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Point of View
Vera Wang is setting her sights on additional fragrance 

business with Vera Wang Look, which she is touting 

as the third pillar of her scent business with Coty. 

Set to launch in November in 500 U.S. specialty 

store doors, the new women’s scent could do upward 

of $35 million in global retail sales in its fi rst year, 

according to industry sources. For more, see page 5.  

WWDFRIDAY
Beauty

By Sharon Edelson
NEW YORK — In a potentially mold-
breaking move in American beauty 
retailing, Bloomingdale’s has 
signed an exclusive deal to open in-
store shops with British high-end 
apothecary Space NK.

The Space NK boutiques will 
open in nine Bloomingdale’s 
units, including the 59th Street 
flagship, beginning in November. 
Nine more Bloomingdale’s stores 
will unveil Space NK shops 
next year, and the remaining 15 

Bloomingdale’s locations will open 
Space NKs in 2010. The boutiques 
will range in size from 750 to 1,000 
square feet and carry about 60 
brands in skin care, cosmetics, 
fragrance and related products. 

A New Makeup: Bloomingdale’s to Open Space NK Shops

See Bloomingdale’s, Page 10

B de Boucheron.
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Stafford Township, N.J. — The new 137,000-square-foot Target 
in this Jersey Shore community is filled with fresh additions 
— including the latest beauty prototype the retailer has been 
rolling out the past year — and is geared to be environmen-
tally friendly. 

An 8-foot section fi lled with beauty products using natu-
ral ingredients features Avalon, Jason, Alba, Giovanni, Dr. 
Bonner’s and Burt’s Bees. There is also an endcap of Burt’s 
Bees near the entrance of the beauty department, which is at 
the front of the store.

The unit is located in a new open air retail strip with sev-
eral other big-box stores on the site of two former landfi lls 
and meets the standards of the Silver LEED, or Leadership 
in Energy and Environmental Design, Green Building rating 
system, Target said. It also features the retailer’s new recycled 
plastic shopping carts. There’s a park at one end of the store, 
whimsical bull’s-eyes imprinted into the sidewalk and appeal-
ing tower displays outside the entrance. The offi cial opening 
of the space in the Stafford Park center is Sunday.

Physicians Formula’s Organic Wear is integrated in-line 
within the brand’s planogram. Organic Wear is situated next 
to Mineral Wear within the set. There are also Physicians 
Formula mineral kits and only one Bare Escentuals kit in this 
store — versus a major commitment to Bare Escentuals in 
nearby Target stores. Other natural touches include organic 
foods in an expanded Market food department and bamboo 
items in domestics. 

The beauty treatment follows Target’s most recent devel-
opments, although it does not feature the professional skin 
care department found in an estimated 500 units that includes 
Origins, Clarins and Kiehl’s. However, the store does tout con-
sumer-friendly signage such as graphics in hair and skin, help-
ing customers self-select the right item for their needs. The unit 
has explanatory and captivating graphics, such as photography 
of kids dangling from the ceiling, promoting back-to-school.

The fi rst aisle in the peg cosmetics department is devot-

ed to 8 feet of Neutrogena, which leads into 16 
feet of Maybelline. Across from that is 20 feet of 
Cover Girl and a 4-foot Rimmel assortment. The 
next aisle has NYC, 8 feet of Almay and a 16-foot 
Revlon department. The facing aisle holds 16 
feet of L’Oréal. The color cosmetics assortment 
is rounded out with Sonia Kashuk, Bonne Bell 
Smackers and a house brand called Gossip. The 
back wall is devoted to fragrances, mostly in 
hanging clamshell packaging, and nail care in-
cluding a large commitment to OPI nail color that 
was attracting interest during the party.

Throughout the store and especially in fra-
grance, Target has zeroed in on signage alerting 
parents about products for 
kids and teens. For exam-
ple, youthful scents have a 
special sign in fragrances. 
The chain also offers cos-
metics bags and totes.

Target has pared down 
its European skin care as-
sortment, which launched 
two years ago, but added 
in-line space for Soap and 
Glory, Kaori, J.R. Watkins 
and the natural depart-
ment. Skin care is dominat-
ed by Aveeno and the full 
lineup of Olay products. 

This store has a clearly marked hair care department with 
signs identifying the major brands. Several salon brands found 
in other stores were not available in this unit. In hair color, 
Target has set aside space for new shades of the wildly popu-
lar Perfect 10, which are set to bow shortly. 

Notable in this store is the extension of Target’s Market 
food concept. Although the unit is not a Greatlands design, 
food in this store features numerous cold cases. Other expand-
ed departments include furniture, home storage and seasonal. 
There is also a new design at the checkout featuring express 
lanes for purchases of 10 items or less that stacked along the 
exit for easy egress and the addition of more cashier lanes. 
Curvy fi xtures in apparel and a high-tech counter in elec-
tronics provide a more upscale ambience than older Target 
cabinetry. The store also ushers in new lines such as Shaun 
White apparel for men and boys, as well as a b-t-s shopping 
tool called TargetLists. 

From a competition standpoint, Target is in a rapidly grow-
ing market. The store is the fi rst mass merchant tourists will 
encounter as they exit the Garden State Parkway en route to 
popular Long Beach Island. There is a Kmart and Wal-Mart 
within a few miles, but both are older stores with less than 
up-to-date beauty prototypes. The closest department store is 
more than 40 miles away. In addition to vacationers the shop-
ping center — which also has a Dick’s, a PetSmart, a Costco 
and a Best Buy — should attract people moving into the area.

By Rachel Brown

Breakthrough in Beauty is determined 
to become a top contender in the 

beauty infomercial ring where Guthy-
Renker is a heavyweight, and its first 
strike is Timeless Secret. 

The skin care brand bested some 500 
entries in an extensive, nearly two-year 
search that’s central to Breakthrough in 
Beauty’s launch process. No mere con-
ciliation, Timeless Secret’s prize was $3 
million to $5 million for product devel-
opment and $50 million toward media 
placement that Breakthrough in Beauty 
believes will help generate around $100 
million in fi rst-year sales. 

“Through the Breakthrough in Beauty 
search, you can tell a beauty entrepre-
neur who is trying to make a quick buck 
by making a me-too, capitalizing on 
some hot ingredient, versus somebody 
who has spent years and years trying 
to create a product that is going to ad-
dress their own personal needs or what 
women [are] really lacking in the mar-
ketplace,” said Marina Randolph, who 
helms Breakthrough in Beauty. “Look 
at ‘American Idol.’ People love the 
American dream, and it is kind of fulfi ll-
ing the American dream.” 

Timeless Secret, marketed prior to 
Breakthrough in Beauty’s involvement 
for roughly a year, has been transformed 
from a high-end spa and boutique offer-
ing at $400 a pop to an affordable luxury 
line aimed at general consumers, with 
thirtysomething affl uent women consid-
ered the cornerstone. The ingredient 
positioning has shifted from a spotlight 
on a tea called Pu-erh to a broader ap-
proach highlighting 16 ingredients in an 
Intuitive Radiance Complex that con-
tains a mix of what are dubbed perfor-
mance actives, including peptides and 
smart ceramides, and performance natu-
rals, including avocado and cranberry. 

“Traditionally with a beauty product, 
more than half and sometimes 60 to 70 
percent of the product is the packaging 
and not what goes on your face. With 
Timeless Secret, we custom molded the 
packaging, and 80 percent of the cost of 
goods is what goes on your face,” said 
Randolph. “Up until now, the [direct-
response] industry has kind of fallen fl at 
on its face in terms of delivering really 
quality products through television.”

Starting next month, 30-minute info-
mercials hosted by former “Entertainment 
Tonight” personality Julie Moran will air 
presenting a $39.95 30-day trial kit with a 

2-oz. Smart Foam Face Wash, 0.5-oz. Pure 
Radiance Day Moisturizer SPF 20 and 
0.5-oz. Skin Perfecting Night Cream, along 
with bonus gifts of a 0.125-oz. Accelerating 
Booster Wrinkle Corrector and a 0.5-oz. 
Instantly Brightening Polishing Mask. 
Timelesssecret.com went live this month 
with that deal. 

Breakthrough in Beauty is already on 
the hunt for its second contest winner, 
and it also is planning to unveil a skin 
care brand with a technology focus cho-
sen outside the search in the fi rst quarter 

of next year. Randolph pointed to hair 
care and color cosmetics as other areas 
of interest for Breakthrough in Beauty, 
which she stressed verges from her pre-
vious employer, Guthy-Renker, by shying 
away from initiating brand concepts in-
ternally and not owning brand names.

“People put over $1 million into creat-
ing their brand. They are not going to say 
here, ‘Own my brand and take my life,’” 
said Randolph. However, she added, “if 
we are doing $100 million for you, you 
shouldn’t have the right to go sell it any-
where else. They are OK with that. We 
created a deal that I feel is a win-win.” 

Breakthrough in Beauty is the result 
of its owner, Southern California infomer-
cial specialist Product Partners, seeking 
to diversify its fi tness-heavy portfolio. 
Building on the popularity of Beachbody, 
the fi rm has quickly garnered a track re-
cord of successful infomercials in a seg-
ment where failure is common. It landed 
on Entrepreneur magazine’s list of fast-
est-growing companies last year at num-
ber 69 with $139 million in 2006 sales, up 
from $33 million four years earlier. 

“They have a very, very aggressive 
growth plan in the next fi ve years,” said 
Randolph of Product Partners. “Beauty 
is a signifi cant part of that growth.”
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Infomercial Arena Receives Breakthrough in Beauty

Target’s Green Model Hits Jersey

Target’s hair care aisle.

From top: The new Target storefront, a recycled 
store cart and a cosmetics display.

Timeless 
Secret items.


	WWD0725web 1
	WWD0725web 7.pdf

