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ADD SOME COLORTO YOUR
HAIR .. YEAR, THAT HAIR

Betty Beauty launches line of dyes for the pubic domain

By JACK NEFF
meff@oraincom
IFYOU THINK A BROWN BETTY isan
apple tart, you may not want to

read further.

That'’s not the meaning as-
cribed by Betty Beauty, a New
York startup that is getting big PR
play by marketing hair color for
the nether regions. Billed as “color
for the hair down there,” the com-
pany began really building buzz
this summer with a brief appear-
ance on the “The Tonight Show
With Jay Leno” and mentions in
such magazines as Vogue, W and
Peaple Style Watch.

Distribution so far is only in
about 300 salons and beauty
stores and via the website Betty-
beauty.com. But helped along with
a publiaty push from LaForce &
Stevens, New York, traffic
Bettybeauty.com, as measured by
Alexa.com, was on pace last week
for 2 million visits annually, run-
ning well ahead of Procter & Gam-
ble Co.'s Clairol.com and climbing
toward that of L'Oréal’s website.

That's despite the fact that
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Betty by the numbers

Projected annual
2 nﬂm visits fo website

Ages of women
showing high
interest in Batty
Beauty products

60-80

Amount spent to
date on advertising
for Betty Beauty

Sales of mass-
market hair color

§1995
S1bil

founder Nancy Jarecki’s first, and
to date only, advertising expendi-
ture was a $1,995 full-page ad in
the official publication ofa%ﬁ: Cos-
moprof beauty trade show in Las
Vegas in July. By the time she reg-
istered for the show; the ad had al-
ready created enough buzz that
several people around the table
were asking her about it. The ad
also helped draw the “Leno” team,

which was taping a segment at the
show. “It was just banter,” she said,
along the lines of “It’s Betty—col-
or for the hair down there.”

But it was enough to draw
thousands of visits from people
who did online searches even be-
fore her site was taking orders, Ms,
Jarecki said. Mentions in maga-
zines, on drive-time radio and on
the website DailyCandy.com fol-
lowed this summer and fall.

The whole thing started with
Ms. Jarecki's visits toa hair salon in
Rome, where she was living three
years ago. She noticed as women
left the salon, the colorist would
discreetly slip them little brown
bags. “They would receive it with
such delight, kiss kiss, and away
they would go," she said.

Curious, she asked the recep-
tionist what the women were get-
ting in those little bags and was told,
in Italian, “to match down there.”

“I thought, “Of course, who
wouldnt want to be a true
blonde?"" Ms. Jarecki said.

See BETTY on Page 56
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And so beggan research and devel-
opment, Ma Janecki and a cosple of
female college students she hired
called on wormen in salons and wax-
ing parlors. *Ivoame back thara los of
g woald be interested in doing
this,” she said, but safery concerns
prevented them

She also asked a gynecologist wo
track patients for a month {Amony -
mously, of couriel, He hod never
paid much atcention before in 25
yvears of practice, but he wold M
Jarecki thar “not one person manch
#a," A fewe blondes whao had tried did
=0 poorly, he told her,

S nhe worked sith achemmise and
toxicologist 1o develop o gentle, no-
drip formulation and specaloy appli-
waitiemn tomds, hin, Jarecki then wazitsd
a bramd personality she describes asa
eross between Doris Day angd poarn
smar Traci Londs. The verm “betry™
e ta mind as a term guys inool-
lege had applicd wamracve women

“Feople have abyays wanted a
mame 1o call their berry,” she saild
“And I've been able 1o describe this
product without having tosay all the
many types of ways to de—.hmﬁ-e your
betty,”

And so, another euphemism for
ther Female anatommy ull:mrn In five
colors—Hrown Berry, Blonde Betry,
Auburn Betry, Black Betty and Fun
Betry (bt pink j—priced ae 52008 o

Betrybeaury.com also sells T-shins
that ask: “1s your betey reacdy 7

“Men can be betries, wo,” Ms
iwrecks saicl, as sore are buying Bet-
vy produces, She knows because re-
sponie rates for web questionnaines
have been high. They also show sur-
prisimg interest from women ages 60
pir Hh.

Beyond Beiry, bebow the belr has
bevorme Fertile ground for persosnal -
CANE A rlcmrnﬁml}' Philips Morel-
e caused a viral sepsation with it
Bodygroom and s websioe
Shavervrrywherne com, replene with
influencer marketing via Howard
Stern and a promise to add an oprical
inch v male anatomy

Unilever's Sunsilk is running

A gynecologist
tracked pa?l%nts for
amonth. “Not one
personmatches’

magzazine ads from WP Grougp’s
W, MNew York, for its De-Fries
producrs in which a curly-haired
worman complains, "My hair's so
Frizey | should give it a Brazilian.~

Bast sales in the 51 billion mass-
hair-color category were up only
D.7% in the 52 weeks ended O, 8,
acvending to Inforration Resosnoes
Ine., with the main gainers being
Revlon’s value brand and Comlx's
Just for Men. Bery may be jusy whar
the market needs




