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I's & blustery winter day on  HOWW YAEL

Prince St in the East Village. I'm ALKALAY
on my way to meet Yael Alkalay, CREATED
the owner of Red Fower, a well- :":".;BD';\UTY

baing company offering a new
approach to the fragrance, BUSINESS
beauty and lifestyle market FROM THE
— :ml‘:‘::pany whose ﬂppmanl'; POWER OF
] ed on the principles o o -
ritual, celebration, and weliness SPIRIT U‘ﬂf‘l'
aesthebcs. But it's so cold that HEALING.
| almost breaze past the store

As | catch a glance inside the large glass store-
front. there's & warm glow that pulls me in.

The sign outside is simple, gray, with unassuming
smal red letters. Opening the door, | enter an urban
sanctuary The space is snug, spare, yet injected
with urban chic. Eyeing the teal blue velvet couch,
you'd handly know you were in 8 beauty boutique. It
fesls more like your first apartment: cozy, small, and
simple Intense scents from cendles, creams, and
scrubs infuse the air and are intoxécating. The décor
hes an earthy quality — a swath of sand and pebbles;
& wooden totem pole wrapped with red string, and a
steal sink for testing out florakscented soaps. This
=t a frou-frou glamour parior.

*| draw & bohemianizm from all of the places in the
world I've traveled throughout my life” Yeel says
“There ie an element of privilege that doesn't come
from money, but from access to a way of lving that
| happen to be horn into. My father's family is from
Turkey and Bulgaria end my maother is from Argen-
tina. They met in Israel | draw on complexities from
all these places.”

by julie andrews ... .. onces result in the products and the
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by emily travis  5tore — between comfort and luxury; @ mix of Latin

ower

American cultupe, Turkish sensuality, and Japanese
simplicity — 8 remnant of the five years Yael spent
Iving and working in those countries and regions.
The names of her signature candles are just as
worldly: Jepanese Peony, Italian Blood Orange, Thai
Honeysuckle. The experience started in 1999, when
she earned her MBA from Colurmbia University and
was awarded a grant from the Eugene Lang Fund in
addition to other entrepraneurial awards that helped
launch her product line.

“Red Flower i= less about us and more about the
actual real elements,” she says. "In naming the prod-
ucts, | wanted to give credit to the places where we're
drawing the essential oils and fiowers from.”

You won't find a cheery department store perfume-
pusher here. Every candle, copper prayer bowl, and
7step bathhouse treatment has 8 desper purpose
— to nourish & worman's mner self and create a nchly
suntmng Bxpenence.

“If you're not heakthy, no matter how grest you look on
the surface, it's not going to kast.” Yael insists. 7| really
believe in a more lasting sense of beauty which comes
from the internal, the emotional, the deeper sense of
well being. | wanted to bring back rituals to create a
sense of presence that is inherent in appreciating life
and keeping us alive.”

¥ael has the goods. Red Fower has been a wildly suc-
cessful brand, having grown 10085 since s 18983
launch, even amidst tmes of economic twrmoil

“Something that undermines a lot of businesses s
lack of planning.” she says. "You can be in such an
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al of opening 10 stores
5 _“The real challenge.”
]‘lmr th take that genuine feeling
8 that it is alive throughout every-
we grow — keeping it small, but
ng at the same time.”

ing her third bath treatment
0 A on the northern hemisphere,
| she'll ‘be taking a foray into face and skin
ucts. She 1s even tossing around the idea of




