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  SPARK |  BY JEB GLEASON-ALLURED

W
hile clean and sustainable brand proliferation has generated 
debates over the definitions of both terms, new research from 
NielsenIQa points to the power of such marketing claims.

As of May 2022, brands making “clean” claims grew 18% year-
over-year, compared to 4.3% growth across the wider beauty and 

personal care sector. Notably, products now comprise more than 60% of the total 
market segment, representing 5.3% year-over-year-growth.

The “clean” shopper is highly valuable for brands, spending $66 more per 
year on beauty compared to their conventional counterparts. Nearly 40% of 
this amount is spent online. NielsenIQ notes that search filters make clean and 
sustainable shopping easier in the digital world compared to brick-and-mortar. 
The report explains that “23% of online beauty and personal care consumers say 
detailed product information drives them to shop online.”

As for the sustainability end of the equation, 13% of shoppers intentionally 
seek out eco-friendly beauty and personal care when they shop. In addition, per 
the report, “51% of consumers want to try brands committed to reducing the 
amount of plastic in their packaging, and a 33% have already tried products with 
reduced plastic.”

These digitally savvy, intentional, high-dollar shoppers offer brands an 
opportunity, if they can align with their emerging habits.

Cover Story: Accelerating Brand Growth & Development
Both established and up-and-coming beauty brands want to launch new, unique, 

on-trend products quickly to stay aligned with consumer demand. However, in the 
age of supply chain disruptions and complex product innovation, many struggle 
to succeed. For these reasons and more, Univar Solutions has launched Brands 
Concierge, a development service that can take every sized client from concept to 
formulation launch. Read the full story on Page 10.

Quantifying the Clean & Sustainable Consumer

EDITORIAL ADVISORY BOARD
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The “clean” shopper is highly valuable for brands, spending $66 more per year on beauty compared to their 
conventional counterparts.

ahttps://nielseniq.com/global/en/insights/analysis/2022/clean-beauty-an-evolution-from-ingredients-
to-ethics/
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INSIDER INSIGHTS:

SUSTAINABLE ING REDIENTS & 
COLOR COSMETIC PACKAGING
From upcycling to biodegradability to new tube and glass packaging.

Lee Reuveni, CEO, Jojoba Desert, says, “Sustainability has gone from a trend 
to an integral part of the cosmetics industry.”
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G
lobal Cosmetic Industry 
recently spoke with 
industry insiders to 
get an in-depth look at 
how sustainability is 

impacting beauty. 

Environmentally Friendly 
Products

Lee Reuveni, CEO, Jojoba Desert, 
says, “Sustainability has gone from 
a trend to an integral part of the 
cosmetics industry. Companies now 
integrate sustainability throughout 
the blockchain traceability supply 
chain, from raw material sourcing to 
production to packaging, distribution 
and marketing, including end-of-
life product considerations. As a 
result of this trend, consumers 
are increasingly demanding clean, 
environmentally friendly products, 
without compromising on their 
effectiveness in maintaining skin 
health and appearance. In response, 
the market is moving towards products 
that on the one hand contain natural 
and fermented ingredients which offer 
active benefits, including improving 
skin barrier function, protecting the 
microbiome, and on the other hand 
are more environmentally friendly, 
non-GMO, and biodegradable.”

Reuveni continues, “Recently JD 
launched JD Phyto-Or 1% to address 
these exact concerns and trends. JD 
Phyto-Or 1% (INCI: Simmondsia 
chinensis (jojoba) seed oil; Blakeslea 
trispora mycelium extract/C30-
45 olefin) is a natural active skin 
repair, enhancing skin elasticity and 
improving skin tone.”

Trending: 
Sustainable Ingredients 2022
Consumers expect beauty ingredients to have a sustainable component.

Sustainability is at the forefront of the beauty industry.
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Gabriela Meza Armenta, business 
development manager, Lignopure, 
says, “As environmental concerns 
and governmental sustainability 
strategies increase, consumers start 
to better inform themselves and 
demand more sustainable cosmetic 
ingredients, products, and practices. 
The natural ingredient movement is 
part today of the clean-beauty trend 
which in the last years has been 
adding sustainability points to their 
core, resulting in companies seeking 
technical innovation to develop 
suitable alternatives.”

Armenta continues, “We at 
Lignopure deeply believe that natural 
resources are precious and must be 
used as responsible as possible. On 
those grounds, we are launching 
in 2023 our LignoBase line, whose 
main raw material is lignin, a natural 
biopolymer found in diverse plant cells’ 
walls that results as a by-product of 
the pulp and biorefinery industry. Each 
LignoBase is not only upcycled but 
also GMO free and suitable for vegan 
formulations and has full traceability to 
its biomass of origin. Most importantly, 
LignoBase offers crucial functionalities 
like antioxidants and SPF boosting 
capacities to cosmetic formulations. 
Another particularity of the LignoBase 
line is their natural brown coloration, 

which facilitates the color formulation 
for products that have or need a skin 
tone. With this, Lignopure is ready 
to bring the natural multifunctional 
properties of lignin, for the first time, 
into a line of ready-to-use powders 
for cosmetic formulations. Lignopure 
aims to valorize this amazing material 
that was considered a waste or non-
suitable for high-valuable applications. 
We are really excited for brands 
and manufacturers to develop new 
formulations with LignoBase and to 

create a positive impact in cosmetic 
formulations around the world.”

Upcycling Beauty
Armenta says, “One movement 

that has resulted from the clean-
beauty trend, is the upcycled-beauty 
movement. This movement centers 
in the transformation of by-products 
or waste materials, mainly from 
renewable plant sources, into 
valuable cosmetic ingredients with 
different properties.”

Alexis Margnat, managing 
director, Sophim, says, “We deeply 
believe upcycling is key for the 
cosmetic industry to overcome the 
environmental challenges to come. A 
lot of beauty players are rethinking 
their business model and try to create 
value from waste. At Sophim, upcycling 
is at the heart of our squalane 
production process since 1996. From 
olive oil waste, we produce squalane, 
an high-end sensory emollient widely 
used in the industry.”

Margnat continues, “Phytosqualan, 
our olive squalane, is the perfect 
example of sustainable upstream 
of the supply chain. First, olive, 
our raw material, is a renewable 
and millennium resource in the 
Mediterranean basin. Second, 

JD Phyto-Or 1% by Jojoba Desert is a natural skin repair active. 

Lignopure is launching its LignoBase line in 2023, which features a natural brown coloration 
that facilitates the color formulation for products that have or need a skin tone.
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Phytosqualan is upcycled from olive 
oil waste, and its process is virtuous: 
95% of the wastes generated during 
its production are valorized. And last 
but not least, this effi cient emollient 
is also biodegradable. Phytosqualan 
demonstrates Sophim’s ability to adopt 
a circular economy approach.”

Jill Costa, PhD., vice president and 
chief perfumer, Lebermuth, says, 
“We are recognizing that natural 
does not always mean sustainable. 
Consequently, sustainability has 
gone beyond natural to naturally 
derived materials that have renewable 
feedstocks. The fragrance industry 
has been using waste streams such 
as crude sulfate turpentine from 
the paper industry as a precursor 
to fragrance aroma molecules. This 
use is now recognized as much more 
sustainable than using petroleum-
based starting materials. In addition, 
bio-fermentation by yeasts often 
starts with renewable sugars, 
which are converted to a fragrance 
molecule. These are just a couple of 
examples of how we continue to look 
for non-petroleum-based starting 
materials to create renewable and 
sustainable fragrances.”

Responsible-Beauty 
Movement

Armenta says, “Another movement 
that has seen tremendous growth is 
the responsible-beauty movement 
that has traceability and social 
responsibility as part of their main 
concerns. Traceability means to know 
what exactly is in a product and from 
where those ingredients came from, 

Sophim’s Phytosqualan is an upcycled olive squalane that is biodegradable.

including how they were harvested, 
extracted, and produced. In a second 
step, the manufacturer and consumer 
wish ideally to know how the complete 

supply chain behind each ingredient 
is, from its place of origin to the 
transportation and processing until it 
reaches the fi nal product state.” n
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Wilson Lin, marketing and regulatory manager, Applechem says that 2022 has seen the premium color cosmetic market make a strong recovery.

Color Cosmetics Packaging Launches
From palettes to glass jars, these launches highlight continuous growth in the 
beauty space.

G
lobal Cosmetic Industry 
recently spoke with 
industry insiders to 
highlight innovations 
in the color cosmetics 

packaging space as consumers look for 
accessible, convenient and multi-use 
beauty products.

Beauty Palettes
Vonda Simon, co-founder and CEO 

of Seacliff Beauty, says, “We recently 
launched two palettes with Lunar 
Beauty, founded by Makeup Artist and 
Influencer Manny Mua. The 6-well 
Moon Prism Blush palette and 18-
well Nude Prism Eyeshadow palette 
were developed through our turnkey 
service. These paper palettes are 
sustainably sourced and decorated in 
colorful artwork with metallic foil and 
3D effects.”

Jaelynn Burkamper, creative and 
innovation manager, Roberts Beauty, 
says, “The Eco Vanity Palette is a 
sustainable, hinge-less compact 
that can be molded in up to 100% 
Oceanworks recycled ocean plastic 
reducing the amount of waste in 
the ecosystem. This mono-material 
package boasts a hinge-less design for 
easy recyclability. The lid easily slides 
open and snaps back into place to keep 
the palette closed and secure. While in 
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G
lobal Cosmetic Industry 
recently spoke with 
industry insiders to 
highlight innovations 
in the color cosmetics 

packaging space as consumers look for 
accessible, convenient and multi-use 
beauty products.

Beauty Palettes
Vonda Simon, co-founder and CEO 

of Seacliff Beauty, says, “We recently 
launched two palettes with Lunar 
Beauty, founded by Makeup Artist and 
Influencer Manny Mua. The 6-well 
Moon Prism Blush palette and 18-
well Nude Prism Eyeshadow palette 
were developed through our turnkey 
service. These paper palettes are 
sustainably sourced and decorated in 
colorful artwork with metallic foil and 
3D effects.”

Jaelynn Burkamper, creative and 
innovation manager, Roberts Beauty, 
says, “The Eco Vanity Palette is a 
sustainable, hinge-less compact 
that can be molded in up to 100% 
Oceanworks recycled ocean plastic 
reducing the amount of waste in 
the ecosystem. This mono-material 
package boasts a hinge-less design for 
easy recyclability. The lid easily slides 
open and snaps back into place to keep 
the palette closed and secure. While in 

use, rest the keepsake mirror cover in 
the compact’s base—creating the perfect 
vanity effect. Finish off this eco-friendly 
package with a Roberts Beauty Clean 
Standard and cruelty-free formula.”

Glass Bottles & Jars
Maurizio Ficcadenti, global R&D 

manager at Baralan, says, “Baralan’s 
Penelope Series is a line of uniquely-
shaped glass bottles, which are ideal 
for makeup and skin care products. 
A brand new design for Baralan, the 
Penelope Series is characterized by 

its mixed geometrical shape. The 
bottles feature a rounded body at 
the shoulders, which then smoothly 
transitions into a square base. This 
novel silhouette offers distinct elegance 
and modern aesthetic impact. Available 
in two sizes, the smaller of the two 
bottles in the series has a 10 ml 
filling/12 ml overflow capacity with a 
GPI 13 neck finish. The larger version 
has a 15 ml filling/17 ml overflow 
capacity with a GPI 15 neck finish. 
Both versions can be combined with a 
wide array of accessories and closures.”

Roberts Beauty launched The Eco Vanity Palette that features a lid 
that slides open and snaps back into place to keep it closed.

The keepsake mirror cover in the Eco Vanity Palette by Roberts Beauty 
can be placed in the compact’s base.

Seacliff Beauty recently launched two palettes with Lunar Beauty, the Moon Prism 
Blush palette and the Nude Prism Eyeshadow palette.
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Ficcadenti continues, “Baralan’s 
Sifter 70 Series is a line of sifters for 
glass jars. Offered in two different 
styles, the series was developed as 
the ideal accessory for powdered skin 
care and makeup products. Featuring 
a modern style with a matte surface 
finish, the new sifters are available in 
two varieties: an adjustable two-part 
sifter and a standard one-part sifter. 
The adjustable two-part sifter is the 
first of its kind in Baralan’s offerings to 
be paired with glass jars. The two-part 
sifter has an additional rotating twist 
and lock feature which helps to control 
how much product is dispensed, and 
when closed, prevents from spilling or 
collecting the product under the cap. 
Users can twist the inner component 
of the sifter to open and distribute 
the product and turn again to close 

and lock. Both sifters allow for easy 
and convenient dispensing of loose 
powders in the desired quantity, plus 
the elimination of unwanted clumps. 
Baralan’s Sifter 70 Series is a mono-
material item, made in polypropylene, 
designed for ease of recyclability. Aside 
from standard black and white, the 
sifters can be produced in any color 
making them the perfect accessory 
for a wide range of glass jars with GPI 
70/400 neck finish.”

Tube Packaging
Burkamper says, “The Roberts 

Beauty Precision-Tip Tubes are the 
latest packaging item to come from the 
Roberts Beauty Innovation program, 
making their debut at Makeup in New 
York 2022. The seamless tube structure 
allows consumers to easily squeeze 

COLOR COSMETICS: DISPERSANT INGREDIENTS

| WILSON LIN, marketing and regulatory manager, Applechem

2022 has seen the premium color cosmetic market make a strong recovery, with lipsticks 
popularity returning to form as expected post-mask mandates. Color vibrancy and boldness 
has been on-trend since the beginning of the year and we see that transitioning more towards 
deeper, rich shades through the autumn and winter months into 2023. As a result, there has been 
increased demand for dispersant ingredients to help formulators increase color pigment usage 
without adversely affecting other product attributes.    

Our Applemol PTIS Plus all-in-one dispersant system was launched late last year, and is now a 
finalist for the 2022 Alle Awards in the ingredients category.  We’re looking forward to launching a 
100% sustainable Applemol product later on this year to help color cosmetic brands more easily 
transition to cleaner, more eco-conscious formulations.

Baralan’s Sifter 70 Series is a line of sifters for glass jars.

The Precision-Tip Tube by Roberts Beauty debuted 
at Makeup in New York 2022. 

Anisa’s Wedge Collection features a wedge-shaped brush head design best suited for 
contouring and highlighting.

The Dome Face Collection by Anisa is designed to 
encourage patting or bouncing product on the skin.

out formula while the fine-point tip 
controls dosage and reduces formula 
waste. It’s available in multiple sizes 
and orifice sizes to cater to a variety 
of formulas and product categories 
including lip, complexion, targeted 
treatments, skincare, hair care, 
personal care and body.”
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SHRINK SLEEVE LABEL LAUNCH

| MARK LAMBERTI, director of business 

development, Overnight Labels

Overnight Labels partnered with Mil-
lennium Tanning Products to create 
the snakeskin packaging design for 
the launch of Forever Dark.

Overnight Labels worked with Millennium Tanning 
Products to launch Forever Dark, a high-definition luxury 
bronzer. To help make the snakeskin packaging design 
come to life, Overnight Labels printed the shrink sleeve 
label with UV silkscreen technology applied in a pattern 
over the scales for an embossed-like tactile effect. To 
complete the mostly gray and black design, the logo 
was printed with a mauve metallic ink, which provided 
an extra pop of color to help the product stand-out on 
shelves and online.

Makeup Brushes
Anisa Telwar Kaicker, founder 

and CEO, Anisa, says, “Inspired by 
the iconic shape of the traditional 
makeup sponge, our Wedge Collection 
comprises a wedge-shaped brush head 

design that provides seamless and 
precise application. Its dramatically 
angled head shape is designed to 
offer the versatile application of the 
traditional single-use sponge with a 
sustainable and elevated experience. 

Densely packed fibers combined with a 
uniquely flexible tip press product into 
the skin, creating buildable coverage. 
The sharp edges of the brush make 
it perfect for precise contouring and 
highlighting. The Wedge Collection 
pairs best with cream and liquid 
makeup products.”

She continues, “Inspired by 
seamless sponge application, our 
Dome Face Collection comprises 
an ultra-domed brush head design 
created to press makeup product 
into the skin, mimicking a sponge-
like bouncing motion, for flawless 
coverage. The brush is intentionally 
designed to encourage patting or 
bouncing product on the skin instead 
of a buffing motion, which can change 
the intended finish of a product—e.g., 
excessively buffing a dewy foundation 
can lead to a more matte finish than 
intended. The Dome Face Collection 
pairs best with cream compacts, 
liquid formulas and dewy skin 
formulations, including products with 
thick viscosities.” n
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PRODUCT ROUNDUP [Products, Equipment & Services]

Unique Packaging, Formulations & More

Creme Bronzer
Lady Burd Cosmetics
www.ladyburd.com/product/creme-bronzer

A blendable, non-greasy creme bronzer that effortlessly melts into skin 
for a natural, sun-kissed glow.

Campo Licorice Roots Natural Oil Sweetener
Campo Research
www.campo-research.com

A non-caloric natural sweetener oil for sweetening lip balms, lipsticks 
and mouth washes. Oil sweetness is equivalent to water-based 
sucrose counter >Brix 25 at >2% oil. In addition, the sweetener can 
be applied to baby care products and lends an elegant, non-tacky, 
non-sticky smooth feeling in skin and hair.

Beauty in Bloom Turnkey Collection
Cosmopak
cosmopak.com/beauty-in-bloom-all

Skin care, color cosmetics, personal care and self care are a few of our 
favorite things featured in our latest turnkey collection beauty in bloom. 
View our latest products to get inspired for your next launch and contact 
us to collaborate on beautiful turnkey and packaging solutions.

100 ml Heavy Wall Bottle & Cap
Inoac
www.discoverinoac.com 

Inoac is very proud to announce that Harry’s has 
utilized our new 100 ml heavy wall bottle and snap 
on closure for its Post Shave Mist product. The bottle 
and cap are both tinted in the iconic Harry’s color 
and decorated with a wrap label. This sleek bottle 
and cap combination are now available as a stock 
offering and can be decorated in a variety of ways. 

Puresterol
Bio-Botanica
www.bio-botanica.com

Puresterol (INCI: Pueraria mirifica) acts as an anti-wrinkle agent. It 
helps to smooth wrinkled skin, supports healthy hair growth, improves 
eye health and supports restful sleep.
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Let’s Nurture Packaging Collection
Cosmopak
cosmopak.com/lets-nurture/

PCR, refillable, glass, paper, aluminum, mono material—you name 
it, we have you covered. View our latest packaging collection, let’s 
nurture, for inspiration and contact cosmopak for your next project.

Trendy Brow Formulas 
Cosmetic Group USA
www.cosmeticgroupusa.com

Cosmetic Group USA has brow formulas that can carve, shape and 
detail brows for your client base. Contact CG USA to schedule a meet-
ing for the latest brow formula trends at (818) 767-2889 or info@
cosmeticgroupusa.com.
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Univ ar Solutions: 
Accelerating Brand Development & Growth
A new concierge service helps brands at every stage grow organically and exponentially—
from concept to formulation to launch.

UNIVAR SOLUTIONS 
HAS LAUNCHED BRANDS 
CONCIERGE, A DEVELOP-
MENT SERVICE THAT CAN 
TAKE ALL SIZE CLIENTS 
FROM CONCEPT TO 
FORMULATION LAUNCH.

SPONSORED BY UNIVAR SOLUTIONS

ADVERTORIAL

oth established and 
up-and-coming beauty 
brands want to launch 
new, unique, on-trend 
products quickly to stay 
aligned with consumer 

demand. However, in the age of supply 
chain disruptions and complex product 
innovation, many struggle to succeed. 
Fortunately, there are brand develop-
ment solutions within reach.

A challenging innovation 
climate

Tom Flatley, global brand manager, 
Univar Solutions, explains that brands 
want to stand out in the market by 
using distinctive technologies. Yet lead 
times for key materials and components 
have expanded due to macroeconomic 
conditions related to the pandemic and 
other supply chain disruptions. 

B

Customers can take advantage of Univar Solutions’ expertise in supply chain management to take ownership of their operations, optimize worldwide stocking strategies 
for raw materials and reduce the costs of operations.
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In addition, brands rarely have the 
infrastructure, visibility, or in-house 
expertise to manage the increasing 
intricacies presented by today’s market-
place. Suppliers are rarely able to fill the 
gap, leaving companies to rely heavily 
on contract manufacturers, which may 
sometimes keep brands in the dark. 

In response to this resource short-
fall, Univar Solutions has launched 
Brands Concierge, a development 
service that can take all size clients 
from concept to formulation launch. 
Drawing on its beauty and personal 
care ingredient portfolio, formulation 
and technical proficiency, market 
expertise, and supply chain logistics 
capabilities, Univar Solutions provides 
tailored solutions for brands developing 
any personal care application.

The service is expanding and now 
allows brands in the United States, 
Europe, Middle East and Africa to 
access Univar Solutions’ market-
winning services. 

Here’s how it works.

Ingredient & supply chain 
expertise

Flatley explains that Univar Solutions 
can make ingredient recommenda-
tions during the product development 
process based both on the formulation 
objectives of the client and supply chain 
lead times. This allows brands to reach 
their innovation goals while avoiding 
ingredient or component shortages. 

He adds that, once a formulation is 
ready, Univar Solutions can develop a 

multi-location stocking strategy based 
on the geographic reach of the client. 
This includes the creation of raw 
material usage forecasts for clients and 
their contract manufacturers around 
the world to ensure key raw materials 
are where they need to be, when they 
need to be there. This can prevent 
costly production shutdowns and disas-
trous out-of-stocks, while reducing lead 
times and improving efficiencies. 

Formulation and R&D support
Univar Solutions’ Brands Concierge 

offers worldwide formulation support 
via seven flagship Solution Centers. 
These sites create and develop formu-
lation prototype solutions for clients 
based on trends, including the Forever 

SPONSORED BY UNIVAR SOLUTIONS

ADVERTORIAL

Leveraging its multiple labs, the Univar Solutions group can handle everything from simple modifications to full-scale product briefs.
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Impressions collection, which offers 
conceptual formulations adapted to 
various regions. The teams at these 
facilities can also develop full-scale 
solutions for brands to bring to market 
based on bespoke client breifs. 

Univar Solutions’ team can offer 
on-the-fly support, says Flatley, noting 
that everyone on the Brands Concierge 
team has a technical background and 
bench experience they can use to 
make informed R&D decisions. This 
could include insights into new hero 
ingredients or technologies, match-
ing ingredients to desired claims, or 
troubleshooting formulations to meet 
cost or stability requirements. 

Leveraging its multiple labs, the 
Univar Solutions group can handle 
everything from simple modifications to 
full-scale product briefs. 

In addition, when the concierge 
team builds a formula, it does so with 
insights into ingredient price dynam-
ics. That allows Univar Solutions to 
ensure brands stay within their desired 
cost of goods.

Market & brand intelligence
Aside from its core competencies 

around R&D, ingredients and opera-
tions, the Brands Concierge program 
can provide clients with development 

services and market intelligence, ensur-
ing brands remain on-trend and aligned 
with global consumer behaviors.

For instance, says Flatley, Univar 
Solutions can provide established 
brands with white space analysis, 
suggest brand extensions, or help 
identify emerging trends by pairing 
market intelligence with techni-
cal knowledge. For newer brands, 
meanwhile, the concierge program 
can suggest marketing approaches 
or hero ingredient callouts based on 
preferred claims.

At the same time, the concierge 
program draws on a diverse array of 
intelligence platforms–including Spate, 

SPONSORED BY UNIVAR SOLUTIONS

ADVERTORIAL

Brands rarely have the infrastructure, visibility, or in-house expertise to manage the increasing intricacies presented by today’s marketplace.
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Mintel, Statista, Euromonitor and 
BeautyStreams—to deliver robust data 
and insights for clients.  

Leveraging scale & 
operational efficiencies

Univar Solutions’ operational scale 
allows it to provide services to any corner 
of the globe. The company runs the 
largest distribution hub in the United 
States and the second largest globally. 

Customers can take advantage of 
Univar Solutions’ expertise in supply 
chain management to take ownership 
of their operations, optimize worldwide 
stocking strategies for raw materials and 
reduce the costs of operations—while 
getting to market on time and on-trend.

In addition, Univar Solutions actively 
works with more than 1,500 contract 
manufacturers worldwide, allowing it 
to connect clients with the optimal 
production partner based on experience. 

A global team with local focus
Worldwide reach requires a global 

team. Laura-Jane Grigg, brand 
account manager, Univar Solutions, 
explains that as the Brands Concierge 
program expanded from the United 
States to Europe and beyond, it has 
evolved to address the unique needs 
of each market. 

For instance, the European market 
is highly fragmented, with a multitude 
of countries and cultures, including 
many resource-strapped brands. Univar 
Solutions’ Brands Concierge team can 
assist these clients with marketing 
insights, trends presentations and raw 
material supply forecasts. In addi-
tion, by applying its global reach, the 
company can help decode the complexi-
ties of each market.

To illustrate, Grigg says, Germany 
features many natural, green and 
COSMOS-certified brands, while the 

French market is distinguished by 
the prominence of prestige beauty, 
particularly high-end skin care. Italy, 
meanwhile, is the global center for 
color cosmetics. Pairing this localized 
understanding with a sensitivity to 
the cultural specificity of each market 
allows the Univar Solutions team to 
provide clients with market-friendly 
options that can support both domestic 
and international expansion. 

Let’s start innovating 
Univar Solutions is here to support 

your brand in any way necessary with 

a dedicated team of Brands Concierge 
experts. With the resources of a large 
company and the nimbleness of a 
boutique team, this group of beauty 
specialists can support your growth into 
new products, categories and interna-
tional markets, while ensuring you avoid 
the product development, supply chain 
and manufacturing snags so common in 
today’s beauty industry.

Visit https://discover.univarsolutions.com/
industries/beauty-personal-care/brand-devel-
opment-support/ to get started. n

SPONSORED BY UNIVAR SOLUTIONS

ADVERTORIAL

The Univar Solutions Brands Concierge team can provide insights into new hero ingredients or technologies, 
match ingredients to desired claims, or troubleshoot formulations to meet cost or stability requirements.
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Sustainable Packaging Innovation:  

the Future is Now
The implications of recent beauty partnerships will reshape packaging in 
the years to come; but viable innovations are available today. 

Global Cosmetic Industryfacebook.com/gcimagazine @globalcosmeticindustry @GCI_Magazine

Futuristic packaging research is on the horizon, but the industry already has a wide range of sustainable options at its fingertips.
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B
eauty brands, packaging 
firms and researchers are 
working to reshape the future 
of sustainable packaging. 
But many sustainable 

innovations are already in reach.

0-gravity Packaging 
Research

Recently, The Estée Lauder 
Companies began funding projects 
from the International Space 
Station (ISS) National Laboratory’s 
“Sustainability Challenge: Beyond 
Plastics” competition, which advances 
research that addresses the worldwide 
plastic waste dilemma. The winners 
of that competition are Stephen 
Meckler, Ph.D., of the Palo Alto 
Research Center, and Katrina Knauer, 
Ph.D., of the National Renewable 
Energy Laboratory and BOTTLE 
(Bio-Optimized Technologies to keep 
Thermoplastics out of Landfills and the 
Environment) Consortium.

Meckler’s project seeks to improve 
the performance of lightweight, 
porous aerogels to capture and remove 
carbon dioxide from the air. Producing 
the aerogel materials in the space 
station’s microgravity environment 
will allow the research team to study 
how the network of pores that make 
up the aerogel structure form in 
the absence of effects from gravity-
driven convection and sedimentation. 
This information and the resulting 
pore structure may lead to better 

uniformity in the aerogels and 
higher carbon dioxide capture rates. 
Captured carbon dioxide could be 
used to replace oil as the polymer 
feedstock to produce plastics.

Knauer’s project, meanwhile, 
aims to determine whether space 
radiation and microgravity influence 
the behavior of specific bacteria 
strains that break down plastics and 
produce polymer building blocks. The 
resulting process could be used in 
mixed-plastic recycling consisting of 
many different types of plastic. The 

project may also reveal new recycling 
mechanisms that could allow difficult-
to-recycle plastics to be upcycled or 
made into materials of even higher 
value than the original plastics.

Estée Lauder’s research comes 
amid its own aggressive sustainability 
goals. For instance, by 2025, 75-
100% of its packaging is set to be 
recyclable, refillable, reusable, recycled 
or recoverable. In fact, the company 
aims to increase the amount of post-
consumer recycled materials in its 
packaging by up to 50%.

Recently, The Estée Lauder Companies began funding projects from the International Space Station (ISS) 
National Laboratory’s “Sustainability Challenge: Beyond Plastics” competition, which advances research that 
addresses the worldwide plastic waste dilemma.

WWP’s Eastman Cristal One Renew Collection.WWP’s  Eastman Cristal Renew Collection.
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Carbon-negative Packaging
Elsewhere, Revlon is partnering 

with Origin Materials, a carbon-
negative materials company, to create 
sustainable, plant-based cosmetics 
packaging. The companies will 
reportedly pursue rapid development 
and commercialization of new 
sustainable materials for Revlon’s 
cosmetics packaging based on Origin’s 
patented technology platform. The 
materials firm converts the carbon 
found in inexpensive, plentiful, 
nonfood biomass, such as sustainable 
wood residues, into useful materials 
while capturing carbon in the process. 

As part of the initiative, Revlon 
has signed a memorandum of 
understanding to reserve commercial 
volumes of Origin PET, Origin’s brand of 
plant-based polyethylene terephthalate.

Market-ready Sustainable 
Beauty & Personal Care 
Packaging 

While leading-edge innovation is on 
the horizon, a wide range of packaging 
firms already offers brands options that 
are ready to deploy. Here, we break 
down some of the latest offerings. 

Boosting Recycled & 
Recyclable Content

WWP Beauty and Eastman 
recently collaborated to launch two 
new packaging collections featuring 
Eastman Cristal One Renew and 
Eastman Cristal Renew. The Cristal 
One Renew Collection includes a heavy 
wall jar, lip-gloss and a compact with 
a luxurious bluish tint and a rich look 
and feel. This collection is designed 
with recyclable RIC 1 resin featuring 
50% molecular recycled content and 
helps create a more circular economy. 

Eastman’s Cristal One Renew resin 
has passed testing by both APR in the 
United States and EPBP in Europe, 
indicating recyclability in the PET 
recycle stream. The material reportedly 
results in 20-30% fewer greenhouse 
gas emissions when compared to 
traditional resin manufacturing, and 
also enables landfill diversion. 

WWP’s Cristal Renew Collection, 
meanwhile, features a jar, lip gloss 
and a compact featuring crystal-clear 
resin comprising 50% molecular 
recycled content. The material offers 
a glass-like look and feel. Cristal 
Renew is indistinguishable from 
virgin resin, per the firms, with no 
drop off in performance or aesthetics 
due to Eastman’s advanced molecular 
recycling process.

Anomatic, meanwhile, has 
partnered with aluminum rolling 

and recycling firm Novelis to launch 
Evercycle Cosmetics packaging that is 
certified by a third party, SCS Global 
Services, to contain 100% recycled 
aluminum. The new alloy addresses 
the “challenging and disruptive metal 
supply environment,” says Greg 
Beeman, vice president of supply 
chain at Anomatic. Evercycle is in 
production in the United States and is 
featured in the Anomatic 2-piece All-
Alu (plastics-free) skin care packaging, 
which is fully recyclable. 

Neenah’s new Environment Mailer is reportedly 
verified blue-bin/curbside recyclable.

Ball Corporation has launched a new 
aluminum aerosol can reportedly 
featuring half the carbon footprint of 
a standard can.

Evercycle is in production in the United States and is featured in the Anomatic 2-piece 
All-Alu (plastics-free) skin care packaging, which is fully recyclable.
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A More Sustainable Mailer
Improving the sustainability of 

ecommerce, including packaging, is a 
hot topic amid increased online sales 
in the wake of the pandemic. Neenah’s 
new Environment Mailer is reportedly 
verified blue-bin/curbside recyclable. 
(The initial version is primarily designed 
for non-fragile soft goods like clothing 
and other garments.) The packaging 
features a proprietary paper substrate 
for premium printability and strong 
water and puncture resistance, per 
the company. The natural color mailer 
includes an embedded tear strip for easy 
opening; its dimensions are 15”x 12”.

Cutting Aerosol’s Carbon Impact
Ball Corporation has launched a 

new aluminum aerosol can reportedly 
featuring half the carbon footprint 
of a standard can. The new cans 
incorporate up to 50% recycled 
content, as well as low-carbon 
aluminum that has been smelted 
using renewable energy sources such 
as hydroelectric power. In addition, 
the can is 30% lighter than a standard 
aluminum can, while fully retaining its 
strength and structure.

Predrag Ozmo, sustainability 
manager, Ball Aerosol Packaging, said, 
“We are incredibly excited to bring 

to market an aerosol aluminum can 
with half the carbon footprint of a 
standard can, and we will continue 
to push the boundaries of sustainable 
innovation. The urgency and benefits 
of moving toward a circular economy 
are clear—and aluminum packaging, 
because it is infinitely recyclable, is the 
closest to real circularity. Therefore, 
we are working with brand owners, 
industry associations, materials 
recovery facilities (MRF), remelters 
and consumers to raise awareness, and 
to increase the collection and recycling 
of aerosol containers.”

Market-ready Designs
Pibiplast has launched three 

new product lines: Foundcealer, 
Mono and Pocket. The Mono line 
consists of a pack for mascara and 
another for lip gloss, both made in 
single-material rPET, i.e., recycled 
and highly recyclable, per the 
company. The collection aims to offer 
brands tester or deluxe formats for 
purchase-with-purchase or gift-with-
purchase promotions. 

The Pocket range is available in three 
different sizes, designed to offer the 
same performance as the sales version 
in both fiber and plastic applicators. 

Foundcealer is a pack designed 
for hybrid products, which allows 
optimal application of various types of 
face emulsions such as highlighters, 
contours and concealers, thanks to the 
special design of the flock. The package 
is made in single-material PET.

Biodegradable Jars
Clean Filter Packaging, the 

brainchild of Simon Yang and his 
daughter, Helen Yang, has unveiled a 
biodegradablea, non-eco-toxic bamboo 
jar (currently available in 50 ml/1.7 fl 

Pibiplast’s Mono line consists of a pack for mascara 
and another for lip gloss, both made in single-
material rPET.

Pibiplast’s Pocket range is available in three 
different sizes.

Pibiplast’s Foundcealer is a pack designed for 
hybrid products.

Clean Filter Packaging has unveiled a biodegradable, 
non-eco-toxic bamboo jar (currently available in 
50 ml/1.7 fl oz) compatible with liquid, solid or 
powder products.

aWhile testing is in progress, the company 
confirms that all the components of the 
packaging’s material are industrially compostable 
and plant-based.

(Continued on page 20)
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SUSTAINABLE PACKAGING: A REALITY CHECK
| BY HELEN YANG, Clean Filter Packaging

Since wish-cycling can’t solve the beauty industry’s disposal problems, what can we do as professionals 
to minimize packaging waste? 

T
o quote Cinderella, a dream is a 
wish your heart makes—like the 
wish we all make when we throw 
empty beauty products in the 
recycling bin and hope that they’ll be 

magically cleaned and recycled. This is indeed 
a distant dream. In reality, only 8.7% of plastic 
gets recycled in the United Statesa. This is largely 
because the onus is placed on the consumer to 
figure out end-of-life disposal.

Since wish-cycling can’t solve the beauty 
industry’s disposal problems, what can we do 
as professionals to minimize packaging waste? 
Let’s begin with a reality check on which 
disposal methods are actually effective, including 
easy tips to ensure our brands’ products are 
discarded responsibly.

1. The Dream: Recycle Everything
Reality: Each packaging material has its pros 

and cons, but at the end of the day recycling 
success rates are low overall. Most plastic 
packaging doesn’t make it through recycling 
facilities because of color, small size or material 
type. Other materials like glass might be more 
recyclable but are heavy and fragile, incurring a 
large carbon footprint and requiring extra tertiary 
packaging to protect them during shipping. 
Aluminum has a slightly better recycling rate 
at 34.9%b but is prone to scratches and dents 
during transit.

Here are some tips to maximize recyclability of 
your product:

Choose monomaterial components: If a 
jar and cap are made from the same material, 
they can be recycled together. In contrast, a 
component with mixed materials (e.g., a pump 
containing plastic and metal parts, or a tube with 
seven layers of laminate made from different 
films) cannot be separated and recycled.

Opt for commonly recycled materials: 
Glass, aluminum, paper and rigid plastics type 
1 (PET), 2 (HDPE) and 5 (PP) are commonly 
curbside recyclable. 

Optimize for recycling facilities: Even 
products made from recyclable plastics may 
be the wrong size or color to make it through 
a recycling facility. Avoid small parts under two 
inches (like caps) that fall through the cracks on 
recycling lines, and darker colors (like black) that 
are difficult for optical scanners to detect. 

Avoid unrecyclable bells and whistles: 
The decoration method can render a material 
non-recyclable. Clear glass is recyclable, but not 
frosted glass. Paper cartons are recyclable, but 
not paper cartons with conventional metallic/
metallized printing on them. Steer clear of 
embellishments that ruin the recyclability of a 
base material.

Help the consumer out: Some brands do a 
great job of illustrating how to clean, separate 
and recycle their empties. Instead of leaving the 
user guessing, include recycling instructions on 

the label or diagrams on your website. The less 
work the user must do, the better!

2. The Dream: Use Recycled & 
Reclaimed Materials

Reality: If only more people used post-recycled 
materials for packaging, we would breathe new 
life into the recycling market right? Sort of. It’s 
true that recycled materials aren’t always utilized. 
For example, there are often not enough buyers 
wanting to purchase recycled plastic pellets. 

However, the bigger problem is the longevity  
of this approach. When manufacturers use re-
cycled plastics to make new containers, they often 
need to mix in more virgin (new, unused) plastic 
to ensure structural integrity and coloration. These 
mixed containers are in turn often unrecyclable 
and end up in the landfill since plastic can only be 
recycled a handful of times before losing its quality. 

As more brands turn to post-consumer 
recycled (PCR) materials as a sustainable solu-
tion, pricing is at a premium and the supply of 
recycled plastics (especially polyolefins like PP 

awww.epa.gov/facts-and-figures-about-materials-waste-
and-recycling/plastics-material-specific-data
bwww.epa.gov/facts-and-figures-about-materials-waste-
and-recycling/aluminum-material-specific-data
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and HDPE) are running lowc. Using PCR material 
is still better than using virgin material, so what 
can we do to refine the PCR approach?

Use 100% PCR where possible: Suppliers of 
plastic packaging often offer 30% or 50% PCR 
products. That means they’re mixing in virgin 
plastic, which still contributes to the amount of 
new plastic in circulation.

Upcycle: Beyond simply reusing a material, we 
can look for opportunities to repurpose and “upcy-
cle” waste materials that would otherwise end up 
in the landfill. We’re seeing this for some cosmetic 
ingredients that use food industry by-products 
(such as coffee grounds or fruit seeds), but some 
packaging suppliers are beginning to innovate by 
upcycling as well (e.g., using bamboo off-cuttings 
from the construction industry, or cork).

Recycled materials can be aesthetic: 
Consumers often enjoy and even seek out the 
natural-looking aesthetic of a recycled mate-
rial, such as the speckled off-white color of a 
recycled paper carton. Take advantage of this to 
stand out on the shelf and publicize your use of 
recycled materials.

3. The Dream: Refillables
Reality: Refillable products range from super 

sustainable to downright greenwashing. When 
executed properly, refills reduce or eliminate 
packaging and the shipping footprint. Consumers 
might refill their containers by buying in bulk, fill-
ing in-store or purchasing concentrates that can 
be diluted at home. In the latter case, refills also 
help reduce the amount of water that is shipped 
between manufacturers and consumers.

However, many brands are abusing the refill-
able claim by providing refills that are not actually 
more sustainable than single-use products. 
Some refills come in bulky plastic packaging that 
sit in a decorative, permanent outer case—these 
only increase the amount of plastic instead of 
minimizing packaging. Other refills come in un-
recyclable containers (e.g., plastic pouches with 
pour spouts). These seem like they’re reducing 
the amount of packaging, but often end up in the 
landfill and may be worse than simply choosing 
a recyclable single-use container to begin with. If 

you do go the refill route, make sure to:
Prioritize durability: The reusable component 

(e.g., pump, sprayer, container) must have a long 
lifetime and stand up to being used repeatedly 
with refills. Having to ship replacement parts 
for low-quality components really defeats the 
purpose of refills and generates more waste.

Minimize refill packaging and optimize for 
disposal: This might look like selling jumbo sizes 
or refill concentrates. Either way, try to prevent 
that refill packaging from ending up in the landfill 
by opting for fully recyclable or compostable 
packaging made with lightweight material.

Partner with retailers: Selling products online 
(even jumbos and concentrates) will always incur 
some amount of shipping waste, so partner with 
retailers where possible so that users can refill at 
a local hub.

4. The Dream: Compostable Packaging
Reality: Since recycling has a low success 

rate and even refills need packaging, how about 
compostable packaging that degrades into non-
harmful components? There are two grades of 
composting—“home composting,” which can be 
done in a pile in your backyard, and “industrial 
composting,” which is done in a professional 
facility under controlled temperature and humid-
ity conditions. Some paper packaging may be 
home compostable, but generally compostable 
products like rigid containers, bags and wipes 
must be industrially composted.

Both types of composting are growing as 
more cities and countries divert waste away 
from landfills, but curbside composting is not yet 
available to all consumers. Even so, compostable 
packaging has become a viable solution that will 
only continue to expand–especially as regula-
tions begin to ban landfill-bound single-use 
plasticsd. Since compostable packaging is a 
relatively newer solution, here are some things 
to watch out for:

Look for certifications: Ask your supplier for 
proof of compostability. Did they test their material 
against standard methods such as ASTM D6400 
in the United States, or EN 13432 in Europe? 
Alternatively, do they have a third-party composta-

bility certification from an organization like BPI 
(Biodegradable Products Institute) or TUV Austria?

Avoid petroleum-derived products: Just 
because a material is compostable doesn’t mean 
it’s necessarily petroleum-free. PBAT (polybu-
tylene adipate terephthalate) is a biodegradable 
plastic, but it’s still derived from petroleum sourc-
es and will break down into harmful microplas-
ticse. Opt instead for compostable products with 
cleaner sources to maximize sustainability. Bonus 
points: Choose a material that has been tested 
for eco-toxicity against standard methods such 
as OECD 208, which means that it won’t harm 
plants or the environment after being composted.

Beware greenwashing: Since a fully 
compostable container is hard to create, many 
suppliers are marketing workarounds that appear 
sustainable, but aren’t fully biodegradable. These 
offerings include plastic bottles encapsulated in 
a rigid paper shell, or a bio-based container lined 
with a thin layer of plastic on the inside.

Compatibility is key: Paper and cork are 
great options for water-free formulas, but are 
generally incompatible with aqueous products 
or emulsions. When choosing a water-friendly 
compostable container, ask your supplier for data 
on liquid absorption and be sure to run formal 
compatibility and shelf-life testing.

Help the consumer out: Composting is new 
and a little confusing! Educate the consumer on 
which parts of your packaging (e.g., shipping 
materials, container, label) are compostable 
and how to separate those from the rest of the 
product. Clarify whether it’s home compostable 
or if they need to throw it in their green bin for 
industrial composting.

Get Started & Communicate
The reality is that each of these methods has 

its pros and cons, but all of them support our 
collective effort to minimize packaging waste 
and pollution. Whichever method you choose, 
try to simplify instructions for the consumer and 
choose materials that will not actively harm the 
environment upon disposal (even if improperly 
discarded due to user error). n

chttps://resource-recycling.com/plastics/2022/02/16/what-
erratic-plastic-pricing-has-meant-for-a-major-manufacturer/

ewww.sciencedirect.com/science/article/pii/
S0043135421003213dhttps://leginfo.legislature.ca.gov/faces/billTextClient.xhtml
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oz) compatible with liquid, solid or 
powder products.

The company leverages renewable 
bioresins and upcycled bamboo from 
Zhejiang, China to produce packaging 
in a 73,000 square foot factory near 
Shanghai. The site has an annual 
production capacity of more than 50 
million injection-molded products, per 
the company. 

The packaging is lightweight, 
featuring a density comparable to 
PP plastic and is expected to soon be 
confirmed as industrially compostable 
per ASTM D6400. (The packaging 
breaks down into safe particles without 
microplastics, per the company.) Its 
non-eco-toxic status is being assessed 
per OECD 208. 

Clean Filter Packaging has run 
12-week stability/compatibility 
testing with water and oil solvents 
(dimethicone), confirming the design 
can be used with emulsions and 
aqueous products. It is, however, 
not compatible with formulations 
featuring high percentages of alcohol 
(e.g., an alcohol-based mouthwash, 
toner or sanitizer.) The design has also 
undergone freeze-thaw testing.

The packaging comes in a natural 
off-white cream color and can be 
produced with custom sizing/shapes, 
tooling, decoration and colors. In 
addition, environmentally friendly 
pigments are available to achieve 

custom color matching. Direct printing 
(e.g., offset, silk screen), labeling and 
decoration are also available.

Wooden Fragrance Caps
Quadpack has developed a 100% 

wood bespoke Woodacity cap for 
Shiseido’s L’Eau d’Issey Eau & 
Magnolia L’Eau d’Issey pour Homme 
Eau & Cedre. The monomaterial, 
biobased caps eschew plastic inserts 
and reportedly required two years of 
development. The design’s Solo Push 
rib pattern provides a tight closing 
system to protect the formula, per 
Quadpack. The female fragrance 
bottle is topped with an elongated cap, 
while the male version features a cap 
resembling a chunk of cedar wood. 
Both comprise wood sourced from 
sustainably managed European forests. 

Glass Renaissance
Glass is a popular material for eco-

conscious brands. Accordingly, suppliers 
are stepping up to expand offerings and 
enhance their operations. For example, 
Baralan has introduced two larger glass 
jar sizes to its Maria Jar line: the Maria 
Jar 150 and Maria Jar 200.

The Maria Jar 150 and Maria Jar 
200 have a filling capacity of 150 ml 
and 200 ml, respectively. With a round 
design, the new jars feature wide necks, 
which make it easier for users to reach 

Quadpack has developed a 100% wood bespoke 
Woodacity cap for Shiseido’s L’Eau d’Issey Eau & 
Magnolia L’Eau d’Issey pour Homme Eau & Cedre.

Baralan has introduced two larger glass jar sizes to its 
Maria Jar line: the Maria Jar 150 and Maria Jar 200.

APC Packaging’s 50% PCR Jar and Cap Series comprises heavy-walled, 
mono-material jars and caps made up of 50% polypropylene (PP) and 
50% PP post-consumer resin.

Arcade Beauty has added blending and filling capabilities for entire 
fragrance lineups, with a full lab set up for color matching and stability 
and compatibility testing.

(Continued from page 17)
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for the products inside the containers 
and maximize their use.

In addition, the cap’s double-entry 
thread guarantees a consistent and 
more reliable closure around the 
circumference of the neck, ensuring 
integrity of the filled product with no 
product loss, per the company.

The Maria Jar 150 and Maria Jar 200 
also have the same neck finish: GPI 
89/400. By sharing the same neck size, 
the jars can be paired with the same 
accessories, caps and protections discs. 
To have only one pairing of various 
accessories for both jars provides 
benefits in terms of supply and cost 
of components as well as purchasing, 
logistics and customization, according 
to Baralan.

The jars are also recyclable. Made 
with premium glass, all jars in the 
Maria line include a portion of post-
industrial recycled material, which 
helps minimize waste by keeping as 
much recycled components in the 
production stream as possible.

All Maria jars can be customized with 
accessories and with various decoration 
techniques that use only compliant 
inks and water-based paints, further 
reducing environmental impact.

Meanwhile, Verescence, a maker of 
glass packaging for the perfumery and 
cosmetic industries, has received the 

platinum EcoVadis medal for its social 
and environmental performance—the 
highest level of distinction awarded 
by EcoVadis, which evaluates and 
monitors businesses’ sustainability 
practices along the global supply chain.

Earning a score of 80 out of 100, 
Verescence ranked in the top 1% of 
best-performing companies, a position 
the glassmaker has held since 2018. 
This year the company improved its 
overall score by one point over 2020.

Verescence’ three sites in France, 
two locations in the United States and 
venue in Spain also maintained their 
platinum status with a score of 83. Its 
South Korean subsidiary, Verescence 
Pacific, was awarded a gold rating for 
its first assessment since joining the 
company just over a year ago.

EcoVadis also assessed Verescence’ 
carbon management system and 
performance, ranking the packaging 
provider at the Leader level, which 
is the highest level of performance. 
Verescence’s decarbonization plan 
seeks to reduce its CO2 emissions 
by 40% between 2019-2034 and 
is compatible with limiting global 
warming to well below 2°C. Those goals 
fall in line with the recommendations 
of the Intergovernmental Panel 
on Climate Change and the Paris 
Climate Agreement. 

Boosting PCR
APC Packaging’s 50% PCR Jar and 

Cap Series comprises heavy-walled, 
mono-material jars and caps made up 
of 50% polypropylene (PP) and 50% 
PP post-consumer resin. By sticking 
with just one material, the entire jar 
and cap can be easily recycled by 
the consumer as a single unit. The 
packaging is available in 30 ml and 50 
ml capacities. The jar is only available 
in white, while the cap is available in 
either white or matte silver.

Reducing Waste, Expanding 
Services

Arcade Beauty is now able to 
produce and fill 3D spouted pouches 
for customers, offering 200-500 ml 
sizes. These larger-sized product 
options result in less waste by reducing 
the use of rigid packaging and 
leveraging mono-material design. 

Elsewhere, the company’s retail 
division is working to provide clients 
with sustainably sourced, produced 
and packaged products from mono-
dose to full-size. The company 
has added blending and filling 
capabilities for entire fragrance 
lineups, with a full lab set up for 
color matching and stability and 
compatibility testing.

Baralan has introduced two larger glass jar sizes to its 
Maria Jar line: the Maria Jar 150 and Maria Jar 200.

Fasten, an Innovative Beauty Group company, has launched 
its Recharge Luxury Refill, a sustainable cosmetic refill 
system ideal for makeup and skin care products.

Berlin Packaging/Premi Industries’ new Airglass Jar is an eco-friendly alternative to common 
airless plastic packaging.
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Arcade Beauty has partnered with 
L’Onvie to develop formulas for the 
skin care, hair care and cosmetic 
categories. The pairing allows Arcade 
to offer turnkey full-sized product 
formulation and manufacturing. 

“As the beauty industry and retail 
landscape is constantly changing, we 
find it to be an exciting opportunity 
to adapt and find new ways to make 
our customers’ processes simpler 
and more efficient,” said Arcade 
Beauty CEO, Carl Allain. “We are 
eager to continue expanding Arcade 
Beauty Retail’s offerings and services, 
including our partnership with U.S. 
based formulation expert L’Onvie.”

Refillable Elegance & Luxury
Fasten, an Innovative Beauty Group 

company, has launched its Recharge 

Luxury Refill, a sustainable cosmetic 
refill system ideal for makeup and 
skin care products. The system is 
available in several sizes, including 
30 ml and 100 ml. 

The Recharge Luxury Refill system 
was designed with a bottomless, clear 
outer frame, instead of a full outer 
bottle, which leads to significant 
weight reduction, reduced material 
usage and full visibility of the refill. 
The inner refill bottle is lightweight 
and features an easy click-in system 
with a pre-assembled PP dip tube 
that prevents cross-contamination 
when refilling.

Ilja Zutt, managing director of 
Fasten, said, “At Fasten, our design 
and engineering teams are constantly 
on the lookout for new techniques, 
innovative materials and sustainable 

solutions, while collectively working 
towards translating new trends and 
ideas into unique packaging concepts. 
The Recharge Luxury Refill is a result 
of this steadfast effort and one we 
are thrilled to bring to market, with 
demand for conscious beauty at an all-
time high.”

Berlin Packaging/Premi Industries’ 
new Airglass Jar features an outer 
glass jar and PP refill container. The 
components of the Airglass jar set can 
be easily disassembled and separated 
by material to help consumers dispose 
them correctly for recycling. The jar is 
available in 30 ml and 50 ml variants 
featuring a 68 mm diameter. The 
reusable glass jars can be decorated, 
while the plastic refill jars come in a 
variety of colors and finishes. n
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COLOR COSMETIC 
GROWTH DRIVERS

From lip products to nails, the color cosmetic rebound is uneven. 

Global Cosmetic Industryfacebook.com/gcimagazine @globalcosmeticindustry @GCI_Magazine

Photo by Andrey Zvyagintsev at Unsplash. 
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U.
S. prestige makeup 
revenue for Q2 2022 
totaled $2 billion, 
an 18% year-over-
year gain, per NPDa. 
The firm notes that 

revenue still lags pre-pandemic levels 
but that unit sales are actually up 1% 
versus 2019. Big winners for the period 
included lipstick, which was up 28%, 
with lip products posting the fastest 
growth of total makeup. 

As of June 2022, makeup comprised 
34% of the total prestige beauty 
marketb, a gain of 0.8 share points. For 
the same period, dollar performance 
was up 20%, while unit performance 
was up 16%. NPD data shows that, 
while all segments grew versus last 
year, the prestige nail sector was the 
only one that experienced growth 
versus 2019.

Bright spots in the market also 
include celebrity/model and makeup 
artist/influencer brand types, which 
were the largest share gainers in the 
sector. Other growth drivers include 
skin care/makeup hybrids and brick-
and-mortar retail. 

A mid-year industry survey of 
4,700 American consumers from The 
Benchmarking Companyc noted that 
“consumers are using more makeup 
now compared to the height of 
pandemic lockdown than any other 
category.” Top purchases cited included 
mascara, eye shadow, concealer, blush 
and foundation.

As for opportunities to address 
unmet needs, the report noted that 
“makeup consumers are looking for 
brands that have a comprehensive 
offering that fits every consumer’s 
needs, which translates into finding 
colors/shades that are right for their 
skin tone (95%), finding products that 
are suitable for their skin (89%), color 

that stays/lasts all day (88%), and 
strong product reviews and consumer 
claims (78%).”

In addition, 70% of survey 
respondents reported wanting “makeup 
products developed specifically for 
people their age, which is becoming 
more important as millennials age 
into their 40s, and Gen X hits their 50s 
and 60s.”

Finally, the report noted that “the 
number one makeup trend survey 
respondents would like to try is 
personalized makeup (wherein they 
pick the ingredients). Consumers 
would also like to try stick colors 
(eyeshadow and foundation) and 
artificial intelligence that allows 
shoppers to virtually try on colors 
before purchasing.”

What We Can Learn from 
Brand Launches

Several color cosmetic brand, 
packaging and formulation launches 
illustrate some of these trends in 

action, as well as solutions for sector 
white space. 

Multisensorial Color
Veteran makeup artist Nick Gavrelis 

has launched Ieró Beauty to provide 
a holistic, multisensorial experience 
that nourishes the whole self—not 
just the skin. Gavrelis worked with a 
healer to create a line of clean products 
formulated with plant-based actives 
and crystal-derived minerals that are 
designed to replenish, restore and 
protect the skin while nurturing the 
well-being of the user.

Ieró Beauty debuted with three 
products: a lipstick, serum oil and face 
mist. The Moonkissed Luminous PH 
Lip Comforter features pH-adjusting 
pigments to reveal a unique-to-you 
flush of color infused with pearls 
and prismatic optics for a radiant, 
multidimensional finish. Shea butter 
and vitamin E provide hydration, while 
pomegranate extract and raspberry 
leaf stem cells plump and soothe the 

awww.gcimagazine.com/consumers-markets/
news/22340760/q2-beauty-sales-jump-16; 
www.npd.com
bThe NPD Group L.P./BeautyTrends U.S. Prestige 
Beauty Total Measured Market/YTD June 2022
chttps://gcimagazine.texterity.com/gcimagazine/
september_2022/

Veteran makeup artist Nick Gavrelis has launched Ieró Beauty to provide a holistic, multisensorial 
experience that nourishes the whole self—not just the skin.
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lips. The lipsticks are also infused 
with moonstone and black onyx to 
help detoxify and soothe the skin. In 
addition, black onyx helps to diminish 
negativity, worry and tension, while 
moonstone is believed to inspire 
intuition, introspection, good fortune 
and love, according to the company.

Disrupting the Nail Format
Lactube is a simplified professional 

semi-permanent gel nail polish 
format that is hygienic and easy to 
use. The recyclable design comprises 
an ergonomic bioplastic soft tube, a 
controlled release valve and a precision 
tip that can be replaced after use. The 
silicon bristles offer clean, precision 
application, per the company. 

Deeper Shade Range
Kulfi Beauty has launched its Main 

Match concealer with a shade range 
that caters to deeper skin tones. The 
South Asian beauty brand developed 
12 shades of the Main Match 
concealer to work across a diverse 
range of skin tones, especially brown 
skin tones and undertones.

The concealer is designed to provide 
medium coverage of dark circles under 
the eyes and hyperpigmentation. It 
offers comfortable wear and creates 
a natural skin-like and crease-proof 
finish, according to Kulfi Beauty. 
The formulation is also infused with 
ingredients that offer skin care benefits. 
It includes antioxidant-rich amla fruit 
extract, moisturizing saffron flower 
extract, hydrating rosehip extract and 
licorice root extract to soothe the skin.

Kulfi Beauty’s Main Match concealer 
and kajal liners debuted on Sephora.
com and KulfiBeauty.com. This is 
the first time the brand’s products 
will be available on Sephora’s online 
platform—a special moment for Kulfi 
because it participated in Sephora’s 
2021 accelerator program. 

Skin-like Finishes
Patrick Ta has launched its first 

foundation, the Major Skin Crème 
Foundation & Setting Powder Duo, 

available in 24 shades. The breathable, 
blendable, buildable formula melts 
into the skin and sets for a weightless, 
skin-like finish. The crème can be 
paired with Patrick Ta Beauty’s new 
foundation brush or a sponge. Major 
Skin Crème Foundation & Setting 
Powder Duo is available at PatrickTa.
com, Sephora and Sephora.com. 

Ta said, “I firmly believe that 
everyone deserves to feel amazing 
and confident while embracing their 

individual beauty. I wanted to create a 
foundation that would make enhancing 
the complexion quick and easy for 
everyday application and not cover 
anyone’s natural beauty.”

Stick Formats
Lime Crime has launched the 

Electric Slide Eyeshadow & Brush 
Sticks, a range of versatile and 
multiuse eyeshadows in stick form. 
The Electric Slide Eyeshadow & Brush 

Lactube is a simplified professional semi-permanent gel nail polish format that is hygienic and easy to use.

Kulfi Beauty has launched its Main Match concealer 
with a shade range that caters to deeper skin tones.

The Patrick Ta brand launched its first foundation, the 
Major Skin Crème Foundation & Setting Powder Duo.
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with paper are unlimited, including 
embossing, foil stamping, color 
matching, raised printing and other 
techniques that may not be achievable 
on molded plastics. 

Meanwhile, in May 2022 Balance 
became Women’s Business Enterprise 
National Council (WBENC) certified, 
which “validates that a business is at 
least 51% owned, controlled, operated, 
and managed by a woman or women.”

Credo Clean Mascaras
Verla International’s patent-pending, 

Credo clean, naturally derived and 
performance-driven mascaras use 
a new film former technology to 
create extreme lashes. Formulas 
can accommodate any combination 
of performance attributes: longer 
lengthening, extreme volume, 
maximum lift, and curl and growth 
enhancement. The formulation is also 
infused with a conditioning serum 
for healthy beautiful lashes, per 
the manufacturer. n

The Patrick Ta brand launched its first foundation, the 
Major Skin Crème Foundation & Setting Powder Duo.

Lime Crime has launched the Electric Slide Eyeshadow 
& Brush Sticks, a range of versatile and multiuse 
eyeshadows in stick form.

Balance Inc. has developed 11 sustainable palette concepts 
comprising uncoated FSC-certified paper.

Verla International’s patent-pending, Credo clean, naturally derived 
and performance-driven mascaras use a new film former technology 
to create extreme lashes; photo by Alena Darmel at Pexels.

Sticks feature a creamy, blendable 
formula that delivers intense, long-
lasting color payoff without budging 
or creasing, according to the company. 
The eyeshadow range consists of 
six rainbow shades in matte and 
metallic finishes.

Lime Crime said it designed the 
Electric Slide Eyeshadow & Brush 
Stick to be a convenient, multitasking 

product. Because each eyeshadow is 
in stick form and housed in a duel-
ended tube with a built-in brush, the 
Electric Slide Eyeshadow and Brush 
Sticks offer portability, allowing users 
to easily carry the products with them 
and apply the shadows on the go.

The eyeshadows can be used in 
various ways. They can be worn all 
over the lid for full color impact or 
as an eyeshadow base to amplify and 
intensify the colors layered on them. 
Users can also create graphic eyeliner 
looks with the eyeshadow sticks.

Paper Palettes
Balance Inc. has developed 

11 sustainable palette 
concepts comprising 
uncoated FSC-certified 

paper. The range includes unique 
closures, including paper ribbons. 

The designs also include 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 
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Onsite: 
Cosmoprof North America 
& Luxe Pack NY
The brands, the ingredients and packaging on view at two of the industry’s 
busiest shows.

Global Cosmetic Industryfacebook.com/gcimagazine @globalcosmeticindustry @GCI_Magazine

As seen at Cosmoprof: AOX’s Triple Hyaluronic serum 
features vitamin C, ferulic acid and phytic acid.
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T
his year’s editions of 
Luxe Pack NY and 
Cosmoprof North 
America marked a 
true comeback for live 
beauty industry events. 
Here, we collect a 
range of the offerings 

from the show floors. 

Personalized Beauty
BASF highlighted its Emuage 

personalized beauty system at the 
show. In March 2022, B2B Cosmetics 
and BASF continued the development 
of the Emuage technology, which 
delivers freshly made, personalized 
cosmetics to the users.

The Emuage technology allows users 
to create their own individualized 
personal care products by simply 
choosing capsules, placing them into 
the machine and receiving the final 
product for personal care products 
such as hair, sun or skin care.

To enable the production scale-
up and support market entry, 
BASF participated in second-round 
financing into B2B Cosmetics. 
Projects with partners and customers 
are expected soon.

Market-ready Formulation 
Concepts

During the Cosmoprof show, 
Federal Package unveiled a range of 
turnkey lotions, creams, serums and 

gels developed and formulated at its 
Minnesota facility. The display showed 
that the company features capabilities 
beyond containers, hot pour and the 
Eco Smart biodegradable packaging 
platform. 

The face and body lotion formulas 
contained vitamins B3, C and E; 
pro-vitamin B5 and B6; aloe stem 
cells; aloe vera; ectoin; ferulic, folic 
and hyaluronic acids; and squalene. 

These formulations can be modified 
to feature SPF protection, as well as 
ingredients that improve skin tone, 
neutralize free radicals, soften skin and 
more. Meanwhile, the serums and gels 
featured a new medium for specialty 
ingredients to help repair and nourish 
the skin.

The company’s in-house R&D team 
reportedly has more than 90 years of 
experience developing personal care 

BASF highlighted its Emuage personalized beauty system at Cosmoprof North America 2022.

Left and above: Federal Package unveiled a wide range of 
turnkey lotions, creams, serums and gels developed and 
formulated at its Minnesota facility.
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formulations. Meanwhile, Federal 
Package’s water filtration system 
allows it to develop formulations on 
site and scale up projects without 
sacrificing quality. 

Beard Care Range
Lady Burd presented a beard care 

line that included the Beard Balm w/
Rosemary & Orange Peel, featuring 
wax and shea butter for styling. The 
Beard Oil W/Jojoba & Argan Oils 
was formulated to help dry, itching 
skin underneath the beard and aid in 
conditioning facial hairs while boosting 
shine. The Beard Wash W/Rosemary & 
Jojoba Oils, meanwhile, was designed 
to remove dirt and oil while cleaning, 
conditioning and smoothing facial hair.

Sunshine-ready Innovation
The Cosmoprof show floor included a 

range of sun-inspired concept formulas. 
For example, Lady Burd’s vegan and 
EU-compliant hydrating tanning 
drops were designed to be added to 
consumers’ moisturizer, serum or body 
lotion for a skin-kissed glow. 

Meanwhile, Seppic highlighted a 
number of sun care formulations, 
including the Protect Up mineral 
sunscreen, a fluid emulsion featuring 
a non-greasy, gliding touch and 

including the Fluidifeel Easy green 
emulsifier, Emogreen L19 emollient, 
and hydrating Hydrachrysum and 
Aquaxyl. Cali’s Summer daily mineral 
sunscreen, meanwhile, comprised 
25% zinc oxide and skin-soothing 
Antileukine 6, and was rendered 
smooth via the inclusion of Montanov 
202 and Sepimax Zen. The reef-safe 
Barely There cream, on the other 
hand, is reportedly absorbed readily 
into the skin, leaving a soft and 
invisible finish. The formulation 
comprised Sensanov WR for water 
resistance, Sepinov EMT 10 for 
stability and thickness, and Ephemer 
for antioxidant effects.

Feel-good Ingredients
BASF Care Creations offers a range 

of six adaptogenic botanical extracts, 
which may increase the body’s ability 
to resist the damaging effects of 
stress and promote or restore normal 
physiological functioning. Such 
technologies can boost beauty products 
beyond mere aesthetic benefits. 

Key adaptogenic ingredients in 
the range include Sqisandryl (which 
addresses the dermal-epidermal 
junction), Hyalufix (which generates 

Lady Burd’s Beard Oil W/Jojoba & 
Argan Oils was formulated to help 
dry, itching skin underneath the 
beard and aid in conditioning facial 
hairs while boosting shine.

Lady Burd’s Beard Wash W/
Rosemary & Jojoba Oils was 
designed to remove dirt and 
oil while cleaning, conditioning 
and smoothing facial hair.

Lady Burd’s tanning drops.

Seppic’s reef-safe Barely There cream is reportedly absorbed readily into the skin for an invisible finish.

Viva’s IML Deodorant Tube allows for 360-degree 
graphics, can be made of 100% recyclable 
polypropylene, and can feature as much as 65% 
PCR for the tube and up to 100% PCR for the cap 
and applicator.
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hyaluronic acid), Purisoft (an anti-
pollution peptide), Puricare (which 
defends hair against environmental 
harms), Inolixir (which improves 
skin radiance) and Hyalurosmooth (a 
botanical alternative to hyaluronic acid).

A study of Sqisandryl reportedly 
showed a 20% improvement in skin 
elasticity, visible reduction of fine 
lines, and other benefits after a period 
of 28 days. It was also found to 
revitalize and control signs of aging 
in the hair.

Meanwhile, testing of Purisoft 
demonstrated its ability to assist 
in rebalance skin microflora and 
fight inflammation, while Puricare 
tests purportedly showed reduced 

dust adhesion 
and notable visible 
results. In addition, 
clinical results for 
Inolixir showed a visible 
reduction in redness in 
as early as one week. 
Consumers saw brighter, 

more beautiful skin with fewer dark 
circles and wrinkles.

In addition, BASF has brought its 
ComfortBD—a natural CBD-based 
ingredient derived from industrial 
hemp—to the U.S. market. ComfortBD 
comprises more than 80% CBD 
and less than 0.2% total THC. The 
company’s U.S. growers are in the 
process of certifying their growing 
practices as organic.  

ComfortBD provides a mattified 
complexion and soothes the 
appearance of red, irritated skin, 
per the company. In formulations, 
it imparts no impact on color or 
odor. After one week, clinical tests 
with ComfortBD showed significant 
improvement in the look of redness 
on the skin versus placebo. After 
four weeks, the look of shininess and 
oiliness was also significantly reduced.

Sustainable Packaging 
Front-and Center

Sustainable packaging options 
were ubiquitous at recent shows, 
highlighting the importance of eco-
friendly options. For example, Viva 
presented its Legacy Jar system 
with refill pods that reportedly use 

85% less plastic than non-refillable 
counterparts. The Legacy Thickwall 
PET Jar containing the refill pod can 
be used “endlessly,” per the company. 
The refill pods can comprise up 
to 100% recycled content and are 
manufactured in North America.

Viva can manufacture heavy wall 
PET jars and in-mold labeling (IML) 
PP deodorant sticks with as much 
as 100% PCR. Viva’s IML Deodorant 
Tube allows for 360-degree graphics, 
can be made of 100% recyclable 
polypropylene, and can feature as 
much as 65% PCR for the tube and 
up to 100% PCR for the cap and 
applicator. 

Viva can produce IML PP tubes and 
caps with up to 90% PCR. Its powder 
tubes, meanwhile, can feature up to 
87% PCR for the tube and 100% PCR 
for the cap and applicator. The cap 
can easily be switched open, per the 
manufacturer, while the measuring cup 
overcap can support precise dosing.

Skin Care Tools
At Cosmoprof North America, Anisa 

Beauty highlighted its fiber-free skin 
care tools, including the Bean, which 
features a chilled zinc alloy designed 

Viva’s IML Deodorant Tube allows for 360-degree 
graphics, can be made of 100% recyclable 
polypropylene, and can feature as much as 65% 
PCR for the tube and up to 100% PCR for the cap 
and applicator.

Viva’s airless pump can be 
manufactured with as much 
as 90% PCR.

Anisa Beauty highlighted its fiber-free 
skin care tools, including the Bean, 
which features a chilled zinc alloy 
designed to depuff the skin around 
the eyes.

AOX’s Ten Benefits comprises multiple antiaging technologies 
to address wrinkles, enlarged pores, dryness, discoloration, 
dullness, uneven tone, redness, sagging and more.
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Romania-based Beauty Bridge Labs (BBL) has been repurposed to address the needs of small- and medium-
sized U.S. brands seeking to expand into Europe, the Gulf Cooperation Council region, Middle East and beyond.

to depuff the skin around the eyes. The 
tool includes a lightweight, ergonomic 
design with a flat base for upright, 
hygienic storage. 

High-concentration Skin 
Care Solutions

Italian brand AOX was present at 
Cosmoprof North America, featuring 
cosmeceutical skin care featuring high 
concentrations of active ingredients. 
The brand has developed an airless 
system and antioxidant technology to 
protect the formulations and deliver 
ingredients via natural microspheres 
that penetrate beyond the skin barrier. 

SKUs include Ten Benefits, a 
formulation comprising multiple 
antiaging technologies to address 
wrinkles, enlarged pores, dryness, 
discoloration, dullness, uneven tone, 
redness, sagging and more. Ninety-
two percent of users have reported the 
appearance of smoothed wrinkles. 

The Triple Hyaluronic serum features 
vitamin C, ferulic acid and phytic acid, 
while Rigenage is designed to address 
the eye contour to prevent and reduce 
the appearance of wrinkles, swelling, 
eye bags and dark circles.

Helping US Brands Expand 
in the EU

As seen at Cosmoprof North 
America: Romania-based Beauty 
Bridge Labs (BBL) has been 
repurposed to address the needs of 
small- and medium-sized U.S. brands 
seeking to expand into Europe, the 
Gulf Cooperation Council region, 
Middle East and beyond.

BBL is an ISO 9001 accredited 
contract lab that has certifications 
to produce a range of products, 
from all natural hair and skin care 
to sunscreens and antidandruff 
shampoos. It also has more than 
100,000 square feet of warehousing.

The company will reportedly provide 
clients with EU-ready formulations 
featuring a single dossier that will 
give brands acceptance across all EU 
member states.

And, by producing products in the 
EU, U.S. brands will purportedly 
save on shipping and labor costs, 
save on tax and import duties, and 
be able to respond more quickly to 
regional distribution needs, all critical 
considerations in the age of supply 
chain disruptions. n
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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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SURVEY:  
MEN’S ATTITUDES ON 
BEAUTY & PERSONAL CARE
Men are significantly increasing their adoption of facial 
skin care, supplements/vitamins, intimate care and 
color cosmetics. 

| BY DENISE HERICH, The Benchmarking Company

Global Cosmetic Industryfacebook.com/gcimagazine @globalcosmeticindustry @GCI_Magazine

Ninety-six percent of men buy grooming products for themselves, with only 
4% leaving those decisions up to their spouse or another family member; 
photo by cottonbro at Pexels.
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T
he past decade has 
seen a steady rise in 
spending from U.S. 
men in the personal 
care and beauty 
markets. The more 
adventurous males 
have moved beyond 

typical grooming offerings like 
shaving products and beard care and 
have embraced the full-spectrum of 
wonders that were largely the domain 
of females only.

To understand the mindset of the 
male consumers, The Benchmarking 
Company, in a September 2022 primary 
research study, asked more than 
800 men ages 18-plus to share their 
buying behaviors, influencers, product 
frustrations and brands they love.

How Much They Spend
Fifty-six percent of males surveyed 

spend between $26 and $100 per 
month on their personal care 
products, with 35% saying they 
buy a combination of high end and 
inexpensive products. 

Purchase Behaviors & 
Motivators

Ninety-six percent of men buy 
grooming products for themselves, 
with only 4% leaving those decisions 
up to their spouse or another family 
member. They also buy products 
that are marketed in different ways. 
Eighty-seven percent buy products 
“made specifically for men,” with 42% 
buying unisex brands and 13% buying 
products marketed toward women.

Seventy-seven percent of surveyed 
men admit that their romantic partner 
is moderately to significantly influential 
when it comes to personal care product 
decisions, but factors such as easy 
product availability and an abundance 
of proof that the product works (in the 
form of consumer claims and customer 
testimonials) are top purchases 
influencers as well.

Where They Shop
Superstores (65%) and Amazon 

(61%) remain men’s go-to retailers 
for personal grooming products as a 

Forty-eight percent of subscription box users would be interested in trying a genderless personal care 
product box, with 24% saying they’d possibly be interested.
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whole (T-1), with 16% of male buyers 
occasionally visiting beauty specialty 
stores such as Sephora and Ulta.

Men who buy products through 
subscription services (11%) buy most 
often from Dollar Shave Club (58%), 
Harrys’ Shave Club (55%), Gillette on 
Demand (39%), Birchbox Grooming 
(24%), Hims (24%), The Beard Club 
(24%), Bevel (21%) and Boka (20%). 
Seventy percent of subscription holders 
have purchased an add on offered by 
their service in the past.

Men buy subscription services 
because they’re affordable (57%), 
convenient (56%), they can get 
everything in one place (52%), they 
can find out about new brands (43%) 
and they can earn rewards for free 
products (41%).

• Brand opportunity: Forty-eight 
percent of box holders would be 
interested in trying a genderless 
personal care product box, with 24% 
saying they’d possibly be interested.

Why He’s Buying More
Supplements, intimate care, 

facial skin care and color cosmetics 
represent the biggest gains in male 
spending over the past five years (T-2); 
52-57% of men say they buy more 
of these categories than they did five 
years ago. Surveyed men credit the 
general increase in awareness of skin 
health, wellness and openness to new 
unisex offerings. 

The 57% increase in intimate care 
buying can be attributed in part 
to marketing efforts of brands like 

Manscaped, which celebrates the 
male anatomy and encourages a more 
hygienic approach to self-care. It can 
also be attributed to heterosexual 
males’ female partners, who have 
helped make sexual wellness and 
intimate care hot product categories.

Dietary supplements taken for 
aesthetic and general health and 
wellness reasons have skyrocketed 
as well, with new ingestible offerings 
from wellness companies and mainstay 
beauty brands launching each month. 

And, with 52% of men saying 
they buy more color cosmetics than 
they did five years ago, it’s clear 
that the gender lines separating the 
predominantly female beauty market 
have begun to blur.

Product & Brand Favorites

Facial Skin Care
Sixty-four percent of men say 

they’ve bought a facial skin care 

product in the past six months 
(excluding bar soap). Of those 
buyers, 39% think of themselves as 
basic users, using a cleanser and 
moisturizer daily. Twenty-two percent 
consider themselves intermediate 
users, using three to four facial skin 
care products daily, while 22% say 
they’re inconsistent/sporadic users. 

Respondents’ top facial skin care 
concerns are:

1. Dehydrated skin/lack of 
moisturization

2. Acne/breakouts
3. Dark areas under eyes/bags
4. Shaving related concerns, such as 

ingrown hairs and the like
5. Sun protection/sun damage
6. Hyperpigmentation
7. Loss of skin elasticity/firmness
8. Lines and wrinkles
9. Maintaining youthful skin
10. Avoiding environmental 

skin damage

T-1. Question: Where do you regularly purchase your personal care products? 
Select all that apply.

Superstore (i.e., Target, Walmart) 65%

Amazon 61%

Drugstore (i.e., CVS, Walgreens) 36%

Grocery store 31%

Department store 22%

Directly from the brand 18%

Sephora 16%

Warehouse store (i.e., Costco, BJ’s) 15%

Ulta 15%

Subscription service (i.e., Dollar Shave Club) 11%

Natural grocer (i.e., Whole Foods, Trader Joes) 10%

T-2. Question: Do you buy less, the same amount or more of each product type now than you did five years ago?

Product Category I buy less now I buy the same amount I buy more now

Facial skin care 10% 34% 56%

Body skin care 8% 49% 44%

Hair care 14% 47% 39%

Supplements/vitamins 9% 34% 57%

Intimate care 12% 31% 57%

Sunscreen/SPF 12% 40% 49%

General grooming (razors/deodorant, etc.) 9% 53% 38%

Color cosmetics 16% 33% 52%
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Facial cleansers (71%), moisturizers 
(68%), exfoliators (41%), acne products 
(40%) and night creams (26%) 
represent the top five facial skin care 
product categories respondents are 
buying now.  

His favorite facial skin care brands? 
Neutrogena (#1), Kiehls (#2), Dove 
(#3), Biotherm (#4) and Nivea (#5).

Men spend equally in the mass-
market dollar range and the masstige 
dollar range for facial skin care, at about 
31% each. Eleven percent say they buy 
prestige facial skin care products, and 
26% admit to buying a combination of 
these pricing categories.

• Brand opportunity:  Men are 
looking for that perfect facial 
skin care product. Twenty-seven 
percent of men don’t feel that their 
current facial skin care concerns 
are being adequately addressed 
by the products they use. In 

particular, 33% of men don’t feel 
their moisturizer is working for 
them, 33% don’t find their products 
for dark under eye areas or bags to 
be sufficient, and 28% believe their 
products to address fine lines and 
wrinkles are lacking.

Body Skin Care
Demand for skin care for the body 

remains strong, with 77% of men 
saying they’ve purchased a body skin 
care product in the past six months. 
Men typically don’t spend much for 
these mainstay products, with 41% 
spending in the mass market pricing 
category when they buy, 27% in 
masstige, 10% prestige and 22% a 
combination.

The top body skin care products 
he’s buying include liquid soap (68%), 
body lotions/creams (60%), bar soap 
(59%), body scrubs or exfoliators 

With 52% of men saying they buy more color cosmetics than they did five years ago, it’s clear 
that the gender lines separating the predominantly female beauty market have begun to blur; 
photo by Mart Production at Pexels. 

Product Category I buy less now I buy the same amount I buy more now

Facial skin care 10% 34% 56%

Body skin care 8% 49% 44%

Hair care 14% 47% 39%

Supplements/vitamins 9% 34% 57%

Intimate care 12% 31% 57%

Sunscreen/SPF 12% 40% 49%

General grooming (razors/deodorant, etc.) 9% 53% 38%

Color cosmetics 16% 33% 52%
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(43%), and products specifically for 
sensitive skin (43%). 

His favorite body skin care brands? 
Dove (#1), Bath & Body Works (#2), 
Nivea (#3), Axe (#4) and Aveeno (#5).

Hair Care
Seventy-three percent of U.S. men 

regularly buy hair care products, 
predominantly in the mass-market 
pricing category (41%). Twenty-six 
percent buy masstige-priced hair care 
products, 10% buy prestige and 23% 
buy a combination.

They most often buy shampoos 
(90%) and conditioners (66%), hair 
gel (35%), dandruff products (26%), 
and hair growth (20%) and hair 
loss prevention products (17%). 
Scalp treatments, which are surging 
in popularity among females, are 
purchased by 17% of men.

Respondents’ favorite hair care 
brands? Dove (#1), Pantene (#2), Head 
& Shoulders (#3), L’Oreal (#4), and 
Suave (#5).

Personal Care/Shaving
Seventy-six percent of men buy 

products within this broad category. 
They generally buy products that are 
made by companies that specifically 
produce products for men (46%). 
Men shop for these products at drug 
stores, grocery stores or superstores 
(59%). Nineteen percent of men say 
they’ve been loyal to the same personal 
grooming brands for as long as they 
can remember. 

The top categories they buy 
include toothpaste (88%), deodorants/

T-3. Question: What type of color cosmetic 
products do you regularly use?

Foundation 50%

Concealer 46%

Bronzer 42%

Eye shadow 40%

Brow color 39%

Mascara 35%

Lip color 31%

Nail color 29%

Blush 19%

Based in sun-seared San Diego, 
DENISE HERICH is co-founder and 
managing partner at The Benchmarking 
Company (www.benchmarkingcompany.
com). The Benchmarking Company 
provides marketing and strategy 

professionals in the beauty and personal care industries 
with need-to-know information about its customers and 
prospects through custom consumer research studies, focus 
groups, its annual PinkReport, and consumer beauty product 
testing for marketing claims. 

Seventy-six percent of men buy products within the personal care/shaving category.

antiperspirants (67%), razors (65%), 
shave cream (59%) and fragrance (59%). 

Their favorite brands for shaving? 
Gillette (#1), Harry’s (#2), Phillips (#3), 
Dollar Shave Club (#4) and Nivea (#5).

Supplements
Fifty-three percent of men say they 

take some type of supplement, vitamin 
or performance product on a daily 
basis. The top concerns they are trying 
to address with supplements include 
general nutritional concerns (51%), 
increased energy (50%), better sleep 
(46%), immune support (42%), better 
digestion (37%) and joint pain (32%).

A Masculine Look at Color
Thirteen percent of men say they’ve 

used a color cosmetic product in 
the past six months, primarily to 
cover perceived facial skin flaws, 
with foundation (50%), concealer 
(46%) and bronzer (42%) topping 
the product list (T-3). However, color 
products to beautify and enhance 
are on the rise among men, with eye 
shadow (40%), brow color (39%), 
mascara (35%), lip color (31%), nail 

color (29%) and blush (19%) now part 
of the routine for many.

Sixty-six percent of the men who 
buy color cosmetics find that products 
marketed as genderless are appealing, 
while 34% find cosmetics marketed 
as created specifically for men to 
be appealing. 

Men use cosmetics for a variety 
of reasons. Tops on their list include 
“they help me to express my true self” 
(62%), “helps to correct something I’m 
self-conscious about” (58%), I like the 
way I look in makeup” (39%), “makeup 
enhances my natural attributes” (36%), 
“it is becoming more acceptable for 
men to wear makeup without a stigma” 
(37%), and “it looks great on celebrity 
men so why not?” (27%). n
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Urban Skin Rx has 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 Urban Skin Rx Men’s Collection addresses 
common skin care problems that men deal with, especially those with 
coarse and/or curly hair.

Inolex has launched ProCondition Sativa, a sustainable, 
biodegradable conditioning and emulsifying ingredient derived from 
Cannabis sativa (hemp) seed oil. ProCondition Sativa has comparable 
performance to Cetrimonium Chloride (CTAC), according to the 
supplier, while being safer for skin and eyes, and non-toxic to aquatic 
life. As a primary emulsifier, the ingredient builds formulation stability 
by formation of lamellar liquid crystals.

Ciara has launched her new clinical skin care brand, OAMskin. 
According to the brand’s Instagram page, it is debuting with the 
Radiance System, which includes: Vitamin C Hydrating Cleanser, 
Vitamin C Brightening Pads, 20% Vitamin C Brightening Serum, 
Vitamin C Eye Revitalizer and Vitamin C Radiance Moisturize.

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.

Mad Rabbit, the clean tattoo skin care brand, has unveiled its 
Numbing Cream to relieve pain prior to and after getting a tattoo. The 
launch of Numbing Cream marks Mad Rabbit’s first foray into the 
pre-tattoo care space. Numbing Cream delivers fast-acting pain relief 
in just one application, according to the company.

Solvaderm has launched The 
Blackstone Collection, a line of 
medical-grade products formulated 
for male skin. The line includes: 24-
Hour Moisturizer Cream, Face + Body 
Mist Anti-Blemish Treatment Spray 
and Daily Pick-Up Eye Cream.
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Solvaderm has launched The 
Blackstone Collection, a line of 
medical-grade products formulated 
for male skin. The line includes: 24-
Hour Moisturizer Cream, Face + Body 
Mist Anti-Blemish Treatment Spray 
and Daily Pick-Up Eye Cream.

Urban Skin Rx has rolled out the HyperCorrect 
Intense Fading Cream, a pre-cleanse treatment 
formulated to reduce the appearance of 
hyperpigmentation while minimizing the signs 
of premature aging. Free of hydroquinone, the 
HyperCorrect Intense Fading Cream is a daily wash-
off fading solution that features 5% cysteamine.

Alpyn Beauty has unveiled its 
Juneberry & Collagen Hydrating Cream 
Cleanser, the latest product in its line of 
sustainably harvested formulas. The cold 
cream cleanser features wild juneberry, 
a wildcrafted and hand-cultivated alpine 
botanical straight from the mountains 
of Jackson Hole, Wyoming. It is rich in 
vitamins A, B, C and E that are designed 
to replenish the skin’s vitamin balance 
and provide anti-aging benefi ts.

Iris&Romeo has launched The Reset Hyaluronic Acid + Niacinamide 
Serum Spray, an all-in-one skin plumping serum spray. The spray 
combines niacinamide, ceramides and hyaluronic acid. It is said to be 
packed with four different molecular weights of hyaluronic acid that 
work overtime to increase cell membrane fl uidity by 40% to visibly 
plump skin.
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BeautyBio has launched its Blue LED + Pore Flushing Extraction 
Tool, which is said to unclog pores and exfoliate dead skin cells while 
removing debris and excess oil in one treatment. The tool helps make 
pores appear smaller, while resurfacing texture and infusing skin with 
salicylic and hyaluronic acid.

YouTubers Brooklyn and Bailey McKnight have launched itk (which 
is an abbreviation of “in the know”), a line of dermatologist-tested skin 
care essentials co-developed by Maesa, exclusively at Walmart. The 
cruelty-free skin care line, inclusive of 15 SKUs for a wide range of 
skin types and needs, is available in 3,800 Walmart stores nationwide 
and online on walmart.com.

Robertet’s Tasmanol is a vegetal anti-aging solution based 
on Tasmannia lanceolata, a Tasmanian tree. When applied, 
the technology reportedly stimulates TGFß release to induce a 
normalization of the extracellular matrix, with significant increase of 
pro-collagen I and elastin. Tasmanol is derived via green extraction 
and features the anti-inflammatory compound polygodial. 

In formulations such as BB and CC creams, beauty supplements 
and anti-aging products, the ingredient boosts collagen and elastin 
production, increases dermis density and thickness, improves skin 
roughness and firmness, improves the appearance of stretch marks.

Kate Moss has launched Cosmoss, her new beauty and wellness 
brand. Oakmoss is the central ingredient in the line, which in its pure 
form nourishes and hydrates the skin and restores smoothness, 
firmness and elasticity.

Derm skin care brand Cosrx has announced the launch of Vitamin 
E Vitalizing Sunscreen SPF 50+, which meets the requirements for 
broad-spectrum protection. According to the company, it worked 
closely with dermatologists to develop a brand that addresses every 
person’s skin concerns.
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Living Proof has introduced its Healthy Hair Perfector, the latest 
product in its popular Perfect Hair Day range, which seeks to help 
healthy hair stay cleaner with fewer washes. The Healthy Hair 
Perfector is an enhancing treatment for dull, damaged hair that 
restores the hair’s surface, leaving it soft, shiny and healthy looking. 
The Healthy Hair Protector can be used on wet or dry hair to 
achieve results.

Prose has launched the Custom Styling Gel multi-use styling 
formulation, which reportedly adapts to the user’s particular hair 
texture. The gel comprises 97% ingredients from natural origin, 
particularly aloe vera, okra and sea moss, to deliver lasting hold, 
versatility of looks, curl definition, hydration and frizz prevention.

Premium Japanese beauty brand Dr. Keller has released its 
Power Eyelash Serum and Scalp and Hair DK Essence, featuring its 
proprietary skin penetration technology called QuSome. QuSome 
improves the efficacy of active ingredients by penetrating the depths 
of the skin and precisely delivering them to the source of the skin’s 
problems, according to the company. The Scalp and Hair DK 
Essence uses the QuSome technology to create a healthier scalp and 
prevent hair breakage.

Jennifer Aniston’s hair care brand, LolaVie, has launched 
the LolaVie Restorative Shampoo and Restorative Conditioner 
exclusively at LolaVie.com. The Restorative Shampoo gently 
cleanses and nourishes the hair and scalp with vegetable 
ceramides, botanical extracts, and B vitamins like niacinamide and 
biotin. The Restorative Conditioner hydrates and nourishes the hair 
and scalp with a vegan keratin complex and botanical extracts from 
coconut, jackfruit and orange.
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Sigma Beauty has launched its Disney Alice in Wonderland 
collection, featuring a new eyeshadow palette, pressed-powder 
cheek duo, limited-edition five-piece brush set and a lip duo featuring 
a new, ultra-hydrating lip cream formula.

Kao has released Kanebo Lively Skin Wear in Japan. The creamy, 
translucent gel foundation will emulate the texture of skin while adding 
a vibrant color and healthy glow to the complexion. Kao Laboratories’ 
Lively Skin Technology is an innovation that creates color oil with 
highly dispersed powder pigments encapsulated in translucent gel.

Kulfi Beauty has launched its Main Match concealer 
with a shade range that caters to deeper skin tones. The 
brand developed 12 shades of the Main Match concealer to 
work across a diverse range of skin tones.The concealer is 
designed to provide medium coverage of dark circles under 
the eyes and hyperpigmentation.
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C4 Alpha Packaging 1-314-427-4300 www.alphap.com

35 Beauty Bridge Labs 1-400-727-57800 www.beautybridgelabs.com

C2 Bio-Botanica, Inc. 1-631-231-5522 www.bio-botanica.com

24–25 Campo Research Pte Ltd. 11-656-383-3203 www.campo-research.com

1 Cosmetic Group USA, Inc. 1-818-767-2889 www.cosmeticgroupusa.com

3, C3 Cosmopak USA/Cosmopak Europe 1-516-767-9119 www.cosmopak.com

41 Integrity Ingredients Corp. 1-310-782-0282 www.integrityingredientscorp.com

47 Lady Burd 1-800-345-3448 www.ladyburd.com

23 NF Beauty Group 1-714-522-7704 www.nfbeautygroup.com

34 Spectra Colors Corp. 1-201-997-0606 www.spectracolors.com

43 Sun Deep Cosmetics, Inc. 1-800-985-2228 www.sundeepinc.com

C1, 10–13 Univar 1-425-889-3400 www.univarusa.com

39 Welch Holme & Clark Co., Inc. 1-973-465-1200 www.welch-holme-clark.com

The Advertiser Index is provided as an additional service for readers to obtain information on companies and their products. The publisher assumes no liability for omissions or errors.
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PCR, re�llable, glass, paper, aluminum, mono material

---you name it, we have you covered.

explore our latest packaging collection let’s nurture for inspiration
and contact cosmopak to collaborate on your next project.
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