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Black Beauty Matters

â€œA lack of diversity in the beauty space can be disconcerting for people of color who do not see themselves represented by
industry-defining cultural standards of what it means to be considered beautiful,â€• says JaÃ© Joseph, co-founder of The Black
Apothecary Office (or BAO for short) â€“ an incubator program for Black and latinx beauty entrepreneurs.Â 

According to a study conducted by Nielsen, the Black hair care industry is worth more than $2.5 billion alone, with the overall
consumer spend of African Americans expected to exceed upwards of $1.5 trillion by the end of this year alone. The entire
beauty industry is currently valued at $532 billion, with African Americans spending $127 million on grooming aids and $465
million on skincare, raising the question of who is profiting from the booming industry, and more importantly, who is making
space and supporting aspiring Black entrepreneurs who are looking to enter the beauty industry.
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JaÃ© Joseph, founder of The Black Apothecary Office (BAO).Â Photographer: Christian Cody. Stylist: Eric Ellison. Full look:
Theo Philio.
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â€œBeauty is dominated by heritage brands, and there are so many barriers to cross when it comes to representation,
financing, distribution channels, and brand visibility,â€• says Joseph, who now counts over 100 brands cued up for BAOâ€™s
accelerator program, which is due to launch in June. â€œI am on a mission to reverse structural barriers to racial equity in these
specific markets. We want to influence the consumer to not only â€˜Buy Blackâ€™, but â€˜Build Blackâ€™.â€•

Entering into a three-month program which consists of insight panels and weekly sessions centred on everything from branding
and legal services to financial literacy, sales, marketing and networking â€“ aspiring beauty entrepreneurs will then be allocated
funding, in order to allow their business to take the next step. â€œSociety is ready for a shift,â€• Joseph enthuses, â€œThe
black community is arguably the most influential audience. We donâ€™t just set trends, we are arbiters of culture, whose
influence and power transcends trends. The beauty and wellness industries have been inaccessible to Black and latinX
entrepreneurs. Over the last few decades, we have consistently showcased our ability to influence the spending market through
our financial contributions as consumers, but remain overlooked in our representation as business leaders across these
industries.â€•

The largest corporate company to commit to supporting beauty entrepreneurs of colour is Sephora, who will be incubating 50
BIPOC women-owned brands this year as part of their â€˜Accelerateâ€™ program. â€œAs a leading retailer, we feel a sense
of responsibility to our clients to continue pursuing brands that are new, different, and inclusive,â€• says Priya Venkatesh,
Sephoraâ€™s Senior Vice President of Merchandising, Skincare and Hair. â€œOur program offers a robust curriculum,
mentorship, merchandising support, potential funding, and investor connections. The aim is to educate and build a pipeline of
support that promotes the long-term success of these brands, and for the betterment of the industry at large. Upon completion,
all participating brands will launch at Sephora.â€•

An image of The Black Apothecary Office (BAO), a business accelerator focusing on Black or latinX entrepreneurs in the beauty
industry.
COURTESY OF BAO/JAE? JOSEPH STUDIO.

On Juneteenth of 2019, 25 Black Women in Beauty (25BWB) was launched, out of â€œa need for great equity for Black women
in beautyâ€•, says co-founder Ella T. Gorgla. Functioning on a members-only basisâ€”aspiring entrepreneurs can apply
through their websiteâ€”25BWB celebrates, elevates and advocates for Black women in the beauty industry by â€œplacing you
in what we call â€˜intentional networking hubsâ€™,â€• says Gorgla, â€œonce youâ€™re in the circle, we do our part to
celebrate you across our platforms. The right connections are key and thatâ€™s a key part of our offering.â€•Â 

                               pagina 3 / 5



With funding plans in the pipeline, 25BWB utilizes the sheer power of networking in the industry. â€œFor now, we do our part to
communicate funding opportunities, and will be sharing a comprehensive resource directory available to members,â€• Gorgla
adds, â€œWeâ€™ve presented members for funding opportunities to various investors and incubators. Our role in bringing
Black Women in Beauty to the forefront of the fight for racial equity in corporate America is our greatest achievement.â€•Â Â 

The campaign of Glory Skincare, one of the brands launched with the contribution of 25 Black Women in Beauty (25BWB), the
project created by Ella T. Gorgla, former executive director of EstÃ©e Lauder, supporting Black women-owned beauty start-ups.
BRIANNA LEE. YOU CAN FOLLOW 25BWB.ORG ON INSTAGRAM @25_BWB.
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Aiming to make 25BWB â€œa catalyst for building generational wealth in the Black communityâ€•, Gorgla lists some of the
biggest challenges for aspiring Black beauty brands as â€œStart-up capital, brand awareness and the right connectionsâ€•.
And for any corporate beauty brand looking for ways in which to support Black women in beauty, Gorgla says: â€œThey can
begin by leveraging their platforms to build awareness of Black woman-owned brands.Â From there, they can use existing
resources, whether itâ€™s creative, packaging design, product development, supply chain, etc. to help Black woman-owned
brands tap into those resources. And finally, grants. Meaningful grants. Itâ€™s wonderful to see brands give $10,000 here and
there, but entrepreneurs, Black or white, need more. Brands that have the capacity to give, must.â€•

Main photo:Â another image of The Black Apothecary Office (BAO).
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