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Fashion. Beauty. Business. 

Nordstrom has put beauty center stage at its New York City flagship, 
creating an 11,000-square-foot department (18,000 if you count 

services) located just inside of the main entrance on 57th Street.  
Divided into four main zones — makeup, fragrance, luxury and designer 
brands, and beauty rituals — the goal is for customers to be able to shop 

on their own terms, whether they want an in-depth consultation or  
are just popping in for a New York minute. For more, see pages 4 and 5.
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Lights, 
Camera, 

Beauty!
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  KPMG's tally of consumer  
and retail deal activity shows  
a market that is charging 
ahead despite uncertainty.

BY EVAN CLARK

When President Donald Trump’s 

“Liberation Day” tariffs first hit in April, 

the conventional dealmaking wisdom was 

that the mergers and acquisition market 

would get swamped in the trade war. 

The outlook was just too uncertain and 

the expense of even the threat of tariffs 

was too high to make any kind of real bets 

on the future. Both strategic and financial 

buyers were expected to wait until the 

smoke cleared and then buy into whatever 

new market reality emerged. 

But the market decided not to wait. 

Investors last quarter felt good enough 

to go with their gut and bet on their own 

reality.

The result was fewer, but bigger, deals, 

according to KPMG’s second-quarter 

update on M&A trends in the consumer 

and retail space. 

“Economic uncertainties and 

geopolitical challenges, such as tariffs 

and looming inflation concerns, haven’t 

paralyzed the market,” KPMG said. “On 

the contrary, significant transactions 

have flourished, driven by dealmakers’ 

recalibration of priorities and a flight to 

quality in response to consumer demand.”

While the number of deals fell to 496, 

a 14.6 percent decline from a year earlier, 

the value of the transactions that did get 

signed shot up 194 percent to $34.7 billion. 

“Dealmakers doubled down on wellness, 

digital, and distressed assets — prioritizing 

strategic clarity over deal count as 

consumer and retail M&A roared back in 

value,” said Frank Petraglia, a partner at 

KPMG Advisory, in the report.

KPMG pointed to an increase in “high-

confidence investments” for both private 

equity and strategic buyers. 

“They bought digital-native brands, 

consolidated distressed assets, and doubled 

down on wellness, frozen foods, and 

omnichannel capabilities,” the report said. 

That included Unilever’s $1.5 billion deal 

for Dr. Squatch and E.l.f. Beauty’s $1 billion 

acquisition of Hailey Bieber’s Rhode.

“Retail, meanwhile, is undergoing a 

survivalist transformation,” KPMG said. 

“Consolidation is no longer optional, 

it’s existential. Dick’s Sporting Goods’ 

$2.4 billion acquisition of Foot Locker 

and DoorDash’s multibillion-dollar spree 

— Deliveroo, SevenRooms, Symbiosys — 

reflect a strategic pivot toward operational 

efficiency, market share capture and tech-

enabled resilience.”

And KPMG said private equity firms 

are “targeting carve-outs, founder-led 

brands, and wellness platforms with 

scalable economics and strong exit 

potential, bolstered by expanding access 

to private credit.” The example there 

was 3G Capital’s $9.4 billion deal to take 

Skechers private — the biggest buyout in 

shoe history.

All in all, the report called it “a quarter 

of bold moves and strategic clarity.” 

“Corporate and PE dealmakers alike are 

coming off the sidelines when the strategy 

is sound and the value creation path is 

visible from Day One,” KPMG said. 

If Trump’s tariffs gave dealmakers pause 

at first — and still have would-be investors 

looking over their shoulders — other 

elements of the president’s agenda have 

helped nudge the big-money buyers ahead. 

 “The One Big Beautiful Bill Act 

is reshaping the M&A landscape in 

consumer and retail by incentivizing 

greater capital deployment through 

an enhanced cash tax shield for new 

investments and the immediate expensing 

of R&D, exploration costs, and capital 

expenditures — boosting ROI and freeing 

up funds for expansion,” KPMG said. 

“For PE, front-loading these deductions 

over a typical three to five year holding 

period materially improves after-tax 

returns. For corporates, it reduces income 

tax expenses and increases earnings 

per share. Additionally, the removal of 

prior interest-deductibility limits tied to 

EBITDA [earnings before interest, taxes, 

depreciation and amortization] gives PE 

portfolio companies a broader range of 

deductible interest, further enhancing 

leveraged deal economics.”

  She will be the organization’s 
first brand president.

BY LISA LOCKWOOD

Michelle Poole, who retired as brand 

president of the Crocs brand in May 2024, 

has been named brand president of Pact, 

a Boulder, Colo.-based based sustainable 

apparel brand. The move is effective 

Monday.

This is the first brand president for the 

organization, building out a new brand 

marketing division.

Pact is a mission-driven apparel 

company dedicated to making “Earth’s 

Favorite Clothing,” and invites its 

customers to “Dress Yourself Well.” The 

company is rooted in wellness, offering 

versatile organic essentials made of 100 

percent GOTS certified organic cotton in 

Fair Trade Certified factories.

Poole brings more than three decades in 

leadership experience in the global fashion 

and consumer industries to the role. 

During her tenure at Crocs, she played 

a pivotal role in transforming the brand 

into one of the fastest-growing footwear 

companies. Having joined Crocs in 2014, 

she served as executive vice president, 

chief product and merchandising officer 

and then was named brand president of 

Crocs in September 2020. Poole retired in 

May 2024 at the age of 55, and remained in 

an advisory role through early 2025. She 

has served on the board of Pact since 2018.

Earlier in her career, Poole worked 

at such companies as Sperry Top-Sider, 

Timberland, Kangol, Converse, MTV 

Europe and Pepe Jeans in a range of 

marketing, merchandising and product 

management roles.

For the past year, Poole has been 

consulting and joined the board of 

Soles4Soles. She relocated to Crocs, which 

is based Broomfield, Colo., several years 

ago, and has been living in the Boulder 

community for the past 11 years.

At the time of her retirement last 

year, Andrew Rees, chief executive 

officer of Crocs, said, “Over the last 

decade at Crocs, Michelle’s leadership 

across merchandising, product, design, 

marketing, and in her role as president 

has been fundamental to eclipsing the $3 

billion U.S. brand revenue mark. Michelle 

will have a lasting imprint on our brand 

and in our organization, and I wish her all 

the best in her retirement.”

Poole said, “Pact is a brand with heart, 

purpose and limitless potential. Their 

mission to dress the world with wellness 

deeply resonates with me, and I believe 

that business can be both a force for good 

and a driver of growth. I’m honored to join 

the talented team at Pact to help scale the 

brand while staying true to its values of 

sustainability, style and comfort for all.”

Asked why she retired and then 

decided to return to the industry, Poole 

told WWD, “After 10 years at Crocs, and 

32 years of working full time, I felt it was 

time to take a pause, catch my breathe, 

spend time with my family and decide 

what’s next. What I learned is that what 

really fuels me is the creativity of driving 

a business, particularly through brand 

building and product creation, and 

working on great teams. The opportunity 

at Pact was too great to pass up: I’ve been 

on the board since 2018 and I’m excited to 

join the team full time to help Pact reach 

its full potential.”

Poole’s appointment comes at a time of 

accelerated momentum for Pact, known 

for its organic cotton essentials, ethical 

supply chains and commitment to Fair 

Trade. In her new role as president, 

she will focus on expanding Pact’s 

product offerings, deepening consumer 

engagement, and strengthening the 

brand’s leadership in the sustainable 

apparel space.

“We are thrilled to welcome Michelle 

to Pact,” said Brendan Synnott, founder 

and CEO of Pact. “Her strategic vision, 

consumer insight, and authentic 

leadership will be instrumental as we 

continue to grow our brand while staying 

firmly rooted in our mission. With 

Michelle’s leadership, Pact is poised to 

inspire more people to choose clothing 

that is not only stylish and comfortable but 

also better for people and the planet.”

Pact’s full assortment is sold from its 

website, wearpact.com, and a smaller 

assortment is also available at Whole Foods 

in store, and on Amazon, Nordstrom and 

Macy’s marketplace.

When Crocs received the Shoe of the 

Year award for the Crocs Classic Clog at the 

35th annual FN Achievement Awards in 

2021, Poole told the audience, “Crocs has 

faced a lot of criticism over the years. But 

we’ve stuck to what’s made us unique. And 

it turns out that being different has been 

a key ingredient to our success.” In her 

acceptance speech, Poole acknowledged 

the journey of the Crocs Classic Clog, from 

being criticized for its chunky look to 

becoming the hottest shoe of 2021.

BUSINESS

Consumer M&A Surges to $34.7B 
In Q2 Despite Tariff Uncertainty

BUSINESS

Former Crocs President 
Michelle Poole Joins 
Apparel Brand Pact

Skechers x 

Kansai Yamamoto
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  Tom Ott, former Saks Fifth 
Avenue executive turned 
off-price consultant, sees a 
market glutted with excess 
merchandise, Loehmann's 
making a comeback of sorts, but 
also luxury rebounding soon.

BY DAVID MOIN

“Right now there is a overabundance of 

excess inventory — every place — like I’ve 

never seen in my career.”

So says Tom Ott, former Saks Fifth 

Avenue senior merchant turned off-

price consultant who links brands with 

TJMaxx, Ross, and even Loehmann’s, 

which is about to resurface. He sees excess 

inventory at a level that’s 35 percent 

higher than two years ago — enough to fuel 

business at off-pricers and outlets.

Ott rose from a men’s buyer to senior 

vice president of men’s, home and 

concessions at Saks, where he spent 

most of his career, before becoming chief 

merchant at Saks Off 5th, and subsequently 

tackling other industry roles, including 

four-and-a-half years at the Icon Luxury 

Group, a SoHo, N.Y.-based distributor 

of ready-to-wear, accessories, shoes and 

luggage. Icon deals with hundreds of 

millions of dollars worth of merchandise, 

two-thirds of which lands at off-pricers; one 

third at regular-priced stores. Icon works 

with about 60 brands including Balmain, 

Armani, The Row, Boss and others. Ott 

continues as a consultant for Icon where 

he’s listed as a managing director.

In the following Q&A, Ott discusses 

what ails the luxury sector, the brands 

and retailers still doing it right, and the 

Loehmann’s strategy.

WWD: Why are most luxury labels 

faltering?

Tom Ott: They became enamored with 

chasing trend rather than style. So many 

of the houses lost their way chasing 

updated, contemporary looks and not 

what their brand was all about. They forgot 

their heritage. Large public European 

conglomerates, LVMH, Kering, Richemont, 

have been pushed towards [getting] 

immediate results in sales. Secondly, 

price points continued to increase. People 

without a lot of money, where luxury 

purchases were aspirational, could no 

longer afford it. A $4,000 handbag eight 

years ago was maybe $1,495. Then you 

have the demise of department stores, 

which is crucial. It’s part of the ecosystem 

for fashion. You need multibrand retailers 

to offer that notion of discovery and new 

customer acquisition.

WWD: Do you think luxury will 

recover?

T.O.: I’m convinced it’s going to happen. 

There’ll be new designers, new ideas for 

younger people. I have four daughters in 

their 20s. They’re not interested in mom 

and dad’s brands. They’re too expensive. 

The fashion is of no interest. This whole 

notion of discovery is really important. 

It’s about creating a want and reigniting 

excitement. It’s going to happen. It’s going 

to be like the ’90s, when [the movie] 

“American Gigolo” had every guy between 

20 and 90 wanting to wear Armani. The big 

conglomerates and the fashion industry as 

a whole all got caught up in strange times 

through COVID[-19]. The only part of the 

business working was “bling bling” fashion, 

and everybody wanted to be part of it. In 

normal times, it’s about quality, value, style.

WWD: Name some brands and retailers 

currently resonating?

T.O.: Ralph Lauren is focused on great 

product. They just did a whole capsule 

on Nantucket I thought was amazing. 

They’ve made it their business to stay 

consistent with their storytelling. Coach 

has continued to ignite a new, younger-

thinking customer [with] quality fashion 

and style. Their bags are attainable to 

people in their 20s and a bulk of the 

population where $400 or $500 for a bag 

is still a lot of money, but they feel good 

about the purchase with Coach because 

it’s terrific leather with great stitching and 

quality craftsmanship. Also, look at the 

continued success of Prada and Miu Miu. 

They’ve doubled down on staying true to 

who they are, with innovation, excitement 

and pure design.

Bloomingdale’s is elevating their 

game. Bloomingdale’s 59th Street is the 

template. They’re working with vendors 

and resources at the next level up, and 

they’ve done a great job on the edit. 

Bloomingdale’s has always been known 

for being more updated, contemporary, 

and they’ve hired great sales people. 

Nordstrom is getting back to the future. 

They cater to an American audience 

that has a bit of money and wants to be 

dressed well with style, quality and value. 

Shoppers trust the Nordstrom edit. They’re 

also doubling down on people in the stores 

and investing in the stores.

WWD: What’s your read on the 

situation at Saks Fifth Avenue?

T.O. It’s about product, promotion and 

people. If those elements are recreated, 

rather than being sidetracked by all the 

conversations about money, the customer 

will come in. It doesn’t have to take 

years and years. It could be 18 months. I 

was at Saks for 24 years. It’s a lot about 

rallying around initiatives and getting the 

people in the stores and the merchants 

focused and delivering something that’s 

differentiated and special. The brands 

would rally around that and help drive 

sales. Leadership is so preoccupied on 

just trying to stay alive. They need to poke 

their heads out from under the sand and 

look at driving business.

WWD: Haven’t stores like Saks boosted 

e-commerce at the expense of taking 

care of their stores?

T.O.: Gen Z is really interested in brick-and-

mortar shopping in particular. You don’t 

have the luxury as a retailer to think just 

about e-com. You also need to be proficient 

at the stores. Many have forgotten about 

the art of brick-and-mortar.

WWD: As a consultant in off-price, you 

are involved in launching Loehmann’s 

at the Tanger outlet center in Deer 

Park, on Long Island. What’s that all 

about?

T.O.: We’re concentrating on bringing back 

the thrill of shopping, and we’ll be opening 

up some more Loehmann’s locations, all 

pop-ups as well. The operating partner is 

Style Democracy, a Canadian entity that 

does large sales in Toronto, and started 

business in the States. They’re pros at 

operations. They handle everything from 

the setup on the site, to the people. You’ll 

see a carefully curated vendor selection 

of apparel, accessories, bags and shoes, 

even luggage. It’ll be men’s and women’s, 

top brands people know, and great brands 

to be discovered, from opening designer 

price points to the top end.

WWD: How big is the space and what 

was there previously?

T.O.: It’s an 8,000-square-foot space 

previously occupied by Skechers.

WWD: Why is Century 21 reviving 

Loehmann’s, rather than putting all 

their energy into Century 21?

T.O.: They are concentrating on Century 

21. They’re just supplying the IP. They’re 

not involved in [running] the Loehmann’s 

pop-up. They’ve never developed anything 

with Loehmann’s. The whole notion is 

to get in, create excitement, and get out. 

Loehmann’s had a cult-like following in 

the off-price world. I think it was brilliant 

Century 21 bought the name because in 

a lot of ways, the Loehmann’s nameplate 

was more well-known than Century 21 in 

different marketplaces. Loehmann’s was big 

time in Florida and California, particularly 

in Southern California. [Loehmann’s 

eventually over-expanded, liquidated in 

2014 and Century 21 bought the IP in 2020].

WWD: Where are most goods coming 

from to supply Loehmann’s and other 

off-pricers?

T.O.: The bulk of the goods come from the 

luxury retail luxury houses themselves, but 

some goods are obtained from retailers with 

excess merchandise, but not so much from 

the big department stores Stateside because 

Nordstrom has Nordstrom Rack, Saks has 

Off 5th, and Bloomingdale’s has outlets. 

Specialty stores can be a good [source] to 

gather goods, and in Europe and globally, 

department stores can also be good for 

buying the excess. The challenge is there’s a 

delta between what the brands want to sell 

those goods for, and what off-price retailers 

want to pay. The reason for that delta is 

tariffs and duties and the devaluation of the 

U.S. dollar to the euro. Because of tariffs 

many off-price goods may end up staying in 

Europe or Asia or go to new markets.

WWD: How does Icon work with 

brands?

T.O.: We treat the off-price retailers like 

regular accounts. So we’ll do pre-ticketing 

for them. We’ll do the allocation for them, 

and that allows the brands to focus on 

their full-price activities. Many retailers 

are challenged with payments. Icon will 

pay for the goods and in this day and age 

where many retailers are challenged with 

payments, we de-risk that for the brands. 

One-third of Icon’s business are brands 

that we distribute specifically for full-price 

activities, or we actually do the production 

for and license those goods. Icon deals with 

luxury, contemporary and premium brands, 

80 percent of the business is in luxury.

WWD: How did you remember 

conducting sales at Saks?

T.O.: When sale time came around, I 

celebrated it. We had what we called “choo 

choos,” the rolling racks around the sixth 

floor. The idea was everybody wants a deal. 

So at Saks, sale time was imperative because 

it was about new customer acquisition and 

getting garments on somebody’s back. So 

if you get an introduction to a brand on 

sale, even if it’s a tie — in the old days when 

people wore ties — or a sweater, and they 

loved the brand, there was an opportunity 

to convert them to [shopping] a full-price 

business. To me, sale becomes equally as 

exciting as full price, and can be helpful in 

brand building.

BUSINESS

Luxury’s Angst Spells 
Opportunity for Off-price

Tom Ott
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TikTok Shop’s  
10 Fastest-growing 
Fragrance Brands
At number-one, dupe fragrance brand Oakcha has seen sales 
rise from the single-digit thousands to more than $6 million  
so far this year, data from Charm.io shows. BY NOOR LOBAD

A new generation of fragrance dupe 

brands is rising on TikTok Shop, data 

from Charm.io shows.

While Dossier, considered an  

original in the fragrance dupe space,  

is seeing strong growth on the platform 

— it was the fifth fragrance brand by 

growth on TikTok Shop during the 

first half of 2025 — other players are 

proliferating quickly.

Take New York-based brand  

Oakcha, for instance, which was 

founded in 2022 and is known for its 

dupes of Chanel, Tom Ford, Creed and 

Le Labo scents, typically priced less 

than $60 for 50-ml. bottles. The brand 

has been the single fastest-growing 

fragrance brand on TikTok Shop this 

year, growing its first-half revenue on 

the platform from $5,050 in 2024 to 

$6.2 million in 2025 (an increase of 

125,533 percent).

Like Dossier, the brand leans into 

clean formulation to elevate its offer, 

and is similarly branching into original 

scents, launching a six-fragrance 

Gourmand Collection late last year. The 

collection’s Marshmallow Mist scent has 

sold more than 28,000 bottles on TikTok 

Shop, roughly 4,000 of which were 

repeat purchases, and the brand has 

seen similar success with other original 

scents like That Girl and Cotton Clouds.

There’s also Jo Milano Paris, whose 

name bears an obvious resemblance 

to The Estée Lauder Cos.-owned Jo 

Malone London, though the brand is in 

fact better known for dupes of brands 

from Bond No. 5 to Louis Vuitton — 

particularly among a male audience. 

This summer, the brand’s Game of 

Spades Emerald Perfume has gained 

buzz as an affordable alternative for 

Louis Vuitton’s $595 Symphony eau de 

parfum. Wildcard, which has sold 8,000 

bottles on TikTok Shop, has been widely 

recognized as an under-$70 dupe for 

Bond No.9’s Lafayette Street, which is 

$354 for a 50-ml. bottle.

Sttes, which dupes Sol de Janeiro, has 

continued to soar on TikTok Shop, as 

has Rayhaan — known for its Jean Paul 

Gaultier Le Male Elixir dupe, called 

Rayhaan Elixir — and nascent brands Alt. 

Fragrances and Bella Vita Luxury.

Bucking the trend is Phlur, which isn’t 

a dupe brand but ranks number eight by 

fragrance growth on TikTok Shop this 

year, and Arab perfume brands Alrehab 

and Al Ard Zaafaran.

The top 10 fragrance brands by year-over-year  
sales growth on TikTok Shop, alongside their 
respective H1 2025 revenue via the platform.
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Oakcha
$6.2 million

+123,553 percent  
year-over-year

H1 2024: $5,050

Jo Milano 
Paris
$1.5 million

+7,758 percent  
year-over-year

H1 2024: $18,709

Sttes
$2.4 million

+3,424 percent  
year-over-year

H1 2024: $67,154

Rayhaan
$1.2 million

+3288 percent  
year-over-year

H1 2024: $34,106

Dossier
$3.6 million

+979 percent  
year-over-year

H1 2024: $336,240

Alrehab 
Perfumes
$3.9 million

+250 percent  
year-over-year

H1 2024: $1.1 million

Ard Al 
Zaafaran
$2.2 million

+274 percent  
year-over-year

H1 2024: $1.1 million

Phlur
$5.1 million

+296 percent  
year-over-year

H1 2024: $1.3 million

Bella Vita 
Luxury
$3.4 million

+376 percent  
year-over-year

H1 2024: $705,212

Alt. 
Fragrances
$1.3 million

+889 percent  
year-over-year

H1 2024: $127,022

The C-suite Shuffle
The latest executive moves in beauty.  BY NOOR LOBAD

U.K .-based natural 

fragrance and 

beaut y brand, 

Neom Wellbeing, 

has tapped 

Amanda Kahn 

as its general 

manager for the 

U.S. Kahn hai ls 

from RéVive 

Skincare, where 

she was senior 

vice president of 

marketing and 

before that, held 

senior roles at 

Pür and Eve Lom 

parent company, 

Space Brands Ltd.

As par t of 

Peoplehood’s 

acquisit ion by 

WeightWatchers, 

Peoplehood and 

Soul  Cycle founder 

Julie Rice  wi l l  join 

WeightWatchers 

as chief 

experience officer. 

Peoplehood’s 

communit y work 

and learnings, 

particularly 

pertaining to 

menopause and 

GLP-1s, wi l l  be 

used to enhance 

WeightWatchers’ 

curriculum.

Lashif y has 

tapped  Ray 

Carreon  as 

its senior vice 

president of 

growth. Carreon 

joins the lash 

company from 

Patrick Starr ’s 

One/Size, where 

he ser ved as 

vice president 

of e-commerce 

and digital .

Brendan Riley 

has joined The 

Estée Lauder 

Cos. as senior 

vice president, 

global  corporate 

communications. 

Previously, Ri ley 

was a partner 

at advisor y f irm, 

Brunswick Group.

Skin care brand 

Hydropeptide, 

which sel ls at 

Nordstrom, has 

named Dr. Lauren 

Jamieson  as its 

medical  director. 

Jamieson, who is 

the founder and 

cl inical  director of 

her eponymous 

medical 

aesthetics cl inic 

in Scotland, 

wi l l  col laborate 

with the brand 

on product 

development and 

education.

Troy Puccia 

has joined 

Herbivore 

Botanicals 

as chief 

operating 

and f inancial 

off icer. Prior 

to joining 

the clean 

skin care 

company, he 

held the same 

role at Nest 

New York.
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One year in, Michelle LeBlanc, vice 

president of merchandising for beauty and 

personal care at CVS, is making her mark 

on the U.S.’s largest drugstore chain.

That includes piloting significant 

changes to the beauty aisles, eliminating 

sunscreen products with SPF below 30 

across its owned-brands portfolio, and 

tapping its first derm adviser.

For the store format, as part of a pilot 

program, skin care will be moved to the 

front of the stores, where color cosmetics 

have historically been displayed. It is 

currently being tested in a handful of stores 

and rolled out to more. (CVS has over 

9,000 locations, but is closing 271 stores 

this year due to ongoing restructuring, 

according to its annual report.)

The reformatting is more than skin-

deep. LeBlanc said it was indicative of 

shifting consumer behaviors and priorities.

“If I go back to the insights that led us 

here, it’s absolutely that more and more 

consumers are prioritizing their skin 

health, and they’re doing it in a way that’s 

driving more shopping opportunities,” 

said LeBlanc. “In years past, it used to be 

about getting that lipstick, that mascara. 

That’s obviously still important, but the 

way people are so into their skin and know 

the ingredients, watching everything on 

TikTok, it’s just another level now.”

As part of this, she’s working on making 

its skin care curation easier to digest for 

the shopper.

“The number of ingredients and 

the number of skus can be quite 

overwhelming and I go back to that 

curation of assortment that we have at 

CVS. We’re building on that, specifically 

in this new format, with really simple 

messaging,” she said, saying she’d focus 

less on ingredient callouts and more 

on consumer needs. “But it could be 

something as simple as not wanting to 

burn something. We’re trying to use 

very consumer-centric language that just 

simplifies the shopping experience. That 

still drives that education, but not in a way 

that’s intimidating or overwhelming.”

Hand-in-hand with education, it has 

tapped Dr. Camille Howard-Verović, a New 

York City-based dermatologist, as CVS’ 

derm adviser.

“Dr. Camille Howard is lending her 

credibility and expertise to help us 

reinforce our role in health and beauty, 

and for me and my team, she’s helping us 

think about new products and trends and 

efficacy and safety, which in turn, helps us 

inform our customers,” said LeBlanc.

Another change is that CVS Pharmacy 

has removed sunscreen products with SPF 

below 30 across its owned-brands portfolio 

aligned with new Skin Cancer Foundation 

guidelines, just updated in May.

This follows its move in 2017 to remove 

sunscreens with SPF 15 or lower from its 

stores.

“It just builds on that decision, and it 

continues to just elevate our trust and our 

authority with our shoppers, and that’s 

super important to us,” she said. 

Asked if there is a possibility this could 

be rolled out to all brands, she responded: 

“It’s a place we are very interested in.”

The ever-hot niche fragrance game has 

a new player.

Longtime celebrity hairstylist Kahh 

Spence, known for working with artists 

including Kelly Rowland, Cardi B, Kehlani 

and others, is debuting Samir Grey, a direct-

to-consumer fragrance line, on Aug. 25.

Rooted in self-care and accessible luxury, 

the brand features one floral-gourmand 

parfum at launch, called One, which retails 

for $138 and features notes of almond milk, 

peony, orris, peach and vanilla.

“Fragrance was my first entrance to 

beauty — smelling my mom’s Victoria’s 

Secret Love Spell, DKNY Be Delicious — 

that’s what I grew up on,” said Spence, 

whose hairstyling career kicked off during 

the 2010s Tumblr “It” girl era, when the 

likes of Justine Skye, Brittany Sky and Barbie 

Ferreira — some of whom were Kahh’s 

earliest clients — were gaining prominence 

via the original blogging platform.

“My entry to hairstyling was very different 

— it was digital-first, which I appreciate 

because that has allowed me to understand 

so much about the social landscape,” said 

Spence, who counts more than 116,000 

followers on Instagram and plans to leverage 

his digital savvy in launching Samir Grey.

“The essence of this brand is that we 

all need to pause more at a time when 

hustle culture is the norm,” continued 

the founder. “I’m leaning heavily into all 

things digital — TikTok, Instagram, email 

and my network within the industry to get 

this story out there and build community, 

which is priority number one for me.”

Though Spence did not specify sales 

expectations for the launch, industry 

sources estimate Samir Grey — coined 

after the founder’s middle name and one 

of his favorite colors — could do between 

$350,000 and $500,000 in first-year sales.

The venture isn’t Spence’s first 

within the space; in 2019, he launched a 

namesake fragrance brand using lottery 

winnings left to him by his late mother, 

Sharisee, who passed away from cancer 

in 2017. “I was younger, and I wasn’t clear 

on what to do with that kind of money — I 

was just spending without understanding 

anything related to profit and loss,” said 

Spence, who shuttered the business a few 

years later and has since taken the time 

to understand how to run a business, also 

consulting with founders like Tower 28’s 

Amy Liu, Ami Colé’s Diarrha N’Diaye-

Mbaye and Danessa Myricks.

With Samir Grey, the entrepreneur aims 

to build a lifestyle brand.

“Everything you would want in your 

toiletry bag will ultimately be something you 

can find at Samir Grey — I want this brand 

to feel like your personal care edit,” said 

Spence, who tapped Mane senior perfumer 

Cécile Hua and product developer Eliane 

Treadwell to help bring One to life.

The scent is inspired by the memory 

of a beachside stroll Spence took with his 

mother in Hawaii in 2017, while working 

Kehlani’s “SweetSexySavage” world tour.

“I wanted to take that experience and 

turn it into this summer escape in a bottle 

— where the breeze feels nice, the music 

is at a low hum, and you just feel and 

smell warm — I want One to take you to 

wherever that memory and feeling is for 

you,” Spence said.

CVS’ Michelle LeBlanc on 
Drugstore Chain’s Beauty Overhaul
From relocating skin care to the forefront to partnering with  
a derm adviser, CVS is doubling down on skin health.  BY KATHRYN HOPKINS

Celebrity Hairstylist Kahh Spence 
Launching Unisex Fragrance Brand
Called Samir Grey, the brand will debut later this month with  
one fragrance and an aim toward accessible luxury.  BY NOOR LOBAD
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