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Ronald Perelman

Makeup giant needs
a turnaround artist

Revlon’s h eavy debt
makes *;a]e appear
to be sole ren u:d&

BY ELISABETH BUTLER

EVEN THE THICKEST E.,:':.{:lﬁ.'ﬁk':
makeup can't conceal Revlon Incs
haggard look. After losing money
and amassing debt for vears, the
gor more 'M inldes thi

month, "l'*-" n ]LSI\'|H’\ W ]:ll'l.-.ld‘
uct line, Vital Radiance, officially
flopped in several key big-box
chains,

Rerail experrs say the only way

-.”T1l:|,'l ANy

that Chairman Ronald Perclman
can save Revion now is to sell it to
someone who can finance a radical
corporate face-lift. The company
carries about §1.3 billion n debt,
and its famous Nagship brand || 85
momentum in the face
of better-financed and more mim
ble competitors Procter & Gamble
and LIOréal,

Revlon hasn't turned a profit in
eightyears. The stock dropped to 2
record low of 98 cents in trading
Friday and closed up a penny.

“It’s still a major brand,” says
Michael Appel, 2 managing diree-
tor at Quest Turnaround Advisors.
“They've got to have the kind of
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Makeup giant needs turnaround

Continued from Page 1
management who can fixit.”

Although the company hasa'tin-
dicated an intention tosell, a hand
ful of porential buyers are shopping
the market.

“Five or six consumer-oriented
private equity groups have to be
thinking about a Revlon buvout,”
says David Deursch, founder of an
cponymous  merger-and-acquisi-
tion advisory firm. *The stock has
fallen off a <liff, but the company
does remain one of the leading cos-
metic | particularly among

brands
mass merchants.”

Any buyer would have to negoti
arewith creditors to lighten Revlon's
financial load by trading debt for eq-
uity, Mr. Appel says. A deal would

||.||Ilj_1'-:_ not r_1[1l, L'I.r. I:'|'_I l."'\..an"'r :T‘L'I.'
¢ O reiny 1EOrale :i.|_1
r] [+ | l TS W t“'l‘1|. i "..;'I("Li'”-': bt "1L| F'r'-r:'_
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Private equity firms like Sun
( 1|.11t“11 Partners Inc. and Texas Pa-

¢ Group have larely shown inter-

est |]J COTIELTET =L U{:ll.i‘- lU]""l]"'Illlla.
and some insiders expect them o
make a mun ar Revion while its share
price is depressed,
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Overestimating

criTics say Mr Perelmans
iz one of Revions biggest
The billionaire, who
company in 1985, is

overcstimating sales and

AITo—
gance
problems,
bought the
known for
underestimating budgets,
One former Revlon

EXCCurne

says Mr. Perelman’s over onfidence
led him to market Vil Radiance,
products targeting women over 50,
without the Revlon name Shoppers
at big-box stores left the line on the
shelves, which pmn':lu:cf Whal-Murt
.:'I".C:T.'-!afr: to |'-|_']'Z it from somc loca-
rions, Within six months of its intro-
duction, Vial Radiance had racked
up $40 million in operating losscs.
Jack Seahl, Revlon's third chicf
cxXcounve 1noosix }'\.:!"'. tJT‘.‘..-II.I.F' 1‘!"5"
decision to market the line inde-
pendently
L We're poing after a very tarpet
h* customer who wants a |1|rJJu\
rrlL st for her” SV Mr
Stahl, who wouldn't
the prospect of selling the company.
He plans to turn Vital Radiance into

CMMIMment an

a 850 million brand by paring down
the number of products in the .‘_-,- I-
and " promoting itin drug
where it has
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Underdelivering
ANALYSTS ARE AL, “We -
main concerned about Revlon's his-
tory of overpromising and
delivering on unrealistic goals,”
Galdman Sachs analyse Lor Scher-
Wi WInte
Goldman rates the stock © ‘neutral.”
Revion hasn't always looked =0
weary. In the 1990s, rthe break-
through f..'ulnr"i\ ay and Age-Defy
ing lines he i make it a
with mass er,l,,._-'.'.;:'-.-
Reade and Wal-Mart. The stock hit
ahighof$56.38 in April 1998,
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ads featuring hl.lrlErHIl':-l.lL':. Cindy

Crawford appeared on television, in
mgazines and on billboards.

like Dudne

It was justa strut, and alook and
our—Revlon
Candace Cortlest, principal of con-
sulting firm W5L Strategic Ret ail.
She says the company has faled 10

H1II<( &l '-":I'II1'II. ant buwe since then

ywned i, savs

Last year, Hr-.lu* rep orted a Toss
of 384 million on sales of §1.3 hil-
liomn.

In light of Vital Radiance'’s rou

bles, the company 15 trving to turn
irs relaunc "‘ul Almay collection into
=h'::'T| sty The line, w
cludes i'|'_~E>r|:1-|IL1'f-r.||in eye shadow,
mascarn  and

..]l_.n n-

foundanion, boasts
CONVEeNnE ]‘I.‘-_‘. WOIMEn :'lI"--.il
has caught the attention of several
trend-irackers

“T've been particulurly impressed
with their relaunch of Almay,” says
Jean Godfrey-June, ty director
at Laucky magnzine.” et

ence for
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