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TIABROWSH



JACK HENRY owner TIABROWSH is finally in her element.  “I’ve always been obsessed 
with fashion,” explains Browsh. “I used to spend my weekends at stores watching people 
– what they were wearing, what they were buying, trying to spot trends before they hit.”  
Often consulted by fellow shoppers for style advice during her weekly pilgrimages to LA 
style haunts Fred Segal, Maxfield and Neiman Marcus, the doe-eyed fashionista says she 
has always been ‘a stylist of sorts.’  “I know things like where a skirt should fall to flatter 
the leg or how to use accessories to alter an outfit.”
 
As naturally as this comes to the 30-year-old style maven, it was many years before 
she seriously contemplated a transition from her burgeoning career at the hub of LA’s 
entertainment arena to the competitive retail business. During the decade she spent in 
Hollywood working for industry heavyweights including Madonna’s Maverick Recording 
Company and A-list talent management company The Firm, Browsh was able to find 
alternative outlets to employ her uncanny knack for selecting the ‘perfect item’ for others. 
“One of my responsibilities was to take care of the gift buying – holidays, birthdays, start-
gifts, wrap-gifts,” explains Browsh, citing the personally engraved Century Books she 
sent out to over five-hundred industry executives during the 1999 holiday season, or the 
Rhodesian Ridgeback puppy she hand selected for Red Hot Chili Peppers frontman Anthony 
Kiedis. 
 
Browsh is actually an unlikely sartorial siren. Her passion is incongruous with her upbringing 
in Cincinnati, Ohio, where she was raised to view clothing as “an unnecessary luxury,” and 
was instead steered towards cultural and educational pursuits.  Despite this, she developed 
a fascination with style icon Coco Chanel that survives to this day and ultimately inspired 
her to launch JACK HENRY.   “Coco Chanel was a visionary,” exudes Browsh, “so far ahead 
of her time… her use of men’s silhouettes in women’s pieces and everyday fabrics in couture 
clothing was not only innovative, but risky.  She used what she had and she made it work.  
As avant-garde as my tastes run, she continues to inspire me.”
 
Always immaculately styled and accompanied by her two miniature pinschers, Browsh 
regularly adorns her petite frame with runway-worthy pieces most people would be terrified 
to touch.  This personal passion for head-turning style statements is evident in her exclusive 
emporium’s selection of one-of-a-kind, runway, editorial and ‘red-carpet’ pieces.  Browsh 
personally selects each piece that makes it onto JACK HENRY’s racks.  From the back 
streets of Tokyo to the Off-Schedule Shows in London to the Catwalks of New York – Browsh 
goes everywhere looking for fabulous clothes, taking fashion risks where other stores follow 
a commercial formula. Browsh’s strength lies in her uncanny ability to spot a fledgling 
brand or an avant garde line, and her willingness to carry pieces which are not produced 
in quantity.  Browsh is fortunate enough to enjoy Jack Henry’s sophisticated Los Angeles 
clientele, who take risks right along with her.
 
“It’s been an unbelievable five years,” Browsh says looking around her boutique with 
pride.  “Most of it is surprisingly fun, but not without challenge.”  Including cross-country 
deliveries of eveningwear and last minute midnight styling appointments for red carpet 
events.   With these crazy chronicles under her belt, she’s ready to take on any battle.  
Given her commitment to customers, attention to detail, and unique ability to break trends 
by making them, she’s one battlecat you’d want by your side.







THESTORE



JACKHENRY was conceptualized in 2002 as a store for women whose hectic 
lives  made it difficult stop and shop during normal business hours.   If the urge to splurge on a 
Vivienne Westwood corset at six a.m. or a Vintage Gucci coat at midnight, then so be it.  That 
store was JACK HENRY, an appointment-only boutique where at a moments notice a woman 
could have a store all to herself, with designers and stylists at her fingertips helping her put 
together the latest looks with a unique variety of merchandise.  Throw in a glass of champagne 
and a cupcake from Joan’s on Third and you understand the JACK HENRY concept. 

As innovative as JACK HENRY’S store concept, the inspiration for unique merchandise was 
equally unusual: a pair of jeans and some legwarmers.  A few years back, store owner Tia 
Browsh found a perfect pair of jeans.  She purchased them right off the rack and left wearing 
them, unusual for her petite frame.  Her excitement about a piece of clothing that fit led her to 
tailor all of her clothes until it became an obsession and the first principle for JACK HENRY’s 
inventory: structured clothing with an unparalleled fit.

The next idea came in the form of a pair of Christian Dior legwarmers that were featured in 
the February 2002 issue of Vogue.  When Tia called Dior to purchase them she found they 
weren’t for sale.  They were editorial only, in other words, hard to find, made specifically for 
the runway or press.  The legwarmers were one-off’s - unavailable to the public.  This led to 
the second JACK HENRY principle: one-of-a-kind clothing. Her inventory would be comprised of 
JACK HENRY exclusives.

Tia’s quest to secure perfectly made, well tailored, couture, led to search expeditions far beyond 
the borders of LA. Tia could be found roaming from Japanese street markets to sitting front row 
at London’s off-site shows.  She unearthed unique labels, non-volume oriented brands, and 
began contracting with designers to create one-of-a-kind pieces as JACK HENRY exclusives.   

JACK HENRY soon became known for it’s unique inventory and unparalleled service among 
Hollywood’s elite.  Celebrities and stylists could be found searching the racks to find fabulous 
dresses for the next red carpet events.

With the realization of JACK HENRY’S vision of catering to the distinctive needs of women, last 
year, her loyal customers persuaded Tia that working by appointment was too limiting. After 
careful consideration Tia decided that while JACK HENRY would, of course, remain available to 
accommodate those after-hour unavoidable fashion emergencies, that JACK HENRY’S locked 
door would now be open.  JACK HENRY will now expand its vision by having traditional store hours 
so that women who DO have time to shop can stop by anytime to see the latest fashions.







OURPRESS



THE BEAUTIFUL PEOPLE
In a city with no shortage of self-appointed image gurus, we’ve tapped L.A.’s true gatekeepers of hi-def physical perfection. So 

can they guarantee you Angelina’s lips, Penelope’s brows and Nicole’s tresses? Maybe not. But delve inside their makeup bag of 

tricks and get the goods to orchestrate your own extreme makeover

BY THE EDITORS | PORTRAITS BY SAL OWEN

The se l f–he lp books have i t  wrong Beauty doesn’ t  s ta r t  on the ins ide. And nowhere is  th is  more apparent  than in Los Ange les, the 

wor ld ’s  cap i ta l  o f  card–car r y ing beaut i fu l  peop le—the ones who look camera–ready even when there ’s  no f i lm set  in  s ight . For 

the res t  o f  us, however, a l i t t le  l ip  g loss, a l i t t le  mascara—or maybe even a lo t—can make a l l  the d i f fe rence between go ing f rom 

drab to fab. So we’ve tapped the c i t y ’s  top image exper ts  for  the u l t imate u l t imatums on the la tes t  who/what/where of  get t ing 

drop-dead, to–die–for  good looks. From one of  Ho l l ywood’s hot tes t  makeup ar t i s ts  to L.A.’s  most  exc lus ive per fume maker and 

one of  the c i t y ’s  most  in–demand ha i r  s ty l i s ts , we’ve assembled the f ina l  beauty h i t– l i s t  o f  what ’s  in , what ’s  out , what ’s  wor th the 

b ig bucks and what ’s  not . Some swear by Chane l , o thers by ChapSt ick. Put  i t  a l l  together  and you’ve got  an ins ider ’s  b luepr in t 

to un leash ing you own BP. So are we endors ing sur face over  substance? Welcome to L.A.



THE DRUGSTORE JUNKIE
I t ’s  a l l  about  h igh fash ion a t  Tia Browsh’s wee gem of  a bout ique. Jack Henr y: th ink about  obscure in ternat iona l  des igners 

and dresses w i th four-d ig i t  pr ice tags. But  when i t  comes to the 30-year-o ld ’s  beauty reg imen, there ’s  noth ing haute about  i t . 

Ins tead, Browsh scraps the $50 depar tment  s tore l ips t icks and heads to R i te A id, where she re l ies on D ia l  Ant ibacter ia l  Soap 

( “Keeps s tu f f  f rom growing on your face,” ) , Arm & Hammer toothpaste ( “ to dr y out  z i t s ” )  and Ora l-B toothbrushes ( “ to separa te 

my lashes” ) . 

CLOCKWISE FROM RIGHT: Tia Browsh uses 

Sally Hansen Teflon Tuff 10-Day Nail Color 

in Rose Opal light pink because “you can’t 

tell that my nails aren’t done.” Bobbi Brown 

Foundation is a favorite because it’s oil-

free. Browsh goes to Rudy’s to get her hair 

washed.

What you’d never put on your face: Blush. I t  makes peop le look l i ke o ld lad ies w i th red s t r ipes. What you can’t live without: Vida l 

Sassoon bobby p ins. I ’d d ie w i thout  them. I  have hundreds. Weirdest beauty trick: Huggies Baby Wipes. I f  I  fee l  tha t  my face is 

grubby, I ’ l l  w ipe i t  down wi th one of  them.  Most expensive beauty product you own: Bobbi  Brown foundat ion. I  use i t  because i t ’s 

o i l - f ree. Your desert-island product: Natura l  Ice Or ig ina l  SPF 15 l ip pro tec tor. I  cannot  l i ve w i thout  i t . Favorite Splurge: Rudy’s ha i r 

sa lon. I  get  my ha i r  washed there once a week. Most over-hyped beauty products on the market: Al l  o f  them.

“I’M THE ANTI-ESTABLISHMENT BEAUTY QUEEN. PEOPLE GO INTO DEPARTMENT STORES AND BELIEVE THE HYPE, BUT I DON’T EVEN 
BOTHER WITH IT. RIRE AID IS MY HOME AWAY FORM HOME.”
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