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_J SPECIAL REPORT ON SMALL BUSINI,SS

VIVIAN SONG
SPECIAL TO THE STAR

Brian Lau can pinpoint the defining
moment when disillusionment
with his marketing job set in
He calls it his "a-ha" moment " the

epiphany that roused him out of a
slow descent in his work life into
moral ambiguity and led him to
chart an entrepreneurial pattr, in-
stead.
Lau was in his New York office

when his mother called" She was
considering buying one of the e><-
pensive beauty pmducts his com-
pany, a major $obal brand peddled
and wanted her sont opinio[ As do
the hundreds of miracle anti-aging
greams on the markel the product
promised to firrr\ lift, erase and
generally tum bacl{ time.
As the marketing luru behind the

product, he knew the promises
werejust "a load ofdrock,' and told
his mother so. \
"That's when shelsaid, 'Brian,

thatS wrong? " he recalls. "\Mhen
she said thal I linew there was
something fundamenta.lly wrong
here." , I
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STANN UP SKIN CARE

VINCE TALOTTA/TORONTO STAR FII"€ PHOTO

When Brian Lau launched his skin-care business, he was determined to refrain from making empty promises.

We're not going
to use advertising
tricks or use fluff
ingredients
BRIAN LAU, SKIN,CARE
BUSINESS OWNER

Rotrnan School of Management.
"The fums that do well are thr

ones tJrat have a well-defined cus-
tomer prdfile," she says. 'A good
small f,rm understands flreir cus
tomers and focuses on them. They
don t try to be everlthing to every
body."

Lau maintains a strong onlinc
presence through the company's
Facebook page and TVitter ac-
counl which he mans himself. Thi:
enables him to communicate with
his customers and receive valuable
feedback A user who complains ol
lealing tubes on Faceboolg for in'
slance, is answered a day later hv
reassurances that stronger seals ai e
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decidedto tal<e agambldi gve up his
afiluent lifestl'le ard si*-figure in-
come and helm his o\.rrr, company,
Bread & Butter Skincare {bI meD-
Unlike the multi-natiorfl corpo-

late giants he worked fo{, his To-
ronto-based cornpany, would
"stand against ;ur industry with a
walrvard moral code," r'clritin from
nlaking enrply I rlomises arrtl lidicu-
klrts r: l ir irus. irrr I r ' tr: irt.c a silt ir lc and
l l ( r l )ostplo( l t ld.  j
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waslclid paclvrgttrg sucll as l)oxcs
rurd cellophane wmppers, Designs
are printed directly on the plastic
tubes that can be recycled through
the flrm's "cladle-to-cradlc" pnck-
aging program.

Lrlt admits hc's nevcl l)cclr csl)c-
ciidly $een, l.rinrscll. liut vcals ol
working in tlrc lx' irrLty iudustry
rnade it inrpossibltl to i$rorc l-he
cxccssivc pac.kaging, a practice he
didrl't wiurt to pcrpetuate.

"We l.rave a responsibility to make
the courpany as environmentally
friendly as possible."

Launched last November, the
company has found a market in
Canad4 the U.S" Europe and in
serendipitous timing South Aiiica"
The bulk ofhis sales are online. The

ploclucts cur also be found locally
at tr endy hipster hotels such as The
Gladstone and The Drake.
Although he employs a handirl of

part-timers, Lau is essentially a
one-man showJ hyingto calve out a
brand among cosmetic behemotls
that have also recognized the
go$th potential in ment skin-care
products.
He considers his competition

long-established brands such as
Kielrl's and Biotherrn He says his
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chllactcrizcd by lalsc
promises, Brian Lau

set his own piltlr

products a: c affordable.
The line is designed to take the

guesswork out ofskin care for men.
Products are bundled as kits and
include cleansers, SPF 15 moistu.r-
izers, shave gels or body moisturiz-
ers, which are shipped seasonally,
summer and winter, for an annual
cost of $85 or about $1O per bottle.
Packages are also approved as car-

ry-on items for aA travel key for
capturing Laus desired demo-
graphie The jet-setting male be-
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wi th c l icrr ls r l ld col leaglLes, ho

sa1s. "They need to look present-
able."

ll',s rr mulkct hc sccl$ out. iltl.cnd
irr l l  cvcrr ls l l r r l  : r l l |  r ' l  l r  s i r r i l i r r  rk '
rrounrIlrrr '.

Iororr lo birst t l  r r |s l r r l t  Slr i t  tPlr l ,
al onlinc slolc lbr ctwtoru (ll'css
shirts, hosts cvents iu ound the city,
creating makeshift stoLes whele
buyers can design their shirts on
the spot. Lau is there to distribute
samples ofhis products to potential
cusromers.

He's on the right traclg in theory
Understanding your demogaphic
is one of the basic tenets of a suc-
cessfirl businesg sals Becky Reub-
er, professor of strategic rnanage-
ment at The University ofToronto's

| (.irsrrLr rrr(jtjs utal s Lr-ortgef seals aie
bcing 1 rr r I in place to solve the prob
lem.

Talk i r l l  d i recl ly r ' r i l l r  ,  r r . l , , r r r , . .
and responding to i lr, r '  '  . ' ,
promplly lends aqtl l{., rL,
brand, lit.Lrber says, arLi
sincerity rr[d trustwoltiu
avoids tht. r'isk ofemployees Lw,. ,
ing messages that may be incorrsi
tent with thc blrnd. "The ones wlr r
are doing it wcll l.rave a clear brar.tcl
message," she says.

To prevent cou:petitors from eu-
croaching on his market, Lau has t0
crctl l "barrier to entry," Reubei
.x I lr. l ior' lcchnology companies.
l  l  r . r l  r  r r . r r r  r r ,  : : r ' r ' t t r - i r t r I  r r  l ) r lotr l .  l i ( i ,
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she says.
To build a name that represeni.

intcgr-itv antl l.ronesty. Lau chose |;
rrlr l i t '  l lrr '  plrxlut:ls irr Cirnada nttr
( ' l r inrr .  rv l rctr  lu '  t r r t tk l  l l rvt '  shrtv,- ' ,
:15 l ) (  r ' ( ( ' l ) l  o l l  l r is  lxr l l r r r r r  l i l l r '  l r '
waDLcr l  to l t  i r l r l t '  l r r  r r r t t l i , r l  l l  r
quali ly of his ploilur' ls lrrt l irrslrlcl
them as flrey welc bcing nratlc.

He thought it wise to capitalizo or t
Calada's stellar intemational coi
porate reputation. Canadians alc
widely considered to be stand-ui-..
trustworthy citizens.

"Our mission is to set oruselve:
apart from the competition and
have integfQ in our advertising
What better place to do that than ix.
Canada?"


