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Beauty saw a host of acquisitions last year. BW Confidential  looks at where 
the major players are investing and what’s to come

Changing hands 
M&A update

Make-up made a comeback on the acquisitions front in 2014. L’Oréal bought 
masstige color brands NYX and US-based Sayuki Custom Cosmetics, while 

Japanese group Kosé snapped up Tarte Cosmetics, Bite Beauty became part of LVMH’s 
Kendo Brands and private-equity company TPG Growth bought mass brand e.l.f. Coty, 
meanwhile, is in exclusive negotiations to acquire Chanel-owned mass brand Bourjois. 
This marks a new turn of events. Historically, make-up has not been a favorite 

acquisition target as it is seen as a complex category to manage given its high number 
of skus and the need to renew collections several times a year. But the category is seeing 
robust growth—in the US, prestige color cosmetics outperformed skincare for the first 
time in 2014, says NPD Group. “The market is seeing a return to color cosmetics deals, 
which had long been ignored by strategists. Now it’s clearly making a comeback,” 
confirms investment firm Ohana & Co managing partner Ariel Ohana. Color brands’ 
digital marketing skills are also spiking interest in the category. One reason behind 
L’Oréal’s purchase of NYX was what the color brand had done to harness the power 
of social media and digital marketing. “The Holy Grail is being able to bypass retailers 
and forge relationships directly with consumers. Some companies have distinct online 
personalities and very close connections with consumers, making them highly desirable 
acquisition targets,” says US-based Hatch Beauty managing partner Tracy Holland.
The niche segment is also seeing much activity, due in part to the lack of large-scale 

acquisition targets in the market. In the second half of 2014, Estée Lauder Companies 
(ELC), which had not made a major acquisition since its purchase of Smashbox in n n n
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s  The main purchases in 2014 included (left to right) Editions de Parfums Frédéric Malle, Carol’s  
Daughter, Le Labo, Glamglow, NYX, Bite Beauty, Tarte, Niely Cosmeticos, e.l.f and Rodin Olio Lusso
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n n n 2010, bought niche fragrance brands Editions de Parfums Frédéric Malle and Le 
Labo, as well as indie skincare brand Rodin Olio Lusso. The size of these acquisition 
targets has been questioned, however. “The market was expecting Lauder to make 
larger-scale transactions. It seems that they are building up a collection of niche brands, 
the question is, did they buy the right ones? I’m not sure that acquiring small niche brands 
will really move the needle for them,” comments one US-based analyst. However, ELC’s 
announcement in December 2014 that it was to purchase US mud mask specialist 
Glamglow was applauded by industry watchers. Founded in 2010, the brand had sales of 
$103m in 2013 with just three products and has a strong social media following.
Karen Grant, global beauty industry analyst at NPD Group, believes that the group is 

positioning itself for longer-term growth opportunities, a view which ELC group president 
international Cedric Prouvé confirmed to BW Confidential  in late 2014 .“We are not 
looking at high-scale targets, but at brands we can make bigger and where we can get a 
good return. Le Labo is exceptionally small, so it’s not going to be that material right away 
in terms of integrating it into the group. But we started with a lot of brands that were 
very small, such as Tom Ford and Smashbox. We’re not so much looking at how big the 
brands are today, but more at how big they can become tomorrow.”
Another area where beauty groups could look to is beauty devices. Yet, there are few 

targets on the market today. “The problem is that a lot of these brands don’t have 
strong DNA and many don’t own their technology, so what are you really buying? Device 
brands need to get into daily-use products and own their technology, then they could be 
an interesting target,” comments US-based Brand Growth Management partner Kelly 
Kovack. Ohana adds that there are simply not that many interesting device companies 
on the market. “Either these brands already belong to a big group or they are simply too 
small. But companies are certainly keeping a lookout in this area,” he adds. 

American brands back in vogue
While there have been a string of acquisitions in emerging markets in recent years (most 
recently L’Oréal’s purchase of Magic Holdings in China, Interconsumer Products in Africa 
and Vogue in Colombia, as well as Yves Rocher’s acquisition of Turkish brand Flormar), 
today American brands are on companies’ radars—of the 15 or so acquisitions in 2014, 
nine were North American brands, and only one, Niely Cosmeticos in Brazil (purchased by 
L’Oréal), was in an emerging market. “Growth is coming back in the US; companies are 
realizing that [business] isn’t just happening in emerging markets today,” says Ohana. 
There is also more momentum from Asian companies, given their interest in acquiring 

Western brands to become more global players. Japan’s Kosé purchased New York-based 
Tarte Cosmetics and Korean company LG said in April that it was interested in acquiring 
Elizabeth Arden to boost its international business. (The group backed off when Arden 
announced it was embarking on a major restructuring plan.) Analysts also predict that 
Chinese companies will make a move to buy Western targets. China-based Shanghai 
Jahwa, for example, is said to be looking closely at several Western brands.
More Asian brands could also make interesting targets. The rise and strength of Korean 

brands across Asia are likely to see Western companies want to add them to their 
portfolios in a bid to strengthen their position in the region and have a tailored offer for 
consumers there.
As to 2015, analysts forecast that the M&A landscape will see a continued focus on 

make-up and niche players, as well as brands that are strong in the digital arena. n n n
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n n n Beauty’s latest acquisitions  
Glamglow – Estée Lauder Companies (ELC) is to purchase California-based mud 
mask brand Glamglow. Founded in 2010, Glamglow is sold in 112 countries in 
prestige distribution and had sales of $103m in 2013 with just three products. This 
month the brand will launch a new range of cleansers.
 
Coloright – In a move to reinforce its haircare R&D capacities, L’Oréal acquired Israeli 
hair technology company Coloright in December 2014. The Tel Aviv-based start-up is 
specialized in hair fiber optical reader technology. It was the second company L’Oréal 
acquired last year for its technology, after US-based Sayuki Custom Cosmetics.

Soap & Glory – Drugstore operator Alliance Boots purchased UK-based skincare, 
bath and body and make-up brand Soap & Glory in November 2014. Alliance Boots 
became a minority shareholder in the company in 2011.

Bite Beauty – LVMH-owned Kendo, which was a division of Sephora until earlier 
this year, purchased Canadian color brand Bite Beauty in November 2014. The 
brand is specialized in lipstick, and also operates a Lip Lab in New York City, where 
consumers can create their own lipstick. 

Editions de Parfums Frédéric Malle – ELC announced last November that it 
would acquire the niche high-end fragrance brand. The brand has a range of 21 
fragrances and operates five standalone stores in Paris and New York. 

Rodin Olio Lusso – ELC said that US premium niche facial oil brand Rodin Olio 
Lusso, which it bought in October, has the potential to be a global skincare player.

Le Labo – ELC bought indie fragrance brand Le Labo in October 2014. Founded in 
2006, the brand operates 10 standalone stores with locations in New York, Paris, Los 
Angeles, San Francisco, Tokyo and Hong Kong. It is also sold at department stores 
and concept boutiques.

Carol’s Daughter – L’Oréal acquired the US ethnic brand in October 2014. Carol’s 
Daughter, which markets haircare, bodycare, skincare and fragrance, was founded in 
1993 and reported net sales of $27m for the 12 months ended September 2014. The 
acquisition will enable L’Oréal USA to build a multi-cultural beauty division. Carol’s 
Daughter is sold in the US in specialty stores, mass outlets, on TV network HSN and 
online. It also operates two freestanding stores.

Bourjois – Coty is in exclusive talks to purchase mass make-up brand Bourjois from 
Chanel in exchange for 15 million Class A Coty shares, valued at around $239m. 
Bourjois is sold through 23,000 doors in more than 50 countries and is strong in 
Western Europe, where Coty is looking to grow. “In terms of Western make-up 
brands that were available, had scale and could provide a significant boost, Bourjois 
was one of the rare options, and Coty seized that opportunity,” says Ohana & Co 
managing partner Ariel Ohana. n n n
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n n n Sayuki Custom Cosmetics – In September 2014, L’Oréal acquired 
this two-year-old California-based make-up brand, mainly for its color-
matching foundation technology. The group said that the technology will 
allow its brands to offer personalized foundations.

Payot – Spanish beauty group Puig sold the Payot beauty salon skincare 
brand to an investment consortium managed by Italian businessman Andrea 
Surliuga in September 2014.

Niely Cosmeticos – L’Oréal purchased Brazilian brand Niely Cosmeticos 
in September 2014. Niely Cosmeticos claims to be the largest independent 
hair color and haircare company in Brazil and reported net sales of R$405m 
(€140m) in 2013. The company markets two main brands: Cor & Ton hair 
colorant and Niely Gold shampoo and care products, through retailers, 
wholesalers, supermarkets, pharmacies and perfumery chains in Brazil.

NYX – L’Oréal acquired US-based masstige make-up brand NYX in June 
2014. An expert in social media, the brand is particularly strong in North 
America. Analysts estimate the group paid twice the brand’s annual sales. 
NYX’s sales from January to May 2014 were said to be around $93m.

Tarte Cosmetics – Japanese beauty group Kosé bought New York-based 
make-up and skincare brand Tarte Cosmetics in March 2014 for $135m. The 
brand gives Kosé a stronger presence in North America, where the brand is 
sold in doors including Sephora, Ulta and Macy’s and on TV network QVC, 
as well as expertise in the color segment. 

Decléor, Carita – L’Oréal purchased French skincare brand Decléor and 
haircare brand Carita from Shiseido last year for €227.5m. Both brands have 
been integrated into the group’s Professional Products division. L’Oréal aims 
to bolster its presence in the beauty salon channel, which, the group says, is 
complementary to its hair salon business. 

Aromatherapy Associates – Investment fund B&B Capital Partners 
purchased UK brand Aromatherapy Associates from investment company 
Optivi Limited in February 2014. Aromatherapy Associates markets  
bodycare and skincare in 40 countries throughout Europe, North America, 
the Middle East and Asia.

e.l.f. Cosmetics – In February 2014, US-based investment company TPG 
Growth bought a majority share in US budget make-up brand e.l.f. Founded 
in 2004, e.l.f opened its first standalone store in New York City in 2013. 
The brand now has three US stores and is sold in 14 countries outside of the 
US, mainly online. TPG Growth also bought a minority share in US brand 
Beautycounter in December 2014. n
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