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By Molly Prior

A virtuAl door hAs opened for beAuty brAnds: 
the luxury sample sale e-tailer Gilt Groupe.

over the last 15 months, Gilt has built its invitation-only, 
e-commerce business by linking arms with high-end accesso-
ries and ready-to-wear brands — diane von furstenberg, vera 
Wang and Chloé, to name a few — and has since expanded to 
the children’s and home categories. Gilt offers its members — 
which number more than 800,000 shoppers — goods at up to 
70 percent off the retail price during sales that last 36 hours. 

now, Gilt is considering adding beauty as its fifth pillar. 
Gilt first dabbled in beauty last month, hosting a perricone 

Md Cosmeceuticals sale and, on March 27, offering smashbox 
Cosmetics. the private equity firm tsG Consumer partners 
— which tends to favor beauty brands sold in high-growth re-
tail channels, such as tv retailing and the internet — invests 
in perricone and smashbox. A spokeswoman for smashbox 
said the cosmetics company’s sale was a trial run. perricone 
could not be reached for comment.

Gilt’s co-founder and chief market-
ing officer, Alexandra Wilkis Wilson, 
said of the company’s approach to 
expansion, “last summer, we slowly 
eased into the children’s and home 
decor categories. We did subtle test-
ing to see if there was an appetite for 
them.” As for beauty, Wilson said, “We 
are getting our feet wet, but everything 
we’ve found so far indicates that there’s 
interest” from the Gilt shopper. the e-
tailer has a dedicated beauty buyer — 
nadine iskenderian is Gilt’s director of 
beauty — and is actively scouting pres-
tige beauty brands, said Wilson. she 
noted that after the smashbox sale, 
the company received about 10 e-mails 
from interested beauty firms. 

Consumers have already shown their 
willingness to shop for beauty online. 

in 2008, health and beauty 
products accounted for 3.6 per-
cent, or $4.7 billion, of total 
retail e-commerce spending of 
$130.1 billion, according to dig-
ital tracking firm Comscore.

Wilson said Gilt will approach 
beauty in the same way it has the 
rtw and accessories businesses. 
lines that are a fit for Gilt are “the 
types of brands in high-end depart-
ment stores. We need the price points to 
be high enough for the sale to be meaningful to the customer.”

for beauty, that may mean bundling products together, as 
Gilt did for the smashbox sale. for instance, a Masters Class 
brush collection housed in a metallic case sold for $45, down 
from the retail price of $89, and a bare beauty Kit, consisting 

of two lip glosses and a face powder, 
sold for $26, down from $54.

Given the tough retail and eco-
nomic climate, Gilt’s approach may 
be even more palatable to prestige 
beauty firms, which, prior to the 
past holiday season, have long ab-
stained from discounting. “these 
challenging times are forcing 
brands to think outside the box,” 
said Wilson. “We have strong integ-
rity and we make our decisions with 
the brand. the brand is in full con-
trol of the sale.”

As for when more beauty brands 
will hit the site, she said, “you are 
going to see more and more beauty 
as the weeks go by. We have great 
brands in the pipeline.” 

NEW YORK — At a time when many beauty companies are 
struggling to stay in business, one cosmetics firm is celebrat-
ing its 20-year anniversary. 

Cosmetic promotions inc., a business providing demon-
strators, training and other marketing tools to the mass beau-
ty industry, marks the milestone with fresh ideas to keep 
growing in tough economy times. “i’ve seen so many changes 
in the years i’ve been in the business,” said company founder 
and chief executive officer Joann tyson. “but the good news 
for my business is that when times are tough, companies 
look for ways to boost their business. our clients need 
us more as staffs get cut and they need their sales to go 
up — so they turn to us to 
help them. When times 
are good there is more 
money for marketing.”

Cosmetic promotions, 
she said, especially helps 
vendors concentrate on na-
tional campaigns while her 
firm can tackle customized 
marketing programs for 
each retail chain. A few ex-
amples include a fragrance 
modeling event at 400 J.C. 
penney Co. inc. stores (each 
four-hour event averaged 
sales of more than 17 piec-
es of products) or the rite 
Aid Corp.’s Glam Camp 
where product samples 
are delivered into teenag-
ers’ hands at community 
events across the country. 
Cosmetic promotions is 
also called upon for staff 
demonstrations at store 
opening events. 

years ago, tyson recalled, companies turned to her to cre-
ate premiums for gifts with purchase. then in-store demon-
strations became more popular, especially with new launch-
es. recently, the economy has prompted a small downturn in 
demonstrations, but she’s offset that with sample boxes of new 
items shipped directly into one chain’s stores to introduce 
beauty advisors to the new items. “i am always thinking of new 
ideas to help manufacturers and retailers,” tyson added. 

now, to take advantage of her cadre of more than 1,000 
makeup artists and models, she’s opening up her services to 
other product lines such as beverages. “i have great people 
who know the industry, so why not extend our services,” she 
explained. she added that 89 percent of first-timer purchases 

are the result of a trial or sample. “our in-store events typically 
sell one week’s worth of products in four hours,” tyson said.  

While venturing into other sample-friendly categories, 
beauty remains her focus and the reason she started her 
business. in her teens, she worked applying makeup to 
models and behind a beauty counter at sears. After college, 

she worked in the business with Almay and 
then nat robbins as a national sales 

manager. it was at Almay the seed was 
planted for Cosmetic promotions, 
after she created a successful end-
cap deal with eckerd drug. her 
first task at Cosmetic promotions 
was to spearhead a newsletter for 
then-drugstore chain powerhouse 
revco. it was while working on the 

newsletter that she struck up a part-
nership with retail beauty executive 

Judy Wray, who continues to tap tyson’s 
creative juices now that Wray 
is at rite Aid.

rite Aid, in fact, is a big 
client and one that has found 
a unique way to keep demon-
strations in store alive by get-
ting vendors to share a makeup 
artist. for example, a program 
to introduce consumers to new 
items at rite Aid features dem-
onstrations of four noncompet-
ing brands who share the cost 
of the demonstrator. Although 
drug chains are the heart and 
soul of Cosmetic promotions 
business, the company has 
branched into food chains such 
as heb and mass merchants in-
cluding Kmart holding Corp.  

“it seems like yesterday we started the business. i can’t 
believe it is 20 years. i’ve seen brands come and go, like 
Clarion and the Cutex polishing pen. now pens are back and 
so much better. i miss the chains that are gone like K&b,” 
tyson recalled. “but the one thing that is impressive is how 
smart consumers are today. you can’t tell them a product 
can get rid of wrinkles. they are too smart and they use the 
internet to research everything.”

When questioned if a new line can launch successfully 
in the business today, she pointed to yes to Carrots. “if you 
have a fabulous product with a point of difference, you can 
make it. Just when you think there’s no room in skin care 
comes along a product like yes to Carrots,” tyson said.

Men’s personAl CAre brAnd 
body tools inc. has widened its face 
care range with the launch of five new 
treatment products.

And things have gotten off to a quick 
start for the newest products from the 
riverside, Calif-based brand, which 
markets hair, face and body items.

the quintet of men’s products have 
so far registered $75,000 in retail 
sales after a rollout to 60 doors in the 
u.s. that began a little more than two 
months ago.

“We’ve had a face moisturizer and face 
and body wash,” said Al Wines, a cofound-
er of the five-year-old brand, “but nothing 
deep cleansing or gently cleansing.”

the range includes Moisturizing 
face Cleanser, $19 for 8 oz., which em-
ploys macadamia and jojoba extracts 
as well as vitamins A and e. the face 
and body scrub, also $19 for 8 oz., uses 
jojoba beads and oil and aloe vera to 
soothe the skin.

the line’s deep Cleansing Mask, 
$23 for 4 oz., has magnesium hydrox-
ide, for its purported antibacterial and 
anti-inflammatory properties. the beta 
hydroxy Acid deep Cleansing lotion, 
$21 for 8 oz., contains a 2 percent sali-
cylic acid concentration for deep pore 
cleansing and to help soften dry skin.

rounding out the line is the alcohol-
free skin recovery toner, $14 for 4 oz., 
which uses glycering to balance the 
skin and allantoin as an anti-irritant. “it 
won’t burn after shaving,” said Wines.

he estimated that in their first year 
on the market the five products could 
ring up $200,000 in retail sales volume.

the full body tools assortment now 
includes 25 items with the additional 
facial treatment products. prices range 
from $14 for the toner to $59.50 for the 
16-oz. Citrus body Armor — an spf 15 
product designed to protect the skin 
with a high concentration of vitamins 
e and C, retinyl palmitate and alpha 
lipoic acid.

the body tools brand is carried at 
venues such as Apothia fred segal, and 
spas and resorts like the four seasons 
in Maui and Atlanta.

— Matthew W. Evans

A promotion created by Cosmetic Promotions.

A few 
of the  

newest 
items.

PerriconeMD Cosmeceuticals  
appeared on Gilt.com in March.
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A Touch of Scarlet
Carolina Herrera is seeing red — but in a good way. The designer and her namesake 

daughter teamed up on CH Carolina Herrera, intended to be the newest pillar of the 

Herrera fragrance franchise. The scent will launch in the U.S. in July at Nordstrom before 

rolling out to its full U.S. distribution of 220 specialty stores. For more, see page 7.
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See Where, Page 4

Dressing Michelle O: 
Major Designers Wait 
For First Lady’s Call
By Bridget Foley

Where in the world are Donna, Ralph and 

Calvin? 
Certainly not on the spousal circuit at the 

G-20 summit in London. In fact, as President 

Barack Obama and 19 other global leaders 

huddle to ponder the world’s economic woes, 

Michelle Obama has reaffirmed with gusto 

her fashion support of America’s new and 

niche, and given anecdotal support as well to 

antiprotectionism via cardigans by Azzedine 

Alaïa and Junya Watanabe. 

Yet, save for a recent digression to Michael 

Kors, Obama continues to show zero interest 

in the big guns of American fashion, those 

whose names resonate around the world, and 

who collectively employ thousands of people. 

Obama’s early appearances in the likes of 

   BEAUTY: Kiehl’s 
gives flagship a 
makeover, page 7.
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