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The Grooming Wave
As attitudes around masculinity shift, men's grooming routines are changing, too,
fueling fast growth across the sector. For more, see pages 7 to 9.
Plus, Astra's Stephanie Morimoto on wellness, and Prose launches a new category.
PHOTOGRAPH BY DELPHINE ACHARD

THE BUZZ

2
APRIL 2, 2021

Beauty Bulletin

Caroline Hirons

Beauty Backed Trust Gears
For Salon, Retail Openings
¬ LONDON — As consumers count
the hours until April 12 when shops
and salons reopen after Britain’s
third lockdown, Caroline Hirons
and her team are helping stylists,
aestheticians and entrepreneurs
muster the resources and confidence
to rev up their businesses.
Hirons, a skin care expert, facialist
and author, is the founder of Beauty
Backed Trust, an industry organization
that has been raising money to
support independent businesses and
entrepreneurs directly impacted by
the COVID-19 pandemic.
Its aim is to “change this way of
thinking and provide a means to
support everyone” within the beauty
industry, and it has raised more

than 600,000 pounds so far. As part
of its new Back to Work Campaign,
the Trust is asking for donations of
stock, PPE, tools and kits, and wants
industry professionals in need to
contact Beautybacked.com.
Earlier this week, the Trust also
organized a series of bootcamp
seminars for industry members who
are going back to work following
a year of intermittent closures.
As part of Britain's lockdown 3.0,
stores and salons in the U.K. have
been closed since the week before
Christmas and businesses have
been forced to apply for government
loans, furlough employees — or shut
down altogether.
The bootcamp’s seminars had

titles such as “Financial Recovery
and Understanding Data,”
“Rebuilding Your Confidence,”
“Elevating Your Business Through
Digital” and “What Would Beyoncé
Do?” where speakers (including
Hirons) advised about “blowing your
horn for maximum effect.”
“Over the last year, we have
witnessed much of our industry
struggle to stay open and viable. As
a sector representing an 88 percent
female workforce, with 82 percent
of business owners as women, we
need to stand together and make a
change,” said the group's trustees,
who include Hirons; Lesley Blair,
chair and chief executive officer
of BABTAC (British Association of
Beauty Therapy & Cosmetology),
and Dija Ayodele, an aesthetician
and founder of Black Skin Directory.
“We see ourselves in our
colleagues and as past and present
beauty business owners, we
understand the hardships COVID-19
has created alongside the repeated
delays in reopening our sector and
lack of individual sectoral funding
support,” the trustees added.
The goal, according to Beauty
Backed Trust, “is to support as
many beauty professionals as
possible to get back to work.”
Beauty Backed Trust noted that the
industry not only contributes more
than 28 billion pounds to the British
economy each year, “it is often at
the heart of communities and one of
the last standing industries present
on British high streets. The trustees
believe their industry is all too often
ignored and overlooked.”
Beauty Backed Trust said its goal
is to change this way of thinking
and to provide a means to support
everyone within the beauty industry.
—Samantha Conti

Sue Phillips Writes Perfume Manual
¬ Fragrance industry veteran
Sue Phillips has launched a book,
titled “The Power of Perfume: How
to Choose It, Wear It and Enjoy It!”
The book, which launched
globally on Amazon, provides
Phillips’ point of view on the
category, informed by her time
at Tiffany & Co., Elizabeth Arden,
Lancôme and Burberry, among
others. It was published by the
Central Park South Publishing Co.
“I thought about writing a
memoir, but realized it might not
be appropriate since I’m not a

celebrity,” she said. “I do love
fragrance, and with the amount of
questions that people have asked
me over the years and the articles
I've written, I thought to put all
those things in a book.”
Each chapter ranges from
the history of perfume, to the
differences between eau de parfum
and other juice concentrations, and
which scents are appropriate for
certain occasions. “A lot of people
say to spray perfume in the air and
walk through it,” she said. “It's such
a huge waste.”. —James Manso
“The Power of Perfume.”

By The
Numbers:
Perfume’s
TikTok Takeoff
"A huge amount of
creativity has gone
into talking about how
products make you feel,
rather than the products
themselves," said
Pierre-Loïc Assayag, CEO
of Traackr. BY JAMES MANSO

CONSUMERS ARE engaging more
heavily with fragrance on social
media, according to a report from
influencer marketing firm Traackr
According to the company’s State
of Influence report, which analyzed
mentions and engagements from
more than 41,000 influencers from
2019 to 2020, fragrance — which
is notoriously difficult to market
online — has piqued interest from
influencers, with posts on TikTok
growing 449 percent. Consumers
are matching that with heightened
engagement, which grew

1,065 percent.
Pierre-Loïc Assayag, cofounder
and chief executive officer of Traackr,
said the category has taken cues
from other segments and overarching
trends in behavior. “A huge amount of
creativity has gone into talking about
how products make you feel, rather
than the products themselves,” he
said. “This is a trend that can take off
well beyond fragrance.”
Gesturing to other resonant
communications, such as posts
about Black Lives Matter (which
grew 10,069 percent in 2020)
or body positivity (which grew
345 percent), Assayag said
interesting content doesn’t need to
be product-centric to drive sales.
“A lot of socially related and
politically related issues, for
example, aren’t visual in nature.
We
Tk Caption
should not feel bound or constrained
by having to show a product online
for sales to pick up or people to get
interested. It’s the story behind it
that has to be compelling,” he said.
User engagement with Black Lives
Matter posts, for example, grew
36,198 percent.
Some brands across categories
weren’t quick enough to pivot to
social marketing, or e-commerce,
Assayag said. “There’s a chasm
between brands that have doubled
down on influencer marketing and
furthered their efforts, and the
others not far enough in the adoption
curve took a big step back.” he said.

B R I D G I N G TH E
D I G ITAL D I V I D E

APPLY NOW FOR $15,000
UNILEVER PRESTIGE
GRANT INITIATIVE
WWD and Unilever Prestige present a
pioneering grant initiative designed to showcase
the next generation of business
leaders and entrepreneurs.

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:
A future-focused mindset and clear vision to advance the industry
A scalable business model that serves to humanize technology for the future
Innovative
communication
Social Impact
platform and shifting marketplace values

inclusive

ALL INTERESTED IN APPLYING ARE ENCOURAGED TO

A P P LY H E R E

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

Powered by

Prestige Vasiliki Petrou. All interested in applying for the “Project Connect –
P R E S T I G E

Bridging the Digital Divide” grant are encouraged to visit the link above.
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Prose
Introduces
Hair
Growth
Supplement
The customizable hair
care brand is taking a
personalized approach
to supplements.
BY JAMES MANSO

CUSTOMIZABLE HAIR CARE
line Prose is taking on a new category
— supplements.
Launching April 6, Prose's
newest product, Root Source, treats
environmental causes of hair loss. It
consists of two pills, one universal
softgel, and one customized capsule.
The system is priced at $44 for
subscribers. Industry sources
estimate the regimen to reach $20
million in retail sales for its first year
on the market.
Much like the rest of Prose's
offerings, customers fill out an online
quiz, and the brand's algorithm
formulates each product to those
concerns. “Our approach to hair

loss combines clinically proven,
plant-based ingredients designed
for individuals,” said Marie Mignon,
scientist and director of research
and development at Prose. “The
ingredients are chosen to target each
person's cause of hair loss or lack of
hair health, such as stress, diet and
vitamin imbalances.”
The baseline supplement relies
on millet, a gluten-free grain high
in antioxidants and omegas that is
clinically proven to stimulate hair
follicles and collagen production
around the follicle bulb for increased
hair growth, according to Mignon.
Finding a natural ingredient up to
the brand's clean standards was no
small feat, Mignon said. “It was one of
the biggest challenges, to source drugfree ingredients. To be vegan, fillerfree and non-GMO, and still clinically
researched and backed by science,
the ingredient sourcing was the most
challenging part. The other part was
identifying the root causes of hair
shedding, which is what we're trying
to capture with our consultation.”
The launch comes out of
information gleaned from the
online quiz Prose customers take to
personalize their products. According
to Paul Michaux, Prose's cofounder
and vice president of product, 27
percent of the brand's shoppers report
high levels of hair loss, and 85 percent
see significant levels of hair loss.
“The premium hair care market is

Prose is launching Root Source,
a customizable hair growth
supplement.

also really booming, and people are
switching from styling to having healthy
care and sophisticating his routines,”
Michaux said. “One of the questions
on our questionnaire is if you're
experiencing hair loss, and we saw the
trend increasing with the coronavirus.”
Michaux added that per the
clinical trials, 93 percent of users saw
improved hair growth after taking
the supplement for 90 days. Still,
marketing will not be focused solely
on medical data.
“We want to move away from
science, even though we're doing
the clinicals. It's science-backed, but

Lady Gaga's Haus Labs Plans Next
Chapter With New Executive Hires

the way we're going to launch this is
more positive, and not playing on fear
marketing or trauma around hair loss.
We wanted to have a lively approach
to the topic, which is why we think
of it as being more in the wellness
space,” said Arnaud Plas, cofounder
and chief executive officer of Prose.
“It also targets shine and softness,
and more fullness on the hair.
It's truly personalized, so it really
resonates with Prose's positioning.”
Prose recently expanded into
Target, and industry sources expect
the brand to pass the $100 million
mark in retail sales for 2021.

Lady Gaga, Haus Labs

“We actually took our foot off the gas for months at a time, where Gaga was
like, ‘this is not appropriate to push anything right now.’” BY ALLISON COLLINS
LADY GAGA'S BEAUTY BRAND,
Haus Labs, is readying for its
next phase.
The business has hired beauty
veteran Kelly Coller, a former
KVD and NYX executive and early
advocate for cruelty-free and vegan
beauty, as chief marketing officer.
Haus also hired G loria Ryu as
senior vice president of product and
innovation, and Sheauen Park as
senior vice president of people.
The brand is looking to ramp up
innovation and creativity moving
forward, chief executive office Ben
Jones told WWD in an interview, and
to broaden its consumer base beyond
Gaga's fans.
“We were really drawn to Kelly
and what she's done not just on the
creative side, but also what she did
with KVD and her experience at
Kendo,” said Jones.
“We will for sure be leaning into
being a product-first brand with epic
product storytelling. We are taking
a look at formulations, ingredients,

packaging — and I also need to
help build a real bigger ecosystem
of advocacy because truth be told,
not everybody knows that LG has a
makeup brand,” Coller said.
Haus Labs launched in September
2019 on its own website and on
Amazon.
Coller called Haus “literally a
cruelty-free diamond in the rough”
and said that she envisions helping
to build it into a “world-class level
lifestyle brand.”
“We want to get more expressive in
our creativity in some of the chances
that we take,” Jones said, noting that
fans [who are the main customers]
want the brand to be innovative and
differentiated. “So, that's the direction
we're going.”
Haus would not comment on sales
numbers, but Jones did say that Haus
grew 30 percent in 2020, despite
the pandemic. The business now
has about 40 employees, and has
garnered more than 100,000 reviews
on Amazon, which it mines for

product ideas and feedback.
“We actually took our foot off the
gas for months at a time, where Gaga
was like, 'this is not appropriate to
push anything right now,’” Jones said.
Going forward, Haus will continue
to release beauty staples, like the
13 shades of brow pencil it recently
launched, as well as special one-off
releases, like the Stupid Love palette,
which launched in conjunction with
Gaga's “Chromatica” album.
“Where you'll see growth, or
maybe evolution, is in how creative
we get and original with some of
our formulations and how we build
things,” Jones said. Good is good
enough for some people, but not
Gaga, Jones said—“she is always
raising the bar.”
During the pandemic, Gaga raised
almost $130 million in aid via a
televised concert. She also performed
the national anthem at President Joe
Biden's inauguration, and has started
shooting “House of Gucci” in Italy.
Industry sources said that Haus

has started talking to retailers about
potential in-store distribution, but
Jones said there is no rush, especially
given difficult retailing conditions
due to the pandemic. “Our brand is
about getting people to the people —
accessibility — so whatever avenues
we have to do to do that, we're going
to do it. It's just when we do it,”
he said.
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Hourglass Plans to Introduce
Its 'Most Disruptive' Launch Yet

Founder Carisa Janes recently unveiled Red 0, the brand's vegan alternative to
carmine — a red colorant produced by crushing insects. BY RYMA CHIKHOUNE
IN JULY, Hourglass plans to unveil
an innovation around sustainability
that’s been in the works for years,
revealed Carisa Janes, founder and
chief executive officer of Hourglass.
“It's probably the most disruptive,
innovative product we've ever
launched,” she said.
The brand is utilizing refillable
packaging in a new way and is
working to ultimately decrease
consumption of single-use plastics.
The creation, also customizable, will
give consumers a “personalized way
to engage with products,” according
to Janes. “I’m also proud of the way it
looks. I wanted to create something
sustainable and beautifully designed,
a luxurious and chic keepsake that is
meant to be reused again and again
and not thrown away, which helps
reduce waste overall and is more
cost-effective over time.”
The innovation is part of
Hourglass' upcoming fall 2021
launches, produced using tin,
aluminum and postconsumer
recycled plastic. It will “offer a
more purposeful way to shop and
experience color," noted Janes.
Sustainable initiatives in the works
include the rollout of FSC-certified
unit cartons for Hourglass’ core
products this summer and the release
of two limited-edition palettes made
of tin, available for holiday. Skin care,
too, will be a “key focus” as Hourglass
expands its “equilibrium” collection.
“We will continue to focus on
skin care innovations rooted in our
proprietary ingredient that helps
create healthy, balanced skin,” Janes
said. Current products include a
cleanser, essence, sunscreen, serum
and eye balm, made using the brand’s
proprietary Cell Balancing Complex.
“Eye will also be an exciting
category as we continue to push
innovation in the vegan and crueltyfree space,” she added.
Hourglass, which recently
introduced skin care, launched as a
cruelty-free luxury cosmetics company
in 2004. The brand was 80 percent
vegan then but has since worked to
transition away from the use of all
non-vegan ingredients, including
beeswax and lanolin oil, which
“can be associated with harmful
production processes,” Janes noted.
“If you think about the way inventory
works, we haven't sold through
everything, but everything new that's
been ordered is vegan,” she added.
That journey of becoming 100
percent vegan began after a chat

Red 0, Confession
Ultra Slim High Intensity
Refillable Lipstick
by Hourglass.

Carisa Janes

with Unilever’s chief executive
officer, Alan Jope, as he and Janes
met following the brand’s acquisition
in 2017.
“What are the barriers to going
vegan?” Jope had asked.
“We were discussing that we had
just announced publicly that we
pledged to be vegan by 2020,” Janes
said. “He asked the question during
the meeting…and the big one for us
at that time was carmine.”
Carmine, a coloring produced by
crushing female cochineal insects,
has been utilized in cosmetics for
its vibrant red pigment, but it’s also
used in foods and drinks, listed in
ingredients under carmine, carminic
acid or cochineal extract.
“At the end of the meeting, he
says, ‘I've sent a note to the head
of [research and development] of
Unilever,’” Janes continued. “He's
like, ‘I've asked him to make this his
number-one priority to find a solution
to this carmine issue.’ And I was just
so blown away, because, you know,
Hourglass in the world of Unilever is
like a cup out of the ocean, basically.
I mean, we're so small….The project
kicked off right away. And we started
working on this replacement.”
In March, Hourglass introduced
the ingredient “Red 0,” its vegan
alternative, through the release of a

limited-edition $40 red lipstick. A
creamy, richly pigmented and buildable
red with a satin finish, its packaging is
slim and embellished with a beetle.
“The biggest challenge was
sourcing high-performance vegan
ingredient replacements,” Janes said
of the process. “We couldn’t find a
sufficient substitute for carmine, so
we took on the feat of developing
a vegan alternative that could
accurately replicate the intensity and
depth of the original.”
The launch is the brand’s newest
addition to its Confession line, a
collection of vegan — and refillable
— lipsticks that come in 32 shades.
It’s the brand’s bestselling product
globally, Janes said.
The new release is “an educational
opportunity for consumers to
understand what it means to be
vegan,” she added. “At least for
me, I didn't know myself that for
every pound of carmine, there are
70,000 insects used for one pound,
which is basically 1,000 insects per
lipstick. Finding replacement for
these animal-derived ingredients
is so important, and I don't think
people really know what it means,
what they're putting on their face
and even what they're ingesting.
When the consumer has a deeper
understanding of what's really going

on, I think that this will push brands,
businesses, manufacturers to really
find vegan alternatives that not
only are as good, but potentially can
perform better.”
A brand isn't “truly” cruelty-free
until it’s vegan, she said.
“It's interesting, because crueltyfree doesn't mean animals are not
harmed,” she continued. “And so,
I think internally when we talked
about being cruelty-free and people
really celebrated that we were
cruelty-free, we just kind of thought,
‘Well, it doesn't really feel right if
we're not vegan.’”
As the brand works to innovate the
category, Janes looks forward to the
brand’s upcoming initiatives. She's had
sustainability in mind from the start.
“We had refillable products when
we launched,” she said. “No one knows
that really. But we did. People didn't
care at all. But now that's changing.”
Consumers today more than
ever, accelerated by the pandemic,
are more conscious about their
purchases, how products impact
their health and the environment.
“It feels great to have a new
challenge,” she added. “Like, really
trying to figure out how to formulate
in a more sustainable way, how
to develop packaging in a more
sustainable way and still do it
without compromising luxury. I think
that's what I'm really excited about
for the future.”
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More men's personal care
brands than ever before
are entering the market.

The Shifting
Attitudes Behind
Men's Expanding
Grooming Routines
More men than ever are moving beyond hair, skin care
and beard basics.
BY OBI ANYANWU

PHOTOGRAPH BY GIOVANNI GIANNONI

IS THE MEN’S HAIR, grooming
and skin care segment ready for the
spotlight?
The segment has been touted for
its potential for years, with many
predicting a boom to no avail. But
with men's shifting attitudes toward

grooming, that explosion may finally
have arrived.
More men’s brands specialized in
hair and grooming for all hair types,
skin care, personal care, genderless
products, makeup, nail polish and
even ingestibles are entering the

market than ever before. All seem to
agree that the men’s segment is red
hot and only getting hotter.
The usual suspects still dominate
the shaving and men's hair coloring
categories, according to IRI figures
for the calendar year ending Dec. 27,
2020. Specifically Harry’s, Gillette
and Schick for razors accounted for
$503.7 million in sales, and Just For
Men's hair dye accounted for $183.9
million of the $193 million in men’s
hair coloring sales.
Bevel, Lumin, Huron, Scotch Porter,
Stryx, Lesse, Hawthorne, Dr. Barbara
Sturm, Fulton & Roark and more brands
available direct-to-consumer and/or in
retailers reported growth in 2020, with
positive holiday season results despite
the global pandemic. Brands like Art of
Sport and Bravo Sierra have launched at
more stores across the U.S.
Men have established their
grooming routine with essential face

washes and moisturizers, shampoos
and conditioners, and are venturing
to new avenues, trying new products
like eye creams, face masks, serums,
sunscreen, beard products, beauty
tools, makeup, hair dye and even
supplements.
There are a myriad of reasons
for the uptick in demand for men's
personal care products.
Men across the entire U.S, as
opposed to men exclusively in urban
cities, are buying personal care
products for themselves, conversing
and reviewing these products with
their peers and discussing what
ingredients are efficient and beneficial.
They’re exploring the efficacy of
products that they don’t see immediate
results with, like razors and shavers.
Men are also contributing to the
removal of stigmas surrounding
men’s personal care and selfcare and contributing to today’s
definition of masculinity that
prioritizes physical, mental and
emotional wellness and balance.
“We’re only just in the beginning of
men exploring the skin care industry,”
said Neada Deters, founder of unisex
organic skin care brand Lesse. “We’re
seeing men just beginning to accept
products of a certain quality and
price point.”
Men comprise 24 percent of Lesse's
customer base, and the men’s return
customer rate is above 47 percent.
“We’ve seen an uptick about 5 percent
from male-identifying visitors to the
site from last year to date,” she said.
Target has been capitalizing on
increased interest as well, introducing
in 2018 a men’s grooming section in
its beauty department.
Ulta Beauty chief merchandising
officer Monica Arnaudo said that
according to consumer insights, men
that identify as beauty enthusiasts
has grown 37 percent from 2017 to
2020. “Sixty-five percent of beauty
enthusiasts believe there’s an overlap
between beauty and wellness and
within that, three in four males
agree,” she said.
Deters sees a departure from
traditional men’s skin care and hair
and grooming conventions, including
women buying products for the men in
their lives and men borrowing products
from the women in their lives.
Oars + Alps brand leader Erica
LeBlanc said the brand expected
women to comprise 70 percent of their
purchases, and instead found men
made 80 percent of product purchases.
Walker & Company Brands vice
president of marketing Tia Cummings
observed the same at Bevel, where
men comprise the bulk of purchases.
“Within our target audience of Black
men 18 to 44, the majority of them are
not married,” she said. “As the focus
on male grooming continues to grow,
you’ll see more and more men taking
ownership of the products they buy.”
Dr. Barbara Sturm said a quarter
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The movement towards
taking care of yourself has
permeated the men's
grooming segment.

Key
Takeaways
1. Men are branching out
beyond grooming basics, into
products like eye creams, face
masks and serums.
2. Attitudes around self care
and masculinity are changing,
and men are prioritizing physical,
mental and emotional wellness
and balance.
3. These days , men are buying
their own personal care products.

of its e-commerce consumers identify
as male and more men are joining the
brand’s digital Masterclasses and Skin
Schools.
Arnaudo noticed a few trends
among male consumers, such as skin,
hair and grooming needs pertaining
to textured hair and razor bumps, and
DIY categories like hair and nails.
“Social media has really driven greater
inclusivity in skin care and as a result
is the fastest-growing beauty category
for men,” she added. “The intimate
connection to self-care is a key driver
and after a year of quarantine, which
allowed for greater routines. More men
have embraced the category and we
anticipate they’ll stay the course.”
Deters also mentioned skin care
no longer being an interest reserved
exclusively for men in metropolitan
cities and urban areas.
“We’re seeing an uptick in areas
that aren’t just New York City and Los
Angeles,” she said. “In the beginning
they were our central markets, but we’ve
seen growth across the country and part
of that has to do with people moving.”
Fulton & Roark cofounder Kevin
Keller shared a similar sentiment
about men in suburban and rural
cities, as did Gage founder Bennie
Pollard, who is based in Louisville, Ky.
“Suburbanites and rural folks
don’t get enough credit!” exclaimed
Keller. “We see more purchases from
rural and suburban zip codes than
you might expect. If you look at
our sales relative to the population
distribution, it mirrors those numbers
fairly well across the country.”
Pollard said each region in the
U.S. has its own trends. “Each
marketplace can have its own flavor,
and before, the industry and even
fashion in general would look to
the coast as trendsetters but with
info being so widely available, they
develop their own trends.”
Deters added, “It’s an effect of skin
care and grooming being something
more acceptable now for men without
the indulgence of travel and other
experiences. The pandemic changed
how men spend.”

The pandemic may have
accelerated this trend, but this is a
storm that’s been brewing for years.
Matt Teri, cofounder and chief
development officer of Huron, who
also spent several years at the Estée
Lauder Cos., said men in the U.S. have
been slow to pick up on personal care
and grooming compared to countries
in Europe and Asia and cites societal
and cultural changes and education
as the drivers toward skin care. He is
also among many cofounders that see
skin care as part of men’s fitness and
wellness regimes.
Benjamin Bernet, cofounder and
co-CEO of Bravo Sierra, a personal
care company built and tested for the
military community, said the men’s
personal care market for the past
15 to 20 years was split between highend products found in department
stores and prestige channels that bet
“on the sophistication of men,” he
said, and mass brands “selling gallons
of gels and large sticks and its value
proposition,” he added.
Bernet has participated in the
market’s evolution, having expanded
the men’s businesses at L’Oréal, Giorgio
Armani and Kiehl’s. He also founded
multiethnic online beauty e-tailer
Doobop. He sees a future for affordable
products for men who don’t want “to
choose between a private label or a
Bloomingdale's counterbrand.”
Bernet’s Bravo Sierra cofounder and
co-CEO Justin Guilbert, also a beauty
and personal care industry veteran

who led L’Oréal’s marketing in the
mid-Aughts, believes the men’s care
category will be “rebooted entirely.”
“Men’s care seems like a joke that it’s
the fastest growing category, because
it’s so small but it never reached its
potential,” said Guilbert. He saw over
the years what he describes as “dumb
care,” or basically men using whatever
products they can get their hands on,
and its antithesis—men having a very
extensive routine à la the character
Patrick Bateman in “American
Psycho”—and borrowing products
from women.
“The biggest thing we’re seeing
before our eyes is what happened in
fashion, style and accessories but in the
personal care and skin care space for
men,” said Brian Jeong cofounder and
CEO of Hawthorne, a men’s personal
care brand that tailors its fragrance,
hair and skin care offering according
to their customer’s preferences.
“Before, there was the term
‘Metrosexual,’” Jeong continued. “It
described guys that cared about the
way they dressed and their style, but it’s
normal. Male consumers are realizing
there is a way to take care of their skin,
to look, feel and smell better and it’s
something they can now access.”
The term ‘metrosexual,’ which was
created in the mid-'90s, was reserved
for men that took extra care of their
personal appearance and over time
it took on a negative connotation.
Though men followed style trends
over the years, there were stigmas

for being very interested in their
appearance.
“You can’t ignore that there were
stigmas around these kinds of things,”
Jeong continued. “Guys talk to each
other all the time about music, food,
style, but it wasn’t until recently that
guys talked about their new Byredo
fragrance or the new Aesop hand
cream. Byredo, Le Labo and other
brands made it as cool as guys talking
about Supreme and sneaker drops.”
Men’s wear is one gateway to
personal care products. In the late
Aughts, men wanted to update their
appearance and dress their best,
which was enhanced on social media
platforms where men shared their
contemporary and luxury fashions
from Italy and Japan and street style
photos. There was the fitness boom
also on social media and the desire
to enhance their physical wellness
through diet and exercise.
Lumin cofounder Darwish
Gani correlates personal care and
grooming with the healthy eating
and exercise trends. “It is a general
global movement toward taking
care of yourself and wellness,” he
said. “Customers are early risers,
work really hard, could be CEOs or
teachers, but they live active lifestyles
and want to do better.”
As men’s motivations have changed,
so have brands’ product offerings
and marketing and messaging. Today,
brands boast natural ingredients and
realistic efficacy estimations, and
new value propositions that deliver
more value for the customer like
Dollar Shave Club and Harry’s, the
latter in which saw its business grow
25 percent overall and entered new
international markets in 2020 and
entered the Netherlands, Germany,
France and Belgium in March.
In addition, brands now deliver
messaging that aligns with men’s
desire to be their best selves instead of
becoming someone else. Gone are the
days of men aspiring to be the world’s
sexiest man, with advertisements
peddling alpha male tropes.
Gillette in 2019 took on toxic
masculinity with an ad calling out
harassment. The annual Movember
event that has been encouraging
men to grow their facial hair to raise
awareness for men’s health issues
since 2003 devoted its 2020 event to
men’s mental health, responding to
the unprecedented pandemic.
Bevel celebrated Black men in 2020
with their Created for Kings campaign
and will continue the homage with its
Dads and Grads campaign for Father’s
Day and graduations.
Marketing campaigns celebrate men
as they are instead of promoting a false
ideal that is losing relevance. Brands
are also pushing the ingredients and
benefits of their essential products to
get men in at the ground level and
educate them. Also brands like Bevel
and Scotch Porter are two of many
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“Gen Z is leading the larger cultural
conversation and impacting all guys
in every age demographic.”
-ANNELISE HILLMANN

catering to underserved hair needs
among men with textured hair.
Bevel, which reported strong sales
across the holiday season, led the way
for brands to cater to the needs of
Black men and women.
“Since Bevel launched, one
significant way the market has
changed is that unique beauty
needs of the Black men and women
are being acknowledged more
prominently,” said Cummings. “This
has led to several new brand and
product launches, as well as broader
distribution of said products. Black
shoppers no longer have to go to
the local beauty supply store to find
products made for them because
major retailers have focused on
expanding their multicultural
offerings. This expansion has allowed
a brand like Bevel to go from solely
being available online to being on
shelf at Target and Walmart stores
nationwide. It’s a huge win for our
consumers and for us as a brand.”
Scotch Porter reported an 80
percent increase in revenue over the

prior year. The brand’s beard and
hair care products were best-sellers
in 2020, due to men growing their
hair and beards with barber shops
closed, and founder and CEO Calvin
Quallis sees textured hair as “a big
opportunity,” as well as supplements.
“We’re still in a pandemic and folks
are paying much more attention to
their health so immunity-boosting
is more important than it was in the
past,” said Quallis, who was inspired
to include supplements to the product
offering from his own wellness journey.
Men’s skin care and wellness brand
Asystem launched in 2019 with skin
care essentials and daily supplements
with antioxidants and later launched
relief gel roll-on for pain relief.
Then there’s Hims, the telehealth
service addressing hair loss, erectile
dysfunction, wellness and most
recently skin care.
“Men have resoundingly shared
they have felt so much relief in
being able to access skin care from
Hims platform,” said Hims & Hers
cofounder and vice president of

merchandising, Hilary Coles. “We’ve
heard from so many men that they’ve
always felt embarrassed to take care
of their skin—for example buying
products at their local store or visiting
a dermatologist in-person—or that
they didn’t see anything in the market
that was approachable or, frankly, that
inspired them to want to try it.”
The company’s revenue increased
80 percent over 2019 to $148.8
million in 2020, and revenue in the
fourth quarter increased 67 percent
year-over-year to $41.5 million.
“When we first launched, the
market for men’s wellness was
hypermasculine—think loud, black
and red packaging, and stereotypical
male positioning,” said Coles. “Over
the past three years, there’s been an
exciting push from more brands that
recognize men’s wellness can’t be
confined into a 5-in-1 product.”
Lumin cofounder Gani said the
traditional men’s skin care market
offers essential products like face
wash and face moisturizer, but is
noticing that men are also gravitating
toward unexpected items like Lumin’s
dark circle eye cream and anti-wrinkle
serum. Lesse founder Deters said her
Ritual Serum is most popular with
men, and Huron said they restocked
their eye stick several times.
Hommeface’s Daily Trio Set &
Revitalizing Hydrogel Mask Set have
been steady best-sellers according
to the vegan and cruelty-free skin
care brand. Oars + Alps brand leader
LeBlanc, said their face and eye cream
and wake-up stick are some of the top
sellers alongside their essentials like
deodorants, body wash, bar soaps and
recently launched hand sanitizer.
Men have also stepped up their
beard trimming and styling grooming
practices due to barbershops closing.
Randall Lemoine, vice president,
strategy and consumer understanding
at P&G Grooming said they saw upticks
in trimming, styling and grooming
products. P&G launched King C. Gillette
and Gillette Labs for more elevated
shaving and styling experiences.
Deters said, “Men are starting to
understand in the same way that
the way they have to do this specific
training when it comes to exercise is
the same when it comes to skin care.”
Men are also trying nontraditional
products for better results. Meejee,
a beauty skin cleaning tool, saw an
uptick in male buyers. Cofounder
Ben Segarra said over the holiday, the
brand was selling four to five times
what they were selling during the year.
Segarra said the next frontier for
men is makeup, which is in line with
early adopters like Warpaint and Stryx,
the latter in which reported its highest
revenue months ever last holiday
season. “It has since been topped in Q1
of 2021, with each month beating the
previous one,” the brand said.
Certainly men could shop brands
that have been on the market longer,

but brands like Stryx are tailored
to men and attempt to simplify
cosmetics with a concealer tool to
hide blemishes and tinted moisturizer.
“We’re only just scratching the
surface of cosmetic and advanced skin
care products for men,” said Stryx.
Frontman, a Gen Z grooming brand
founded by Nick Bunn and Annelise
Hillmann, gets to the nitty-gritty of
acne with its Fade concealer made
with salicylic acid. They see Gen
Z as the group leading the pack in
men’s personal care trends. “We’ve
seen Gen Z has the power to affect
other generations,” said Hillmann.
“Gen Z is leading the larger cultural
conversation and impacting all guys
in every age demographic.”
Mordor Intelligence valued the
market at $55.22 billion in 2020
and Grand View Research predicts
the market will reach $75.8 billion.
Those in the space agree the market
is set up to grow exponentially, with a
broad variety of drivers.
Ulta's Arnaudo sees the self-care
trend driving men’s increased interest
in personal care; Harry’s general
manager Jaime Crespo expects men
to continue expanding their routines.
Scotch Porter founder and CEO
Quallis sees textured hair and health
and wellness as the next frontier
for men’s personal care, and Meejee
cofounder Segarra is bullish on men’s
cosmetics. Dr. Barbara Sturm sees a
100 percent gender-neutral future for
the market—“the future as we see it is
not about defining male and female
beauty but looking at offering skin
care, self-care and wellness that works
for everybody, regardless of age or
gender,” she said—and Bravo Sierra’s
Bernet and Guilbert think the growth
will come from innovating existing
essential care products. (The brand’s
body spray is the first nonflammable
plant-based spray that was developed
for the needs of the U.S. military).
With so many players in this
growing market searching for the
golden ticket, it appears the consumer
is destined to win out. The increased
competition and education will
help men make informed decisions
starting at their first purchase. More
players mean men have access to
higher-quality products at several
price points, and for different skin
types and hair textures.
Young King Hair Care, a natural
hair care line for multicultural boys
created by Cora and Stefan Miller, are
starting the education process and
wellness routines early for toddlers,
young boys and preteens.
As girls are encouraged to take
care of their skin and appearance at
a young age, boys are not, and Miller
feels this created the disconnect we
have seen between men and personal
care and grooming products.
“Our brand is focusing on young boys
and gearing them up, they’ll know what
to do when they enter adulthood.”
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And if somebody needs to take time
off or somebody is having a tough
day, somebody else is right there.
We want our mission of active self
care to apply to ourselves. That’s a
work in progress. I’m not going to lie,
it’s not perfect all the time, especially
with COVID-19. Our guiding light
is take care of yourself first, we will
figure it out on the work side. When
you invest in folks like that and
recognize the humanity and what they
need, when they’re able, they step up.
Who is your main customer and
how do you see your customers
shopping?
S.M.: People tend to come in trying
a few different things. Their first
purchase is often from our magnesium
healing collection for pain relief or
sleep, or our skin serums because
Venus Williams, our part owner
and chief brand officer, talks about
them. A lot of our customers come to
us because they’ve read something
Venus has written or said, or they’re
searching for a solution, like a natural
solution for sleep, and they find
magnesium and then they find Asutra.
They are mostly women, 65 percent
women, 65 percent are between the
ages of 25 and 54 and 55 percent have
a household income for $100,000 plus.

Stephanie Morimoto,
Asutra CEO
Skin care, personal care and wellness brand Asutra
is launching in stores with Target. BY ALLISON COLLINS
STEPHANIE MORIMOTO SEES
major potential in the intersection of
health, self care and personal care —
so much so that her brand, Asutra,
focuses on “active self care.”
“We want to help people take care
of themselves on purpose,” she said.
Asutra’s lineup includes products
meant to help with pain, stress, sleep,
energy, focus and other goals, and
spans aromatherapy mists, bath salts
and skin care.
In 2019, the brand inked a
partnership with Venus Williams, who
is an investor and chief brand officer.
Last year, industry sources said Asutra
surpassed $4 million in net sales.
This March, the brand began
rolling out its pain and sleep
products nationwide with Target.
Here, Morimoto, Asutra’s chief
executive officer, talks Asutra’s roots,
future and the blurring of personal
care and health.
How Did Asutra Begin?
Stephanie Morimoto: Asutra was
founded in 2015 primarily focused on
a line of organic yoga mat cleaning

sprays. I did not found the business
— I bought it in 2018. By then, the
catalogue had expanded to a variety of
self care products like aromatherapy
mists, body scrubs, bath bombs and
skin care. I got connected to Asutra
because I was a customer — I was
using those yoga mat cleaning sprays.
I spent a lot of my career helping
women start small businesses,
consulting with really big businesses
and on education [teaching English
in Japan and running fundraising,
partnerships and marketing for
education nonprofits]. What I
wanted to do was combine the
mission we were working for in
education, which was to create
opportunity for everyone, especially
those who may not have as much
access to it, and the stuff I loved
about entrepreneurship. I thought it
would be really cool if I could find a
small business where the founders
were ready to move on but didn’t
have somebody to hand it over to.
I could buy it and then build it to the
next level. Now, I set out to do that.
After doing a bunch of due

diligence I decided to move ahead
with the purchase and relocated the
business from Texas to Chicago, my
hometown, so I could contribute to
the economy here.
How do you think about
building your team while
keeping the brand’s broader
purpose in mind?
S.M.: Our broader purpose is active
self care. Self care has become such
a buzzword, and our view is that
it’s not just about taking a bath or
having a skin care regimen. It truly
is about creating different practices
and rituals in your life to rest, to
rejuvenate, to take care of your
health, so you can be at your best.
Women often are trained to
take care of everybody else before
themselves, and it wears us out.
I want to get the message out there
that we as women don’t have to feel
guilty about taking time to invest
in ourselves. We need to be healthy,
mentally, physically, spiritually.
When rebuilding the team from
scratch in Chicago, we put that
mission first and foremost in the
job description and in our hiring
interviews and we look for people
who really resonate with that mission.
Our top core value is one team,
one goal. We’re all about having each
other’s back. All diving in, all hands
on deck when necessary when there’s
a big customer order or a big project
that we need to work on together.

How do you think about product
development with products in so
many different, but overlapping,
categories?
S.M.: That active self care wellness
mantra is still our core guiding light.
We do have a grid that provides a
framework around helping people
active their minds, their bodies, their
souls and their different self care
routines — showering or bathing,
exercise and exercise recovery, boosting
your mood at different times. Then
we look at the intersection and figure
out where we have whitespace. We
try to be as plant based as possible,
we stick to cruelty free, we look at the
Environmental Working Group to
make sure we’re using the cleaner, safe
ingredients. And we look at ingredients
that we think could be interesting to
provide functional benefits.
We’re finding people are really
hungry for those natural alternatives
for pain, you’re starting to see the
demand grow. In the next couple of
years, we’ll have a lot more people
who say, ‘Hey, I don’t want to take
Advil or NyQuil. What else can I do?’
What’s next for Asutra?
S.M.: We launched at Target March
28. We started at Target online
in August, they’re launching us
nationwide with our two top-selling
pain products, spray pain away and
melt pain away, and three sleep
items, our lavender mist your mood,
our lavender sleep mask and our
sleep on the go set, on the shelf
nationwide.
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For the Boys

Here, see five of the latest men's grooming launches. BY JAMES MANSO

Dr. Squatch Pine Tar Deodorant
AVAILABLE FOR $12 AT DRSQUATCH.COM.

Frontman Fade
AVAILABLE FOR $24 AT BEFRONTMAN.COM.
Although male consumers seem to be getting more
comfortable with the idea of makeup, Frontman
founders Annelise Hillmann and Nick Bunn didn't
necessarily set out to make a makeup brand. Rather, a
white space for solution-oriented products jumped out
at the pair during their time together at Harvard, when
Bunn asked Hillmann why men have worse acne than
women. “We realized together that there's still a very
big difference in the way culture socialized mean and
women into skin care and grooming,” Hillmann said.
“We set out to create the immediate solution that our
guy friends needed.”
Frontman launched earlier this year with Fade, a
concealer with functional skin care ingredients to both
cover acne and mitigate it over time. “What we've been
seeing from our first customers has been better than
expected, people have been shocked by the impact it
can have on confidence.” Industry sources estimate the
product's sales could reach $1.75 million in its first year.
Part of the brand's anticipated success is its appeal
with Generation Z. “They're way more progressive in
their beliefs on the world, and this generation is really
ready to break down the stigmas,” Bunn said.

Lumin UV Defense
Moisturizing Balm
AVAILABLE FOR $25.60 AT LUMINSKIN.COM.
Meridian's skin care sister brand is augmenting its day
offerings with a UV-protective moisturizer. “Compared
to pre-COVID-19, we've definitely seen guys are
interested in taking more care of themselves. You're
getting more time at home and you're on Zoom seeing
your face,” said Darwish Gani, cofounder of Lumin.
“What we're really seeing, though, is once you get a
better grooming routine, you start to expand that [into
adjacent categories].”
The brand's freshly launched UV Defense
Moisturizing Balm immediately struck a chord with
consumers, who are looking to amp up to more
sophisticated routines. “We're seeing that guys have a
complete routine for moisturizers,” Gani said. “The SPF
is a big added bonus.”
The moisturizer relies on non-nano zinc oxide to
reach SPF 30, and skin care ingredients like papaya
and rosemary extracts for added benefit. Industry
sources estimate sales could climb up to $10 million in
the moisturizer's first 12 months on the market.

Meridian Grooming Up-Here
Trimmer
AVAILABLE FOR $39 AT MERIDIANGROOMING.COM.

Caldera + Lab The Clean Slate
Balancing Cleanser,
The Base Layer Fortifying
Moisturizer
AVAILABLE IN APRIL FOR $35 AND
$55 AT CALDERALAB.COM.
After a sales increase during the coronavirus
pandemic, Caldera + Lab is bolstering its hero serum
with two new launches. Meant to accompany its
bestselling serum, The Good, the brand got the
ideas for its two newest products — a cleanser and a
moisturizer — from customers. “When we launched
with The Good, we really went to market knowing that
men approach beauty and skin care differently than
women, and really wanted a very simple, easy-to-use
[product]. This was designed to be a powerhouse
product for consumers who are just amenable to one
change. After we launched, people were asking us,
'This is great, what do I use with it?'” said Dominique

As aluminum-free deodorants pick up momentum, Dr.
Squatch is extending its line of preexisting sticks — a
category that is slated to do $30 million in retail sales
in 2021 for the brand, per industry sources — with a new
scent. The brand, which has grown triple-digits over
the past few years and crossed $100 million in revenue
last year, has seen adoption rates of its deodorants
pick up. “People are becoming more aware of some of
the products that have historically had ingredients that
aren't super healthy for people,” said Alex Uruchurtu,
chief product officer at Dr. Squatch.
The category, which only just launched in November
and is gaining Pine Tar Deodorant next week, is part
of a larger effort to expand, said Josh Friedman, the
brand's chief marketing officer. “In the past couple of
years, we've been really focused on expanding into
categories we feel we can create high-performing
products with natural ingredients that resonate with
the everyday guy,” he said.

Gagnon, chief innovation officer of Caldera + Lab.
The full regimen, which is actives-packed and boasts
clinical studies on a slew of skin types and tones,
has garnered users from ages 18 to 80 and across
the gender spectrum. Industry sources estimate the
moisturizer and cleanser to exceed $2 million in sales
for the first 12 months on the market.

Personal care company Meridian Grooming is bringing
its chic point of view on basic grooming above the
jaw. The brand, which gained popularity for its body
trimmer, has unveiled a nose hair trimmer. “For
Meridian, our real goal was to create novel grooming
products that we felt that guys were missing the
routine,” said Gani, cofounder of Meridian. “The
Up-Here Trimmer was just one of the most common
things, when we talked to guys and think about their
daily experience, that they would like want to improve.
Many guys dealt didn't have great solutions for it.”
Meridian made sure the device featured a
360-degree cutter for ease of use. “We had surveyed
guys who traveled, and they felt the trimming or plucking
from the nose would actually just end up taking a lot of
time or was painful,” Gani said. “The rotating makes it
much easier and faster.” Also for use on the ears, the
trimmer is waterproof, lightweight and easily portable.
Industry sources estimate the trimmer could hit $5
million in retail sales for its first year on the market.
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Instant Gratification

Founders from Pacifica, Loli, Klur and more share their best practices.
BY JENNY B. FINE

AS WE EMBARK ON Earth Month, we asked companies at the forefront of
conservation efforts, what’s one change that companies can make immediately
to improve their sustainability efforts? Here, their answers.

LESLEY THORNTON
MONICA AURIGEMMA
C O F O U N D E R , B LO O M E F F ECTS
“A small change that can make a big improvement is to move
away from using those one-time-use sampling packets that are
difficult to recycle and often become immediate waste. Instead,
invest in more eco-friendly tubes or glass components that can
be recycled indefinitely!”

TINA HEDGES
CHIEF EXECUTIVE OFFICER
AND FOUNDER, LOLI BEAUTY
“It’s vital for companies
to prioritize traceability
or end-of-life options within
their supply chain
— like using blockchain
to authenticate or asses the
impact of an ingredient, or
rethinking uses for misfit
ingredients and waste within
the production process. The
sum of the parts can create
a more a planet-friendly
future. We rethought
secondary packaging by
using upcycled hemp fiber,
the wastage from cold
pressing hemp seed oil,
to wrap our freshly grown
mushroom packaging.”

BROOK
HARVEY-TAYLOR
C H I E F E X EC U T I V E
OFFICER AND FOUNDER,
PAC I F I CA B E AU T Y
“The biggest change
that companies can
make is to commit to
creating an actionable
plan to address climate
change. Start the journey
immediately, because
we don't have time to
wait until there is a
perfect answer or
a super clear path.
One simple thing to
do is purchase offsets.
I think every company
should be paying a
climate tax on the
goods we sell.”

LAURA XIAO
H E N N É O RGA N I C S
“Make decisions based
on what feels true to
your ethos but also
what are within your
capabilities at this time.
For example, sometimes
certain materials and
initiatives are not as easily
accessible to smaller
brands because they
oftentimes can't meet the
large MOQ's or upfront
costs — have experienced
this firsthand multiple
times. It doesn't mean you
can't do it later on, but
in the meantime, there
are still other ways to be
more sustainable, such
as recycling as much as
possible at the workplace,
choosing ethical and
sustainable suppliers,
and opting for more
eco-friendly packaging
options, etc.”

F O U N D E R , K LU R
“One of the most
immediate things a
company can do to
improve its sustainability
model is reassessing its
values and brand pillars.
Ultimately, sustainability
is about integrity, and
that must be part of a
company's core value
system. It doesn't matter
what materials are used
if the brand's core has no
moral compass or ethics
to back it up.”

MIRANDA KERR
FOUNDER AND CHIEF
E X EC U T I V E O F F I C E R ,
KO R A O RGA N I C S
“One thing we are
currently focusing on at
Kora Organics is moving
more toward using
glass packaging where
possible. All four of our
new products this year are
in glass, and two of those
have refillable options.”

AJA FRIERSON
MELANIE BENDER
P R E S I D E N T, V E RS E D
“Start measuring your carbon footprint. You can't manage what
you don't measure, and science is telling us that creating a cool
climate future needs to be our top environmental priority as an
industry and society. Climate Neutral and Carbon Calories are
two tools that can help.”

FOUNDER, HABIT COSMETICS
“In the day-to-day running of your business, focus on buying
only what you absolutely need. And for the long-term, work
to bake reusability and multipurpose functionality into your
products wherever possible. Often, this doesn't mean spending
more money, it just means paying attention to customer use and
design details.”

