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A Focus on Niche
Why Microcontent Matters Now:  
A Conversation with  
Michael DeVellis

Michael DeVellis knows the power of niche. As the founder and 
executive director of The Powder Group, he has built a highly 
successful business targeting a very small audience. We sat down 

with Michael to understand his “microniche” strategy, how it works, and 
the role his publication, On Makeup Magazine, plays in it. 

Michael, it’s rare that someone who isn’t involved in 
publishing would start a magazine, much less such a 
specialized one. Some experienced publishers would 
have said you were nuts. Why did you do it?
You’re right, I’m not a traditional publisher. And what’s great is this frees 
me to do things differently. The rules don’t apply when you haven’t been 
operating by them already. I publish one title, for a very specific audience, 
and only twice a year. Publishing is not my main business; it’s an ancillary 
one that supports my primary business, The Powder Group, which is a 
resource for the professional beauty and makeup artist industry. 

I started On Makeup Magazine to connect to this very specific, incredibly 
targeted audience — and that’s what I mean by microniche. Think of it this 
way: There are many publications focused on beauty — and a handful of 
those focus on the professional beauty industry of makeup artists and hair 
stylists — and then, there is an even smaller number of those that focus 
on connecting this audience with the businesses that serve them through 
trade shows and events. This is what we do. With On Makeup Magazine, I Ph
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Previous page: Michael DeVellis. This page: Live events hosted by The 
Powder Group and sponsored by its advertisers. Clockwise from top 
left: The Powder Group’s TPG Pro members at a hands-on workshop in 
NYC; celebrity makeup artist Merrell Hollis with workshop attendees in 
Chicago; celebrity makeup artist Matin Maulawizada gives one-on-one 
tips; bridal expert Joanne McDonough leads The Business & Beauty of 
Bridal workshop; a master demonstration at the American Beauty Tour 
program in New Orleans. Opposite page: Makeup artist and The Powder 
Group American Beauty Tour presenter Jordan Liberty.
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	 Authenticity is  
	 critical. If you come 
across as opportunistic or 
manipulative, you’ll lose the 
readers and the advertisers.  
You need to be that publication 
readers appreciate ... the one 
place they know, for sure, they  
are understood.

“
Where were you born?
I was born near Columbus, Ohio and grew up in Cleveland. 

Where do you live now? 
I’m in Philadelphia, but I spend much of my time in New York City.

What is your sign? 
Taurus

What did you want to be when you grew up?
For a few months when I was in kindergarten, I wanted to be a
lion tamer. Before that there was a brief period where I wanted to
be a fireman. But for the most part I always wanted to be an
artist, I just didn’t know what kind. My family moved around a lot,
and art was my way of breaking the ice in a new school. I’m
much more introverted than people assume, and art was (and
still is) my way of connecting with others. I literally explored every
possible facet of the arts growing up and I was lucky to have
supportive parents. 

How did that turn into a career as a makeup artist?
I think my “career ADD” helped me to not only find something I
loved to do, but it helped me develop the unique career I’ve 
created for myself. It’s trying new things that has allowed me to
have success as an educator, photographer, YouTube creator,
and product designer as well as a makeup artist.  

What was your first memorable work as an artist?
It was a textural blue glossy eye that looked like stars at night. 
I think that was the first time I received a lot of attention for a 
single look, and it was the first time I truly loved my own work.
Even now, my favorite work is usually the most whimsical and 
textural. Always clean. Always a little bit innovative. 

How did you know that the makeup artist industry was where
you wanted to be? 
It was gradual, because I didn’t even want to be a makeup artist
after my first few shoots. I wasn’t as confident then and truth be
told, I think I was worried about being a cliché. Falling in love
with makeup was like falling in love for real – it was a fun flirtation
at first, but gradually became profound and a part of me.

What are the things about working in the makeup and
beauty industries that you love?
I love the art of it. There are a lot of closed doors in this industry. 
A lot of egos. A lot of negativity. When I’m doing what I love -- 
creating a beautiful makeup story -- none of that exists. As a 
person, I am imperfect, sometimes misunderstood, disliked, or 
insecure. But who I am as an artist is whoever I choose to be. It’s
my moment to speak my truth, and there’s beauty in that. Just as
I did when I was a kid, my art speaks for itself when I’m at a loss
for words. 

PROFILE JORDAN LIBERTY

What are the things about your work that makes it the most
interesting to you?
I love that I’m able to be such a huge part of the process. For
some of my most iconic beauty stories, I created the concept,
did the makeup, the wardrobe, the nails, and the photography.
It’s all mine -- nothing is lost in translation. To be honest, I can’t
believe I’ve been able to carve my own little niche into the 
industry. I’ve found a way to showcase all of my talents, and that
is exciting and humbling. 

What are the challenges you face working as a freelance
makeup artist?
The industry is rapidly changing, and if you can’t adapt, you
quickly become obsolete. Social media is a huge part of my 
career now -- something I hadn’t even considered when I first
picked up a makeup brush. And who knows what’s next? I think
a lot of artists share the same fear: becoming irrelevant. 

Do you have a signature style?
I like my work to be clean, literally immaculate, sometimes to my
own detriment. It’s hard for me to see my work objectively, but I
think the devil is in the details and hope others are able to 
appreciate that. 

What’s coming next in makeup?
I think a large divide is happening in makeup right now, which 
is really interesting to watch. Social media is pushing more
makeup; heavy foundation, drag techniques, and garish 
eyebrows. To say that I loathe the “Instagram brow” or the
“YouTube contour” is a massive understatement. I don’t 
understand this desire to look expressionless, caked on, and 
artificial. Everyone on social media wants to look the same -- 
I can’t tell anyone apart. The fashion industry, however, is going
the opposite way; less contouring and less plastic looking. 
Coming out of Fall Fashion Week, there were a lot of natural
looks on the catwalks. There’s something to be said for 
enhancing beauty or making a statement instead of creating
an army of lookalikes.

What should someone who is looking to develop a career in
makeup know before getting into the business?
It’s not easy. This is not an industry where you sit around and talk
about what you want -- you have to go out and get it. I’m
amazed at how many new makeup artists spend their days on
social media or gossiping, but when offered a chance to assist
or to do something really amazing, they find any excuse not to
do it. This is an industry that favors the hungry, not the thirsty. If
you’re lazy, you won’t make it very far. 

What type of work do you find most satisfying?
Beauty editorials. They cause me the most stress and the most
sleepless nights, but I love creating an entire story from the 
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was able to exponentially raise the visibility and relevance of The Powder  
Group with this audience. It’s a voice that’s unique and helps us stand apart  
in a crowded industry.

OK, let’s back up a little. What exactly is The Powder Group?
We’re an event and education production company based in New York City. We 
produce trade shows, summits, and other programs across the U.S. and in select 
international markets. Our goal is to promote and celebrate the craft of the pro 
beauty expert. And we do this by connecting beauty industry companies with the 
professional makeup artist and hair stylist community. 

At first, we produced smaller stand-alone educational programs; then we created 
a highly specialized trade show called The Makeup Show; and then we launched 
On Makeup Magazine to support the show and our other projects. Now we’ve 
expanded to online resources and, of course, a strong social media presence to 
support our business and our advertisers.

Why The Powder Group? Were you already working in the 
beauty industry? 
I was an executive with MAC cosmetics when they were expanding in the U.S. 
The owners asked me to lead a project that would refocus the brand’s attention on 
the pro makeup artist customer and community. Estee Lauder eventually bought 
the brand; they also embraced the project (now MAC Pro); and we continued to 
develop it to what it is now — a benchmark for similar programs in the makeup 
and beauty industry. Once I started working directly with pro makeup artists, I 
fell in love with their passion and commitment and with this entire area of our 
industry. I also saw a huge gap in what was out there for them in the way of 
community and education. So I started The Powder Group to fill that gap.

And how does On Makeup Magazine fit in?  
The magazine provides our audience and clients with information and inspiration 
that is unique — truly unique — because it comes out of these live events and 
these connections I’ve brokered between my audience and these businesses. So 
when people open up On Makeup Magazine, they see content that doesn’t exist 
anywhere else. This serves our readers and our advertisers, and it also builds our 
credibility in their eyes. The magazine is a powerful vehicle for showing that we 
get this audience and these topics. So then we have brands and other relevant 
businesses coming to us to ask if we can produce events for them, too. One thing 
leads to the next, and so on. The magazine creates the connections and the spark.

Why do you describe this as microniche?
The idea of microniche is to focus on a narrow area of interest and therefore a 
narrower potential audience than businesses and traditional media typically 
target. The net result is that you give attention to the needs of a very specific and 
passionate audience. A niche within a niche.

In practice, how does On Makeup Magazine pull this off?
Well, most importantly, there is an authenticity to everything we do. We truly  
love our industry. We live and breathe it — and our readers and advertisers know 
this. Next, we are uber focused on our audience. Whether in print or  
online, our magazine connects with a specific person: the professional beauty 
artist who is very committed, very driven, and very focused on his or her career 
and craft. We’re clear about who we’re looking to attract — which, of course, our  
advertisers love. Ph
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“	 Ninety-five percent 
	 of our readers keep 
every issue of the magazine. 
Ninety percent read each issue 
cover-to-cover, and 60 percent 
read parts of the magazine 
more than once. We're 
committed to our readers,  
and they're committed to us.

Next, we need to attract them — so we make choices with the magazine that we 
believe will appeal to this group. For example, look at our design. We don’t use 
a traditional cover image; we don’t mix advertising and content pages; we use a 
heavier-than-usual paper stock. These attributes create a publication that is as 
much a coffee table piece as it is informative and inspirational. In fact, we know 
that 95 percent of our readers hold on to every one of our issues and archive them. 
They want them to hold up over time, and they want them to look nice lined up 
on the bookshelf. Add in our unique trim size (9 inches by 9 inches), and we stand 
out from other magazines and especially from other trade-focused publications.

We also don’t distribute in a traditional way. We forego paid subscribers in favor of 
industry comp mailings, membership subscriptions, and distribution at our trade 
shows and events. This strategy helps us drive traffic to our booth at events, and 
I find it also helps us gain access to people who may not be drawn to what they 
think is just another print beauty publication.

And lastly, there’s our content. In a sense, we go micro microniche here. We take 
this narrow audience of ours, and we create consistent, regular content for topic 
interests within that audience. For example, our “On Set” department focuses on 
makeup artistry in TV and film; our “Kit Focus” highlights makeup and beauty 
products; and our “Profile” features movers and shakers in the industry. While 
the content is really all very interesting for the majority of our readers, it satisfies 
specific reader interests and keeps folks hungry for it issue after issue.

Why do you think it’s important for publishers to be thinking 
about microniche today? 
Well, let’s face it, there’s increased competition for readers’ attention and advertiser 
dollars. With easy access to information online and in social media, print 
publications have to work even harder to attract the attention of new and even 
existing readers. When you focus on microcontent, you earn the trust of people 
who are interested in that very specific topic. You become their top-of-mind, go-to 
resource for this information. They stay tuned to you, waiting for it. 

Here’s a good way to illustrate this. Do a quick Google search for any broad topic 
and see what kind of numbers you get for page results. Then search for a narrower 
slice of that topic and see how much smaller the results get. Let's do it. In the 
case of my industry, a search for “beauty magazine” returns 146,000,000 results. 

“Professional makeup artist magazine” returns 2,500,000. Try the same for “cooking 
magazine,” and we get 73,900,000 results; whereas “vegan cooking magazine” gives 
us 1,100,000 results. The tighter your focus, the smaller the number of companies 
trying to speak to that space. 

Traditional approaches in content creation no longer work to pull in the same 
readership and revenue. You need to show that you understand the nuances of 
your subject area. This could mean regular columns, special editions, or even 
brand new titles dedicated to niche areas of interest for your reader. The result is  
a more dedicated readership.

So, just how dedicated and engaged are your readers? 
When readers are highly motivated by a particular subject — I refer to them 
as “the super committed” — they look for experts who are knowledgeable and 
who also understand their needs. We’re inclined to be drawn to others who get 
us, and we enjoy being part of a like-minded community. It’s the psychology of 
our emotional needs — the need to feel like we belong. And within this kind of 
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Cinema Secrets, the Burbank destination for pros in the know,

celebrates an amazing 30 years in business this year. This family

run business created my makeup master Maurice Stein and his

wife Barbara has been at the center of the makeup community

since the day it opened its doors. Full of personality and the

combination of an at-home feeling combined with on-set 

professionalism, Maurice and his team have managed, since

day one, to make everyone who enters the world of Cinema 

Secrets welcome and part of the family.

The first time I met Maurice Stein, and truly began to understand

the impact of the culture of Cinema Secrets on our industry, was

at The Makeup Show NYC. Maurice was demonstrating his 

eyelash curler to an assembled group of artists and paused to

learn each persons name before launching in to a story about

doing makeup on elephants, fighting a drunk Bea Arthur and

flirting with Betty White. Having grown up on shows like Soap 

and Land of the Lost I laughed at his stories of those experiences

and could not believe I was in the presence of such a legend. 

I wondered at that time if he was truly aware of the impact he

had made on the lives of so many artists. I could not have

known it at that moment, but Maurice would soon become a

mentor for me and Cinema Secrets would become like a 

second home.

The brand could not be what it is today, and has been over the

past 30 years, without the master himself at the helm through the

years. With a career that spans decades, Maurice is decidedly

one of the most important figures in our makeup industry and

Cinema Secrets is still -- as it heads into its fourth decade -- one

of the most important companies in the business. In the pro artist

arena, from a product and education position as well as 

culturaly and emotionally, there is only one Cinema Secrets.

From his first job in makeup, Maurice took on the makeup 

industry head on. He earned a reputation as a problem solver

and was always looking for new ways to make applications 

easier and keep clients comfortable. This was really the basis for

his developing Cinema Secrets, along with some of the 

company’s most iconic products.

Early on, Maurice discovered the need for products that would

mitigate the danger of cross contamination from sharing 

product between clients. He began to experiment with scooping

the makeup from the primary package with a metal spatula

and placing it on a palette to prevent spreading germs. 

Inspiration struck when he had the brilliant idea to try his old

army signal mirror. It was a magical moment – that product is

now the noted Maurice Stein Cinema Secrets palette. 

Throughout the last four decades, Maurice continued to grow

his career working on iconic products and projects including

MILESTONE TH
IRTY YEARS

 OF CINEMA SECRETS

Star Trek, The Flying Nun, The Golden Girls and Planet of the Apes.

It was his work on Planet of the Apes, in fact, that turned Maurice

on to teaching and became the start of an entirely new area of

work for Cinema Secrets.

During the production of the film, Maurice was asked to join a

group of six other artists who would be teaching the now 

legendary ape makeup look to a large team hired to make up

the overwhelming number of actors. Maurice realized how much

he loved teaching these artists. Watching them as they started to

grasp the technique and the understanding of product brought

back memories of his first makeup and how he had taught 

himself on the first day of his career. While Planet of the Apes is

considered one of Maurice’s biggest film projects, he also looks

back on that as his very first teaching job and the day he 

decided to educate fellow artists.

With his generous nature and need to always try new things,

Maurice would soon look to bring the transformative power of

makeup, and Cinema Secrets, to the medical community. 

Maurice’s work with burn-survivors, including a 9-year-old from

Norway, revealed the industry’s need for longer-lasting, fuller 

coverage foundation. Once again Maurice was inspired to add

something new to his resume: thus was born the Cinema Secrets

Foundation, created to cover look like a second skin while 

covering two to three times better than what was on the market

at that time. Cinema Secrets foundation was also the first 

cosmetic line created to be inclusive of each and every skin

tone, helping makeup artists do their job better and faster.

In 1985, Maurice and Barbara opened the Cinema Secrets store

in Burbank. Their sons, Michael and Danny, and their daughter,

Deborah, soon joined the team and Maurice retired from 

working in film and television to focus on the family business. 

But he didn’t stray far from studio-life as he would often be

brought onto sets to show makeup artists and teams how they

could do the job in half the time and save the production

money along with that time.

Thirty years later, Cinema Secrets is still an integral part of so

much of our industry and the man behind it all still makes his

way to the Cinema Secrets store and offices every day. 

Retirement for a visionary, fixer, storyteller and idea man does not

come easily. Nor does a day go by without some of the biggest

stars from both sides of the camera stopping in to see him. This

year Cinema Secrets celebrates 30 years of being a place where

artists come together and find the resources they need to be

successful in their artistry and career. We are all so grateful to

Maurice and the family for being not only a resource and 

product line, but a family to so many of us along the way.

Words James Vincent

Photos Provided by Cinema Secrets
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Where were you born?
Kabul, Afghanistan 

Where do you live now? 
New York City

What's your sign? 
Cancer

What did you want to be when you grew up?I was groomed to become a doctor, like my father.

So I guess that path didn’t work for you?
The only part of medicine that interested me was plastic surgery;reconstructive, not the nip-and-tuck type most of us are used to. I left Afghanistan and was raised amid the war with the SovietUnion. There were thousands of kids and adults burned, withlimbs blown off and deformed from the war. I wanted to studyplastics and go back as a reconstructive surgeon. I excelled inanatomy and could carve a cadaver layer by layer like a work ofart. But once I saw the scalpel hit the skin of a live person, thesmallest drop of blood caused me to faint. 

Was there any connection for you between this path andmakeup artistry?
Well, a deep and tangible understanding of human anatomywas extremely helpful to understand light and shadows onhuman faces and how the structure is supposed to be. For me, it dictated my figure drawings and even sculpting. I was neverable to do abstract forms of the human face and body. Perhapsthat reflects on my makeup as well. I have never been able to doanything crazy like what Pat (McGrath?) does in shows. At onepoint I wanted so badly to do that type of makeup but myhands/eyes couldn’t go there. Later on in my career, I came toterms with my strengths and started to appreciate what I wasnaturally good at. 

How did you know that the makeup artist industry was theplace you wanted to build a career?
I sold makeup while I was studying as an undergraduate pre-med student. It all happened by chance when my roommate asked me to do a makeup event at her counter andtold me what to say during the interview. After a few years of freelancing for different brands, I left the industry and was working on my masters degree in molecular biology but I keptgetting requests from my old bosses to do an event here andone there. During one of these events I realized how much Imissed interacting with people and doing makeup. I had noidea there was a real career out there as a makeup artist. Soonafter that, I got calls from two different beauty lines to come andinterview for a national makeup artist position which I thoughtcould be a good step. 

PROFILE MATIN MAULAWIZADA 
I also got a call from Laura Mercier to work with that company. I was contemplating the two positions and said no to the LauraMercier job. The account executive from Laura Mercier calledand asked me if I could freelance for three days when they werelaunching. I met Laura Mercier and her agent at the time, Timothy Priano, who represented me for 16 years. That was whenI realized that there was this world of makeup artistry out therethat I wasn’t even aware of. Honestly, until then, it never even occurred to me that makeup artists were behind magazine covers, ads and TV commercials. 

What was your first memorable work as an artist?One of the first jobs I had while assisting Laura Mercier wasgoing to Irving Penn’s studio. I had just seen a show of his workat the university art museum at Berkeley and had no idea hewas still alive. I nearly lost my shit when I met “Mr. Penn.” On myown, I must say doing my first cover for Elle with Gilles Bensimonwas a big memory for me. I had only done one other projectwith him and I still can’t believe the cover happened so quicklyafter that job.

What are the things about working in makeup that you love?  I love that it is so dynamic and every day is a new challenge, anew face, and a new direction and mood. I love collaboratingand absorbing other ideas and bringing my own into it to reacha goal that is “the look” for the shoot. I’m a scientist at heart sodeveloping makeup and creating new colors and texture are integral in keeping my mind sharp and my appetite wet for upcoming trends and products. 

What are the things about your work that make it the most interesting to you? 
I love the people I meet; clients that I get to know and the intimate connection and environment that we work in as glamsquads. It is nice to be trusted to be part of the most intimate orpotentially most scandalous conversations, knowing that yourclients have nothing to worry about. I think this a huge privilegeand compliment, having their trust and them knowing that youhave their backs.

What are the challenges of working as a freelance artist?Freelancing can be very scary at first, even after we get our bigbreaks and are working artists. At the beginning we make verysmall amounts of money especially since the cities that one canwork in like NYC, London, Paris, Milan and LA are so expensive tolive. Later in our career the challenge becomes feast or famine.We either get double booked and work weekends or we getnothing for weeks. What I find challenging is budgeting properlyso the money can last. I’m lucky to have a partner that canmanage my life but I know if left to my own devices, I would beflat broke and in a lot of debt. 
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WENDY KARCHER

FALL 2012

COVER_OM_F12 copy.qxp_Layout 2  12/6/16  11:51 AM  Page 1

MAKEUPON MAGAZINE

ANDREA MAYR
ANGELA KAESER
BORED TO DEATH
BLUE BLOODS
DANESSA MYRICKS
DAVID GILMORE
FARAH BUNCH
GREEK
HOT IN CLEVELAND
JAMES VINCENT
JON HENNESSEY
KEVIN JAMES BENNETT
KRISTOFER BUCKLE
LADY GAGA
LORI BENSON
SHERRI LAURENCE
TANIA RIBALOW
VALENTE FRAZIER

SPRING 2011
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AMERICAN HORROR STORY: ASYLUM
DAVID BOWIE
ERAN PAL
ERYN KRUEGER MEKASH
EUGENIA WESTON
FRANCESCA TOLOT
JAMES VINCENT
JORJEE DOUGLASS
LAUREN O’JEA
LINDA MASON
MICHAEL DEVELLIS
MICHELLE GARBIN
MIKE RUIZ
NEW GIRL
OZ THE GREAT AND POWERFUL
ROSS BURTON
SARAH LUCERO
SONS OF ANARCHY
THE POWDER GROUP
TRACEY ANDERSON
VIVIAN BAKER
WOJTEK INGLOT

SPRING 2013
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OK, so let’s talk about getting started. How can a 
publisher find microniche opportunities that fit?
One thing that works well for me and my colleagues is looking at the 
interests of our readers and what has resonated with them in the past. 
Are you paying attention to your readers’ letters, online comments, 
and social media? You can get a lot from these. What peaks their 
interest? What do they want more of? You obviously want to keep an 
eye on trends in your industry and regularly address these. And watch 
what’s happening with your advertisers. Maybe they have introduced 
new products, events, or locations that your readers would want to 
know about. 

What are the risks?
Well, I think that depends on how you look at it. The audience for this 
content — whether it be a regular column or an entire magazine — is 
by nature smaller. So while it’s good to consider microniche as a 
philosophy and business opportunity, it’s also important to have 
realistic expectations. Not everyone will respond to super-niche 
content. The good news is that those who respond will do so in a more 
enthusiastic way than your typical audience members because they 
appreciate the attention given to their area of interest. Again, we’re 
talking about those super committed readers. They’re more connected 
to the subject matter, care the most about those who are also 
connected to it, and spend the most money on things associated with 
it. Connecting to these readers validates their interests and results in a 
more loyal readership that supports the associated advertisers.

community, individuals want to support each other — even at the 
level of advertisers. So you have advertisers who are engaging with  
a committed audience, and an audience who appreciates these 
relevant advertisers. 

And, let me tell you, this audience is loyal and participatory. They can’t 
get enough of what you’re providing to them, whether that’s content 
or events or products. Ninety percent of our audience reads each issue 
of our magazine cover-to-cover; 60 percent reads parts of it more than 
once; and a majority of them attend our events and programs. 

On Makeup Magazine is a specialized consumer 
title. Do you think other types of publishers can take 
a microniche approach? Like association, alumni, or 
regional publishers? 
Absolutely. I strongly believe that any kind of publisher can do this. 
It’s all the same thought process. Consider the tighter interests that 
lie within your title’s subject matter and simply give those some 
consistent, repeated focus. Like, an alumni publication might run a 
column or features about new dining options in the area of the school. 
For those alumni who travel and enjoy dining out, this content will 
add to the appeal of the magazine, keep the school top of mind, and 
produce more word-of-mouth about the area and, by association,  
the school.

The work of celebrity makeup artist Matin Maulawizada 
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Michael, you are clearly passionate about this. 
Where does the passion come from?
Honestly, what motivates me the most is seeing the effect my business 
has on the individual artist who is our customer, the brands and 
companies we work with, and our industry as a whole. I wish I could 
say I was motivated by financials, but that doesn’t make a difference in 
the careers of these folks. That’s why I do what I do with The Powder 
Group and On Makeup Magazine — to make a difference.

Any last words of wisdom? 
I mentioned this earlier, but it bears repeating: Authenticity is 
critical. If you come across as opportunistic or manipulative, you’ll 
lose the readers and the advertisers. You need to be that publication 
readers appreciate and are anxious to receive. You need to be the one 
place they know, for sure, they are understood and won’t be taken 
advantage of. Then you become a critical component of their world. 
You become irreplaceable. So start by asking yourself and your team, 

“Are we irreplaceable?” 

Michael DeVellis is publisher, editor, and creative director of On Makeup 
Magazine and founder and executive director at The Powder Group, an 
event and education production company and resource for the global 
professional beauty industry. He has more than 20 years of experience 
working with the top brands, educators, and agencies in the pro beauty 
and makeup arena. Connect at tinyurl.com/linkedin-devellis.

Off the Bookshelf: “Blue Ocean Strategy”
Michael DeVellis aptly describes finding a space   
in a size he could own (a microsegment) and then 
filling it without triggering the interest of any 
significant competitors. He effectively created his  
own “blue ocean.”

Authors W. Chan Kim and Renée Mauborgne have 
studied this approach in “Blue Ocean Strategy.” 
Originally published in 2005 and then updated and 
expanded in 2015, this global bestseller is based on 
a study of 150 strategic actions over more than 100 
years and across 30 industries.

The authors argue that companies don't thrive when 
they’re doing battle with competitors. They thrive 
when they create “blue oceans” wherein they have 
no significant competitors. A blue ocean strategy 
builds value for the company, its customers, and its 
employees by creating new demand. A blue ocean 
strategy makes competitors irrelevant. 

The book presents methods and tools that 
organization leaders can use to foster their ability  
to see and develop blue oceans. Publishers who  
are intrigued by Michael's strategy will find the  
new edition of this book well worth reading.
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