

JEAN-DENIS 
MARIANI  
C OT Y  I N C .

DIVERSITY  

Diversity of social 
channels, and a greater 
diversity in marketing 
campaigns, with 
inclusivity at the  
core of it.

NEWBY HANDS 
N E T- A - P O R T E R

POSITIVE  

We are seeing the 
start of such positive 
change for the good 
where it was needed, 
and we are also 
seeing such positive 
technology coming 
through, whether its 
product or devices, 
it’s definitely positive. 

DINA FIERRO 
N A R S

ACCELERATION  

What I love about beauty is it’s an 
incredibly fast paced industry, and 
that’s only been amplified coming out of 
2020. I’m looking forward to seeing how 
quickly the business moves and how 
quickly the consumer moves with us.

JANE LAUDER 
T H E  E S T É E  L A U D E R  C O S .  I N C .

PERSONALIZED 

As we are able to do a better and better 
job of understanding our consumers 
and deliver what she wants, but also 
things that are exciting to her, we’re 
able to give her areas of opportunities 
to explore. The more personal and more 
relevant we can make, the more more 
desirable it will be to our customers.

EMMA 
CHAMBERLAIN 
B A D  H A B I T

HONEST  

I don’t think 
perfection sells like 
it used to. Honesty 
sells more than 
perfection these 
days. I’m excited 
to see the honest 
beauty world 
because I think  
it’s a lot more 
positive anyway.

RICCARDO BASILE 
A G O R A

DATA-DRIVEN 

Data has become 
what’s going to dictate 
the winners and losers 
in the retail space 
particularly in beauty. 
And so any models 
that allow data and the 
understanding of the 
users and that allows 
the direct relationship 
with the consumer is 
a winning model, any 
model that doesn’t 
allow that, will lose.


