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With celebrity athlete endorsements, Josh Shaw aims to U

Mission into “the Nike or Gatorade of skin care” svAsif8
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His hook: getting marquee athletes such as tennis star Serena Williams and golfer
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and royalties from the products they help develop. Up to 10% of the company’s
profits get donated to charities of the athletes’ choosing. Williams helped Mission
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England Consulting Group, warns not to

move too fast. “Ifyou are everywhere, you

can't be special,” he says. “Trying tobein

every retail outlet on day twois a terrible
| strategy.” He suggests limited distribu-
tion and premium pricing.

But Shaw says that makes no sense
given the star power behind him. And
prices now range from to $4 to $10—trial
prices were as high as $20. Feedback con-
vineed him Mission needed to play up its
athlete endorsements more, so packaging
now features athletes' faces, which in-
creased Mission's cost of goods sold by
about 20%.

Shaw clearly loves the world of start-
ups. In 1994, as a sophomore at Universi-
ty of Albany-suny, he launched Albany
Trader, which gave students discounts at
local stores, and sold it the next year to
national discount membership club Stu-

ranate lip balm that bears her nam
mmer in 200 outlets, including Lady Foot Locke

trial run of five
, racked up $2 mil-

dent Advantage for about $250,000in
stock, In 2002 he co-founded GosMiLE
with Dr. Jonathan Levine, who had a new
system for whitening teeth.

The idea for Mission Skincare came
about in 2007 when Shaw, no longer at
GosMiLE, met Charlie Engle, a long-dis-
tance runner who complained about a
lack of skin care products for high-inten-
sity athletes. Three months of market re-
search convinced Shaw of the same thing;
Products such as Mineral lce for pain re-
lief and Gold Bond body powder “were
old, staid, and hadn’t been touched in 20
vears,” he says.

With his own savings and an invest-
ment by Student Advantage founder Ray
Sozzi, Shaw raised $1 million and con-
tracted with four independent labs to de-
velop new products, Shaw also ap-
proached Bob Wright, ex-chairman of

the”
doesn’t sting the
5,000 stores, including cv

' Shaw signed
Serena Williams
. lo deyalop her 2
o tip balm—and, , |
market like crazy
- }u"‘

.

s Wiy S rolling ol
in [ edis -k that
/eS—1n more than

Caremavk.
Foot Locker, and aNe. “This com-

pany has ramped up faster than most

I've seen,”

ays Dennis Baldwin, man-

aging partner at Boston's Breakaway
Ventures, which led the company's re-
cent 56 million funding round.

ill, Mission’s race won't be
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-are products. Gary Stibel, ¢

K SMALLBIZ JUNE

NBC Universal, whom he'd met when film-
ing The Apprentice. Wright invested,
joined the board, and helped Shaw get a
meeting with Foot Locker Chairman Mat-
thew Serra. Says Wright: “[Shaw] has an
ability to translate his passion intoa busi-
ness plan. Most people can't do that.”

Then Shaw began lobbying pro ath-
letes to sign on. He inked his first star,
Phoenix Suns player Steve Nash, in early
2008 after Shaw flew to Phoenix and the
two had dinner at the encouragement of
Nash'’s agent. “I thought there was a great
need for these products,” Nash says, “and
the whole doing-well-by-doing-good mod-
el, I wanted to be a part of that.” Retailers
also see a fit. “That celebrity and charity
combination is powerful,” says Mike
Bloom, cvs senior vice-president of mer-
chandising. Even the Donald would have
toagree, E3
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