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Victoria Beckham Beauty is 
headed to China with plans 
to launch a flagship store on 
Alibaba’s Tmall Global.

BY SAMANTHA CONTI

 
LONDON — Victoria Beckham Beauty is 

headed to China, with plans to launch a 

flagship store on Alibaba’s Tmall Global 

and to telegraph its “clean beauty” 

message to a fast-growing market for skin 

care and color cosmetics.

“You can’t be a successful global brand 

without a solid China business — it’s just 

not possible these days,” said Sarah Creal, 

cofounder and chief executive officer 

of Victoria Beckham Beauty. “When we 

began to think about expanding to China, 

we knew that we wanted to partner 

with Tmall Global because it represents 

the best. It’s the top in luxury beauty in 

China. This is the next key step to our 

growth strategy.”

Beckham herself will be leading the 

marketing efforts via a livestream Q&A 

session today with Viya, one of China’s 

biggest influencers.

Beckham, the brand’s cofounder and 

creative director, said she wanted to share 

her “clean beauty vision with millions of 

new customers,” and added that Chinese 

women are among “the most well-

informed beauty shoppers in the world.”

The livestream will feature an exclusive 

offer on the new Power Glow Set, one of 

the exclusives created for the launch. It 

includes the brand’s Cell Rejuvenating 

Power Serum and the Cell Rejuvenating 

Priming Moisturizer. It also plans to 

introduce its Lid Lustre powder eyeshadow 

pigment in Blonde and Mink shades to 

Chinese consumers.

The brand said the eye shadows “wear 

well in even the most humid environments.”

Creal said the livestream element was 

essential to the launch.

“It’s an amazing, blow-your-mind trend. The 

livestreaming phenomenon is indicative of the 

pace of development and innovation coming 

out of China. On the practical side, it promotes 

education and gives brands a way to inform 

consumers about products. It’s also riveting 

entertainment that creates a great deal of 

engagement and excitement about products.”

She added that livestreaming had been 

a key part of Alibaba’s 6.18 post-pandemic 

shopping event earlier this year, 

because “consumers need to see people 

interacting with products in 3-D, and to 

experience them through demonstrations. 

Brands are learning that interactions 

with customers need to be done through 

as many means as possible digitally, 

including livestreaming, online chat  

and online advisory.”

Beckham and Creal launched Victoria 

Beckham Beauty last September, and 

made “clean,” high-performance products 

a priority. They began by working with 

Professor Augustinus Bader, one of the 

world’s leading stem-cell scientists, who 

has spent 30 years researching the body’s 

regenerative processes.

The brand said its product formulas 

incorporate technology developed by 

Bader as well as potent, active ingredients.

Creal said she believes that in China 

there is an “increasing awareness of 

clean beauty products and why they are 

different. We know that environmental 

concerns and ethical sourcing of raw 

materials and ingredients will also become 

more important to Chinese consumers 

over time as brands continue to share 

information about their products.”

The brand, she added, is working on 

specific plans with Beckham related to 

Singles’ Day in November, and other 

projects for Queens’ Day, a shopping 

event around female empowerment and 

pampering in March 2021.

“No market moves faster than China 

— things that worked for brands even six 

months ago will not work today. We know 

we must stay nimble and constantly learn, 

then formulate our plans accordingly,” 

Creal added. “We’re hoping that Victoria 

will be able to be on the ground in 

China at some point in the future, and 

we’re both absolutely committed to 

developing our business in China, and 

to understanding the Chinese consumer 

better. Our partnership with Tmall Global 

will be key to both.”

Tmall Global, which launched in 2014, 

is Alibaba’s dedicated channel for cross-

border e-commerce, and looks to allow 

brands and retailers without operations 

in China to build virtual storefronts and 

ship products into China. Tmall Global 

said it helps to connect more than 25,000 

brands from 92 countries and regions with 

consumers across Alibaba’s platforms.

The platform will undoubtedly get a 

boost in the coming months, given the 

Chinese government’s efforts to relax 

demands for animal testing of imported 

beauty and skin-care products. Last week, 

Unilever’s ceo Alan Jope said he was eager 

to take the consumer giant’s premium 

portfolio of beauty brands into China.

Last September, as the first beauty 

products were launching, Beckham said 

developing the line was like “giving birth 

to my fifth child. This really is a dream 

come true for me.” She said she developed 

products “that I want in my makeup bag, 

and I think the packaging is beautiful.”

Victoria Beckham Beauty endeavors 

to use the smallest amount of plastic 

possible in a bid to be environmentally 

friendly. It also bills itself as cruelty-free, 

offering a range of “high-performing 

formulas and beauty essentials” with 

“clean” ingredients.

The brand said it provides full 

transparency on each ingredient used, 

and what role it plays for each product. 

The brand also clarifies which products 

are vegan-friendly and shares its product 

development philosophy and approach to 

ingredient selection.

The secondary packaging comes from 

100 percent post-consumer waste, while 

the shipping materials are recyclable or 

biodegradable. Beckham said products are 

wrapped in a protective packaging that can 

then be dissolved under the bathroom tap, 

while each order is delivered in a reusable 

canvas pouch.
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The basketball legend and 
businessman said he supports 
the NBA season’s return  
this week.

BY RYMA CHIKHOUNE

“I think it’s great,” said Earvin “Magic” 

Johnson of the NBA season resuming on 

July 30 with new safety measures in place, 

after being on hiatus since March 11 due to 

the coronavirus pandemic. “It gives us a 

chance to watch live sports and get away 

from our everyday workload, or just allows 

us an escape.”

Johnson welcomes “the distraction,” 

he said. “Sports brings us joy. And then 

sometimes even pain when our favorite team 

loses, right?” he added with his familiar laugh.

Johnson recently revealed plans for a 

documentary on his life to be released. It’ll 

focus on his legendary years with the Los 

Angeles Lakers in the Eighties — as a five-

time NBA champion in a nine-year span and 

three-time MVP.

“It’s coming,” Johnson said of the film, 

which will follow the hit ESPN and Netflix 

coproduced Michael Jordan miniseries, “The 

Last Dance.” “Ours will probably be a year 

from now. Kobe Bryant — rest in peace to 

Kobe — his will be coming out soon. I think 

Tom Brady announced his coming as well. 

And so, we’ll be somewhere down the line, 

in a year or so. I’m really excited about it.”

The documentary, developed by XTR, 

H.wood Media, NSV and Delirio Films, will 

also showcase Johnson’s transition from 

athlete to entrepreneur. After announcing his 

retirement from basketball in the Nineties and 

revealing in 1991 that he was HIV positive, his 

rise in business had its set of challenges.

“Here I am, [but] I got turned down a lot 

when I first got started,” Johnson said of 

his early endeavors.

It’s one of the reasons he connects with 

23-year-old entrepreneur Garrett Greller, 

cofounder of CBD and hemp company 

Uncle Bud’s. Johnson has turned his 

attention to the growing industry, joining 

the company as a partner.

“I believe in Garrett and his vision that 

he has for the company, and how they have 

built this incredible company,” Johnson 

said. “What I like about the product line is 

[there’s] no THC, which is really important.”

He doesn’t “endorse drugs,” he said. 

In fact, he was unaware of the strain of 

marijuana on the market presumably named 

after him, Magic Johnson. “It is what it is,” he 

said upon hearing the news.

He does approve of CBD, a component 

of medical marijuana that’s derived from 

hemp. He was introduced to CBD by his 

masseuse, he said, and has been using Uncle 

Bud’s products for pain relief.

“I’m 60 years old now,” Johnson said. 

“When you get older, you have aches and 

pains a little bit more than when you were 

younger. The products help me with my sore 

knees, as well as my tight back.”

Launched in California in 2016 and made 

entirely in the U.S., Greller created Uncle 

Bud’s after being unable to find effective 

relief for his chronic arthritis pain. The 

brand is now found in 15,000 retailers, 

including Amazon and Walmart.

“We wanted to partner with Magic, because 

of his business savvy and his experience,” 

said Greller’s partner, Uncle Bud’s cofounder 

Bruno Schiavi. “And he’s an athlete. And he 

has aches and pains. We wanted somebody 

who actually uses the product. So, Magic is 

not just the brand ambassador, he’s actually 

part of the company.”

Past brand ambassadors include Jane 

Fonda and Toni Braxton, who both have 

a personal relationship with CBD and use 

Uncle Bud’s, added Schiavi. “We only put out 

things that we truly believe in.”

Along with pain relievers, the company’s 

wide range of goods, priced between $2.50 and 

$35, include hand sanitizer, antiaging skin care, 

bath and body products, as well as pet care.

“Every product we do, let me tell you, 

[Greller is] the guinea pig,” continued 

Schiavi. The CBD is tested by a third party, 

FDA-registered lab. (The FDA has approved 

only one CBD product on the market, a 

prescription drug to treat severe forms of 

epilepsy.) “Because it has to work first and 

foremost for him — he has acute arthritis — to 

make sure it works for everybody else.”

“We’ve created this trust with our 

consumers with the people we bring on 

board, whether it’s Magic or Jane or Toni, as 

well as my story,” Greller said. The company 

has grown more than 8,500 percent on 

e-commerce since the pandemic, he said. 

“Everyone is on this route to be more 

healthy and look for things that are better 

to put in and on their body.”
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Victoria Beckham with 
Sarah Creal, co-founder 

and chief executive 
officer of Victoria 
Beckham Beauty. 
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