Fashion. Beauty. Business.

INVESTORS’
CHOICE

L
J U 15
20 o.4

What stocks are
analysts betting on
in the second half —
and which ones are
they avoiding?

N

Features p. 42

EYE ON L.A.

THE

FULL
STORY

THE FULL STORY

RESORT ’S BIGGEST NEWS
WAS EXACTLY THAT — BIG,
FLAMBOYANT VOLUMES.

Alli K., Zero Degrees
Celsius and Tina + Jo
are among the
brands to watch at
L.A. Market Week.
Fashion p. 10

WHAT
A DOLL
Hot fashion e-tailer
Dolls Kill must
balance growth
while it strives to
maintain its antiestablishment cred.
Retail p. 20

“I have always found older women inspiring and chic.” SERAFINA SAMA

BeautyAgenda

The Smell Test:
Burberry Brit Rhythm
Floral for Women

BeautyBriefs
“Warm, spicy, powerful
top note. Doesn’t last.”
“Brilliantly ambiguous
oriental, maps out a novel
space between Habanita
[Molinard] and Loulou
[Cacharel]. Lovely stuﬀ.”

The Verdict: This fragrance has
6
its attributes, such as cuteness
Avg. Score
out of 10
and comfort — even well-crafted
elegance and sultriness. But for some
judges, it’s too familiar and far too timid.

TEMPTU

Brushing Up
OGet ready for an airbrush
revolution.
In August, Temptu will
launch Temptu Air, said to be
the first cordless, handheld
airbrush makeup applicator
for home use.
Samantha Mandor,
chief creative officer
and co-owner of Temptu,

By PETE BORN

“Subtle and feminine, this scent is a
good choice for someone who wants
her fragrance to whisper, not shout.”

“If you like the smell
of your barber or of
the masculine sweet
Sixties, you will like this
one. Not original, direct
copy of known scents
learnt in perfumery
training, such as Brut
by Fabergé made
lighter, but still cute.”

“Sultry, sensuous,
addictive, feminine,
sophisticated oriental.”

“I like this because a man or a woman
could wear this easily. It is like the
vintage Jicky de Guerlain, as it revels in
androgyny. But it reminds me of a Jicky
that has been on a diet for too long. I
would have liked the central accord to
have been way more accentuated. There
should have been some more contrast.”

Rapid Fire
OFast expansion is an
understatement for Artis.
In November, the luxury
makeup brush brand
launched on Net-a-porter.
com. In February, it launched
at Neiman Marcus. In May
it went into Bergdorf Goodman. On Friday at 11 p.m., the
company debuted on QVC
and in August it will be at sold
at Cos Bar and Space NK.
Year-over-year, the brand has
doubled their doors every
quarter.

“This fragrance may go in Beauty Care
( Johnson & Johnson Baby Powder).
No special reﬁnement and modernity
but well done, although too linear.”

“Elegant without being aloof or highmaintenance, this fragrance has several
distinctive phases and a beautiful
development. Intriguing and memorable.”

Esteemed Judges
Victoria Frolova

Nathalie Pichard

Luca Turin

Senior perfumer at Drom.

Fragrance industry analyst and
Bois de Jasmin editor.

Owner of training and evaluation
agency Topnotes.

Biophysicist and perfume
critic for arabia.style.com.

Paul Austin

Karen Dubin

Christophe Laudamiel

Chantal Roos

Kevin Verspoor

Ceo of sensory storytelling
agency Austin Advisory Group.

Founder and ceo
of Sniffapalooza.

Master perfumer
at DreamAir.

Cocreator of
Roos & Roos Co.

Founder of
PerfumeKev LLC.

How would you rate the fragrance? Visit
WWD.com/beauty-industry-news to vote.
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Styling by RACHEL STICKLEY

RICKY’S NYC

Thrill of the Hunt
Rahmé photograph by Steve Eichner

Jean-Claude Delville

THIS IS A BLIND TEST: Panelists are given
vials of unidentified scent to judge impartially. Each of them gives a score ranging
from 1 (forgettable) to 10 (unforgettable)
and the numbers are computed into a final
grade. The judges, led by chairman Michael
Edwards, also make critiques, which are
unattributed to encourage candor. The most
promising scents are picked for judging in
an effort to find and showcase excellence.
WWD buys the products at retail, like any
other consumer.

Illustrations by Kate Copeland

Michael Edwards
Author of "Fragrances of the
World" and "Perfume Legends."
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— JULIE NAUGHTON

ARTIS

“Fresh and clean. Green and
lavender type. Very light,
specially adapted for now,
can be put all over the body,
but does not smell like a
sophisticated perfume.”

“A ﬂanker formula:
appealing top notes,
bland signature.”

calls the device “a beauty
game-changer.”
Unlike traditional airbrush
tools, which require disassembly and a thorough
cleaning before using a new
color, the new Temptu Air
uses an “Airpod” — a self-contained cartridge of the company’s SilkSphere foundation
or blush — to distribute a
microfine mist on the skin.
The air is pumped into the
cartridge, allowing the user
to apply the product and to
easily interchange between
cosmetics, explained Michael
Benjamin, chief executive
officer of Temptu. The device,
which has three air flow
settings, will retail for $195. It
debuts on QVC on Aug. 15.

OOn an average day,
Richard Parrott, president
of Ricky’s NYC, wakes up,
checks his e-mail and then
diligently scrolls through
his Instagram. Parrott is
on the hunt to find a slew
of new beauty brands to
sell at the urban specialty
boutique, which he is dubbing
“Insta-retailing.”
As part of this new

“We want to serve customers across all markets no
matter where they are geographically located or what
best serves their needs,”
said Jeremy Adelman, Artis
managing partner. “We’re
turning a commodity into a
lifestyle choice so it’s something we have to be really
proactive with, yet adapt. On
Instagram everyday someone requests something
different so we try to take
everyone’s point of view into
strong consideration.”
— JAYME CYK

strategy, Ricky’s will
unveil a new store called
Instaglam at Ricky’s NYC
in August where all of the
existing Insta-brands will be
showcased. Parrott will use
this as an incubator for new
Insta-brands, too.
And no wonder a store is in
the works. Industry sources
estimate that Ricky’s has
generated more than $1
million in retail sales this year
due to the Instagram beauty
brands that have been
brought into the store.
Parrott noted, “Its not
like I want to take Ricky’s in
another direction and be
a cosmetics store. What
I’m capitalizing on is what
Ricky’s already was and
that is a trendsetter and a
brand-builder.”

SCENTED SPACE

“Dubai has
been trying to
imitate New
York in its
architecture
with high-rises,
skyscrapers
and hotels.
So it’s a pure
Arabian style
fragrance with
a New York
touch.”
Laurice Rahmé, founder
and owner of Bond No. 9, on
Bond No. 9’s Dubai Collection
launching in November in
the U.S.

An Expensive Night
OIt has the potential to be a pricy part of the evening, but
Jim Maki, president of Sisley USA, believes his brand’s latest
night cream has the power to compensate for the damage
inﬂicted on the skin during the day and prepare it to ﬁght
oxidative stress the following day.
At $795, Supremya Anti-Aging Night Cream is deﬁnitely
geared to the upper end of the market — it will be sold in
Neiman Marcus, Saks Fifth Avenue, Bergdorf Goodman
and other upscale retailers. It’s formulated with eight active
ingredients — glycerin from vegetables, rice phytoceramides,
Padina pavonica extract, Pro-Vitamin B5, phytosqualane,
shea butter, sunﬂower oil and plum oil — to moisturize and
nourish; regenerating and restructuring happens, he says, with
hazelnut oil, kokum butter and macadamia oil. While Maki
refused to discuss sales ﬁgures, industry sources estimated it
— J.N.
could do $7 million at retail in its ﬁrst year on counter.

Back to the Future
OJean Patou’s best-known fragrance, undoubtedly, is Joy. But Tony Bajaj, chief
executive oﬃcer of Luxe Brands, and Thomas Fontaine, house perfumer, are
aiming to change that with six classic Patou scents from yesteryear. All are eaux
de toilette, $195 for 3.4 oz., and will be sold exclusively at Neiman Marcus and
—JULIE NAUGHTON
Bergdorf Goodman beginning in September.

Adieu Sagesse
1925

Deux Amours
1925

Que Sais-Je
1925

L’Heure
Attendue, 1946

Vacances, 1938

Colony, 1938

TOP NOTES: Hyacinth

TOP NOTES:

TOP NOTES: Neroli, lily

TOP NOTES: Berga-

TOP NOTES: Peach,

TOP NOTES: Lily

of the valley
HEART: Neroli
DRYDOWN: Musk
and civet

mot and neroli
HEART: Rose, jasmine, ylang-ylang
DRYDOWN: Sandalwood and styrax

apricot and
orange flower
HEART: Rose, carnation and jasmine
DRYDOWN: Honey
and patchouli

of the valley,
geranium and lilac
HEART: Ylang-ylang,
jasmine, rose and
opopanax
DRYDOWN: Mysore
sandalwood,
vanilla, patchouli

and hawthor
HEART: Lilac,
mimosa and
galbanum
DRYDOWN: Musk

Pineapple and
ylang-ylang
HEART: Carnation,
iris, oak, vetiver
and opoponax
DRYDOWN: Leather
and musk

— J.C.
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