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THE BUZZ

¬ AS THE PANDEMIC ebbs and flows, 
brands and retailers are proving that 
virtual events are a constant in their 
marketing strategies.

Sephora is bringing back 
Sephoria in its first virtual iteration 
on Sept. 18. Now called Sephoria: 
Virtual House of Beauty, it will 
include players such as Danessa 
Myricks, Patrick Ta, Shani Darden, 
Jackie Aina, Hyram Yarbro and 

Jonathan Van Ness, among others. 
It is the first festival from the 
retailer since 2019.

Other experiences will include 
virtual photo booths, virtual games 
with the opportunity to win Sephora 
merchandise and workouts 
courtesy of Obé Fitness.

Attendees can register for free 
at sephoria2021.com, and two 
separate experience boxes are 

available to purchase for $40 
each. The former includes full-
size products from Rare Beauty, 
Danessa Myricks Beauty, Amika 
and The Inkey List; the second 
includes full-size items from Tatcha, 
Fenty Beauty by Rihanna, Saie, Item 
Beauty and Selfless by Hyram.

“In 2021, we felt it was important 
to have a moment of joy with our 
clients and we’ve worked hard to 
re-create the special Sephoria 
environment our clients know and 
love by delivering an unmatched 
virtual experience that they can 
enjoy free, from anywhere. We look 
forward to welcoming back clients 
into the (virtual) world of Sephoria,” 
said Deborah Yeh, chief marketing 
officer at Sephora, in a statement 
to WWD.

Among other players in the 
virtual events space is Flannels 
Beauty, which is hosting a four-day 
virtual festival. It is the first time 
Flannels has produced a beauty 
festival, and each day will feature 
a master class with a different 
beauty entrepreneur. It is part of the 
retailer's larger strategic play for 
the beauty consumer, having just 
launched beauty last month.

The participants include makeup 
artist and brand founder Patrick Ta, 
skin care brand founder Irene Forte, 
Morphe director of artistry Nicole 
Faulkner and Flannels Beauty 
Ambassador Jamie Genevieve.

Wander Beauty has also 
announced the first National 
Baggage Claim Day. In celebration 
of the brand’s best-selling Baggage 
Claim Eye Masks, which the brand 
has sold over 13 million pairs of 
worldwide, it is streaming a live 
giveaway from the Allure Store in 
New York of a year's supply of the 
masks. It is also releasing exclusive 
sizes of the products with retail 
partners such as Nordstrom.

As previously reported by WWD, 
QVC/HSN is also bringing back 
Beauty Bash in its first digital 
format. It will take place on Sept. 
18, and includes speakers such 
as Josie Maran, Katie Sturino and 
State Of founder Stacy London.
“Our panels will cover important 
topics like clean beauty and 
inclusivity,” said Bridget Love, vice 
president and general merchandise 
manager of beauty merchandising 
at QVC and HSN, to WWD. “We’ll 
hear from the beauty founders 
about beauty at any age, beauty 
disruptors, as well as new brands 
you should know. There will also be 
giveaways throughout the event.” 
— James Manso

By the Numbers: 
TikTok's Biggest 
Beauty Hacks
Hacks for nails and makeup 
topped the list of most-
viewed hacks on TikTok.
BY JAMES MANSO

BEAUTY'S BOOM in DIY has taken 
to TikTok.

Between the advent of the video 
platform and a newfound need 
for do-it-yourself beauty solutions 
induced by the pandemic, consumers 
are increasingly turning toward the 
platform to solve beauty problems.

Tajmeeli, the beauty educational 
platform, tracked the largest 
hashtags for beauty hacks across 
TikTok, which have garnered as 
many as 341,000,000 views. The 
hashtag #NailHacks, which topped 
the list, includes at-home ways 
to remove acrylic nails and using 
chewing gum wrappers to create 
metallic manicures.

Other hacks get more niche, such 
as tags for #LipLinerHacks and 
#DryShampooHack. Here, the full 
list, ranked by views per hashtag.

1. #EyelinerHack(s),  
318,900,000

2. #FoundationHack(s), 
161,600,000

3. #ConcealerHack(s), 
133,700,000

4. #LipstickHacks,  
104,800,000

5. #MascaraHack(s),  
48,000,000

6. #EyelashesHack(s), 
44,800,000

7. #NailPolishHack,  
43,600,000

8. #BrowHack(s),  
41,700,000

9. #EyebrowHack(s),  
39,300,000

10. #HairGrowthHacks, 
33,200,000

12. #FakeTanHack(s),  
24,300,000

13. #EyeShadowHack(s), 
23,300,000

14. #BronzerHack(s),  
10,540,400

15. #LipLinerHack,  
7,600,000

16. #DryShampooHack,  
6,700,000

17. #MakeupRemoverHack, 
6,700,000

18. #HighlighterHack,  
4,200,000

19. #ContourHack,  
3,900,000

20. #LipGlossHack,  
1,900,000

THE TOP 10 INGREDIENTS 
FOR 2022, AS RANKED BY 

TRENDALYTICS.

Beauty’s Latest  
Virtual Events

Sephoria is back, and Wander Beauty has announced  
National Baggage Claim Day.
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LONDON — Model, actress, 
influencer and mother-of-one Rosie 
Huntington-Whiteley is this month 
unveiling a full, sustainably sourced 
and packaged color cosmetics brand 
called Rose Inc. And if that sounds 
like one big cliché, or just a clever 
marketing exercise from an ambitious 
celebrity, she’ll tell you otherwise.

Huntington-Whiteley argues that 
Rose Inc., which begins selling next 
week online and at retailers including 
Space NK, Sephora and Mecca, is the 
culmination of 20 years of modeling; 
successful lingerie and cosmetics 
ventures with Marks & Spencer in 
the U.K.; and a beauty content and 
commerce platform she launched in 
2018, also called Rose Inc.

The platform, which features slick 
photography, interviews with beauty 
experts and a shop that stocks some 
of Huntington-Whiteley's favorite 
products, has allowed the model 
to build a community with 339k 
Instagram followers, and to cement 
her authority — and authenticity.

“A lot of the time we see celebrities 
in beauty or skin care, and you think 
to yourself ‘Well apart from the fact 
that you wear makeup every day, 
I didn’t know this was a die-hard 
passion of yours. And if it’s not a 
die-hard passion, then why should I 
believe in your product?’" she said 
during a Zoom interview with Rose 
Inc.'s CEO Caroline Hadfield.

It was important that she lay 
out her manifesto before she even 
thought about launching her 
own formulations. "I didn’t want 
everybody to assume I was doing 
this just because I've loved beauty 
products my whole life.”

Huntington-Whiteley said the 
Rose Inc. platform has also allowed 
her to connect with experts, 
highlight industry figures and — 
crucially — gather data ahead of the 
product launch.

“The content platform has been 
an amazing thing; I can’t imagine 
building this brand the other way 
around. Community first is just 
the way to go,” said the 34-year-old 
Huntington-Whiteley.

Behind the scenes, she’s been 
able to “dive into all the data and 
statistics and see ‘What did I sell? 
What did I not sell? What brands 
perform? What is my audience 
buying into? What articles are they 
clicking on and responding to, which 
influencers, which people, which 
experts, what are they interested in 
learning about?” she said.

Huntington-Whiteley has also 
forged some powerful partnerships in 
the making of Rose Inc. She’s teamed 
with executive and entrepreneur 
Caroline Hadfield, who is the 
company's CEO, and Amyris, the 
bioscience company that produces 
sustainable ingredients.

She and Hadfield, a clean beauty 
pioneer who developed Biossance 
skin care for Amyris, had worked 
together in the past. A few years ago, 
Hadfield, a Body Shop and Sephora 
veteran, tapped the model to be an 
ambassador for Pipette, a clean skin 
care brand, for mothers and babies, 
that she developed for Amyris.

Huntington-Whiteley and Hadfield 
described the products as clean and 
multitasking, and said every effort 
has been made to keep the packaging 
minimal, and functional. The main 
ingredients are derived from plants, 
and include squalane, Vitamin E, 
renewable sugarcane, pink clay 
powder, sea fennel extract and pea 
sprout. The packaging is refillable, 
the glass bottles are recyclable and 
the labels rinse off.

The way Huntington-Whiteley 
tells it, “pretty much everything is 
multipurpose, from our blush that 
can be worn as a lip product, to our 
brow gel that also helps with hair 
regrowth and conditioning.”

The debut collection is called 
Modern Essentials and features four 
color products and two skin care 
ones. Over the next year and beyond, 
the plan is to drop new products at 
regular intervals. Prices range from 
$26 for the brow gel and lip color, to 
$30 for the lip and cheek tint, to $72 
for the brightening serum. 

Hadfield said the brand wants to 
be at the forefront of clean, ethical 
color cosmetics — no easy feat given 
past difficulties with the texture and 
efficacy of nature-derived products 
and pigments.

A few years ago, though, things 
began to change, Hadfield said.

“The ingredient industry really 
stepped up in ensuring it was going 
to produce cleaner ingredients for 
the color category, and the whole 
pigment market has lifted in quality.”

At the same time, Amyris has been 
bringing new ingredients to the 
market, including bio-silica made 
from the ashes of burnt sugar cane. 
Hadfield said squalane, a plant-
derived moisturizing agent, has been 
a game changer, too. “A lot of people 
wouldn’t have used squalane in the 
past — many would’ve used mineral 

oils — but squalane has an efficacy 
and weightlessness to it, you can 
really see that with the concealer — 
it doesn’t drag the undereye skin. 
We’ve tried to amplify the top four 
ingredients in each of the products 
and talk about what they do and to 
demonstrate their newness.”

Hadfield feels that, given their 
respective experiences, she and 
Huntington-Whiteley have formed a 
mighty partnership.

“We’re taking everything from  
the sustainable ingredients to Rosie’s 
experience sitting in the hair and 
makeup chair for 20 years, to my 
experience of building and scaling 
brands.”

Hadfield declined to give a first-
year sales volume, but the plans 
are ambitious. Rose Inc. will roll 
into China, Continental Europe and 
Scandinavia in 2022, after debuting 
this year at Space NK in the U.K.; 
Sephora in the U.S. and Canada; and 
Mecca in Australia.

“We are launching globally and 
see the speed and the trajectory of 
growth as being very fast and very 
intense,” she said. 

Rosie-as-celebrity, Hadfield 
believes, is not core to the brand.

“We’ve been very aware since 

Day One that this is not a celebrity 
brand,” she said. “Rosie’s authority, 
her passion, her understanding 
and her want and need to set the 
standards in the modern industry 
has allowed us to build a brand 
that doesn’t rely on us having to 
sell through a celebrity. What we 
are selling is the integrity of the 
formulations, the commitment to 
an holistic, sustainable approach, 
and the amplification and detail 
that Rosie puts into the product 
development with our team, and 
with her very large community.”

So confident is Huntington-
Whiteley in the project that she said 
she wants to be free to walk away — 
and know that it will thrive.

Even before she met Hadfield and 
came up with Rose Inc., Huntington-
Whiteley said she wanted a brand 
"that could live without me, one that 
had enough integrity to carry itself, 
and not just ride on my success.

“As consumers, we are so much 
more aware," she said. "We pick 
things over a bit more, we ask the 
questions, we have high expectations 
from our brands, we vote with our 
dollar, and we understand these 
brands stand for something beyond 
just the product.”

Rosie Huntington-Whiteley Debuts  
Rose Inc., Clean, Green Cosmetics 
Plans call for a worldwide launch over the next two years. 
BY SAMANTHA CONTI
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THE ZOOM EFFECT is real. 
When consumers stare back at 
themselves for hours on end, it’s 
easy to find something to focus in 
on. Teeth being one of them. More 
specifically, their alignment.

That is driving a boom in the teeth-
straightening market — from direct-
to-consumer at-home make-your-own-
mold iterations to new versions of 
lingual braces, and innovative ways to 
accelerate Invisalign.

“We have seen a boom in all 
cosmetic dentistry, especially teeth 
straightening,” said cosmetic dentist 
Dr. Brian Kantor of Lowenberg, 
Lituchy & Kantor. “This is for a few 
reasons, everyone is on Zoom looking 
at their teeth and people are upset 
that they have crooked or dark teeth.”

The numbers bear out the 
anecdotal evidence: the World Health 
Organization reports malocclusion, 
or crooked teeth, is the third most 
prevalent dental disease after cavities 
and periodontal disease globally. 
According to Fortune Business 
Insights, U.S. Clear Aligners market 
size is said to reach $4.55 billion by 
2028.

Search data also reflects the 
booming trend. “We’re seeing more 
searches for teeth aligners than neck 
lift and anti-aging facial combined,” 
said Sarah Barnes, Trendalytics 
content marketing manager.

Invisalign pioneered the invisible 
orthodontics market 24 years 
ago and new evolutions of that 
technology are covered by hundreds 
of patents today. In April, Invisalign 
reported its first-quarter clear aligner 
revenue was $753.3 million, up 7 
percent sequentially and an increase 
of 56.4 percent year-over-year.

Grand View Research reported 
the teenage segment dominated the 
clear aligners market and held the 
largest revenue share of 73 percent 
in 2020. Teenagers prefer avoiding 
discomfort caused by metal braces 
and want something aesthetically 
appealing.

The growth of clear teeth aligners 
is also giving rise to a slew of new 
treatments in dental offices. New 
York City-based cosmetic dentist and 
founder of Les Belles NYC, Sharon 
Huang, has created a procedure 
called Propel to speed up Invisalign 
treatment time. “The aligner is the 
same,” Huang said. “We go in and 
create micro-perforations in the 
gums similar to microneedling to 
increase cellular activity so that the 
bone cells turn over faster.” Instead 
of wearing each Invisalign tray for 
14 days, the patient wears each for 
about four. Propel, $16,00, which is 
not associated with Invisalign, is a 
one-time treatment.

“According to research, we’re able 

to increase teeth movement by 72 
percent,” added Huang, who added 
her Invisalign cases are finished 
between one and a half to six months. 
The cosmetic dentist can also speed 
up the treatment further using high 
frequency, which increases teeth 
movement by 66 percent.

Huang also created a program 
called the Smile Preview to physically 
show her patients what their teeth 
will look like post-treatment. The 
Smile Preview, $300 to 3,000, is for 
those seeking veneers and looking 
for straighter and/or bigger teeth. “I 
utilize AI technology to incorporate 
each patient’s unique facial features 
to ensure the teeth fit their smile 
and face,” she said. “It’s a pain-free 
procedure, requires no anesthesia, 
and is 100 percent reversible.”

Another company innovating 
in the category is Spark, $3,500 
to $8,000 for aligners, which 
primarily works with orthodontists. 
The company’s proprietary 
material is said to grip the teeth 
so that a patient won’t have as 
many refinements. “We recently 
introduced a new material called 
TrueGen XR, which is extra rigid,” 
said Sheila Tan, vice president 
of global marketing and clinical 
education at Ormco. “The minor 
movements at the end of treatment 
are hard to achieve and this takes 

care of those minute details.”
But certain brands don’t require 

a visit to a dentist or orthodontist. 
Candid, an at-home clear aligners 
company, was created as a more 
accessible model. “I was charging 
fees that most can’t afford,” said 
Dr. Lynn Hurst, cofounder and 
chief clinical officer. “It became an 
exclusive club of people who would 
come to my practice.”

Accessibility has become an 
important pillar of this new teeth 
aligners market with other direct-
to-consumer players like Byte, 
which was acquired this year by 
Dentsply Sirona Inc. for $1 billion, 
SmileDirectClub and Alignerco, 
among others.

Candid aligners are $79 a 
month or $2,400. Candid clients 
can either order a kit to create 
their impressions at-home or visit 
one of 35 Candid studios, the 
brand’s retail locations owned by 
orthodontists, who will monitor 
treatment remotely after the initial 
appointment. The company also 
has an app where patients can do a 
virtual office consultation. Candid’s 
average treatment plan takes about 
seven months.

Most dentists aren’t a fan of at-
home solutions that forgo a dental 
expert. “We do a lot of corrections,” 
Huang said. “The biggest issue is 
there’s no dentist to call. No one is 
supervising it. My certified dental 
assistants, when they start, it takes 
them about a week or two to get 
a really good Invisalign mold to 
capture all the details.”

Kantor agrees. “It’s great that 
these d-to-c aligners are cheaper and 
can reach more people, but when 
patients are doing this on their 
own without a dentist overseeing it, 
there are a lot of problems that can 
occur,” he said. “If you aren’t a good 
candidate to have teeth moving, for 
instance, if you have a lot of bone 
loss, decay or implants, there is a 
chance you won’t get them perfectly 
straight.”

Clear aligners aren’t the only 
invisible solution for straightening 
teeth. InBrace, $5,000 to $7,000, is 
a treatment that uses a personalized 
Smartwire worn on the inside of the 
mouth, for example. “The Smartwire 
is made out of space-age, memory 
wire,” said John Pham, chief 
executive officer and cofounder. 
“There are no monthly tightenings 
and you don’t have to switch out 
trays.”

And more are on the horizon. 
“Invisalign used to be the only 
company able to correct crowded 
teeth, but now there are so many 
advancements such as opening up 
the bite, closing bites, fixing class 
two or class three, it’s almost taking 
the place of braces,” Kantor said. 
“The future is endless.”

The Surge in Teeth Straightening 
The business of achieving a perfect smile is booming in the age of Zoom. 
BY JAYME CYK
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Align with WWD’s cannot be missed coverage of the must-see runway 
shows, inspirational street style and #trending social stories through 
strategic partnerships and smart storytelling opportunities: 

NEW YORK
FASHION WEEK!

SEPTEMBER 9TH – 12TH

P O W E R E D  B Y :

Empowered 
by DesignI

n a year when uncertainty seemed 
to hang over the fashion industry, 
emerging designers have been a 
bright spot – offering new per-
spectives, optimistic designs and 
openness with consumers.

At its core, emerging fashion 
brand ORAZ is all about embrac-

ing emotion and the belief that the right 
clothes have the power to protect and 
offer security to women. Empowering 
an audience through shared messages is 
key. Anna Yinan Zhou, ORAZ founder 
and creative director and recent gradu-
ate of the Academy of Art University, San 
Francisco, launched her brand in hopes 
that everyone who wears her designs 
feels confident, strong and positive about 
themselves, drawing inspiration from 
events in her own life.

Zhou’s avant-garde aesthetic comes from 
an early classical fine-art background paired 
with a design philosophy for combining 
sensuality and her own chic functional-
ity, resulting in sensual vitality through 
a wide range of materials in an unortho-
dox, sophisticated way. With strong values 
in sustainability and maintaining a mission 
for long lasting fashion, ORAZ continues 
to practice hand crafted, couture techniques 
for pieces that will stand the test of time 
and touch multiple generations.  

Here, Zhou talks to Fairchild Media 
Group about her unique design process, 
launching in COVID, the Chinese market 
and the future of ORAZ. 

Fairchild Media Group: Your first 
two collections, “Unbreathable” 
and “Romance” carried very per-
sonal and significant inspirations – 
can you speak to how you have used 
your designs to share a message of 
empowerment with your audience?
Anna Yinan Zhou: During my creative 
process, I try to portray the emotion and 
message from the original concept to my 
audience in my design. This probably 
sounds a bit abstract. For example, in the 
“Unbreathable” collection the whole col-
lection turned out in black so that details 
represent a choking, uncomfortable feeling 
while still portraying breathtaking beauty. 
It is instantly powerful.
   I chose to share this unfortunate story 
to connect with the audience and use the 
beauty and power to show them that this 
can be overcome and how incredible every 
bad thing can be transformed to be.

FMG: Would you elaborate on how 
you have found empowerment to be 
a key component in your designs for 
ORAZ?
A.Y.Z.: Fashion design has been a powerful 
source of empowerment for me, which I 
hope to share with an audience. It has now 
been 20 years since I started studying fine-
art and seven years since I started study-
ing fashion and I have found design to be 
my best voice to communicate with other 
people. My work has been recognized and 
touched by more and more people. I have 
been so happy to hear others’ stories and 
receive feedback from my audience. 

I have been able to feel brave in commu-
nicating through my designs and a means 
of encouragement. I believe that by shar-
ing my story I will be able to connect and 
inspire more people who initially thought 
they couldn’t overcome their own fears.

FMG: What message do you hope 
to share with those who wear your 
designs?
A.Y.Z.: I hope women who wear ORAZ feel 
strong. In the same way that makeup can 
make someone feel elevated in their beauty, 
fashion can help the wearer recognize how 

stunning they are both inside and out. In a 
greater sense, my goal is for my designs to 
be like a shield, protecting the wearer when 
they face obstacles in the world. 

I want my audience not to feel alone, 
because there are many people who, like 
me, have come from a troubled past. I 
hope my audience feels good about them-
selves when wearing my designs and that it 
helps them recognize and believe in them-
selves as the perfect individuals I know 
them to be.

FMG: How has your early back-
ground and exposure to fine-art 
influenced your aesthetic? 
A.Y.Z.: Fine art has allowed me to create 
bravely, though where fine art has influ-
enced me the most is that I design every-
thing as a piece of artwork. In my early 
studies, “bold” is a word that I received the 
most in feedback and I believe it demon-
strates my creative process and style. 

Impressionism and abstractionism 

inspired me the most in my early studies, 
also helped to establish my creative DNA 
and personal style.

FMG: From your perspective, who is 
the ORAZ consumer? 
A.Y.Z.: The ORAZ consumer is someone 
who loves and appreciates fashion. They 
clearly understand what they want and 
dress in their own way – they don’t care 
to argue and are always independent. They 
have had life experiences and are passion-
ate about their careers. They are a person 
who loves themselves, or aspires to, and 
they understand how to love others.

FMG: How have you been able to 
overcome the disruptions of the pan-
demic within the industry during the 
launch of your brand?
A.Y.Z.: The year 2020 hasn’t been a great 
time for business, and yet, ORAZ still 
launched in March 2020 out of New York. 

When the lockdown order suddenly 

came into effect and the factories closed, I 
felt like nobody believed that I would keep 
this business going. But even though the 
pandemic situation wasn’t clear, my part-
ner and I never hesitated when starting 
our first collection. I made the decision 
to move back to California where I have 
more contacts and we had a team built in 
less in a month. Still, fashion is an indus-
try in which it is difficult to work remotely, 
and so I would say that I was the designer, 
pattern maker, cutter and sewer when we 
faced staff shortages.

Like everyone else, we never thought 
that this pandemic would last so long, and 
we worried that the buying market would 
be never as powerful as before, but rather 
than being passive, I’ve focused on creat-
ing editorial pieces instead of wasting my 
energy on sales. By doing so, the pandemic 
became the perfect time for me to build 
up my work. 

In the pandemic, my team has had a 
great time concentrating all of our energy 
in the creative processes and we have 
delivered two seasonal collections in less 
than nine months. Even though it wasn’t 
easy work, I believe a consistent workload 
is the best way for a designer to 
overcome challenges.
 
FMG: What do you see for the future 
of ORAZ?
A.Y.Z.: ORAZ will always follow a path of 
artistic design and provide the best quality 
product to our clients. While we recognize 
that the fast fashion business model has 
made clothing more affordable and acces-
sible to everyone, it is heartbreaking to 
see the negative impact caused by it.  For 
example, fast fashion clothes made with 
low quality are hard to reuse and recycle, 
and tons of it is discarded everyday with 
many of fast fashion manufactures and 
materials highly polluting 
our environment. 

Our sustainability philosophy is to cre-
ate only pieces with high-end, lasting 
quality. And as we share this philosophy 
with our audience, we hope that they also 

Sustainability 
is something 

we always 
have top 

of mind at 
ORAZ.”

An na Yi na n Zhou ,  
Founder at ORAZ

Founder Anna Yinan Zhou is sending a 
message of empowerment through 

her emerging label, ORAZ.

ORAZ

maintain sustainable lifestyles. Our clothes are 
designed and produced as pieces of artwork 
using many characteristics of couture and 
importantly, are made to last. I hope that our 
clients will pass down these pieces to the next 
generation to be continuously worn over and 
over again.

As ORAZ grows I also plan to focus more 
on Chinese markets. As a designer who grew 
up in China, I have always wanted to contrib-
ute more to the Chinese fashion industry. 
The fashion industry in China is still not as 
mature as the one in the Western world. I 
hope to change the stereotype image of Chi-
nese fashion by sharing our creativity.

For more information about ORAZ, 
visit Orazny.com and follow @oraz_ny on 
Instagram.

Fairchild Studio 
Content Features

Social Media 
Campaigns

Custom Shoots Custom Video In-store 
and at the shows

FOR MORE INFORMATION, PLEASE CONTACT WILLIAM GASPERONI AT 
WGASPERONI@FAIRCHILDFASHION.COM OR 917 907 1072

POWERS
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THE FUTURE OF BEAUTY 
SHOPPING is live, live commerce 
platform founders say.

Faced with the threat of virus 
variants and fluctuating in-store 
mask mandates, beauty consumers 
have embraced online shopping 
during COVID-19. Now, many are 
adopting live commerce, too.

Live shopping has flourished over 
the past year-and-a-half, though like 
many other now-popular trends born 
from pandemic times, it had been 

simmering for a few years prior. Malls 
had fallen out of cultural relevance, 
and more often than not, companies 
had begun placing their bets on social 
media shopping and a direct-to-
consumer business model that seemed 
to yield more and accurate data.

Buying digitally, however, is not 
always all it is cracked up to be. As 
Bryan Moore, chief executive officer 
and cofounder of social shopping 
network TalkShopLive, put it, "Buying 
is a transaction, but shopping is an 
experience."

"It's not just about buying the 
product," Moore told Beauty Inc. 
"[Live commerce] brings us back to 
the experience of shopping."

TalkShopLive developed an 
embeddable player that allows 
viewers to purchase without 
leaving the livestream. Additionally, 
brands and publications can embed 
the player on their web sites. 
TalkShopLive has grown more than 
four times since 2020, with beauty 
and food leading the most growth, 
according to Moore. In August, it 
will launch a Beauty Edit channel 
featuring weekly segments with 
brand founders and influencers such 
as makeup artist Jamie Greenberg, 
skin care entrepreneur Alicia Yoon, 
hair stylist Nunzio Saviano and 
designer Leah McSweeney.

"Brands are driving [live 
shopping's] growth through their 
need of the tech and owning and 
growing their engaged customer 
base," Moore said.

Books and music are TalkShopLive's 
largest categories — "gateway 
categories," as Moore called them. 
Beauty accounts for more than 10 
percent of sales, and Moore predicts 
the category will be "one of the biggest 
verticals in live commerce" overall.

"It is so demonstrable," he said. 
"Beauty allows sellers and shoppers 
to connect in a more personal way. 
Shopping for lipstick may seem basic 
for a customer, but it says so much 
about who he or she is and who they 
want to be. By having live commerce 
attached to beauty, it not only allows 
people to aspire to be part of a 
lifestyle, but to align themselves with 
it completely and actually participate 
in the conversation of it."

Engagement is integral to the 
success of live commerce, and tasked 
with driving engagement is the host. 
Each platform has its own name 
for live shopping hosts, but the job 
description for an effective one is 
standard: "accessible, knowledgeable 
and entertaining," said Lizzie Craft 
Townsend-Rose, cofounder of social 
commerce app Agora.

"People are trying to understand 
products, especially the younger 
consumer," Townsend-Rose said. "A 
simple piece of flatlay beautiful content 
with a tag posted by an influencer is 
not going to provide that."

Gen Z and young Millennials are 

Why Live Shopping 
Platforms Are 
Betting on Beauty
TalkShopLive, Agora, Verishop and more believe  
beauty will be a huge category led by educational  
and entertaining storytelling.

BY ALEXA TIETJEN    ILLUSTRATION B Y GIANNA SARMIENTO 
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accustomed to watching entertaining 
video or moving-image content 
thanks to social media apps such 
as TikTok, Instagram and Twitch. 
Beauty consumers are particularly 
keen to learn as much about a 
company and its products as possible 
prior to purchasing.

"Livestreaming enables people 
to discover new, exciting products, 
because there is no lack of assortment 
in the market, but in a way that can be 
authentic and transparent," Townsend-
Rose said. "If you don't know anything 
about the product and are just 
tagging, no one's going to engage, 
no one's going to buy. Livestreaming 
offers that knowledge, storytelling, 
honesty that you don't get in the 
old world of influencer marketing. 
It's bringing realness back to the 
influencer industry, although I would 
not call a livestreamer an influencer."

Live shopping, too, brings "major 
transparency" to the creator economy, 
Moore of TalkShopLive said.

"It's no longer a question of which 
influencers are actually moving 
products and driving audience 
attention. You can see it in real time," 
he said. "It allows the brands to have 
a strong purview into the influencers 
they're utilizing."

On Verishop, content creator JD 
Loveless hosts 30-minute segments 
featuring three to six products 
available to purchase at discount.

JD Loveless, a beauty and fashion 
content creator, regularly hosts 
livestreams on social shopping 
platform Verishop, which launched 
live shopping capabilities in July. 
Loveless curates three to six items 
that fall within a theme of his 
choosing prior to going live on the 
app for 30 minutes, during which he 
fields questions from viewers about 
topics such as product ingredients 
and usage.

"People can engage with my live by 
chatting with me, and I can speak to 
them directly," Loveless said. "They 
also have reached out after the live to 
continue the conversation. I love the 
community building. It does feel like 
I'm talking about how these products 
have helped me as someone that has 
sensitive skin or is a person of color 
trying to support brands that are 
POC-, LGBTQ-plus-owned."

Loveless has free rein to talk about 
the brands and products he prefers 
most from Verishop's assortment, 
which includes more than 1,000 clean 
beauty brands. He is also encouraged 
to promote the 15 percent discount 
that is applicable solely for the 
duration of the livestream, as he will 
make a percentage of revenue.

"Anything that gets sold, [the 
creator] makes 10 percent of the 
revenue," said Imran Khan, Verishop's 
cofounder and CEO.

Since launching live shopping, 
Verishop has held more than 1,000 
livestreaming shows amounting to 

more than 500 hours of video content.
"It's early, but we've seen five 

[times] higher conversion than 
mobile web," Khan said. He attributes 
the early success to an understanding 
of what he referred to as the "passion 
economy."

"TikTok is a platform for 
people who are passionate about 
creating shortform videos. Spotify 
is a platform for people who are 
passionate about creating audio," 
Khan said. "There is no platform 
for people who are passionate about 
building brands and telling stories 
about the brand. E-commerce is built 
as a search engine platform. There 
is no better form of storytelling than 
video."

Verishop's beauty category 
accounted for 25 percent of its gross 
merchandise value in 2020. That 
percentage point has decreased a bit 
this year, as "people are now buying 
clothes" and less beauty, Khan said, 
though beauty is "still a double-digit-
percentage" of Verishop's overall GMV.

"Beauty is under-penetrated in 
terms of e-commerce," Khan said. 
"One of the reasons is people want 
to experience beauty. ... E-commerce 
right now is 15 percent of the 
market. It will become 50 percent of 
the market over the next, I think, 10 
to 15 years."

In years past, malls and 
department stores were the go-
to for in-person, social shopping 
environments in which consumers 
could choose from a curated 
selection of products with the help 
of sales associates. The emergence 
of online shopping, paired with 
a proliferation of product, paved 
a path for influencers to become 
digital retailers in their own right, 
an evolution that COVID-19 seemed 
to cement.

There remains, however, a 
tendency for online to feel "sterile," 
and consumers have "lost that 
serendipity of walking into a store 
and discovering something," said 
Abigail Holtz, cofounder and CEO of 
The Lobby.

Holtz, a Google alumna with a 
background in fashion tech, launched 
The Lobby, a shopping platform led 
by influencer content, in September 
2020. The Lobby invites influencers 
to join its platform, granting them 
access to products gifted by its 
brand partners. Influencers make 
video content featuring products of 
their choosing, and they are paid a 
commission on sales.

The Lobby does not yet offer live 
shopping, though Holtz alluded to 
adding that capability down the 
line. She is carefully considering the 
function of live commerce in the 
meantime.

"Live is not going to help you 
necessarily sell more of something if 
you don't have a great product and 
someone who's able to create great 

content around that product," Holtz 
said. "When we do launch live, it 
[will be] a whole format and talent 
in itself.... The value that live adds is 
if you have questions, you have the 
opportunity to ask in real time. The 
other case where live does shine is 
when there's limited stock, a limited-
time offer, something that won't be 
there after the live show is gone."

For Enid Hwang, head of 
community and marketing at 
Supergreat, a three-year-old beauty 
commerce app, live shopping is 
a much-welcomed counter to the 
polished aesthetic platforms such as 
Instagram helped popularize, which 
has fallen out of popularity during 
the pandemic.

"Building rapport, relationships 
and an audience by sharing a much 
more unedited version of yourself is 
fundamentally different and often, 
more engaging and more persuasive 

when it comes to shopping," Hwang 
said.

Supergreat offers both shortform, 
user-generated video content and 
live shopping, which it launched last 
year. It has amassed a community of 
more than 200,000 content creators 
who share an average of 4,000 new 
product reviews weekly. Every day, it 
curates live programming, working 
with about 25 hosts.

"Every week, we're hitting new 
highs in the amount of livestream 
minutes on the app," Hwang said. 
"Any live, we're activating four 
to eight brands who do a mix of 
live shows, live sales and other 
engagements."

On social media, the ability of an 
influencer to sell product is thought 
to be directly related to follower size 
and engagement. But in live shopping, 
Hwang said, success is dependent on 
personality and knowledge.

"Several of our most successful live 
shopping events didn't involve a big 
name or influencers with gigantic 
followings," she said. "It was, in 
one case, phenomenally engaging, 
vivacious, forward-facing founders. 
The success of a live shopping 
event isn't tied necessarily to a 
follower-ship. It's about somebody's 
charisma and ability to demonstrate 
the efficacy, the fun, inspiring side 
of products live on camera. That's 
fundamentally a different skill set."

There is a feeling of ambivalence 
from beauty brands, whose products 
are of a higher price point, toward 
live shopping, which Holtz of The 
Lobby expressed.

"For beauty, [we don't] necessarily 
see a lot of the higher-end brands 
wanting to jump onto limited-time 
deals and offers," she said.

Still, platform founders such 
as Townsend-Rose of Agora 
maintain there is value in luxury 
brands adopting the feature, as 
"livestreaming can function as brand 
awareness," she said.

"Yes, it can drive sell-through, but 
it's all about driving awareness for a 
brand, and in a way, advocacy for a 
product through a livestreamer who 
is hopefully someone you identify 
with," Townsend-Rose said. "I do 
think you can sell a lot, but you need 
to think about it differently: 'I need 
to educate the consumer about why 
they should spend 500 pounds on 
a skin cream.' You might not get a 
million sales overnight, but in terms 
of building that story and getting 
people to buy into it, 100 percent.

"In fact, I don't know how you 
would get someone to buy 500-pound 
skin cream nowadays if it wasn't for 
livestreaming because I can tell you, a 
beautiful image of the packaging isn't 
gonna work anymore," she continued. 
"You probably need a dermatologist 
on there talking about why this 
product is different and why you 
need it."

TALKSHOPLIVE
Jamie Greenberg, @
jamiemakeup
Professional makeup ar tist 
Jamie Greenberg went from red 
carpet heav y weight (her cl ients 
include Kristen Stewar t and 
Rashida Jones) to brand founder. 
She now brings her exper tise 
to TalkShopLive, where she is 
the f irst guest on the platform's 
Beaut y Edit  weekly show.

AGORA
Rosi Lederle
Agora's top-sel l ing host is 
more than just a sel ler. Rosi 
Lederle also works in-house on 
customer ser vice and social 
media for Agora, which credits 
her insider status as one of her 
key strengths as a social  sel ler.

THE LOBBY
Joanna Spicer, @joanna_
spicer
YouTuber Joanna Spicer is able 
to parlay her social  ski l lfulness 
into sales at The Lobby, where 
she remains a top creator.

SUPERGREAT
Danielle Lewis, senior 
manager, brand strategy and 
education, Wander Beauty, 
@wander_beauty
Wander Beaut y was quick 
to adapt to the burgeoning 
space of social  sel l ing, and 
staffer Daniel le Lewis regularly 
introduces the brand's skin 
care and makeup heroes to the 
SuperGreat audience

Top Live- 
streaming 
Sellers
HERE, LEADING 
LIVESTREAM HOSTS 
AND SELLERS, BROKEN 
OUT BY PLATFORM.
BY JAMES MANSO
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CLEAN MAKEUP is one of the 
most explosive categories in beauty, 
but for Ilia founder Sasha Plavsic, 
slow and steady wins the race.

Plavsic launched the brand in 2011, 
after being unable to find makeup 
gentle enough for her reactive skin. 
But in the early days, green trumped 
clean, and Ilia struggled to find its 
niche in a market dominated by 
either conventional products or 
organic and natural. Fast forward a 
decade, and, thanks to brands like 
Ilia, clean is not only understood, it's 
sought after. To wit: the exponential 
growth of the brand. Despite 
pandemic-induced headwinds across 
makeup, Ilia has tracked triple-digit 
growth, and industry sources expect 
sales to surpass $100 million in 
2021 (up from projected sales of $35 
million in 2019, as WWD reported).

Although Plavsic doesn’t see Ilia as 
a category-inventing brand (she paid 
homage to BareMinerals and Jane 
Iredale for their work in the clean 
makeup space), she does recognize 
that she was early to arrive. “At least 

in today’s era, we were one of the 
first breakout brands to do that,” she 
said. Today, Plavsic still heads up 
product development and branding, 
which she plans to keep driving as 
the brand eyes international markets.

What was your first job, and 
what did you learn?
Sasha Plavsic: I went to web design 
school in 2000, and I worked in web 
design for a couple years until 9/11 
happened. I went traveling and I 
got a typography degree in London. 
I specialized in branding and 
rebranding, I worked with founders 
and helped. I was really good at 
helping to transition an existing 
brand to something new, and it was 
very visual.

How did you get started in beauty?
S.P.: I moved home [to Vancouver] 
at the age of 30 — I was burnt 
out from it. I started looking into 
products because my skin was so 
reactive, and I had just finished a six-
month internship at Urban Decay. 

I’d worked at all these brand and 
branding agencies. I actually went 
on to rebrand the aromatherapy 
company Saje Natural Wellness. My 
mom said, “You keep complaining 
about your skin, you really have to 
think about what you’re putting on 
it.” I started to look into it more, and 
in the market, there was no brand I 
could relate to, unless it was really 
high luxury.

The business is on fire — what do 
you credit your success to?
S.P.: Timing. It took time for this 
category, especially in makeup, to 
come to fruition. Makeup was really 
the last world to come to the clean 
party. I did work with Sephora back 
in 2016 on the Clean at Sephora 
guidelines, and we were really one 
of their first guinea pigs in the clean 
makeup category. Then, it was the 
rebrand, which we did in 2019. It was 
the launch of an amazing mascara, 
and an amazing foundation. Then, 
it was funding, and hiring people 
better than me at the right times. The 
last 18 months is when it all came 
together, and those pieces became 
more of a well-oiled machine.

You were early to the game, but 
now clean makeup is a much 
more crowded sector. How do you 
continue to differentiate Ilia?
S.P.: From the very beginning, I had 
this conversation with my mum. Our 
mission is clearly outlined, to protect 
and revive the skin: That’s who we 
are at our core. That was what piqued 
my curiosity, figuring out how to 
formulate really thoughtful products, 
with claims that were efficacious and 
could deliver immediate results, but 
also benefit skin over time. I set that 
as a goal. 

Organic and natural was really 
trending. I tried to fit in that 
category. Although we had beautiful 
distribution with all the great lifestyle 
stores, I was told our brand wasn’t 
totally natural or totally organic, so 
people wouldn't buy us. I felt bad for 
a few years about it, and eventually, 
I abandoned that to take the best of 
naturals with the safest of synthetics 
and blending them together. 

How do you think about 
expansion, domestically and 
internationally?
S.P.: Domestically, we’ve really 
put a focus on our own website, as 
well as on Sephora, they are our 
premiere retail partner. We do have 
a couple hundred boutiques, which 
we’ve been doing business with for 
several years. We have select beauty 
retailers, such as Credo, which are 
pioneers in the clean beauty space. 
Our distribution is pretty tight. We 
do have more opportunity with our 
direct-to-consumer, which was really 
powerful for our business. Last year, 
it was half of our business. We are 

looking to craft a stronger plan by 
country. In Australia, we are growing. 
There are really interesting markets 
out there. Coming from Vancouver, 
Canada, the Asian consumer is a big 
part of consumerism. Understanding 
how to introduce a brand like ours 
to that market is something we will 
have to do with eyes wide open, and 
not rush into.

How would you describe your 
leadership style?
S.P.: You have to hire better people. 
I want people to feel like they have 
some equity here, physically and 
mentally, in their opportunity to 
grow with the brand. When you make 
people feel valued and engaged, they 
want to achieve their goals, and when 
somebody feels like they’re growing 
in any job, there’s a reason for them 
to stay, in order to charge forward. 
The way the company is structured 
from a leadership standpoint, 
I’m more or less overseeing 
creative marketing and product 
development. Lynda Berkowitz, our 
CEO, oversees all but predominantly 
sales, finance and operations. We 
work together in lockstep.

What has been the most 
challenging aspect of scaling the 
business?
S.P.: Different things at different 
times were challenging. At one point, 
it was money. I’m from Canada 
originally, and to get a loan for 
your business if you are a foreigner 
is a challenge. That posed a lot of 
challenges until we went for a round 
of funding. I had hired somebody 
with me who was quite experienced 
as an operator in the industry, and 
I’m a natural founder, creative on the 
product marketing side. So the chief 
executive officer I had, and myself, 
really complemented each other to be 
able to scale because she knew what 
to expect, and I could be focused on 
driving the product. But even when 
the pandemic happened, it’s looking 
at the problem that comes and then 
being able to react to it quickly. If 
you sit for too long and wait, you may 
lose out on new opportunities.

Ilia is one of the buzziest brands in 
beauty — are you thinking about 
an exit strategy?
S.P.: It is my baby. In my previous 
life, when I was working on 
rebrands, I did have to watch 
founders go through transitions, 
and I saw things that really left an 
impression on me that were painful 
to watch, and I have that still in my 
mind. I love what I do and I love 
creating product, so it’s important 
that one day, should we choose to 
find a home that can accommodate 
a larger strategy globally, that will 
have to be at the forefront to ensure 
there’s a real partnership in the 
understanding of the brand.

Sasha Plavsic 
One of clean makeup's original founders talks the 
strategy behind Ilia's explosive growth, and what 
she's eyeing for expansion. BY JAMES MANSO

Sasha Plavsic,  
founder of Ilia.
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MATTER OF INFLUENCE

BEAUTY INFLUENCERS are 
settling into a niche trend: ASMR-
style videos that mix the satisfaction 
of sounds with skin care and 
makeup routines.

ASMR videos, which are meant 
to cause a tingly body sensation 
or feeling of satisfaction related 
to specific sounds, have been 
around for years in different styles: 
eating, whispering and role plays, 
traditionally causing a mixture 
of highly negative and positive 
feedback. Comments often range 
from "this is so satisfying" to "this 
makes me so uncomfortable."

Now, makeup and skin care-related 
ASMR videos have become popular, 
the latter hitting more than 1.1 billion 
views on TikTok.

Beauty influencer Marjan 
Tabibzada, who now has 2.3 million 
TikTok followers, noticed this trend 
on the app about a year ago and 
decided to try it out. Her first ASMR 
video, a makeup routine, hit 1.3 
million views and her second, a skin 
care routine, hit 6 million views. 
She now posts these types of videos 
regularly, oftentimes in partnership 
with brands, including RoC Skincare 

and Neutrogena. Skin care routine 
videos typically do better, she noted.

Similarly, TikTok creator and 
aesthetician Layal Assi, who now 
has 1.1 million followers on the 
app, gained traction after posting 
a skin care ASMR video. For her 
foray into this style of video, Assi 
opted for an ASMR sound created by 
Milk Makeup, which has been used 
on more than 14,000 videos. The 
audio uses satisfying sounds like a 
clock ticking and water splashing. 
Other brands such as Bliss have also 
jumped on the bandwagon to create 
their own reusable sounds, as well as 
ASMR advertisements and influencer 
collaborations.

“It’s something people like to 
watch over and over,” said Assi of the 
trend. “That’s why it’s actually very 
smart for advertisers because people 
are going to watch it over and over, 
and the way the TikTok algorithm 
works is when people rewatch it, it’s 
going to keep boosting that video.”

The ASMR beauty space includes 
an array of video styles: everything 
from routines, unboxings, hauls 
and point-of-view role plays. For 
most TikTokers, they first test out 

ASMR by using a premade audio 
made up of satisfying sounds like 
water splashing and matching it up 
with actions in the video, such as 
applying a sheet mask. On TikTok, 
most ASMR videos do not use the 
natural sound from the actual 
recording. The heightened version of 
the sound is part of the satisfaction 
for viewers noted Mireya Arios, who 
has amassed 3.8 million followers on 
the app.

Seasoned ASMR content creators 
will often make their own audio 
files, pulling from previous videos, 
online soundboards or by recording 
their own with a highly sensitive 
microphone. While most of these 
videos are only 15 seconds, they 
can take up to four hours to create, 
noted Tabibzada. For Assi, the entire 
editing process sometimes takes up 
to eight hours depending on if she’s 
creating the sounds herself.

This new wave of ASMR content 
isn’t just about the sounds, though. 
The aesthetic of the video plays a 
major role, and creators say followers 
are looking to see fun products on 
screen, whether that be a lip mask, 
a bubbling face mask, or colorful 

products. Arios said the more 
innovative the product is, the more 
engagement she receives.

Arios’ videos are bombarded with 
comments like, “I watched this on a 
loop. I can't stop watching it. This 
is addictive.” Tabibzada said she has 
seen brands and products blow up 
on TikTok after being featured in an 
ASMR-style video.

While the ASMR trend has gained 
traction on TikTok, it’s also started 
to permeate Instagram. YouTube, 
too, has fostered a crop of ASMR 
influencers, such as Jocie B ASMR 
who creates point-of-view videos 
where she pampers the customer or 
viewer with beauty services. She also 
does makeup routines and hauls in 
the classic ASMR whisper style for 
her 1.15 million YouTube subscribers.

Over the past year, beauty ASMR 
has evolved to focus more on 
the overall aesthetic and expand 
its popularity amongst big-time 
content creators and brands. From 
Tabibzada’s perspective, the trend is 
just beginning.

“I started this wave and I'm going 
to continue it until it dies down. 
When that will be, I don't know, a 
year from now, two months from 
now, five years from now, I don't 
know,” said Tabibzada. “But with 
ASMR, I'm always going to try and 
continuously do new things, new 
products, new sounds to always just 
keep it alive and going.”

The Satisfaction of Sounds 
Beauty influencers have found a new niche in ASMR videos. 
BY EMILY BURNS
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Beauty ASMR 
videos have taken 
over social media, 

hitting 1.1 billion 
views on TikTok.
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WHEN ALICIA YOON, founder of 
Peach & Lily, launched the Glass Skin 
Refining Serum in 2018, she didn’t 
just introduce a new product to her 
line: she launched a movement, too. 
Now, she’s bringing her skin health-
first philosophy to the masses with 
an e-book.

Titled “Your Glass Skin Guide: 
How to Achieve Your Healthiest 
Skin Yet,” the e-book launches next 
week and outlines Yoon’s extensive 
philosophy on skin care. For the 

entrepreneur, it was a natural 
extension of customer education.

“I never thought I wanted to write 
an e-book, but over the last three 
years since launching the Glass Skin 
Refining Serum and the ensuing 
movement, we received so many 
questions about getting your healthiest 
skin yet. Some people are dealing 
with pores, some people deal with 
very persistent cystic acne,” Yoon said. 
“We’re seeing this huge desire for skin 
not to necessarily ‘look more beautiful,’ 

but to really have skin be healthier.
“We always had a skin care 

dialogue with our community because 
of our complementary customer 
service, where anyone can ask a 
question and an in-house aesthetician 
can answer those questions over 
email,” Yoon continued. “Along with 
the desire is just a lot of curiosity and 
questions, like clarifying questions 
about everything from ingredients 
to how skin really interacts with 
different conditions.”

The past year, though, was when 
consumers became more inquisitive 
about skin concerns and how to 
remedy them. “Over the last year is 
when we realized, answering these 
questions, that we should put all of 
this into one guide, and we should 
collect all of those questions that keep 
coming up and really help people 
explain anything,” Yoon said. “If people 
aren’t seeing a bigger kind of context 
and all of the information in one place, 
it just leads to more questions.”

Yoon, who became a licensed 
aesthetician before founding Peach & 
Lily and sister brand Peach Slices, said 
her concept to skin care has five key 
tenets: removal (cleansing), hydration, 
balance, nourishment and protection. 

“My approach to healthy skin is also 
from my own experience, the years of 
study that I’ve done for my own skin, 
and the years of facials I’ve given,” 
Yoon said. She added that writing the 
book “wasn’t anything crazy, it was 
mining our consumer and community 
questions and insights, and organizing 
all of that into different categories.”

Ever the student of her own 
skin problems, Yoon also said she 
referenced multiple binders of notes 
she’s made over the years when trying 
to remedy her own skin problems, 
such as eczema.

Yoon’s outlook on skin health 
seemed to resonate, especially 
during the pandemic. “The reason 
that our business has been really 
thriving through the pandemic as 
well is because we approach skin 
care as a form of taking care of 
your overall health,” Yoon said. 
“That’s what glass skin is: it’s not 
glossy skin, it’s not fake skin, it’s not 
filtered skin. It’s that vibrancy when 
skin is so healthy, that luminosity, 
that clarity, that smoothness.”

Smooth  
As Glass
The aesthetician-
turned-founder is 
outlining her skin care 
philosophy in a new 
digital tome. 
BY JAMES MANSO
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