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ABOUT ME

| spent seven years as the editorial voice for Maybelline, writing
copy that had to work from a NYFW recap to a tutorial script to a
product launch in Turkey without losing the brand voice.

That work extended beyond campaigns into trend reports, GTL
documents, and two seasonal publications | concepted
and designed.

Before that | founded Indulge, an indie beauty brand | built from

my New York apartment that went global and landed in Oprah,
Elle, and Harper’'s Bazaar.

More recently, PhD in Pretty is a beauty culture platform | started
because beauty deserves the same cultural conversation we give
food, fashion, and art.




GLOBAL MARKET
CONTENT

BCKSTG was a seasonal publication | wrote and designed for
Maybelline's global markets. It was distributed each NYFW
season, establishing the brand'’s authority at fashion week
while giving 120 markets the editorial language to translate
that authority into product.

| defined the stories, wrote the copy, and led the design from
concept through distribution. | selected the imagery and
made sure the key products were featured in a way that felt
editorial, not forced. It was mine end to end.
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QFFICIAL MAKEUP SPONSOR OF

EW YORK FASHION WEEK

RUNWAY TO REVENUE

| led the New York Fashion Week campaign for Maybelline each
season, developing the concept from an editorial standpoint and
carrying it through the full campaign.

The work had to hold at two levels. It needed to feel credible at
fashion week, and then translate into something people could
actually use. That meant reworking runway looks into simpler
versions for .com, social, and retail, and working closely with talent
to make sure the product story came through.

| worked across teams to carry the idea through every touchpoint,
keeping it intact while making it usable.

Results:

+387% online sales at Watsons Turkey
+80% at Watsons Russia

+64% at Superdrug UK

400K units sold in 1 day (India)

THE SHOWS
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TREND REPORTS -ff_

| created Trend Tasting, a monthly digital publication for _
Maybelline's internal teams and key partners. | started it because
there wasn't a consistent way the brand was looking at culture,
and it needed one.

| wrote and designed each issue, shaping both the content and
the point of view behind it.

In parallel, | led annual trend presentations used by senior
leadership, R&l, and agency partners to guide product
development, brand experience, and overall direction several

years out.
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ESCAPE INTO GE
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, HEDONISM

PLAYTOPIA

Ready for Fun

*  FUNctional formats & textures for
mare potent delivery while
adding fun to daily routines.

«  Innovative & surprising delivery
systems.

«  Food-inspired texlures - Korean
shaved ice, crushed citrus, fresh
kiwi & ncotfa.

=  Colors inspired by nostalgio meets

digital artifice.
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PHD INPRETTY

PhD in Pretty is a platform | started to write about beauty
as culture.

| publish across TikTok, Instagram, LinkedIn, and
Substack, moving between short-form and longer pieces
depending on the idea. Some of that work has reached
over 1M+ views, with multiple pieces in the 1T00K-300K
range. | have a strong instinct for how beauty fits into
culture in a way that gets people talking and sharing.

That carries directly into how | approach brand work.
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The gold pigment looked like molten metal on skin. There was

Pl

D|d ﬁrivate Equity Kill
Labs? ol a of beauty s rast innavative Brands

5 . L | :
= ip OO e

financial pressuls

pat McGl'ath

nothing else like it on the market. More importantly, it let anyone

recreate one of Pat’s runway looks at home. For the first time, runway

makeup wasn’t aspirational and untouchable. It was something you

could buy and actually use. That was the magic.
beauty brand
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in October 2015, Less than ten years later, the brand'’s assets are entering an asset sale

with a single pro
lled with loose & ‘
site crashed. b

amed it process through a restructuring firm. Bids are due January 26, 2026.
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What happened between the sequin-filled pouches and the
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liquidation isn’t a mystery. But the story that’s been told so far about
changing consumer tastes, increased competition, or Pat McGrath’s

new role at Louis Vuitton misses the structural forces that made the
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brand’s collapse nearly inevitable once private equity got involved.
This is the same mechanism that’s hollowed out restaurant chains,
flattened fashion labels, turned regional media into content farms,
and most recently killed Sprinkles Cupcakes, which closed all its

stores on New Year's Eve after being sold to private equity in 2012.

Private equity has worked for some beauty businesses built on

operational efficiency. It struggles with brands built on creative risk

READ H ERE and the genius of a founder.




EDITORIAL DIRECTION

| led a multidisciplinary team of 28 students through a field study
in Shanghai and Singapore, focused on experiential retail.

The work moved from on-the-ground research to a published, — e ¥
industry-facing white paper with BeautyMatter. | set the direction, ‘
led the research, writing, and design, and served as editor on the The [“l_lllll'_t of .
final piece. FX[)@I'IEH“H] Retal
Th It | int of vi h tail i ' BeautyMatier SCAD R{K}le(l
e result was a clear point of view on where retail is going, \ lllllﬂl'llilge

grounded in firsthand observation.
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DIVERSITY: WHAT'S NEXT?

FOOD X FASHIOM
COLLABORATIONS

COLLABORATIONS
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1. Unsglo tees inspired by famous ramen shops 2. Warby Parker X Arbw'’s; 3. Telfar
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https://www.tiktok.com/@phdinpretty
https://www.instagram.com/planetdominica/?hl=en
https://www.linkedin.com/in/dominica-baird/
https://phdinpretty.substack.com
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