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Beauty gives us confidence in who we are, who we want to be,
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By 2030, our fight for women’s equality – in the form of safety and education programs – 

will benefit over 3 million people.
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Be Smarter, Faster

Enable your teams to move at the speed of your customer with accessible, accurate, and 

actionable insights. Our AI-powered visual marketing software will help you adapt in real-

time to the ever-changing environment.

Rack Up ROI

Increase efficiency and ROI with performance prediction and analytics unique to your 

brand. Optimize every touchpoint across your organic, paid, or e-commerce channels. 

We provide marketers with clear metrics and data they can trust, empowering them to 

connect visual marketing to business impact.

Convert Your Content

Our AI-backed social commerce solutions allow your team to turn any visual asset into a 

buying moment in 30 seconds. It’s simple. It’s effective. It’s magic.

Social Media Analytics and Management 

Software for Visual-First Enterprise Brands

Accelerate brand growth across your organic, paid, and e-commerce marketing channels 
with Dash Hudson’s best-in-class insights and reporting tools. 

Learn why Dash Hudson is the preferred solution for marketing and social media teams.

dashhudson.com
M A R K E T I N G  P A R T N E R

Learn more at dashhudson.com/beautyinc
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O
VER THE PAST YEAR, the beauty industry has undergone a 

metamorphosis. The coronavirus pandemic, the new social justice 

movement and a collective increased appreciation for health — 

both of people and the planet — have caused our priorities to shift, 

our values to evolve.

Many of us are rethinking every aspect of our lives, and that 

includes how we view our identity and the way we present 

ourselves to the world, as well as the deeper meaning behind the brands and products 

that we buy.

For beauty, these forces have had, and will continue to have, a profound influence. 

An industry that has been built on hope, aspiration and an ephemeral idea of physical 

beauty is being redefined by a new generation of consumers who are more interested in 

science, self-expression and sustainability.

This issue of Beauty Inc explores the fundamental ways that the business is changing. 

In “Seeing Is Believing,” Alexa Tietjen examines the increasing levels of information that 

consumers are looking for from brands, and how Gen Z founders are addressing business 

in the era of radical transparency. As Dieux Skin cofounder Charlotte Palermino told 

Tietjen, it’s not about dissemination of information anymore. It’s about accountability. 

For more, see page 18.

In the “Future of Luxury,” on page 24, I spoke to industry experts and analysts to find 

out how high-end beauty will fare at a time when distribution is becoming increasingly 

democratized. The definition of luxury has changed dramatically — and savvy brands 

are following suit.

It’s impossible to think about the future without talking about China — the world’s 

largest, most dynamic and fastest-changing market. While international players like 

L’Oréal, Estée Lauder and P&G were early to the scene, increasingly home-grown players 

are grabbing significant market share. The most dynamic of those is Yatsen, founded by 

37-year-old David Huang. Since launching the wildly popular makeup line, Perfect Diary, 

Huang has ventured into skin care and increasingly higher price points, via acquisition 

and incubation. WWD’s China bureau chief Tiffany Ap spoke to the entrepreneur to find 

out what’s next — and get the inside scoop on the secrets of his success. Her interview 

is on page 8.

Of course, the past 15 months have highlighted what is truly of value — our health 

and well-being. In a recent McKinsey survey, 42 percent of adults consider wellness 

their top priority. Sales are following suit. “The Wellness Power Players,” starting on 

page 28, rounds up the 50 most powerful brands across multiple categories, including 

CBD, sexual health, ingestibles, and those with an inner-outer connection. To compile 

the list, writer Jayme Cyk consulted retailers, practitioners, analysts and insiders, and 

the result is a fascinating compendium of brands that are very well-known, and others 

that are emerging but influential. Whatever their size, these brands all share a common 

trait: They are pointing the way to the future of self care. Can’t wait to see you there.

A TIME OF  
TRANSFORMATION

Jenny B. Fine 
@jennybefine
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MASTER CLASSBEAUT Y BULLETIN

Best known for the runaway success of makeup brand Perfect Diary, 
David Huang has quickly amassed a portfolio of beauty names and is 
tackling high-end skin care next. BY TIFFANY AP

SHANGHAI — At 37, David Huang has, in five 

years, built one of China’s most impressive beauty 

companies.

A Procter & Gamble protege who attended 

Harvard Business School, Huang founded Yatsen 

Holding, ushering in a new era for beauty in China, 

one in which a homegrown company — with its 

affordable but value-driven products and a nimble 

direct-to-consumer omnichannel business model — 

is giving multinationals a real run for their money. 

Topping more than $800 million in revenue last year, 

this “internet L’Oréal” as some have taken to calling 

the company, saw earnings rise 42.7 percent year-

over-year in its most recent quarter. 

Yatsen listed on the Nasdaq at the end of 2020 

with three brands: flagship makeup line Perfect 

Diary, Huang’s first foray into the sector; higher-

How did you end up in beauty? 

David Huang: Somehow, it was fate and I can 

say it really exceeded my expectations. I did 

my undergraduate at Sun Yatsen University in 

Guangzhou and right after, I joined Procter & 

Gamble. I was placed into the CMK business 

unit or consumer market knowledge. It’s like the 

eyes and ears of P&G. It studies the change of 

the consumer’s needs and translates it into all of 

P&G’s decisions.

Those three years transformed me from a guy 

who knew very little about the beauty category 

into someone really focused on consumer needs, 

who can understand their desires and their 

tension. I’ve done a lot of in-home visits, focus 

groups and consumer interviews. I’ve talked to at 

least 10,000 consumers face-to-face. That was the 

first step.

In 2010, I went to Harvard for an MBA and 

for my first year, I had my summer internship in 

China. At the time, I was facing the choice either 

to go to New York and be a banker or come back to 

work in China. I thought coming back to China was 

important for me, so I came to Shanghai and joined 

McKinsey for an internship.

There was a three-week gap after that 

internship ended before I went back to school, so 

I took another internship in venture capital for 

IDG. They were looking at the beauty sector, and 

there was one deal called Unifon.

They realized that at IDG, in the whole 

organization, nobody had beauty experience and 

there was only an intern called David who worked 

at P&G for three years. They asked me to go to 

Changsha and meet with the founder. After three 

days in the due diligence process, I decided to 

drop out and join that company.

Unifon was the first generation of internet 

incubated brands. In the end, I spent five years 

there. When I joined, the company’s revenue was 

around $8 million and when I left it was $300 

million. I learned how to create a brand almost 

from scratch and how to build a brand on the 

e-commerce model and how to do business with 

Alibaba, JD.com and, at the time, Jumei and 

VIPshop. The five-year journey was life changing.

When I left, it was right when the company 

decided to go public. Most of my options were 

vested except for a small portion. I was thinking 

should I wait for a few years then retire and 

enjoy life? But I thought the opportunity for new 

brands on a different business model was going to 

change the entire beauty dynamic and I founded 

Yatsen one month after leaving Unifon.

How would you describe Yatsen’s model?

D.H.: The offline experience was something we 

needed to disrupt. That’s why we have over 200 

stores self-owned. In the beauty industry, not a 

lot of people are doing self-owned stores, but we 

believe the self-owned store is the best business 

end cosmetics Little Ondine, and mass skin care 

brand Abby’s Choice. Since then, the company 

has been moving out of its mainstay in mass and 

into higher price points while also making a more 

aggressive play in skin care. Last year, it bought 

French pharmacy brand Galénic and the mainland 

China business of dermatologist label, Dr. Wu.

Earlier this year in March, it announced moves 

in two opposing directions. It would be launching 

an even more affordable cosmetics label, Pink 

Bear, but also acquired Eve Lom, the luxury 

British skin care brand, from Manzanita. Huang 

spoke to Beauty Inc at his Guangzhou, China, 

headquarters, sharing what led him to beauty, 

how he sees the business evolving in the year 

ahead, and the underlying philosophy that steers 

this quickly expanding portfolio.

CHINA’S NEW POWER PLAYER

Yatsen founder and 
ceo David Huang
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model to create something exciting or something 

new for the consumer journey.

Looking at all the facts and consumer feedback, 

we got a lot of confirmation and confidence. For 

example, we decided to do offline stores, where 

there’s a feeling of freedom. We want customers 

to freely explore all those products and gain more 

knowledge about how to put on makeup. This 

is very important because a lot of brands have 

this pressure in stores. Consumers can’t stay 30 

minutes or an hour. We want to give consumers 

the best products in an environment where they 

don’t feel pressured to buy.

For example, I was in a store where a young girl 

had her backpack with her and when she spoke 

her voice was so quiet. She was probably from a 

tier-three or tier-four city and was in a first-tier city 

to study. She asked the staff, could you introduce 

me to some lip colors? When it came time to pay 

instead of using WeChat or Alipay, she took out a 

100 renminbi note and it was really crumpled. 

At all our stores, we have a cash POS because 

some consumers may not use WeChat or Alipay. 

I was thinking at the time if she went to Dior or 

MAC or even Sephora, she will feel pressure. But 

in a Perfect Diary story she can enjoy the journey 

of becoming more beautiful without any pressure.

If you look at post-90 or post-95 generation, they 

are around age 20 to 25. They are in university 

or starting work, the life pressure they face is 

extremely high — dating, family, work. But the 

underlying emotional driver for the consumer 

is confidence and self awareness. This value is 

what the brand needs to explore and solve. With 

Xiaowanzi [the group’s consumer-facing virtual 

beauty adviser that acts as the core of its private 

traffic program], the relationship is not sales 

and consumer, adviser and client, it’s more like 

a friendship or companion. I will stand by you 

and you can talk to me. I may not be able to solve 

everything, but on your beauty journey, I can help.

How do you see the opportunities in skin 

care versus color? 

D.H.: Color cosmetics, if you just look at the 

market size right now in China, is around 30 

percent of the total market. Skin care is still 

around two times as big. But if you look at the 

European market, you see the gap between 

makeup and skin care is smaller. We think this is 

a growth market.

Going back to the new generation of 

consumers, the Millennials, Gen Z and Gen 

A, even though they’re just 29 percent of the 

population, their beauty spending is around 59 

percent, so they are highly involved in this and 

also newly into makeup. For skin care, they got 

involved earlier.

We believe makeup will continue to grow, taking 

more share, mainly driven by the new generation of 

consumers and longer regimens and higher prices.

Yatsen is the most focused on the consumer. The 

three years I spent at P&G talking to consumers 

taught me that everything goes back to wowing 

your consumers and the rest will just happen. If 

you think about from the consumers’ point of view, 

all business issues can be solved. If the starting 

point isn’t the consumer, but the business, all the 

problems that can happen will happen. 

The customers we serve are in the tens of 

millions. Everyday we see 1.2 billion to 1.3 billion 

data points — everyday. We have 300 to 400 people 

in our IT team. These will give you facts, and in 

the cleansing space, the fact we found is the brand 

they most recognize is Eve Lom. Our customers are 

using Lauder or La Mer skin care. It’s not because 

they don’t have money that they buy Perfect Diary. 

They buy what they think is the best value.

The reason why is not because of the business 

opportunity, it’s the consumer — front and center. 

They are convincing me I need to do this. The 

power is from the consumer. The outsiders, too, 

will also think why do direct retail? It will most 

likely fail. But I opened 200-some stores and 

I proved it. It’s not because I listened to some 

expert or business guru, the data tells me.

What are your consumers telling you now?

D.H.: The attention young consumers give to 

innovation and science far outstrips previous 

generations. Information access is not a problem. 

They are so smart that if you cite some scientific 

studies, they’ll look up the studies to read it.

There’s been an acceleration of  brands 

expanding into China. What do you think  

it means for competition? 

D.H.: More brands serving the customer overall is 

a positive influence, but in terms of competition, 

it’s not a concern….It doesn’t change a lot.

The deep dive to understand the motivation of 

the consumer is something we believe the whole 

industry is not doing enough. The reason we can 

grow so fast is we always stand by the consumer. 

We co-create products, we bring something to 

wow the consumer. We are not just creating 

another lipstick or eye shadow palette.

Recently, you moved into the high-end space 

and further into skin care. How do you think 

about incubating versus acquiring?  

D.H.: I think we do both. For example, Pink Bear 

is something we incubated and other brands 

will launch in the coming quarters. Either way 

is fine, but the only criteria we look at is if we 

aren’t going to create something better, newer or 

distinctive compared to what the market has to 

offer, we’re not going to do it.

If nobody in this industry is doing it, then we will 

invest and incubate. If there is some technology we 

need to invest in or acquire, we will buy it. Some 

of the brands, they have the R&D resources or the 

patent that will be the core asset. Galénic is an 

example. It already has 40 years of history and they 

continuously did a lot of fundamental research. 

But this technology was not really well known by 

a lot of consumers. It’s not only the brand Galénic 

or the consumer base or the story, it’s about the 

technology, the formula, the patent.

What kind of challenges do you anticipate in 

entering the luxury space?

D.H.: Usually business expansion is either in the 

same price category or horizontal expansion — 

that’s very logical. But we are doing a diagonal 

expansion. Business-wise, outsiders have trouble 

understanding: “Why do high end?” “Your core 

competency is mass makeup.” “The customer is 

totally different.” “What gives you the confidence?”

A Perfect Diary store.
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1. SKINCEUTICALS DAILY BRIGHTENING  
UV DEFENSE SUNSCREEN SPF 30, $54. 
Two percent niacinamide coupled with  
1 percent tranexamic acid give this sunscreen  
a brightening kick.
 
2. FACEGYM HYDRO-BOUND SERUM, $58.
FaceGym’s new line includes this serum that 
pairs niacinamide with hyaluronic acid.
 
3. EADEM MILK MARVEL DARK SPOT 
SERUM, $68.
Both a recipient of the Glossier Grant for Black-
owned businesses and a part of Sephora Accelerate, 
Eadem launches its hero dark spot serum to aid with 
hyperpigmentation for melanated skin tones.
 
4. PAULA’S CHOICE CLINICAL 
DISCOLORATION REPAIR SERUM, $46.
Niacinamide paired with bakuchiol and tranexamic 
acid are formulated to even out skin tone. 
 
5. YOUTH TO THE PEOPLE SUPERCLAY 
PURIFY + CLEAR BRIGHTENING MASK, $36.  
This mask blends salicylic acid and kombucha 
with niacinamide to clarify and brighten. 
 
6. SYNERGIE SKIN XCELL B, $95.
Australia-based Synergie Skin added 21 percent 
niacinamide to one of its cult-favorite treatments. 
 
7. BIOSSANCE SQUALANE + CAFFEINE 
TONING BODY CREAM, $28.
Available in two scents, Biossance paired its hero 
squalane with caffeine, niacinamide and algae for 
its foray into body care.
 
8.  THE ORDINARY 100% NIACINAMIDE 
POWDER, $5.80.
This powder can be added to any product to 
boost its brightening properties. 
 
9. KATE SOMERVILLE KATECEUTICALS 
OVERNIGHT PEEL, $88.
This peel meant targets texture, dark spots and 
pores with clinical strength ingredients.

The radiance-boosting 
ingredient niacinamide is 
helping brightening skin care’s 
already substantial growth. 
BY JAMES MANSO

Brightening treatment products outpaced 
skin care’s overall performance in 2020, when 
the category was just shy of dethroning color 
cosmetics as beauty’s biggest segment, 
according to Larissa Jensen, vice president 
of beauty at the NPD Group. “Brightening 
products are up 26 percent, and when you look 
at the ingredients driving it, niacinamide is one 
of them,” Jensen said. Here, the latest product 
launches featuring the star ingredient.

IN THE  
GLOW
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1. CLARINS MEN ENERGIZING GEL, $43. 
Part of Clarins’ new Energizing line for men,  
this gel contains organic red ginseng extract  
for hydration and protection against dullness.
 
2. ACQUA DI PARMA MULTI ACTION  
FACE CREAM, $125.
Building out its Barbiere line of skin care,  
LVMH-owned Acqua di Parma included 
niacinamide, vitamin E and hyaluronic acid  
in its skin type-friendly new moisturizer.
 
3. MANSCAPED LAWN MOWER TRIMMER, 
$89.99.
Body care brand Manscaped updated its hero 
trimmer with wireless charging, ceramic blades, 
an LED spotlight and waterproof construction. 
 
4. OFFCOURT PROTEIN-ACTIVATED 
FACIAL HYDRATOR, $11.
Offcourt, the men’s body care brand that sells 
primarily on its website and Amazon, is getting 
into skin care with a facial moisturizer. 
 
5. GOODLINE GROOMING CO. FACIAL 
SERUM, $12.99.
CVS’ first grooming line, which launched in May, 
brings hyaluronic acid serums to male shoppers 
in the mass market. 
 
6 FURTUNA SKIN FORZA D’AGRÒ AFTER 
SHAVE SERUM, $145.
Unisex brand Furtuna Skin makes its first play at 
male consumers with an aftershave, replete with 
the brand’s trademark olive oil sourced from its 
farm in Italy. 
 
7. GUY MORGAN DAGGER ROSE FACE OIL, 
$60.  
Guy Morgan, who founded his eponymous line 
at the ripe age of 22, introduced his namesake 
to the U.S. market with his hero face oil and 
complementary gua sha.

Brands across the spectrum 
are betting more heavily  
on grooming. BY JAMES MANSO

Grooming sales may have ebbed and flowed 
throughout 2020, but brands across mass and 
prestige beauty are looking to the category for 
growth. The category shrank just 0.8 percent in 
2020, according to IRI. An increasing number 
of players are looking to tap into the Millennial 
and Gen Z male consumer base. Even the 
Estée Lauder Cos. led a seed funding round for 
Faculty, a men’s nail polish brand. Here, some 
standout launches for summer.

BOYS
TOYS
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BEAUTY’S BIG  
PLAYERS THINK SMALL
“The next phase of investments are to drive traffic, trial,  
conversion, repetition on your own site.” BY ALLISON COLLINS

WE ARE IN A MOMENT of significant 

evolution for beauty’s biggest companies — and 

it’s leading major players in the industry to chase 

investments in smaller brands and innovations to 

keep up.

The coronavirus pandemic has caused most of 

the category’s largest players to take a hard look 

at their brand portfolios and decide what should 

stay, and what should go. Divestments and brand 

closures have ensued, but so have acquisitions 

and venture capital-type investments. Experts say 

those smaller deals are here to stay as big beauty 

companies look to match the pace of change. 

Many of those businesses — L’Oréal, Unilever, 

the Estée Lauder Cos., Procter & Gamble, Natura 

& Co. and others — have built out venture-level 

investing capabilities to do just that.

In 2018, L’Oréal set up Bold, a fund that takes 

minority stakes in start-ups and backed social 

commerce platform Replika in December; 

Unilever Ventures has backed a slew of beauty 

companies, including Beauty Bakerie, Saie, 

Nutrafol, True Botanicals, The Inkey List and 

Uoma; Lauder led a $3 million round for men’s 

cosmetics brand Faculty earlier this year; P&G 

Ventures has backed Metaderm and Opte, and 

Natura & Co.’s Fable Investments just inked its 

first deal with a minority stake in Perfumer H.

For Natura & Co., Fable may potentially help 

trends, a lot of transformation in beauty that’s 

happening very quickly, which is now being 

driven more by technology than anything else. It’s 

a way to play a little bit outside of your box and 

keep a pulse on the market,” said Dipika Soni, 

managing director at Evercore.

“It’s sort of a way to tap into an ecosystem of 

entrepreneurs, technology leaders, visionaries that 

are outside of your game, but you want to learn 

what’s going on,” Soni continued. “There’s a way to 

learn and continue to be at the edge and it’s more 

important today in the market than it ever was.”

Soni said modern beauty companies are using 

three different models: outright acquisitions, 

minority investments and VC investments. So far, 

few conglomerate-led VC investments in beauty 

have turned into outright acquisitions, but several 

of the minority acquisitions have. Lauder, for 

example, bought the rest of Seoul-based Dr. Jart+ 

in 2019 after making a minority investment in 

2015, and plans to buy the rest of Deciem in three 

years, after buying a minority stake in 2017.

One financial source noted that while VC 

investments and smaller deals may help keep a 

brand portfolio fresh, having a major product hit 

in a billion-dollar brand will still generally bring 

in more in sales.

On the super-small VC front, many beauty 

businesses are looking to invest in technologies, 

in addition to brands, Soni noted.

“There’s a real push toward getting, in the case 

of L’Oréal for example, 50 percent of sales through 

e-comm. There’s a whole slew of things that 

you may want to do to support that. It includes 

buying digitally native brands, it includes buying 

technology that makes the shopping experience 

frictionless or more entertaining,” Soni said. 

Companies may also want to invest in marketing 

and data analytics to maximize marketing return 

on investment, she added.

“The next phase of investments are to drive 

traffic, trial, conversion, repetition on your 

own site,” Soni said. “The consumer is more 

segmented, and in some ways when you’re 

[selling] online, there’s no retailer, you also get 

to have a very segmented brand portfolio. You’re 

almost able to manage multiple brands but those 

brands have to have a reason to exist, they have 

to mean something to somebody. And we have to 

have scalability across geographies.”

Beyond direct-to-consumer capabilities, experts 

expect to see continued investment behind 

clean and sustainable beauty brands, as well as 

personalized offerings.

“The d-to-c shift is pretty permanent, but 

outside of the that, there’s somewhat of a 

health and wellness shift as well,” Soni said. 

“In terms of the big bucket investments, they’re 

going to come in to play around d-to-c brands, 

e-commerce technology and tools, clean beauty 

and personalization.”

expand the Brazil-based company’s geographic 

reach — something it has also worked to do 

with the major acquisitions of Aesop, The Body 

Shop and Avon. “We’ve got a very strong Latin 

American presence but certainly in Asia, certainly 

in North America and even Europe, we’ll be 

looking both organically and inorganically to 

grow,” said Michael O’Keeffe, chief executive 

officer of Aesop. He is using his experience scaling 

Aesop to help lead the fund, which will aim to 

make between 10 and 15 investments. 

Some of those smaller investments may 

eventually become acquisitions, he noted. “This 

is part of the process, I suppose, planting some of 

those seeds that will hopefully become the larger 

brands in the coming decades for us,” O’Keeffe said. 

That strategy — big conglomerates looking to 

invest in little start-ups — is one that will continue 

as the beauty industry’s scope, distribution and 

marketing strategies evolve, causing a shift in 

the needs of the large beauty companies. Those 

changes are a big part of the reason the sector has 

seen so many divestitures, including Shiseido’s 

sale of the mass market portfolio, and even brand 

closures, such as Lauder winding down Becca and 

Rodin Olio Lusso.

“Corporations have been doing VC investments 

for a long time — generally, it’s a reaction to the 

pace of change, real acceleration in multiple 
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LESSONS 
WELL LEARNED
June is a time of graduations. As students wrap up their 
academic careers, we asked some leading execs in beauty, 
what was your favorite class and why? BY JENNY B. FINE

ALEX KEITH 
C E O ,  P & G  B E A U T Y
U N I V E R S I T Y  O F  A R I ZO N A
“My favorite class didn’t start well as the professor literally asked me 
three times if I was in the right place. It was Chemical Engineering 301. 
I guess he didn’t expect women to be there since there were only two 
of us in the class. It ended fabulously though: I aced the final when 
very few of my classmates did, and he apologized for underestimating 
me. I think he likely never did that to another female student again.”

DR. DENNIS GROSS 
D R .  D E N N I S  G R O S S  S K I N C A R E
W E S L E YA N  U N I V E R S I T Y  A N D  N E W  YO R K  U N I V E R S I T Y  M E D I CA L  S C H O O L
“My favorite class has always been chemistry. I’ve always been fascinated by 
science — while my friends were reading comics, I was reading scientific journals. 
There was one article I read that I thought was so amazing — I called the author until 
I received a response and asked for a job. I didn’t realize I was calling the president at 
Memorial Sloan Kettering. Long story short, he gave me a job, which is how I got 
my start in skin cancer research. I am continuously inspired by science and the 
breakthroughs we have achieved as a community in dermatology and beyond.”

MARIYA 
NURISLAMOVA 
C E O  A N D  C O F O U N D E R , 
S C E N T B I R D
BA R U C H  C O L L E G E
“It’s a tie between 
psychology and 
branding. People are the 
most fascinating subject 
to study.  Branding was 
another favorite. I loved 
learning about how 
brands come together 
and all the hard work 
that goes into building 
out the voice, pillars and 
mission in a way that 
tells a cohesive story. We 
dissected popular brand 
campaigns and were able 
to get a look into their 
creation.”

HOLLY THAGGARD 
F O U N D E R ,  S U P E R G O O P
LO U I S I A N A  STAT E  U N I V E R S I T Y
“Social anthropology immediately comes to mind — I loved 
learning about people and their behavioral patterns. This 
also proves that everything in life really does come full circle, 
because people — along with product, passion, purpose and 
our planet — are core to my Supergoop journey.”

RON ROBINSON
F O U N D E R  A N D  C E O , 
B E A U T Y S TAT. C O M
A D E L P H I  U N I V E R S I T Y
“Though I majored in 
chemistry and biology, my 
favorite class was sociology. 
Sociology is the study of 
society, human social behavior, 
relationships and the culture 
that surrounds everyday 
life. This course helped me 
understand and appreciate the 
similarities and differences of 
all types of people. Little did 
I know that my studies would 
later help me better navigate 
working in big corporations as 
well as to help me lead my own 
beauty brand.”

RICH GERSTEN 
F O U N D E R  A N D  M A N A G I N G  PA R T N E R ,  
T R U E  B E A U T Y  C A P I TA L
U N I O N  C O L L E G E
“My favorite class in college was an intro to 
financial analysis. I was always curious about 
business and thought I might want to explore a 
career in the finance and investing industry. This 
class provided my first exposure to this area. 
Getting a good grade reaffirmed my interests.”

KECIA STEELMAN 
C H I E F  S TO R E S  O P E R AT I O N 
O F F I C E R ,  U LTA  B E A U T Y
K E N N E DY  W E ST E R N 
U N I V E R S I T Y
“At first blush, ‘Corporate 
Culture and Organizational 
Climate’ doesn’t sound 
very exciting, but it was 
easily my favorite and most 
inspirational class. What 
I learned about culture 
as a foundation to create 
an environment where 
teams can perform at their 
individual and collective 
best was transformational. 
I go back to the core 
fundamentals of this class in 
my work each and every day.”

JENN KAPAHI 
C O F O U N D E R  A N D  C E O ,  T R E S T I Q U E
S K I D M O R E  C O L L E G E
“My favorite class was textile design. I loved learning how 
to dye and weave, decoding the tactile elements of fabrics, 
creating beautiful colors and patterns and seeing how 
texture played into the feel and the look. Making things has 
always been my passion. And today, I’m still seriously into 
developing colors and textures….I just do this with makeup 
and skin care formulas instead of fabrics.”

MIKE INDURSKY 
F O U N D E R  A N D  C E O , 
H E A R  M E  R AW
STO N Y  B R O O K
“Mine was ‘Engineering 
for Non-Engineering 
Majors.’ It was a way 
to train your brain to 
take practical, linear 
approaches when 
looking at complex or 
unclear situations. It was 
taught by the brilliant 
John Truxal who could 
simplify any situation 
in a fun and engaging 
way. He showed that 
brilliance is showing the 
simplicity in a complex 
situation rather than the 
complexities in a simple 
situation.”
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SPOT THE 
DIFFERENCE
With acne more prevalent than 
ever among people of all ages, 
consumers are responding the 
most to soothing formulas — and 
conversations — about skin issues.
BY JAMES MANSO

AS ONE OF THE few skin care categories with 

ingredients regulated by the FDA, acne products 

have always straddled the line between health 

and beauty.

Now the category is moving increasingly into 

wellness, as self-acceptance rather than shame 

about skin conditions becomes the norm at a time 

when more people than ever have acneic skin.

“With the mask-wearing of the last year, it’s 

shifted in the consumer mind-set. Acne used to be 

a shameful condition for your skin, but it really 

has become more of a self-acceptance movement,” 

said Larissa Jensen, vice president of beauty at the 

NPD Group.

Jensen noted that acne-oriented products posted 

strong sales increases in a year in which treatment 

products overall performed well. Skin care, still 

poised to overtake color cosmetics as the largest 

category in prestige beauty, grew 13 percent in the 

first quarter of 2021; acne grew 20 percent during 

the same period, per the NPD Group.

Renewed interest in the category isn’t necessarily 

by choice, said Jensen, and it is also more cross-

generational than pre-pandemic. “People who may 

not have had acne for years are now getting it, and 

you’ve got a broader consumer base that brands 

have to fix the problem for,” Jensen said. “Mask 

usage may be tempering somewhat, but it is still 

going to be a part of our lives, it’s not going away 

overnight. If you’re working in an environment 

where you’re wearing a mask all day, that’s going 

to cause problems, and now you have more 

consumers needing these products.”

Retailers are seeing shoppers’ interests soar. 

Tara Foley, chief executive officer and founder of 

Follain, has seen “a lot of customer questions from 

people that never had acne,” she said. “A lot of 

people who didn’t experience acne previously have 

experienced it over the past year due to stress.”

Foley said her customers approach treating 

acne in a consistent way rather than cherrypicking 

products as needed, with items such as Follain’s 

own Clarifying Spot Gel, Tata Harper’s Clarifying 

Cleanser and Vintner’s Daughter’s Active Botanical 

Serum performing well.

products resonated with them, and new concepts, 

like using oils with acne, also found acceptance,” 

she said.

The idea of empowerment was top of mind for 

Alicia Yoon, cofounder of Peach & Lily and its 

sister line, Peach Slices, and a trained aesthetician, 

as she created her newest launch, a line of acne 

products, ranging from $11 to $13.

Yoon’s philosophy toward skin care is equally 

informed by her time in South Korea, where 

aspirations of skin health drive interest. Her line 

— a cleanser, toner and moisturizer — is free of 

silicones, sulfates, alcohol and fragrances, and 

combines salicylic and lactic acids with hyaluronic 

“The approach that’s working in our portfolio, 

are products that are shooting toward acne in 

a more holistic and long-term way, as opposed 

to the immediate, short fixes, such as the pretty 

harsh products that we all grew up with,” Foley 

said. “We’ve been seeing a lot of success with 

daily products, regular routine products that have 

realistic and sustainable amounts of acids, and more 

awareness around how, for example, willow bark 

could be more of an alternative to salicylic acid.”

Foley also said heightened ingredient awareness 

has created a more conscious consumer. “People 

have become educated and empowered on their 

skin health over the past year, and that’s why these 
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acid, niacinamide, centella asiatica and cucumber.

“We want to be supportive and uplifting because, 

at the end of the day, it’s important to be empathetic. 

It’s not like people are doing anything wrong per se,” 

Yoon said. “It’s really important to be reaffirming.  

I have also experienced, as a teenager, not wanting 

to go outside, and we want to normalize that skin 

has different things it goes through.”

Yoon, who is no stranger to making cult-

favorite products, after the 2018 launch of Peach 

& Lily’s Glass Skin Refining Serum, said changing 

consumer perceptions of what constituted 

“healthy” skin was part of her business’ mission. 

“When we launched the glass skin movement, 

we named it that because it’s the best visual 

of what healthy skin looks like, it’s about 

choosing healthiness for your skin. What’s really 

encouraging is you can have acne, but when your 

skin is being properly cared for, you can still 

have this vibrancy and luminosity because you’re 

keeping it well nourished,” she said.

Tula, one of the early arrivers to skin care’s 

microbiome trend, has tracked “picked-up 

momentum” in its acne products, said Savannah 

Sachs, the brand’s CEO. “According to the 

American Academy of Dermatology, 85 percent 

of people between the ages of 12 to 24 experience 

acne at some point, but we don’t see it as a teenage 

problem,” she said.

Sachs pointed to Tula’s online questionnaires, 

which provide a steady stream of shopper insights 

— including which consumers have acne. “The 

quiz offers personalized recommendations to 

our customers, but also informs our product 

development pipeline unification strategy. Despite 

the fact that we have an average age of 32, there 

are many ridges between 20 and 40,” Sachs said.

The acne consumer tends to spend more with 

the brand than those with other skin concerns. 

“This consumer has a significantly higher spend,” 

Sachs said. “When someone is struggling with acne 

and they find a solution that works, they stick with 

it. So, it’s a very high value customer.”

To that end, Sachs said acne customers also 

tend to buy full treatment regimens, rather than 

single products. “The acne consumer is about three 

times more likely to purchase a whole routine than 

someone who’s shopping our core range,” she noted.

Tula’s acne range is formulated with its 

trademark probiotics, along with other known 

acne combatants like salicylic acid and benzoyl 

peroxide. “We combined those FDA-approved 

ingredients with probiotic extracts to help balance 

the skin and calm skin irritation. That’s where I 

think there’s more opportunity for innovation in 

the acne category, we tried to focus on effective 

formulas that aren’t harsh or irritating. They’re 

also alcohol-free,” Sachs said.

The brand isn’t alone in its approach to 

approaching the category with more gentle 

formulations that are less drying than 

traditional topicals. “In addition to the 

innovation we’ve seen in products, they’re not 

as damaging, and they’re bringing in soothing 

botanicals into their ingredients so it’s not 

as painful,” Jensen said. “Niacinamide is very 

popular in acne products, things that protect 

you from environmental stressors.”

111Skin, for example, is combining  sulfur and 

microalgae for acne-fighting benefits. Dr. Yannis 

Alexandrides, American and European board-

certified plastic surgeon and cofounder, launched 

the Clarity range four years ago, and has seen his 

customers react positively to his skin-soothing 

approach to acne, which most recently includes a 

“mask-ne” sheet mask for $65.

“A lot of people I see in my practice have some 

form of acne, whether it’s breakouts, blemishes or 

disruption in the balance of the skin,” he said. “We 

originally created our range as a line of products 

that people who could self-select without the risk of 

irritating the skin while also taking charge of acne.”

Such multitasking ingredients have also had 

a positive impact on product claims, broadening 

the appeal of the category further. “Multitasking 

products are effective and where the market is 

heading,” said Enrico Frezza, founder of Peace Out 

Skincare, who created the brand after seeing a 

white space for a more lighthearted approach to 

acne. “When I created our Acne Serum, it’s because 

I was using seven different serums that I wanted to 

combine into one.”

“Salicylic acid is probably the least irritating and 

the most effective in treating the majority of acne 

types, and niacinamide probably after that since 

it helps with refining pores and oil production,” 

Frezza continued.

Although Frezza’s approach has won Peace Out 

consumer devotion, he also thinks shifting the 

conversations around acne as a skin condition has 

helped attract consumers who might once have 

shied away. “When we launched Peace Out, nobody 

was talking about acne in a positive or inclusive 

way. We wanted to make the branding very fun and 

unclinical for that reason,” he said. “Social media 

is changing the way people are talking about skin 

perfection and acne, because acne doesn’t make 

someone any less beautiful. People are going to 

be more open about acne the way they’re more 

positive around body positivity, gender identity, 

mental health and sexual orientation,” he said.

Sachs agreed, saying that playing to self-

empowerment has been a winning strategy for 

the brand. “We show unretouched images, they 

actually show what blemishes and acne look like. 

We believe that in terms of inspiring confidence, 

we need to make sure we’re not degrading 

confidence, and that realistic and inclusive 

standards of beauty and representation are 

critically important,” she said.

NEXT-GEN SOLUTIONS
Here, five new launches in the acne category from clean beauty brands.

The Feelist Total Package  
Youth Protecting Concentrate

The second treatment product 
from megainfluencer Shea 
Marie’s brand The Feelist 

combines soothing purslane 
with breakout-fighting blue 

tansy oil.

Peach Slices Acne Clarifying 
Cleanser, Exfoliating Toner  

and Oil-Free Moisturizer

Alicia Yoon is expanding her 
footprint with an acne-

fighting range rooted in a 
K-beauty ethos.

111Skin The Clarity 
Concentrates

“Clean-ical” brand 111Skin is 
adding a weeklong treatment 

regimen to its Clarity line, 
which has seen a surge in 

interest since the pandemic.

ClearBalm by BalmLabs 
Three-Step System

BalmLabs makes its bid 
for adult acne consumers 
with a three-step system, 
using natural-origin active 
ingredients like willow bark 

extract and niacinamide.

SkinCeuticals Silymarin CF

Clinical skin care brand 
SkinCeuticals has given its 

bestselling antioxidant range a 
pore-friendly update — its first 

in almost a decade — meant 
to slough off excess skin with 

salicylic acid.
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JAWARA WAUCHOPE  
ON THE MAGIC OF HAIR
The hairstylist began plying his craft as a boy in Jamaica, where he found 
his aunt’s salon a place of community, exchange and culture. BY JENNIFER WEIL

“I ALWAYS FELT LIKE HAIR was a part of 

the language of how you take care of yourself and 

how you show up in the world — especially in 

Jamaican culture, in Black culture,” said Jawara 

Wauchope. “It’s like a real reflection of the people 

themselves.”

The Brooklyn-born hairstylist, who is known 

professionally as Jawara, had an inkling he 

wanted to work with hair at the age of six or 

seven, while living in Jamaica.

“Sometimes when my mom was traveling, I 

would stay with my aunt, and she would have me 

in the salon with her,” he said. “I found her salon 

to be such a place of community, of exchange, of 

culture — of everything. The whole ecosystem of 

society was there.

“I used to see women come into the salon not 

so happy, and I would see them leave the salon 

happy,” he continued. “At a young age, I thought 

hairstylists were like magicians, in a sense: They 

turned your emotions from down to up.”

Jawara wanted to wield such magic, too, so he 

started mimicking his aunt, doing roller sets.

“That was at the height of the dancehall era in 

Jamaica,” the hairstylist said. “There was a lot of 

parties, music and love. I was surrounded by a 

community of entertainment and music, partying 

and food.”

He stems from a family of reggae entertainers, 

including his mother, Sister Carol.

“I grew up around people dressing themselves 

for stage, doing their hair and makeup, wearing 

elaborate clothing and being really into the way 

they present themselves,” Jawara said.

He became a mini-apprentice in his aunt’s 

salon, allowing him to be hands-on. He next 

moved to New York for middle school and 

practiced his craft on his sisters and their friends.

“I started to get so creative,” he said. “When I 

was about 17, I’m, like, doing everyone’s hair in 

my community.”

One of his sisters sporting his coifs was stopped 

by a salon owner, who asked who’d done her hair 

and offered Jawara an apprenticeship, which he 

did after school.

“That’s when I really decided to take this 

seriously,” he said.

Then, for a reason Jawara still cannot recall, 

he started to think negatively about hair and 

opted to attend FIT to study international fashion 

merchandising. But a career in buying wasn’t for 

him, and his heart led him back to hair.

Jawara worked in salons again, but on days 

off, began assisting top session hairstylists, such 

as Guido Palau, Sam McKnight and Paul Hanlon. 

That then became his full-time career, and he 

went solo in 2013.

Everything inspires him.

“I can sit at a restaurant and watch people 

walk by for hours,” said Jawara, adding he’s also 

stimulated by travel, old films and other cultures’ 

hair creations. Today’s youth, including his 13 

nieces and nephews, make a big impression.

“In the craft, at this point, I’m inspired by the 

new generation of hairstylists,” he continued. 

“I’m inspired by inclusivity, representation and 

how this industry has changed from when I was 

assisting. I look at the people who assist me as 
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collaborators. There was a hierarchy when I was 

assisting. I believe that everyone is equal.”

McKnight has been influential on how Jawara 

deals with people and views hair, and — especially 

in his younger years — he’s followed the careers of 

Chuck Amos and Oscar James, particularly their 

work on textured hair.

Jawara listens to music while creating. He’s 

got eclectic taste, with favorites running from 

Sister Carol to Solange Knowles, Beyoncé, Anita 

Baker, Diana Ross, ’90s R&B, Amy Winehouse 

and Nirvana.

“I learned how to do hair, as well, by replicating 

everything I saw in music videos,” he said. Those 

could be from the likes of Lil’ Kim, Mary J. Blige, 

Madonna, Grace Jones and Diana Ross.

Jawara is an avowed art junkie.

“Hair is art, as well,” he said. “I grew up with 

seeing structural hair and things done in an 

intricate way. Looking at art, shapes, colors, 

silhouettes — it always inspires my hair creations. 

I’m a sponge; I soak up everything, and just allow 

myself to grow in this industry.”

His highly organic creative process runs 

countercurrent.

“I have to feel what I’m going to do, and I can’t 

feel it until I am in front of the person,” he said. 

“My assistants are always like: ‘What are we  

doing today?’ And I’ll be like: ‘I don’t know.’”  

(He laughed.)

That is, unless there’s a clear directive given  

at the outset.

Years ago, Knowles was among the first to  

give Jawara total creative license. So he got a  

feel for the clothes and the mood of the project, 

and collaborated with her on something  

“really beautiful.”

Often, the hairstylist sits and talks with the 

talent to get a sense of the person. Sometimes the 

hairstyle idea appears immediately, or it emerges 

on the way to a job or even in a dream.

“The latest it’ll happen is as I’m about to touch 

the person’s hair,” he said.

Jawara has loved many a project in his career, 

with some of the standouts having worked with 

Beyoncé and the exhibition “Tallawah,” which he 

conceived for London’s Cob Gallery in early 2020. 

There, he teamed with photographer Nadine 

Ijewere to capture the heritage of Jamaican 

dancehall style.

“I tried to mimic some of the things that I 

saw growing up, and that I thought were very 

prominent in Jamaican culture that reminded me 

of sculptures,” he said. The show had a dose of 

nostalgia and was a meta moment.

“It was a full-circle situation, where I’m back 

in the place that inspired me to do hair, and 

what I thought was art and beauty — and now 

I’m doing an exhibition on this,” Jawara said.  

“That to me was really amazing.”

Inside the mind
 
Favorite objects:
Lip balm. I live between 
New York and London, 
and on my dressers are 
probably 40 different lip 
balms in each city. The 
one that I love right now 
is Palmer’s Coconut Oil 
Formula. I always have to 
have a Bluetooth speaker, 
too,  — Bose or Bang & 
Olufsen — everywhere 
I go.
 
Favorite podcasts:
My new favorite is called 
“Earn Your Leisure.” 
It’s talking about 
entrepreneurship and 
investments. There are 
some other ones that are 
gossipy that I love, like 
“The Breakfast Club.”
 
Favorite books:
“Just as I Am: A Memoir” by 
Cicely Tyson. I love that 
she is speaking so freely 
about her experience 
moving through this world 
as an artist, a woman and 
an actor. It’s so amazing. 

I’m also into 
“Hair Story: 
Untangling 
the Roots of 
Black Hair in 
America,” by 
Ayana D. Byrd 
and Lori L. 
Tharps. It’s 
really good.
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Adam Lippes’ dress. 
Earring by Lady Grey.
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Seeing Is  

Believing
With unlimited access to information,  

young consumers are looking for total transparency 
from the brands they do business with.

by alexa tietjen 
photographs by julia comita
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The most in-demand thing in beauty 

right now isn’t a product — it’s 

transparency.

Transparency is information-

sharing by a brand to differentiate 

itself within the market and 

cultivate trust with consumers. The type 

of information shared varies in nature 

depending on the brand — a clean brand is 

likely to practice ingredient transparency 

while a brand that prides itself on affordability 

is apt to share its pricing philosophy. Some 

brands openly share information about every 

aspect of their business.

What’s consistent, though, is the motivation 

to share: Consumers, particularly Gen Zers, 

want to know as much information as possible 

about the products they’re buying and the 

companies they’re patronizing, and their 

demands have beauty brands talking.

“This demand of customers wanting to be 

seen, heard and valued as one of the most 

important stakeholders of the business is 

increasing,” said Liah Yoo, the YouTube 

influencer and founder of the skin care brand 

Krave Beauty. “Approaching the customer with 

respect as a human, not as a customer, I don’t 

see that as just a trend. I think that it is a 

generational shift.”

Beauty marketing and communications 

strategies used to be based on “fear-

mongering” or “key ingredient stories,” as 

companies “used to hold more information” 

than consumers,” Yoo said.

“Now, that power dynamic has shifted: 

Consumers have more or unlimited access to 

information,” she said. “When this is the case, 

the role of marketing and communications 

should evolve from purely selling and promoting 

products to sharing your learnings as a brand.”

Yoo did just that — shared Krave’s learnings 

— late last year when she sent out a 16-

page PDF to more than 100,000 people who 

subscribe to the company’s newsletter. The 

report covered topics such as the racial makeup 

of Krave’s employee and customer bases, its 

progress to offset carbon emissions, its efforts 

to try new packaging materials, its donations 

and the fact that its business grew 250 percent 

in 2020 despite not launching a single product.

On New Year’s Eve, Yoo held a stakeholder 

meeting via Zoom, inviting customers to 

virtually tune in and review Krave’s 2020 

highs and lows. The event was scheduled to 

last 90 minutes, but ran two hours overtime 

as 350 people tuned in and asked questions.

“People found it, I guess, refreshing,” Yoo said.

Krave’s comprehensive report was a rare, 

exceptional moment of transparency in the 

beauty industry. Yoo, for her part, admitted 

she “set the bar high.” But perhaps radical 

transparency is the new norm.

For Annie Jackson, cofounder of clean beauty 

retailer Credo, the “table stakes to be a brand” 

have risen over the past few years, with brand 

founders facing added pressure from consumers.

“The secret sauce of who we choose to be at 

Credo is not like my old life as a merchant — 

does [the product] fill a void, was [it] efficacious, 

did it smell great?” Jackson said. “Now, the 

bar is so much higher. The transparency and 

values that a brand founder has, does that 

align with me? Are they forthcoming and do 

they have a point of view when big issues arise 

in our country? They have to pass a sniff test 

in addition to having really high standards, in 

addition to having an awesome product.”

Credo’s customers are most interested in 

information about the sustainability practices 

of the brands it carries, Jackson said. That 

trend towards sustainability transparency is 

sweeping the beauty industry at large.

According to Mintel data compiled by 

Lauren Goodsitt, senior global beauty analyst, 

and Clare Hennigan, senior beauty analyst, 

64 percent of consumers based in the U.S. 

said they would like to see more innovative 

sustainability ideas from big beauty brands. 

Since the pandemic, 14 percent of U.S. 

consumers said they have become more 

interested in the ethical practices of the brands 

they use, citing COVID-19 as an impetus.

Diversity, equity and inclusion efforts and 

ingredient transparency have become key 

factors in consumers’ purchasing decisions. 

Nearly 15 percent of adults who use beauty 

products have stopped buying from a brand in 

the past year because of a lack of diversity in 

the brand’s workforce, according to Mintel.

Nearly 30 percent of adults who use beauty 

and personal care products said they are 

now paying more attention to ingredient 

sourcing than they were a year ago, Mintel 

reported. Questions about product efficacy 

and potential health risks, as well as a desire 

for eco-friendly ingredients, are reasons why 

adults are researching product ingredients.

Knowledge is, after all, power.

“Based on how the world has evolved 

in these last 18 months, transparency has 

become more important for us,” said Barbara 

De Laere, Aveda’s global brand president. 

“Our consumers are extremely passionate 

about safety of our formulas, efficacy. That’s 

why we have made the deliberate choice to be 

clear on every single product on our website, 

to show what is in there and what is not from 

an ingredient perspective.”

Aveda’s online ingredient glossary is 

driving high engagement and conversion on 

the brand’s website. According to De Laere, 

consumers spend an average of 15 minutes — 

five times higher than any other section of the 

website — sifting through the glossary’s 102 

ingredients, a number that will soon increase 

to 150. Nearly 50 of the ingredients already 

listed are shop-able, and conversion for the 

glossary is about 11 percent, or two times 

higher than what Aveda normally sees.

“[Consumers] truly use [the glossary] as a 

source of knowledge and guidance,” De Laere 

said. “They’re doing quite some investigative 

work on what is in the product, and we’re 

seeing that translate in conversion. [The 

glossary] absolutely creates trust.”

Come fall, Aveda will unveil a 

partnership with Wholechain, a 

company that uses blockchain 

technology to make food and agricultural 

supply chains traceable. Wholechain will 

employ blockchain to Aveda’s Madagascan 

vanilla ingredient supply chain, making the 

process available for the public to track, 

beginning with the farms in Madagascar and 

ending with Aveda’s manufacturing facility.

“COVID-19 exacerbated people’s awareness 

of supply chain,” said Jayson Berryhill, 

Wholechain’s cofounder. “You wouldn’t 

necessarily have thought that would translate 

to things like a greater consumer awareness of 

responsible sourcing, but it seems that it did.”

The quest for transparency has impacted 

the influencer realm — unsurprisingly, as 

social media has been a hotbed for the topic 

to thrive. Mintel reported that 10 percent of  

“Are brands 
forthcoming and  

do they have a  
point of view when 

big issues arise  
in our country?”  

— Annie Jackson, Credo Beauty
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Courrèges’ shirt. 
Earring by Janis Savitt
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Styled by 
Alex Badia  

Hair by  
Anike Rabiu   

Makeup by  
Michela Wariebi  

Model:  
Awuor Dit at Marilyn  

Prop styling by  
Marie-Yan Morvan  

Casting by  
Luis Campuzano  

Produced by  
Jillian Sollazzo 
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Victor Vaughns Jr.  

and Kimberly Infante

Earring by Lady Grey.
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adults who use beauty products said they have 

called out a beauty brand on social media for 

lacking diversity.

Dr. Camille Howard-Verović, a dermatologist 

who joined TikTok during the pandemic, said 

her 150,000 followers want her to share her 

opinions about a brand or particular product, 

while keeping up-to-date on the latest news — 

read: controversies — involving any brand she 

might choose to post about.

“They expect me to know who and what a 

brand is about,” Howard-Verović said. “The 

audience expects you to [take] a stand on a 

company and the reasons why you do or do 

not support the company. It’s not only ‘do you 

like a product,’ [it’s] do you like the company? 

What does the company stand for?”

According to Mintel, 32 percent of 

adults who follow beauty and lifestyle 

influencers are more likely to trust 

information from influencers versus beauty 

brands. Mintel reported that 45 percent 

of adults who follow beauty and lifestyle 

influencers want to see more beauty brands 

supporting political or social causes.

Howard-Verović, who is also the founder of 

hair care brand Girl + Hair, said ingredient 

transparency is a popular point of discussion 

among her followers.

“Everyone’s really interested in how you’re 

formulating your products, why you chose 

certain ingredients and the effectiveness of 

ingredients,” she said. “That overarching theme 

of transparency is huge — social transparency 

and scientific and clinical transparency.”

With Girl + Hair, she aims to be transparent 

about ingredients, the formulation process and 

any supply chain struggles she might have.

“There’s power to having a voice behind 

a brand,” she said. “When I have cap issues, 

I’m like, ‘Guys, I have cap issues, this is the 

reason.’ I think my customers appreciate that.”

For Charlotte Palermino, cofounder of 

Dieux Skin, it’s less a matter of transparency 

and more a matter of accountability.

“Nothing’s ever going to be 100 percent 

transparent,” she said. “We like to say accountable 

because accountable is holding ourselves to a 

higher standard, keeping us in check.”

Palermino often posts about misinformation 

in the clean beauty community in an effort to 

set the record straight and prevent baseless 

thinking — parents burning their children’s skin 

via sun exposure, for example — from spreading.

“We want consumers to understand what 

goes into beauty so that you can make an 

informed decision,” she said. “If consumers 

can’t understand their skin care, that’s a 

problem. We explain it in a way that they 

understand, otherwise they’re going to go 

down these routes of clean beauty, that 

everything is killing them and their children, 

and they throw everything out. For us, it’s 

about getting people to understand there’s 

nuance to everything.”

On Dieux’s website is a page dedicated to 

price transparency for its Forever Eye Mask. 

The page lists the factors that determined 

the mask’s final pricing — packaging, 

warehousing, payment processing, free 

shipping and a markup of 1.6 times — of $25.

“The standard in beauty is to squeeze people. 

That’s part of the reason why we want to 

show you our costs,” Palermino said. “We can’t 

charge $6 for a serum because our formula 

costs between $7 and $8, depending on which 

factory we’re using. However, we’re going to 

charge as fair a price as humanly possible.”

The response to Dieux’s price transparency 

has been positive, with customers saying the 

eye mask is “a well-priced product,” according 

to Palermino.

“For some brands, if they actually shared 

their pricing, it would be problematic,” she 

said. “If you are a luxury brand, it’s going to 

be hard for you to justify your price. If you’re 

starting to get into the over-100-dollar-mark, 

you better have some strong clinical data. A 

lot of luxury brands do not, but that’s not why 

they’re selling, and to be quite frank, I don’t 

think their audience cares.”

Perhaps the most visceral type of 

transparency to emerge during the COVID-19 

pandemic is that of diversity, equity and 

inclusion. The week after the murder of 

George Floyd, Keyonna Smith, a beauty 

professional with a background in accounting 

and finance, was in Target’s feminine care aisle 

deciding to purchase from one of two brands.

“I was on both of their websites, combing 

through to see if they donated, did they 

make a statement,” Smith said. “I ended up 

purchasing both brands because both were 

doing amazing in different spaces.”

Smith is one of three cofounders of 

Undertones, a BIPOC women-founded 

organization that reviews companies via its 

own rating system that is based on more 

than 50 values related to equity, agency, 

transparency, accountability and community. 

Smith and cofounders Anjelica Kempis and 

Yohanna Andom, as well as their modest team 

of volunteers, sift through companies’ websites 

and social media accounts, often referencing 

Sharon Chuter’s Pull Up for Change campaign, 

for any information they can find.

Undertones has reviewed more than 100 

brands since it was founded in 2020.

“Sometimes companies will be 

transparent, most of the time they’re 

ambiguous to make their numbers look 

better,” Kempis said. “It requires being critical 

about every single piece of communication.”

Smith, Kempis and Andom have not yet 

reached out to beauty brands directly for 

information, but on social media, they are seeing 

engagement from what they call “ally brands.”

“The brands may not be owned by a 

person of color or someone who identifies as 

LGBTQIA, but they’ve taken meaningful steps 

to work toward helping these communities of 

color or have a beneficial impact of some sort,” 

Andom said.

Undertones’ cofounders are considering 

adding sustainability efforts — and the nuances 

involved — as a factor within their rating system, 

though DE&I efforts remain top of mind.

“What I have seen is that a lot of brands have 

increased representation on social media but not 

necessarily in their product assortments,” Smith 

said. “You can keep putting people of color in 

your ads but you’re not making products that 

are for these people, so the customers are not 

going to come. It’s performative in nature and 

taking the easy way out.”

For Andom, promises made by beauty 

brands in 2020, when the fervor for 

social justice was a mainstream topic 

of conversation, have yet to materialize. 

Undertones aims to continue the momentum 

behind the movement.

“There haven’t been meaningful changes as 

far as hiring practices go,” Andom said. “There 

are reports coming out that say a lot of the 

money that was pledged towards communities 

of color haven’t actually reached people of 

color. Unfortunately, it seems like a lot of what 

was promised hasn’t been delivered on. It 

remains to be seen if it will be at all.” ■

“We like to say 
accountable, 

because accountable 
is holding us to a 
higher standard, 

keeping us in check.” 
— Charlotte Palermino, Dieux Beauty
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A s the adage goes, you are the company 

you keep.

But as the distribution landscape 

for beauty becomes increasingly 

democratized, the idea of — and expectations around 

— prestige beauty are changing dramatically.

With consumers now demanding the convenience 

of being able to buy anything anywhere anytime, 

the distinctions between mass and prestige are 

becoming ever more irrelevant and codes around 

luxury are quickly being redefined.

Once airtight channel delineations are becoming 

increasingly porous, as retailers such as Ulta 

Beauty and Target Inc. partner to bring prestige 

beauty to the masses. Amazon, a hard no for 

top-tier brands not so long ago, is no longer 

dismissed as quickly as it was pre-pandemic, and 

the movement between high and low isn’t just 

going in one direction — a growing number of 

specialty retailers are broadening the price points 

of their offerings as well. At Sephora, a shopper 

can purchase a $3.95 1-oz. bottle of The Ordinary’s 

100% Plant-Derived Hemi-Squalane in the same 

basket as $190 1-oz. jar of La Mer Moisturizing 

Cream. If any further indication were needed of 

how little price has to do with luxury today, both 

brands are majority-owned by the Estée Lauder 

Cos., which bills itself as the largest pure-play 

prestige beauty player in the world.

That blurring of boundaries is leading to a 

redefinition of what luxury means in beauty 

today across all categories, be it skin care, color 

cosmetics or fragrance.

“Luxury is no longer defined by a store — it 

is defined by experience,” said Gemma Lionello, 

executive vice president and general merchandise 

manager, accessories and beauty, of Nordstrom. 

“It’s about a menu of options for the customer — 

be it events that are online or in-store, services, 

free or paid, or expert advice.

“We have our customer’s permission to sell 

them a $2,000 jar of cream,” Lionello continued, 

“because they know we’re not here to sell them, 

but to take care of them. Yes, we are retailers, but 

we are here to engage and inspire.”

Making people feel well cared for is big business. 

Citing statistics from Bain, Jane Hertzmark Hudis, 

executive group president of the Estée Lauder Cos. 

Inc., noted that the entire luxury market globally 

is projected to grow an estimated 8 to 12 percent 

from now through 2025, reaching approximately 

330 billion to 370 billion euros.

Overall, beauty is growing in-line with the 

luxury market, with Bain projecting a compound 

annual growth rate of 8.5 percent, far outpacing 

other segments of the market.

The rub, though, is that much of this is fueled by 

growth of the luxury market in China. In the U.S., 

CAGR of 2.5 percent is projected for prestige beauty.

Hertzmark Hudis noted that Chinese consumers 

will have an impact far beyond the borders, 

positively impacting the global market. Closer to 

home, though, it is Gen Z and Millennials who are 

driving the spend in the category — and creating a 

new dynamic.

“They are set to account for 60 percent of total 

luxury spending by 2026,” Hertzmark Hudis said. 

“If you have this percentage, then their values and 

what they care about is going to influence the next 

generation of luxury — which is about product, 

experience, values, sustainability, and it is also still 

about uniqueness and curation and making things 

special. In terms of product, experience, that is 

where the aspiration has a broader definition. It is 

a more expansive definition of what luxury means 

and it will definitely be very much in terms of 

experience as much as product,” she said.

What it’s not about is price. “The luxury of a 

beauty product is in the ritual and the results,” 

said Stellene Volandes, editor in chief of Town 

& Country. “Luxury beauty used to be about 

exclusivity — you could only buy it in certain 

places. But today, it is about knowing what’s best.”

“We don’t create a ‘luxury’ beauty product as    

At a time when everyone can get anything anywhere — exclusivity is taking on a whole new meaning. 
BY JENNY B. FINE   ILLUSTRATION  BY LISA SHEEHAN

T H E  F U T U R E  O FLuxury
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one would create a luxury dress or handbag,” 

agreed Philippe d’Ornano, president of Sisley Paris. 

“Customers in the high-end segment of beauty want 

results — and quick results are even better. They 

also want a moment of pleasure when they use the 

products. Lastly, they want good service and expert 

advice on the best routines. There is no success in 

the long term without exceptional products.”

That being said, an exceptional product could be 

a tub of Aquaphor or a box of Dr. Barbara Sturm 

hyaluronic acid ampoules, Volandes pointed out. 

“You have an educated consumer and someone 

who understands the science. The status is 

knowing what you can only get at Bergdorf ’s as 

well as the secret finds at Target — it is being 

smart,” Volandes said. “The idea that the consumer 

is swept away in the fantasy of it? I don’t think 

that holds true anymore.”

Jessica Richards, founder of the influential 

Brooklyn-based indie retailer, Shen Beauty, agreed. 

An early entrant into clean and green beauty, 

Richards is considered by industry insiders as 

someone adept at discovering emerging brands 

that later find mainstream acceptance. “You’re not 

buying luxury beauty for the marketing — you’re 

buying the results,” she said. “It’s the aura someone 

creates around a brand and the science and 

clinicals behind it.”

Those two aspects combined help explain why 

Richards can barely keep. MBR’s Liquid Surgery 

Serum, whose price recently increased from $1,850 

to $1,925, in stock.

Still, scarcity trumps price points when it comes 

to luxury today. “If you think about the brands that 

do small runs — that’s luxury. It’s like Supreme,” 

Richards said, of the popular streetwear brand. 

“My kids go and stand in line all day for a $45 

T-shirt. That’s what people want, the scramble to 

find something special, and it doesn’t have to be 

price point.”

Attitudes around consumption have also 

changed from pre-pandemic times. Conspicuous 

consumption is passé today. Less is more. “There’s 

this idea that you don’t necessarily need a lot of stuff 

anymore — it’s about investment pieces that feel 

more special that relate to everything right now,” 

said makeup artist Gucci Westman of her approach 

to creating the lineup for her brand, Westman 

Atelier. “The older I get, the less stuff I want — but I 

want the stuff to matter and to feel special. Our line 

is curate. Everything has a purpose.”

Westman said that she has noticed that younger 

shoppers, in particular, are attuned to the “why” of 

a product as much as the “what.”

“Younger people seem more willing to spend 

money to buy into something that has a story 

to tell, that has craftsmanship and heritage, 

something tangible that makes it seem more 

luxurious,” she said. “You can do research so easily 

online, and we are attracting a younger customer 

because we do focus so much on that. It’s been 

interesting to see the evolution.”

So where does that leave the more traditional 

players in the luxury category, the specialty 

retailers and high-end brands that have built their 

businesses on a service-oriented model that is 

predicated on an in-store transaction with a highly 

trained sales associate. That is still essential — but 

it is no longer enough.

“Right now, all of the retailers have to invent 

what the future of luxury looks like for their 

customers, understanding how the customer has 

changed,” Hertzmark Hudis said. “I used to walk 

into a store and have these experiences one-on-

one, and now I have to have them across every 

single touchpoint against which the consumer 

operates….They have to create that discipline of 

experience across all of their touch points.”

The stakes for retailers are high. Even pre-

pandemic, the higher end of the market was facing 

declining sales. “The fine channels, the more 

luxury channels, have been more challenged,” said 

Larissa Jensen, vice president, beauty industry 

adviser, of The NPD Group.

Moreover, luxury sales tend to be concentrated 

in larger cities, primarily in New York, California, 

Texas and areas in Florida.

“We call it the luxury U,” said Jensen, “and if 

you look at the top markets, it is the bigger cities, 

and those are the ones that were the hardest hit in 

2020 in terms of store closures and getting people 

back into the cities and the stores.”

Indeed, the luxury retail landscape shifted 

considerably just before and during COVID-19, 

with stalwarts like Barneys New York shuttering 

and the Neiman Marcus Group filing for Chapter 

11 bankruptcy in May 2020.

La Prairie used the opportunity to further 

refine its distribution in the U.S., closing about 

25 percent of its doors. “Wherever we are is now 

the purest expression of the brand,” said Nicholas 

Munafo, president, North America. “It’s elevated 

and puts the client at the center of the journey 

with a space that has a beautiful residential feel.”

The goal is to create an experience that feels 

completely personalized to the client, so sampling, 

for example (or “brand generosity” in La Prairie 

speak) encompasses 25 different stock keeping units. 

“We want to ensure we complement and meet the 

needs of clients to make them feel special, because 

everything should feel bespoke,” Munafo said.

And that experience extends beyond the walls of 

the store. It is also about aligning the brand with 

like-minded entities. In the case of La Prairie, that 

means active art patronage and a sponsorship of 

the Frieze Art Fair, which top clients are invited 

to attend as guests of the brand. “Luxury is at 

a crossroads,” said Munafo, “and you have to 

make sure that you meet her very high level of 

expectations and that you meet her where she is.”

While Munafo reported that La Prairie’s 

Platinum Haute Rejuvenation Platinum range, 

where prices start at $985, is selling briskly, and 

d’Ornano said Sisley’s sales are up 20 percent for 

the first quarter of this year, overall, skin care has 

been more challenged in the luxury category.

Fragrance, though, is a bright spot. Designer 

fragrances from Tom Ford, Dior and Chanel are 

selling briskly, Jensen said, as well as niche and 

artisanal brands such as Francis Kurkdjian, while 

Sisley expects its new introduction, Izia La Nuit, to 

contribute meaningfully to its performance this year.

“If you look at the high-end fragrance category, 

they are still extremely limited and Saks is doing 

well because of it,” said Kate Oldham, senior vice 

president and general merchandise manager, 

beauty, jewelry and home, of Saks Fifth Avenue. 
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Shen has become 
a destination for 

consumers driven by  
the sense of discovery.

The idea that 
the consumer is 
swept away in 
the fantasy of 

it? I don’t think 
that holds true 

anymore.
— STELLENE VOLANDES, 

TOWN & COUNTRY
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“The price point is differentiating as well.”

But more importantly, she continued, the 

category is attracting a new customer for luxury. 

“There is a different customer we haven’t seen 

before and we love it,” she said, noting the 

popularity of brands like Kurkdjian, Creed and 

Bond. “We’ve been seeing a big uptick in the 

under-35 customer in particular.”

For fragrance especially, but skin care and color 

cosmetics, too, the element of assistance and 

expertise is a key driver. “Even with our doors 

closed, the customer had access to associates 

through text, Zoom, FaceTime,” Oldham said. “It 

was a modernization of accessibility to the trained 

associates who they know and love.”

For many brand founders, the experience has 

been transformational. Sylvie Chantecaille, the 

founder of her namesake brand, used to crisscross 

the globe making in-store appearances every two 

weeks and meeting customers. Now, she holds 

multiple digital events, often hitting three different 

time zones in one day. “It’s a question of doing the 

old-fashioned work — which is call your customer, 

one-on-one, service them, follow up with them,” 

she said, speaking in between Instagram Live 

events with Harrods in London and Bergdorf 

Goodman in New York and readying for a Beijing-

based session.

“We’re attracting everyone with these events 

— not just younger customers,” Chantecaille 

continued. “That’s what’s so interesting. Everybody 

has changed the way they function. Women who 

would never have gone on the Web before are 

going online now.”

The brand’s sales associates also migrated 

online, attracting a younger generation of 

shoppers, who may be more accustomed to an 

open-sell environment, to the concept of in-depth 

consultations. “The luxury is the one-on-one,” said 

Chantecaille, “to have someone who knows your 

needs really go through the products and have the 

details of the interaction.”

With that has come an evolved approach to 

accessibility, one that recognizes that for heritage 

luxury brands to survive, they must adapt. “As new 

people reach out to luxury, how do we make it in 

a way that is more affordable for them?” One way 

Chantecaille is doing that is by using Afterpay on 

its website. “That allows a new customer to pay 

for an expensive cream. It’s helping a lot of people 

enter the luxury market,” Chantecaille said. “You’re 

not as afraid to pay $300 for a cream.”

In the end, online or off, it all boils down to 

service. “We’ve always stood for service, but how 

the customer defines service is evolving,” Lionello 

said. “We take care of our customers across 

multiple channels and stores. Our customers come 

to us time and again because they trust our service 

and rely on our expertise.”

And no matter how broad distribution may 

become for a brand, Lionello doesn’t see that 

changing.

“Many of the top brands have expanded 

distribution in the past several years, but what 

is true with the majority of these brands is that 

we are their number-one retailer in volume,” she 

said. “That is a testament to how we take care of 

customers. They choose Nordstrom because they 

trust us.” ■

La Prairie commissioned artist Carla Chan to create  
a video-installation, Space Between The Light Glows,  
inspired by the brand’s Pure Gold collection.
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Beauty Inc rounds up the 50 hottest brands in the industry’s hottest category.  
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HOME ACCESSORIES + TOOLS
HIGHER DOSE
founders: Lauren Berlingeri and 
Katie Kaps
launched: 2016
• Created to boost dopamine, 
oxytocin, serotonin and 
endorphins, Higher Dose 
creates at-home spa modalities 
combined with advanced 
technology. Higher Dose, which 
sources said has done $20 
million in sales, also consists of  
a flagship location with two more 
on the way, offering lymphatic 
drainage and infrared sauna 
services. The brand is  known for 
its Infrared Sauna Blanket and an 
array of devices that mimic the 
benefits of detoxifying the body 
in a spa setting.

LANSHIN
Founder: Sandra  
Lanshin Chiu
Launched: 2018
Chinese herbalist and 
acupuncturist Sandra Lanshin 
Chiu treats pain, infertility, 
digestive disorders and more at 
her Brooklyn studio, Treatment 
by Lanshin, which opened in 
2006. In 2018, Chiu revealed 
her collection of handmade gua 
sha tools, which have more than 

doubled in sales since last year. 
Her popular instructional videos 
have received more than  
10 million streams on YouTube 
and 4 million on Instagram.

RESORÈ
founders: Nathan Jackson, Evah 
Jackson and Sarah DeBoer
launched: 2020
• Resorè has reimagined the 
everyday face and body towel. 
The Australia-based brand 
uses a textile technology that 
is said to not harbor bacteria 
and better cleanse irritated and 
sensitive skin types. Recently, 
Résore, whose sales online 
have increased more than 
300 percent, signed  Rosie 
Huntington-Whiteley as a brand 
ambassador and  Melanie Grant  
as its skin care expert. 
 
SLIP
founders: Fiona and  
Justin Stewart
launched: 2004, Australia;  
2015, U.S.
• Slip began as a single silk 
pillowcase positioned as a more 
gentle solution to cotton to 
help with skin and hair health. 
The brand now includes silk 

accessories like scrunchies, sleep 
masks and face coverings to 
further its mission. According to 
the brand, Slip is on track to have 
a record-breaking year of sales.

VITRUVI
founder: Sarah Panton
launched: 2015
• Vitruvi is a solution to scenting 

the home, naturally. Made with 
essential oils and offering both 
blends and single scents, the 
brand is known for its matte 
ceramic diffuser (it have since 
added two additional models). 
According to Vitruvi, from 2019 
to 2020, the company saw a  
123 percent growth in sales,  
year-over-year.

THE POWER OF WELLNESS HAS TAKEN THE BEAUTY INDUSTRY to a place that is much more than 

skin deep. It’s a holistic approach to all things that affect the skin, sleep and emotional and mental health.

According to the Global Wellness Institute, the global wellness economy spans  

10 sectors, making personal care, beauty and antiaging a $1.1 billion market.

McKinsey & Co. surveyed roughly 7,500 consumers in six countries this year, reporting that  79 percent 

of respondents said they believe wellness is important, and 42 percent consider it a top priority. In fact, 

consumers in every market reported a substantial increase in the prioritization of wellness over the past 

two to three years.

No surprise, then, that a proliferation of brands targeting inner and outer beauty have launched in the 

past couple of years, a flow that shows no signs of slowing.

But which ones truly stand out? To find out, Beauty Inc spoke to key retailers like Goop, Standard Dose 

and Thirteen Lune, analysts and industry insiders to discover the breakthrough brands in wellness.  

The result is this list, the 50 power players in the categories of CBD, supplements and powders, feminine 

care and sexual health, brands that encompass skin, body, hair, ingestibles (the all-arounds) and home 

accessories and tools.

Some are better known than others, but all are paving the way to the future of self care.
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8GREENS
founder:  
Dawn Russell
launched: 2016
• After being diagnosed with 
stage three cancer at 25 with 
an immune system left too 
compromised to receive radiation 
or chemotherapy, Russell went 
back to the basics of green 
nutrition and has since made 
a full recovery. This was the 
impetus for starting 8Greens. 
Russell’s first product was a green 
effervescent tablet made from 
eight greens: spinach, kale, aloe 
vera, wheatgrass, blue, green 
algae, barley grass, chlorella 
and spirulina. Since its launch, 
revenue has increased 70 times.

ARRAE
founders: Siffat Haider  
and Nish Samantray
launched: 2020
• After struggling with her own 
digestive issues for a number of 
years, Haider turned to natural 
remedies as a last resort and 
created Arrae, a collection of 
supplements that treat stress and 
gut health because of how closely 
the two are linked. In business for 
a little over a year, the brand has 
done $2 million in sales.

CARE/OF
founders: Craig Elbert  
and Akash Shah
launched: 2016
• Care/Of began as an in-depth, 
interactive quiz — to date, more 
than 6 million people have 
taken the questionnaire — to 
help deliver customers with 
personalized daily vitamin 
sachets. In March, the brand 
partnered with Target to create 
an accessible collection of 
multivitamins and supplements 
based on insights from the 
original Care/Of subscription.

FOUR SIGMATIC
founder: Tero Isokauppila
launched: 2012
• Four Sigmatic is best known 
for using functional mushrooms 
infused with coffee, plant-based 
protein and chocolate, aiming to 
fight stress without changing daily 
rituals. The brand is now a “high-
growth company,” according to 
Isokauppila, due to the shifting 
attitudes around wellness and, 
more specifically, mushrooms.

HUM NUTRITION
founders: Walter Faulstroh  
and Chris Coleridge
launched: 2012
• Hum Nutrition merges beauty 
and wellness and includes a 
range of 34 stock keeping units 
addressing beauty concerns in 
skin, hair, body and mood. The 
$50 million company, according to 
industry sources, also utilizes an 
online quiz that pairs consumers 
with personalized product 
recommendations and a registered 
dietitian for free wellness coaching.

LOVE WELLNESS
founder: Lauren Bosworth
launched: 2016
• Love Wellness is driven by body 
positivity, clean ingredients and 
expert formulations ranging from 
multivitamins to fiber supplements, 
probiotics, digestive enzymes 
and more. The brand, which has 
experienced 122 percent growth in 
2021 versus 2020, is on a mission 
to empower women with education 
to remove the stigma that often 
comes with women’s health.

NUTRAFOL
founders: Giorgos Tsetis,  
Dr. Sophia Kogan and  
Roland Peralta
launched: 2016
• Nutrafol was created after 
its three founders weren’t 
satisfied with the current 
hair thinning options on the 
market. They decided to take a 
holistic approach, targeting the 
underlying causes of thinning 
strands such as stress, hormones, 
environment and nutrition. 
Industry sources estimate that 
Nutrafol will generate $150 million 
to $175 million in sales in 2021.

OLLY
founder: Eric Ryan
launched: 2015
• Olly is best known for its range of 
supplements, including gummies, 
soft gels, capsules and powders, 
and making nutrition easy to 
understand. Most recently, the 
brand partnered with mental health 
nonprofit The Jed Foundation 
to accelerate programming and 
deploy resources for high school 
students, teachers and families, 
focusing on emotional preparation 
for life post-high school. Industry 
sources estimate Olly’s retail sales 
exceed $320 million.

PEAK AND VALLEY
founder: Nadine Joseph
launched: 2019
• Nadine Joseph, a neuroscientist 
who studies stress, launched 
her holistic wellness brand as 
an antidote to her own stress, 
fatigue and skin issues. The brand 
is comprised of four skus, and 
blends mushrooms and herbal 
supplements used in Ayurveda 
and traditional Chinese medicine. 
In its two years, Peak and Valley 
has done $2 million in sales.

RAE WELLNESS
founder: Angie Tebbe
launched: 2019
• Rae Wellness’ vision is to be 
accessible and attainable for all 
when it comes to supplements, 
including products that support 
sexual wellness and hormonal 
health. The brand donates 5 
percent of all revenue to Girls 
Inc. This month, the company 
launched its new hemp-derived 
CBD products focused on 
women’s health, and anticipates 
triple-digit growth in 2021  
versus 2020.

RITUAL
founder: Kat Schneider
launched: 2016
• Ritual began by developing 
and reimagining the daily 
multivitamin for women. 
Revenue is said to be in the nine 
figures and sales nearly doubled 
in 2020. Recently, it launched 
additional multivitamins and 
protein powders, working with 
a slew of doctors, chemists and 
dietitians to formulate without 
unnecessary ingredients and 
with nutrients in their most 
potent forms.

SAKARA
founders: Danielle DuBoise  
and Whitney Tingle
launched: 2012
• Sakara is both an organic meal 
program delivering ready-to-
eat to clients’ doorsteps and 
a wellness brand made up of 
more than 30 skus of snacks and 
supplements. The founders also 
have released a cookbook and 
recently launched a namesake 
podcast. In 2020, Sakara Life 
delivered more than 2 million 
organic meals and is expected 
to approach $150 million in 
profitable revenue this year.

SEED
founders: Ara Katz and Raja Dhir
launched: 2017
• Known for demystifying the 
microbiome, Seed is rooted in 
probiotics and collaborates with 
leading academic researchers to 
develop clinically studied broad-
spectrum and targeted consumer 
probiotics for outcomes across 
gastrointestinal, dermatological, 
oral, pediatric and nutritional 
health. In April 2021, Seed raised 
a $40 million Series A financing 
at an estimated valuation of 
$200 million, and over the past 
two years, revenue has increased 
20 times.

THE BEAUTY CHEF
founder: Carla Oates
launched: 2009
• The Beauty Chef believes beauty 
begins in the gut. Each sku (12 
in total including ingestibles and 
topicals) is blended with organic 
and natural, nutrient-dense whole 
food ingredients with prebiotics 
and probiotics. According to 
industry sources, The Beauty 
Chef has done $15 million in sales 
and has grown 30 percent over 
the last four years.

VITAL PROTEINS
founder: Kurt Seidensticker
launched: 2013
• Vital Proteins supports the hair, 
skin, nails, bones, joints and gut 
health through an assortment of 
collagen-infused protein powders, 
supplements, drinks, gummies and 
bars. In December, Jennifer Aniston 
was tapped as the billion-dollar 
company’s chief creative officer.

SUPPLEMENTS + POWDERS
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DAME PRODUCTS
founders: Alexandra Fine  
and Janet Lieberman-Lu
launched: 2014
• Dame Products crafts tools 
for sexual wellbeing and to 
destigmatize the category, 
with the message that sexual 
wellness isn’t a taboo topic, but 
a powerful facet of health. The 
brand, whose sales, according 
to industry sources, ranged 
from $8 million to $11 million 
in 2020, innovates beyond 
its product line, regularly 
educating its customers 
through programming,  
activism and workshops.

DEODOC
founders: Hasti Asadi  
and Dr. Hedieh Asadi
launched: 2013
• Created by sisters Hasti Asadi 
and Dr. Hedieh Asadi, Deodoc is 
an intimate hygiene collection. 
The line was formulated 
alongside gynecologist Dr. 
Gunvor Ekman-Ordeberg to bring 
better solutions, break taboos 
and dispel myths about intimate 
care. According to industry 
sources, as of 2021, Deodoc has 
done $4 million in sales, doubling 
year-on-year.

FUR
founders: Laura Schubert  
and Lillian Tung
launched: 2016
• Despite its name, Fur takes 
into consideration whether 
its customers shave, laser, 
wax or none of the above, 
delivering nourishment to the 
skin and hair. The $10 million 
brand, according to industry 
sources, includes facial-grade 
body products created for the 
intimate area that can be used 
from head to toe.

KINDRA
founder: Catherine  
Balsam-Schwaber
launched: 2019
• Kindra aims to support 
women through menopause 
while encouraging them to 
open up about what tends to be 
considered a taboo topic. The 
brand, which has grown more 
than 430 percent, was created 
in partnership with Procter 
& Gamble Ventures and the 
venture engine M13 and includes 
supplements and intimate care 
to solve for natural hormone 
shifts in the body.

MAUDE
founder: Éva Goicochea
launched: 2018
• Inclusivity and design are  
at the heart of Maude, a 
sex essentials and intimacy 
collection. The brand, which  
is projected to reach sales in 
the high seven figures for 2021, 
includes products like vibrators, 
lube, massage candles and  
bath and body items. In 2020,  
Dakota Johnson joined as an 
investor and co-creative director.

RAEL
founders: Yanghee Paik,  
Aness An and Binna Won
launched: 2017
• Rael delivers holistic period 
support ranging in products  
from cotton tampons to cramp 
relief, underwear and acne 
treatments. The brand, which 
according to industry sources, 
has done $40 million  
in revenue, takes a Korean 
beauty approach with its 
innovation and ingredients and 
works with companies to stock 
communal bathrooms with the 
products women need at  
a discounted price.
 
 

SMILE MAKERS
founders: Peder Wikström  
and Mattias Hulting
launched: 2013
• Smile Makers’ mission is to 
normalize the perception of 
female sexuality and bring 
vibrators into mainstream 
retail — the brand is sold in 
Goop, Urban Outfitters, Cult 
Beauty and Saks Fifth Avenue, 
among others. From educational 
programs developed by 
sexologists to interactive virtual 
workshops, Smile Makers, which 
has been growing at a rate of  
70 percent for the past three 
years, aims to increase dialogue 
about female pleasure.

THE HONEY POT
founder: Beatrice Dixon
launched: 2014
• This plant-derived feminine 
care company spans the ongoing 
needs of the vagina. Powered by 
herbs, products include vaginal 
cleansers, organic menstrual 
tampons and pads, organic 
incontinence pads, mommy-to-be 
products, soothing vulva creams, 
suppositories, panty sprays and 
organic lubricants. In the last 
year, The Honey Pot Co. has 
grown 400 percent in revenue.

FEMININE CARE + SEXUAL HEALTH
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ACT+ACRE
founder: Helen Reavey
launched: 2019
• Act+Acre, whose revenue has 
grown 333 percent year-over-
year, prioritizes scalp and hair 
health with its collection of hair 
care, hair growth supplements 
and accessories like scalp gua 
sha and a functional fragrance 
to enhance wellbeing. Founder 
Helen Reavey, a longtime 
editorial hairstylist, recently 
became a certified trichologist 
to further understand the 
biology and science behind hair 
growth and scalp conditions 
and bridge the gap between 
hairstylist and dermatologist.

DR. NIGMA
founder: Dr. Nigma Talib
launched: 2016
• Created by Los Angeles-based 
naturopathic doctor Dr. Nigma 
Talib, the namesake brand is 
an extension of her practice 
consisting of active skin care 
products and supplements to 
treat both skin and gut health. 
Industry sources estimate that 
Nigma’s revenue is between  
$2 million to $4 million.

GALLINÉE
founder: Marie Drago
launched: 2016
• After extensively researching 
the microbiome, Gallinée founder 
Dr. Marie Drago, a French 
pharmacist with 15 years of 
experience working with skin 
care brands, realized applying 
her knowledge of probiotics, 
prebiotics and lactic acid would 
help support the skin’s good 
bacteria. The brand’s collection 
includes skin, body, hair and oral 
care, and supplements. Industry 
sources estimate that Gallinée will 
do $2.5 million in sales in 2021.

GOLDE
founders: Trinity Mouzon 
Wofford and Issey Kobori
launched: 2017
• The Black- and POC-owned 
brand, whose sales are up 
seven times in 2021 versus 
2020, includes both superfood 
powders and skin care blended 
with ingredients like mushrooms, 
matcha and papaya. Golde most 
recently launched at Target, 
staying true to its ethos of 
making wellness and self care 
more accessible.

GOOP
founder: Gwyneth Paltrow
launched: 2008, website;  
2016, products
• Besides being a destination 
for all things wellness, Goop’s 
eponymous collection of skin care, 
supplements (the supplements 
hit more than $100,000 in sales 
on launch day), sexual wellness 
(its debut vibrator sold out in 24 
hours), body care and fragrance, 
is its largest growth driver and the 
category is expected to make up 
more than half of all sales from 
their own products. Sales have 
grown 281 percent since 2017 
and are projected to grow by 24 
percent by the end of 2021.

IN FIORE
founder: Julie Elliott
launched: 1999
• Crafted with organic or 
wildcrafted essential oils, herbs 
and floral waters from all over 
the world, In Fiore most recently 
launched its range of tinctures 
in partnership with a molecular 
biologist and phytochemist. The 
brand is on track to increase 
sales by 30 percent this year and 
50 percent next year.

LYMA
founder: Lucy Goff
launched: 2018
•  Created as a multivitamin 
to target skin, hair, sleep 
and anxiety, Lyma, which — 
according to sources — has 
done $100 million in sales, 
includes a $269 ($190 for a 
30-day refill) supplement known 
for its transparent dosing and 
peer-reviewed ingredients. The 
brand has evolved to include an 
at-home laser, a technology that 
utilizes infrared bio-stimulation 
to restore biological cell function 
and help reverse skin aging.

MEGABABE
founder: Katie Sturino
launched: 2017
• Founded by style influencer and 
body acceptance advocate Katie 
Sturino, Megababe tackles skin care 
and body issues that aren’t often 
acknowledge. With products like 
Thigh Rescue for thigh chafe and Bust 
Dust for boob sweat, Megababe’s 
mission is to allow people to feel more 
confident in their skin. Since launch, 
Megababe’s revenue has increased 
three times year-over-year.

MOON JUICE
founder: Amanda Chantal Bacon
launched: 2011
• From functional snacks to 
adaptogenic supplements and 
skin care, Moon Juice is the 
brainchild of Amanda Chantal 
Bacon, who created the company 
after alleviating her autoimmune 
condition. The brand, which has 
experienced more than  
100 percent growth in direct-to-
consumer sales in 2020, takes a 
holistic approach, tackling issues 
like stress, sleep, gut health  
and immunity.

MURAD
founder: Dr. Howard Murad
launched: 1989
• Murad has taken a holistic 
approach to skin care since 
conception, with both topical  
and ingestible products.  
The brand’s ethos revolves 
around conquering the global 
health epidemic of stress and 
Dr. Murad’s manifesto is “Skin 
care is health care.” Purchased 
in 2015 for an undisclosed price 
by Unilever, sales are said to be 
in the hundreds of million-dollar 
range and growing.

NATURE OF THINGS
founders: JP Collett and  
Jamie Leilani Pelayo
launched: 2019
• Nature of Things is a skin care, 
powder supplement and body 
care line rooted in the idea that 
taking care of oneself is a daily 
practice. The brand, which is 
packaged in reusable, recyclable 
and compostable hemp board 
vessels, uses organic botanicals 
and CBD whenever possible, to 
help relieve pain and inflammation 
and alleviate stress. Industry 
sources estimate sales have 
exceeded $2 million since launch.

THE NUE CO
founder: Jules Miller
launched: 2017
• Jules Miller created The Nue 
Co to support and treat the 
gut. The brand has evolved into 
supplements for immunity and 
stress, functional fragrances and 
skin care made with clinically 
proven ingredients, as well as 
practices from Ayurvedic and 
Chinese medicine. In the past 24 
months, the brand has experienced 
500 percent growth in sales.

THE ALL-AROUNDS
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BROWN GIRL JANE 
founders:  
Malaika Jones, Tai Beauchamp 
and Nia Jones
launched: 2020
• This plant-based beauty and 
wellness collection includes skin 
care, tinctures and intimate care 
that harness the power of broad-
spectrum CBD. By building 
community and emphasizing 
inclusivity, quality, accessibility 
and transparency, the brand’s 
mission is to remove stigma 
around CBD in Black and brown 
communities. Brown Girl Jane is 
expected to do $2 million in sales 
this year.

CHARLOTTE’S WEB
founders: Josh, Joel,  
Jesse, Jon, Jordan, Jared  
and J. Austin Stanley
launched: 2013
• Charlotte’s Web CBD products 
are created by the seven Stanley 
brothers and range from tinctures 
to capsules, gummies, topicals 
and products for pets. The B 
Corp-certified brand advocates 
for using the whole plant, meaning 
it contains remnants of rare 
cannabinoids like CBN, CBG and 
CBC. Industry sources report 2020 
net sales of about $95 million.

FORIA
founders: Mathew Gerson  
and Jon Brandon
launched: 2013
•  Foria is best known for 
combining cannabinoids and 
plant-based formulas within 
categories of sexual wellness, 
menstrual pain and pelvic 
discomfort like endometriosis 
and PCOS. In September 2020, 
the brand partnered with Hudson 
Hemp to reduce prices across the 
majority of the line to make its 
products more accessible. Foria’s 
sales have grown at a CAGR of 
89 percent since 2016, and the 
brand’s direct-to-consumer sales 
have increased 230 percent in the 
past two years.

FRIGG
founder: Kimberly Dillon
launched: 2020
• This topical skin and hair and 
ingestible cannabis company 
focuses on relieving stress and 
tapping into adaptogens and 
an array of botanicals. Founder 
Kimberly Dillon, a cannabis 

industry vet, partners with 
minority-owned and female-
founded hemp farms. Frigg’s 
revenue is up 200 percent in 
the first quarter of 2021 versus 
fourth-quarter 2020.

GOSSAMER
founders: David Weiner  
and Verena von Pfetten
launched: 2018
• Gossamer is a biannual 
magazine focused on travel, 
design, beauty, wellness, art, 
culture and food through a 
cannabis lens. The company, 
which grew 127 percent in 2020 
and is projecting a 250 percent 
increase in 2021, also includes 
two CBD tinctures, one with 
CBN for sleep and one with 
THC-V for focus. Five percent 
of all product sales are donated 
to organizations dedicated to 
undoing the harm caused by  
the war on drugs.

LORD JONES
founders: Robert Rosenheck  
and Cindy Capobianco, who 
exited the business in 2020.
launched: 2017
•  Lord Jones crafts hemp-
derived, CBD-infused 
products, including 
confections, skin care and 
supplements. The brand 
gained notoriety and a cult 
following among celebrities 
when stylists began applying 
its Whole CBD Body Lotion 
to their clients’ feet before 
walking the red carpet. Three 
years post-launch, Lord Jones 
launched its second CBD skin 
care brand, Happy Dance, with 
actress Kristen Bell. Cronos 
bought Lord Jones in 2019  
for $300 million, an estimated 
75 to 150 times more than 
2018 revenue.

LURE
founders: Summer Rice,  
Kara Kelly and Monica Reese
launched: 2020
• Lure was launched as a 
plant-based, full-spectrum CBD 
alternative to help women destress 
via better sleep, recovery and 
sex. Since its launch, Lure has 
experienced more than  
95 percent sales growth, nearly 
200 percent customer return rate 
and increased conversions by  
30 percent.

MINERAL
founder: Mills Miller
launched: 2017
•  Since conception, Mineral has 
been working with the whole 
plant, allowing cannabinoids and 
terpenes to have a maximum effect 
on the body. The brand’s revenue 
grew by 180 percent last year and 
is expected to grow more than 200 
percent this year. In April, Miller 
launched a new wellness company 
called Mycro, a cacao-infused, 
adaptogenic mushroom honey 
to help with mood, inflammation, 
anxiety and stress. 

THERABODY
founder: Dr. Jason Wersland
launched: 2008
• Therabody began with the 
Theragun, a percussive therapy 
device. But when Wersland 
noticed the positive impact CBD 
had on his treatments, he decided 
to create his own collection to 
be used alone or in tandem with 

the device. The USDA-certified 
Organic CBD products known 
as TheraOne, which launched in 
2020, are made with a patent-
pending technology for maximum 
absorption. In 2020, Therabody 
grew its profits more than  
30 times since 2017 and tripled its 
overall revenue.

XULA
founders: Karina Primelles and 
Mennlay Golokeh Aggrey
launched: 2020
• This Latina- and Black-owned 
CBD brand out of Mexico City is 
a direct response to the absence 
of Latine queer and BIPOC 
people in the cannabis space. 
The product range is made with 
full-spectrum hemp extracts and 
plants from the Latin American 
bioregion and focuses on 
anxiety, menopause, menstrual 
cramps, sleep and hormonal 
health. Xula has posted year-
over-year growth of 350 percent.

CBD
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FOR THE
LOVE OF
THE GAME
How Avon’s Gina Ghura discovered 
she has a way with words. 
BY JENNY B. FINE

DURING THE PANDEMIC, hobbies abounded. 

Some people learned how to make bread. 

Others became expert jigsaw puzzle solvers. But 

Gina Ghura, global vice president of fragrance 

marketing and head of the future innovation team 

of Avon, became a top-ranked Scrabble player.

The veteran executive, whose first job in the 

industry was in her native U.K. working for the 

retailer Boots the Chemist, downloaded the 

Scrabble app early during the COVID-19 lockdown 

and was instantly hooked. In the space of a year, 

Ghura has become a top-10 ranked player on the 

app, rising as high as number six.

“I find it therapeutic in the way that people find 

LAST CALL

Candy Crush therapeutic,” she said. “There is the 

instant gratification of problem solving, gamification, 

winning. When you can’t control what is happening 

around you with the pandemic, it offers some relief.”

Ghura spends about two hours a day playing 

Scrabble, logging on when she wakes up, for example, 

or getting a game in at lunch. She has as many as 15 

games going at once, and often plays well into the 

night. Her highest scoring word? Snootily for 122 

points (“It’s not always the best vocabulary,” she said. 

“It’s about the most strategic word.”) Ghura’s all-time 

high score is 467 and she’s had 27 “bingos,” the term 

for when you use all seven tiles in one word.

Such stats — easily trackable in the app — 

appeal to the marketer in Ghura, who said there 

is a clear parallel between her profession and her 

game playing. “The level of creativity is similar — 

thinking on the spot, problem solving,” she said. 

“You’re always in a different situation and you have 

to think differently about things. There is never 

just one solution to anything.”

Another common denominator is the connection 

Ghura forms with people in both pursuits — whether 

those with whom she’s playing a game online or 

consumers she meets while researching what’s next 

in beauty. At Avon, she oversees a team that identifies 

emerging trends and incubates brands to address 

them; recent projects include Distillery, vegan skin 

care that is expanding into color cosmetics this year, 

and Adapt, a line of skin care that addresses the 

hormonal effects of menopause.

Tapping into the power of community — 

whether playing a game or ideating a product 

line — is a clear passion point. “Not only are there 

functional needs around menopause,” Ghura said, 

“there are emotional issues as well. What really 

surprised me is how unprepared many women are 

for menopause. It’s amazing what women will tell 

you that you don’t know.”

Recently, she added global fragrance marketing 

to her portfolio, where she’s looking to reestablish 

relevance for Avon’s heritage brands and ideate 

new ones.

“We have so much opportunity,” Ghura said, noting 

Avon sells more fragrance than any other beauty firm. 

“We have seen huge engagement in fragrance during 

the pandemic, because of how it can transport  you — 

your mood, your place, your memory.”

And like the satisfaction she gets from winning 

a great game of Scrabble, Ghura relishes the 

transformational nature of her work, particularly 

in time of stress.

“Beauty has gone from something that is quite 

functional and even sterile to an explosion — it’s 

almost like Willy Wonka’s world,” she said. “Beauty 

sparks joy. When I find the right fragrance or 

product, it immediately has the power to move my 

mouth into a smile.”
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