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W
HEN THE WORLD slowly opened back up in 2021, there was 

much talk of a return to the Roaring ’20s, as people envisioned 

a populace released from the pandemic-induced lockdown 

and ready to party.

While the Delta variant put a wet cloth on widespread 

celebrations in many parts of the world, a different sort of 

Roaring ’20s has emerged — an energized and active generation 

of twentysomethings who are passionate about creating a better world and their role in it.

In the last couple of years, Gen Zers and young Millennials have been a driving force 

for positive change and instrumental in creating the framework of what it looks like. 

As we at Beauty Inc started planning our fifth annual Women’s Issue, it was clear that 

our focus should be on the young women in our industry who are having an impact on 

beauty (and beyond) that belies their years.

Take, for example, the six young entrepreneurs in “The Roaring 20s” on page 28. From 

Bubble Skin Care’s Shai Eisenman, who is already on her second start-up at only 29 years 

old, to Olamide Olowe, whose brand Topicals celebrates and elevates skin conditions 

that were once a source of embarrassment, all of these women have created brands that 

are reflective of the changing mores in beauty and wellness.

Over the last 18 months, much has also been written about the toll the pandemic 

has taken on working women, particularly in corporate America. We wanted to take a 

temperature check to find out how young women in beauty are navigating the uncertain 

terrain and how they think about their future. In “Tomorrow’s Leaders Today” on page 

22, Tula chief executive officer Savannah Sachs convened a group of four rising stars for 

a frank conversation about what women want in a work environment today. The picture 

that emerges is one of people eager to make an impact, passionate about their lives inside 

and outside of the office and absolutely devoted to driving their businesses forward.

Our 29-year-old cover star Selena Gomez has a work ethic like no other. In 2020, the 

actress and singer took on a new role — entrepreneur. Not for her, though, the standard 

celeb route. Instead of an unachievable picture-perfect beauty standard, Gomez has used 

her voice and brand, Rare Beauty, to drive a discussion around mental health, paving 

the way for brands and consumers to speak openly about coping with pressure, stress 

and anxiety. The approach was perfectly in synch with where consumers are today, and 

in “The Real Real,” on page 18, WWD’s Ryma Chikhoune sat down with Gomez and 

the team to discover what’s next for Rare Beauty.  Gomez’s purpose-driven approach is 

pointing the way for a new generation of young entrepreneurs, and she, too, is looking 

forward with hope. “I love getting older,” she said. “I love living life and I love learning 

and growing and traveling and meeting amazing people. Yeah, I’m excited.” And after 

meeting so many of the young women shaping beauty now, we couldn’t agree more. 
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MASTER CLASSBEAUT Y BULLETIN

INSIDE
OUT
As the recently appointed  
global changemaker of the Estee 
Lauder Cos., Amanda Gorman 
hopes to enable everyone to see 
the beauty within. BY JENNY B. FINE

THE ROLE OF LITERACY in creating an 

equitable society for women is not on the agenda 

of most beauty events — but Amanda Gorman, 

who shot to fame as the youngest inaugural poet 

in the history of the U.S., is not your average 

beauty brand ambassador. So no surprise that 

less than two weeks after being named global 

changemaker of Estée Lauder and curator of 

Writing Change, its literacy initiative, Gorman 

was speaking passionately and purposefully as 

part of an introductory event Lauder hosted to 

engage key individuals who are creating change 

within gender equality in the public and private 

sector. As substantive as Gorman’s work is, 

style plays an important role in her life as well. 

Earlier that week, she had cohosted the Met Gala, 

wearing a custom cobalt blue Vera Wang gown, 

a constellation of silver makeup painted across 

her face. As she prepared to dig into her new role, 

she spoke to Beauty Inc about turning ideas into 

action, the power of redefining beauty on one’s 

own terms and how companies can help everyone 

realize the beauty within.

What does beauty mean to you?

Amanda Gorman: Beauty means being your 

fullest self, and doing that unapologetically. 

When I see someone living confidently in their 

own existence, I don’t think there’s anything 

more glorious than that.

Do you think your generation is redefining 

the notion of beauty, and if so, how?

A.G.: Gen Z is absolutely redefining beauty. 

So often, the terminology of beauty has been 

something that’s been prescribed to us, meaning 

you must look x way — you shouldn’t look y 

way. But Gen Z is taking back our beauty and 

speaking truth to power, and saying that our 

own definition of beauty doesn’t come from an 

exterior force, but actually comes from within.

What role does beauty play in your life?

A.G.: Beauty is a way to make sure I’m staying 

true to who I am. I feel the most beautiful when I 

feel the most Amanda light. And the more I lean 

and identity that even as someone who could look 

as frail as a swan, she took up so much space in 

every photograph. I try to embody that sense of 

fearlessness in my own style.

What were the factors that influenced  

you to say yes to Estée Lauder?

A.G.: What excited me the most was the idea that 

we were going to come together to do something 

that was both unorthodox on the side of a beauty 

brand, but also unconventional in the role of a 

poet, meaning that we really tried to reevaluate 

what it means to use such a large media platform 

to influence change. That type of microphone is 

so rarely afforded to poets, and it’s what made me 

so enthusiastic, that we were going to sit at the 

intersections of who I am as a fashionista, as a 

poet, as an activist, as a literacy advocate, and put 

our makeup and money where our mouth is.

into that spirit, and the entire light that I am, the 

more that I feel that beauty is being used for a 

purpose and with intentionality.

How do you describe your style?

A.G.: My style is inspired a lot from being 

someone who was raised in California and sunny 

Los Angeles. I love bright colors, I love being 

a vibrant force in the room. I also love being 

a Black woman. So I love wearing my hair in 

different natural styles and I love playing off of 

my deep brown skin. I also like looking to classic 

models to see the ways in which women have 

used fashion as sources of power. That might be 

looking at Maya Angelou and the different styles 

she wore on stage or looking at Audrey Hepburn. 

She was slight looking, which could give an 

unobtrusive assumption to her character, but she 

approached fashion with such a sense of power 

Amanda Gorman at  
the 2021 Met Gala.
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What does being a changemaker 

 mean to you, both in terms of beauty  

and the broader world at large?

A.G.: My definition for the two are very similar, 

because they have to be. Being a changemaker 

means leaving a space different from the moment 

that I enter it. And so what that meant in this 

partnership with Estée Lauder was that we 

weren’t going to approach it from a traditional 

schematic. From the get go, the more conservative 

idea of a beauty ambassadorship was thrown out 

the window. It meant that in our meetings and 

discussions, we were trying to find an organic way 

to build this role from the ground up, with neither 

expectations or limitations of what that would be, 

in the hope that it would establish a schematic and 

a model for people to follow in the future.

How would you like to see  

the industry evolve?

A.G.: I’d like the opportunity, particularly for 

women and nonbinary people, to be included in 

the beauty industry with multidimensionality. So 

often, especially for those who identify as women, 

when we’re in the beauty space, it’s about our 

bodies and how we look. And we’re rendered to 

be tropes of ourselves. Very rarely does a beauty 

partnership mean that you can be both pretty and 

smart, that you can have a voice, that you can have 

ideas, that the entirety of the spirit you’re bringing 

is just as important as what you’re bringing to 

the photograph or the brand or the campaign. 

I’m really looking forward to the beauty industry 

focusing — it might sound clichéd — on the beauty 

within. That’s what my relationship with Estée 

Lauder was about. No conversation was ever about 

how I looked or what my skin was like. It was 

about what does having someone who looked like 

me mean in terms of representation, diversity? 

What does it mean to have someone who is me, a 

poet and a thought-maker, represented in that way 

in the beauty industry?

You said, “This is my moment to  

tell the world what needs to be done.”  

What needs to be done?

A.G.: There’s a moment, particularly in every 

young woman’s life, where she shuts off the 

listening device of the world telling her what she 

needs to do, and instead, turns on the megaphone 

of her speaking back to that. When I talk about 

this moment of telling the world what needs to 

be done, it’s more so about me learning not to 

shut off my inner voice and my inner sense of 

duty, and instead turning up that volume. One 

of the main things that I’m looking forward to 

in term of action items being built around this 

partnership is approaching literacy as a pathway 

to education, equality and empowerment. Often 

we look at literacy in a very limited scope, where 

it’s just an appendage of the educational system. 

What we’re trying to do with our Writing Change 

fund is say that literacy is so much more. It’s 

crucial for democracies, and we see statistically 

what it means for women’s health. We see the 

ways in which it changes women’s conceptions of 

who they are and what they’re capable of doing. 

And so marshaling literacy as the weapon it is for 

equity around the world is one of the pillars of 

action that is so important to us.

What kind of feedback did you get  

from your community and your fans  

after this was announced?

A.G.: I was really grateful and impressed with 

the amount of positivity that the deal was met 

with, because I knew it was unconventional and 

something different. I really wanted people to 

understand what I was trying to accomplish, so I 

was pleased to see that people said it’s something 

they’re excited to see in the beauty space.

What does success look like to you?

A.G.: Often we categorically think of success 

as excess, a lot of money, a lot of fame, a lot 

of attention. For me, it’s actually the opposite. 

Success is being grateful for what you have. It’s 

being happy at the place that you’ve arrived and 

also at peace with the journey you’re on. So it 

doesn’t look like any specific agenda in my head, 

more so a sense of real joy, uninhibited joy that I 

get to be who I am and do what I do.

During the rise of the pandemic, we saw  

an increased focus on self care. How do you 

nurture your mind, body and soul?

A.G.: I’ve taken to meditating every day when I 

can to center myself in the mornings, and then 

in the afternoon I take long walks and let myself 

daydream. I also think there’s nothing more 

relaxing and recalibrating than reading poetry 

with a hot mug of tea.

Makeup-wise — your looks tend to be  

playful, expressive and individualistic.  

How do you create your looks?

A.G.: With makeup, I’m always trying to lean 

into my natural features to play them up rather 

than change or modify the face I’m already 

bringing to the table. In the end, I tend to land on 

looks that both feel authentic and bright; so that 

means color and often highlighter at the inner 

corners of my eyes. Particularly since I wear a 

mask so often now, I like to make the most of the 

upper part of my face that can be seen.

What is your leadership style and  

how is it evolving? 

A.G.: I love leaders who lead based off of 

empathy, compassion and equity. More often 

than not, it’s women leaders who lean into these 

attributes of leadership. As a poet, I remind 

myself that while my voice is important, just as 

significant is my commitment to listening and 

observing. The more I open myself to the words 

of others, the more my words will open the world.

You’re inspiring to so many people —  

who inspires you? 

A.G.: I’m inspired by so many strong women  

in my life, from my mother, who is a force and  

my biggest cheerleader, to those who paved  

the way for me to be here in this place right 

now, such as Maya Angelou, Oprah Winfrey, Toni 

Morrison, all of whom I admire deeply. Their 

commitment to change, and bettering the world 

in new ways, is a constant source of inspiration 

for my work and life.

Amanda Gorman 
(second from right) with 
Tracey Travis, Stephane 
de la Faverie, Jane 
Hertzmark Hudis and 
William Lauder.
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1. HERO COSMETICS  
BRAVE BODY ONCE-OVER 
TONER, $15.99. 
As a pioneer of the hydrocolloid 
patch frenzy, Hero Cosmetics 
founder Ju Rhyu is no stranger to 
quick fixes for acne. Now, she’s 
bringing her philosophy to Target 
with the launch of her first body 
care range.

2 . PRAKTI PRITIPOLISH, $42. 
Pritika Swarup succeeded in her 
native U.S. as a model, but it was 
her Indian heritage that inspired 
her skin care line, which launched 
with an exfoliator featuring rice 
powder, pomegranate extract, 
and evening primrose, vetiver and 
rose damascena oils.

3. SUSANNE KAUFMANN 
BLUE LIGHT DEFENCE & 
MOISTURIZING MIST, $82.
Austrian entrepreneur Susanne 
Kaufmann is bringing her 

botanical-based formulations 
to the burgeoning market for 
defense against blue light with 
a spray that blends silk extract, 
butterfly brush flower and Q10.

4. SUMMER FRIDAYS 
HEAVENLY SIXTEEN ALL-IN-
ONE FACE OIL, $54. 
For Summer Fridays’ latest 
category expansion, cofounders 
Marianna Hewitt and Lauren 
Gores Ireland tapped 16 non-
comedogenic oils to create a 
blend that promises nourishing 
benefits.

5. TATA HARPER SUPERKIND 
BIO-BARRIER SERUM, $130. 
Tata Harper is the undisputed 
queen of green — she grows 
all of her products’ ingredients 
in-house on her farm in Vermont. 
Her newest range, like this serum, 
focus on sensitive skin, with 26 
high-performance ingredients 
that won’t irritate skin.

7. U BEAUTY MULTIMODAL 
DEFENDER, $168. 
Come for the SPF, stay for the 
hyaluronic acid and vitamins C 
and E. The third offering from 
influencer Tina Craig’s U Beauty 
promises to correct past and 
future photo-aging.

6. MARA ALGAE MINERAL 
SKIN DETOX, $52. 
When Allison McNamara, founder 
of algae-focused skin care line, 
Mara, developed her latest 
supplements, she combined 
spirulina with ashwagandha and 
dandelion for both physical and 
mental detoxifying benefits. Even 
veterans took note: the product 
launched at L.A.’s own wellness 
Mecca, Erewhon Market.

Female founders are driving  
the explosion in skin care with  
a new slate of innovation. 
By JAMES MANSO

After a big year of DIY beauty, skin care is still 
keeping up momentum. In the first half of 2021, the 
category grew 6 percent from pre-pandemic levels in 
2019, according to Larissa Jensen, vice president, the 
NPD Group. “You’re looking at much larger volumes 
than even in 2019,” Jensen said.

Products from female-founded brands are one 
of the key growth drivers. “The story of a brand is 
very important in a category like skin care, because 
many of the new brands that come in, it’s about what 
differentiates you from other brands,” Jensen said. 
“Many times, it’s that founder story that makes the 
consumer connect with the brand.” Here, the latest 
skin care launches from female-founded brands.

THE SKIN 
CROWD

1

4

5

6

7
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One of beauty’s hottest categories 
is replete with new launches from 
female-founded brands.
By JAMES MANSO

Prestige beauty’s fastest-growing category, hair care, 
shows no signs of abating. The category is up 62 percent 
from pre-pandemic levels in 2019, according to the 
NPD Group, and usage rates are even higher. “We did a 
consumer study about hair, and usage rates are around 
96 percent of consumers,” said NPD’s Larissa Jensen. 
“That’s part of what makes the category very hot — it’s 
nearly 100 percent of women in the U.S.” Here, the latest 
hair launches from female-founded brands.

HAIR 
AFFAIR

1

2

3

4

5

67

1. BOTÁNIKA THE CLEANSER 
HYDRATING SHAMPOO, $10.99.
Botánika Beauty may consider itself 
more lifestyle brand than beauty, 
but founder Aisha Ceballos-Crump’s 
latest launch plays to trends like the 
skinification of hair by promoting 
scalp circulation.

2. BRIOGEO DON’T DESPAIR, 
REPAIR! VEGAN APPLE  
HONEY DEEP CONDITIONING 
MASK, $38. 
A debut brand  in Sephora’s new 
Clean + Planet Positive program, 
Briogeo’s launch for the fall includes 
a new vegan apple-honey complex. 
Founder Nancy Twine added rosehip 
oil for hydration and frizz control.

3. MIELLE ORGANICS  
OATS & HONEY SOOTHING 
SCALP STICK, $7. 
After an eight-figure infusion from 
Berkshire Partners, Mielle Organics, 
created by Michelle Rodriguez, is 
turning its sights (and assortment) to 
the scalp with its anti-inflammatory 
Oats & Honey range.

4. FIRST AID BEAUTY  
ANTI-DANDRUFF SCALP  
SERUM, $32. 
In its first foray above the hairline, 
First Aid Beauty and founder Lilli 
Gordon are still targeting skin 
concerns. Its cooling scalp serum 
aims at alleviating dandruff with 1 
percent salicylic acid.

5. CEREMONIA OIL MIST  
CON ALOE VERA, $25. 
On the heels of a seed funding round 
earlier this year, founder Babba 
Rivera infused her new launch with 
nourishing ingredients from Latin 
America for lightweight conditioning.

6. PATTERN BY TRACEE ELLIS 
ROSS STYLING CUSTARD, $25.
An early arriver to celebrity hair 
care, Pattern by Tracee Ellis Ross 
is accelerating interest — and 
expansion into Sephora — with its 
latest Styling Custard.

7. CURLS HAIR UNDER  
THERE SOOTHE & COOL  
ME SCALP POTION, $10.99. 
Created for women with wigs, 
weaves and other protective hair 
styles, Curls’ new range by Mahisha 
Dellinger ihelps maintain natural hair 
before and after styling.
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OVER THE PAST two decades, 

Coca Michelle has painted the 

nails of hundreds of people. These 

days, however, she is focused on 

beautifying the talons of just a 

handful of A-list clients.

Michelle is a nail artist and “visual 

poet,” as she calls herself on social 

media, who first got her start in the 

beauty industry at the age of six. Her 

parents owned a small nail salon in 

East London where Michelle would 

spend after-school hours.

“I would go and talk to the clients, 

and then I got really comfortable,” 

she said. “I started noticing how 

artistic nail art was. I saw something 

really beautiful about the process, 

instead of just looking at the  

finished outcome.”

By nine years old, Michelle was 

airbrushing patrons’ nails in true 

1990s style: “French tips with the 

glitter line.”

“My parents would let me work 

on clients, and I would freestyle for 

them,” Michelle said. “The clients 

always liked my designs better.”

A natural-born artist, Michelle 

began painting around the same time 

as she first started doing nails. While 

her peers may have been learning to 

color inside the lines, Michelle was 

perfecting lines of her own, though 

ones she would draw on the nails of 

paying customers.

These days, her clientele includes 

Megan Thee Stallion, Summer Walker, 

Jhené Aiko and Christina Aguilera. 

Michelle picks up others here and 

there, but keeps her schedule fairly 

open since she started freelancing.

For inspiration, Michelle draws 

from her famous clients — what 

they’re wearing, their aesthetic — 

prior to painting their nails. Her 

designs are simultaneously inventive 

and nostalgic, fusing modern-day 

trends with her signature 1990s style 

of extra-long acrylic extensions.

For Sami Miro, the vintage-curator-

turned-entrepreneur, Michelle once 

cut denim fabric and applied to it 

extensions along with gold knick-

knacks. In an homage to Vivienne 

Westwood’s fashion, Michelle painted 

the designer’s iconic orbit logo on 

clear extensions, complete with 

pearls and metal embellishments.

“At the time I started, there was 

no social media, so you couldn’t 

compare [yourself to] what 

everybody else was doing,” Michelle 

said. “At that time, people were just 

getting nails done based on their 

outfit or their personality, which is 

what I do today. I don’t go online too 

much for inspiration. I like getting to 

know my client and her personality 

and seeing what she’s wearing.”

The intimate nature of painting 

intricate art, which can take hours, 

on nails, leads to relationship 

building. Michelle describes the 

whole process as “sharing special 

energy” with a client.

“Nail art has evolved so much,” she 

said. “If you go back to print or icons 

that were fans of nail art, you can 

see how something so minute can 

create such a special moment. It’s an 

accessory you wear. With makeup, 

you wash it off at the end of the day, 

but your nails last for a couple of 

weeks. It’s a whole process. When 

you’re seeing how it’s all created, it 

makes you have a different level of 

respect for the craft.”

In the world of nail art, salons 

often serve as a place for aspiring 

artists to hone their artistry. They 

learn how to best cure acrylic and 

gel polishes, how to draw clean lines 

and how to apply embellishments, 

such as nail piercings, among other 

things, under the guidance of a salon 

owner. Then, when they’ve amassed 

a loyal following of their own — or, in 

Michelle’s case, famous clients with 

demanding schedules — technicians 

will inevitably go freelance or perhaps 

start salons of their own.

Michelle credits Laqué Nail Bar 

in Los Angeles with helping her 

sharpen her skills. “The clients had a 

higher standard of expectations,” she 

said. “They helped me perfect every 

minute detail.”

She joined the salon when she was 

18. Now 24, she has since started 

freelancing. In 2018, Teyana Taylor, 

who was Michelle’s first celebrity 

client, tapped her to open a nail 

salon called Junie Bee Nails in New 

York City’s Harlem neighborhood. 

Michelle left the business before the 

onset of the coronavirus pandemic in 

the U.S., which forced Junie Bee Nails 

to permanently close.

Michelle took off from work the 

first three months of the pandemic 

“just to be safe,” she said. She works 

with hard gel, though acrylic is  

her go-to. 

“This year, I actually spent a little 

bit of time working on a project 

that’s not nail-related, but still has 

something to do with my brand, 

Visual Poet, and my heritage,” 

Michelle said. “Visual Poet is an 

umbrella term I created because 

when people would ask me, ‘What 

do you do?’, I felt that question was 

so invasive and daunting. With my 

work, I try to create a product that 

looks good but also has a meaning 

behind it. I created that brand in 

order to summarize all of that.”

NAIL ARTIST  
COCA MICHELLE 
ON CREATING  
‘VISUAL POETRY’
Michelle has amassed a famous roster of  
clients since she first began painting nails nearly  
two decades ago at age six. BY ALEXA TIETJEN

Coca Michelle

A Coco Michelle 
creation.
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LAST MONTH, Marcia Kilgore raised a $100 

million round for Beauty Pie. Earlier this year, Amy 

Errett raised $52 million for Madison Reed. Nyakio 

Grieco raised $1 million in a friends and family 

round for Thirteen Lune, and Babba Rivera raised 

$2 million in seed funding for Ceremonia.

These founders are among a group of female 

entrepreneurs who have waded into relatively 

new territory — the male-dominated venture 

capital world — to secure the money to grow 

their businesses. Broadly, women remain severely 

underfunded by venture capitalists, data from 

Pitchbook shows. Only about 4.9 percent of U.S.-

based VC partners are women, according to a 

report by Women in VC.

So far in 2021, female founders in the U.S. 

have raised $6 billion in 575 different VC deals, 

according to Pitchbook, a figure that represents 

a small fraction of the available capital. In 2020, 

female founders raised $4.3 billion in 686 deals — 

only 2.9 percent of the total VC raised that year, 

While fundraising, Rivera, the fashion influencer 

and entrepreneur behind Ceremonia hair care, 

found herself in a conversation with a man who 

advised her not to have children during the first 

five years of her business, without knowing that 

she was in the early stages of a pregnancy, she said. 

“The question of do you have kids, and if you 

should or shouldn’t have kids, I don’t feel like that’s 

ever been on the table when it comes to being a 

male founder,” said Rivera, who now has a young 

daughter and a fast-growing brand.

Another  potential investor offered to handle 

business operations so she could do “the fun stuff.” 

“That was so sexist. I don’t know what makes 

him think that I don’t think business is fun. I’m an 

entrepreneur. I love business,” Rivera said.

Jules Miller, founder of The Nue Co., had one 

prospective investor who flaked on meetings, and 

once stood up her team during due diligence at a 

lab. “This person did not value our time, and really 

did not show any respect for us,” Miller said.

Tina Hedges, founder of Loli Beauty, was told 

she had “too much experience.”

“That was their attitude — that you had to be 

young and inexperienced to have that vision and 

the wherewithal to disrupt the industry. I’m 100 

percent sure there was gender bias in there as well. 

It was my age, and it was my gender,” Hedges said.

Diarrha N’Diaye, a Glossier veteran, saw her 

former colleagues successfully raising money for 

their pre-launch businesses, but wasn’t finding 

success raising capital for her own, Ami Colé, in 

2018. “I couldn’t help but think it was because of 

[prospective investors] not having proximity to 

this cohort, which is women of color,” she said. She 

raised $1 million from Imaginary Ventures and 

high net worth individuals, and launched this year.

Founders also advised entrepreneurs to make 

sure they retain control, and not to let investors 

demand board seats. Odile Roujol, a former L’Oréal 

exec turned VC investor, counsels female founders 

not to be “shy” with presenting financial figures. 

“Be realistic, but at the same time, show your 

vision,” she said.

Kilgore advises sticking with VCs who are 

really behind you. “If you have somebody who is 

doing everything they can to see you succeed and 

supports you at every turn, you can certainly go 

and look to somebody else [for funding], but better 

is the enemy sometimes of good.”

The fundraising climate has evolved, even over 

the past few years. When Grieco was trying to raise 

capital for her prior business more than a decade 

ago, she said getting into the room with investors 

was “a challenge.” She said she sees progress today, 

but that navigating the web of VCs who have 

pledged to dedicate funds to diverse founders is 

tough. “It can still be quite challenging,” Grieco 

said, adding that there is often “confusion” around 

how those funds are being dispersed. “When I 

really dug in to pitch my idea or tried to get access 

to that capital, it’s still pretty limiting,” she said.

and proportionally less than women had raised the 

prior year, when 4.5 percent of VC dollars, about 

$6.3 billion, went to female founders.

While some have found success raising VC 

money, the process frequently includes added 

complexities for female entrepreneurs, and can 

sometimes be tinged with bias. VC checks are often 

written by men who aren’t well acquainted with 

the beauty category, which means founders must 

often do extra explaining in pitch meetings. 

Errett — who has worked on both sides as a 

founder and a venture capitalist — acknowledged 

that there is frequently difficulty explaining the 

beauty category to male VCs. “The relevancy to 

a guy, or the understanding of the emotion or 

underlying thesis of the business, is not as easy to 

explain as it is to a woman investor,” she said.

Female beauty founders who have successfully 

raised funds have advice for other entrepreneurs: 

Look out for the many red flags, which range from 

bias (conscious or not) to interpersonal exchanges.

NAVIGATING THE 
MALE-DOMINATED 
WORLD OF MONEY
Despite the success of countless female-founded brands,  
when it comes to funding, men continue to control the venture  
capital purse strings. BY ALLISON COLLINS
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A new wave of wellness apps are using gaming, personalization and 
community connections to attract Gen Z users. BY JAYME CYK

GEN Z WAS BORN in the digital world, so it 

only stands to reason that the way they approach 

wellness transcends traditional frameworks and 

options and veers into the technology realm. And 

currently, many of those alternatives lie within 

innovative health and wellness apps that tap 

into their penchant for community, gaming and 

virtual interaction.

“Any service that Gen Z is looking to receive, the 

digital space would be 100 percent in that pipeline 

Whatever the activity, Gen Z is likely to look to 

their phone for answers. Take matters of health. 

Young people are as apt to turn to their phone as 

to the closest urgent care when questions arise. 

“The data around Gen Z preferring telehealth 

hovers at about 40 percent,” Bovell said. “Gen Z, in 

particular, as it relates to telehealth and wellness, 

not only opt for these channels in a digital capacity, 

they also consider receiving care.”

Self-guided mental health tools are a critical 

part of Gen Z’s toolkit, too. According to YPulse, a 

research and insight company specializing in Gen 

Z and Millennials, one in three young people have 

tried a mindfulness, meditation smartphone app 

in the last year to combat stress and anxiety, and a 

third are interested in trying one.

“Gen Z is precocious generally when it comes to 

categories in both wellness and beauty,” said Lucie 

Greene, trend forecaster and founder of Light 

Years, who cited the hypnotherapy app Clementine 

as one that is particularly resonant with younger 

users given its emphasis on mental and emotional 

health. “We’re also seeing media platforms that 

cater to Gen Z trying to use technology to open up 

therapies and make them more democratic and 

accessible,” Greene said.

To that end, Clementine, based in the U.K., 

aims to treat sleep, self-esteem and anxiety issues 

through hypnotherapy, enabling the user to get 

into a trance state quickly to relax the mind. “The 

hypnotherapist might ask you to think about a 

time when something happened or a situation,” 

said Kim Palmer, founder of Clementine. “The 

therapy is personalized because we’re bringing 

everything back to the user.”

Fifteen percent of Clementine’s users are Gen 

Z and Palmer noted that the cohort is willing to 

spend money because the app is content-driven. 

(Currently subscriptions cost 9 pounds a month or 

40 pounds for the year.) “They will pay if they can 

see the benefit,” Palmer said. “Clementine offers 

instant gratification, which is what Gen Z expects.”

Meanwhile, apps like Wellory and Levels are also 

taking a digital approach to health and wellness. 

And while their Gen Z usership is low, there is 

huge growth potential because both factor in 

personalization, which according to Greene, is very 

important to the demographic.

Wellory, an anti-diet and nutrition app, connects 

consumers with a virtual nutritionist. The app 

includes nearly a thousand nutritionists, dieticians 

and certified health coaches. “We custom tailor 

every program to each individual to help them 

hit their goal,” said Emily Hochman, founder and 

chief executive officer. “About 65 percent of our 

customers focus on weight loss and 35 percent 

of our customers are focused on improving their 

energy, sleeping better and feeling good through 

the power of healthy eating.” Wellory tracks a 

user’s meal with photo food journaling and a 

nutritionist responds with feedback, comments 

and suggestions. The app includes memberships 

of potential options,” said Sinéad Bovell, futurist 

and founder of Waye. “In fact, they’re more likely 

to go there first over something that’s purely in the 

physical world.”

According to App Annie, the mobile data and 

analytics company, a recent study found that 98 

percent of Gen Z consumers own a smartphone, on 

average receiving their first at age 10. Gen Z spends 

4.1 hours per app per month on the top 25 apps, 

excluding games.

DECOMPRESSION, 
DOWNLOADED

Smartphones 
are the portal 
to wellness for 
a digitally fluent 
generation.
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for one month, $49.99; three months, $129.99, and 

six months, $209.99.

Levels, on the other hand, tracks a user’s blood 

glucose in real-time to maximize diet and exercise. 

After a brief questionnaire, which is reviewed by a 

doctor, a continuous glucose monitor prescription 

is granted and a pharmacy sends two sensors. 

Each is worn for 14 days and the Levels app takes 

a continuous data stream and transforms it into 

actionable insights to help the user understand 

what’s happening.

“It’s incredibly difficult to get on top of things 

like metabolic health,” said Dr. Casey Means,   Levels 

cofounder and chief medical officer. “We believe 

that people should be able to own their health 

data and have access to information about how 

food is affecting them.” Levels is still in a closed 

beta program and has had about 13,000 people go 

through the program with a waiting list of about 

130,000 people.

Levels has made interaction with users on the 

app a priority with a feature called compare. “The 

community glucose view is something people 

can opt into if they want to get support from the 

community and to be able to learn from other 

people’s information,” Means said.

That resonates deeply with younger users. 

“Gen Z feeds into this idea in all their digital 

interactions with community and messaging as 

a key component,” Greene said. “When it comes 

to something like their health, self-tracking is 

something that there’s no point in doing if there 

isn’t substance.”

Open, a mindfulness app offering meditation, 

breathwork, music and movement, also has a 

community element. Open lets members invite a 

friend to a class. “We’re seeing people increasingly 

engage,” said Raed Khawaja, cofounder and CEO. 

“People use the chatbox quite a bit in the classes. 

They’re providing live feedback to the music or 

greeting each other from all over the world. There’s 

often interaction where the teacher invites the 

class to share an intention or provide a response. 

There’s also the ability to turn your camera on, so 

you can see who you’re practicing with.”

Currently, the app is testing options where you 

leave a practice and enter an audio chat room with 

the person you practiced with or invited. “Anxiety, 

stress, depression and loneliness is something that 

is impacting Gen Z quite significantly,” Khawaja 

said. “So we’re definitely seeing them migrate to 

platforms like ours.”

It’s important to acknowledge that the pandemic 

brought about a new cohort of health, especially 

with the lack of access to traditional doctors and 

forced telehealth. Katara McCarty, founder and 

CEO of Katecha Corp., was reaching for apps to 

manage her stress and anxiety and she could 

feel the collective grief and trauma of the Black 

community. The life coach and public speaker 

prescribes well-being resources to her clients and 

she found the apps she was using were out of 

touch with where she was as a Black woman. So 

McCarty created Exhale to provide resources to 

help manage and reduce the impact and effects 

that systemic racism has on Black and brown 

women of color. “We have meditation, breathwork 

techniques, guided visualizations and daily 

affirmations, all that hit the user’s phone daily,” she 

said. “The topic is resonating with a larger group 

than just Gen Z, but we are seeing Gen Z use it.”

Exhale is currently free to use, but in building 

Exhale 2.0, McCarty will add a pay-what-you-can 

model where users can choose their subscription. 

“Behind the paywall, we plan to build out a video 

option where you can see someone and meditate 

with them,” McCarty said. “Also, we want to 

provide a telehealth component so our users can 

connect to a coach or therapist if they want to take 

their wellbeing and mental health journey further 

than what our resources offer.”

The combo of wellness and gamification is 

also becoming increasingly popular. For example, 

Revery, which is in beta, is designed to make 

wellness affordable and accessible through the 

medium of gaming. The goal is to get users to play 

short game sessions over a long period of time. 

It focuses on mental health, and is leveraging 

cognitive behavioral therapy for insomnia.

“Gen Z is attracted to the gamification of a lot 

of services because that’s part of the world that 

they’ve been born into,” Bovell said. 

Another example of juxtaposing health and 

gaming is Be a Looper, a daily mental health 

check-in and peer support app to keep users “in 

the loop” with up to five people globally. It claims 

to play a significant role in chronic disease self-

management and in lowering the suicide rate. 

Each user gets a notification at 4 p.m., prompting 

them to check-in.

“Our evidence-based approach incorporates 

neuroscience principles developed by my 

cofounder, psychologist and neuroscientist, Roy 

Sugarman,” said Amanda Johnstone, founding CEO 

of Transhuman Inc. “We then workshopped these 

principles with those lived experiences alongside 

experts in gamification, security, applications and 

semantics and the board and advisory of mental 

health public health campaign R U OK? We drew 

down on popular mobile interactions, including 

tap, tap, swipe, scroll and reveal — think Candy 

Crush, Snapchat and Tinder. We used research 

shared by gaming companies about user retention, 

colors and viscosity, and hired the people behind 

the development of them to assist in the creation.”

According to Bovell, the gamification framework 

is what Gen Z is used to and therefore they develop 

an immediate sense of trust and security. “Gen Z is 

a culturally progressive generation,” she said. “And 

because they’re online, they’re constantly exposed 

to information trauma all the time, trauma that 

other generations weren’t exposed to growing 

up. So they’re leaning more into the tools and 

solutions to support them through it.”
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WORDS OF WISDOMBEAUT Y BULLETIN

THE AGE OF SAGE
As Beauty Inc turns the focus on young women making an impact on the industry, we asked some 

established leaders to share what they know now that they wished they knew in their 20s.

— Sandra Main, global brand president,  
La Mer and Bobbi Brown

“Never settle. Always follow your  
heart and dream big. This will lead you to work 

incredibly hard, learn from your mistakes  
and grow professionally as well as personally. 

The most important gift it will give you  
though, is immense joy and pride in what you 

are able to achieve, the teams you are able  
to build and the people you will learn from on 

this wonderful journey.” 

“The one thing I wish I had known in my 20s is the power of a trusted  
network. To go bigger, stronger, faster and happier. It’s important to surround 

yourself with the right people for you. Never rely on yourself only.  
Eliminate toxic people who drain energy and confidence. Have by your side 

people who complement your skills and challenge your way of looking at  
things, chose a team that reflect your values more than having certain  

skills and grow them; pick mentors who see your potential and really care for 
your growth, expand your network beyond your close community to  

people from very different backgrounds from whom you can get inspiration  
and learn. Most important of all, choose people you can fight with  

but laugh with as well.” 

— Ilaria Resta, global president, perfumery, Firmenich

— Courtney Adeleye, founder and CEO, Olbali and founder of The Mane Choice

“I would tell myself that time waits for no one. When we are young, it seems like we have eternity. 
Accomplish as much as you can while you have limited obligations. The older you get, the more 

obligations you accumulate. Do what you have to do now, so you can do what you want to do later.” 

— Holly Thaggard, founder and  
chair of the board, Supergoop

“You don’t need a classroom  
in order to be a teacher. In my 20s, shortly 

after starting my career in education  
as a third-grade teacher, I was actually let 

go from my job. It left me confused  
about my future, but what I know now  

is that I was still meant to be a  
teacher, just in a very different capacity. 

Today, education is the foundation for our 
work at Supergoop. It is our responsibility 

to change the way the world thinks  
about sunscreen so delivering education 
around SPF and skin health has been an 
incredible and important responsibility 
and journey. So don’t get discouraged if 

your path as a twentysomething seems to 
take a different turn than you expected.…
You may realize it isn’t quite so different 

after all — and that you may actually  
be able to impact so many more people 

around the world along the way.” 

“Never stop learning — like bank 
interest, professional and personal 

growth compounds over time. Ask open-
ended questions and genuinely listen to 
what is said (and unsaid) in reply. Stay 
open to new ideas — mind and heart. 

And if you can make it all about others’ 
progress more so than your own, your 

path will mean so much more.” 

— Maly Bernstein, CEO, Bluemercury

“I would tell  
my younger  
self to live in 

the present and 
don’t worry so 

much about 
what’s next. Work 
hard, learn from 

failures, celebrate 
successes 

and know that 
everything you 

experience along 
the way will make  

you stronger.”

— Artemis Patrick, global chief 
merchandising officer, Sephora

— Desirée Rogers, CEO, Fashion Fair

“Patience. Life is a continuous process of learning.  
You will never ever know everything. Enjoy the process.”
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WITH A NO-HOLDS-BARRED APPROACH 
TO BEAUTY AND MENTAL HEALTH, 
29-YEAR-OLD SELENA GOMEZ IS 

SETTING A NEW PARADIGM FOR THE 
CELEBRITY BEAUTY SPACE.

BY RYMA CHIKHOUNE PHOTOGRAPH BY MADDIE CORDOBA
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ELENA GOMEZ STILL 

doesn’t have social media on her phone, which she 

first revealed in 2019. At the time, she was Insta-

gram’s third-most followed celebrity.

“I do all of my posts through just texting my 

assistant and the caption that I want,” Gomez 

explained, calling from her home in Los Angeles.

The global star has 265 million followers on the 

platform. On TikTok, she has 35.5 million fans, 

and on YouTube, she’s accumulated 29.8 million 

subscribers. It’s been three years since she deleted 

the apps.

“I say that because that’s a huge, significant part 

of why I feel like I’ve been as healthy as I have 

been,” she continued. “I’m completely unaware of, 

actually, what’s going on in pop culture, and that 

makes me really happy. And maybe that doesn’t 

make everybody else happy, but for me, it’s really 

saved my life.”

She simply “snapped,” she admitted, regarding 

the decision.

“To be honest, I was just, like, ‘This is too much 

information,’” she went on. “This is too much of 

my personal life spread out everywhere, and it 

just felt uncontrollable. I felt like my thoughts and 

everything I was consuming revolved around a 

million different other people in the world saying 

good things and bad things. And I just thought, 

‘Why would I — I don’t get anything from it. Noth-

ing is giving me life.’ And I just snapped, and I was 

over it. I wanted to delete it altogether, but my 

team was smart enough to convince me not to. But 

I’m happy I didn’t, because it is such a wonder-

ful way to stay connected, and when I do go on, 

it makes me happy to know that I’m just being 

completely honest and being true to who I am.”

After being in the limelight essentially her entire 

existence, in 2017, Gomez revealed a change in her 

life; she’d received a kidney transplant as part of 

an ongoing treatment for lupus. Then, last year, in 

a candid conversation with Miley Cyrus on Cyrus’ 

at-home Instagram Live show “Bright Minded” 

(created in the earlier days of the pandemic), Go-

mez opened up about mental health, sharing her 

struggles battling anxiety, depression, and for the 

first time, she publicized her bipolar diagnosis.

“There was this immense amount of pressure I 

had growing up that I felt like I needed to be a good 

role model,” Gomez said. “And then I felt like maybe 

that was just unrealistic, and my life became very 

public really quickly, and I didn’t know that I was 

going through my own journey with mental health 

at the time. So, it was really confusing growing up, 

and once people created this narrative of my life, 

I realized I can’t be quiet anymore. I have to just 

address what needs to be addressed, and that’s me 

reclaiming my story, which is, ‘OK, yeah, I was defi-

nitely going through a hard time, and this is why, 

and this is what I deal with.’”

The public’s reaction to the news was a turning 

point, said Gomez: “There was a window in media 

that the media would be shamed for being rude to 

someone who’s open about getting help. And that 

was a blessing, because I feel like much earlier on, 

they would have taken advantage of that. But ever 

since I’ve been open about my own journey, I have 

people come up to me all the time and tell me 

about what they’ve walked through. Or just people 

that have completely grown up with me, or are ex-

actly my age and watched Disney and now are go-

ing to be 30. I love connecting to people. If I have 

this platform, I might as well use it for something 

good, because that’s what keeps me going.”

Over the last two years, Gomez has used her 

influence to effect a lot of good, particularly with 

the launch of her beauty line, Rare Beauty.

Just as Rihanna’s Fenty Beauty (which launched 

in 2017 with a message of inclusivity, influencing 

a slew of celebrity beauty launches and forever 

changing the landscape), Gomez has driven the 

discussion around mental health, paving the way 

for brands and consumers to speak publicly about 

coping with pressure, stress and anxiety. What 

she’s developed alongside her team personifies a 

new kind of beauty, one free from contouring and 

morphing the face and centered on embracing the 

self, enhancing the natural, accepting all aspects of 

one’s inner and outer beauty. The message is clear: 

do what makes you happy; have fun.

As important, it’s also a business that gives back. 

One percent of all Rare Beauty sales go to the 

Rare Impact Fund, the brand’s nonprofit affiliate 

working to expand mental health awareness and 

services, particularly in underserved communi-

ties. The goal is to raise $100 million over the next 

10 years, while $1.2 million is to be distributed 

so far in grants to eight organizations working in 

the mental health field. On Oct. 4, Rare Beauty 

released a limited-edition nude-pink shade called 

Kindness of its Lip Soufflé Matte Lip Cream, with 

all proceeds from sales going to the fund while 

supplies last. It’s a first for the brand.

The cause is one that resonates deeply with 

young shoppers. “Over 40 percent of Gen Z and 

Millennials are turning to brands and celebrities 

and influencers that they know and trust and 

whose values align with them and among those 

issues, mental health is one of them,” said Elyse 

Cohen, vice president of social impact. “So, 

there’s an opportunity for an authentic founder 

and celebrity like Selena, who has such an 

incredible story, to make change on an issue. That 

storytelling piece and her own commitment and 

connection is invaluable.”

The mission of being a purpose-driven beauty 

brand has been a brand ethos from the start, as 

envisioned by Gomez. Today, accelerated by the 

impact of the health crisis and the new social 

justice movement, consumers are demanding a 

deeper commitment from brands. But Gomez, with 

her forthrightness when it comes to her mental 

health issues and funding toward the cause, has 

had that aim from Day One. And it’s made Rare 

Beauty a brand of the future, setting a path for the 

world’s next generation of founders on how to suc-

cessfully create a business with impact.

“I wanted to create a safe, welcoming space in 

beauty that supports mental well-being across age, 

gender identity, sexual orientation, race, cultural 

background, physical or mental ability,” Gomez 

said. “I really hope that the brand can continue to 

make quality products that people feel happy us-

ing and knowing that we support them.”

“Selena’s goal of helping people and making 

them feel good about themselves and recognizing 

how special and beautiful they were from the 

inside out, we realized that that’s what was 

missing in the market,” said Scott Friedman, Rare 

Beauty’s chief executive officer.

ORN AND RAISED IN TEXAS, 

her career began as a child actress 

on “Barney & Friends,” before rising 

to fame as Alex Russo in the Disney 

Channel’s sitcom “Wizards of 

Waverly Place.” She was 19 when the show aired its 

last episode, and that same year — 2012 — in a bold 

and significant move, she unveiled her next role at 

the 69th Venice Film Festival, playing a bikini-clad 

party girl in Harmony Korine’s R-rated “Spring 

Breakers.” America’s darling had grown up.

Now 29, she’s since starred in a Woody Al-

len film opposite Timothée Chalamet and, more 

recently, alongside Steve Martin and Martin Short 

in the Hulu comedy-mystery “Only Murders in the 

Building.” She’s also executive producing through 

her company July Moonhead Productions, with 

projects that include the popular Netflix series “13 

Reasons Why” and her HBO Max cooking show 

“Selena + Chef,” which premiered in the summer 

of 2020. All this, and she’s managed a career as a 

pop star, too. Signed to Interscope Records, she’s 

S
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a multiplatinum recording artist with hits that 

dominate the radio (while being the face of big-

name brands that include Louis Vuitton, Coach, 

Puma, Coca-Cola and Pantene). Most recently, she 

released the Latin-influenced EP “Revelación,” an 

ode to her Mexican heritage. And all the while, 

she’s been involved in philanthropy, notably a 

UNICEF ambassador since age 17.

Gomez has arguably excelled in every venture, 

and what she’s been able to do exceptionally well is 

build the right teams around her as she navigates 

each endeavor. Rare Beauty is no different.

“I basically said, ‘I want people that have been 

doing this for so long, who are willing to take a 

chance and take this journey with me,’” she said  

of the business, launched in California about a 

year ago in September 2020 (though the idea  

for the brand took shape pre-pandemic). “Most  

of the team joined in 2019 and 2020, but I had  

a vision, and I knew I needed experts to help  

me bring that to life. So, I’m very fortunate to  

have the team that I have and obviously would  

be nowhere without them.”

HE HIRES BEGAN WITH  

Friedman, who brought on Mehdi 

Mehdi, chief digital officer, and 

Joyce Kim, chief product devel-

opment officer — all three NYX 

Cosmetics alums. The team, about 50 employees 

to date, also includes Katie Welch, chief marketing 

officer, Kim Magee, chief sales officer, and Cohen.

“We really tried to absorb as much as we could 

about what makes her so special and why people 

love her so much and that’s kind of where the 

essence started,” Mehdi said of the early days of 

development. “In terms of the creative, we took a 

lot of inspiration from the looks that she’s done, 

the makeup that she’s done, the fashion that she’s 

done, her music videos, her personal aesthetic.”

The question was: What exactly is it about 

Gomez that allows for her to have such resonance 

with her audience?

“The more we got into it, her vulnerability was 

the thing that kept coming up,” he continued. 

“She’s been so open and honest about who she is 

and some of the struggles that she goes through 

and the challenges, and there was a sense of just 

everyone could see themselves in her.”

They leaned into storytelling, producing  

lo-fi content as COVID-19 spread around the 

world.

“We had to pivot a lot, because it impacted so 

many aspects of the business, from manufactur-

ing shutdowns and slowdowns to transportation 

problems.…Then there were all the retail store 

closures and restrictions on capacity and then you 

couldn’t use testers,” Friedman said. “All the photo 

shoots had to stop…no more live events. Selena 

ended up doing so many things, so many tutorials 

from her house.”

Gomez had informal, relaxed discussions with 

her Rare Beauty community from the intimacy  

of her bedroom at times, welcoming a personal 

dialogue that wasn’t limited to beauty conversa-

tions. It was a challenging year, with a universal 

need for connection, and the result made for 

powerful moments.

“I get to sit in chats with maybe 20 girls, and 

they each will tell me their story and what they’re 

walking through and how meeting other people in 

the community has helped them as well,” Gomez 

said. “It’s been really beautiful to see just how 

much the brand is touching people’s lives. And 

that’s all I really wanted at the end of the day. I 

wanted to make quality products that were easy 

and sophisticated but also accessible. I really 

wanted it to take care of people’s hearts.”

In one video, her grandfather (her grandparents 

live with her) accidentally makes a cameo unaware 

she’s filming.

“Selena just burst out laughing, like, ‘You’re go-

ing to be on the internet,’ and we kept it in there 

because it was so funny and so real,” said Welch, 

who shared that TikTok was the brand’s most 

significant tool (linking boosts in sales to viral 

moments on the platform). Gomez, with the help 

of her friends and family, often engages in funny 

skits on TikTok, where she’s her most playful.

“One of the things we showed — with Selena 

being so real and authentic — is how easy the 

makeup was to use, and that was something that 

rose to the forefront of a desire from the commu-

nity,” Welch said. “They want it to be simple and 

easy to use, and of course high performance, but 

also uncomplicated.”

Among the offerings, Rare Beauty first intro-

duced core complexion products, foundation, 

concealer, a primer and face mist, as well as lip, 

cheek and brow items.

The brand’s bestselling product category is 

blush, which surprised the team.

“Shortly after our Soft Pinch blushes, we 

launched a Stay Vulnerable Melting Blush,” Kim 

said. “Now we’re a blush brand and that just never 

crossed our mind, but when you think about how 

I’M COMPLETELY 
UNAWARE, ACTUALLY, OF

WHAT’S GOING ON
IN POP CULTURE AND 

THAT MAKES ME 
REALLY HAPPY.

❛❛
T

Rare Beauty’s 
introductory 
range.
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much blush can change your face in terms of giv-

ing it kind of life, just a flush of color, it makes 

sense….We had no idea that that was going be 

such a hit for us.”

Rare Beauty held 165 digital educational train-

ings in the last year, instructing makeup artists 

and beauty advisers on information and how to 

use each product. The latest release — everything 

is cruelty-free and vegan — is a mascara.

“It’s been getting a lot of love, which is so excit-

ing,” Gomez said. “I love, personally, our founda-

tion, because it doesn’t even require that much, 

and it just makes your skin feel weightless.”

The product, which comes in 48 shades, is a focus 

for the brand at the moment, said Magee:  

“We’re getting behind our foundation in a  

major way. We’ve been doing complexion events. 

Skin tints are a trend that’s doing really well 

right now within Sephora, and that will continue. 

There’s a light makeup trend that’s happening  

that has really taken off.”

CCORDING TO ARTEMIS  

Patrick, executive vice president 

and global chief merchandising 

officer for Sephora, blush, but also 

eyeliners and lip products have 

been Rare Beauty’s leading categories.

“Since its launch, it has been wildly popular 

with both our clients as well as our beauty 

advisers and our beauty community within 

Sephora,” Patrick said of the brand. “Every-

thing within the Rare Beauty assortment is 

$30 and under, which allows for broader ac-

cessibility to the incredible prestige formula 

and beautiful packaging and componentry that 

won’t break the bank.”

Releasing exclusively with Sephora — online 

and in-stores, plus Sephora inside J.C. Penney — 

alongside direct-to-consumer at Rarebeauty.com 

was always the plan, according to Friedman. Along 

with the U.S., Canada and Mexico, Rare Beauty  

is now found in Europe, the Middle East and 

Southeast Asia, making it present in 31 countries 

total as of July of this year. Next, the brand will be 

found at Sephora at Kohl’s.

“By the end of next month, we’ll be in over  

1,700 doors,” Magee said.

What’s next in product development?

“I hear from the community a lot about shad-

ows,” Gomez said. “We’re definitely listening to 

what people want for sure.”

The Gomez “superfan” is more likely to shop on 

the brand’s site (where there’s extras like merch), 

while the “beauty junkie” is buying at Sephora, ac-

cording to Friedman.

“Our d-to-c business is growing,” he said. Declin-

ing to comment on financials, he added, “We’ve 

seen growth. There are some fluctuations based 

upon the pandemic. But we’ve definitely continued 

to grow. It’s not always linear. It’s a wave. It keeps 

going up. If you look at a chart, it keeps going up 

to the right.”

Moving forward, continued global expansion  

is in the plans.

“We have to be able to do it right,” Friedman 

said. “We’re very, very happy with the Sephora 

relationship. And we’re not in a rush to go to other 

retailers. There will be a time when we will do 

that. We’re considering different things.”

To Gomez, opening a shop of her own, is on the 

bucket list.

“I mean that would be the highest of high 

dreams,” she said. “I would love for it to stand on 

its own and be that. I think as of now, I’m really 

happy with where we are, and I want to continue 

to just stay where we are for a bit, and then I think 

that, ideally, I would want nothing more than to 

see it become beyond beauty.”

As she gets ready to turn 30 next year, what’s 

been the biggest lesson learned?

“It feels good to finally not care as much as I 

did,” she said. “I think of how many years I wasted 

just caring so much about what people thought, 

and it was just suffocating. And I think I wasted 

time doing that. What I love so far about getting 

older is that I’m starting to just really be happy 

with who I am, know what I want and know what 

I don’t want.”

She’s looking forward to the next decade, she 

said: “I love getting older. I love living life, and I 

love learning and growing and traveling and meet-

ing amazing people. Yeah, I’m excited.” ■

A

Gomez, here 
in Sephora, 
relishes making 
consumer  
connections.
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SAVANNAH SACHS
The chief executive officer of 
Tula, Savannah Sachs is one 
of the most dynamic young 
executives in beauty. Since 
taking the helm in 2018,  Sachs 
has transformed Tula into the 
fastest-growing skin care brand 
in the U.S., positioning it as 
a leader in the clean, clinical 
space. Prior to Tula, Sachs held 
positions as chief operating 
officer and U.K. general 
manager at Birchbox.

TIARA KAWSER, 28
Tiara Kawswer is the digital 
marketing senior manager 
of Dr. Jart+ North America, 
who leads consumer 
engagement for the brand’s 
go-to market strategy. She 
joined the Estée Lauder Cos. 
in the Presidential Associates 
program, and previously 
was based in London where 
she oversaw consumer 
engagement for Becca 
Cosmetics.

TINA LIU, 29
Tina Liu is the director of 
marketing for the mascara 
category at Maybelline New 
York. She began her career 
at L’Oréal, starting as a 
junior management trainee 
and working on the L’Oréal 
Paris lipstick business 
in the company’s French 
headquarters before moving 
to her current role.

JENNY SCHNELL, 29
Jenny Schnell is the 
e-commerce brand director 
for North America Hair Care 
at P&G. She started her 
career in purchasing at P&G, 
before moving into brand 
management, where she was 
instrumental in helping make 
Aussie one of the fastest-
growing brands in hair.

TENDO SEKIWALA, 29
Tendo Sekiwala is the 
community commerce 
associate program manager 
at SheaMoisture who creates 
purpose campaigns, strategic 
brand partnerships and 
grant programs that build 
sustainable economic impact 
for underserved communities. 
Her work spans across the U.S., 
Africa and the U.K in beauty, 
consumer goods, supply chain 
and creative arts.

THE PANELISTS

TULA’S SAVANNAH SACHS GOES INSIDE THE HEARTS — AND 

MINDS — OF FOUR RISING STAR 20-SOMETHING EXECUTIVES.  
By JENNY B. FINE and JAMES MANSO  Illustration by GIANNA SARMIENTO

THE LAST 18 MONTHS have upended the traditional mores of the workplace, ushering in not only a new way of working but 

also a new why. For younger people, this holds especially true. In a sociocultural milieu where the need for transformational change 

has become increasingly apparent— whether in the realm of equity and inclusivity, sustainability or even just personal wellness — 

Gen Z and young Millennials have made it clear that their life’s work is driven by the greater good, not just personal gain.

As the world starts to reopen and the “new normal” emerges, we at Beauty Inc wanted to assess how young women in corporate 

America are thinking about their lives and their jobs. Why beauty? What kind of company, environment, culture do they want to 

belong to? How do they make their impact felt as a young person in a large organization and how do they envision their future?

To drill down to these issues and more, we asked Savannah Sachs, the chief executive officer of Tula, to sit down with a group of 

rising stars at beauty’s biggest companies to understand what’s most motivating to young women today.
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Savannah Sachs: Why did you choose 

beauty — what is it about this industry that 

interested you?

Jenny Schnell: I was a dancer growing up. 

Beauty always played a very integral role in my 

upbringing and it shaped how I grew up in terms 

of building my confidence and how I presented 

myself. It was a positive part of my life. I was 

really excited to work in an industry that played 

such a big role in my life and have an influence 

on the role it plays for others. Beauty can have 

a positive impact and also bring a lot of self-

consciousness, but luckily for me, it was positive. I 

wanted to bring that to more people.

Savannah: I’m sure that concept of inspiring 

confidence is really critical and determines 

what kind of purpose-driven brand you’re 

joining as well.

Tina Liu: I’ve loved makeup my entire life and I’ve 

always been in the realm of play and self-expression. 

When I was 12, I taught myself HTML and CSS and 

built my own beauty website with tips and tricks. So, 

no one would be surprised if you told them I ended 

up in the beauty industry. Everything you want to 

learn is on the internet with our generation.

Tendo Sekiwala: I used to work in the finance 

industry and I’ve always wanted to work for a brand 

that makes products I use. I used Shea Moisture 

products when I transitioned from a perm to 

natural hair, and when I got to the brand, I learned 

ingredients are sourced from Ghana. That was a 

beautiful moment for me because my family is from 

Africa. Ultimately, I chose this industry because it’s 

important for me to see myself, and I want to make 

sure those who come after me have that opportunity 

to continue those traditions and rituals.

Tiara Kawser: The number-one thing that 

attracted me is the creativity that lives and 

breathes in all of the different brands. I remember 

a distinct moment when I discovered beauty in 

more of a business capacity. My freshman year at 

college, I had just attended some career forums 

and it was only investment banking and consulting  

and I thought, there is nothing inspiring me from 

a creative aspect. I was at a crossroads, because 

I went to business school but I was also a visual 

artist who loved painting and design. I worked 

on a project in which we were looking at Estée 

Lauder in emerging markets and I learned about 

the incredible brands under the portfolio and I 

was so taken by the creative spirit that lives in all 

these brands — you don’t even realize they are all 

owned by the same company. There are so many 

ways you can see yourself represented — there’s an 

incredible storytelling craft. I was hooked by that 

angle and it continues to be a main driving force.

Savannah: One of the most powerful elements 

of beauty is how it is continually innovating 

and reinventing itself. I’d love to understand 

for each of you and your generation — how do 

you think people are defining beauty and self-

care, and how is it different?

Tina: In the past, it has been about enhancing 

your natural beauty and making yourself your most 

appealing self that you can be. But we have shifted 

toward expressing yourself. Once upon a time, taking 

risks wasn’t accepted in professional environments, 

but now there is this newfound encouragement to 

embrace your difference. Your work speaks for itself 

at L’Oréal. Because of this evolution, there’s a shift 

toward boundary-less beauty. At one point, I had 

mermaid hair and felt accepted. Rather than doing it 

for external reasons to make you more appealing, the 

shift is toward doing it for yourself.

Tiara: I echo that. Compared to previous 

generations, we are seeing this shift toward 

embracing your most authentic self, and that 

doesn’t have to be one image. Where the 

beauty industry is going is people rejoicing and 

celebrating different facets of themselves, seeing a 

greater shift to better representation. Comparing 

middle school to now — I am happy to see images 

and campaigns where I feel represented, I feel this 

is me, this is not something that is unattainable or 

unachievable. It’s trying to carve out the message 

of own your confidence — it’s not about the 

stereotypical idea of beauty.

Tendo: I agree — beauty is about expressing 

yourself. It really is about telling the story of who 

you are and how you want to express yourself. We 

have seen how the beauty industry has transformed 

over time. I grew up in the South Bronx and was 

raised by immigrant parents. I grew up seeing 

beauty in many different ways, not all of which 

were accepted by mainstream America at that time. 

Now we’re seeing different models and products 

and the industry is being expanded in leadership 

and it is reflecting people who want to express 

themselves and show up as their authentic selves.

Jenny: The individuality is so different than 

previous generations. My hair is curly — I am the 

first of my family to have curly hair. I grew up in 

a Mexican household where you had straightened 

slick hair. Today, it is so common to see all 

different types of hair in the industry reflected. I’m 

really focused on the individuality and authenticity 

that everyone brings to the table.

Savannah: With that backdrop about why 

you got into beauty — shifting gears, what 

appeals to you in where you decide to work? 

What’s most important to you with respect 

to the team culture that you’re a part of and 

helping to shape?

Tina: We all work for such big companies that I 
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think it is important to be recognized as individuals 

and having a sense of belonging and having an 

open dialogue. At L’Oréal, we have think tanks and 

innovation squads that you can join and participate 

in with your [work] community and you’re able to 

create these connections and collaborations. Even 

though you might not meet someone in a typical 

setting because you don’t work for them, there is 

opportunity to. For example, with the AAPI hate 

that’s been going on in NYC, there was a huge forum 

where people could have a powerful open dialogue 

about their challenges as AAPI, not only with each 

other but the company. That felt powerful, knowing 

a big part of the struggle is invisibility, so just having 

it acknowledged is powerful and made me feel 

connected and recognized, beyond an employee 

but as a person. Definitely having a safe space for 

discussion is key.

Jenny: The other thing I’ve noticed, when I first 

started at P&G, what I loved is we got so much 

ownership in our work, end to end, and the ability 

to drive your projects forward. I felt like I was 

doing that from the beginning of my career and I 

continue to look for that. Something that I learned 

also as I continue to benchmark with friends in 

different industries and companies is being able to 

bring your full self. Being able to have fun at work 

— we spend so much time with these people and 

giving ourselves to these companies it is good to 

know you can be your true authentic self at work.

Tendo: Workplace culture is very important to 

me. A supportive and collaborative environment is 

huge. I have been in different jobs where I didn’t 

see anyone who looks like me. Now, I see women 

who look like me in executive leadership and it 

gives me inspiration in how I can grow. At Sundial, 

we are led by a Black woman CEO. I love it. My 

direct manager is a Black woman leader and her 

boss’ boss is also a Black woman, and her boss’ 

boss is a Black woman. Representation matters. I 

can see myself in these women and am able to see 

how I can grow in this industry.

Tiara: The biggest thing is the opportunity to be 

heard, the safe space to feel like yourself and share 

ideas and know they are not going to be shot down. 

It’s all about a constructive work environment. 

Even though The Estée Lauder Cos. is such a big 

corporation, there are a lot of opportunities to learn 

more beyond your role. You are not just in your 

little box of your brand, your department, your 

function. There are programs where you can learn 

about what others are doing — our global reverse 

mentor program allows Gen Z and Millennials to see 

leadership. I was paired with our group international 

president Cedric Prouvé, and it was incredible to be 

at such a junior level and have senior exposure. It 

was empowering.

In my organization, we say exercise leadership 

in every chair, regardless of what role, you have to 

have confidence and empowerment to speak up.

Savannah: Sense of belonging and bringing 

your whole self to work, ownership and 

representation is critical and there’s more 

work to be done there. Also — visibility across 

the business. Tiara, I love the thread around 

the idea of being heard. What advice would 

you have for other young leaders to ensure 

their voices are heard in the right ways?

Tiara: There are three key things I would say. First, 

always raise your hand for opportunities, even if it 

seems scary and beyond your comfort zone. That 

is how you learn — saying yes to being part of a 

group or special project. Number two is not be 

afraid to ask questions. We live in a world where 

we have everything at our fingertips in terms of the 

internet and we think we should know the answers. 

But it’s important to ask questions, to put yourself 

out there and rejoice in learning the answer. Last 

— be solution-oriented. Sometimes when you first 

join, you’re so excited and full of ideas. But there 

are realistic boundaries for actionizing them. You 

should think — why is this not achievable, what can 

I do to make it achievable, what are solutions to 

bring to the team? That is a great mind-set and you 

can become the go person for your team by having 

that shift in mind-set.

Tendo: It’s important to have your voice heard, 

ask questions, be present, present ideas. My work 

is around creating impact for our community, so 

when I bring my voice I also bring my community. 

It’s important to know that I have that huge 

responsibility in helping our community be 

heard in rooms where we are discussing funding, 

where there are projects we’re thinking about 

and thinking about our end consumers and 

community. Knowing that — keeping in mind 

why I am here, what am I supposed to be doing 

— allows me to think about how I can be a better 

advocate in this space.

Jenny: The other thing I’ve found really helpful is 

getting mentors. Sometimes we get so into the day-

to-day, but making sure you establish mentorships 

very early in your career is so helpful, as is making 

sure you continue those relationships throughout 

your career. Early on — if I saw someone do 

something that I admired, I would ask them about 

that specific thing so I could home in on that skill 

set for myself. The other thing that I always try 

to do is when you take on a new role, define what 

you want your legacy to be so you are super clear 

on how you are thinking about the end, what do 

you want to be known for. It helps to keep you 

motivated in making a mark.

Tina: Being solution-oriented and finding mentors 

is so important. I turn my mentors into advocates 

if they are close enough to my work life. As a 

young professional, it’s super important to have a 

“WE LIVE IN A WORLD 
WHERE WE HAVE 

EVERYTHING AT OUR 
FINGERS IN TERMS OF 

THE INTERNET AND 
WE THINK WE SHOULD 
KNOW THE ANSWERS. 

BUT IT’S IMPORTANT TO 
ASK QUESTIONS, TO PUT 

YOURSELF OUT THERE AND 
REJOICE IN LEARNING THE 

ANSWER.” 
— Tiara Kawser, The Estée Lauder Cos.
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leader, a person who can advocate on your behalf 

and drive awareness to you as a professional, 

especially in larger meetings, where not everyone 

may know you. So, having someone invested in 

you — that person becomes a champion of your 

success.

Savannah: What accelerated your career 

trajectory in a surprising way? Hindsight 

is 20/20, so whether it’s a moment, an 

opportunity, a risk, a mentor —  what has 

accelerated your career?

Jenny: The work I did on Aussie. It was also the 

funniest time in my career. When I came, there 

was huge opportunity for the brand. We had 

been struggling to figure out how to grow the 

business. We found we could retarget different 

consumers and shifted the focus to Gen Z. We 

saw on social that they loved the product, but 

we weren’t talking to them directly. We changed 

our creative strategy, our community and media 

strategy, our packaging, thinking through how it 

would influence the products in the pipeline. I 

became the face of Aussie in my time on the brand 

and became an influencer. It was taking a vested 

interest in the brand and learning everything 

I could. Raising your hand and taking on any 

challenge. That really accelerated my career to 

come into e-commerce — such a dynamic space, 

especially over the course of the last few years — 

and I’ve been able to apply what I’ve learned at 

my time in Aussie to bring new solutions to this 

business.

Tiara: There are two distinct moments that 

changed my career. One was my rotation with the 

global management strategy team and helping to 

build our reverse mentor program. Typically, you’re 

in a very clear brand and function — but this was 

an incredible way to build something from scratch. 

I supported my manager and we crafted a program 

that now touches more than 600 employees. That’s 

where I learned what it takes to make something 

happen, to touch people. How do you engage 

people, build a structure, make it valuable? Those 

are skills that were really valuable to me.

Number two was when I moved to the U.K. and 

helped launch Becca. I was in a market I wasn’t a 

native to. I had to absorb everything about what 

was trending, the different cultural regions in 

the demographic and how to launch a brand. It 

was 360-degree immersion — how are we going 

to launch visual merchandising, what are our 

social tactics, how we’re going to win with the 

U.K. consumer. It was incredible for my personal 

development and a really exciting period that 

helped me to understand what it takes to run and 

launch a brand.

Tendo: We have a small team, and last year during 

shutdowns, we went into overdrive in response 

to COVID-19. We were able to put together the 

$1 million fund program to address disparities 

happening in Black and minority communities, 

especially around entrepreneurs. We noticed a lot 

of entrepreneurs weren’t receiving the funding 

they needed. We quickly put something together 

and launched 10 programs that enabled us to 

bring in more than 100 businesses with our Shea 

Moisture community. That alone accelerated my 

career because it forced me to really put myself in 

a leadership position and drive something from 

the ground up and with a small, lean team.

Tina: My experience was similar to Tiara. I was 

working on a launch of semipermanent hair color 

for L’Oréal Paris. When I dyed my hair mermaid, 

it was a turning point in my career — it seems 

totally counterintuitive to do that in a corporate 

environment, and early in my career, I was afraid 

to speak up and seem unintelligent when everyone 

else had a lot of experience. When I dyed my 

hair mermaid colors, I was putting myself in 

consumers’ shoes and became the direct link to the 

target market. My team was extremely supportive 

of the transition and it developed my potential. I 

started to speak up more and assumed authority 

on the topic to the point that management was 

asking my opinion and encouraging me to join 

conversations. You can’t go wrong in being true 

to who you are. The right employer will celebrate 

that and help you get to your true potential.

Savannah: Amazing stories! What have the 

last 18 months been like for each of you and 

how did it impact how you are thinking about 

goals and aspiration?

Tiara: The last 18 months have been completely 

unconventional. The number-one thing I got 

out of it was how important it is to be agile, 

and how can you flex and be adaptable. More 

than ever, I learned the importance of work-life 

harmonization. We’re always on a constant grind. 

We have to reflect and when you have more time 

to yourself, you have to ask what is important 

to you and how can you align your personal and 

professional ambitions. Also, it was interesting 

because you don’t have clear lines of when to 

turn on and off. You are sitting in the same place 

for months and it’s hard to click off. I learned 

how important it is to carve out “me” time and 

make time for people who are important. I have 

never had more time to think than in 2020. 

Both personally and professionally, I found 

myself working away at how can I make my life 

something I’m proud of. Despite it being a difficult 

time, it was also a beautiful time to have that 

reflection.

Jenny: For me, the first 12 months of the last 

18 were really heard. I had just moved to a new 

city with my boyfriend. It was tough. We were 

completely locked down. For nine months, it was 

just me and my fiancé. I learned I had taken for 

granted how much energy I got from seeing my 

coworkers every day. I had to reflect on how to 

motivate myself and get energy from other things, 

and keep the connection with my coworkers and 

get energy virtually, so that we could go through 

this together, checking in on each other personally 

but keeping the business running. Now we keep 

the business running and keep the motivation 

going for each other, but on a way more personal 

level.

We also got to spend more time with our 

families. I have learned how much I do get energy 

and support from my family. It’s been really nice to 

have that quality time. It had been almost a decade 

since I had lived in the same city with my sisters. I 

really now value the extra quality time I have with 

them and understand how to intentionally bring 

that into my career.

Tina: I want to double-click into close the laptop. 

I was living in France in the beginning of the 

pandemic and I struggled with defining those 

boundaries when home life and work life were 

blurred. Especially without family — work was 

a lot of what I had. Burnout is real and no one 

does their best work when they are mentally and 

physically exhausted. There are things you can 

do on your own, but you also want support from 

your company. L’Oréal did yoga classes, webinars 

on mental health, talking circles — it was great 

to be reminded you are not going through this 

alone, and building a sense of camaraderie with 

your team even though it is over video chat. It 

definitely impacted how I think about goals in 

career versus personal life. I plan on having a 

healthy relationship with the industry, constantly 

rejiggering to make sure the relationship stays 

positive and taking that me time.

Tendo: 2020 was challenging. I focused on the 

community we serve and it felt good to feel like I 

was part of something bigger, to shift myself from 

the anxiety of the pandemic and focus on work. 

In a sense it’s kind of like an escape. I was able to 

find that balance by knowing when to switch on 

and off. Getting lost in books has helped me to use 

the time in a way that was good for me and I also 
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“BURNOUT IS REAL AND 
NO ONE DOES THEIR 

BEST WORK WHEN THEY 
ARE MENTALLY AND 

PHYSICALLY EXHAUSTED. 
THERE ARE THINGS YOU 

CAN DO ON YOUR OWN, BUT 
YOU ALSO WANT SUPPORT 

FROM YOUR COMPANY.”
—Tina Liu, Maybelline New York
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deep-dived into my beauty routine.

Savannah: How do you feel about going back 

to an office? What does an ideal environment/

schedule look like to you once we return to the 

new normal?

Tina: I’m definitely excited to go back to the 

office. It was hard to shut off while at home, 

so it helps to clean up those boundaries. We’re 

transitioning to a permanent hybrid work model. 

There will be some days at home and some in the 

office. I’m eager to see my team and connect again 

in person. It’s been a year since we’ve had a happy 

hour. It can be challenging to feel connected. We’re 

all guilty of off-camera meetings. I joined the team 

during the pandemic, so it was difficult to join 

in off-camera when I was trying to connect and 

build those relationships, so definitely wanting 

the team to feel comfortable with each other and 

understand each other on a deeper level than what 

the webcam can do.

Tiara: I also started in a purely virtual 

environment. It takes a lot more work to create 

those interpersonal relationships over the webcam. 

Also, from a productivity standpoint — sometimes 

you just need one question answered and it 

doesn’t require a Teams meeting. ELC has been 

really good about creating an open forum and 

listening. There is new news every day on how 

the situation is panning out and I appreciate how 

they are listening, putting out surveys to see how 

comfortable we are about going in. We are moving 

into a hybrid model — I’m excited to see people 

in person, but I really enjoy the flexibility. My 

family is in Australia and it takes 24 hours to get 

there. Now that we have mastered the art of being 

productive virtually, it’s incredible to be able, for 

personal reasons, to balance between the two 

models of working.

Tendo: I am in favor of both. I really do enjoy the 

flexibility of working from home, primarily because 

there is no commute. The commute shaves years 

off of your life! But I do miss the interactive bit of 

being in an office. The pandemic showed me how 

important some of these water-cooler conversations 

are. They seem very small, but they are actually 

pretty huge. Sometimes it doesn’t need to be a huge 

phone call, but because I can’t walk to your desk and 

brainstorm with you — it needs to be a meeting and 

that is the biggest piece about what I miss working 

in the office. I look forward to a hybrid model. We’re 

not expected back in the office until next year.

Jenny: This role is remote — now I’ve navigated 

how to manage it. From a commute point of view, 

it’s nice to have flexibility. I’m excited once we 

can travel to see coworkers on a regular cadence. 

From an office point of view, I love being able to 

continue to be remote, and we have figured out 

how to be productive in this role.

Savannah: What is the biggest challenge or 

opportunity in today’s corporate environment 

with respect to attracting, retaining or 

developing top talent, especially with the 

backdrop of evaluating what is important to 

you and raising the bar of what a great work 

environment should look like?

Tina: There is a perception amongst the 

younger generations that corporations have a 

stale environment. A lot of people interpret it 

as 9 to 5, where you lack growth opportunities, 

passion and excitement, but it’s about finding 

the right place for you. In interviews, you’re not 

only being interviewed for the role, you also 

want to interview the company to find out if it is 

the right place for you. Ask about what kind of 

internal programming and employee engagement 

programs they have. L’Oréal invested in me with 

tons of different opportunities — I was able to 

move to a new country and learn a new language, 

and because of that, I’m able to learn and I feel 

empowered to stay and make my mark.

Tiara: It’s the opportunity to really grow and 

develop in your role that is appealing. What new 

experiences can you gain? We are always seeking 

new ways to be motivated and the company that 

can help deliver that and share opportunities is 

incredibly appealing. At ELC, the global presence 

is super exciting. Similar to Tina — I had the 

opportunity to live in the U.K. It’s exciting to know 

there are new opportunities out there and there is 

such a global, multicultural expanse that you can 

tap into. Being vocal and having that accessible 

is incredible to retain talent. Driving those 

connections — we have programs where you can 

connect with other young employees, events where 

you can talk to employees like you — you can feel 

connected despite being in a big company, there’s 

never a moment where you feel alienated or just 

like a small piece of the puzzle. 

Tendo: Opportunities to grow and working on 

challenging projects are really important — it’s 

important to feel like you are being challenged 

and can think outside of the box and feel like your 

career is reflective of your own personal values. 

Career development is personal for everyone, but 

feeling challenged every day and feeling like you 

are able to think outside of the box and can decide 

who you want to be is key to career growth. What 

problems am I solving? What solutions do I want 

to offer? Being in an environment where you have 

the space to do that is important.

Jenny: Continuing to highlight the different 

opportunities the companies provide. Externally, 

people assume these big companies are stale 

and it is a 9 to 5 job, but there are truly so many 

opportunities. Younger generations will find their 

way to these companies and continue to value and 

then capitalize on the opportunities we’re given.

Savannah: Growth is the word that 

summarizes that. In closing — what excites 

you most as you look to the future?

Jenny: Two things — one is just continuing  

to identify and lead businesses in this changing 

environment. E-commerce being a much bigger 

priority — how do we continue to navigate  

and set the right strategy to lead. We are at a 

pivotal moment. Personally, I’m getting to the 

moment where I’m starting to build and lead 

teams of quite a few employees. I’ve always  

been influenced and inspired by my managers 

and getting to a point in my career where I  

can be a manager and apply what I’ve learned  

is really exciting.

Tiara: Seeing where this digital landscape is 

going. Seeing it evolve and how priorities shift 

has been interesting from a brand-building 

perspective. I’m excited to see where new 

influencers/creators will be — TikTok is on 

everyone’s radars, with resurgences of opinions 

and beauty hacks on this platform. But the 

main driver is having voices heard and more 

opportunity for young creators to share their ideas 

and embrace their beautiful selves and share with 

the world. Our challenge is how our brands are 

pivoting strategy to make sure we are part of the 

conversation and part of the consumer journey in 

a space that is accelerating every second. I’m really 

excited to see where that goes and to go back to 

the new normal — we have mastered this way of 

working digitally, and as much as it is going to be 

incredible to go back to work, it will be amazing to 

see what we can achieve with more flexibility.

Tendo: I’m excited to continue to be challenged 

every day, and to build and scale social impact 

programs across Unilever. Also, I’m excited to 

see how storytelling and content creation will 

grow. That is a huge part of what I do around 

social impact — how are we hoping to tell our 

story in a way that evolves with the platforms 

and the content creators? Also, what does a 

hybrid space look like? How will that affect the 

way we work? There is a lot to be excited about 

and a lot to look forward to — a lot of unknowns 

and a lot of new and I am embracing it all.

Tina: A lot of what I’m excited about is  

rooted in the digital revolution — knowing the 

world is changing so quickly. We have been 

watching TV for several decades and now, new 

apps are popping up every single day. The world 

is evolving so fast — I’m super excited to feed 

the curiosity I have about winning on these 

platforms and how we build the best consumer 

journey knowing that we are exposed to so  

many new platforms every day. Figuring out  

that journey excites me and knowing that it 

changes so frequently means it will never get 

stale for me. ■
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Meet six young founders whose vision, passion and drive are rewriting the rules of beauty and wellness.

By JENNY B. FINE
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TRINITY 
MOUZON 
WOFFORD, 28   
COFOUNDER AND CHIEF EXECUTIVE OFFICER, 
GOLDE

I first got into wellness through my mom. She has a 
pretty severe autoimmune disease, and when I was a 
teen, she switched to a holistically minded doctor and 
saw improvement in her symptoms. It was like night 
and day. I decided that was going to be my career. Then 
I found out my mom had to stop seeing the doctor 
because she couldn’t afford it. That made me pause — 
I became centered on the idea of how to take wellness 
and make it more easy, approachable and fun.

The definition of beauty has really shifted in the 
past few years, which has been exciting for me and 
Golde. We’re moving toward a truly more democratized 
vision of beauty that is intricately linked with self care 
and well-being. It shifts the priority of beauty away from 
this focus on creating one sense of an ideal, and leans 
into one that is more individualistic and encourages 
every person to come as they are and to look and feel 
like their best self, whatever that means to them.

Personally, that antiquated vision of beauty was 
never really something that fit with me. I grew up as 
one of the very few Black women in my town and 
always felt left out of the conversations around skin 
care and hair and general aesthetics. A lot of folks feel 
that way, too. With each generation in this country 
being more diverse than the last, there is such an 
interest in the opportunity to let beauty tell the story of 
many different people.

I was 23 when I started Golde. Starting a brand 
really young was an asset in that I didn’t really know 
everything that was ahead of me and I had that sort of 
naïve confidence that can only come from being young.

I also didn’t have massive expectations. When 
my partner and I started, our whole idea was to see 
if we could build the business to be big enough to 
pay our rent. I wasn’t coming out of the gate thinking 
about launching in Target stores nationwide or having 
thousands of followers on Instagram. There wasn’t too 
much pressure at that time, which I feel fortunate for.

Scaling the business has been fantastic. There 
have been a lot of learnings, a lot of bumps along the 
road. It’s been a really unique journey of navigating the 
growth that has come and positioning what our idea 
of success looks like for the brand. A lot of it has been 
a dialogue between ourselves and our community and 
continuing to push forward where folks want to see 
more of us.

Beauty, health, nutrition, food — they are 
intersecting now and are no longer as siloed as they 
used to be. We’re moving away from calling it the 
intersection of beauty and nutrition. We’re thinking 
about it in the new context of what beauty is going to 
look like for the next decade and beyond. People are 
considering their supplement routine, their fitness 
routine, their face care, all part of beauty. The category 
is evolving in an exciting way.
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TAYL OR 
FRANKEL, 25
COFOUNDER AND CHIEF BRAND OFFICER, 
NUDESTIX

It doesn’t feel like I’m a veteran, although it has been 
eight years since my mother and I started the brand. 
What is really interesting is how my role has evolved. 
I started more as a brand ambassador and content 
creator, handling social media and engaging with 
retailers and customers. Over the last few years, 
my role has grown to oversee high-level strategy for 
influencer, press, marketing and brand vision, and 
having a voice when it comes to a variety of areas of 
the business.

One big difference is I have the ability now to  
lead with confidence — not only in my vision and 
where I see Nudestix going, but also the confidence 
to really lead a team. I have continuous conversations 
with my mom about what leadership means. I really 
like to work alongside my team. Whether at an 
operational or marketing or store level, every single 
individual has such an important role in making the 
business what it is. Transparency is so important, 
as well, to make sure everyone feels like they have a 
larger stake in the business and we are all working 
together toward a larger goal. The more everyone 
understands all aspects of the business, the better 
they can do their role.

There were times early on, when I was 18 or 19 
and all my friends were in university and partying and 
traveling and having summers off, that one side of 
me felt like I was missing out on an important time 
in my life. There were many conversations I had with 
my mom — is this what I want? Do I want to continue 
working to grow the brand? I came to understand I 
can definitely get those years back in other ways, but 
this opportunity will never come again.

Looking back, I made the right decision. I’ve 
traveled and met customers all over the world. Getting 
up on stage and speaking to hundreds of customers 
and executives has given me self-confidence. Those 
opportunities were so valuable in hindsight.

When we first launched, the concept of less 
is more and no makeup-makeup was extremely 
disruptive and differentiated. In 2014, all you heard 
was artistry and more coverage. Over the last eight 
years, we have educated consumers and retailers 
and told our story over and over again. Over the past 
year or two, our white space has gotten a little smaller 
as more brands talk about minimalist makeup and 
less is more. On the one hand, it’s easier to “sell” our 
philosophy, but it’s also a lot more competitive.

If you had asked me a few years ago where I see 
myself in 10 years, I would really have had no idea. 
Now, I hope to stay in the beauty industry and start 
another brand and continue to create products that 
solve the modern day woman’s problems. I love 
the conceptual part of brand building, and want 
to continue, whether building my own brand or 
consulting and helping other female entrepreneurs 
start their own.

Photograph by STEPH MARTYNIUK 
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CARSON 
MEYER, 27
FOUNDER, C AND THE MOON

My mom worked with the NRDC [Natural Resources 
Defense Council] for 25 years and through that, she 
learned a lot about environmental toxins, specifically in 
skin care products. I grew up way before clean beauty 
was a topic of conversation. In fact, the only time I was 
ever grounded was when I painted my nails.

Because of that, we made a lot of our own products 
in my kitchen, including a body scrub that literally 
included things in the pantry — brown sugar, coconut 
oil, almond oil. It was my go-to product, my gift for 
friends and family, and when I moved to New York for 
college after leaving L.A., my friends and family would 
make me ship it back to them in bulk.

About three years ago, after enough people saying 
this is a great product and we can’t live without it,  
I stopped making it out of my kitchen and launched 
the brand.

I was just graduating from college and thought 
I would pursue acting. But I ended up moving back 
home to L.A. and saw the documentary, “The Business 
of Being Born,” and that same week I met a midwife 
and was so taken by her work and what she did for a 
living, that I took my doula training and I still do work as 
a doula full time.

C and the Moon has always been about less 
is more. I want to be mindful of the environmental 
impact of creating things. For me, the vision is minimal 
products, the basics that we need, and also products 
that are about inner nurturing and inspiring holistic 
health in an individual.

Something I’ve always loved about beauty is 
knowing it is a female-run industry. I love things by 
women and for women. I am especially very passionate 
about clean beauty. Our slogan is, “The way we care 
for ourselves has a direct impact on how we care for 
the planet.” We can’t buy our way out of the crisis we 
are in. There is no scrub or oil that is going to make us 
healthier from the outside in. We are one ecosystem. I 
see beauty in nature and in what we already are. I love 
brands and products that aren’t trying to change us. 
Instead of introducing harmful chemicals or wasteful 
packaging and messaging that can be harmful, I’m 
more interested in the regenerative mind-set of 
supporting and nourishing and bringing more life to 
the table.

So many brands are doing such amazing work, and 
it is hard. It’s not easy to do better, because we have a 
system that is set up a certain way. But it excites me to 
see how people are making an effort and talking about 
ways to be more conscious about ingredients and 
packaging and messaging.

Photograph by MADDIE CORDOBA
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ASIA GRANT, 26
FOUNDER AND CREATIVE DIRECTOR, REDOUX

I moved to New York City after college to work at IBM 
as a UX [user experience] designer, and that’s where 
I developed my understanding of storytelling and 
looking at a product as something that people choose 
to use. I became very interested in why people buy — 
why they choose one thing over another. I was getting 
bored with my corporate job and my partner and I 
decided to start a side project together. Skin care is a 
shared passion of ours and completely removed from 
what we were doing — that’s how we got to beauty.

We are both romantics, and when we were thinking 
about our point of differentiation, we realized there 
weren’t any products talking about the impact of scent 
as it relates to the product itself. We strive to create a 
scent experience inspired by nostalgia and showing 
how we are all connected.

Through this process, I found out I have a condition 
called synesthesia — I hear, taste and smell in color, 
which I didn’t know wasn’t a common experience. I’m 
not formally trained as a perfumer, but my creative 
process comes from other forms of inspiration. The 
way we approach developing a scent — I will curate a 
playlist that sounds like the color and collect imagery 
that relates to the emotion. The visual and audible help 
me develop a scent that captures the experiences that 
I am experiencing.

In October 2020, I quit my job to work on Redoux 
full time. We’ve bootstrapped the entire business 
ourselves. Last year, after the murder of George Floyd 
by a Minneapolis police officer, we gained traction as 
there was a push to support Black-owned businesses. 
We went from a handful of orders every week to 50 or 
more a day. We also won a Glossier grant. The most 
helpful thing has been access to knowledge. Even if you 
have a lot of grit and common sense, there’s a lot of 
stuff that you don’t know you don’t know.

Distribution-wise, we are in The RealReal and Goop, 
and some design and concept stores. We’re not looking 
horizontally at beauty but rather, how can we align 
ourselves more with customer values and lifestyles.

In terms of the future, our core is understanding 
the things that connect us as individuals. The last year 
has been hard. There is a lot of tension in the world 
about what makes people different, and with Redoux, 
I’m trying to focus on the things that bring us together, 
on what makes people feel close and similar. You know 
what it feels like to struggle. I know what it feels like to 
struggle. You know what it feels like to be happy. I do, 
too. My goal is to create opportunities for people to 
come together and build closeness and recognize that 
none of us are different.
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OLAMIDE 
OL OWE, 24
FOUNDER AND CEO, TOPICALS

I grew up with a ton of chronic skin conditions, and 
I always felt like an outsider in beauty because I 
shopped in the ointment aisle and everyone else 
shopped in the skin care aisle. I went to UCLA running 
track on full scholarship and wanted to become a 
dermatologist, but being an athlete and pre-med 
student was nearly impossible. I worked at Shea 
Moisture during undergrad and built a teen skin 
care brand called Shea Girl. Shea Moisture’s ethos 
of community commerce really inspired me to look 
at business in a community-centric way. I wanted 
to bring that ethos to skin care, particularly around 
people with chronic conditions, who are two to 
six times more likely to have mental health issues 
because of the way their skin presents. Topicals is 
birthed from that personal experience.

Early on, I faced a lot of challenges. Often when 
investors hear beauty, they roll their eyes, think 
superficial category, way too many products. I heard 
that a lot. People asked “How are you going to make 
chronic skin conditions cool? Why would anyone 
want to follow a brand showing full-blown acne and 
eczema? They’re not going to believe this product 
works.” I had to do a lot of reprogramming on what 
people thought beauty was.

It was really difficult. The big thing that helped 
me push through was the fact that I had a unique 
insight. I really do understand this consumer and their 
needs because I am the consumer. There is a big gap 
in the product experience when you have a chronic 
skin condition. The beauty skin care aisle has a ton 
of products and it’s difficult to be differentiated. But 
when I looked at the ointment aisle, I was still looking 
at the brands that my parents used.

After two years of really hard work and pitching 
and pitching, I was able to secure investment. It was 
a long two years, but I’m thankful for them because 
without them, I really wouldn’t have fire tested  
the brand and honed the details of what makes it  
so different.

I’m very fortunate that my parents supported me 
in the beginning. My dad is an entrepreneur, so he 
understood, but my mom was nervous about taking 
the leap. People have to recognize the privilege it takes 
to start a brand. In the future, I’d love to give back to 
people in that time period, where you want to launch 
an idea, but you don’t have the capital to just survive. 
A lot of Black people have an idea and will be able to 
eventually raise capital, but there is an in-between 
period of opportunity cost, and not everyone has the 
same privilege and I hope to give back.

I’ve been thinking a lot about what it’s been 
like to build a brand in the middle of a pandemic. 
As a former athlete, I can shut down my feelings of 
being uncomfortable to be successful, but it will be 
interesting to look back at this period. I’m extremely 
proud of my team, because I couldn’t do this without 
them. Supply chain is difficult, growing and hiring is 
difficult. You have to make decisions on the fly and 
that’s hard. But on the upside, I’m so happy this 
message resonates, because so many people told 
me it didn’t make sense. I’m happy I listened to the 
voice inside me and am excited to further explore the 
connection between skin health and mental health. If 
you think about Maslow’s Hierarchy of Needs, esteem 
is an important part of self actualization — the sense 
of self and beauty are deeply connected.

It’s not about products or looking one specific 
way. It’s about being your most authentic self. Beauty 
is the freedom to be yourself.

Photograph by MADDIE CORDOBA
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SHAI 
EISENMAN, 2 9
FOUNDER AND CEO, BUBBLE SKIN CARE

I started my bachelor’s at 15 and was running a tech 
business with about 100 employees in London when I 
was 21. My passion was always to create emotionally 
driven brands. Beauty felt like an amazing industry 
to create an emotional connection with consumers. 
I spent a long time reviewing the industry and seeing 
what was missing. I was shocked when I looked into 
the teen space that even though teens are the most 
advanced generation, they’re still using the same 
brands I used and my mom used.

I wanted to create something that is truly 
made for them. Gen Z are so different from other 
generations. They’re the most authentic generation 
out there. If you look at a Gen Z’s feed on social 
media, it will look very different from the perfectly 
curated feed of a Millennial. They’re also so much 
more conscious about everything — the environment, 
values,  inclusivity. They have a cut-the-BS approach 
— everything needs to be real, authentic, transparent. 
But emotionally, they’re still teens, which also has 
implications — sometimes they see the world in a 
very black or white way. That’s why transparency and 
honesty and being real to our community is important.

Bubble launched in November. We got brand 
awareness to more than 30 percent within three 
months. Still, accessibility is a big guiding factor for 
teens. When you talk to a consumer who doesn’t have 
a credit card, who prefers to use cash, who needs their 
parents to make a purchase, staying d-to-c was not 
an option. We decided to partner with Walmart. Now 
we’re in nearly 4,000 doors.

This is my second start-up. I feel like you make 
all your mistakes on the first one. There isn’t a 
single person out there who would say fundraising 
is a fun experience. It was definitely a challenge. 
I’m an immigrant, born and raised in Israel. It was 
really challenging to come to New York. It took a lot 
of LinkedIn and cold emails, trying to get from one 
person to another to another, to get to a point that 
someone agreed to meet and support us and be 
a part of it. Now I’m very grateful for the fact that 
I had the courage to send all of these emails and 
understand that out of 100 emails, most will not 
be answered, but the two that do will be part of the 
journey and a big part of the process.

I’m a single founder. A lot of investors are 
constantly looking for the “adult” in the room, the one 
who will be the decision maker. It took some time to 
break that perspective. I’m the adult in the room and 
it’s OK. It’s under control. At a certain point, you get 
to utilize your youth for certain things. It’s easier to be 
more direct, because it’s not going to come across as 
aggressive. It’s learning how to get people to break the 
barrier — yeah, you might think of me as a kid, but I 
am actually doing what I am supposed to.
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THE ART OF BRANDING
Whether she’s building brands  
or painting giant canvases, there’s 
nothing entrepreneur Casey 
Georgeson relishes more than 
losing herself in the act of creating. 
BY JENNY B. FINE

LAST CALL

CASEY GEORGESON HAS always loved 

painting. As a youngster, she’d decorate the walls 

of her room, her wagons, her trikes and bikes — 

all with the blessing of her mother and father.

But when it came time for college, her parents 

vetoed her dreams of being an art major in favor 

of something more practical, and Georgeson 

subsequently found other outlets for her creativity, 

most notably in starting brands.

Over the course of her career, Georgeson has 

led the development of iconic brands both inside 

beauty (working on Marc Jacobs Beauty and Kat 

Von D) and out (including Cupcake Vineyards).

Her latest venture is Saint Jane, the luxury 

CBD-based skin care brand that has been rapidly 

expanding into other actives and botanicals since 

its launch in January 2019.

“I am a maker,” she said. “I get so much 

inspiration and value from making things.”

That’s not to say she’s lost her childhood delight 

in painting. Not only does she still love the thrill  

of filling a blank canvas, she now does so with  

her three daughters: Sofia, 12, Juliet, 10, and Cece, 

6. One of their favorite family activities is filling 

giant canvases with original works of art, which 

they then hang in their home. The Georgeson 

studio has been particularly active lately — the 

family recently relocated from the Bay Area to 

Manhattan Beach, Calif., meaning there are lots  

of new walls to fill.

Georgeson describes her painting style as 

“abstract.”

“I like things that feel like a mood or an 

emotion,” she said, noting her preferred palette 

includes calming colors like light blues, muted 

pinks and pastel greens. The scale of the works is 

large — canvasses can be 50 x 50 inches or 40 x 60 

— a size inspired by a trip Georgeson took to the 

Museum of Modern Art as a teen, where she fell 

in love with a painting by Russian painter Wassily 

Kandinsky and lugged home a huge reproduction 

of it to the West Coast.

Even as an English major, she managed to 

incorporate visuals into her work, as with a senior 

honor’s thesis, for example, where she created 

a project using photos she had taken of Masai 

warriors while on safari in Africa. “I’ve always 

brought a visual component to everything I do,” 

Georgeson said. “I love visual communication 

— it’s why I love making things and being a 

storyteller. It’s integral to what inspires me as  

a creator.”

Having a deep visual vocabulary from which 

to draw on has been instrumental in Georgeson’s 

development as a brand builder. “You have to create 

a story for a brand in a blink visually. You don’t have 

a lot of time to say who you are, so visually — you 

have to work very hard to pass the blink test.”

That was a lesson Georgeson learned from 

the wine industry. “You walk down the aisle and 

literally see 5,000 different bottles,” she said. “You 

have five seconds to capture someone’s attention 

and convey to them the promise of the brand.”

Today, painting gives the busy working mother 

a sense of calm. “My normal steady state is I have 

a hard time doing just one thing — if I’m watching 

TV I have to be working or reading,” she said. 

“When I paint, I go into a zen state. It’s probably 

one of my happiest places.”

Casey Georgeson 
in her home studio.
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