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CREATOR OF BAREMINERALS & EXECUTIVE CHAIRMAN, BARE ESCENTUALS

A visionary recognized by Inc. Magazine as one of the “Top Entrepreneurs of the Decade: 2000-2009,” Leslie Blodgett has
single-handedly turned the beauty industry on its head by catapulting mineral makeup into the public eye, forever changing
the conversation around beauty.

Joining Bare Escentuals as CEO in 1994, Leslie’s aptitude and discerning leadership style helped transform what was a
local bath and body retailer into one of the leading prestige cosmetic companies in the United States with the launch of
bareMinerals, an award-winning line of mineral-based products, including bareMinerals SPF 15 Foundation.

Blodgett’s solid background in product development, including positions at Neutrogena and Max Factor, coupled with her
predisposition to intuit what women want while foreseeing trends are key factors that continue to propel her success and
ever-growing popularity. This instinctual drive led her to QVC in 1997 with the simple purpose to educate women about
bareMinerals and our untraditional approach to bare-skin beauty. Undaunted by the obstacle of selling foundation on TV,
Blodgett’s passionate approach and authenticity resonated immediately with women nationwide that were looking for
healthy makeup alternatives.

Thus, a makeup revolution was born and as word of mouth spread, so did Blodgett’s appeal. A renowned beauty expert
sought-out by media sources on a global scale for her trademark style, Blodgett embodies a new level of influence. Blodgett
“shuns the button-down, corporate approach of many of her peers, and speaks honestly-having long-ago checked her ego
and pretense at the door.” - Women’s Wear Daily

Genuine to the core, Blodgett has been an advocate for community long before the advent of social media—personally
responding to letters, emails and making house calls have been rituals from the beginning—and can be credited with
spearheading a community-enabled approach; putting stock in the value of genuine, personal relationships and ultimately
allowing women to have a much broader brand experience that is as much about a peer-to-peer community as it is about
bareMinerals products.

In 2006, Blodgett took Bare Escentuals public in one of the largest cosmetic IPO’s in the last decade. Bare Escentuals is
currently available in 29 countries with over 6,500 points of distribution, including more than 200 company-owned boutiques.

In 2012, Blodgett addressed Fashion Institute of Technology (FIT) graduates, her alma mater, and was awarded an Honorary
Doctor of Humane Letters degree. In 2011, Blodgett joined the board of directors at Stella & Dot, the San Bruno-based
accessories company that ranked 67 on the Inc. 500 list of fastest growing companies in 2010. Blodgett also serves on the
board of Cosmetic Executive Women (CEW) and was the first recipient of the organization’s Achiever Award in 2006 for her
contributions to the industry.

A true testament to Blodgett’s influence on the cosmetic industry at large, in 2010, Bare Escentuals was acquired by Shiseido,
the Japan-based leading global cosmetics company, for $1.8 billion making it one of the largest cosmetics mergers in history.
Now, more than ever, Blodgett in her role of Executive Chairman is in position to fulfill her mission of bringing the company’s
mineral-based products to even more women worldwide.

For press inquiries, contact:

Alison Reid
areid@BareEscentuals.com
415.489.5124



— HELLO GORGEOQUS. LESLIE BLODGETT JOINS BARE ESCENTUALS
AS PRESIDENT AND CEO.

— LESLIE LAUNCHES BAREMINERALS IN THE UNITED STATES.

— IT’'S SHOWTIME. LESLIE MAKES HER FIRST APPEARANCE ON QVC
IN THE UNITED STATES TO INTRODUCE BAREMINERALS, WHICH
SELLS OUT IN 6 MINUTES.

— THE BE ADDICTS ONLINE FORUM IS CREATED.

— FIRST BAREMINERALS INFOMERCIAL DEBUTS MAKING LESLIE A
REGULAR PRESENCE IN HOUSEHOLDS ACROSS THE UNITED STATES.

— LESLIE TAKES TO THE SEA WITH BARE ESCENTUALS FIRST
CUSTOMER CRUISE.

— LESLIE TAKES BARE ESCENTUALS PUBLIC IN ONE OF THE
LARGEST COSMETIC IPO’S IN THE LAST DECADE.

— LESLIE HITS THE ROAD WITH BARE ESCENTUALS INAUGURAL
BUS TOUR ACROSS THE UNITED STATES.

— LESLIE IS NAMED ONE OF THE “TOP ENTREPRENEURS OF THE
DECADE: 2000-2009” BY INC. MAGAZINE.

— SHE DOES IT AGAIN: BAREMINERALS MATTE SPF 15 FOUNDATION
LAUNCHES AND WOMEN EVERYWHERE FALL IN LOVE WITH MATTE.

— LESLIE JOINS FACEBOOK.

— LESLIE IS NAMED EXECUTIVE CHAIRMAN, BARE ESCENTUALS.
THIS SAME YEAR BARE ESCENTUALS BECOMES A PART OF SHISEIDO.
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ROLES Parents seck advice on gender behavior,

loddling Past

Gender Lines

By JAN HOFFMAN

dla-yiear-old named Harry was playing al home

in Los Angeles recently when his father

wilked in with a Target shopping bag. Inside

was 1 special gift for the little boy: a sparkly
princesa Barbie dall,

“You could hear the gasp of excilement,” recounted
Harry's mother, Lee. "It just made his whole world”

A vear ago, Harry found Barbies abandoned by his
two older sisters. He makes sure they are properly out-
fitted and worshipped regularly. The girls' cast-off
dress-up clothes have become his go-to outfits, And
whei he arrives at preschool each morning, he sélects
i dress from the costume boxX and wenrs it through re-
ceds, even as he scrambles on the jungle gym.

Al lirat, Harry's father had a hard time watching his
son twirl around in princess wear. But his gift of the
Barbie symbolized acceptance; Harry's jovous gnsp
indicated that the little boy intultively understood, “We

Continued on Page 8

CULTURAL STUDIES
Twitter’s
Secret

Handshake

ERIFTOFER CHENG FUOR THE NEW YORE TIMES

AN 1DEA Chris Mesainn invented the hashiag.

By ASHLEY PARKER

HARLIE SHEEN'S melidown took many
forma: & cocaine-fucled rampnage in a New
York hotel reom, an erratic radio rant, a vulgar
one-rman comedy tour, But his biggest contri-
bution to current culture may have been more subtle,
With a simple Twitter phrase, #winning, known in the
parlance of Social media ns o hashtag, Mr. Sheen un-
derscored one of the nowest ways technology has
changed how we communicate
Hashiags, words or phrages preceded by the » sym-
hol, have been popularized on Twitter as a way for us-
ars to organize and search messages. So, for instance,
people twosting about Representative Anthony D, Wel-
ner might add the hashing » Weinergate 1o their mes-
sages, and those curious about the latest develop-
ments in the seandal could simply search for » Wei-
nergate. Or Justin Bieber fans might use # Bieber to
Continued on Page &

Ehe New JJork Times
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PETEE a1 YA FOR THE HEW YORE TIRMES

With her company’s mineral-based products, Leslie Blodgett

has changed how some women approach makeup,
and has inspired a dedicated following in the process.

Ay MARTHA SHERRILL

SAN FHANCISCD
ESLIE BLODGETT'S color=splashed corner office on'the 24rd floor
overlooks the financial district, the cement-beige Ferry Building
nt the rim of the Embarcadero and, in the distance, the sullen
grays of San Francisco Bay. The sonring panorama befits the
high priestess of Bare Escentuals, o line of chemical-free mineral pow-
ders that have revolutionized the way millions of American women
particularly those under 40 — think about makeup.

Ms. Blodgett, a familiar face on QVC, has been compared to Max Fae-
tor, whose invention of pancake foundntion swabbed on with a wel
sponge in the 19308 transformed the coametics industry. Wander nlong
the vanity aigle of any drugstore and Ma, Blodgett's influence 8 appar-
ont, ns ginnts like Revion and L'Orénl have been compelled to come out

with their own mineral lines,

In her funky brown Guecl mules, stralght Gap jeans, dappled-groen
gearf and blue jacket from Anthropologie, Ms, Blodgett, 48, hardly exud-
ed the regal calm of an industry leader = or even the Zen-centeredness
of her adopted Bay Aren home. “1 don't vegeout or chill,” she said, wrig-
#ling in her seat like a ehild. At work, she is known {or crazy marketing
achemes and wackiness — ghe did the splits onstage al the beginning of
an all-company meeting in April, and led a group dance o Rihanna's
“Only Girl {In the Warld)® — not laid-back cool.

And perfectly groomed, creamy-smooth sentences are too much o
ask, “1 have trouble just talking," Ms. Blodgett aaid, with her glight, but
oddly beguiling, speech impediment. *My vocabulary isn't large. [ just
keep saving 'amazing’ and ‘awesome.”

An unlikely QVC star, she communicates in other wiys, with her ex

Continued on Page 6
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pressive e and browin gant-orb eyes,
which were surely created by o makeup
o] for loer and shadow. Her arms are
alwnys pestiurimg

Bt let's zero 10 on the hands, the way
the QVC camera does whien she pededles
the miracle minerals. Her manicure;
short nails, clear polish, Her lingers
ngile, The ring: an epic diamond sui
rounded by sapphires and  emeralds,
which, as Ms Blodpett's soctal imedin
followers know (it is the other way she
camimunicated ) was un early 20th anni-
yursary proesent from Keith, her stay-al-
ot husbind, and peked out at Iifn
ny's in Mew York in October, “Actuiily,
Wi OWEnt Nt 1|'||' slore qust o II'|:I|.I|.'~
iy weddimg rge,” he sid i o phone in-
terview, "hat Lesbie came out with that”

On QVC, Ms. Blodgelt's appearances
Jave the trapees-maducing sensuality ol b
|'I|r|||l\.u'\-|.|,|:| Fitinil, os shae apphies lnanda
tiom to o boresfoced woman, To the Boare
Escentuals world, this is callied o "make
wnder” The minerals are Lghl, almost
translucent, and if s sometimes hard 1o
Koo whab, i anything, they .|I'¢‘llh||1){.

M, Blodgett's Hngers grasp a small
jar ane vwist off s black hd, A special
brush appears (53 vanelies are shown
on the company’'s Web Ssitey and solt
bristes are swirled in minernls, which
Bave now samshed from sght

Swirl, Tap. Taptap, The brush is
toppaed on the edge of the lid. A vaee ol
el simake rises

What comes next, like all things fos

melically radienl, secms stronge ol
seary and  potentally  the answer 1o
vour skin-care prayvers, Ms, Blodgett

pently sweeps Lhe brush across the
wormnn's fnce, In Bare Eséemtinls (ei-
iminology, this 5 Known as "I'r\lll'll1j‘,."

Mot sinee Estee Lauder  daliled
Youth-Dew hehind the ears of thou
snncds has o lone wonay soonfaenced
P bty indusiry

Last suimmer, m Lady Gaga's lour
s, Ms, Bladgort rollod across Hhe East
Clogist oy o 10y 1oue, Bulting intinles
and mecting thousands of fans and seli
deseribed "BE pilldicrs™ who tape Ms,
Blodgett's milomercinls and confess on
sovinl networking, sites thal they are
facie Nancial rum o compulsive
hrush collecting,. Wimen  come  with
tearful 1ostimonmials (1ihe product was
originally marketed 1w those with rosa-
cen and acne searsy, and they ave hun
Bry [or naoie Hjs.

MNothing 15 obvious, oF easy, when
Lan=sitomng o puneranls, The conyed
SO0 process is usl thal, o process,

“You lave 1o explong tas product al
most Lhie way vou hive o expling a pe
s Ma [Hm“lll i saidl, 1 am not good
ab selling, really, Tam just an exploner,
an educator” She added: “I0 even ook
my mother 4 couple years to try it |
wisn't going to foree it on he

ME. Blodgetl s inothr copies ujy o lol
S0 s LR an ol camern guesl prosenc
on VL, Ms, Blodpeit's father, who died
1 YEOrs ago, Was n science tencher with
hig own community television science
ghow [or childeen, nnd woold seo to be
Thee nspiranon belid her ;wn success
an TV, But Ma, Blodpeett said in wias b
mather, Svivia Abualy A s .
miEl and homoe-economics teacher on
Long, Island ot Smithtown High School
Weat (which Ms. Blodgett attendod)
whio naggand her 10 success

e Abualy was a prototypeal Tiger
Mom, but of the Hungarian-ltalian var
aly, "Shie pushed me, she pove me
drive,” sl Ms, Blodget, waviing mn old
Jetter that shie g brooght (o read, *1
Toves g, diicd She wiis i dmndinge molh-
e addimg "Hut o she wasn't sach o
Ieeh, Twoldn't bewhim Dam today”

nLeshie woas nn easy middle ehild,”
sald Ms. Abunly, sounting almost dod
e, Retired from leachiing, sle 5 now o
photographer in Santa Barbarm, Calil
“She was always able 1o et goals (or
hersell, In seventh gride, Leshe an
nounced that in iwo years she was go
g Lo g Lo the ninthi-grade dance with
the best-ooking bay i the class, She
!|11:||||,I\I||I' e wiis really eate. And darned
if she dhddn't,”

IHE NEW YORK TIMES, SUNDAY, JUNE 12, 201

ove Over, Estée |auder
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Mheir  mother-daughter  probleims
came lnter, when Ms, Blodgett chose (o
study modern dance at the State Uni-
versity al Oswoego, WY, (1 wasn'l Loo
lappy about that,” Ms, Abualy snid) nnd
drappied out after two vears, In 1981, she
wis hving in Plhintation, Fla, ond work-
inig s waitress at a Ponderosa Sieak-
hotise when her mother persisted that
dhe apply 10 G cosmetlc marketing pro-
pernm nl Fashion Institute of Technology
tatghit By Hozel Bishop, the inventor of
i smudge-proof lipstick.

M Blodpett unfolded the letter she
rercetved from her mother at that tine,

Dy Losile,

Consider whalt yvou will do if FIT does
n'twork oul for next fatl. Do you frave an
allevneive  plan? You'd better think
Pl vor'll e working as a wall
Pl yonr lije. Hinw! does Thal sound?

That's all jor now,

Love,

Muom

Pl il

M4, Blodpetl wis already a seasoned
cosmetic industry executive (and wear-
ing pancake) when she stumbled onto
thie minerals i o road-lo-Damiascus
wiy i 1954, Her résumdé was o Brofamig
pile of brand names. she hnd spriczed
Ester Lauder frogrances while studying
at FIT, and worked the Ultima 1
counter at Macy's Herald Square wear-
ing as many ns eight shades of eye
shidow ot onee, (“The 19805 were all
abaout colar,” she said.) An internship at
Roevion led to product development ot
Max Factar, where she worked on col-
orless mascara

“I loved crontive marketing,” Ms.
Blodpeu sald, “produci developmont,
nnid 1 was a color expert on shades
and skin one and Blending.”

When Procter & Gamble boughl Rey-
lon in 181, she and Mr Blodgetl, who
wits producing corporale filins and com-
iviercials when they married, relocated
to Baltmore, where thetr son Trent was
Borm. (“That's when my career really

tEEER r
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INFLUENTIAL
Clockwise from
top, & Bare Escen-
tuals display; Estée
Laivederin 1961
Leslie Blodgett, the
chief executive of
Bare Escentuals.

died” Mr. Blodgett said, ) Unhappy m
Marviamd, M= Blodgetl took a job with
NMoeutrogenn in Los Angeles before a
friend ol a [riend called, offering her a
chance to rescue a futling business
the Bay Arena, nostring of natural hody
cire and aromatherapy boutigues with
the forgettalble niame Bare Escentials.

Me Blodgelt was Busy repnckaging
the body products when she turned hir
attenton W the "mineral” mokeup sold
in the boutigues,

It was finely pround powder, the con-
sigtency of confectioner's sugar, dry but
weirdly ereamy. #1 knew il was remark-
able right oway,” she said, "But 1 ¢ould
see i would be complicated to sell,
There wiais i huge learning curve.”

Made with ‘."'Iy {ive naturnl Illl-',l"‘i.il-
ents, it was lar less likely to couse skin
irritations or breakouts, and didn't con
tain the guestionable chemicals com-
monly found in most makeup. *Here we
are,” ghe sold, “spending ime growing
arganic vegelables or gomg (o the farm-
¢rg’ MAarket, but otherwise EXUsINE
aurselves 1o all kinds of bad swil”

Ms. Blodgett Hddied with the Tormula,
tweaked the colors and settled on lour
hues, (There are 40 now.) She named
the mikeup ling bareMinerals, "l
wisn't o Cinderella story,” she sad. *1t
wasn'L overnight” An expensive New
York debul inn 19495 penerated only one
article, in W, Sales were 5o bad that Ms,
Blodgelt began shutiering bouligques,

But the hours she clocked as o des-
perate insomniac paid off. In the middie
of the night, she watched OQVC and
thought, *T could do that” A year after

FINISHING TOUCH
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she approached the shopping channel,
shee weni on wenring o white suil and a
fake 229 five-carat diamond, The miner-
als were potural, but the hippie thing
hadl limited appeal.

“1 would never bave tricd the stoff if
it weren't part of my job," sawl Lisa Rob-
ertson, a lormer Miss Tennessee and
Lorettn. Young lookallke who 13 Ms.
Blodpiei's an-nir partner on QVE °1
wore lull-on hard-core lguid  founda-
tion, like everybody elze, my whole life.
I thought: ‘Minerals? What? Don't
even go there! The first time [ iried it, |

‘I am not good at
selling, really.
| am just an explainer.

dhicn’t think il was warking. | wondered,
Emperor’s New Clothes?”

Much hos been made of the success
that followed. Ms, Blodgett's lirst ap-
pearance wiped out her supply. In her
second appenrance, she sold S180,000 of
foundation in 10 minutes, Before long,
she was selling 514 million an hour,

OV notitled her that she was being
talked about all over their message
bonrds, "We knew we really had some-
thing," said Ms. Blodgert, who logged
onto the Torum and wrole (o customers
direectly,

Women who were confused or disy
pomted got even more attention, "Aflcr
we'd do a shaow, she would sty up laie,
for hours on the computer” Ms, Rob
ertson sald, *Belore Facebook or My
Space, she was doing social media 1t
wias pretry intense.”

Detractors may wonder what the big
dleal {8, bt they cannot deny the revolo
tion Ms, Blodgett created, the multl-
billlon-dollar indusiry, or the generation
of women who, having grown up with
loose powder, are not likely 1o switch 1o
pancake or liquid any time soon, Th
copyealting hias beenamazing.

“Bound to happen,” Ma, Blodgeit said
with a shrug, "When everyane | Knew
— my family, my brother stirted
sending me links ta every new mineral
lisve, nnd there were hundreds, "Hey, did
you see this] that's when it pat irritat
ing.”

Mohody but Bare Escentuals has Ms
Blodgett, who somelimes seems mare
popular than her products. Lost year,
when the company was aeguired for 517
billlon by Shiseido, one of the arges
tukeovers in coamenc industry history,
one of the conditions was that M
Blodgett connnue, not Jusl as “ghair
man. as she calls hersell, but acuvely
involved as the face of the brand.

But as the minerals head 1o Asia and
Brazil, as planned, and Bore Escentuals
expands into skin care (made wiih
something called  Active Soil, which
seems meant (o trigger jokes aboui
washing your face with dirt), how do
vou sell a choracter like Ms, Blodgett?

“Leslie can't be everywhere, and all
over the world,” 2aid Simon Cowell, who
is in charge of global marketing and
comiunications (and not the singing
judge). "So how do we work (1% We wanti
to infuse Leslie's spirit into the brand
her sense of hiimor, and make the brand
even more approachalle”

Recently on QVC, Ms. Blodgett ap-
peared in white panis and a tropical-
print winie for a selling blitz of Faux
Tan, her sunless tanning minerals. Ly
ing on a white shag carpet, she and Ms
Robertson applied bronzing powder 1o i
mindel's bare legs, Application, as usual,
riquired a specialty brush so big it
looked like sometbing vou would groom
a horse with, o Wax acar,

Mo snnkeskin, no streaking!”  Ms,
Robertson called out from the rug
"Hever wears weird!”

Swirling, tap-tapping, and the rhyth
mie buffing of the model's legs contin-
ued untl M= Blodgetl and Ms, Rob
erison looked like participants in o sofl-
eore brush-porn fantasy. After [ve mii-
utes, more han 1200 kits of Foux Tan
had bisen sald

Whether or not Ms. Lauder had a pri-
vate livatory tucked next to her wallpa
pered offlee overlooking Central Park,
Ms. Blodgett has no such luxury. At thi
Bare Escentuals hendquarters, she
walks along a narrow hallway o use 4
three-stnll hothroom she shares wiih
the other women on the 23rd floor, “This
i where [ get my soclalizing done,” she
siid with a laugh, “while T wait in line.”

Msa. Lauder hung photographs of
royals on the walls of her religuary
Frince Charles, the Duchess of Windsm
and Princess Grace of Monaco, They
kept memories of a modest ehildbood in
{ueens at bay, Ms, Blodgett's walls are
covercd with hundreds of letiers and
photos ol appreciniive fans, adoring
customers, Iriends and followers
probably to Keep memories of a badger-
1 i at bay.

“Until 1 was 34, | was driven (o please
her" Ms. Blodgert smid, “And | guess
1'm still brying to win her approval, in o
way." There is more 1o worry aboul
these days.

“1 have an mage in my head of the
pl*nplq* who use Bare Escentuals” she
satd, when asked how it feels to have
stiarted somethimg so huge,

“1 literally know them. | know then
personalities. What they look like. Whit
they sound like, Where they live, | know
them, and instde my head, they are talk
ing to me all day long and 1've got a lo
of work 1o do to make them happy
That's how it feels”
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Commander in Heels - About the Special
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COMMANDER_
JAHEELS

Commander in Heals lakes viewers inside the lives ol two top female exscutives who are leaders in the

oosmetic and confectionary industries for 8 380 degree view of how these high-powered women balanoce
their personal and professional lives. The special features Dylan Lauren, the daughter of fashion icon

Ralph Lauren, who made a8 name for herself as the CED of the candy company and megastore, Dylan's
Candy Bar and Leslie Blodgett, the Executive Chairman of one of the world's top cosmetic companies,

Bare Escentusls

Click on the IMages below to walch dips and previews from Commander in Heelz

Beauty Shots and Bunnies Watch Now. Extended Preview Watch now.
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Big win: Sold over 254 000 makeup kits in ona day on QVC
Website: www bareegscentuals.com

Swirl, tap and buff.

When Leslie Bledgett first debuted that technigus for applying locse mineral maksup
foundstion before 3 live audience on QVGC in 1357, she remembers “freaking out.”

Bart Blodgett sold 345, 000 worth of mineral foundation in sbe minutes that day

| was jumiping wp and down. |t was 3 hege hit for me,” she s3id. Fouwr years later, barsblinerals
makeup becams 3 MNo. 1 saling brand on QVE.

Blodgett developed bareblinerals, 3 line of 100% natwra] lonse mineral maksup, st Bars
E=zcentusls. She joined Bare Escentuals in 1554 when it was 3 small San Francisco-hassd
retziler with seven regional stores selling bath and body prodects. Blodgett transformed the
company inte 3 maker of mineral makeuwp. She is widehy credited with pionesring the minsrsl
makswp trend in the United States.

Under Blodgett, Bare Escentusls want public and in 2010 was acquired by Japanese cosmetics
company Shiseido for owver 31,8 billion.

Todsy Blodgett is exscutive chairman st Bare Escentusls. "'m still definitehy the face of the
company,” she s3id. And she's still tesching the swir, tzp, buff technigue on QVE.
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CAREER
ADVICE
FROM LESLIE
BLODGETT

SCARED? YOU'RE ON

THE RIGHT TRACK.
You'll work hardest when
you've got a lot on the
line. “If you're taking the
easy way out, you might
as well be asleep,” she
told grads at the Fashion
Institute of Technology
recently. “If you're really
putting yourself on the
line, you're going to be
scared—and that's when
you push through things.”

IGNORE THE

NAYSAYERS—THERE
WILL BE MANY.
Struggling to revive Bare
Escentuals, Blodgett
decided to pitch the line
on QVC. She got loads of
flack for the idea. “There
are so many people out
there who want to tell
you not to do something.
If you think they're right,
it's going to steer you
wrong,” she advises.
In fact, her QVC debut
proved a triumph and
helped lead the company
to profitability.

BRACE YOURSELF

FOR TOUGH
SACRIFICES. Overseeing
a multimillion-dollar
cosmetics powerhouse
gave Blodgett and her
family financial freedom.
The trade-off: missing
out on family time.
“Balance is incredibly
hard,” she says.

46 MARIE CLAIRE

run Common Sense Media. Shifting to the non-
profit world was a decidedly different career
move for a woman used to advising high-stakes
deals and powerful figures—never mind the pay
cut. “Clearly I'm not in it for the money,” she
says, laughing. “It's a fabulous challenge to grow
this organization’s impact and get a lot more
people knowing about it. I mean, I'm working
harder now than I did at McKinsey.”

Shenkan manages the group’s family-minded
reviews of video games, apps, and movies; an

education group that oversees curricula in more
than 30,000 grade schools; and advocacy and
research. The job was a natural evolution of her
interest in the Internet, only this time, she says,
it's become a mission. “I'm a huge believer in the
power of technology, but kids’ lives intersect
with it very differently than adults’,” she says,
noting her own 7-year-old daughter, Madeline.
“Instead of building a business and turning a
profit, I'm focused on raising a generation of
healthy kids,” she says. —Roberta Bernstein

Leslie Blodgett Executive chairman, Bare Escentuals

THOUGH LESLIE BLODGETT has delivered count-
less speeches over the past 15 years, she was too
nervous to eat before addressing Manhattan's
Fashion Institute of Technology graduating
class last year. As she approached the lectern,
she took a deep breath, mustered all her mojo,
and spoke slowly and emphatically. “I don't know
anyone who has stopped being afraid,” she told
them. “If you're taking the easy way out, the bor-
ing way out, boy, you might as well be asleep. If
you're really putting yourself on the line, you're
going to be scared, and that's OK, because that's
when you push through things—and that’s when
you feel most triumphant.”

Blodgett, 50, is proof that swallowing those
fears and plowing ahead can pay off in spades. In
1994, she was a fledgling cosmetics exec desper-
ately trying to save Bare Escentuals, a money-
losing, mineral-based makeup company. If she
could just reach her customers, she thought, she
knew she could sell them on the benefits of her
powder-based product line, an antidote to pan-
cake makeup and made from all-natural ingredi-
ents. At the time, QVC was a retail backwater
catering to the out-of-work and sleep-deprived,
but Blodgett had a hunch. So she donned a crisp
white Bebe suit and a fake 5-carat diamond ring,
and—cameras rolling—pitched her heart out.

QVC viewers lapped up her frank approach.
In just six minutes, she sold 1,300 brush and
foundation kits. Soon, she was moving $1.4 mil-
lion worth of merchandise an hour. Within five
years, the company she once could barely keep
afloat was generating $65 million in revenue,
thanks in large measure to Blodgett's girlfriend
relatability and winning spiel. “Everyone told me
I was crazy for doing home shopping,” she re-
calls. “There are so many people out there who
want to tell you not to do something. If you think
they're right, it's going to steer you wrong.”

Raised by a single mother on Long Island,

New York—“She wanted me to not have to be
dependent on a man to get what I wanted"—
Blodgett got her start in cosmetics at the Ultima
II counter at Macy’s. She saw firsthand the
transformative effect of makeup. “It’s not just
about the perfect shade of red lipstick,” Blodgett
says. “It’s about that woman feeling good enough
to ask for a raise, or to go on a job interview, or
ask that guy out on a date” From there, she
landed an internship at Revlon, then eventually
an entry-level product development gig at Max
Factor, followed by a stint at Neutrogena. Along
the way, she married Keith Blodgett, a commer-
cial producer, and had a son, Trent, now 19.

When she was approached by a Bare Escen-
tuals investor asking if she’d help revive the
company, which was teetering on the verge of
bankruptcy, Blodgett jumped at the chance,
relocating her family from Los Angeles to the
Bay Area. Those early days were rife with diffi-
cult compromises: Blodgett’s husband quit his
job to raise Trent while she put in long hours
building up the business. She missed so many
of Trent’s high school lacrosse games that she
hired a videographer to document them. (“I've
never reviewed them,” she confesses sheepishly.)
“Balance is incredibly hard,” Blodgett admits
wistfully. “I'm still feeling guilty about it.”

Then, the moment every entrepreneur dreams
of: the buyout offer. Two years ago, Shiseido
snapped up Bare Escentuals for $17 billion.
(Blodgett won’t comment on how much she
made off the sale.) She recently scaled back her
day-to-day involvement and is now exploring a
life beyond the brand. “I will have another big
act,” she says, her eyes widening. “I know that
there are seeds inside of me that want to grow.
I could become a painter. You don’t know until
you try. Not that I'm going to be famous, but I'm
going to do something that is revolutionary—
for me.” —Diana Kapp
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Bare Escentuals Chairman
Leslle Blodgett with
on Trent and husband Kaith

in their Tiburon (Calll.) home
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mong the 80 or so customers
crammed into Bare Escentuals,
it's easy to spot Leslie Blodgett.
It's not merely her six-inch plat-
form heels and bright magenta-
and-blue dress that set her apart
in the Thousand Oaks (Calif.)
mall boutique, but her confi-
dence. To the woman concerned
she's too old for shimmery eye
shadow, Blodgett swoops in and
encourages her to wear whatev-
er she wants. With a deft sweep of a brush, she demonstrates
a new shade of blush on another customer's cheek. And when
she isn’t helping anvone, she pivots on her heels for admirers
gushing about her dress, made by the breakout designer Erdem.

Blodgett, 49, has spent the past 18 years nurturing Bare
Escentuals from a startup into a global cosmetics empire. She
sold the company for $1.7 billion to Shiseido in March 2010 but
still pitches products in stores around the world and chats inces-
santly with customers online. Scores of fans post daily messages
on Blodgett's Facebook page, confessing details about their per-
sonal lives and offering opinions on her additive-free makeup,
She only wishes her 19-vear-old son, Trent, were in touch with
her as frequently as he is with her husband, Keith. In 1995, ar 38,
Keith quit making television commercials to raise Trent, freeing
up Leslie to build her business. She'd do it all again, but she's
jealous of her husband's relationship with her son. Trent, a col-
lege sophomore, texts his father almost every day; he often goes
a week withour texting her.

“Once I knew my role was providing for the family, I took
that very seriously. But there was envy knowing | wasn't there
for our son during the day,” says Blodgert. “Keith does every-
thing at home-the cooking, repairs, finances, vacation plan-
ning—and I could work long hours and travel a lot, knowing
he took such good care of Trent. I love my work, but | would
have liked to have a little more balance or even understand
what that means.”

Blodgett's lament is becoming more familiar as a gener-
ation of female breadwinners look back on the sacrifices
some little, some profound-required to have the careers
they wanted. Like hundreds of thousands of women who have
advanced into management roles in the past two decades—
and, in particular, the hundreds who've become senior cor-
porate officers—she figured out early what every man with a
corner office has long known: To make it to the top, you need
a wife. If that wife happens to be a husband, and increasingly
it is, so be it.

When Carly Fiorina became Hewlett-Packard's first female
chief executive officer, the existence of her househusband,
Frank Fiorina, who had retired early from AT&T to support her
career, was a mini-sensation; nine vears later, this arrangement
isn't at all unusual. Seven of the 18 women who are current-
Iy CEDs of Fortune 500 companies—including Xerox's Ursula
Burns, PepsiCo’s Indra Nooyi, and WellPoint's Angela Braly
have, or at some point have had, a stay-at-home husband. 5o
do scores of female CEOs of smaller companies and women in
other senior executive jobs. Others, like IBM's new CEO, Ginni
Rometty, have spouses who dialed back their careers to become
their powerful wives' chief domestic officers.

This role reversal is occurring more and more as women
edge past men at work. Women now fill a majority of jobs in
the U.5., including 51.4 percent of managerial and professional
positions, according to ULS. Census Bureau data. Some 23 per-
cent of wives now out-earn their husbands, according to a 2010
study by the Pew Research Center, And this earnings trend is
more dramatic among vounger people. Women 30 and under
make more money, on average, than their male counterparts
in all but three of the largest cities in the LS.

During the recent recession, three men lost their jobs for
every woman. Many unemployed fathers, casualties of lay-
offs in manufacturing and finance, have ended up caring for
their children full-time while their wives are the primary wage
earners. The number of men in the U.S. who regularly care for
children under age five increased to 32 percent in 2010 from
19 percent in 1988, according to Census figures. Among those
fathers with preschool-age children, one in five served as the
main caregiver.

Even as the trend becomes more widespread, stigmas per-
sist. At-home dads are sometimes perceived as freeloaders,
even if they've lost jobs. Or they're considered [rivolous kept
men—gentlemen who golf. The househusbands of highly suc-
cessful women, after all, live in luxurious homes, take nice
vacations, and can afford nannies and housekeepers, which
many employ at least part-time. In reaction, at-home dads
have launched a spate of support groups and daddy blogs to
defend themselves.

“Men are suddenly seeing what it’s been like for women
throughout history,” says Linda R. Hirshman, a lawyer and
the author of Ger to Work, a book that challenges at-home
maoms to secure paying jobs and insist that their husbands do
at least half the housework. Caring for children all day and
doing housework is tiring, unappreciated work that few are
cut out for—and it leaves men and women alike feeling isolat-
ed and diminished.

There's some good news about the at-home dads trend.
“By going against the grain, men get to stretch their parenting
abilities and women can advance,” notes Stephanie Coontg, a
family studies professor at Evergreen State College in Olympia,
Wash., and author of Marriage: a History. And yet the trend
underscores something else: When jobs are scarce or one part-
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ner is aiming high, a two-career partnership is next to impossi-
ble. “Top power jobs are so time-consuming and difficult, vou
can’t have two spouses doing them and maintain a marriage
and family," says Coontz. This explains why, even as women
miake up more of the workforce, they're still a small minority
(14 percent, according to New York-based Catalyst) in senior
executive jobs, When they reach the always-on, all-consuming
executive level, “it's still women who more often put family
ahead of their careers,” says Ken Matos, a senior director at
Families and Work Institute in New York. It may explain, too,
why bookstore shelves and e-book catalogs are jammed with
self-help books for ambitious women, of which I'd Rather Be
in Charge, by former Ogilvy-Mather Worldwide CEQ Charlotte
Beers, is merely the latest. Some, such as Hirshman's top-sell-
ing Get 1o Work, recommend that women “marry down"-find
husbands who won't mind staying at home-or wed older men
who are ready to retire as their careers take off. What's in-
disputable is that couples increasingly are negotiating whose
career will take precedence before they start a family.

“Your wife's career is about to soar, and you need to get out
of her way." That's what Ken Gladden says his boss told him short-
Iy before his wife, Dawn Lepore, was named the first female CIO
at Charles Schwab in 1994. He was a vice-president at Schwab in
computer systems. Lepore’s promotion meant she'd become his
top boss. “I married above my station,” Gladden jokes.
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Former drugstore.com CED Dawn Lepore speaks with her two kids and husband, Ken
Gladden, in the driveway of thair Seattle homae

Gladden moved to a job at Visa. When their son, Andrew,
was born four vears later in 1998, Gladden quit working alto-
gether. He and Lepore had tried for years to have a child and
didn’t want him raised by a nanny. Being a full-time dad wasn't
the biggest adjustment Gladden made for Lepore’s career. That
came later, when Seattle-based drugstore.com recruited Lepore
to become irts CEO in 2004,

Gladden had lived in the San Francisco Bay Area for 25 years
and wasn't keen to move to a city where it rains a lot and he
didn't know anyone. He rejected Lepore’s suggestion that she
commute between Seattle and San Francisco, and after some
long discussions he agreed to relocate—on the condition that
they kept their Bay Area home, They still return for holidays and
some vacations. “To do what 1'm doing, you've got to be able
tosay ‘my wife’s the breadwinner, the more powerful one,” and
be O.K. with that. But you also need your own interests,” says
Gladden, who has used his computing skills to launch a home-
based business developing software for schools.

The couple’s five-bedroom Seattle home overlooks Lake
Washington. Gladden, 63, is chief administrator of it and their
children, who now are 9 and 13, While they're in school, he
works on his sofrware. From 3 p.m. until bedtime, he car-
pools o and from sports and music lessons, warms up dinners
prepared by a part-time housekeeper, and supervises home-
work. Lepore, 57, is often out of town. She oversaw
the sale of drugstore.com to Walgreens last vear, for ©
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| %429 million. As CED, she was rarely home before 8 or 9 p.m.

and traveled several days a week. Now, as a consultant to sev-
eral startups and a director at EBay, she still travels frequently.
If Gladden envies anything, it's the ease with which his wife
can walk into a room filled with well-known executives like Bill
Gates and “go right up to them and start talking. | don't feel
like I can participate,” he says.

Lepore wishes her “biggest support-
er” would get more recognition for every-
thing he does at home. When an executive
recently told her “having an at-home hus-
band makes it easy for you to be a CEQ,”
she responded, “no, not easy. He makes it
possible.” Lepore advises younger women

“whether 1 can get back to a career when | want to and build |

on what I've done hefore.”

At-home moms have snubbed him at arts and crafts class-
es and on playgrounds. “Men, even those of us pushing stroll-
ers, are perceived as dangerous,” Schneider says. He was re-
jected when he wanted to join an at-home neighborhood

| moms’ group, which prompted him to blog more about the |

A Changing
Landscape

similarities among moms and dads. “I've
met moms and dads who are happy to give
a screaming kid a candy bar to get him to
settle down, and moms and dads who show
up at play dates with containers filled with
organic fruit,” he says. “The differences
aren't gender-specific.”

to “choose your spouse carefully. If you e - . Now - It's no different for gay couples. Brad

want a top job, you need a husband who Kleinerman and Flint Gehre have taken

isn't self-involved and will support your Pm:mhgﬂﬂ of employees turns being ar-home dads for their three
ane women

success,” even if you go further than him.
There are tradeoffs, she warns: “I've missed
so much with my kids-school plays, recit-
als, just seeing them every day.”

For Lepore and Gladden, the role rever-

35%

sons, now 19, 18, and 10. When their sons—
biological siblings they adopted through
the Los Angeles County foster care system-—
were young, Kleinerman and Gehre relied
first on a weekday nanny and then a live-in

49%

sal paid off, and, as one of the few couples
willing to go public about their domestic ar-
rangement, they're a rare source of inspira-
tion for those who are still iguring it out.
Like Gladden, Matt Schneider, 36, is an at-
home dad. A former technology company
manager and then a sixth grade teacher,
he cares for his sons Max and Sam, 6 and
3, while his wife, Priyanka, also 36, puts
in 10-hour days as chief operating officer
at a Manhattan real estate management
startup. He feels “privileged,” he says, to

36%

Percentage of college graduates
who are women

Share of husbands whose wives'
income tops theirs

one while both worked full-time. Kleiner-
man, 50, was an executive in human re-
sources at Walt Disney and NASA. Gehre,
46, was a teacher and then director of
global learning and communications at
Disney. Five years ago, they decided they
no longer wanted to outsource parenting.
“We always wanted to have dinner togeth-
er as a family, but by the time we got home,
the nanny had fed our kids,” says Gehre.
“0Our kids were at pivotal ages—the two
oldest about to go to high school and the

54%

be with his sons full-time “and see them -~ 2730, voungest to first grade. We wanted to be the
change every day,” while allowing that ones instilling our values and be there when
child care and housework can be mind- ~ they needed help with homework or had to
numbing. He uses every minute of the 214 = get to a doctor.”

hours each weekday when Sam is in pre- wmﬁm“;iﬂfﬂm to In 2007 the couple moved from Los

school to expand the NYC DADS Group he
co-founded, 450 members strong. Mem-

Angeles to Avon, Conn., where they were
able to get married legally and find better
schools for their kids. Kleinerman became

bers meet for play dates with their kids, dis-

Cuss pareming,agnd stand up for at-home 27% 36?0 the full-time dad and Gehre kept his Disney
dads. “We're still portrayed as bumbling job, working partly from home and travel-
idiots,” Schneider says. He rails against a ing frequently to Los Angeles. A year later
prejudice that moms would do a better The number of Fortune 500 they switched: Gehre quit Disney to parent
job—if only they were there. “Everyone is CEOs who are women full-time and Kleinerman found a new job

learning from scratch how to change dia-
pers and roilet-train,” he says, “and there’s
no reason to think this is woman's work.”
Schneider and his wife, who met as un-
dergraduates at University of Pennsylvania’s
Wharton School of Business, decided before
they wed that she'd have the big career and
he'd be the primary parent. “It's her name
on the paycheck, and sure, we've thought
about the precariousness of having just one
breadwinner. But she wouldn't earn what
she does if T wasn't doing what | do,” he says.
Which is not to say that he doesn't wonder

as a human resources director at Cigna

Healthcare. Gehre says he's never felt dis-
L criminated against as a gay dad or a stay-
at-home dad. “No one has ever said to me,
“Why would you stay home with the kids?'
Where we're discriminated is when we pay
taxes. We don’t qualify for the marriage de-
duction, we have to file as single people,”
he says. If he has one regret about being
at home, it's the lack of adult conversation
and stimulation: “1 worked in a very high-
intensity atmosphere with very intelligent
and hard-driving people, and that keeps
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Even bafore they had thelr sons, Matt and Priyanka Schnelder, shown
in thair New York kitchen, agreed he'd stay home to raise them
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Mulhern says he complained to his wife that they spent
95 percent of the little time they had together talking about
her work. He missed the attention she used to give him but
felt humiliated asking for it. He gradually changed his expec-
tations. He stopped waiting for Granholm to call him in the

middle of the day to share what had happened at meetings |
they'd spent time talking about the prior evening. And he real- |

ized he couldn't recreate for her all the memorable or awkward
moments he had with their children—like the time he found his

. daughter and her high school friends in the outdoor shower,

“pstensibly with their clothes on. 1 had to call all the parents
and tell them, as a courtesy, ‘[ want you to know this happened
at the Governor's mansion,” ™ he says. “While my wife was bat-
tling the Republican head of the State Senate, | had a teenage
daughter who was a more formidable opponent.”

When Granholm left office and was asked “what’s next?,” she
said, “it's Dan's turn.” As a former governor, though, she's the

g one with more obvious opportunities. Later this month, Gran-

you sharp.” Any dullness doesn't make Gehre doubt his de-
cision. Having consciously chosen to have a family, he and
Kleinerman felt they had not only to provide the essentials,
but also to be present.

Is there an alternate universe where both parents can
pursue careers without outsourcing child care? The five Nordic
countries—Iceland, Norway, Sweden, Finland, and Denmark-
are noted leaders in keeping moms, in particular, on the job.
“These countries have made it possible to have a better divi-
sion of labor both at work and at home through policies that
both encourage the participation of women in the labor force
and men in their families,” says Saadia Zahidi, co-author of the
World Economic Forum's Global Gender Gap Report. The poli-
cies Zahidi refers to include mandatory paternal leave in com-
bination with maternity leave; generous, federally mandated
parental leave benefits; gender-neutral tax incentives; and post-
maternity reentry programs.

There were no such programs or precedents for Jennifer
Granholm and Dan Mulhern. When the two met at Harvard
Law School, she grilled him about what he expected from
a wife. Mulhern accepted that Granholm would never be a
homemaker like his mother, but he never expected her to run
for political office. “When 1 was young,” he says, "1 thought
I'd be the governor”-not married to the governor. Granholm
was governor of Michigan from 2003 through 2010, and her
election forced Mulhern o walk away from the Detroit-based
consulting business he founded, which had numerous con-
tracts with state-licensed health insurance companies, mu-
nicipalities, and school districts. Once that happened, he felt
“in a backroom somewhere” and in a marriage that was “a lot
more give than take.”

Mulhern understood that his wife faced “extraordinary
pressure” during her two terms, including a $1.7 billion budget
deficit and the bankruptcies of General Motors and Chrysler.
She had limited time for their three children, who were 6, 11,
and 14 when she was elected, and even less for him. “1 didn't
want to sav, “hey, vou missed my birthday' or *vou haven't
even noticed what happened with the kids, but | sometimes
felt resentful,” he says.

holm launches a daily political commentary show on Current
TV. She's also teaching at the University of California at Berke-
ley, where Dan has a part-time gig thanks to his wife.

“The employment opportunities that come my way—and my
salary potential-aren't what my wile's are now,” says Mulhern.
He plans to continue to teach, write, and do some consulting,
while also taking care of their 14-year-old son. “Someone has to
be focused on him every day,” he says.

The experiences and reflections of powerful women and
their at-home husbands could lead to changes at work so that
neither women nor men have to sacrifice their careers or
families. “There’s no reason women should feel guilty about
achieving great success, but there should be a way for success
to include professional and personal happiness for everyone,”
says Get to Work author Hirshman. “If you have to kill yourself
at work, that's bad for everyone.”

Kathleen Christensen agrees. As program director at the
Alfred P. Sloan Foundation, she has focused on work and
family issues and says we're back to the 1950s, only “instead
of Jane at home, it's John. But it's still one person doing 100
percent of work outside the home and the other doing 100 per-
cent at home.” Just as we saw the Feminine Mystique in the
19605 among frustrated housewives, Christensen predicts,
“we may see the Masculine Mystique in 2020."

The children of couples who have reversed roles know
the stakes better than anyone. One morning last year, when
Dawn Lepore was packing for a business trip to New York, her
nine-year-old daughter burst into tears. “1 don't want you to
travel so much,” Elizabeth told her mother. Lepore hugged
her, called her school, and said her daughter would be stay-
ing home that morning. Then she rescheduled her flight until
much later that day. “There have been times when what Eliz-
abeth wants most is a mom who stays home and bakes cook-
ies,” she says.

Lepore is sometimes concerned that her children won't be
ambitious because they've often heard her complain about
how exhausted she is after work. But they're much closer to
their father than kids whose dads work full-time, and they
have a different perspective about men's and women’s poten-
tial. When a friend of her daughter's said that fathers go to of-
fices every day, Lepore recalls, “Elizabeth replied, ‘Don’t be
silly, dads are at home.” " @
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"l used to love the word
authentic and | don't
anymore because it's

' become so watered down.

Everyone's using it,
and people and things
that aren’t authentic
claim to be.”

m Leslie Blodgett grew up on Long Island and was raised by her mother, Sylvia Abualy, after
her parents divorced when she was 9. A tough woman whom Blodgett credits for her
success, Abualy was a home ec teacher. Although Abualy disapproved of Blodgett's love for makeup, she
informed her daughter that the Fashion Institute of Technology had started a cosmetics marketing program,
and Blodgett enrolled. While there, Blodgett took several part-time jobs, including at the Ultima Il counter at
Macy’s, before heading to the corporate side at Max Factor and then Neutrogena. John Hansen, a partner in
the investment firm that owned Bare Escentuals, tapped Blodgett to run the struggling Northern California
retailer that had developed a mineral-based makeup line, which Blodgett later reintroduced as bareMinerals.

MASTER CLASS

The Future Vision
of Leslie Blodgett

By combining a penchant for risk-taking on
the business side with a shrewd understanding
of how real women approach beauty, Leslie
Blodgett built Bare Escentuals into an industry
powerhouse. BY RACHEL BROWN
PHOTOGRAPHED BY BONNIE SCHIFFMAN

ince joining Bare Escentuals as chief executive

officer in 1994, Leslie Blodgett has become

synonymous with the company, transforming it

from a bath and body retailer with six stores into a

mineral makeup authority. Not afraid to take risks,
she forged a new distribution path—one that included QVC,
informercials and retail—and the rewards were handsome,
indeed. Blodgett took the company public in 2006, coming
off a fiscal vear when Bare Escentuals generated nearly $260
million in revenues. Four years later, with its sales topping
$557 million, Bare Escentuals was bought by Shiseido for
$1.7 billion with the goal of building a global megabrand
that crosses regional and cultural barriers. After introducing
skin care in the U.S. in February, Bare Escentuals is readying
its launch in Asia. Blodgett remains deeply involved in
marketing, product development and customer relations,
but she has left the numbers up to Myles McCormick, who
was named chief executive officer in January, when Blodgett
became executive chairman.

What's your assessment of the current state of the beauty
industry?

It feels good. In 2008, when the financial crisis hit, everyone
got a little scared and there was very short-term decision
making, lots of discounting. As in all situations like that,
when they look really dire, a lot of good ideas surface.

People took a deep pause, and now we're seeing some cool
innovation in retailing and product. The industry’s deing
really well right now, consumers are out there, and beauty is
a good place to be.

Why is beauty doing well while so many other sectors are still
suffering from the strain of the recession?

There’s a lot of good product and great choices. There’s a lot
of interaction on the Web. Women are intrigued with what's
happening. As an industry, we're doing a good job of getting
women interested, and it’s an easier purchase than some of
the really high-ticket items.

What do you think the beauty industry needs to pay
altention to in the year ahead?

I have a Facebook page, and I asked the people on my page a
couple of these questions. One was, “What do you think the

beauty industry needs to pay attention  (CONTINUED ON PAGE 20)
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to in the year ahead?” The other one was, “How have you changed as a beauty
consumer in the last 12 months?” The year ahead isn't that different from what
we've seen. Financially, they are tighter with their expenses. They're looking for
products that are dependable. The older women are staying more brand loyal and
not trying many new things. The younger women are looking for more antiaging
products, but with value. It's not so much the price of the product, but what kind
of value am I getting from the brands I trust?

What else is important to pay attention to?

Women expect a more realistic look at what beauty really is from the marketing
side. There’s a lot of that “Come on!,” rolling your eyes kind of thing. “Stop hiring
these gorgeous models and then doing something to them to make them look
even better than they are” When we went into our “Force of Beauty” campaign, we
could have easily fallen into that trap, but we agree with the people who

say, “Give us something more realistic.”

How was “Force of Beauty” different? Did you use fuke eyelashes or

retouching?

This was a huge issue for us. We did a photo shoot, and we had blind

casting. We signed on the models without even knowing what they looked

like. When we got the pictures back, they were retouched, and they
weren't the people who we hired. We hired them because of who they
were, and all of a sudden they didn’t look like who they were. We made a
décision right there to do extremely minimal retouching. It’s
a fine line, though, because what if women say they don’t
want [retouching], but maybe they really do want it.
No matter what they want, we have to do it this way,
because if it doesn't feel like us, we could never live
with ourselves. So, you'll see in the ads, for example,
[the lashes] sticking together a little bit because
normally they do.

You're famous for your renegade approach to
marketing. What are women looking for in the
ways that brands communicate to them?

I used to love the word authentic, and I don't like it any :
more because it’s become so watered down. Everyone’s using |
it, and people and things that aren’t authentic claim to be. Now
the customer is going to have to decide what is real and what's not
real. They're going to decide between authentic marketing and just
authentic. I'd love to come up with a word that describes what the real

authentic is. .

You were a pioneer on QVC. How have you seen the channel change?

They have really upped their programming, and they've made it entertaining,
more like regular TV programming. For us, it’s been a great launching pad for new
products before we even go into retail stores. We did that with the skin care. It’s
just great to see instantly what people are getting.

Were you nervous the first time you were on QVC?

Oh my God! I remember it totally. The night before, I was in my hotel room at

the Sheraton, and it was my birthday. I was alone, and I didn’t sleep a wink. I
didn’t want to tell anybody I was doing this in case it failed. I only had 10 minutes
anyway, so if it bombed, no one would even know. The first time was very scary,
but we sold out.

What are some key emerging channels of distribution?

Those retail outlets that are combining editorial content with online retailing,
where they give you a lot more information about how to use things and why.
There’s also a company that I've been talking to that is truly social networking,

like the psychology of how your friends in the social scené online works and then
you take that to a shopping level. With your best buddies, you see what theyre
interested in. They don’t necessarily have to buy, but it's about what the most
popular kids are buying. Those kinds of concepts are very interesting.

Why do you think that you were successful in infomercials where so many
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companies have failed?
We knew going in that one in 20 succeed, and we weren't this powerful, highly
profitable company at the time, so it made it even more scary and risky, but we
had an extremely unique, innovative product and passionate people telling the
story. We had 28 minutes. That's a long time to be able to talk to people about
what’s unique about this product. Luckily, we didn’t listen 100 percent to the
people we were working with, who were the real infomercial people. That’s what
made the show more believable and less gimmicky. We still do the infomercial for
many reasons. It can’t hurt to keep telling the story to people who have never tried
the product before. Back in the early days, people would tell us they would watch it
for six months before buying, and that’s still the case.
In the last year, youw've also gone deeper into traditional department store
distribution. What are the key lessons?
People who shop there are loyal to those stores. They have very strong
beauty businesses, and if we want to reach that customer, we have to be
there. They are unique customers. I was just shopping at Macy’s, and our
store is two doors down. Customers come in, shop at Macy’s and leave.
They don’t even know we have a boutique in that mall. Department stores
have great loyalty programs, and they know how to keep their customer
in the destination. By the end of the year, we're going to have 14 Dillard’s
stores, 102 Macy’s and 54 Nordstroms.
How has your role changed in the move from ceo to
executive chairman?
I'm not running the company. So, I'm coming
in in a different place, but it's been very fun for me. I'm more
entrenched in it now. I'm going to South America, Asia more,
learning about cultures. For me, it's important that I go into
people’s homes and not just do short tours.

Youw're like a beauty anthropologist.

Totally! If I could do it all over again, I would be an

anthropologist. I love, love, love it. I was in China this year.

I've heard that they buy a lot of stuff, but in their homes,

there’s nothing there. I was looking under the bed, literally.
‘When I went into the bathroom to look at their makeup, it was
just a couple of things, but they're really into their skin. It was
surprising for me. It’s going to be interesting how much actually
theyre going to buy. The women I met have very simple beauty routines.
How would you describe your management style?
I prefer people not being on their best behavior. In fact, when I go into a meeting,
I like to see some feistiness going on, so I will maybe cause trouble. Ifit’s too
normal, then please don't even go there.
What are some pieces of advice that you have for somebody who wishes to follow in
your footsteps?
Well, I wouldn't follow my footsteps. It was too much stress. I didn’t have
boundaries. It became one with my family, and they sometimes resented that
a little bit, that I would bring my work home so much. I wanted them to feel
like they were a part of this too, but what ended up happening was that they
didn’t see the line drawn, and I often chose work over home, thinking it was for
the good of the family. I don’t know if T would advise that. I don’t know how to
have work and then have home. I've never learned how to do that; maybe some
people do, but I don’t know if I would have been successful if T had been able to
have a clear definition on both sides.
What do you do for fun?
I spend a lot of time in Napa Valley wine country. We just got involved with
the Napa Valley Film Festival. I also work out. I have this new thing called The
Dailey Method that I do. I love it and hate it. The holidays are coming, and
every year my mom comes. She used to be a home ec teacher, and she reminds
me how to knit and crochet and we make Christmas cookies. That’s what I love
doing in December.

Some recent
launches from
bareMinerals.

PHOTO BY GEORGE CHINSEE



APRIL 2011



CO-PRESENTERS DE'OittE. .’ IUniﬂﬂBEﬂk'

A ASUPPLEMENT | APRIL 20-MAY 5, 2011

Business Times

THE MOST

The dynamo behind one of the
country’s most successful beauty
companies talks about her

leadership style. Page 6

= 4 | >
Financial adviser

Maore women, like Jane Williams, are
moving into wealth management. Page 8

The CFO role

Habiin Washiin rham aal Ll

List of Influential umnn

Willinms-Sonoma’s Laira Alber is
among 150 women profiled. Page 18

SPONSORED BY:

Robert Half

Rethink Possible E’j KAISER PERMANENTE thrTvE ‘m



6 INFLUENTIAL WOMEN

sanfranciscobusinesstimes.com

SF BUSINESS TIMES | APRIL 28 - MAY 5, 2011

The accidental saleswoman

Bare Escentuals executive chairman learned to sell her product on the fly

BY BRIDGET RILEY
San Francisco Business Timos

eslle Blodgett didi't tell her friends

or family when she made her first

appearance on the shopping chan-

nel OVC. She wasn't sure she would
succeed as a salesperson — the quality
she is most lauded for now.

“I dlicn't want to fail in public,” Blodgett
sald, It was 1997, and she was the CEO of
San Francisco-based makeup company
Bare Escentuals Inc. *] would have hired
someone to do it if we had money”

That morning in 1997, Bladgett sold out
the company's inventory, She spoke to
the customer as an equal, launching Bare
Escentuals from a small-time Bay Area
company to a beauty empire that was
sold to Japanese beauty giant Shiseldo
for $1.7 billion In 2010,

Bare products are currently in 4,500
stores worldwide, 170 which are compa-
ny-owned, Revenue in 2009 — before the
merger — was $557.5 million, Her “swirl,
tap, buff” makeup application mantra —
repeated in hiundreds of subsequent QVC
infomercials and in-store appearances
— made the once-lringe mineral makeup
concept approachable, and inspired imi-
tatlons from major brands like L'Oréal,

Within a lew years of Blodgett's first
OVC appearance, Bare was topping $100
million In sales. Blodgeit remained not
only the face of the company, but also a
very hands-on CEO, Blodgett admits she
can push employees she sees potential
in a little too hard, but always sends the
flowers the next day at work,

Though she has passed the reins of
CEO to Myles McCormick, she contin-
ues as the driving marketing force of the
company, diligently answering the let-
ters, emails and Facebook messages thal
stream in from customers,

“It's not marketing to her, It's just how
she aperates as an individual,” sald
MeCormick.

Blodgett, who I8 now execiitive chair-
man, remalng passionate and emotional,
drawing in talent like McCormick the
same way she captivated customers.

McCormick, who first came to the com-
pany as CFO before becoming CEO, sald
he wasn't looking to change jobs when
he first met with Blodgett for colfee. She
arrived late, ordered offl the menu and
launched into how Bare was changing
the lace ol makeup. McCormick left his
job at Gymboree and jumped on board
to help the company go public in 2006,

Senlor Vice President and Corporate
Counsel Deanna Chechile also first got to
know the company as it went public.

“l was amazed at how unconventional
a CEO she was," Chechile said, During a
recent meeting, Blodgett blasted some
dance music to get the executlve team
on their feet. *1 realized she was some-
body you wanted to be around and vou
wanted to be part of the success she was
creating.”

Chechlle got her chance when she
helped negotiate the Shiseido acqulsl-
tion, The talks, conducted through trans-
lators, were tedlous and time-intensive,
but Chechile said Blodgett's personality
shone through regardless,

“No doubt they (Shiseldo) were just as
charmed as the rest of us were. She has
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“I don’t think I'm selling, I think I'm educating.”
Leslie Blodgett

a quality you can't replicate,” Chechile
sald,

Makeup junkie

A lilelong “girly girl," Blodgett has
played with color and makeup since age
12 and will still gush over a new shade
to her followers on Facebook, When she
lirat worked behind a cosmetica counter,
“it clicked,” she said. "I love the concept
ol encouraging women to use makeup,
We do look better (with makeup) when
it’s applied right. That can mean a lot
for every part of our lije”

But if the sale didn't feel right, she

wouldn’t push It, even when she was
working on commission.

“I wanted (the customer) to go home
and feel good about it,” Blodgett said.
“Some weeks, | didn't do so great. | had
a lot of popeorn for dinner” (Employees
at Bare Escentuals' 170 retall stores
never work on commission,)

Alter growing up on Long Island,
Blodgett attended a state college, but
left after two years. She then headed to
a new cosmetics marketing program at
the Fashion Institute of Technology in
New York at her mother's suggestion
and went on to jobs at top cosmetic

companies, Including Neutrogena anel
Estee Lauder, While working in product
development, Blodgett got a boost of
confidence from a co-worker who point-
ed out her flair for color.

“When you have someone who
believes in you, you go home and you
believe it, too,” Blodgett sald.

With her new-found coniidence, she
knew she needed a fresh company
where she could express her develop-
ing point of view in cosmetles: a brand
that presented a friendly, chemical-free
product.

She left her comfortable job at
Neutrogena in 1994 to move to San
Franclsco — a ecity ghe'd only visited
twice before — after being recrulted
to head the unknown and unprofitable
company, which was [ounded in 1976,
To top It off, she was both a new mother
and the breadwinner lor her young fam-
ily. Her boss at Neutrogena even tried to
talk her out of it. But she knew that she
wasn't going to rise the corporate lad-
der of cosmetics on her current track.
she was a big-pleture thinker. Bare
Escentuals gave her the opportunity to
test out that ability,

“It was so small that if | made a bunch
ol mistakes, no one would have known
about It."

Reluctant marketer

Blodgett says she lought the idea of
herself as a salesperson for many years,
especially during her cosmetic counter
days in her 20s, but once at Bare, she
held control over what she was selling.
She reformulated and repackaged the
Bare Escentuals foundation. And now
she could offer her own piteh, teaching
women how to bulfl the fine powder of
mineral makeup with a brush over the
TV. Whatever she was doing, it worked.
She radiated on screen — the relatable
bast friend.

Blodgett developed a fiercely loyal fan-
base. At in-store appearances, devout
customers would line up on the streei
to meet the woman behind the makeup.
These [ans call in during infomerclals
and give feedback on new products —
they're the Bare army, of sorts, spreading
the brand through wored of mouth,

Eventually Blodgett grew into the role
ol marketer,

“I don't think I'm selling,” she said, “|
think I'm educating.”

Looking to growth in China

The Shiseido deal has allowed Bare to
leverage Shiseldo’s strong work In skin
care and Asian markets, Bare has its eye
on launching in China In 2013

Blodgett recently returned from a trip
to China where she stayed with Chinese
women, hoping to get better insight Into
their beauty routines and attitudes.
Translating the brand to other eountries
and languages has been a challenge, but
Blodgett has worked to boll down the
essence ol the brand, outalde of the 1.5,
and beyond even her.

"Peaple outslde can see that it's not
Just me. It's becoming how the brand
thinks — it's bigger than a person”
Blodgett sald.

bjriley @i bizjournals.com / (415) 268-4066 B
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Lorraine P. Auerbach
President and CEQ, Seton Medical
Center,

Residence: Redwood Cily,

Edueatlon: B.5, biology, Queen's Collegs,
City University of New York; MA,, Hospital
Adminisiration, Post College, Long Island
Universily; FACHE (Fallaw af the Amarican
Callege of Healthcare Executives),
Community involvement: Health Plan

of San Mateo chairparson, San Mateo
Section of Hosplial Council of Cenfral and
Narthaern California commissionar: San Mateo
Healthcare Authority commissionar,

First job: Madical research associate in
world=ranownad research lab = Einstain
College of Medicine,

Business hero: Bill Gatas — for his inganuity,
parsavarance, willingness 1o take risks,

and above all, his generous philanthropy.

He strongly believas in ghving back to the
community.

Proudest achievemant: Crealed a world-
class hospital with a new health care rir,\liur_!ry
madel urnph;uurlng axcallence in service and
quality from the ground up.

Biggest workplace challenge: Adapting
to the constantly changing health cars
environment, including health care reform,
while continuously impraving quality of care
and patient satislaction.

Something that wauld surprise others: |
became a hospital CEO in my early 30s
Fiva-year goal: To create and bulld & new
madical cantar of tha tuture thal will ensure
viability and sustainability for our community,

Katherine

August-deWilde
President and chief operating
officer, First Republic Bank.

Residence: San Francizco.

Education: A.B., Goucher College; MB.A,,
Stanford Graduate School of Business,
Board memberships: First Republic Bank
board of directors,

Community invelvement: Stanford
Univarsity Canter on Longavity advisory
councll member; Clayman Instilute for Gender
Research ai Stanford University membar;
Boys & Girls Club of San Francisco trustos,
First job: Working as an associate for
McKinsey & Co. out of Stanford Business
School,

Businass haro: Margaret Thatcher for har
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learless leadership and willingness o tackle
England's difficult economic challenges.
Proudest achievement: Completing aur
recent management buyback and initial public
oftering, while strengthening First Republic's
unique brand, which delivers exceptional client
Barvica,

Biggest workplace challenge: Retaining
Firsl Republic's entraprensurial spirit, which
has boen a great asset for the company,
Five-year goal: To build an First Republic's
raputation for sarvica excellence, to continue
altracting the industry's most accomplished
professionals, and to remain deeply invelved in
communities,

Elizabeth C. Babcock

f-'hl'rffr-‘(/!u‘rlﬂun and digital strategy
fg[ﬁf.'t'r, Roberts Dean of Education,
California Academy of Sciences.

Residence: San Franclsco,

Education: B.A, paychalogy, Northwestem
University; B.M,, music aducation,
Narthwestarn Univarsity; M A, Ph.D,, cultural
anthropology: Indiana Univarsity.
Community invelvement: Sociaty for
Applied Anthropolagy lellow; Encyelapeadia
of Life Education and Quitreach Commitios
adviser; 2010 Musaum Edition of the Naw
Media Consortlum advisory board member.
First Job: | ran a vary small nonprofit
organization called the Legal Clinic for the
Homaless in Atlanta. | traveled to homeless
shaltars, halping people get thair govarnmant
benelits, finding them pro-bono legal counsel,
hnlping’) them find nr,u,psing, and sarving as
their advocate In a whole host of siluations,
Business hera: Ms. Shelton, principal of
South Loop Elementary, and others like her
who continua to accomplish extraordinary
Ihlﬂgﬂ for thair students, teachars and familias
in the face of devastating budget cuts.

Proudest achievement: | have been
fortunate enough to taach many subject areas
and many ages and grade lavals. My proudest
achievements are those many Instances in
which my participation helped my student

to grasp a concept that was previously
challenging, or to excel in a way that they
nevar imagined,

Biggest workplace challenge: | feal
immanse pressure to do as much as | ean,

as quickly as | can, lo help improve science
aducation and Increase access to high quality
educational experiances for students as wall
as adults,

Somathing that would surprise others:

| once traveled the world far 10 months
leading a group of 28 undergraduates on

an exploration of sustainable development
practices in other cultures and socisties.
Five-year goal: To expand access to and the
quality of science education around the Bay
Araa.

Sandy Barbour

Director t{fnt."lh'lir.\', University

of “Cal g'ﬁ:ru i, Hru'f\'{elﬂq,

Residence: Dakland

Education: B.5, physical aducation, Waka
Forast University; M.5., sport management,
Universily of Massachusells, Amherst; MBA,,
Kellagg Graduale School of Management,
Morthwastarn Univarsity,

Community Invelvement: SFAAT
(Student Pragram for Academic and Athletic
Transitioning) board of dirsctars; NACDA
axecutive board,

First job: Director of Athletic Recrulling
Services, Morthwastern University in 1982,

It was an Incredible first job in an athletic
administration, It gave ma exposure to almost
avary aspect of the enterprisa.

Business Hero: Kevin White, Duke University,
vice president/director of athletics. He has a
clear vision, unclmflqpngl;d ir'ptd:tgrlty and & great
sanae of humaor|

Proudest Achlevemant: Helping young
people access quality educalion and ignite
their passion for a competitive anviranment,
Biggest workplace challenge: Balancing
the educational objectives of intercallagiate
athlatics with the business/entartainment
abjectives/imperatives.

Something that would surprise others:

| can't livis without my pllates|

Fiva-year goal: Cal Athletics to ba nalionally
racognized as the preaminent inlercollegiate
athletics program in the country,

L_}'diu Beebe
Corporate secretary and chief
governance njﬁm:r. Chevron € ‘orp.

Resldence: San Francisco,

Education: B.S, journalism; J.D,, University
of Kansas; MB.A,, taxation, Golden Gate
Unlvarsity,

Community Involvement: San Francisco
Symphony; Olympic Club board of governors;
Mational Assoclation of Corporate Directors of
Northarn California, board of directors.

Firat job: A bawling alley snack bar cook.
Business hero: Mag Whitman,

Proudest achievement: My wonderful
family.

Biggest workplace challenge: Constantly
changing to meat changing requiremants.
Something that would surprise others: |
was a weekend TV raporter in collage,
Five-year goal: Plan “encore” carear/|lfa.

|

Sharon Black

Senior district 'pnw.-.-h'h'u( rf{' Northern
and Central California, Hawaii,
Utah anel Nevada operations, Robert
Half International.

Residence: Manlo Park

Edueatian: B.S,, political sciencs, San Diego
State University.

Community involvemaeat: Davalopmant
Committea for the local Girl Scouls of
Amarica board member; Boys & Girls Club of
Amarica toy drive; Dress for Success

First Job: A sales clerk at a local pharmacy.
Business Hero: Jack Welch, farmer
Chairman and CEQ of Ganeral Electric,
Proudest Achlevament: The impact that my
wark has on the job seokers and employars that
kaep our local business community thiiving.
Biggest Workplace Challenge: Helping
position our clients for growth, while retaining
{op talent, so they ar stmngm coming out of
the recession than they were going in
Something that would surprise othars: |
trained in swimming for the LS. Junior Qlymples,
Five-year geal: To position Robert Half

as an Industry leadar by damonstrating our
continued commitmeant {o providing superior
sarvice and value-added resources to our
elent and candidate base

Leslie Blodgett
Founder and executive chairman.,
Bare Escentuals,

Residence: Tihuron,

Education: A.A, Fashion Insfifute of Teehnalogy,
Community invalvamant: Cosmatic
Execiitive Women,

First job: Salling hair sticks at Bloomingdala's
5Gth Straat In New York.

Business hero: Steve Jobs. He created such
loyalty. Ew;rynnn looks to that brand. He didn't
just create a category, they are tha category,
Proudaest achievemant: On our {irst customer
cruise we passed the microphone and women
spoke from the heart, Over tears and hugs, |
realizad this brand brings women together,
Biggest workplace challanga: The
reaponaibility in figuring oul how to address
evaryone's personal concerns as the business
continues to grow,

Something that would surprise others:
Public speaking makes me anxious, Deesn't
matter the size of the audience, biﬂ or small,
Five-year goal: Creating a day to celebrate
women worldwide,
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SHADES OF BEAUTY

Bare Escentuals CEO Leslie Blodgett wants ber new cosmetic collection to
be about more than making pretty faces. Page 7
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Cover Story

THE GRAND FINALE

A duo of the new Bare Minerals Ready
line of eye shadows are called

Standing O (left) and Climax.

THE DREAM SEQUENCE

A quad of Ready eye shadows consists of
(clockwise from left): 500 Thread Count,

Romp, Nightcap and Boudoir.

SHOWSTOPPER

This duo compact is part of the

new Bare Minerals eye shadow
line premiering this fall.

HIDDEN BEAUTY

Bare Escentuals goes beyond the superficial by picking models

for its new eye shadow ad campaign sight unseen, based on voice-only interviews

By Sarah Adler

CHRONICLE STAFF WRITER

Some might blush at the
idea that makeup can make
much of a difference, but not
Leslie Blodgett, the force be-
hind the Bare Escentuals min-
eral cosmetics empire. She
believes beauty can change the
world, and she’s spearheading
the San Francisco company’s
effort to prove her point.

“Pretty is great, but it’s
more of a fleeting thing, while
beauty is putting things into
action,” she said.

So when it came time to
promote a new line of pressed
eye shadows, Blodgett and her
team decided to take uncon-
ventional action. Instead of
showing dewy models in
glossy advertisements, they
decided to hire spokesmodels
based only on what they said
in interviews during a blind
casting session behind a
soundstage wall, their voices
piped in on speakers with no
visual cues.

“Bringing on models and
actresses that we never saw
until after they signed their
contracts is unheard of in our
industry,” Blodgett said.
Working with an advertising
agency, the company posed
questions to 271 models and
actresses to learn their pas-
sions, interests and values.
After three days of interview-
ing 78 finalists, five were
hired.

The “Be a Force of Beauty”
advertisements are scheduled
to appear in print, on TV
(network and cable) and on-
line this fall. It has been com-
pared to the 2004 Dove Cam-
paign for Real Beauty, which
featured non-model women in
a series of advertisements shot
by British fashion photog-
rapher Rankin.

“I have talked, touched,
kissed and hugged many
women over the years who
may not be considered model-
quality,” said Blodgett. “But
they are even more beautiful
than stereotypical ‘pretty’
standards because they have
something to say and are do-
ing mega things and contrib-
uting to society.”

Blodgett, who lives in Marin
with her husband, Keith, and
whose son, Trent, is a college
sophomore, has used her own
story to connect with her
legions of fans, many of whom
belong to dedicated sites on
the Web and travel long dis-
tances to meet her when she
makes appearances at stores
and events. Even her dog,
Kiko, was named by fans.

Even though the 35-year-old
company — composed of Bare
Escentuals, Bare Minerals,
Buxom and MD Formulations
— was sold to Shiseido in 2010
for $1.7 billion, Blodgett still
writes personal thank-you
notes to customers who send
her photos and letters for her
wall of inspiration.

In fact, she said, it was the
constant pleas in those letters
and other conversations that

i

Russell Yip / The Chronicle

Leslie Blodgett, the guiding light of Bare Escentuals, has legions of fans, many of whom have sent her
cards, photos and letters that adorn the wall of her San Francisco office.

led to the company’s new
collection of Bare Minerals eye
shadows called Ready, using
solid rather than the signature
loose minerals.

“We couldn’t just put eye
shadows in a pressed form
just for the ease of
transport,” she said.
“We just weren’t
ready.”

The product devel-
opment started
sourcing innovative
ingredients and raw
materials that would preserve
the colors in solid form with-
out chemical additives and
preservatives, which the com-
pany shuns.

Blodgett’s husband, a stay-
at-home dad, was the inspira-
tion for one of the line’s main
ingredients. An avid Italian

cook, he uses only cold-
pressed olive oil for his dishes.
Blodgett recalls watching him
cook and wax poetic on the
benefits of cold-pressed olive
oil and took that idea back to
the lab, where the team exper-

“We’re redefining what it means

to be beautiful.”

Leslie Blodgett, Bare Escentuals

imented. They discovered that
using cold-pressed German
borage oil in the eye shadows
would better preserve the
integrity of the ingredients
and help moisturize and con-
dition the skin. Blodgett says
that too often the beauty in-
dustry recycles ideas, so she

encourages her team to “go
outside to see what the world
has to offer.”

Blodgett was part of the
research, and wears her line
— donning a different look
each day, though relying on
her go-to standards
(Bare Minerals Original
SPF15 medium beige
foundation, Around
the Clock midnight
eyeliner, Buxom Brook-
lyn lipstick mixed with
Bare Minerals Pretty
Amazing in Confidence) —
something she has lived by
since joining the company 17
years ago.

“We never want to cover up
and mask who you are. You
deserve to look like yourself
and never feel like there is an
obstacle between you and the

Sampling of the “Real
Beauty” questions
asked during the cam-
paign’s model cast-
ing:

What are three things

people don’t know
about you?

If you were packing

for a perfect island
vacation with the man
of your dreams, what
one item would you
need to bring with you?

Assuming money

wasn’t an issue, if
you were to give up your
job and pursue another
passion for a year, what
would you do and why?

If you had a time

machine, where
would be your first
stop?

If you could put your

personal motto on a
T-shirt, what would it
say?

What was the last

thing you Googled?

To read Blodgett’s
responses, go to
sfgate.com/style

rest of the world,” Blodgett
said, referring to her signature
foundation product, the min-
eral-based Bare Minerals line,
which doesn’t contain binders
or fillers and has won mul-
tiple awards from beauty edi-
tors and organizations.

“Once we got to the point
where Bare Minerals was
accepted and could help wom-
en be comfortable without
wearing a mask — that they
could face the world in a natu-
ral way — with this campaign,
we can now take it one step
further,” she said.

Blodgett’s hope is that her
industry is ready for a cam-
paign whose platform is to
create a dialogue.

“We’re becoming part of a
movement that is redefining
what it means to be beautiful,”
said Blodgett, who says that
other than basic color correc-
tion, the ads did not “obses-
sively retouch” or airbrush the
images of the women. Age
lines, puffy eyes and uneven
wrinkles were deliberately
preserved.

She wants to change the
images that women and soci-
ety see.

“If we can put more empha-
sis on who you are, what you
do and what you really look
like than on what you’re ‘sup-
posed’ to look like, then may-
be you’ll be more accepting
when you first meet another
woman.”

Blodgett says she is feeling
empowered by the campaign.

“Being part of this cam-
paign makes me want to be a
better person and push myself
even further,” Blodgett said.
“We are sensing that women
all over are feeling better
about looking in the mirror,
and that is a beautiful thing.”

E-mail Sarah Adler at
sadler@sfchronicle.com.
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When Leslie Blodgett became
CEQ of Bare Escentuals in
1994—the company was then
a tiny maker of bath and body
products—she saw a huge
opportunity selling healthy
mineral-based makeup. But
she didn't quite realize how
many women she could reach
until she made a pitch on
late-night TV. The company’s
rapid growth led to a 2004
IPO, followed by the sale

of the company this year

for 1.7 billion to Shiseida,
the Japanese beauty giant
Today, Bare Escentuals, based
in San Francisco, has 130
boutigques in the LS, and one
in the LK., and employs 2,200

ASTOLD 7O LIZ WELCH
PHOTOGRAPH BY JEN SISKA
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¢ | BARE ESCENTUALS

A COSMETICS QUEEN
AND HER LOYAL FANS

I've been working since [ was 10, My parents got divorced when |
was 9, and my mother raised me, my brother, and my sister on a
teacher’s salary. She was tough. | probably would have been very
lazy if she weren't always on my ass.

My first real job was at McDonald's. There was a girl there who
taught me how to apply double shades of eye shadow, which [ still
do today. 1 always loved makeup, even though my mother didn't
approve. She was into the women's-lib movement. She never
remarried, loved her independence, and always told me to have
my own career. Whenever [ went out with a guy, I'd always pay for
myself, I didn't want men to think that they had anything on me.

I spent my first two years al Oswego State partying, My mom reacd
about a new program in cosmetics marketing at the Fashion Insti-
tute of Technology in New York City, but | needed experience to
even apply. My first interview was at the Christian Dior counter at
Gimbels, on 86th Street, but [ wasn't their type. Bloomingdale’s
wouldn't hire me, either, so I waited outside the buying-office
door every day until they gave me a commission job selling hair



| HOW I DID IT

sticks. I made 21 percent of all sales and
ate a lot of popcorn and ramen noodles.

By then, I'd been accepted to FIT, | ook
on part-time jobs, including one at the
Ultima IT counter at Macy's. That’s where
1 learned about makeup application—
and that the makeup counter is a terrible
place. The saleswomen were angry and
mean. Then | met Keith. He was the first
guy who insisted on paying for dinner.
We got married very quickly. [ think |
was looking for a puy who could take
care of me emotionally.

I got a job at Max Factor in product
development and discovered | had a really
good eye for color. I moved quickly from
assistant to manager. The company was
sold to Revlon, which was then bouglt
by Procter & Gamble, I was surrounded
by younger M.BE.A's who were making
more than me and had attitudes. T
resented that. As a result, [ didn't hire
M.B.As for years—I wanted passionate
peaple coming up through the industry.
I've since learned that you need balance,

Keith worked in film production, and we
agreed that whoever was making more
money would keep working when we
started a family, Our son, Trent, was

3 months old when 1 took a job with
Neutrogena. Keith has been a stay-at-
home dad ever since. He does everything
around the house. T don't even know
how to turn on the dishwasher.

In 1994, John Hansen, part of an investor
group that owned Bare Escentuals, called
me. I'd never heard of the company, which
made the first mineral-based makeup line
and had six stores in Northern California,
Back then, everyone used liquid founda-
tion, which seeped into your pores and
gave you zits, A powder foundation that
was good for your skin made great sense,
but the shades Bare Escentuals had created
weren't working. They were gross, | knew
complexions and how to match skin
tones—and 1 saw a hugeopportunity,
John hired me, and [ became CEO within
a few months,

99 ik
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“That day, we sold $45,000 worth
of product. My heart was pounding
when | walked off the set.”

| relaunched the line as bareMinerals,
with six eye shadows, six blushes, five
foundations, and brushes. There were
seven of us in'the office just winging it.

By the fourth quarter of 1996, | thought
we weren't going to make it [ spent many
sleepless nights worrying. There was not
much on TV at 2 a.m., so | found myself
watching a smiling woman on (QVC
selling jewelry and thinking, | could do
that. [ bought a white suit and a 529 fake
S-carat diamond ring and decided to
give it my best shot,

I went on air August 30, 1997 —the day
Princess Diana died, | said things like,
“Do you want to make your skin break
out even more? Then don't try my prod-
uct. But if you're interested in something
pure that you can actually sleep in, then
let’s talk.” That day, we sold 545,000 worth
of product, My heart was pounding when
I walked off the set. I started screaming,
“You rock!” to the host, Lisa Robertson,
who's now my best friend.

Women liked the product bur had ques-
tions. | went online daily to respond but
couldn't keep up. And then [ noticed
other women were answering for me,
That inspired me to start hosting evenls
at our boutiques. [ invited peaple to
come share ideas and tips. 1 started
naming new products after loyal fans,

| was scheduled cvery six weeks on
OQVC but realized | needed more time
to talk about the application process,
Infomercials scemed a great way to do
that. Suddenly, we had the ability to get
our message out daily if we wanted to.

The infomercials were a success, but
people couldn't find the product. So 1
tocused on distribution. Sephora wasan
especially hard sell. I sent a white limo to

Sephora’s headquarters, which is right
down the street, and brought the buyers
to our houtique. It worked. A few vears
later, Nordstrom called.

Big bashes get a lot of notice. S0 we had a
cruise for customers to the Bahamas and
then one to Mexico. It was like a giant
slumber party: We dressed up and danced
and had fun. Then, 1 ok a bus tour of
our boutiques and we hosted events. 'd
talk about our products as well as my
thighs. And my Spanx.

In the mid-2000s, we started growing too
fast and couldn't keep up with demand,
so there were a lot of lost sales. We hired
Myles McCormick as our chief financial
officer in 2004: He's an M.B.A., and so
I've learned 1o love M.B.As. He's now
the CEO, and I've become executive
chairman. Myles has always done the
hard math and business analysis. | make
decisions from the gut.

I've received thousands of letters, One
woman wrote; “Dearest Leslie, I've
always been overweight. I've never felt
pretty. 1 lived without cosmetics for 15
years, In 2008, my vounger sister con-
vinced me to try barcMinerals. | did—
and then 1 cried. Finally, at 49 years old,
I was pretty.” She’s one of my angels now,
part of my volunteer ambassador pro-
gram. We send these women samples,
and they talk about the product to
friends, strangers, and colleagues.

Why am | here? Because women want to
feel pretty. If I have a bad day, I read
these letters before [ go to sleep at night.
They remind me of what we do. It's
powerful. | don't want to be a business.
I want o be a community, @

#100M - For a full archive of How | Did It lestures,
visil www.inc.com/hidi



OCTOBER 2012



ISSUE 06

OCTOHER 20112

TRACEY
EMIN'S

FASTHON
MASII-UP

COATS i~
AND
BOOTS




NECESSITIES

How do you turn a hippie
bubble bath brand into a beauty
powerhouse? Ask Leslie Blodgett

of bareMinerals says
Stephanie Hirschmiller

he’s been credited with revolutionising the
beauty industry with her bareMinerals
brand of mineral-based make-up and
regularly performs the splits on stage at
company conferences so it’s pretty hard to
believe that executive company chairman,
Leslie Blodgett, 50, has ever felt intimidated
by anyone. But it hasn’t always been thus.
When she started her career in Eighties New York Blodgett failed
to get a job on a Christian Dior beauty counter: “I'd worn my best

suit, but I don’t think I was sophisticated enough for them, at that
time.” Even later on, she admits
shopping online at Bergdorf
Goodman as she was too scared
to make it through the door.
Now she has her own in-store
stylist who lines wup
her favourite designers when
she’s in town — Victoria Beckham,
Stella McCartney and Alexander
McQueen.

Just as it should be for a woman
who singlehandedly took Bare
Escentuals, then an ailing bath
and body company with a slightly hippie ethos, to grossing around
$7m a year in the mid-Nineties, to the powerhouse that went public
just over a decade later with a turnover of $550 million. It was
snapped up by Shiseido two years ago for $1.7 billion. From the
start, she recognised the potential in the mineral-based make-up
that the company offered as a sideline and ran with it. “I thought,
‘this is amazing, let me take this and turn this into a brand”” And
so bareMinerals was born.

She attributes much of her drive to her mother who brought up

90 | AMUSE

‘My mother really pushed
me. She'd say things like
“youre gonna be a waitress

for the rest of your life

her children (Blodgett is the middle of three) alone following a
messy divorce. “She really pushed me. She wanted to make sure
that I knew I could be independent of a man, that I had to make
my own money and be successful. I was never good enough and I
was always trying to please her. She would say horrible things like
‘you’re gonna be a waitress for the rest of your life if you don’t get
your shit together!’ But if it weren’t for her doing that I don’t know
what I'd be doing now.”

Indeed, in her own household, it’s Blodgett who is the breadwinner.
Her husband Keith, a freelance programme maker, stopped working
when their son Trent was born some 20 years ago. “We made a
deal before I got pregnant,” she
explains, “that whoever had the
good job was the one that was
going to be working.” She does
admit to early tensions, though:
“Keith didn’t feel emasculated in
any way, he loved what he was
doing. I was always the one
causing trouble. I became
”? extremely envious that he got to
see Trent every single day. And
I would get mad...”

When she was head-hunted in
1994 to run Bare Escentuals, she was 31 and had been working in
cosmetics development at Revlon and Max Factor before moving
into marketing for Neutrogena’s haircare business. She hadn’t even
heard of the company - there were only eight retail stores in the
US as opposed to its current 200-odd — and her son was just a baby,
but she took the risk and upped sticks from LA to San Francisco.

It was a hard slog but the pivotal moment came in 1997 when
Blodgett’s bareMinerals became the first make-up brand to advertise
on QVC and her products sold out in six minutes flat. The idea was



a result of her insomnia watching TV in the middle of the night

when she couldn’t sleep with worry: “The only shows that were
on were horror movies and QVC and I just thought, ‘let me see
if I can get my make-up on the show’. I didn’t have money
for advertising.”

Blodgett still professes to be something of an introvert when it
comes to addressing an audience. “I was petrified for the first seven
years on QVC, I felt sick every time. But that’s why I do dances
onstage as I don’t get stage fright then,” she says by way of
explanation for her motivational antics.

So what is the secret of her success? Word of mouth and personal
engagement from the outset. A lady called QVC customer services

with a question which Blodgett answered personally — “I was excited
to know one person was actually watching,” she laughed. The lady
(who lived in the remote American Midwest) introduced her to the
user forum - a precursor to our social media and she was hooked
- constantly interacting with, and listening to, her customers. Those
customers moved the forum off QVC and developed their own called
B Addicts. “I'm telling you,” she says, “this company has evolved
solely because of the connection with these women. It’s one thing
to have a great product with no one using it, but here was a great
product that people were using and were freakin’ ecstatic about.”
bareMinerals READY SPF 20 Foundation launches in the UK on 1 October,
exclusively at Selfridges and Selfridges.com

AMUSEMAGAZINE.CO.UR | 91
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A Big Move in Beauty:
Shiseido Offers $1.7B
To Buy Bare Escentuals

By Pete Born and Molly Prior
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Shiseido in Bid to Acquire Bare Escentuals

Continued from page one

will back the offer. Among the shareholders, Berkshire Partners LLC and certain
Alfifeata's which hold about 16 percent of outstanding common stock, have agreed to
the deal. In addition, Bare Escentuals chief executive wificver Leslie Blodgett, who
holds 6 percent of the Ea'n would exchange 40 percent of her stake in exchange for
an undisclosed interest in Shiseido.

The acquisition would be operated as a separate division of Shiseido and its busi-
ness would be managed by the current roster of executives, led by Blodgett, who is
expected to report to Tokyo headquarters.

The deal is predicated on combining the strength of Shiseido’s global distribution
reach, particularly in Asia, and its prowess in research and development with Bare
Escentuals’ dominance in the still-hot mineral makeup trend and its expertise in
marketing across all retail channels.

“This acquisition further enables Shiseido to move toward our goal of becoming a
global player representing Asia, with its origins in Japan,” said Shinzo Maeda, presi-
dent and ceo of Shiseido. “We have known and admired Bare Escentuals’ excellent
team and their achievements for a long time, and look forward to their contribution
to our combined group. The operational fit and future growth prospects make this an
excellent transaction for our customers, employees and shareholders.”

company’s next innovation will be after mineral foundations. Recently, she said the
company is working on creating new brands. To that end, the company has spun off
its Buxom plumping lip gloss into a stand-alone brand.

But a small percentage of the company’s current customers use its lip and eye
products: 37 and 22 percent, respectively, according to the firm’s investor presenta-
tion in November. One of it latest strategic initiatives last year was an aggressive
product sampling program to entice customers to try its color cosmetics. The com-
pany plans to keep pace with that effort this year.

One of Bare Escentuals’ greatest assets is widely seen as its ceo. Blodgett shuns
the button-down, corporate approach of many of her peers. She also drives the cre-
ative direction of the company, including its upcoming, irreverent ad campaign
“Rethink What Matters.” Her humor resonates throughout the company. Case in
point: An opening slide to a recent investor presentation read, “Going Bare. We do
not live by the rules. We have our own.”

In June, during a Q&A hosted by Cosmetic Executive Women, Blodgett was asked
how the firrm would succeed in her absence. She said Bare Escentuals’ success in
Japan and throughout Europe — where she is not as well known and adored by cus-
tomers — was evidence that the brand’s heartbeat was not tied strictly to her.

Blodgett’s management style contrasts with the stoic and pragmatic approach of

Items from Bare Escentuals.

Shinzo Maeda

Blodgett, who joined Bare Escentuals as ceo in 1994, grew the company’s sales to
$556 million by 2008, from about $4 million. A total of 85 percent of the company’s
sales are in the U.S.

“I couldn’t be more pleased to be joining forces with the team at Shiseido....
Together with Shiseido, we look forward to bringing our mineral-based beauty prod-
ucts to even more women worldwide,” Blodgett said.

Bare Escentuals has been at the forefront of the distribution in the U.S. beauty
revolution, combining midmarket specialty store chains such as Sephora and Ulta
with a strong TV shopping component and a department store anchor. It also oper-
ates its own stand-alone boutiques.

The acquisition is expected to widen Shiseido’s customer base and extend its
product reach into mineral cosmetics, giving Shiseido a foothold in Bare Escentuals’
key channels, including TV retailing and the Internet. It is also expected to strength-
en Shiseido’s presence in Europe and Asia. In addition, the deal would provide the
makeup brand with greater access to Japan, as well as other fast-growing Asian mar-
kets, such as China. Bare Escentuals is the number-one makeup brand on QVC U.S.
and Japan, according to the company.

Shiseido is likely to offer Bare Escentuals a platform to broaden its product as-
sortment beyond mineral makeup and foundation in a more meaningful way. One
of the challenges facing the fast-growing company is the need to move beyond its
breakthrough mineral franchise. Blodgett has often been asked by analysts what the

— Leslie Blodgett, Bare Escentuals

Shiseido.

Shiseido, which generated $7.5 billion in 2009, has a strong concentration in
skin care, including the main Shiseido brand. Its other brands include Clé de Peau
Beauté premium makeup, Carita skin care, the Nars makeup artist brand, Zotos
professional hair care and the fragrance subsidiary Beauté Prestige International,
which includes fragrances by Issey Miyake, Jean Paul Gaultier and Narciso
Rodriguez. There also is the Aupres color cosmetics brand established in China, and
the upscale Ipsa beauty brand.

Almost 40 percent of Shiseido’s 2009 sales were generated overseas — it is in 70
countries — including in China, where Shiseido counts itself as one of the top three
brands there and elsewhere in Asia.

In 2008, Shiseido kicked off a major plan to make it a global player. A tough price
war in Japan, where Shiseido positions its product in the midmarket, spelled falter-
ing fortunes. Asia Oceania was the best performer overseas, with sales up 7 percent.
In China, Shiseido has a strong showing and anticipates continued growth. It plans
to reinforce its makeup lines for department stores there, and expand its specialty
store network for cosmetics in China.

BofA Merrill Lynch acted as financial adviser for Shiseido, and Shearman
& Sterling LLP and Mori Hamada & Matsumoto served as joint legal advisers.
Goldman, Sachs & Co. acted as fiiian¢ial adviser to Bare Escentuals, and Ropes &
Gray LLP served as legal adviser.
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THE CULL OF PERSONALITY

If you thought Deadheads were die-hard, meet the obsessive fans of Bare

he very first woman ai the
front of the line
the entire

BELE

the tone for

Texas m'.ul-lrip weekend:

“My husbane had both his

I-C,I'Ilr'l'\ |'|'|'||m |,'|:| Wi Wi rl,'k\

ago, and |l||-|\.' tald me |

I could bring him home i

- ther Friday night or Satur

day, and 1 said Saturday

becanse ] had io come here |I|'t'i|||\-||' I\'nli {ife
like a movie star to me,”

The like-a-movie-star is Leslic Blodgett,
CEO of Bare Escentuals Cosmetics and fre
quent pltichwoman on infomercials and
‘_?_V[. 5 These ||.'I\'.‘\, she 15 also o lkely VISILOF
tes i mall near vl The new-kness-husband
laely has come to see Blodgett at an in-store
appearanee il Sephora in the Barton Creek
Square mall in Austin, Out in the lot sits
Divicd (‘n|=||t-|'i'it-|rl‘r. former tour bus: Bare
Escentuals has leased it for a year, toned
down the pleather-banquette disco-mohbile
vibe with Target bedding and lots of Jona
thun Adler Hl';'{l]lvlmml I.i'||uu.' I"NI Wh, ,'|||i;|
hit the road for several mult ity v wiel irips
The vehicle’s Mylar wrapping features an
enorimous headshot of Blodgeti—as well as
images of mul\l'llgl and brushes—and. has
been christened the *Swirl, '|'u1|, Buis™ 411 0
nod 1o *Swirl, 'l';|1|, Bufl,” the basic instrui
tions for using the company s breakout prod
uct, bareMinerals, the all-natural powder
||lI:IIH|.|.|.I|:|I'| I||||I Il'illl"‘\f'[ll‘\ .'|'||n:|| I.-r |;|1|('|'|||

:’1’2 www slls cor

Lave, adlualiyi
Whai iu it thai
Wfawi hafils ol
fens to Leniis
Windgeii?

of its roughly 500 million in annual sales,

Bare Escentuals hasactually been around
since 1976, when it opened as a boutique in
Los Gatos, near San Franclsco, A““"‘H the
brand's u':u'tl'L-pl'u".It"..'. bath lotions and
Elulium wis an all-natural puwrlvr that
appealed to women with rosacea, scarring,
and other sensitive-skin fssues, It was sold
h}- weight=women would scoop i from
u barrel, as if Iht-}' were al Mr, Oleson's
Little House mercantile—and made of all-
natural ingredients long before the enviro-
L‘\'l‘l'\'lhillg ol Iur|.:)"h Fjlui_[ui_'l\. 'W'lu'“
l‘;lmlp_u'll took over the company in 15034
(after working in development for mega
brands ineluding Neutrogena, Max Factor,
and P&G), she u't'uglliﬂ'd heow unigue the
product was but also that it needed to be
relormulated, t'|'|'nu'k.'|uultl, and remarketed,

And how far bareMinerals has come
from its hippie-dippy roots! To be certain,
it's still superpure: bareMinerals SPF 15
Foundation contains jl.u,l five mgr:-:lu-un,
most with nimes ynn‘rl recognize from
seventh-grade earth science, like mica, zine
oxide, and titanium dioxide. In the pot
(no more scoops), the powder looks like lit-
tle more than tinted confectioner's sugar,
but on the skin it becomes o scur eTasing,
complexion-evening pixie dust.

Blodgett recalls that in the early days, “it
WIS (1If'f'l|'ll|l 14 gt Ill'u!lh' Lis 0§ \ l]||' |J1flthll1
because it was so dillerent and weird,” Then
she realized that if she could reach out to

Escentuals ( EO Leslie Blodgett, who lives as proof that charisma is the real
kc*y tn power, Rory Evans takes a short, strange trip on the Swirl, Tap, Bus

women who had really bad complexions,
bareMinerals would eateh on, "I wanied io
tulk to the women whao wouldn't go out be

cause of their skin,” she SUys. *1 knew |I\rl)"r1
tealize that they could have beautiful skin
and they didn't have to stare in a magnifying
mirror and be depressed all day.” Indeed,
her most devated customers seem to come
from the Island of Misfit Cosmetics Shop
pers—women with acne scarring or sensitiv
ities who'd never successfully worn makeup
until they found bareMinerals, often in theli
1405 or later. ])urmH the tour, many af them
um.lm.uh mmlht'll to recount their fairy

tale- sty le awake NningEs, thanks to bureMiner-

als: "It took my boyfriend a week o figure
out | was wearing makeup; he knew some-
t|'1i|1g wiis different but couldn't pinpe ink ™
“When my older sister started using it, we all
accused her of having work done” Then
theres the fan in Austin, a fortysomething
cherub ol a woman in a mom cardigan and
Coach bag, who walks up to Blodget
and says, “I just wanted you to know, this
changed my relationship with my face.”

Inmany ways, Blodgett herself is a bigger
draw than the makeup, which, after all, is
readily available at Sephora and Nordstrom,
Women feel like they know her already—
and in some sense, they do: Blodgett is on
TV all the time. On air in 1997, she sold
1,300 mineral-and-brush kits in six minutes,
wiping out the inventory; last year, she ap-
peared for more than 60 hours, Each week,
across all cable markets, her infomercials ati
abaut 450 times, Bl dgett had gmn’l reison
to think her makeup would sell: She's always
been o devaled TV ‘-|'1n|a|.u'i |W||t'u.|||\' clur-

ing bouts of insominia. Knowing the prod-

ucts and ||itt'h sty li# that .||'.~|u-.'|lc-ti o her .i""'
strengthened her skills on set. On tour,
plenty of women admit to TiVo'ing herevery
time shes on, They tine in for her conta-
gious, girl-friendly demeanor as she switl,
taps, and bufls someone into a makeover, for
her sell-deprecating humor, and for her
imprompiu anecdotes about her husband,
Keith, her |5-year-old son,
fl!l}."\ Kiki.

But neither the e wider's efficac ¥ (skin
luminizers and mineral mukeup are grow
ing product eategories) nor Blodgett's tire-
less TV presence completely explain the

.Ill'i‘lll, lll'li'.l I'M‘l'

reeiy of e Esowrtuls
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Bare Escentuals revelutlon, Thire remains
i alight mystery us o why, in Austin, San
Antoniio,  Houston, and  Dallas, wonen
shasw up by the bundveds armalls o wait in
sevpentine stunehions. How (o explain, G
Inatanice, the gioip of woinen who visied
Bleslgeit at the Austin Sephora on Friday
tight and then drove o San Antonlo
this pexl o o see et agalin® O the
woman whie [ashioned & pair of sarvings
from the lids of basreMinerals pois aned
winhtedl b e Just o show hei? O the Bwo
frienels who played  hooky  Trom thels
Bt Teieniel’s by shovwer just for o Bladgeti
eicotiinter? O the lady who showed up with

| donttn
Just listened to
and women tc
wantec
was all

winiing Blodgeit's picture wiih them for

theli "baby hooks™ ! (And how o explain
why Bladgeii cheerfully abliged 1)

did

"Peaple became famous for strange rea-
aand,” explaing Travis Bradberry, author of
The Persunadity Codde (Puinam) and The Ema-
tianal Intelligence Chiideh Hook (Simon & Schus

ier), “Blg colebrlites are limous because of

medincoverage, They don't really have o do
all thist mnich, When i smidlestime person
becomes fnmons and diaws jrsciples 1o hed, i
b w lot dos el weith her poesonaliog”

o whit s i0abaout Blodgetis poesonality
i partcular She foats an unsclentific ex
planaiion for hor appeal; “I'm a huge gool
a1, sher confesses, O Tihink it o ‘normal’
thig, and Tain very norinil, People e tised
t meeing poople on o pedesal, and they cin
only wpire @ b like that, There's nothing
aapirationial ahout me other than my Guoeed
elress,” Whini Blodgeii ealls gooly o normal,
pyelologisis would call eharisma, Forovery

Hle dlistpd] ey fains waiil 1o ko sl her,
shit's ovin misee cuclons abont theim, This s
crvetil. Usually, dharivg the fiest fow soconds
ol convaraition, she inguives, “Do you mind
1wk haiw ol yisi e "™ Sure, shs partly
iaking nx n conmatics CECY, o soe how woll
her products are working (does this womin's
ki look like she's B87), Bt more impo;

innl, sho's alse forging an instani (viendly
Bomdl, “1 don't even reulize when 'm doing
b, bt [ kv [l Bl gt addimdes, 1 also
always ik nbsout bivihelays, 1 s way Drolais

INK | trust r'
| )Hw
Hl oW

I, Of Ve

inn peaple, Dikink 1 put mysell where | was
when [was ihat age, You've 240 1 got mar
Pl it 24, You're 457 Pm 45 You're n Yigo!
i a Vinga!®

The faney pryeh torm for this s reeip
Ciiting sl eiselosure,™ *The eliched thing is

nakiiig m wioinai hep age—thit's a very il
rne gquestlon, Iy ean pull i ol 10 an
exbrene thing,” snys Frank Beenierd, PhID,
the chali of payehology al Chegon Stale
University, whis specializes in ihe dynamios
of Tace todnee Internetion. *To make ihe
intimaey okiay, yoil shiie formaton: 'l
shiiw Vi ilnge Il'ynu ahin imie yiniirs, Yinitl
b surprined by what vou can gei out of the

self, so|
;)I(*
at they
ars, Hm m

ine PEEnary lainanan
1,000 tnad irinsi fare

EREENTUMIE DEFEMINETEIE
BEF 1R Founaabion and Fuil

Coaveraue Hahuki Brush

famp masunt

atvaivger i line belind you ot the Bink jusi
by p.|1u|m1|||| somi B about yourseli”

Bui you've goi o mean i, “In order io
hiwe tils Kind of @mottonnl |.||||l|uq||||1 Yol
havi to conneet wiih your aniilience,” Hiail
berry siys, “wnel thai's hare o do il you're
ot Bkl on veal” Fansous prople like Ra
ohuel Wiy copping o hoveible knfe skills or
Ovprah eulling sut her vae jay-jay on alr o, ol
conrae, Setor Chacisma Al Universe him
self, William Jefferson Clinton, pronoiine
iy thist he foels our pain, tarn that page in
Holly wond gossip muguzines —“Celebrities
Are Juat Like Usl™—=oi its head! “Thit's
What Weld Bo Liko iF We Woro Clolobiitio,”

Iy e seen so mueh s o nanosecond of
Duivel] Plivininaid doting his I Clinton,
vt alreacly know ithre are somie very clesr
physical components te charsma: eye con
tact, head nodding, empathetic nonverbil
vinetiong, Wit trly slevates the quality of
un internction—howover [leoting—in whon
the Hatener “cin focis with an intensity, look
virn plght in the syis o eight inio youe sl
unel make you foel like ihe only person ina
ciowded room,” Berider] suys, And there's
Bleselgeii, At no polnt does the line appear o
Hol sharier, but she never seems limipntlent oir
distrncted, Each Gme she spooks o a fan,
Iliselgeti lenng slightly forwared and il b
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Beauty e beauty report

“ The best

beauty product is
confidence. When
a woman shows
it, you think she’s
hot, even if
she’s not a beauty

queen. ,’

The Entrepreneur Next Door
LESLIEBLODGETT

Few people had heard of Bare Escentuals’ BareMinerals when CEO
Blodgett took to the QVC airwaves in 1997. After that sellout broad-
cast, the mineral-makeup revolution exploded. Famously approach-
able, Blodgett likes to personally answer customers’ e-mails,

How to fake great skin: "Apply powder highlighter underneath
your foundation. It gives an inner glow.”

Evan better than lipstick: “Try rose- or wine-colored eyeshadow on
vour lips. Apply balm, then press the shadow on top—it lasts”
Most reliable way to relax: “1 blast seventies funk music and dance.”
Key to exec success: “Be a sponge! Talk less and take everything in”
The best makeup M.O. is... “Find what vou think is really pretty

Bronzer is the most
misunderstood makeup.

about you and play it up. If you need help, call me. I'm serious.”

o . .
“A dab of pearly,

shimmery shadow on-the
inner corners of
your eyes makes the

brighter. ’ H

128 GLAMOUR COM DCTORER 2D0EB

The Mascara Maven

KAREN FONDU

Maybe she was born with it: Fondu grew up
around her dad’s beauty salons in Arizona
and New York. A longtime exec for Mayhel-
line New York (maker of the cult favorite
Great Lash mascara) and Garnier, she just
became the president of L'Oréal Paris.
Very sane beauty advice: “You don't always
have to look ‘done. T'm high-maintenance
during the week, but on the weekends,
you'll find me in my sweats.”

Her morning routine: 1 apply concealer
under my eyes and highlighter on my upper
cheekbones and above my brows. It makes
me look fresh and ready to take on the day”
Most unusual task: “Often when I'm doing
store visits or shopping on my own, I hand
out Mayhelline coupons to customers.”
Her bliss secret: “Learn to balance your
time, When you're home, be home, And
above all, be there for special occasions.”

A little on your cheeles
and temples makes your

skin come alive. ’ ’

The Legend

IMAMN

Thedanghter of a Somalian diplomat, Iman
hitthe modeling scene in 1975; two decades
later, she helped transform the industry's
naotion of beanty with IMAN Cosmetics,
made for women of color. Today she also
heads up the I Am African ad campaign.
What she adores (besides husband David
Bowie): “My foundations. I created them
when T realized that no self-respecting
black model went to a shoot without her
own, because makeup artists didn't have
the colors”

Her lock-awake trick: “It's simple—sun-
glasses and & smile”

Hidden talent: “1 cook every night. I make
alot of Thai and Chinese fond.”

There's no such thing as tee many... "Caf- ¢
tans. T have 400 from all over the world. i. €
doesn't matter if you're barbecuing in
one-—you'Thfeel like a lady of Tuxury”

Key ta exec success: "Don't be afraid to
admit you have no idea what you're daing.
It's not asign of weaknoess; it's a sign of cour-
age. | ask my mentor, [former beauty exec-
utive] Robin Burns, for help all the time.”
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Leslie Blodgett: The Most Popular Woman in the Room

By Molly Prior N All kidding aside — at least for a moment — Blodgett acknowledged life as a
public company has reinforced the need for disciplined growth.
LESLIE BLODGETT KNOWS HOW TO WIN OVER A CROWD. Often asked what her next trick after mineral foundation will be, Blodgett said

In an era of gloomy, recession-talk panel discussions, the Bare Escentuals chief  the company is working on ereating new brands, “It won't be just Bare Minerals any-
executive officer had an audience of beauly executives in stitches Wednesday eve-  more,” she declared. The beauty game-changing Blodgett built her business on QVC
ning during a Q&A hosted by Cosmetic Executive Women, led — when buying items hawked on the small screen was still con-
by WWD Beauty Biz editor Jenny Fine. at sidered taboo by many — and she is now increasingly enamored

“I like having everyone around,” said Blodgett, referring Leslie Blodgett with another electronic medium: Facebook. She boasts 5,000
to the influx of competing mineral makeup lines. Then came Wednesday's event. friends, the maximum allowed by the social networking site. “The
the zinger. “Just don’t get too close,” warned Blodgett The un- Internet is no longer anonymous. I know their religion, what they
conventional ceo shuns the button-down, eorporate approach ate for lunch, their boyfriend,” she said of her Facebook friends,
of many of her peers, and speaks honestly — having long-ago laughing. But connecting with the consumer — whether online,
checked her ego and pretense at the door. That approach has on her bus tours or at the boutigues — is Blodgetl's mission.
helped Blodgett court legions of loyal users and build Bare “This is not & marketing thing. It's not a stunt. This is our life.”
Escentuals into a $558 million business, up from about $4 mil- Case in point: Last month, Blodgett took out a $40,000 ad in the
lion when she joined the company in 1984, Blodgett's emotion- New York Times, which invited readers to meet her for coffee
al ties to the business are difficult to mask — even in front of if they were in San Francisco. “I'm not kidding,” she wrote, and
Wall Street. included her assistant’s phone number:

“T don't like earnings calls, because they scare me. [ have The ads return on investment? “I didn't care if it worked,
to use language [ don't like to use. [ want to tell [analysts] how 1 believed in it,” said Blodgett, dismissively noting the ad did
I feel and they just want me to tell them where our inventory result in a sales lift. It also drew some 30,000 women to the

T 8 ROEEAT JADOSS

o

stands,” Blodgett guipped. “They want Lo see numbers on a company's Web site.

paper.” But storytelling, she said, is what built the brand, and what she will con- The legacy she wants to leave is simple: “We're here to make people happy. 1
tinue to rely on to fortify growth, particularly as Bare Escentuals rolls out to in- want people who are happy to be ecstatic.”

ternational markets via Sephora doors and on QVC, Bare Escentuals also plans to Blodgett also wants the recession to just end already. “I'm shopping at Ross

open a stand-alone boutique in London this fall. [Dress] for Less right now. IU's a terrible experience.” The audience roared.
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Blodgett’s Community-Based Beauty Boom

By Jenny B. Fine
RATHER THAN GIVE A FORMAL S5PEECH, LESLIE
Blodgett, chief executive of Bare Eseentuals, regaled
the crowd at the WWD Beauty CEO Summit with a se-
ries of stories that had everyone laughing,

The personial touch is typienl of Blodgett, who's on a firsi-
name basis with many of her customers and names many of
her shades after them, (Customers even named her dog, she
told the erowd.) But behind the revelry lay the techniguea
Blodgeit has employed to build Bare Escentuals into a
million powerhouse, a feat that no doubt has the executive
herself laughing all the way to the bank.

Blodgett's strategy of community-based markeling
began in 1988, when Bare Eseentuals was a bath and body
company that made money in the fourth quarter = but
not in the first, second or third. “I'd get up in the middle
of the night completely stressed out and turn on the TV
Blodgett remembered, “The only

back and forth on. “Two people raised their hand for the
jar. Everyone else voled for the pump. Done, We made
the phone call right there," she said,

When the ceo isn't visiting stores, a team of 10 make-
up artists performing “make-unders” is. “Their job is
to listen, their mission is to make women beautiful one
face at a time,” Blodgetl 2aid, noting last year they per-
formed 6,000 make-unders. “And we know that if they
have a good experience, those people tell 50 people who
tell another 50 people and that's the business. Thatl’s
what I'm talking about.”

Elodgett herself exudes an endearing confldence, one
that customers — and those in attendanee here — cloarly
find inspirational. After her speech, Lisa Price, the found-
er of Carol's Daughter, emotionally thanked Blodgett for
her passion, “Thank you for sharing your stories and your
passion,” she said, “Thank you for touching customers
and for understanding the importance of touching them

two options were horror movies
and QVC,"” she continued, bran-
dishing a set of stacking rings she
bought during a late-night shop-
ping spree, “1 made my purchase
and I believed in the power of
QVC," she said.

Abqut eight months later,
Blodgett herself was on the air
She appeared on the ehannel
for the first time in August 1987,
selling $45,000 worth of product,
In addition to the sales spike,
Blodgett's appearance on QVC
formed the beginning of an ar-
dent consumer base for Bare
Escentuals, which was solidified
a year later with Blodgett's firat
live show on the network.

After that show, she invited
the entire audience back to her
hotel room for pizza. Sinee then,
Blodgell has gone on cruises
and bus tours with customers, “1
don't like water that mueh, but
wer did it anyway,” she joked,
Overcoming her aguaphobia
was worth it; After the cruise,
four attendees sent Blodgett
n letter (which she keeps in a
bedside file), writing "These
friendships have afforded us
some wonderful opportuni-
ties for travel and laughter and
have algo sustained us through
gome diificult times. We now
have a network of women who
we know we can depend on for
help, counsel and a good kick in
the rear, if we need that,"

Faor Blodgett, the letior
summed up why the brand is
booming. “That's the whole
story,” she sald, “These women
are now connected deeply and
emotionally to us. They're parl
of the brand. They love the prod-
uct. We love them. When people
Join our eompany, this is the
type of stuff they read so they
know what they're getting into,"”

Despite Bare Escentuals'
meteoric growth, Blodgett still
spends considerable time in the
field, connecting with women,
“keeping it real,” as she called
it. “As you get larger, it's harder
to do,” she admitted, “but vou
have to go and find out whai
people are looking for” And give
it to them at any cost: At a recent
Sephora event, for example, a
woman told Blodgeit that she
couldn't use Bare Escentuals
becnuse she's allergic to corn-
starch, Blodgett had a batch
whipped up without the offend-
ing substance and sent it to her
four days later free of charge.

She also uses her personal
appearances as imprompiu focus
groups. Recently, at an appear
ance in the King of Prussia, Pa,,
mall, Blodgett asked attendees if
they would rather use a moistur-
izer in a jar or pump, a quandary
ghe and her team had been going

Coamoprof North America Las Vegas

A special section featuring an edited assortment
of brands pre-selected to bring discerning retall

buyers novel ideas and new brands from across
the world, See new products from Australia,

Philippines, South Africa, Thailand, UK, USA,

Dabbie Murtha
Exeiaidian

Leslie Blodgett

the way Estée Lauder did years ago, inviling people to
department stores and helping pick out their lipsticks.
Thank you for understanding that.”

Cosmoprof
North America unvells

DI

Sunday July 13 16

Discover Baauty Paovlion

Discover Beauty:

Canada, Chile, Italy, Japan, Moroccg,

it you are a matall buyer and you wish
to mael one-on-one tha participating
brands pleasa contact

daniela. clocan@sogpcosamericas.com

Monday July 14 11:00 am. fo 12:00 pm.,
Cosmoprof North America Las Vegas
Discover Beauty Pavillon

How Key Retailers Are Envisioning Big Business
with Niche Brands

Waomen's Wear Daily in cooperation with Cosmoprof
North America present their second annual conference
to give event attendees insight from successful retailers
on tha growing demand to introduce new niche beauty
brands to their existing cosmetic assortments. Featuring
Debbie Murtha, Senior Vice President Cosmetics
Macy's, Courtney Baber, General Manager C.O.
Bigelows and Norma Knudsen, Executive Vice
President, Merchandising; Chief Operating Officer
Regis Corporation / Trade Secret - Pure Beauty.
Moderated by WWD's Andrea Nagel.

Jain us to Discover Beauty,
Fra-ragister now al
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The advertising experts
tell us that people

don’t read lots ot copy.

I really hope not because this cost a fortune.

MAYBE YOU'VE HEARD OF US. IF YOU HAVE, IT'S MOST LIKELY BECAUSE SOMEONE TOLD YOU
ABOUT US. We aren’t the type to swing from chandeliers to get noticed (although
we do have a fondness for chandeliers—they appear in every one of our
boutiques). You also won’t find us hiring celebrities to speak for us. Don’t get
us wrong, we love famous people, but we just don’t feel we need to pay them

to talk about our produects.

Back to the reason for this letter. we ARE THE PEOPLE BEHIND DaTreMinerals,
THE GREATEST MAKEUP ON THE PLANET. WOMEN OFTEN TELL US THAT OUR PRODUCTS
HAVE CHANGED THEIR LIVES. We love hearing this and believe it based on all the

awesome emails we receive.

WE ARE PRETTY MUCH EXPERTS ON THE SUBJECT OF SKIN. OUR FOUNDATION IS THE MOST
POPULAR PRODUCT OF THEM ALL. IT HAS WON A GAZILLION AWARDS, AND MILLIONS OF
WOMEN USE IT. We're really proud of our products and how they perform. If you
want a foundation that gives you stunning skin and feels like your bare skin—
bareMinerals is for you.

We do love our products, but we love our customers more. This note is also a
big thank you to all the women that believe in us. It’s all about keeping it real,
sharing stories and meeting with women one-on-one at our boutiques, Sephorsa,
Ulta, and some department stores. We think if you try bareMinerals for
yourself, you will be amazed at how really incredible it is. If you don’t believe us,
ask someone you know. In fact, we've found that many dental hygienists use our
products. Next time you're getting your teeth cleaned, just ask her.

Anyway, we just wanted to tell you that we’re here, WeE HAVE THE BEST PRODUCTS
FOR YOUR SKIN, and we really care about making women happy. Thanks for

reading this long thing. My husband was convinced you wouldn’t read

this far (and he’s not even an ad exec).

And if you're ever in San Francisco, maybe we
can chat over a cup of coffee. I'm not kidding.
Call our main office line at 415-489-5000.

Generally Hilda answers the phone.

Lots of Love,

L

XOX

Leslie Blodgett
CEO OF BARE ESCENTUALS





