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Imagine 500 million new customers.
BBL, your Partner for Europe

Imagine paying the same price in 
Europe for your brand as you do in 
the United States.

Imagine having to do only one 
registration/dossier for all of the EU 

and not for each country.
Imagine that one dossier ends up 

costing you nothing.
Imagine more than 500 million new 

customers, all wanting your U.S. brand 
and getting it without the trouble 
of shipping and import duties and 
approvals from many governments.

With Beauty Bridge Labs, all that 
you can imagine can come true.

There is an old marketing saying, 
“think globally, act locally.” We see 
it in cars like the BMW made in 
Spartanburg, South Carolina to 
almost every country that McDonalds 
operates. These companies learned 
long ago that the strength of the brand 
is what makes a customer buy it.

U.S. brands in our industry do not 
have free trade like many other things. 
As most also know, the EU dossiers 
have become a barrier for U.S. brands 
because U.S. brands are an import 
and subject to tough regulations that 
are repeated over and over. Many 
distributors are dropping U.S. brands 
because they sell to multiple markets 
in the EU. If that U.S. brand is not 
approved by all of them they service, 
they do not like the extra costs and 
legal exposure.

BBL solves all that by simply making 
your U.S. brand in the EU. It will look 
exactly like your U.S. brand but in 
the back, it will say “made in the EU.” 
People will know that it is the same 
U.S. brand but that it has a universal 
standard of quality for all of the EU.

By making it in the EU, we can keep 
costs down. No more headaches with 
shipping, no worries if the products 

were labeled right and if there are 
import duties. We even can match the 
same price you pay in the US using the 
same ingredients, same high quality as 
you want and need.

We have licenses for most OTC, 
as well as products ranging from 
sunscreens to anti-dandruff shampoos.

BBL has more than 100 years of 
experience in making products in 

Europe and has a new mission: to 
make high quality U.S. brands for 
Europe in Europe.

Beauty Bridge Labs is an ISO9001 
contract lab specializing in producing 
U.S. brands for the EU, GCC and MENA.

Contact information:

Sales@Beautybridgelabs.com
beautybridgelabs.com

ADVERTORIAL
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  SPARK |  BY JEB GLEASON-ALLURED

P
iper Sandler’s 44th semi-annual Taking Stock With Teens survey of 14,500 
U.S. Gen Z teensa shows that beauty spending is up 20% year-over-year, 
totaling $264/year (all responses reportedly came solely from female-
identifying teens, unless otherwise noted). By category, color cosmetics 

spending is up 28%, totaling $96, while skin care held the highest priority of 
beauty spending at $103.

Color cosmetic sales are a reflection of an 8% jump in everyday makeup wearers, 
now comprising 41% of respondents. Upper-income respondents over-index in 
color cosmetics, with 50% of that cohort wearing makeup every day. e.l.f. remains 
respondents’ favorite makeup brand, gaining 500 basis points year-over-year to 
16% of female teens.

Hair care spend totaled $91 for the period, with female teen spending on hair 
care rising 11% year-over-year, a new record for the Piper Sandler survey. Olaplex 
was the number two preferred brand overall, but held the largest share (14%) of 
higher income teens. The top overall brand was SheaMoisture, which holds 10% of 
respondents’ mindshare.

Fragrance spend among female teens jumped 21% year-over-year, totaling 
$66/year. Bath & Body Works has a dominant 38% share of fragrance brand 
preference among female teens. Per the report, Coty had several scent brands 
in the top 10 among teens: Gucci and Calvin Klein for males, and Marc Jacobs, 
Gucci and Burberry for females. Interparfums’ Jimmy Choo and Hollister sat 
in the top 20 fragrances for male teens, while Coach was among the top 20 
fragrances for female teens.

Ulta holds a 42% share of teen beauty shopper preference, the largest among 
all retailers, and “held the strongest beauty loyalty membership at 62% of female 
teens with a membership,” per the survey. 

Unsurprisingly, TikTok’s popularity with teens jumped 400 basis points from 
spring 2022, taking a 38% share, while Snapchat fell 100 basis points to a 30% 
share. Instagram fell 200 basis points since this past spring, holding a 20% share.

aThe average age of respondents was 15.8 years. Per Piper Sandler, “Discretionary spending patterns, fashion 
trends, technology, and brand and media preferences are assessed through surveying a geographically diverse 
subset of high schools across the U.S.” Source: www.pipersandler.com/1col.aspx?id=6216

The Kids Are Alright (and Love Beauty)

EDITORIAL ADVISORY BOARD
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Editor in Chief
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Color cosmetic sales are a reflection of an 8% jump in everyday makeup wearers, now comprising 41% of respondents.
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• Tagra Biotechnologies

Featured insiders…

INSIDER INSIGHTS:

SKIN CARE & MAKEUP INGREDIENT 
TRENDS + PACKAGING LAUNCHES
Experts say there has been a shift from skin care to skin health.

Consumers are continuing to prioritize their skin care with quality ingredients.
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G
lobal Cosmetic Industry 
spoke with beauty 
insiders to highlight 
what is trending in the 
skin care space. 

Vitamin C & Retinol
Daniel Winn, president, Actera 

Ingredients, says, “We see demand 
for higher potency skin actives that 
differentiate from the classic vitamin C 
and vitamin A (retinol) categories. To 
meet this trend, Actera has launched 
a TXVector lipophilic tranexamate, 
as well as our Adapinoid, a third-
generation, non-RX retinoid.”

Danny Goldstein, VP R&D, Tagra 
Biotechnologies, says, “Lately, what 
we are witnessing in the industry 
is a return to the cosmetic basics, 
whereby formulators are focusing 
on using essential ingredients such 
as retinol and vitamin C. Retinol, 
a type of retinoid and derivative 
of vitamin A, is widely used as an 
anti-aging skin care ingredient to 
reduce the appearance of lines and 
wrinkles by encouraging collagen 
production. It also helps by clearing 
acne, smoothing out skin texture 
and reducing pores. Vitamin C, like 
retinol, is also a powerful antioxidant 
that helps skin fight the damaging 
effects of pollution and stress, by 
brightening the skin, boosting 

collagen production and eliminating 
unwanted pigmentation. Moreover, 
it neutralizes free radical damage as 
a result of the sun, smoke and other 
toxins. Even with this focus on these 
ingredients, retinol and vitamin C are 
challenging ingredients to be used 
in the formulation process. This is 
why at Tagra we developed CelluCap 
RL, which overcame traditional 
formulation challenges associated 
with retinol by delivering stabilized, 
pure encapsulated retinol to be used 
in any cosmetic product. Likewise, 
Cellucap C, our encapsulated form of 
ascorbyl tetraisopalmitate, a lipophilic 
derivative of vitamin C, is suitable for 
all types of cosmetics compositions 
and has been clinically tested and 
proven to reduce wrinkles and overall 
brighten the user’s skin.”

Skin Health
Laurie Canel, product marketing 

leader actives personal care, 
Gattefossé, says, “In recent years, we 
have seen a real shift from skin care to 
skin health care. Consumers are more 
than ever conscious of harsh factors 
surrounding their skin (pollution, 
UV, artificial visible light, stress, bad 
diet habits, etc.) and this has even 
been exacerbated with the pandemic. 
This translates into a real attraction 
for health-centric skin care products. 

Preventative approach to beauty 
and skin care (for example using 
SPF), interest for dermatologically 
tested products [and] preference for 
pharmacy brands…are clear signs 
accompanying this movement. In 
such a context, the dermocosmetics 
segment as well as the so-called 
‘derma’ brands, ‘Dr. brands’ [and] 
clinical brands record increasing 
popularity and sales performance. And 
this attraction for dermocosmetics 
is particularly true for millennials, 
whose motivations are mainly 
driven by the search for a balanced 
and healthy skin through care and 
protection claims.”

Canel continues, “In 2022, 
Gattefossé unveils Solastemis, a 
new plant-based active ingredient 
targeting photoaging and 
responding to the growing needs 
for a healthy skin. Solastemis 
acts at the heart of the epidermis 
mechanics, by protecting the DNA of 
keratinocytes from lesions induced 
by UVA radiation and by boosting 
endogenous DNA repair capacity. 
Doing so, it preserves the stem cells 
of the epidermis ensuring proper 
homeostasis for the skin’s first line 
of defense. Beyond epidermis, it also 
offers a shield for the extra-cellular 
matrix by protecting key proteins 
(collagen, elastin) from degradation 
induced by solar exposure.” 

INSIDER INSIGHTS:

SKIN CARE & MAKEUP INGREDIENT 
TRENDS + PACKAGING LAUNCHES
Experts say there has been a shift from skin care to skin health.
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Canel adds, “Photoaging-associated 
symptoms are visibly corrected 
versus placebo in a clinical study: 
Wrinkles and skin microrelief are 
significantly improved. The skin 
complexion appears brighter, more 
even and healthier. Solastemis 
features a truly natural composition. 
Active molecules are extracted 
from Sechium edule (also known as 
chayote, or christophene), a fruit 
cultivated and manually harvested 
following zero-waste principles, in 
the majestic cirque of Salazie, on 
La Réunion island. Long-lasting 
relationships with local producers 
and harvesters guarantee Gattefossé 
a perfect traceability and quality, 
from field to factory. The extraction 
through Natural Deep Eutectic 
Solvents technology (NaDES) and a 
tailor-made manufacturing process 
(minimal number of processing steps 
and limited duration) make it possible 
to obtain an eco-designed ingredient 
(99.85% natural origin content–ISO 
16128) associated with biological 
high performance.”

Upcycling
Célia Brunel, North America 

marketing project manager, 
Laboratoires Expanscience says, 
“One of the main trends we are 
seeing in the beauty industry is 
the concern over waste reduction, 
as well as the demand for high-
quality and environmentally friendly 
products. Offering the most effective 
and innovative eco-socio-designed 
active ingredients has been part of 
Laboratoires Expanscience’s DNA 
for 40 years since the creation of 
Expanscience Active Ingredients 
activity, with the upcycling of 
avocado oil byproducts from its 
pharmaceutical activity. We have seen 
that the valorization of byproducts 
to create upcycled ingredients is 
a promising and growing way to 
meet consumers’ current needs 
for sustainable and eco-conscious 
beauty products.”

HCP PACKAGING SKIN CARE LAUNCHES
| BY LYNN LU, skin care product manager

I
ncreasingly consumers focus on wellness and improving their skin health, resulting in 
a booming skin care sector, with packaging essential to the preservation, dispensing 
and application of ingredient-packed products. HCP Packaging is excited to launch a 

new collection of skin care pumps and packaging suitable for a wide variety of complexion 
products, expanding the existing skin care stock portfolio. 

The latest addition to HCP’s growing skin care portfolio, the Affinity Airless Pump is of-
fered as a full pack solution with bottles or tubes. Combining high-performance dispens-
ing with sleek aesthetics, Affinity Airless offers a premium experience to the increasingly 
discerning skin care and cosmetics consumer. HCP’s Affinity Airless Pump system 
enables highly practical 360-degree application, fast priming and controlled dosing for 
an enhanced user experience. The patented disc-valve engine upgrades the dispensing 
performance for highly viscous formulas.

HCP’s patented Affinity Atmospheric Pump is a high-performance dip-tube design that 
can be paired with either stock or custom bottles, including the Lotus and Fusion skin care 
collections. For a fast-to-market solution, the pump can be offered with HCP’s cylindrical, 
thick-walled stock bottles in 30 ml, 50 ml and 100 ml capacities; premium designs that 
are suitable for facial serums, lotions and liquid complexion makeup. n

HCP Packaging’s Affinity Airless bottles or tubes offer a premium experience to the 
increasingly discerning skin care and cosmetics consumer.

HCP’s Affinity Atmospheric Pump can be paired with the Fusion skin care collection.
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Brunel continues, “Upcycling is 
the process of valorizing materials 
that were considered waste, 
byproducts of other industries or 
other manufacturing processes, that 
are usually discarded, to create higher 
quality products out of them. At 
Expanscience, we see it as a way to 
reduce the amount of waste, avoid the 
creation of new cultures and collection 
of other plant sources, and an 
opportunity for a more sustainable and 
innovative industrialization. The best 
example of how Expanscience makes 
the most of nature without wasting it 
is by its sourcing and use of avocados, 
upcycled three times to produce six 
cosmetic ingredients.” 

Brunel concludes, “Laboratoires 
Expanscience has recently launched 
Calybiota Bio, sustainably sourced 
from the calyxes of the red Kapok tree 
fl owers, an oxalogenic tree that helps 
fi x carbon from the air and sequesters 
it as calcium carbonate, a process seen 
as important to a mitigation strategy 
against climate change. Calybiota 
Bio is an active ingredient rich in 
polysaccharides acting on the skin 
microbiome. The skin is colonized 
by billions of microorganisms that 
participate in the regulation of skin 
immunity and barrier functions, 
essential to maintain a healthy skin 
and mucosa. Calybiota Bio protects 
and maintains the skin microbiota 
balance while respecting the most 
sensitive skin.”

Well-aging
Brunel says, “In the cosmetics 

sector, authenticity and naturality 
are increasingly being demanded, 
especially in the fi eld of anti-aging 

Solastemis by Gattefossé is a new plant-based active ingredient targeting photoaging and responding to the 
growing needs for healthy skin. 

products, where the term anti-aging 
is being replaced by aging well. In 
conventional cosmetics, the concept 
of anti-aging has always been used 
to promote products that fi ght 
against skin aging. However, today’s 
consumers are more interested in 
the well-aging philosophy, which 
encourages aging in the most natural 
way possible, in order to look and 
feel younger than one’s biological 
age. The acceptance of age and the 
desire of consumers to benefi t from 
products that enhance the skin’s 

radiance and its ability to manifest 
health and vitality is an emerging 
trend in the cosmetics industry. 
Many actors of the cosmetic world 
are now promoting products with a 
positive message around aging with 
the promise of honest and realistic 
beauty. The purpose of these products 
is to encourage the acceptance of age, 
considering the natural biological 
processes that occur during skin 
aging and supporting them rather 
than disrupting the skin’s natural 
function.” n
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Givaudan recently launched New Purple 2364, a vegan pigment for use in makeup formulations.

2022 MAKEUP INGREDIENT LAUNCHES
Pigments for Deeper Skin Tones

Danny Goldstein, VP R&D, Tagra Biotech-
nologies, says, “DeeperCaps are Tagra’s 
latest answer to the lack of dark skin tone 
cosmetic products in the industry. They are 
truly the future of the cosmetic industry. These 
encapsulated pigments for deeper skin tones 
not only turn existing skin care formulas into 
color cosmetics, but also can be added to skin 
care products to give a tint and moisturizing 
solution that, when combined with UV filters in 
the formula, can provide a higher level of SPF 
protection. These microcapsules do not rupture 
or leak during formulation or storage. Thanks 
to the sophisticated double-layer microcapsule 
structure, when the capsules are broken upon 
application, the pigments adhere to the skin, 
providing great coverage with a natural color 
match, but without a white-cast effect, especial-
ly when used in mineral sun care products.”

Skinimalism
Shan Godbille, head of strategic and opera-

tional marketing, Givaudan, says, “Skinimalism 
is another strong trend to stay in the years 
to come. Gone are the days of 10-more step 
beauty routines. Consumers are ditching their 
long, multistep routines. Driven by conscious 
and mindful consumption, skinimalism is 
already evolving from a pared-down routine 
to one that focuses on effectiveness and 
efficiency, with products that offer more with 
less. In our in-house consumer study made in 
May 2022 in six countries, we found that 76% 

of consumers prefer all-in-one products with 
multiple benefits.”

Godbille continues, “In September, we’ve 
also launched New Purple 2364, a vegan 
pigment for use in makeup formulations. Ex-
tracted by green fractionation from Raphanus 
sativus L., this new pigment complements 
our collection of sustainable alternatives to 
synthetic pigments introduced in 2020 with 
the launch of New Red 1805. [ID] Pack certi-
fied, this new vegan pigment is a guarantee of 

transparent sourcing, product quality and  
good agricultural practices. New Purple 2364 
is also following the skinimalism trend by 
offering a makeup with skin care benefits as 
it also offers anti-oxidation, anti-glycation and 
anti-hyaluronidase protection when used in 
various makeup formulations, from lips, lids 
to nails. New Purple 2364 is then a perfect 
example of a multifunctional ingredient for 
makeup formulations.” n
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PRODUCT ROUNDUP [Products, Equipment & Services]

Unique Packaging, Formulations & More

New! Clean Beauty Innovation Lab
Integrity Ingredients Corporation
www.integrityingredientscorp.com/custom-product-innovation 
Integrity Ingredients has opened its third Innovation Lab to develop clean 
beauty skin care and color cosmetics. At the core of Integrity’s custom 
development is the fusion of clean science with natural bio-active 
ingredients to produce sustainable, high-performance formulations. 
Designed to inspire excitement, the formulas are beautiful, on-trend and 
highly efficacious.

Campo Songyi Total Extract 60%
Campo Research
www.campo-research.com
Campo Songyi Total Extract 60% is a skin brightening ingredient with 
clinical efficacy and immediate consumer perceivable results. It is 
derived from the matsutake mushroom and can be formulated into skin 
brightening soap bars, liquid soaps, shower gels, facial foams, creams, 
serums, lotions and more.

Liquid Highlighter
Lady Burd Cosmetics
www.ladyburd.com/product/liquid-highlighter
This highly-concentrated illuminator can be used alone, layered under or 
over makeup, or mixed into your favorite beauty product for an incredible 
luxe shimmer.

Contract Formulation, Manufacturing, Filling and Testing
Accupac
www.accupac.com/gciprjtto
Accupac helps formulate and make some of the world’s best skin, oral and 
hair care products. We provide continuous support for your outsourced 
supply chain, from lab to launch. Learn about what’s moving the beauty 
care industry forward and how Accupac can help.

Brow Trend
Cosmetic Group USA
www.cosmeticgroupusa.com
A natural brow look can be achieved with formulas that shape, define and 
condition. Connect with CG USA to find inspiration for your next brow formula 
at (818) 767-2889 or info@cosmeticgroupusa.com.
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T his year’s MakeUp in New 
York hosted 3,453 attendees 
and more than 120 exhibitors, 
confirming a strong return for 

beauty events. The Global Cosmetic 
Industry editorial team walked the 
show floor. Here, they share some of 
the highlights. (More show highlights, 
as well as finds from the recent Luxe 
Pack Monaco event can be found 
on Page 34.)

Beauty with Benefits
Cosmopak presented the Beauty 

in Bloom range of turnkey personal 
care, color cosmetics and skin care 
formulations. The Color Me collection 
was designed to give users an 
effortless, dewy look, via formulations 
packed with skin-loving ingredients. 

The Glow Me collection featured 
ingredients meant to hydrate and 
soothe the skin, while the Renew Me 
collection comprised refresh-and-go 
personal care to help consumers feel 
rejuvenated. The last collection, Relax 

Me, featured products with soothing 
and calming ingredients intended to 
help users unwind. 

Meanwhile, International Cosmetic 
Suppliers’ Hybrid Beauty collection 
featured multipurpose items, 

Cosmopak’s Beauty in Bloom is a range of turnkey personal care, color cosmetics and skin care formulations.

Recap: MakeUp in New York 
Ingredients, packaging and concept products debuted during the two-day event.

International Cosmetic Suppliers’ Hybrid Beauty theme from the Aware Collection.
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including a molded glass bottle with 
mascara wand, as well as tubes and 
tottles with a variety of applicators 
such as the EW D16 and D19 tubes 
with wand and stainless steel doe foot. 

P2 Science debuted its CitroSperse 
line of sustainable pigments. 
Citropols can function as a 
replacement to silicone in skin care, 
hair care, deodorant and color 
cosmetic applications. The line is 
made from FSC-certified terpenes 
and is biorenewable, biocompatible 
and biodegradable.

Sustainable Color Cosmetic 
Innovations

The gender expression theme of 
International Cosmetic Suppliers’ 
Aware collection featured versatile 
products such as 100% recyclable 

paper palettes with removable elastic 
bands or friction-fit closures instead 
of magnetic closures. The collection 
also included monomaterial PP dual-
end brow pencils with removable 
spoolie brush applicators, as well as 
aluminum sticks, airless tubes with 
pumps and a PP dropper.

Lip Oils
Lady Burd released its lip oil—a 

popular product emerging in the 
market—which hydrates the lips for a 
natural, glossy finish.

Roberts Beauty, meanwhile, 
launched Balmy Gloss Lip Oil, which 
nourishes and plumps the skin with 
active ingredients, such as hyaluronic 
acid. The conditioning oil texture glides 
smoothly over the lips for a light and 
even finish with a nonsticky feel.

90s, Y2K Color Trends
Cosmetic Group USA’s latest 

Emerging Mindsets collection was 
inspired by color trends in the 
1990s, Y2K and the latest metaverse 
developments in the beauty industry. 
The Megaverse Putty Eyeshadow 
formula, for example, featured eye-
catching color dimension, high-
quality performance and long wear. 

Retinol Serum
Lady Burd showcased its Retinol 

0.5% Serum, which is a vitamin 
A-infused serum that improves the 
appearance of fine lines and wrinkles, 
skin texture and tone. The product 
is ideal for maturing and acne 
prone skin. n

P2 Science has launched its CitroSperse line of sustainable pigments, 
which are reportedly easy to formulate with.

International Cosmetic Suppliers’ Gender Expression theme from 
its Aware Collection features 100% recyclable paper palettes with 
removable elastic bands.

Lady Burd’s lip oil leaves lips feeling hydrated. The Megaverse Putty Eyeshadow formula from Cosmetic 
Group USA.

Lady Burd’s Retinol 0.5% Serum is said to 
be best for maturing and acne prone skin.
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SKIN CARE 
OUTLOOK 

2023
Keeping an eye to the future will drive face and 
body care growth in the next year and beyond.

| BY LISA DOYLE

Global Cosmetic Industryfacebook.com/gcimagazine @globalcosmeticindustry @GCI_Magazine

The global skin care market is poised to expand at a compound annual 
growth rate of 4.8% between 2022 and 2031, according to a new study 
from Transparency Market Research, Inc.
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| BY LISA DOYLE

W
ith 2023 knocking 
on the door, we’re 
delving into some of 
the most impactful 
factors we can expect 
to see in the skin care 

realm next year: customized products 
and mass market convenience; body 
care that delivers self-care; Japanese 
beauty tapping into the skinimalism 
trend; skin-care-savvy consumers 
turning to clinical brands; innovative 
ingredients with a strong sustainability 
story; the burgeoning ingestibles and 
men’s skin care markets; and brands 
committing to healing humankind from 
the inside out. 

The global skin care market is poised 
for growth. According to a new study 
from Transparency Market Research 
Inc., the global skin care market hit 
$101.34 billion in 2021 and will grow 
to $154.7 billion by 2031a. The study 
predicts the market will expand at 
a compound annual growth rate of 
4.8% between 2022 and 2031. Rising 
discretionary income and higher 
spending power in developing nations 
will drive skin care sales during the 
forecast period, according to the study.

Furthermore, a new study from 
NPD finds that higher income beauty 
consumers in the United States with 
household incomes of more than 
$100,000 are tied to above-average 
engagement with the beauty industry’s 
two largest categories: makeup and 
skin careb. While 74% of women use 
facial skin care products and 67% 
use makeup, those in higher-income 
households significantly over-index 
in each category, with usage levels of 
more than 80%.

Generation X is also an untapped 
opportunity in skin care, according 
to NPD’s “Facial Skincare Consumer 
Reportc.” While facial skin care 

product usage from other generations 
declined, Gen X is the only cohort that 
maintained steady usage compared 
to last year. They use nearly as many 
products as millennials and are also 
more likely than any other generation 
to purchase products that carry higher 
price tags, according to the report. 

Personalization 2.0
Personalization is one way to grab a 

share of the growing skin care market. 
In the age of customization, customers 
are beginning to expect bespoke items 
in most areas of their life—including 
skin care. 

This benefit has been brought to 
the mass market through a unique 
partnership between Pure Culture 
Beauty and Target. Upon purchasing 
from the brand at a Target store or via 
its website, the customer receives a 
three-step skin test kit, the results of 
which will determine the formula of 
the cleanser, moisturizer and/or serum 
the customer receives. The shopper is 
then sent the products customized to 
his or her skin. Products may feature 
microbiome-friendly fermented post-
biotics, peptides and natural extracts. 

“We believe high-performing, clean 
skin care should be simple to use 
and available to everyone,” asserts 

2250 uses proprietary artificial intelligence tech-
nology that creates customized skin care products 
for each user on demand.

Pure Culture Beauty’s partnership with Target provides accessibility to the beauty brand’s personalized skin 
care products.

Joy Chen, co-founder and CEO of 
Pure Culture Beauty. “With that, our 
Target partnership has given us the 
opportunity to allow customers to 
discover luxury personalized skin care 
at an approachable price point in their 
local beauty store.”

2250 also plans to make its mark 
in the personalized skin care space. 
Launched in September 2022, 
2250 uses proprietary artificial 
intelligence (AI) technology that 
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cosmetic-skin-care-market.html
bwww.npd.com/news/press-releases/2022/
higher-income-consumers-increased-spending-
on-beauty-products-by-14-in-2022-npd-reports/
cwww.npd.com/perspectives/us-beauty-female-
facial-skincare-lp/
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creates customized skin care products 
for each user on demand. The 
technology analyzes a photo of the 
user’s face and a skin profile quiz the 
user completes on the 2250 website. 
The questionnaire covers users’ skin 
types, environments and lifestyles, 
asking questions about factors such 
as whether they smoke, the ZIP 
code they live in (to determine air 
quality and UV exposure) and how 
much water they drink per day. 
Based on these data points from the 
questionnaire and photo, 2250 creates 
personalized formulations of its 
cleanser, serum and moisturizer using 
clean, clinically proven ingredients. 

2250 says it can create up to 17,000 
different made-to-order formulations 
using the AI technology. The company 
keeps an inventory of various bases 
and textures as well as 70 active 
ingredients on hand to make products 
as needed. Depending on the personal 
formulation, the cleanser’s ingredients 
may contain ginger root extract, 
calendula extract and provitamin B5. 
The 2250 serum may incorporate 
hyaluronic acid, niacinamide and 
fullerene, which the company says is a 
strong antioxidant that is 1,000 times 
more effective than vitamin C. The 
2250 moisturizer can be formulated 
with clinically proven ingredients, 
such as retinol, snow mushroom, 
hemp seed oil and vitamin E.

Every two months, the company 
invites users to upload their photos 
and complete the quiz again to 
ensure the products continue to 
meet their evolving skin care needs. 
The AI technology analyzes the new 
photo and quiz, and then adapts the 
formulas as needed. 

“Not only do you have a product 
that is personalized for you, you 
have a product that keeps up with 
you,” co-founder and chief product 
officer Nessim Zouaoui says. “That’s 
the big innovation that we bring to 
the market.”

Sustainability is also a major ethos 
of 2250. Zouaoui and co-founder and 
CEO Fernando Braun created 2250 
as a zero-waste brand. Customization 

allows the company to create products 
made to order, eliminating mass 
production and keeping overproduction 
of products to a minimum. 

“By doing personalization, we don’t 
have the 20% waste that is typical of 
the beauty industry, where products 
are sitting on shelves and then have 
to be thrown away at some point and 
end up in landfills because they are 
unsold or the formulas have changed,” 
Zouaoui says.

In addition, the packaging is both 
100% recyclable and manufactured 
from recycled materials. The outer jar 
is made of glass and is equipped with 
a cap pump and a refillable plastic 
cartridge. When a user reorders a 
product, he or she tosses the spent 
cartridge into a recycling bin and 
attaches the new cartridge to the 
lid. According to 2250, the refillable 
packaging reduces excess packaging 
by 70%.

These sustainability efforts have 
helped 2250 achieve carbon-neutral 
status, according to the company. 

2250 also rolled out a rewards 
program on blockchain to build a 
community with its customers. When 
users purchase 2250 products and 
take part in 2250 activities, including 
updating their skin quizzes, recycling 
their packages and promoting 
their 2250 products on their social 
media channels, the company will 
give them tokens. The tokens give 
customers limited voting rights in the 
company. For example, customers 
can accumulate tokens to have a say 
in the new products 2250 develops, 
marketing campaigns it creates and 
charities the company supports.

The rewards program is an extension 
of the brand’s personalization approach. 
By letting customers take part in the 
company’s decision-making process, it 
demonstrates that 2250 is listening to 
their needs, according to Braun.

“Blockchain is not just for reward, 
but it’s a tool of transparency and gives 
power to our customers because now 
they are helping the company make 
decisions,” Braun says. “The trend 
of personalization is here to stay. It’s 

the future of the industry because the 
technology today can aim it at scale, 
which wasn’t the case before. We can 
give attention to our customers and 
meet their needs and expectations. We 
can gain their trust and understanding 
through personalization.”

Targeting Gen Z
The Gen Z era has been upon us for 

quite some time in several personal 
care categories—namely, cosmetics and 
hair care. But beginning in 2023, one 
can expect the demographic to have 
a larger impact in the face and body 
categories. With the oldest members of 
Generation Z born in 1997, they’ll age 
out of the 18-25 demographic next year, 
enter their late 20s, and likely deepen 
their already substantial commitment 
to self-care and skin care. Savvy skin 
care brands are paying attention to 
the shifting influence and purchasing 
power of this demographic.

Bubble offers a full line of products 
that address the skin concerns of Gen 
Z, such as acne and oily skin. The 
brand’s products include moisturizers, 
cleansers, toners, makeup remover and 
the recently launched acne treatment 
serum, Super Clear, featuring a gentle 

Targeted toward Gen Z’s skin care concerns, Bubble 
recently launched an acne treatment serum, Super 
Clear, featuring a gentle willow bark formula to 
unclog pores and ease irritation.
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willow bark formula to unclog pores 
and ease irritation.

“Ultimately, the key to attracting 
Gen Z is really just understanding who 
they are, not the statistics that define 
them in buzzy articles or online data 
dumps,” explains Shai Eisenman, CEO 
and founder of Bubble. “You can read 
all the documents you want, but the 
best way to understand is to listen. 
We conducted rigorous research both 
while planning the brand and after 
launching. This research helped us to 
shift directions several different times, 
including when we learned that 80% 
of Gen Zers purchase their skin care 
primarily in-store. This information 
ignited our initiative to enter big box 
retailers—making Bubble the first 
[direct-to-consumer] brand to launch 
exclusively in Walmart. As a scrappy 
challenger in the skin care aisle, 
Bubble has disrupted the boring old 
skin care landscape with our exuberant 
packaging, high-quality formulations 
and affordable price point.” 

Does a Body Good
Self-care has gone beyond a 

buzzword to a way of life for many 
post-pandemic, and body care products 
that can deliver top-notch ingredients 
plus a soothing experience will stand 
out in the long run. 

Emerging body butter brand ‘Jentl 

formulates its products with all-
organic, cruelty-free oils and butters 
designed to penetrate the skin and 
result in luxurious moisture. The 
company currently offers one product 
in eight scent profiles. The bestseller 
is its signature Milk + Honey scent, a 
warm, inviting blend of creamy milk, 
sweetened with a touch of honey, 
topped with soothing oatmeal. The 
brand, which has received a boost in 
exposure on Kourtney Kardashian’s 
site Poosh, plans to soon release 
additional scent profiles and products 
for its fan base. 

Gilded Body offers botanically driven, 
dermatologist-developed body care 
products that are designed to provide a 
luxurious self-care experience. 

“Our mission is to elevate the body 
care experience and provide high-
quality options for people seeking to 
incorporate a body care component 
into their skin care routines,” says Blair 
Armstrong, founder of Gilded Body. 
“The Gilded Body range focuses on 
elevated essentials by combining the 
best of science, beauty and nature.”

Superstar products in the line 
include the Supreme Body Balm, 
which provides 24 hours of hydration. 
It is formulated with cupuaçu butter, 

shea butter, meadowfoam seed oil 
and squalane. 

The Marble Body Brush is also a 
bestseller. “We’ve found that people 
enjoy the practice of dry brushing 
as part of their body care routines,” 
Armstrong says.

The Zen of Japanese Beauty
With its pared-down approach to 

skin care, Japanese beauty (J-beauty) 
is having a moment as consumers 
continue to prioritize skinimalism, a 
trend that focuses on fewer products 
with multipurpose benefits that 
can have the biggest impact on 
skin. According to data from NPD, 
skinimalism is a TikTok trend that has 
garnered more than 2 million hashtags 
on the social media platformd. 

But skinimalism in J-beauty is more 
than just adopting a back-to-basics 
skin care routine. J-beauty treats 
skin care as an integral element of 
holistic wellness with a mindful skin 
care ritual that the user views as a 
moment of joy and zen rather than 

Gilded Body offers botanically driven, dermatologist-developed body care products that are designed to 
provide a luxurious self-care experience.

Emerging body butter brand ‘Jentl formulates its 
products with all-organic, cruelty-free oils and 
butters designed to penetrate the skin and result in 
luxurious moisture.

dwww.gcimagazine.com/consumers-markets/
news/22118459/npd-group-consumers-looking-
to-clinical-brands-skinimalism
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an obligation. It also emphasizes 
products that are rooted in Japanese 
heritage and imbued with modern 
innovations, boasting natural and 
efficacious ingredients. 

“A tenet of J-beauty is keeping 
things simple,” says Jim Berkrot, 
vice president of marketing for the 
U.S. beauty personal care group at 
Mitsui & Co., the parent company of 
Shiko- Beauty Collective, an online 
marketplace for Japanese beauty 
products. “Simplifying one of life’s 
routines could help impact happiness. 
So for J-beauty, it means you don’t 
need rigid systems and dozens and 
dozens of steps as some other Asian 
skin care regimens recommend. We 
believe in simplicity and highly potent 
ingredients that are truly effective. So 
it’s a less-is-more approach.” 

Shiko- Beauty Collective launched 
in the United States this year. It 
features a curated collection of nine 
Japanese beauty brands that are only 
available on its direct-to-consumer 
platform. The products are centered 
around cleansing, moisturization and 
protection to create a simple yet solid 
J-beauty skin care regimen that brings 
about “mochi-hada,” a Japanese term 

that translates as radiant, bouncy, 
poreless, matte skin.

The Shiko- Beauty Collective brands 
feature gentle yet effective formulations 
that don’t contain harsh ingredients 
like alpha hydroxy acids and beta 
hydroxy acids, the company says. 

For example, the Dr. Medion 
brand uses carboxytherapy skin care 
technology for its CO

2 gel masks. 
The carbon dioxide gas promotes 
blood flow and rejuvenates the skin’s 
elasticity, tone and texture. The 
masks also incorporate hydrolyzed 
hyaluronic acid, a low-molecular-
weight hyaluronic acid that penetrates 
more deeply into the skin and is 
more effective than traditional high-
molecular-weight hyaluronic acid. The 
hydrolyzed hyaluronic acid plumps 
the skin by dramatically increasing 
moisture content. Royal jelly extract 
helps produce collagen and elastin to 
firm the skin. And coix lacryma-jobi 
ma-yuen (adlay) seed extract soothes 
skin, suppresses oil production, evens 
skin tone and improves skin texture. 

Albion is another Japanese skin care 
brand that entered the U.S. market this 
year. Founded in 1956 in Japan, the 
prestige brand launched an e-commerce 
platform for U.S. customers and 
opened a flagship store in Venice Beach, 
California. The company says that its 
products will resonate with health- and 
wellness-conscious U.S. consumers 
who seek simple yet innovative skin 
care regimens that can provide a 
spa-like experience. 

“The interest in J-beauty has grown 
over the past years,” says Kazuko 
Tatsumoto, deputy general manager 
of Albion Cosmetics (America), Inc. 
“But over the last two years with 
the pandemic, people reflected on 
their life. Now they think more 
about what’s worth it, what is really 
important. People are searching more 
for mindfulness of simplicity, and 
J-beauty is more about high-quality 
and simple skin care. So I think that it 
makes sense for us to come to the U.S. 
right now.”

For the last 60 years, Albion has 
designed a four-step skin care ritual for 

its customers that consists of a cleanser 
to remove makeup, dead skin cells 
and impurities; the brand’s Balancing 
Milk for restoring optimum moisture; 
an essence to hydrate the skin while 
regulating texture; and a serum or 
cream to lock in moisture and actives.

Albion’s Balancing Milk—the second 
step in the regimen—is one of the 
brand’s hero products. After cleansing, 
the skin is at its most delicate because 
natural oils are removed along with 
dirt and impurities. The Balancing 
Milk mimics the structure of the 
skin’s natural moisturizing agents, 
allowing for quick absorption through 
the stratum corneum (the outer layer 
of the skin) to optimize the skin’s 
moisture balance, which enhances 
the efficacy of subsequent products in 
steps three and four. 

The brand’s Skin Conditioner 
Essential is another bestseller. The 
essence/lotion is step three of Albion’s 
skin care ritual. It is formulated with 
Job’s tears, a moisturizing grain that 
aids in hydrating, smoothing and 
brightening the skin while supporting 
its metabolic rhythm. Skin cells have 
a natural restorative capacity that 
takes place over a 28-day cycle. When 
the metabolic rhythm is disrupted, it 
weakens the outer layer of the skin, 
leading to various skin conditions 
like dryness and fine lines. Daily 
stresses and environmental factors 
can disrupt this cycle. Job’s tears 
boost the skin’s natural restorative 
capacity to promote a healthy 28-day 
turnover cycle and keep skin healthy 
and glowing.

Albion ensures quality control of its 
products by sourcing most its plants in-
house. The company owns a laboratory 
and field at the base of Shirakami-
Sanchi, a UNESCO Natural World 
Heritage site in Japan, where it carries 
out R&D and plant cultivation. Albion 
raises its plants without pesticides 
and harvests them manually with the 
utmost care.

For those ingredients that it does 
not cultivate itself, Albion institutes 
traceability to ensure safety and 
security of its products.

Albion’s Skin Conditioner Essential is an essence 
formulated with Job’s tears, a moisturizing grain that 
aids in hydrating, smoothing and brightening the 
skin while supporting the skin’s metabolic rhythm.
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THREE SHIPS BEAUTY’S NEW FACE MASK BLENDS 
CHEMICAL AND PHYSICAL EXFOLIATION

W hen Three Ships Beauty launched its 
Superfruit Lactic + Multifruit 8% AHA 
Exfoliating Mask in August 2022, the 

product sold out in two weeks. The natural skin 
care brand credits the mask’s success to its 
unique combination of chemical and physical 
exfoliation and the integral role consumers 
played in its product development process. 

Three Ships Beauty developed the Superfruit 
Lactic + Multifruit 8% AHA Exfoliating Mask 
to brighten and resurface the skin with both 
chemical and physical exfoliants. 

“Looking at the masks in the market, they 
were divided into one of two camps,” explains 
Connie Lo, co-founder of Three Ships Beauty. 
“On one hand, you have chemical exfoliating 
masks. So those would be your AHAs (alpha 
hydroxy acids)—your glycolic acids, salicylic 
acids. And then in the other camp, there is the 
physical exfoliating mask. So, walnut scrubs, 
apricot scrubs, sugar scrubs.”

Lo adds, “My co-founder and I said, ‘Why 
aren’t there more masks that combine those 
two?’ Could it be A, that it’s expensive to make? 
Or B, that it would be too much exfoliation and 
cause skin sensitivity? So we decided to try to 
create the most effective blend of chemical and 
physical exfoliation while also adding in sooth-
ing ingredients.”

Retailing for $25 per 1.4 oz, the Superfruit 
Lactic + Multifruit 8% AHA Exfoliating Mask 
is designed to be a gentle exfoliating mask for 
all skin types. The formulation contains two 
types of AHAs: lactic acid and fruit-based acids. 
Lactic acid helps increase cell turnover and re-
move dead skin cells on the epidermis. It is also 
a humectant, which draws moisture into the 
skin. Fruit AHAs increase the skin’s rate of cell 
renewal, too, while stimulating collagen produc-
tion and shedding the outer layer of skin, which 
smooths fine lines and wrinkles. The mask also 
features rice powder to physically slough dead 
skin cells that have accumulated on the surface 
of the skin. And aloe vera soothes and hydrates.

Three Ships Beauty says the Superfruit Lactic 
+ Multifruit 8% AHA Exfoliating Mask has 
become one of its top-selling products because 

it developed the mask with feedback from its 
customers. The company always crowdsources 
ideas for new products from its followers on 
Instagram and develops each new product with 
advice and guidance from them on the social 
media platform. When the company creates the 
initial formula, it sends samples of the product 
to about 50 customers. It then revises the 
formula based on their feedback. 

For example, customers who received an 
early version of the Superfruit Lactic + Multi-
fruit 8% AHA Exfoliating Mask said it contained 
too much rice powder. As a result, Three Ships 
Beauty reduced the amount of rice powder in 
the product to ensure a gentle scrub. 

This level of consumer engagement in the 
product development process means it can 
take at least a year for Three Ships Beauty to 
bring a product to market. 

“That’s one of the biggest reasons why all 
of our products become bestsellers,” Lo says. 
“Because we aren’t creating products for the 
sake of just launching a whole product line. 
We’re only making products that our customers 
want us to make.”

The Superfruit Lactic + Multifruit 8% AHA 
Exfoliating Mask also capitalizes on the 
growing demand for face masks. According 
to a report from Research and Markets, the 
face mask market is projected to grow at a 
compound annual growth rate of 6.46% from 
2022-2027a. The focus on skin care and 
self-care during the height of the COVID-19 
pandemic and innovation in face mask 
products, including multitasking benefits, are 
driving the steady rise in mask sales, accord-
ing to the report.

The data meshes with the skin care trends 
that Three Ships Beauty has noticed among its 
customers. “At the start of the pandemic, we 
started to see the shift of people looking for more 
treatments and self-care products, and I still see 
that,” Lo says. “Masks are very much still trend-
ing, hence why the superfruit mask was very 
requested by our customers. So that is a huge 
trend that we’re still continuing to see.” n

awww.researchandmarkets.com/reports/4987111/face-
mask-market-growth-trends-covid-19

Featuring both chemical and physical exfoliants, the Superfruit Lactic + Multifruit 
8% AHA Exfoliating Mask incorporates alpha hydroxy acids, rice powder and aloe 
vera to gently resurface and renew dull and congested skin.
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Clinical Know-How
Clinical skin care brands have 

come on strong since the onset of 
the COVID-19 pandemic. During 
the lockdown, consumers wore less 
makeup and focused on skin health, 
educating themselves about effective 
ingredients and products. As a result, 
consumer attention has shifted to 
clinical skin care brands founded by 
doctors, chemists, apothecaries and 
estheticians, according to a report from 
NPDe. The data shows that clinical 
brands account for 34% of sales in the 
skin care category.

BeautyStat Cosmetics burst onto the 
skin care scene in 2019 when founder 
and cosmetic chemist Ron Robinson 
launched the brand’s hero product, 
the Universal C Skin Refiner—quickly 
achieving a cult following from beauty 
editors, celebrities and influencers. The 
serum is formulated with stabilized 
L-ascorbic acid (the purest form of 
vitamin C) through a proprietary 
encapsulation method. It brightens 
and lifts the skin, fades dark spots, 
and reduces fine lines and wrinkles. 
BeautyStat Cosmetics has three patents 
on the serum, and independent clinical 
trials back up its claims.

The company has since expanded 
its product range with a vitamin C 
eye cream, moisturizer, microbiome-
balancing cleanser and moisturizing oil.

BeautyStat Cosmetics recently 
launched the Universal Microbiome 
Purifying Radiance Mask to help 
purify, balance and maintain the 
natural microbiome immediately and 
over time while also addressing the 
signs of aging.

The mask is the latest product in its 
silver-formulated collection. The key 
ingredient is Bio-Gate AG’s Microsilver 
BG (INCI: silver), a medical-grade, pure, 
refined, dry silver that offers potent 
antimicrobial and antiviral properties 
to support the skin’s natural defenses 
against the environment.

A proprietary blend of natural clays 
and charcoal draws out impurities, 
deep cleans, smooths and softens 
without stripping or drying the skin.

Additional ingredients include 
licorice and green tea extracts to 
control redness and impart strong 
antioxidant protection. Multilevel, 
natural exfoliating beads gently rid the 
skin surface of dead cells, helping to 
blur fine lines, even skin tone, and leave 
skin feeling soothed and softer. Rare 
Hawaiian white honey, polyglutamic 
acid and vegan ceramides help bind 
moisture, soothing overstressed, 
overexposed skin.

The Inkey List has also built a loyal 
following by demystifying clinical 
skin care. Consumers have praised 
the brand for its fuss-free, accessible 
and ingredient-first approach to skin 
care. Developed by dermatologists, 
the formulas feature clinically 
proven, high-performing active 
ingredients. The products are named 
after the main active ingredients in 
them and offer tips on how to apply 
them and maximize their efficacy. In 
addition, nearly all the products are 
less than $20.

The Inkey List seeks to further take 
the complexity out of clinical skin 
care by empowering customers with 

education. The brand offers askINKEY, 
a live chat service that connects 
customers with dedicated skin care 
experts 24/7, 365 days a year. They 
not only provide information about 
The Inkey List products, but also offer 
personalized skin care advice and 
knowledge for free.  

The company used customer 
data from askINKEY to develop its 
latest product line. Because 20% of 
customers using the platform said they 
couldn’t find products to address more 
serious skin care problems like eczema, 
psoriasis, acne and rosacea, The 
Inkey List created the Supersolutions 
collection, a dermatologist-developed 
range of products that treat these 
conditions with hypertargeted active 
ingredients, including urea, niacinamide 
and azelaic acid. The line comprises:

• The Redness Relief Solution, a 
serum featuring 10% azelaic acid.

• The Acne Solution, a cleanser 
featuring 5% benzoyl peroxide. 

• The Dry and Rough Skin Solution, 
a moisturizer featuring 10% urea.

• The Excess Oil Solution, a serum 
featuring 20% niacinamide.

• The Scar, Mark and Wrinkle 
Solution, a serum featuring 
1% retinol.

Imaraïs Beauty’s hero product, Glow, consists of 
lemon-flavored gummies formulated with marine 
algae, vegan squalane, olive leaf extract and vitamin 
C to stimulate hydrated, glowing and plump skin. 

Augustinus Bader products feature TFC8, a complex made up of natural amino acids, vitamins and synthesized 
molecules in an exact quantity and combination found naturally in the skin.

ewww.gcimagazine.com/consumers-markets/
news/22118459/npd-group-consumers-looking-
to-clinical-brands-skinimalism
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Sustainability Meets Tech
Emphasis on high-performance 

ingredients with environmental ethos 
remains high. As such, brands that 
can show the receipts for a sustainably 
sourced supply chain will have a 
distinct edge over their competition. 

“Sustainability has become not 
just a trend topic amongst Gen Z, 
but a must,” says Christine Meier, 
digital marketing manager for Mibelle 
Biochemistry. “Transparency and 
traceability regarding ingredients are 
becoming more and more crucial. We 
source many ingredients locally, and 
we are proud to have a portfolio of 
over 10 ingredients with Swiss origin. 
This not only massively reduces CO

2 
consumption as transportation ways 
are short, but also supports local 
business. One example is our Alpine 
Rose Active, sourced from alpine rose 
leaves, which are carefully harvested 
by hand by a local farmer in the 
Swiss mountains.” The ingredient 
can be found in German skin care 
brand Annemarie Börlind’s Rosentau 
collection, featuring a cleansing milk, 
toner, eye cream and day cream. 

Augustinus Bader has fully 
embraced the science and 
sustainability philosophy, and the 
products are proof in action. “The 
formulas for the Augustinus Bader 

skin care take inspiration and 
understanding of wound healing 
physiology from my medical research 
in the field of stem cell biology,” 
explains Charles Rosier, CEO and co-
founder of Augustinus Bader. “They 
all contain TFC8 or Trigger Factor 
Complex, a patented formulation 
assisting in transport mechanisms for 
skin renewal. The TFC8 is a complex 
made up of natural amino acids, 
vitamins and synthesized molecules 
in an exact quantity and combination 
found naturally in the skin. We have 
the highest quality ingredients—high-
potency botanicals and clean actives 
that complement our proprietary 
TFC8—and they work synergistically 
to enhance its performance.”

Building upon existing technology 
has some suppliers upping their eco-
factors as well. “Our first product, 
Arete-G, is cannabigerol and is a 
highly pure, sustainably produced, 
proven cannabinoid,” explains Cynthia 
Bryant, chief business officer at 
Demetrix. “We produce Arete-G using 
fermentation, which applies a natural 
process used for thousands of years. 
At Demetrix, we refine and scale this 
process to enable the production of 
this ingredient and, in the future, 
other proven bioactive ingredients. 
This production method has a lighter 
environmental footprint than with 
traditional plant extraction methods, 
and this means that many of the odors 
and impurities associated with hemp 
are not present in our product.” 

Givaudan is combining highly 
effective microencapsulation 
technology with sustainably sourced 
ingredients in its launch of the 
Spherulite HA Ultimate well-aging 
active. Containing upcycled natural 
vitamin E and no preservatives, 
the ingredient boasts 100% natural 
origin content, and demonstrates 
instant and long-term lip-plumping 
benefits. According to Pauline 
Martin, operational marketing and 
communications manager at Givaudan 
Active Beauty, “The non-ionic nature 
of the capsule enables it to better 
penetrate the upper layers of the skin 

to the target activity released for a long-
lasting effect.”

Beauty From the Inside Out
Skin care isn’t just about topical 

applications. Brands are staking a 
claim in the burgeoning ingestibles 
category. According to a report from 
InsightAce Analytic, the global beauty 
ingestible market was valued at $3.29 
billion in 2021 and is expected to reach 
$8.3 billion by 2030, with a compound 
annual growth rate of 11% between 
2022 and 2030f. The report cites the 
rise of self-care and overall health 
and wellness during the pandemic for 
helping to drive awareness and growth 
of beauty supplements. 

These macro-trends have paved the 
way for ingestible brands to carve a 
space in the beauty sector, particularly 
in the prestige beauty category, 
according to Aaron Lefter, CEO of 
Imaraïs Beauty, which sells plant-
based wellness gummies. “Prestige is 
looking to grow their wellness space 
just like the whole beauty channel is,” 
Lefter says. “The pandemic brought 
a whole new perspective to beauty. 

The Hao Life’s new skin care supplement, Surface 
Appeal, seeks to address the underlying causes of 
dry and lackluster skin as well as redness, itchiness 
and discoloration with traditional Chinese herbs 
mixed with adaptogens.

Imaraïs Beauty’s hero product, Glow, consists of 
lemon-flavored gummies formulated with marine 
algae, vegan squalane, olive leaf extract and vitamin 
C to stimulate hydrated, glowing and plump skin. 

fwww.insightaceanalytic.com/report/global-
beauty-ingestible-market/1049
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Self-care is a massive prioritization for 
everybody. The timing is great. Things 
are changing dramatically in beauty. 
Ingestibles is definitely not a fad. It’s 
here to stay.”

He adds, “Ingestibles is a trend that 
you’re really going to start to see and 
something that has huge potential 
that’s completely untapped. Consumers 
are looking to take an inner beauty 
approach to improve their appearance, 
and they’re looking for products that 
can help them get there.”

Seizing the moment, Lefter and 
social media influencer Sommer 
Ray launched Imaraïs Beauty with a 
small line of PETA-certified, vegan, 
gluten-free and sugar-free skin and 
hair care gummies as an alternative 
to traditional skin and hair care 
products. “What I wanted to do was 
bring ingredients and formulations and 
concepts that you’re used to seeing in 
topical and bring them to the ingestible 
space,” Lefter says.

The Canadian brand’s hero product, 
Glow, is designed to stimulate hydrated, 
glowing and plump skin. The lemon-
flavored gummies are formulated 
with marine algae to detoxify the skin 
with its rich source of omega-3. Vegan 

squalane hydrates the skin, while 
olive leaf extract prevents the loss of 
hydration. And vitamin C protects 
the skin, reduces the appearance of 
discoloration and evens skin tone. 

In a clinical study from Princeton 
Consumer Research commissioned 
by Imaraïs Beauty, the results found 
that Glow improved skin hydration 
by 17.75%. About 91% of the study’s 
participants reported that their skin felt 
and look moisturized, 86% said their 
skin looked brighter, and 77% indicated 
that their skin felt more firm.

Imaraïs Beauty plans to release 
an anti-aging gummy and anti-acne 
gummy in the first quarter of 2023.

The Hao Life entered the ingestibles 
space with its modern twist on 
traditional Chinese medicine (TCM). 
Because sourcing quality Chinese 
herbs can be difficult and concocting 
them into tinctures is complex and 
time-consuming, The Hao Life says 
it takes the guesswork out of using 
the herbs. The brand tapped David 
Melladew, a globally renowned 
TCM practitioner, to modernize 
the time-tested formulations by 
supercharging them with adaptogens 
like cordyceps mushrooms and 

reishi, and concentrating the 
updated formulations—which it calls 
superblends—into daily tablets.

“There’s no other way that you 
could get these blend of herbs unless 
you were to go to Chinatown or to a 
Chinese apothecary to buy the herbs 
and brew it yourself and drink these 
bitter brews every day,” says co-founder 
Danielle Chang, who is of Chinese 
descent. “So we’ve really simplified 
it. What [co-founder William Li] and 
I want to do is introduce Chinese 
medicine to new generations and to a 
broader audience.”

The premium supplement brand 
initially launched with a collection of 
ingestibles that target the five organ 
systems (heart, lungs, liver, kidneys 
and spleen) that traditional Chinese 
medicine considers to be vital for 
holistic health. 

In October, The Hao Life added skin 
care supplements to its roster with the 
debut of Surface Appeal, which seeks 
to address the underlying causes of 
dry and lackluster skin as well as clear 
away toxins from the skin that cause 
redness, itchiness and discoloration. 
The formulation features adaptogens, 
such as snow fungus, and herbs like 

Former Kiehl’s President Chris Salgardo developed Atwater, a premium 
men’s skin care brand designed to streamline grooming routines with 
high-performance products that don’t overstress the skin.

Urban Skin Rx’s Men’s Collection is powered by the brand’s Hair Bump Relief 
Vita-B3 Complex, a proprietary blend of niacinamide, aloe and other essential 
ingredients that soothe razor irritation and improve the look of scarring caused 
by ingrown hairs.
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astragalus and white peony to ensure the skin is nourished 
with adequate blood and fluids. It also includes angelica 
root, an herb that spurs skin turnover and reduces 
swelling, sores and abscesses in the skin; Tokyo violet and 
hedyotis to eliminate toxins; and rehmania to remove toxic 
heat from the blood and eliminate itchiness, redness and 
blotchiness from the skin.

“People are taking better care of their skin now post-
COVID and just recognizing post-COVID the importance 
of taking care of our foundational health first,” Chang 
says. “You’re going to see an increase in people that are 
concerned about the health of their skin and want to 
maintain the health of their skin as an organ. Chinese 
medicine does that by treating the root cause and 
nourishing everything from the root. And so, ingestibles 
really make sense from that perspective.”

Opportunities in Men’s Skin Care
More brands are also entering the men’s skin care 

category as men seek more sophisticated, targeted 
products—moving beyond shaving products and 
beard care. 

According to a report from Future Market Insights, the 
men’s skin care products market will hit $13 billion in 
2022 and increase to $28 billion by 2029, with a compound 
annual growth rate of 11% between 2022 and 2029g.

The report contends that more men are embracing 
skin care because of their increased awareness of the 
link between skin care and self-grooming with health, 
the rise of more skin care products developed specifically 
for men, and brands partnering with male celebrities to 
endorse their men’s skin care lines. 

In a study from The Benchmarking Company that 
surveyed more than 800 men about their personal 
care habits and purchasing decisions, published in 
the October 2022 edition of Global Cosmetic Industry, 
56% of respondents said they buy more facial skin care 
products than they did five years agoh. They cited their 
top five facial skin concerns: dehydrated skin/lack of 
moisturization; acne and breakouts; dark areas and 
bags under the eyes; shaving-related concerns, such as 
ingrown hairs; and sun protection and sun damage.

Because men typically have thicker skin and more 
active oil glands than women, men face skin care 
challenges that are distinctly different from that of 
women. Yet they encounter frustrations with skin care 
products on the market. According to The Benchmarking 
Company data, about 27% of men in the study said that 
their current skin care products don’t adequately address 
their facial skin care concerns. In particular, 33% of 

gwww.futuremarketinsights.com/reports/mens-skincare-products-market
hhttps://gcimagazine.texterity.com/gcimagazine/october_2022/
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respondents said their moisturizers 
are not effective, 33% indicated their 
eye moisturizers or serums don’t work 
on their under eye areas or bags, and 
28% said their skin care products 
failed to reduce the appearance of fine 
lines and wrinkles. 

Veteran beauty executive Chris 
Salgardo is taking advantage of this 
opportunity in the men’s skin care 
market with the launch of Atwater. 
Salgardo developed the premium 
men’s skin care brand to streamline 
grooming routines with high-
performance products that don’t 
overstress the skin.

Each product in the Atwater 
collection is formulated to avoid harsh, 
abrasive treatments that compromise 
skin health. Instead, the clean, nontoxic 
formulas are powered by active 
ingredients with clinical benefits that 
achieve brighter, healthier skin through 
a consistent daily regimen that is easy 
to stick with, according to Salgardo.

The brand launched with eight 
products that address various skin 
types. The collection includes the Eye 
Armor Eye Moisturizer, a firming eye 
cream that contains rye seed extract 
and palmitoyl hexapeptide-12 to 
combat dark circles as well as depuff, 
tighten and brighten the eye area. 

Designed for all skin types, the Skin 
Armor Face Scrub is formulated with 
salicylic acid, hydrogenated jojoba 
esters and menthone glycerin acetal to 
gently sweep away dead skin that can 
dull the face and clog pores.

The lineup also features the Oil 
Regulator Facial Moisturizer. This 
lightweight gel lotion regulates 
oily skin and controls shine. With 
niacinamide, Gelyma’s Sebocea and 
salicylic acid, the lotion hydrates, 
brightens and clarifies the skin while 
helping to unclog pores. 

Salgardo created Atwater based on 
his more than 30 years of experience in 
the beauty industry. He was previously 
president of Kiehl’s, transforming 
it into a billion-dollar global brand. 
During his time at L’Oréal, which owns 
Kiehl’s, Salgardo served as president 

for Shu Uemura, Giorgio Armani 
Beauty and L’Oréal’s Luxury Beauty 
Store, the outlet division for the 
company’s prestige brands. 

“Atwater was guided by a lifetime of 
trial and error,” Salgardo says. “From 
the texture to the design, every single 
touchpoint of the brand was infused 
with decades of invaluable knowledge 
from my tenure at the most successful 
beauty companies in the world.”

Urban Skin Rx has also expanded 
into the men’s skin care space with the 
release of its Men’s Collection, a line of 
clinical skin care products that targets 
ingrown hairs and dark spots to create 
clear, smooth and bump-free skin. 

The line is powered by Urban 
Skin Rx’s Hair Bump Relief Vita-B3 
Complex, a proprietary blend of 
niacinamide, aloe and other essential 
ingredients that soothe razor irritation 
and improve the look of scarring 
caused by ingrown hairs.

Urban Skin Rx launched the 
collection with four products:

• The Daily Exfoliating Face Wash 
+ Scrub uses salicylic acid, jojoba 
beads, niacinamide and black tea to 
clarify the skin with a deep cleanse. 
It improves the look of ingrown 
hairs and clogged pores while 
brightening the complexion.

• The Daily Even Tone Soothing 
Moisturizer improves the 
appearance of clogged, enlarged 
pores and ingrown hairs. The 
moisturizer soothes and hydrates 
dry, rough skin with hyaluronic 
acid and aloe. Niacinamide 
and pro-vitamin B5 reduce the 
appearance of inflammation and 
irritation caused by shaving, 
promoting even-toned skin.

• The Daily Dark Spot + Oil Control 
Pore Refining Pads are formulated 
with 5% glycolic acid, lactic acid, 
witch hazel, salicylic acid and aloe 
leaf juice. The pads exfoliate dead 

Mibelle Biochemistry sources its Alpine Rose Active from alpine rose leaves, which are sustainably 
grown and harvested by a local farmer in the Swiss mountains. The ingredient can be found in German 
skin care brand Annemarie Börlind’s Rosentau collection, featuring a cleansing milk, toner, eye cream 
and day cream.
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skin cells, reduce excess oil and 
clarify clogged pores to improve 
the appearance of blemishes, 
ingrown hairs, razor bumps and 
dark spots.

• The Daily Razor Bump + Dark 
Spot Treatment is designed to 
reduce the look of razor bumps and 
dark spots. The formula includes 
6% lactic acid, 5% glycolic acid, 
niacinamide, salicylic acid, tea tree 
oil and aloe leaf juice.

Founder and CEO Rachel Roff 
developed the men’s skin care line 
based on her experience as an 
esthetician at a laser hair removal 
center 20 years ago. “Not everyone is 
willing to get laser hair removal, so 
I learned other effective solutions to 
treat ingrown hairs and dark spots,” 
she says. “It’s so exciting that this 
history of mine has come full circle, 
and now I can really provide easily 
accessible, affordable solutions for 

men and everyone to boost their 
confi dence and give them clear skin.”

A Better Tomorrow
Brands that take a stand and put 

their philosophy into practice will also 
stand out in the eyes of the consumer. 

“Since skin problems can adversely 
affect mental health, we advocate 
for daily self-care rituals and mental 
health care, and believe that mental 
health care should be widely available 
and accessible to anyone and 
everyone,” notes Eisenman. “As Gen 
Z radically redefi nes many traditional 
sectors, Bubble is authentically 
leaning into their concerns. To 
demonstrate that ethos, we donate 
1% of our proceeds to nonprofi t 
organizations that support people 
struggling with mental health issues, 
as well as offering mental health 
resources and recommendations on 
our website.”

Augustinus Bader also keeps a 
commitment to medical advances 
in its DNA. “It’s been incredibly 
gratifying to see how many 
people have been helped by our 
products,”explains Rosier. “Ultimately, 
however, these products have a 
bigger purpose; the profi ts they 
generate are intended to help provide 
a funding platform for the scientifi c 
research and clinical development 
of treatments that provide scar-free 
healing in severe burns and skin 
wounds. The implications of our 
scientifi c discoveries for advancing 
medical progress remain the most 
important element of this venture for 
us all.” n
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Next-wave  
Beauty Ingredients
From exposomal exposures to hand-harvested actives, suppliers are adding 
new innovations to the palette.

Global Cosmetic Industryfacebook.com/gcimagazine @globalcosmeticindustry @GCI_Magazine

From carbon-capture fragrance materials to microbiome 
rebalancing to biodegradable technologies, 2022 has 
featured significant advancements in beauty ingredients.
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2
022 has witnessed a 
resurgence of ingredient 
technology launches, 
including materials that 
were put on pause amid 
the pandemic. As we 

wrap up the year, we look at the latest 
introductions that will shape product 
innovation in 2023 and beyond. 

Climate-ready Beauty
Addressing the impacts of 

environmental aggressors continues 
to be an area of focus for ingredient 
development and clinical research. For 
instance, Jojoba Desert has unveiled 
clinical research that reportedly shows 
JD Jojoba Oil usage “results in marked 
skin barrier improvement and superior 
moisturizing effect.” This could have 
positive effects on skin hydration and 
moisturization, as well as its defense 
against external aggressors such as 
bacteria, irritants and pollution.

JD Jojoba Oil’s impact on the skin 
barrier and moisture retention was 
investigated in 22 female panelists 
(average age 50) with normal and dry 
skin types. Subjects underwent 28 
days of twice a day application of the 
oil as a moisturizer. Measurements 
were then taken on the face to assess 
long-term impacts and the forearm 
for short-term results. The results 
purportedly showed that JD Jojoba Oil 
decreased the TEWL (transepidermal 
water loss) within 24 hours after 
application and reinforced the hydro-
lipid barrier after 14 and 28 days.

The company also aimed to prove 
the moisturization effect attributed 
to JD Jojoba Oil. An in-vivo study 
was conducted to define the direct 
influence of the oil on the level of 
skin moisturizing for the short term. 
The results reportedly showed that 
JD Jojoba Oil had a notable short-
term moisturizing effect, increasing 
hydration by 30% within the first half 
hour after application.

Elsewhere, Lubrizol Life Science’s 
(LLS Beauty) Xpozuki biotech 
ingredient (INCI: water (aqua) (and) 
Leuconostoc/radish root ferment 

filtrate (and) Phaseolus angularis seed 
extract (and) citric acid) is an all-in-
one multiethnic skin, scalp and hair 
care solution that provides exposome 
protection, particularly against 
exposures to the sun, pollution and 
climate change. 

Testing has reportedly shown 
Xpozuki to provide skin, scalp and hair 
protection, and repair of exposomal 
damage; a more protected skin barrier 
and improved skin appearance, 
including a more even and brighter 
skin tone, minimized skin redness and 
improved surface texture irregularities; 
and improved multiethnic hair vitality 
with fewer split ends, improved hair 
fiber alignment and curl definition, and 
reduced hair frizz and volume.

Next Generation 
Microbiome Beauty

A Bacteriophage Cocktail 
for Blemishes

Biocogent, LLC has launched 
DermaPhage CA, a natural active skin 
care ingredient ideal for blemish-
prone skin. The technology leverages 
bacteriophages, which are viruses 

that parasitize bacterium only, via 
infection. Biocogent’s cocktail of three 
bacteriophages targets Cutibacterium 
acnes, a microbial culprit of blemish 
flare-ups and skin inflammation. The 
technology is designed for use in facial 
and body care products, sprayable 
formulas for linens or laundry 
detergents, and additives to diminish 
the growth of C. acnes.

Tackling Sensitive Skin, Anti-aging 
& More

BASF scientists have identified 
changes in the presence and abundance 
of common and specific bacteria 
strains related to sensitive skin. The 
company leveraged Biomillenia’s 
droplet-based microfluidic technology 
to isolate bacterial strains in culture. 
The microbial library obtained can 
now be used to identify and test active 
ingredients with the potential to 
restore the balance of the microbiota of 
sensitive skin.

BASF’s researchers conducted 
similar work in identifying the 
microbiomes of older skin. The 
research revealed significant 
differences in the populations of 
Lactobacillus strains, particularly L. 

Lubrizol Life Science’s (LLS Beauty) Xpozuki biotech ingredient is an all-in-one multiethnic skin, scalp and 
hair care solution that provides exposome protection, particularly against exposures to the sun, pollution 
and climate change.
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crispatus, a key marker of younger 
skin. The results have allowed for 
the development of a probiotic for 
applications in healthful aging, per 
the company.

Finally, BASF researchers selected 
plant extracts for their TRPV1-
antagonist properties and studied 
their effects on moderation of scalp 
sensitivity, balancing of the microbiota 
and moderating of excessive immune 
responses. The findings reportedly 
revealed an unidentified plant extract 
that can help counteract age-related 
changes of scalp and hair.

Supporting Acne-prone Skin & 
UV Recovery

Ultra Chemical has reported that, 
in clinical studies, PreBiluin AGA 
(INCI: inulin) was shown to impact 
the microbiota of acne-prone skin, 
while both PreBiulin AGA and FOS 
supported skin microbiota recovery 
after UV exposure.

Meanwhile, Ultra’s Bicoalgae 
Omega-3 (INCI: aqua (and) 
phosphatidylcholine (and) glycerin 
(and) Isochrysis galbana extract (and) 
Nannochloropsis gaditana extract) has 
purportedly been shown to decrease 
the ancillary effects of atopic dermatitis 
through the targeted delivery of two 
microalgae extracts rich in omega-3 
fatty acids.

Biocogent, LLC has launched DermaPhage CA, a natural active skin care ingredient 
ideal for blemish-prone skin; photo by Anna Nekrashevich at Pexels.

Ultra Chemical’s PreBiulin AGA and FOS support skin microbiota recovery after UV exposure; photo by Lucia 
De Gros at Pexels.

Sustainably Balancing Skin & 
Scalp Microbiomes

Novachem’s Oleobiota botanical 
active, derived from tannin-rich 
Ñangapiri in the Argentine Misiones 
rainforest, is reportedly ideal for 
oily to combination skin. It is said to 
modulate the oily microenvironments 
of the skin and scalp. The ingredient 
is designed to interact in a “gentle, 

intelligent and friendly” manner with 
both the skin and planet, supporting 
circular beauty and complying with the 
Nagoya Protocol to support biodiversity.

Oleobiota prevents dysbiosis, reduces 
redness, balances microbiota and has a 
mattifying action, the company reports. 
In addition, it reduces and minimizes 
the appearance of pores, thanks in part 
to its natural astringency, giving skin a 
clean and clear sensation. 

Oleobiota is indicated for all skin 
types, especially those that are oily or 
prone to breakouts. The ingredient can 
be applied in hair care as well.

Retinol & Retinol-like 
Technologies

Enhanced Retinol Delivery
Sederma’s ReVitAlide comprises a 

lipid submicron particle carrying 3% 
active retinol. The capsule protects the 
retinol from degradation and makes it 
easy to store and formulate. The small 
particle size and lipid composition of 
the capsule improves bioavailability into 
the skin, offering controlled release.
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This targeted release allows 
formulators to minimize retinol use 
levels while offering skin tolerance. Skin 
delivery of ReVitAlide measured on skin 
explants showed a seven-fold increase 
in the delivery of retinol into the skin 
versus non-encapsulated retinol.

ReVitAlide features 95.5% natural 
origin content, according to ISO 16128. 
It is 100% readily biodegradable in 
28 days, RSPO approved and can be 
stored at room temperature.

Retinol Alternative Gains Approval 
for China

Sytheon’s Sytenol A (INCI: bakuchiol), 
a natural alternative to retinol, has 
been approved for use in the Chinese 
marketplace. The ingredient has 
reportedly been categorized as low-
risk with the following characteristics: 
functions including antioxidant and 
skin conditioner; and applications 
including skin care, scalp care and lip 
products. The vegan-friendly anti-aging 
active demonstrates similar benefits and 
clinical efficacy as retinol without the 
drawbacks, such as skin irritation, the 
company reports. It can be applied in 
both day and night cosmetic products.

Sustainable Beauty 
Breakthroughs

Tapping Biotech’s Potential
Croda is set to launch a heretofore 

unnamed functional ingredient based 
on microorganism biofermentation. 
Beyond the benefits of any single 
material, however, Croda argues that 
biotechnology development platforms 
offer an array of benefits to the beauty 
industry. These benefits include the 
ability to develop materials that 
have yet to be identified in nature. 
Molecules produced via biotechnology 
can also offer greater potency and 
efficacy than materials produced 
by other means, the organization 
says. In addition, ingredients can 
be tailored at the molecular level, 
revealing possibilities for new delivery 
systems and functionalities, whether 
they be peptides, growth factors or 
other materials. 

Elsewhere, Calyxt, Inc., a plant-
based synthetic biology company, 
has signed an agreement with its 
first manufacturing partner, Evologic 
Technologies GmbH, to further 
develop and scale its proprietary 

Novachem’s Oleobiota botanical active is said to modulate the oily microenvironments of 
the skin and scalp.
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Plant Cell Matrix (PCM) technology 
platform. The PCM structure is a 
living system of various cell types 
designed to emulate the intercellular 
metabolism of an entire plant as it 
grows over time and produces and 
stores or excretes target chemistries.

According to Calyxt, Evologic’s 
contract development and 
manufacturing services, based on its 
bioprocess platform and technology, 
support companies delivering 
sustainable bioproducts. Specifically, 
Evologic will advance both the 
manufacturing of PCM-derived 
compounds and establish proof of 
concept for the subsequent scaling 
of multiple PCMs simultaneously for 
commercial production.

Stimulating Pro-collagen I & Elastin
Robertet’s Tasmanol, derived from 

Tasmanian Tasmannia lanceolata 
trees, features polygodial, a key 
sesquiterpene with properties that are 
similar to the skin’s natural repair and 
regeneration pathways. Produced via 
green extraction, Tasmanol reportedly 
has healing and anti-inflammatory 
properties. The technology stimulates 
TGFß release, which induces a 
normalization of the extracellular 
matrix with a significant increase of 
pro-collagen I and elastin. The result 
is increased dermis density/thickness, 
an improvement in skin firmness and 

roughness, and diminished stretch 
mark appearance.

Hemp Seed Quat-free Conditioner
Inolex’s ProCondition Sativa (INCI: 

cannabisamidopropyl dimethylamine) 
is a biodegradable conditioning and 
emulsifying ingredient derived from 
Cannabis sativa (hemp) seed oil. The 
technology reportedly has comparable 
performance to cetrimonium chloride 
(CTAC), while being safer for skin and 
eyes, and nontoxic to aquatic life. As 
a primary emulsifier, the ingredient 
builds formulation stability by 
formation of lamellar liquid crystals. 
ProCondition Sativa does not contain 
THC, CBD or other cannabinoids. 

The ingredient is part of Inolex’s 
quat-free conditioning technology 
platform, comprising green chemistry, 
reducing greenhouse gas emissions 
and avoiding the production of 
byproducts. The hemp seed oil is 
extracted from the cannabis plant, a 
sustainable feedstock that provides 
an alternative to traditional raw 
materials used for conditioning agents 
and emulsifiers. It is a high-yield 
crop that eliminates the need for 

pesticides, thereby contributing to soil 
health and encouraging biodiversity, 
per Inolex.  

Cantaloupe Skin Defense
Melumé’s Holimel is a concentrate 

of cantaloupe melon juice rich in 
natural, protective SOD B, a powerful 
antioxidant that can defend against 
oxidative stress and inflammation 
caused by both environmental 
threats, UV exposure and natural 
aging processes. Per one clinical 
trial and one preclinical trial on 
human explants, the technology 
reportedly increases skin resistance 
to UV radiation by 27% after one 
month (whether used as an ingestible 
or topical), increases antioxidant 
enzymes by as much as 63%, 
and prevents the harmful effects 
of UV radiation on skin cells by 
decreasing sunburned cells by 72%. 
In oral formulations, the technology 
works within one month, while 
topical applications begin working 
within four days. Dosage levels 
are recommended at 20 mg/day 
for BB creams, CC creams, beauty 
supplements and anti-aging products.

Calyxt, Inc., a plant-based synthetic biology company, has signed an agreement with its first manufacturing 
partner, Evologic Technologies GmbH, to further develop and scale its proprietary Plant Cell Matrix (PCM) 
technology platform.

Inolex’s ProCondition Sativa (INCI: cannabisami-
dopropyl dimethylamine) is a biodegradable con-
ditioning and emulsifying ingredient derived from 
Cannabis sativa (hemp) seed oil.
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Bio-1,2-alkanediols for 
Antimicrobial Effects 

Inolex was recently awarded U.S. 
Patent 11,414,365 for 1,2-alkanediol 
compositions derived from plant 
sources, including bio-based caprylyl 
glycol and 1,2-heptanediol. This follows 
an earlier patent for the conversion of 
bio-based alcohols to bio-alkenes and 
subsequent conversion of bio-alkenes 
to bio-1,2-alkanediols.

Comprising 100% bio-based carbon 
and derived from renewable feedstocks, 
the compositions are reportedly useful 
for the safe and effective preservation 
of formulas. More specifically, the 
patent disclosure states, “The bio-1,2-
alkanediols incorporate a natural and 
bio-based pathway for antimicrobial 
effects in various compositions such as 
cosmetic, pharmaceutical, industrial 
and household products.”

According to the company, the 
compositions can be used alone as 
antimicrobial materials or with existing 
bio-compounds and/or antimicrobials, 
preservatives, alternative preservation 
systems and/or hurdle technology 
components. They also reportedly 
demonstrate ease of use and 
equal functionality to petro-based 
1,2-alkanediols.

Sustainable Mineral Oil Alternative
Evonik’s Tegosoft LO MB (INCI: 

lauryl oleate) is an emollient designed 
to replace mineral oil, offering similar 
sensory benefits while also suitable for 
pigment wetting in color cosmetics 
formulations. According to the 
company, the raw material is based 
on renewable sources, produced via a 
carbon optimized bio-catalytic process 
and is biodegradable.

Converting Carbon to Scent
Givaudan and LanzaTech NZ, Inc. 

have announced a collaboration 
for the development of sustainable 
fragrance ingredients from renewable 
carbon. The research collaboration 
with Givaudan is expected to leverage 
synthetic biology and go beyond 
the production of ethanol, which 
LanzaTech is already producing for 
Coty, for example. Instead, Givaudan 
and LanzaTech will develop novel 
pathways for the production of key 
fragrance ingredients used across the 
Givaudan portfolio. 

Hand-harvested Actives
Gattefossé’s Gatuline RC BIO 

stimulates cell oxygen consumption and 
increases skin hydration to minimize 
the appearance of wrinkles and aging, 
per the supplier. The technology 
comprises a natural extract of beech 
buds hand-harvested in France near 
the company’s site in Saint-Priest. This 
proximity cuts the ingredient’s carbon 
footprint and preserves local water 
and the biodiversity of the local flora, 
per Gattefossé. The buds are frozen 
directly on site to avoid any enzymatic 
degradation, while the active is derived 
without chemical solvents. In addition, 
Gatuline RC BIO is COSMOS certified 

Robertet’s Tasmanol, derived from Tasmanian Tasmannia lanceolata trees, features polygodial, a key 
sesquiterpene with properties that are similar to the skin’s natural repair and regeneration pathways.

Melumé’s Holimel is a concentrate of cantaloupe melon juice rich in natural, protective SOD B, a powerful 
antioxidant that can defend against oxidative stress and inflammation caused by both environmental threats, 
UV exposure and natural aging processes.
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and comprises 96.8% natural origin 
content, according to ISO 16128.

Meanwhile, Gattefossé’s EleVastin is 
designed to boost key proteins involved 
in the synthesis and maintenance 
of functional elastic fibers, thereby 
boosting skin elasticity and redefining 
facial contours and reducing the 
appearance of deep and vertical 
wrinkles. The technology is extracted 
from the leafy stems of unirrigated 
Murraya koenigii trees, which are 
manually harvested in fertilizer-
free plots on La Reunion island. In 
addition, leaves from branches are also 
recovered from pruning conducted at 
private houses. The resulting ingredient 
is COSMOS approved and comprises 
100% natural origin content, according 
to ISO 16128.

Tapping Psychobiotics
Recently, Catherine Zanchetta, 

innovation and strategy project 
manager for Givaudan Active Beauty, 
provided Global Cosmetic Industry 
with emerging insights into beauty 
and the mind.

“That the beauty of the skin is 
linked to mental health and well-being 
is well recognized,” she says. “Indeed, 
81% of women agree that such a link 
existsa. Another emerging contributor 
to well-being is the microbiome, with 
increasing reports associating a well-
balanced gut microbiome with good 
mental healthb,c,d. Following up on 
these discoveries, microorganism-
promoting supplementation in the 
form of probiotics, prebiotics or 
postbioticse is increasingly likely to be 

Givaudan and LanzaTech NZ, Inc. have announced a collaboration for the development of 
sustainable fragrance ingredients from renewable carbon; photo by cottonbro at Pexels.

lMeunier et al. 2020 When a Microalgae Extract 
Reduces Skin Sensitivity and Boosts Positive 
Emotions of Consumers, IFSCC communication. 
mJarrin et al. 2020 Sensitive skin: an insight 
in microbiota composition and comparison 
with microbiota of normal skin, IFSCC 
communication. 
nDe Tollenaere et al. 2020 Protecting melatonin 
from digital stress to reverse signs of ageing, 
IFSCC communication. 
oMeunier et al. 2021 When skin and scalp 
appearance can affect emotional response: 
skin-brain axis exploration through the use of 
neurosceince tools, IFSCC communication.

fSchrodt et al. 2022 The gut microbiome and 
depression: a review. 
gBhatia et al. 2022 Gut-Brain Axis and 
Neurological Disorders-How Microbiomes Affect 
our Mental Health. 
hZielińska et al. 2022 The Role of Psychobiotics 
to Ensure Mental Health during the COVID-19 
Pandemic-A Current State of Knowledge. 
iDinan et al. 2013 Psychobiotics: a novel class of 
psychotropic.
jBarrio et al. 2022 The gut microbiota-brain axis, 
psychobiotics and its influence on brain and 
behaviour: A systematic review.
kPalepu & Dandekar 2022 Remodeling of 
microbiota gut-brain axis using psychobiotics 
in depression.

aGivaudan internal consumers study. 2020 
Unpublished data, Panel of 800 women, from 
United States, Brazil, China and France, between 
18 and 50 years old.
bCarabotti et al. 2014 The gut-brain axis: 
interactions between enteric microbiota, central 
and enteric nervous systems. 
cMayer et al. 2014 Altered brain-gut axis in 
autism: comorbidity or causative mechanisms?.
dFoster et al. 2013 Gutbrain axis: how the 
microbiome influences anxiety and depression.
eSalminen et al. 2021 The International 
Scientific Association of Probiotics and 
Prebiotics (ISAPP) consensus statement on the 
definition and scope of postbiotics. 

used as part of a holistic strategy to 
improve mental health and wellnessf,g. 
When used as part of these strategies, 
the supplements administered have 
been termed psychobioticsh,i,,j,k.”

Zanchetta adds, “Up to now, all 
psychobiotics were ingested products, 
targeting the brain through actions 
on the gut microbiome. However, 

at Givaudan, we believe that 
psychobiotics can also be topically 
applied. We have therefore launched 
three active skin care ingredients 
that positively impact well-being. 
Patchoul’Up, Synchronight and 
Sensityl, in addition to providing 
skin benefits, have proven effects on 
well-being through their action on the 
skin’s microbiotal,m,n,o.”
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Givaudan Active Beauty’s Patchoul’Up is an upcycled active ingredient designed to 
rebalance sebum production, eliminate dry flakes and normalize the scalp microbiome 
for overall well-being.

lMeunier et al. 2020 When a Microalgae Extract 
Reduces Skin Sensitivity and Boosts Positive 
Emotions of Consumers, IFSCC communication. 
mJarrin et al. 2020 Sensitive skin: an insight 
in microbiota composition and comparison 
with microbiota of normal skin, IFSCC 
communication. 
nDe Tollenaere et al. 2020 Protecting melatonin 
from digital stress to reverse signs of ageing, 
IFSCC communication. 
oMeunier et al. 2021 When skin and scalp 
appearance can affect emotional response: 
skin-brain axis exploration through the use of 
neurosceince tools, IFSCC communication.

Patchoul’Up is an upcycled active 
ingredient designed to rebalance sebum 
production, eliminate dry flakes and 
normalize the scalp microbiome for 
overall well-being, while Synchronight 
is an active cosmetic ingredient made 
from gardenia fruit extract designed 
to protect the skin from digital stress. 
Sensityl, meanwhile, originating from 
microalgae, positively influences 
consumers’ mood within one month 
due to its soothing benefits, per 
the company.

“Our dedicated microbiome 
analyses have demonstrated that 
these ingredients feed commensal 
microorganisms present on the skin, 
promoting their development or 
even rebalancing the diversity of the 
existing microbial strains,” Zanchetta 
concludes. “Their use results in 
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overall improvements to the skin’s 
microflora, health and appearance, 
leading to mental health benefits. 
Indeed, Givaudan’s neuroscience 
evaluations, based on patented 

technologies, have demonstrated that 
these active ingredients can create 
a more positive mindset, increase 
self-confidence or improve quality 
of life.” n
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DEBUT  
SUSTAINABLE 
PACKAGING 
FOR BEAUTY
The latest batch of sustainable packaging breakthroughs introduced around the world 
protects formulations while meeting the needs of eco-conscious consumers.

Global Cosmetic Industryfacebook.com/gcimagazine @globalcosmeticindustry @GCI_Magazine

Packaging concepts in beauty continue to push the envelope on design and functionality.
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A 
slew of sustainable 
packaging 
innovations have 
landed in the 
industry to keep 
waste from ending 
up in landfills and 
waterways. From 
using bio-based 

materials like wood to ensuring 
that the recycling of the packaging 
is effortless for users and won’t 
wreak havoc in the recycling stream, 
manufacturers of sustainable beauty 
and personal care packaging have 
stepped up their efforts to protect 
the planet without compromising 
functionality and design. 

The Refill Revolution
Once considered a niche option, 

refillable packaging is an emerging 
trend that continues to gain traction 
in the beauty industry and with 
consumers—gradually making its way 
into mainstream beauty.

According to data from NPDa, sales 
of refillable prestige beauty products 
increased 47% from January 2022 to 
July 2022. The market for refillable 
prestige beauty products was valued at 
£34 million ($37 million) in this seven-
month period. Sales of these products 
performed better than the total prestige 
beauty market, which increased 22% 
between January 2022 and July 2022, 
compared to last year.

Refillable Airless Packaging
UA Packaging offers a sustainable 

airless refillable bottle, the ALU-Airless, 
which can reduce plastic packaging 
by 50%, according to the company. It 
contains a reusable aluminum outer 
shell that can be recycled. The internal 
airless container is made from PE and 
PP, while the collar material consists of 
ABS and PP—ensuring consumers can 
simply toss the spent inner containers 
into the recycling stream instead of 
separating the parts.

The glue-free design ensures that the 
aluminum shell and plastic parts can 
be easily taken apart and reassembled 
by the user when he or she is replacing 
the inner cartridge. 

The airless recharger system 
features an internal one-way valve 
with flow control, which blocks air 
from returning into the tube. Because 
the airless refill cartridge is made of 
plastic, it is compatible with most types 

of cosmetic formulations, including 
creams, serums, gels and foundations.

FusionPKG’s Repeat Airless packaging 
combines recycle-ready materials 
with an air-tight, contamination-free 
product-refill experience. 

The packaging contains high levels 
of PCR materials, with a PP refill 
cartridge and a PET reusable outer 
shell. It also features the Airless-One 
100% polyolefin pump engine. “All the 

awww.npd.com/news/press-releases/2022/the-
rise-of-refillable-beauty/

FusionPKG’s Repeat Airless refillable bottle features a plastic pump engine that is integrated 
into the refill cartridge, allowing consumers to refill the product without exposing the formula 
to air or contaminants.

ALU-Airless refillable bottles can reduce excess plastic packaging by 50%, according to 
UA Packaging.
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parts, inside and out, are recyclable,” 
says Alex Kwapis, vice president of 
product design and development at 
FusionPKG. “That’s unique to refills. It 
has a plastic engine. That’s what also 
helps make it recyclable. That’s the 
first on the market. I don’t know of any 
other refill that is using a plastic pump 
engine that is all recyclable in the 
polypropylene waste stream.”

The Airless-One 100% polyolefin 
pump engine has been certified by 
the Association of Plastic Recyclers 
with its Meets Preferred Guidance 
recognition. This program consists 
of an evaluation by the APR Design 
Guide Administrator and technical 
staff that measures the package against 
each APR Design Guide criterion of a 
preferred design. The program verifies 
recycling compatability and recognizes 
the plastic spring as preferred in 
the APR Design Guide for Plastics 
Recyclability. “This guidance means 
that it’s the only mechanical airless 
pump engine that’s all plastic and 
is deemed recyclable by the APR,” 
Kwapis explains.

The plastic pump engine is 
integrated into the refill cartridge, 
allowing consumers to refill the 
product without exposing the formula 
to air or contaminants and providing 
consumers with a fresh pump engine 
at every refill. 

The patent-pending refill system 
features a locking mechanism that 
clicks into place to indicate the pump 
is fully engaged. “It’s designed as a 
snap-on so no one can unthread it and 
just shake it out,” Kwapis explains. 
“We want to make sure you can align 
those components and have them be 
oriented so you have a nice brand 
experience. There’s audible haptic 
notes that say through the clicking 
sound, ‘Hey, this is assembled and this 
is ready to go.’ We’re trying to use all 
the senses to try to really help people 
along on the process.”

Refillable Wood Lipstick Bullets
Quadpack joined forces with Aptar 

Beauty + Home to create the Iconic 
Woodacity refillable lipstick. The 

casing is made of 100% certified ash 
wood from sustainably managed 
forests, lending a natural beauty and 
sensory dimension to the packaging, 
according to Quadpack. The wooden 
container is made at Quadpack’s wood 
factory in Catalonia, Spain, where a 
biomass plant converts production 
waste into energy.

The wood container houses Aptar’s 
Iconic mechanism to create a smooth, 
constant and precise rotation. The 
mechanism is manufactured by Aptar 
in Chavanod, France, where the facility 
uses renewable energy, while 95% of 
production waste is reused or recycled.

Departing from the standard click 
closures, the Iconic Woodacity also 
includes the patented Solo Twist 
system in the cap, featuring an oval-

shaped interior that ensures that the 
cap auto-locks on a quarter turn. 

Refillable Jars
FASTEN’s REfill REuse REpeat 

refillable jar system comprises a 
lightweight, open outer jar base 
in conjunction with an ultra-light, 
thermoformed refill cup. The refill is 
inserted inside the base with one click 
and removed just as easily. 

The jars are made entirely of recycled 
polypropylene, which means the jars 
are fully recyclable. 

To distinguish between creams, 
differing colors can be used for the 
refill cup. The open structure of the jar 
base not only shows consumers which 
cream refills they are using visually, 
but also reduces the material needed 

FASTEN’s REfill REuse REpeat refillable jar are made of entirely recycled polypropylene, 
which means the jars are fully recyclable.

Quadpack’s Iconic Woodacity refillable lipstick casing is made of 100% certified ash 
wood from sustainably managed forests.
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for the jar. This reusable jar design 
can save up to 80% on material usage 
compared to conventional 50 ml jars, 
according to the company. 

FASTEN designed its REfill REuse 
REpeat jar to be 70% lighter than 
comparable standard cream jars, 
and the refill units are stackable. The 
result is greater space consolidation 
and a reduction in shipping weight. 
Combined, these factors lead to a 
significantly reduced supply chain CO

2 
footprint, according to the company. 

Quadpack recently launched its New 
Regula Refill Jar, a recyclable, refillable 
and monomaterial system. 

The 50 ml pack has a thick-walled 
outer jar in PET, with a premium, 
glass-like aesthetic that the company 
says is ideal for prestige cosmetics 
brands. The inner jar, developed for 
optimal compatibility with most skin 
care formulas, is made of PP and is 
designed to be easily thermosealed.

Both components can be quickly 
separated by hand, thanks to a gap in 
the outer jar specifically developed for 
easy removal. The refill is just as easily 
inserted, making a reassuring click 
sound when closed.

The New Regula Refill Jar’s 
double-walled cap is completely 
made of PP, which makes all its 
components recyclable.

During Luxe Pack Monaco, 
Quadpack’s new CEO, Alexandra 
Chauvigné, joined co-founder, 
chairman and chief impact officer Tim 
Eaves for a discussion of the company 
and the evolution of packaging 
for beauty and personal care. The 
executives noted that Quadpack’s 
biomass plant, inaugurated in August 
2020, was helping the company 
transition to true carbon neutrality. In 
addition, they noted that the uptake 
in refill concepts among luxury 
brands was accelerating, though 

overall adoption remains slower than 
it perhaps should be. However, the 
company remains committed to the 
concept, devoting 25% of current 
production to refillable designs. 

Looking ahead, the company sees 
its wood offerings growing quickly. In 
addition, Quadpack will increasingly 
focus on the U.S. market. At the same 
time, it has pursued a strategy of 
localized operations in the wake of 
the pandemic. 

Elsewhere, Albéa launched Twirl, 
a refillable cosmetic jar, at Luxe Pack 
Monaco. Twirl consists of a cup that 
is inserted into a base container. 
The guided screwing system ensures 
the user can intuitively secure the 
cup to the base and that the base is 
maintained both horizontally and 
vertically with no risk of coming loose.

In addition to having a refillable 
insert, Twirl is made of recyclable 
materials: a PET cap and base and 
PP cup.

According to Albéa, the shape of the 
cup, the capacity of the jar and the 
materials that make up the base are 
fully customizable.

Airless on the Rise

Airless Pumps
APC Packaging has released a 

sustainable all-PP airless pump called 
the AWP. All components are produced 
with polypropylene, and the entire unit 
can be constructed with up to 50% PP 
PCR. The new packaging has also been 
engineered to be lightweight to reduce 
a brand’s carbon footprint.

The AWP’s airless technology 
distributes virtually 100% of the 
product, allows the exact same amount 
to be dispensed with every pump and 
ensures the formula has a longer shelf 
life, according to APC Packaging.

The pump also features an 
ergonomic actuator with depression for 
finger placement, making it intuitive 
for the consumer.

The new airless pump is available 
in 15 ml, 30 ml and 50 ml capacities 
with either a low- or high-profile cap, 

Albéa’s Twirl Jar has a guided screwing system that ensures the user can intuitively secure 
the cup to the base and that the base is maintained both horizontally and vertically with no 
risk of coming loose.

Quadpack’s Regula Refill Jar includes a thick-walled outer jar in PET, with a premium, glass-
like aesthetic that the company says is ideal for prestige cosmetics brands.
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which can be mixed or matched to 
different sizes.  

The company says the AWP is ideal 
for sensitive formulas, such as skin 
creams, serums and foundations, and 
can be fully customizable to meet 
brand requirements.

Meanwhile, HCP’s Affinity Airless 
Pump is compatible with bottles or 
tubes for low to high viscosity skin 
care and color cosmetics formulas 
such as moisturizers, serums, creams, 
sunscreens, foundations, primers and 
other complexion products. The pump 
offers 360-degree application, fast 
priming and controlled dosing via a 
disc-valve engine that can handle even 
highly viscous formulas. The airless 
packs can support a high evacuation 
rate, per HCP, dispensing nearly every 
drop of product. They also offer easy 
portability and convenience, while 
protecting formulation integrity, 
preservation and hygiene by preventing 
air reentry.

The airless tubes are available in a 
range of diameters and lengths in co-
extruded single-layer or five-layer PE 
for high-barrier protection of sensitive 
formulas. Airless bottles are offered in 
15/20 ml, 30 ml and 50 ml sizes. Tubes 
or bottles can be molded opaque, 
tinted or transparent. Decoration 
options include full color printing, 

foils, special sprays and metallic 
finishes. The range also affords an 
array of collar and actuator styles, 
including aluminum shells.

Addressing Beauty’s 
Glassification

Baralan has launched the Eleonora 
screw neck bottle 100. Previously 
only available in a crimp version, 
this updated style was developed due 
to an increasing demand for larger 
formats for fragrance, skin care and 
makeup products.

Suitable for both skin care and 
fragrance applications, the Eleonora 
100 is a GPI 18/415 screw neck bottle 
weighing 220 g, with a filling capacity 

The AWP from APC Packaging is made with polypropylene; the entire 
unit can be constructed with up to 50% PP PCR.

HCP’s Affinity Airless Pump is compatible with bottles or tubes for low to 
high viscosity skin care and color cosmetics formulas such as moisturizers, 
serums, creams, sunscreens, foundations and primers.

SGD Pharma has unveiled its Constellations range 
of glass cosmetic packaging, available in multiple 
shapes and suitable for skin care, nutraceuticals 
and more; pictured here is a design featuring digital 
printing techniques.

SGD Pharma’s Eclipse refillable glass jar for skin 
care features a twist and lock mechanism for the 
inner plastic cup.

of 100 ml. The new larger size joins 
the family of nine bottles in seven sizes 
ranging from 5 ml to 100 ml.

Created for aesthetic impact, the 
bottle’s rectangular shape and classic, 
clean lines showcase both traditional 
and modern design aspects.

Elsewhere, Berlin Packaging | Premi 
Industries recently introduced Foamy, 
the first glass packaging solution 
for foam formulas in the skin care 
market. Glass was selected for its inert 
properties and premium aesthetic, 
making it ideal for a variety of mass 
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and luxury beauty products, according 
to the company.

The 150 ml bottle and foam 
dispenser are both made from 
recyclable materials and can be easily 
separated for proper disposal and 
recycling. Foamy is an attractive and 
sustainable option for moisturizers, 
body lotions, gel creams, tonics, 
hair treatments and more, per the 
company. The packaging allows for 
numerous decorative techniques, 
including painting, acid etching and 
laser etching.  

At Luxe Pack Monaco, Global 
Cosmetic Industry spoke with 
Alessandro Prestini, the company’s 
CEO, beauty region, and Andrea 
Ucchino, design and marketing 
manager, regarding the evolution of 
the company. 

Prestini notes that Berlin 
Packaging | Premi Industries has 
become a hybrid supplier, combining 
the discrete knowledge of each 
organization under one umbrella. 
Berlin Packaging’s financial power and 
scale empowers the Premi Industries 
organization to become a leader in 
providing value-added beauty services, 
including rapid product development, 
industrial design and more. This 
addresses both the speed of the market 
and the rising focus among brands on 
sales and marketing.

Speed in particular is critical, 
Prestini says, given the number of 
paused COVID-era launches that have 
now moved forward in development. 
The organization, he explains, is 
poised to deliver the right idea at the 
right time and to use the speed of 
development to offset supply chain 
delays. As part of this service array, 
the company offers ready-to-go 
solutions, stock components that can 
be personalized for differentiation 
and, in some cases, low minimum 
order quantities for upstarts. 
Altogether, these elements transform 
the company from a standard supplier 
to a partner, Prestini argues.

Focusing on the journey of a 
product in the hands of the consumer, 
Berlin Packaging | Premi Industries 

SGD Pharma returned to Luxe Pack Monaco this year; pictured at the company’s booth are, from left to right: 
Sheherazade Chamlou, VP beauty sales Americas; Laurent Zuber, chief commercial officer, general manager 
West World; Carole Grassi, CIDO; and Jean-Pascal Marquié, marketing and communication manager.

Berlin Packaging | Premi Industries recently intro-
duced Foamy, the first glass packaging solution for 
foam formulas in the skin care market.

At Luxe Pack Monaco, Berlin Packaging | Premi 
Industries presented a cleansing powder formulation 
housed in a glass bottle with a PP sifter and cap.

is a design-driven company, says the 
executive. This can cover everything 
from the technical components of 
product design or the complexities of 
refill concepts. As part of this mindset, 
the company considers the needs of 
contract manufacturers, which is 

perfectly encapsulated in the launch of 
the Foamy concept mentioned earlier. 

To illustrate the combined 
companies’ capabilities, Berlin 
Packaging | Premi Industries presented 
a cleansing powder formulation housed 
in a glass bottle with a PP sifter and 
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cap. The bottle was decorated with 
a stone effect achieved with layered 
varnishing. When disassembled, the 
packaging is fully recyclable.

Meanwhile, SGD Pharma returned to 
Luxe Pack Monaco this year with new 
premium glass packaging concepts for 
beauty. The company already boasts 
a significant business for custom and 
stock glass packaging in Asia Pacific. 
For the global beauty industry, SGD 
Pharma has unveiled its Constellations 
range of glass cosmetic packaging, 
available in multiple shapes and 
suitable for skin care, nutraceuticals 
and more.

The supplier also unveiled the 
Eclipse refillable glass jar for skin care, 
featuring a twist and lock mechanism 
for the inner plastic cup. The design 
comprises glass and polypropylene 
and is therefore fully recyclable, per 
the company. The Eclipse design was 
developed as a stock mold that comes 
in two shape options—round and 
square—with deco options such as 
delicate prints, silver mirror effects, 
soft-touch frosting and pearlescent 
inner lacquering. 

SGD Pharma’s decoration workshop 
is based in its plant in Zhanjiang, 
China. In addition, the company is 
planning a further facility upgrade 
in 2024 to increase capacity by an 
additional 15% and build greater 
flexibility into production, particularly 
amid the rising glassification of beauty. 

Paperboard- and Paper-
Based Packaging

More brands are also turning to 
paperboard and paper-based packaging 
for their primary and secondary 
packaging. This type of packaging 
offers a tactile experience and eye-

Baralan has launched the Eleonora screw neck bottle 100; previously 
only available in a crimp version, this updated style was developed due 
to increasing demand for larger formats for fragrance, skin care and 
makeup products.

Albéa’s paper-based bottle contains a 
minimum of 50% FSC-certified paper 
content (without cap or pump).

Balance Inc.’s Sustainable Palette line consists of 11 palette concepts 
made from uncoated FSC-certified paper that is recyclable.

Balance Inc.s 3D, interactive designs in the Origami Collection include 
a star, flower and leaf, and are available in the form of sleeves, belly 
bands and knockdowns.

Roberts Beauty’s Vanity Palette features 100% Oceanworks 
reclaimed ocean plastic resin and a hingeless design that 
enables recyclability.
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catching designs while catering to eco-
conscious consumers.

Albéa’s new paper-based bottle 
responds to consumer demand for 
more sustainable packaging while 
still providing a unique sensorial 
experience. Available in kraft paper 
and white paper, the paper-based 
bottle contains a minimum of 50% 
FSC-certified paper content (without 
cap or pump). 

Its paper-based web structure 
contributes to reducing plastic 
content, lowering the carbon 

footprint of the packaging. 
Decoration options include 
embossing, debossing and hot 
stamping to create a sensorial 
experience that suits dermo-cosmetics 
brands and premium prestige brands, 
according to the company.

Meanwhile, Balance Inc.’s 
Sustainable Palette line consists of 11 
palette concepts made from uncoated 
FSC-certified paper that is recyclable. 
The range includes closures such 
as paper ribbons. The designs also 
feature small pin holes on the paper 

trays to allow for easy removal of any 
plastic or metal makeup pans.

The palettes come in different styles, 
shapes and sizes that can be adapted to 
fit client preferences.

Décor options include embossing, 
foil stamping, color matching, raised 
printing and other techniques that may 
not be achievable on molded plastics. 

Balance Inc. recently debuted its 
Origami Collection, a paper-based 
line of colorful, tactile secondary 
packaging that grabs the attention 
of consumers, according to the 
company. The packaging in the 
Origami Collection is made of 
sustainable FSC-certified paper 
and is coated with matte varnish, 
which means there is no plastic or 
lamination in the packaging. The 3D, 
interactive designs include a star, 
flower and leaf and are available 
in the form of sleeves, belly bands 
and knockdowns.

“For the Sustainable Palettes and 
Origami Collection, the tactical 
experience is just really there for 
the consumer, from what you’re 
seeing to what you’re feeling,” 
says Ceara Connolly, marketing 
manager at Balance Inc. “You’re 
feeling something that has a texture 
or that origami fold that is 3D. 
The packaging really connects the 
consumer with all of your senses 
at gunpoint, which is really a great 
part of the storytelling and branding 
experience for the brand.”

Reclaimed Ocean Plastic
Roberts Beauty’s Oceanworks 

Vanity Palette is made from 100% 
Oceanworks reclaimed ocean plastic 
resin. The Oceanworks plastic reduces 
the plastic in the ocean, while the 
monomaterial, hingeless design 
enables recyclability. 

The minimalistic palette features 
three parts: cover, base and tray. The 
cover with the keepsake mirror slides 
out and can be positioned in a slot 
at the top of the base at two slightly 
different angles. 

Albéa’s paper-based bottle contains a 
minimum of 50% FSC-certified paper 
content (without cap or pump).

Roberts Beauty’s Vanity Palette features 100% Oceanworks 
reclaimed ocean plastic resin and a hingeless design that 
enables recyclability.

Silgan Dispensing’s ReVive 2cc and 
ReVive 4cc are both made from 
100% polyolefin with no metal 
springs, making them more compat-
ible with today’s recycling streams.

Brivaplast’s Click ‘n Go mascara packaging replaces the traditional two-handed twist 
motion of opening and closing a tube of mascara by applying light pressure at the 
top of the cap with a finger.
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Sustainable Mascara 
Packaging

Brivaplast’s Click ‘n Go mascara 
packaging is engineered for easy and 
fast opening and closing, replacing 
the traditional two-handed twist 
motion. The patented system lifts and 
closes the cap with a light pressure 
on the top of cap, simplifying the 
removal of the applicator for mascara 
application. The slight curve to the 
top of the cap accommodates the 
finger shape. 

The Click ‘n Go mascara tube 
is produced with 100% PET PCR, 
which is recycled from water bottles. 
It provides transparency and can be 
mixed with master batches to achieve 
an extensive range of colors. In 
addition, it is certified for food contact 
and its use allows for a 50% CO

2 

savings compared to virgin PET.
The cap is produced with 100% ABS 

PCR, which is recycled from electrical 
scrap or electrical equipment waste. 
The CO2 savings is as high as 90% 
compared to the virgin equivalent.

Spring-free Dispensing 
Silgan Dispensing’s ReVive 2cc 

dispenser and ReVive 4cc dispensers 
both feature its LifeCycle Technology. 
Both dispensers are both made 
from 100% polyolefin with no 
metal springs, making them more 
compatible with today’s recycling 
streams, per the company.

The Association of Plastic Recyclers 
recognizes both dispensers as meeting 
or exceeding its Critical Guidance 
Protocol and being recyclable with 
HDPE and PET recycling streams. 
Additionally, RecyClass has certified 
the dispensers, earning an A rating 
for compatibility with both recycling 
streams in Europe.

ReVive 2cc is compatible with 
lotions, liquid soaps, creams and gels, 
among other formulation types. 

ReVive 4cc provides brands many 
of the same benefits as its smaller 
counterpart. The larger capacity 
version comes standard with Silgan 
Dispensing’s water ingression 

technology, preventing bacteria growth 
by keeping water out of the bottle. 

“Pumps of these sizes are widely 
used in beauty and personal care 
markets and can be found on liquid 
hand soaps, skin care and body 
care lotions, and shampoos and 
conditioners,” says Stephanie Hawkins, 
director, personal care and home and 
garden marketing at Silgan Dispensing. 
“Offering recyclable solutions for such 
a broad range of consumer products 
provides our customers and us an 
opportunity to take a big step forward 
in our shared goal of sustainability.”

Baralan’s upcycled closures mix organic scrap 
materials, such as coffee peel and rice, with virgin 
plastic, reducing the overall plastic resin content in 
its closures.

HCP’s Lotus Skincare Collection comprises a soft-touch design and curved shoulder 
ideal for the Asian market.

Adhespack has launched the Plastic-Free Scent Ticket, 
made of 100% paper.

Upcycled Packaging
Baralan has expanded its line 

of sustainable packaging by using 
upcycled materials for its closures. The 
company is upcycling organic scrap 
materials, such as coffee peel and rice, 
by mixing them with virgin plastic, 
reducing the overall plastic resin 
content in the closures.

Items in this collection can also 
be made with varying percentages of 
PCR plastic—from 30% to 100%—
providing tiered opportunities for 
upcycling. The option allows brands 
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Ticket, made of 100% paper, at 
Luxepack Monaco 2022. The format 
uses a microencapsulated fragrance 
that is stored in such a way that, 
when the Plastic-free Scent Ticket 
passes through the dispenser slot, the 
fragrance is activated and released. 
Dispensers can be automatic, ideal 
for pop ups, or low-maintenance 
manual, which may be preferable in a 
standard store setting.

Adhespack has also launched the 
5x fragrance label. The new version 
of Adhespack’s flagship item features 
a recyclable PET base and top layers 
reinforced with renewably sourced 
paper, all without losing olfactory 
fidelity. The format reportedly uses 
55% less plastic than comparable 
offerings on the market.

Adhespack also launched the 
Fragrance Card at Luxepack, which 
is composed of 99.09% paper and 
less than 1% of recyclable PET. The 
format can therefore be recycled 
along with paper waste. While 
plastic consumption is cut, liquid 
fragrance can still be applied to 
the card. n

Adhespack has launched the Plastic-Free Scent Ticket, 
made of 100% paper.

A retail concept leveraging Adhespack’s Plastic-Free Scent Ticket automatic 
dispenser, as seen at Luxe Mack Monaco 2022.

At Luxe Pack Monaco, Silgan Dispensing debuted its Aspire Pirouette 
screw pump (at right) for the mass/lifestyle beauty market.

to both maintain their desired level of 
packaging aesthetics and pursue their 
sustainability goals.

Additionally, bio-based materials—
produced with a biopolymer derived 
from renewable resources and 
natural materials not linked to the 
food chain—can be utilized to ensure 
full recyclability.

Another feature of this new 
collection is the ability to produce 
black items without using carbon 
black, which is notoriously 
challenging to recycle, because the 
new masterbatch will not be obtained 
through combustion.

“This launch is an exciting one 
for Baralan and has served as an 
opportunity for us to examine, as 
a company, how and where we can 
expand our eco-friendly offerings to 
benefit the environment further,” says 
Maurizio Ficcadenti, global R&D 
manager. “Our vision is to continuously 
develop new collections of sustainable 
products that offer both elegance and 
superior functionality.”

Ergonomic Design with 
Asia in Mind

HCP’s Lotus Skincare Collection 
comprises a soft-touch design 
and curved shoulder ideal for the 
Asian market. The range features 
atmospheric/dip-tube pumps with 
50 ml and 100 ml capacities, as well 

as a 150 ml lotion bottle and two 
slim-walled jars in 20 g and 50 g. The 
collection can feature a variety of 
pump actuator styles and added-value 
finishing and decoration techniques. 

Improving Fragrance: from 
Dispensing to Sampling 

At Luxe Pack Monaco, Silgan 
Dispensing debuted its Aspire Pirouette 
screw pump for the mass/lifestyle 
beauty market. The Pirouette format 
allows consumers to unscrew the 
pump from the bottle for easy refill or 
recycling. The latest launch makes such 
functionality more affordable for a 
greater range of brands. 

The Aspire fragrance pump features 
a low-profile design, smooth actuation 
and a fine, consistent atomization. The 
Aspire version follows the launches 
of the Melodie Pirouette and XD 11 
Pirouette in the prestige sector. Beyond 
these options, Silgan Dispensing offers 
prestige dispensing solutions and 
customization capabilities.

Meanwhile, Adhespack has 
launched the Plastic-Free Scent 
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Northwind, a skin care brand formulated by Swedish 
dermatologists, has debuted with custom treatments for eczema, 
psoriasis and dry skin. Products in the collection include the 
Daily Body Moisturizer, Ketoconazole 2% Shampoo, Clobetasol 
0.05% Solution and Custom Formula. The Custom Formula, 
Ketoconazole 2% Shampoo and Clobetasol 0.05% Solution 
are prescription medications that require an online medical 
consultation after checkout.

Drummer Travis Barker has released his own skin care line, Barker 
Wellness. Barker Wellness is a vegan wellness company that provides 
cannabinoid-infused products to nurture the mind and the body. The 
product line includes organic CBD gummies, tinctures, skin care and 
bath and addresses issues such as pain relief, sleep therapy and 
muscle therapy.

Sederma’s ReVitAlide, is a lipid submicron particle carrying 3% 
active retinol. This capsule protects retinol from degradation and 
makes it easy to store and formulate. The small particle size and 
unique lipid composition of the capsule improves bioavailability into 
the skin, per the company.

2250 has launched its first skin care collection featuring a three-
step morning routine that can be personalized for each consumer. 
Using artificial intelligence to analyze a consumer’s profile and their 
lifestyle’s unique impact on its vitality, 2250 formulates custom 
products, using clean ingredients. The collection includes a cleanser, 
moisturizer and serum.

Three Ships Beauty is launching its 100% Biodegradable Eye 
Masks, which feature red algae extract and avocado extract. The 
biodegradable hydrogel eye masks are said to visibly depuff, brighten 
and hydrate the delicate under eye area.

Merit is expanding into skin care with its 
Great Skin collection, featuring the Instant 
Glow Serum. The serum is said to be a 
lightweight, bi-phase formula that instantly 
hydrates and plumps skin for a smooth, 
glass-like appearance, while also leaving 
skin calmer, brighter and more even over 
time. Ninety-seven percent of clinical trial 
participants reported that their skin felt softer 
and moisturized immediately, as well as more 
hydrated and radiant after four weeks of use.

Attitude has launched Oceanly, a line of 19 solid, 100% plastic-
free, entirely Environment Working Group (EWG) Verified skin care, 
including cleansers, serums, creams, masks and sunscreens. The 
products are packaged in a push-up format made of biodegradable 
and FSC-certified cardboard.
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Symrise has released Neo Heliopan EHT (INCI: ethylhexyl triazone), 
a UVB absorber well-suited for high-SPF and water-resistant sun 
protection applications. The ingredient’s solubility in polar oils makes it 
easy to incorporate into the oil phase of sunscreens. It also is said to 
work well in combination with other organic UV filters and in synergy 
with mineral UV filters, such as zinc oxide.

Attitude has launched Oceanly, a line of 19 solid, 100% plastic-
free, entirely Environment Working Group (EWG) Verified skin care, 
including cleansers, serums, creams, masks and sunscreens. The 
products are packaged in a push-up format made of biodegradable 
and FSC-certified cardboard.
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Green Goo has rolled out its Plants for Your Face & Body skin care 
collection, targeting aging, acne and eczema from head to toe. The 
new plant-based range is made with Green Goo’s proprietary lipid 
infusion process. Rather than using harsh chemicals or pre-made 
extracts, the process infuses herbs and whole-plant botanicals in rich, 
nourishing organic essential oils to maximize the purity of the formulas 
and elevate their healing properties.

The Inkey List has launched Supersolutions, a dermatologist-
developed range of skin care. Products include: The Redness Relief 
Solution, The Acne Solution, The Dry and Rough Skin Solution, The 
Excess Oil Solution and The Scar, Mark and Wrinkle Solution.

Brad Pitt has launched Le Domaine, a skin care brand featuring 
grapes and olive oil derived exclusively from the Perrin family’s 
vineyard in Provence, France. The products are vegan and follow a 
strict black list excluding ingredients that are reportedly harmful for 
the environment and one’s body. Products in the collection include 
The Serum, The Cream and The Cleansing Emulsion.

Herbar is an adaptogenic skin care brand that focuses on the 
“superpowers of adaptogenic mushrooms, herbs and plants to work 
their magic inwards and outwards.” The brand is launching with The 
Face Oil, which is said to adapt to one’s unique imbalances to train 
and strengthen the skin against every day stresses. Key ingredients 
include tremella and reishi mushroom, da zao (jujube), bakuchiol, 
rosehip and hemp seed oil.
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BASF is now offering neopentyl glycol 
(NPG) and propionic acid (PA) with a product 
carbon footprint (PCF) of zero. The products 
are available globally as NPG ZeroPCF and PA 
ZeroPCF. NPG ZeroPCF and PA ZeroPCF are 
drop-in solutions, meaning they are identical in 
quality and properties to their standard product 
counterparts, according to the company. 
Customers are able to incorporate them into 
their existing processes without adjustments, 
increasing the share of renewable raw materials 
in the value chain. For example, PA is used 
in flavors and fragrances, pharmaceuticals, 
solvents and thermoplastics, and more.

Youth To The People has launched its first 
fragrance, Cosmic Release Eau De Parfum, 
featuring notes of violet leaf, vetiver and cedar. 
The fragrance was made in collaboration with 
DedCool. The 50 ml bottle is $100.

Coty and Adidas have partnered to launch the Active Skin 
& Mind range of deodorants and shower products that work 
together as an active support system. The new range is said to 
refresh and rebalance the senses after working out, designed 
to help athletes achieve optimal performance and recovery. 
The products contain a complex of glycerol and hyaluronic acid 
that aids rapid skin moisture recovery and increases the skin 
hydration level, while protecting it from dryness.

Aeir, a luxury fragrance brand, 
has launched its debut fragrance 
collection, Extrait Molecular de 
Parfum. The brand is said to design 
its perfume by reducing the botanical 
source of natural ingredients with 
bioengineered scent molecules. 
Launching exclusively with Neiman 
Marcus, the Aeir Mini Fragrance 
Discovery Set, a travel-sized perfume 
consisting of four molecular scents, 
includes four scents.
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Olaplex inventor Eric Pressly has launched Epres, an acid-free, 
bond-building hair care brand. The patented formulas contain four 
ingredients and work to deliver professional-grade results for all 
hair types. Epres is said to be the only treatment on the market that 
uses diffusion technology, enabling it to continue transforming the 
hair long after it dries.

Lubrizol Life Science’s (LLS Beauty) Xpozuki biotech ingredient 
(INCI: water (aqua) (and) Leuconostoc/radish root ferment filtrate 
(and) Phaseolus angularis seed extract (and) citric acid) is an 
all-in-one multiethnic skin, scalp and hair care solution that provides 
exposome protection.

Formulate is a brand that offers consumers customized hair, 
scalp and skin care. The brand website takes users through a 
series of questions to pinpoint specific needs so a chemist can 
create a formula individualized to them—giving consumers a 
“chemist to consumer” experience, per the company. The four-step 
process involves answering the questionnaire, being matched with 
a personal chemist, receiving the initial formulation and making 
adjustments after the product has been used by the consumer. 
Modifications may incorporate preferences, environmental 
considerations or other parameters.
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Augustinus Bader has rolled out The Eyebrow and Lash Enhancing 
Serum to help users develop long, lush lashes and full brows. The 
Eyebrow and Lash Enhancing Serum is designed to strengthen and 
revitalize hair follicles while supporting natural hair growth. The serum 
features the brand’s proprietary TFC8 cellular-renewing technology, 
which works synergistically with the body’s intrinsic renewal 
mechanisms to address the underlying cause of diminishing lashes 
and thinning brows.

Danessa Myricks Beauty has announced the launch of Lightwork 
Vol. IV: Transcendence Palette, a multiuse makeup palette with 
high-pigment shades. The palette has four finishes and 14 shades.

Givaudan Active Beauty’s New Purple 
2364 (INCI: anthocyanins (and) citric acid 
(and) montmorillonite (and) maltodextrin) is a 
sustainable vegan pigment for use in makeup 
formulations. Extracted by green fractionation 
from Raphanus sativus L. (radish), this pigment 
adds to the company’s collection of sustainable 
alternatives to synthetic pigments introduced in 
2020 with the launch of New Red 1805.

Pleasing and Marco Ribeiro Polish have collaborated to release 
a nail polish collection. The four avant-garde nail shades in the set 
include a vibrant orange, aqua, green and burgundy. The set also 
features decals complementing the shades in motifs that look to 
Ribeiro’s ready-to-wear collections. Each of the four shades are 
biodegradable and 12-free.
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