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  SPARK |  BY JEB GLEASON-ALLURED

G
iven conflicting economic news in the United States regarding job 
growth and inflation, many are arguing over whether the country 
is in a recession; but no matter the technical details, it’s clear that 
the economy and consumers are feeling somewhat uncertain, and 
perhaps confused, even if metrics such as individual savings are in 

relatively good shape. While the beauty industry considers what that might 
mean for brand strategies for the back half of the year and 2023, the good news 
is that beauty sales remain strong. 

As reported by NPDa, U.S. prestige beauty sales revenue for Q2 2022 jumped 
16% year-over-year, totaling $6 billion. For context, the sector achieved 19% 
growth in Q1 2022.  

This growth isn’t limited to the United States. In the United Kingdom, NPD 
foundb that prestige beauty sales were valued at £926 million in the first half of 
2022, an increase of 23% year-over-year. 

In a new analysisc, NPD’s Larissa Jensen notes that the beauty category has 
experienced a double-digit rise in unit sales so far for 2022, which distinguishes 
it from all other industries covered by the firm.

Beauty in Uncertain Times

EDITORIAL ADVISORY BOARD
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U.S. prestige beauty sales revenue for Q2 2022 jumped 16% year-over-year, totaling 
$6 billion; photo by Cherrydeck at Unsplash.

awww.gcimagazine.com/consumers-markets/news/22340760/q2-beauty-sales-jump-16
bwww.npd.com/news/press-releases/2022/the-premiumisation-of-beauty/
cwww.npd.com/news/blog/2022/in-2022-the-beauty-index-is-born/
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Jensen notes that beauty may benefit from the category’s 
ability to offer shoppers some comfort in uncertain times at 
a relatively accessible price point.

She explains, “The ‘lipstick index’ is the beauty industry’s 
economic indicator, and it is flashing red. When NPD 
overlaid lipstick sales volume over consumer sentiment 
trends from our partners at CivicScience, we found an 
opposite correlation between the two, indicating that 
consumers are treating themselves with beauty products.”

Prestige in particular is benefitting from a growing base 
of households earning more than $100,000 per year. Those 
shoppers are well-positioned to indulge in beauty even in 
uncertain times.

An NPD analysis from the United Kingdom, meanwhile, 
shows that the market’s growth is being driven by average 
price point growth of 8%, spurred by a desire for larger 
product sizes and more intensive formulas.

Women’s fragrance format sales alone boomed 137% in 
the first half of 2022, while men’s fragrance format sales 
doubled in the same period. Fragrances retailing for more 
than £125 now account for 11% of U.K. category sales, per 
NPD, up 4% year-over-year. 

Total sales of women’s fragrance juices increased 34%, 
while sales of fragrance juices greater than 100 ml in size 
rose 50% in the first half of 2022. 

The trend is being seen in the United States as well. As 
reported earlier, U.S. prestige fragrance is being boosted by 
a 25% jump in average price versus 2019, per NPD, with 
the average price for fragrances increasing 6% in Q2, versus 
2021. That is twice the rate of the rest of prestige beauty.

Inflation is partly responsible for those increases, but so 
too is the desire for higher priced scents, per Jensen.

Other high-growth, premiumized sectors include 
foundations, which have had average prices jump 10% year-
over-year in the first half of 2022. Average prestige skin care 
sale prices in the United Kingdom were also up 7%, per 
NPD, compared to 4% for the mid-range sector.

The key takeaway? Consumers, at whatever level, are 
seeking more value for money. Beauty is uniquely poised to 
meet this need.
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HAIR CARE & BEAUTY 
INGREDIENTS

Scalp care continues its momentum in 2022 as a trending hair topic.

www.gcimagazine.com Insider Insights: Hair Care & Beauty Ingredients 9
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G
lobal Cosmetic 
Industry recently 
spoke with 
industry insiders 
to learn what 
consumers are 
seeking in the 
hair care space.

Natural Ingredients
Christine Meier, digital marketing 

manager, Mibelle Group 
Biochemistry, says, “In hair 
care, just as in overall personal 
care, natural ingredients and 
an interesting story behind 
the ingredients become more 
important. Customers are 
looking for sustainable, 
traceable, organic and 
upcycled ingredients, but 
they need to be effective, 
too. Besides clean, 
sustainable and effective, 
biotechnological 
ingredients will become 
more sought after.”

Meier continues, 
“We recently launched 
MelanoGray, an anti-hair 
graying essence. Thanks 
to its melanin stimulating 
and antioxidant activity, 
it markedly reduces 
the quantity of gray 

hair in both men and women. It is 
a sustainable upcycling ingredient, 
created from the peel paste from 
organic mandarins which only grow on 
the Greek island of Chios.”

Scalp Care
Meier says, “Another increasing 

trend is scalp care. This trend 
started in Japan more than 10 years 
ago and has now become a global 
phenomenon. Specialized scalp care 

innovations and extra steps (such as 
serums, exfoliators and rinse-off/leave-
in products) in the scalp care routine 
are emerging. Consumers become 
more aware of the health of their 
scalp and the microbiome plays an 
important role here.”

Jennifer King, director of cosmetics 
ingredients NA, Symrise, says, 
“As COVID-19 increased levels of 
chronic stress, consumers are seeking 
holistic approaches for healthy hair, 

2022 HAIR CARE 
INGREDIENT TRENDS
Consumers are seeking out hair care products that are natural and silicone-free.

www.gcimagazine.com Insider Insights: Hair Care & Beauty Ingredients 9

Mibelle Group Biochemistry produces its MelanoGray ingredient from mandarins.
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STOCK PACKAGING FOR NIMBLE BRANDS
| BY SHEHERAZADE CHAMLOU, VP sales beauty, Americas, SGD Group

Speed to market is a necessity in the beauty 
segment, making at-the-ready stock packaging 
with quick customizable packaging options very 
appealing, especially to indie brands. In a trend-led 
industry, the quicker a brand launches a new kind 
of product, the greater its competitive edge. SGD 
Pharma’s Beauty & Care Division is answering 
increasing demand for full packaging solutions 
from its Zhanjiang, China-based factory by offering 
its Constellations stock range of glass cosmetics 
packaging together with a range of accessories 
developed with partner suppliers. SGD China’s  
extensive range of in-house decoration techniques 
are used to further custom-design bespoke pack-
aging for brands to suit their go-to-market needs.

One example of a recent launch using SGD 
Beauty & Care’s Total Solutions range is Zhuben 
rose essential hair oil, which was launched in Q4 
2021. Zhuben, a name which means ‘to trace the 
source,’ is an emerging direct-to-consumer Chinese 
aromatherapy skin care brand. For their first essential hair oil launch, Zhuben chose SGD’s APUS 100 
ml stock bottle decorated in translucent pink lacquer with a white silk screen. The customized pack-
age further emphasizes and communicates the aromatic nature, [Chinese] aesthetics and the healing 
property of the product and helps create a statement unique to the brand. n

Zhuben, a Chinese skin care brand, used SGD 
Group’s Total Solutions range for the launch of its 
rose essential hair oil.

including taking care of their 
scalp. The ‘skinification of the 
scalp’ trend is even seen in 
Tik Tok now as the hashtag 
#scalpcare has over [297 
million views as of press time]. 
One of Symrise’s innovations 
in scalp care is SymControl 
Scalp, which is an effective 
scalp balancing ingredient 
crafted from Mediterranean 
microalgae. It protects hair 
fibers and is produced by blue 
biotechnology.”

Silicone-free Formulas
King says, “A current trend 

we’re seeing in hair care is 
silicone-free formulas in 
hair care. Symrise’s newest 
innovation in hair care is 
SymHair Thermo—a natural, 
multi-benefit solution to 
protect hair from heat damage. 
SymHair Thermo acts the same 
as silicones in hair care, but 
is sustainably sourced from 
mushrooms and helps maintain 
hairstyles for longer.” n
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WHAT’S TRENDING: 
BEAUTY INGREDIENTS
Brands are responding to the beauty landscape’s trend of multiple benefits in products.

Beauty ingredients are shifting to become simpler and more natural.
Indian sandalwood oil by Quintis is an ingredient that provides 
multiple benefits to cosmetic product formulation.
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G
lobal Cosmetic 
Industry recently 
spoke with industry 
insiders to learn 
how the beauty 
industry continues 

to adapt to the evolving preferences of 
today’s consumer.

“Cleanical” Beauty
Ana Prieto, product manager, 

Quintis, says, “The ‘cleanical’ category 
has been a growing trend in the beauty 
industry over the last few years. It’s 
not uncommon for consumers to be 
debating between a product that is 
perceived as natural but may not be 
potentially as effective, or a clinical lab-
made product that can be considered 
targeted to a need, such as fine lines 
or acne. The cleanical movement 
directly addresses this and offers a 
perfectly balanced alternative focused 
on plant-based ingredients that are 
consciously lab formulated. Cleanical 
beauty entered the industry in line with 
increasing consumer awareness of 
ingredients and product efficacy, and 
brands are recognizing that consumers 
want to see real results but want to use 
ingredients they feel are safe and better 
for the environment.”

Prieto continues, “Indian 
sandalwood oil is a multifunctional 
ingredient that provides multiple 
benefits to cosmetic product 

JD Lusteris by Jojoba Desert is suitable for multiple applications, including skin care, acne products, 
hair care, sun care, color cosmetics and more.

formulation and is a great example 
of what can be considered a cleanical 
ingredient. The active component 
in sandalwood oil, alpha-santalol, 
targets myriad skin issues, including 
well-aging, acne and inflammation, 
as it has been proven to be a natural 
anti-inflammatory, antimicrobial, and 
anti-pigmenting ingredient, along with 
being a powerful antioxidant from 
Quintis’s recentcellular and clinical 
and studies.”

Skin Benefits
Lee Reuveni, CEO, Jojoba Desert, 

says, “In light of today’s economic, 
social and environmental challenges, 

we can identify rising 
trends that impact product 
development, such as health, 
science, sustainability and 
supply stability. Consumers 
are focusing more on products 
designed to improve their 
skin health and appearance—
products that provide positive 
influence on the microbiome 
of the skin, improving skin 
barrier and providing protection 
against pollution and UV 
radiation damages. Natural 
and fermented ingredients 
play a big role in the rising 
trends in the industry, creating 
environmentally friendly, 

non-GMO, biodegradable products that 
offer active benefits to the skin.”

Reuveni continues, “JD’s recent 
product launches attend these exact 
concerns and trends, offering natural 
biodegradable and sustainable actives, 
for healthy glowing skin and hair.

“JD Lusteris [is] a unique premium 
emollient with superior sensorial effect, 
sourced from JD Jojoba Oil, created 
as a natural derived alternative to 
nonvolatile low viscosity silicones.”

The executive concludes, “JD 
Lusteris is microbiome-friendly 
certified, offers multifunctional 
performance with extraordinary 
light silky sensory, as well as efficacy 
functions in the formulation such 
as sebum control properties, deep 
soothing effect, acne-prone skin 
improvement benefits, as well as 
hair and scalp protection. Produced 
through a green chemistry process, it 
is biodegradable, responsibly sourced, 
and eco-friendly and is suitable for 
multiple applications, including skin 
care, acne products, hair care, sun 
care, color cosmetics and more.”

 Kathy Choi, international sales 
manager, Spectra Colors, says, 
“Consumers concern and seek health 
much more than before; they are always 
looking for products for less vanity and 
luxury. Beauty ingredients are shifting 
[to] more simple and natural.” n

Indian sandalwood oil by Quintis is an ingredient that provides 
multiple benefits to cosmetic product formulation.
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PRODUCT ROUNDUP [Products, Equipment & Services]

Market-forward Ingredients, Packaging & Services

Retinol 0.5% Serum
Lady Burd Cosmetics
www.ladyburd.com/product/retinol-serum/

The Retinol 0.5% Serum is a vitamin A-infused 
serum that improves the appearance of fine 
lines and wrinkles, skin textures and tone. It is 
best for maturing and acne prone skin.

Campo D.M.A.E. 99.99%
Campo Research
www.campo-research.com

Dimethylaminoethanol tartrate (DMAE) is an antioxidant 
membrane stabilizer that firms, smoothes and brightens 
the skin. Campo D.M.A.E. 99.99% is a natural organic 
compound, extracted from the Mexican Skin Tree (Mimosa 
tenuiflora). It has amphiphilic properties, as the ingredient is 
comparable with how DMAE exists in nature.

Tofu Cream
NF Beauty Group
www.nfbeautygroup.com

NFBG’s Tofu Cream has the fun texture of soft tofu. It applies smoothly 
and gives a deep moisturizing effect. Infused with soybean extracts 
and 17 amino acids, it is anti-inflammatory, anti-aging and achieves a 
healthy glow improving skin elasticity.

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.

High Color Payoff Talc-Free Eyeshadows
Cosmetic Group USA
www.cosmeticgroupusa.com

Cosmetic Group USA cares about providing customers with the safest 
eyeshadow ingredients. Our talc-free pressed eyeshadow formulas 
encourage healthy lids with a high color payoff. Connect with Cosmetic 
Group USA for a private meeting to view our wide range of talc-free 
innovations at info@cosmeticgroupusa.com or (818) 767-2889.
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Market-forward Ingredients, Packaging & Services

252 Series Refillable Airless Bottle
Allstar Packaging Corp.
www.allstarpkg.com/252-refillable-airless

Allstar Packaging Corp. now offers a new refillable option available for 
custom order. A sleek refillable airless pump bottle package comes 
with a separate refillable inner bottle unit and service cap. It is avail-
able in 15 ml, 30 ml and 50 ml sizes. Packaging is user-friendly with 
easy assembly and refill replacement.

All PE Mono-Material Airless Tubes
Seacliff Beauty Packaging & Laboratories
www.seacliffbeauty.com/collections/mono-material

Our mono-material airless system packaging is made from 100% of 
the same resin: polyethylene (PE). This metal-free packaging solution 
allows for easy recyclability to help reuse and reduce plastic waste. 
By using only one resin (PE), it allows for easy disposal, collection and 
recycling. It is available in green PE (sugarcane).

Grandiciin
Biocogent
www.biocogent.com/grandiciin

Grandiciin, an anti-blemish active, limits the biofilm-resident C. acnes 
and prevents tissue-damaging inflammation in blemish-prone skin. 
The activity is attributable to the efficacious mix of prenyl flavonoids 
found in Epimedium sagittatum. Grandiciin is compatible with most 
commonly used acne formula ingredients.

Botaniplex Balance SC
Acme-Hardesty Co.
www.acme-hardesty.com/personal-care-cosmetics

Botaniplex Balance SC is a synergistic mixture of plant extracts 
that sooth and rebalance irritated skin and scalp impacted by acne 
and dandruff caused by S. capitis and P. acnes bacteria. You’ll see 
a prebiotic effect, antimicrobial activity and anti-inflammatory and 
anti-oxidative properties when using this ingredient.
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MARKETS & TRENDS

From neuromarketing to forward-looking market 
data to founder insights from the industry’s fastest-
growing brands, Beauty Accelerate 2022 will 
explore the industry’s next phase of innovation.

GOOP, BeautyStat, Nutrafol, Estee Lauder, Glow Recipe, 
Olaplex, Danessa Myricks Beauty, & Many More Taking 
the Stage at Beauty Accelerate 2022 in NYC

A fter a three-year hiatus, 
Beauty Accelerate returns 
in-person in NYC 
September 28-29, 2022 at 

the Metropolitan Pavilion, featuring 
newsmaker brands, R&D innovators, 
market analysts and retail thought 
leaders offering actionable insights as 
we head toward 2023. Marquee names 
include GOOP, Allure Store, Danessa 
Myricks Beauty, Glow Recipe, Olaplex, 
Estee Lauder, Beekman 1802, Fekkai, 
Bloomeffects and BeautyStat.

The event will also feature a 
boutique expo floor, featuring the latest 
concept products to inspire attendees’ 
innovation, as well as packaging, 
ingredients and services to accelerate 
their businesses. 

>>> Beauty Accelerate registration 
is open at  

www.beautyaccelerate.com. <<<

Founders & Leaders in Focus
Among the brand founders and 

leaders who will take the stage at 
Beauty Accelerate are:

• Lauren Chan, director of 
marketing, Glow Recipe

• Ron Robinson, founder, CEO, 
BeautyStat

• Sam Archer, VP of product 
marketing and innovation, Nutrafol

• Charlotte Watson, CMO, Olaplex
• Helene Caillate, general manager, 

Flamingo/Harry’s
• Jill Scalamandre, CEO, 

Beekman 1802
• Danessa Myricks, founder, Danessa 

Myricks Beauty
• Kim van Haaster, founder, 

Bloomeffects
• Andrew Silberstein and Eli Bailey, 

founders, Solawave

• Diarrha N’Diaye-Mbaye, founder, 
Ami Cole

• Frederic Fekkai, founder, Fekkai
• Britney Winters, founder, Upgrade
• Chris Skinner, founder, 

School House

These leaders will offer first-hand 
insights into growth and longevity in a 
crowded marketplace.

Beauty Data: Looking Ahead 
at 2023

To help our attendees prepare and 
strategize for growth through the end 
of the year and 2023, Beauty Accelerate 
will feature a wide range of data 
briefings from leading firms presenting 
the latest data decoding industry 
opportunities. Key talks will include:

Beauty Growth Opportunities: 
The Gen Z Beauty Consumer

Gen Z is the obsession of many new 
and existing beauty brands in 2022. 
This cohort currently comprises 30% 
of the global population, 97% of which 
find shopping inspiration on social 
media. They are also highly distinct 
from their millennial counterparts. In 
this presentation, Olivia Stelmaszczyk, 
research analyst, Euromonitor, will 
discuss insights into Gen Z that 
beauty brands can leverage in future 
innovation and business planning.

Beauty Growth Opportunities: 
The NielsenIQ Perspective

Taylor of NielsenIQ will present 
actionable data on growth 
opportunities in the beauty industry. 
NielsenIQ’s trustworthy data measures 
and predicts shopper behaviors to 
assist in organizational decision-
making. Attendees will come away 
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with fresh data that can shape future 
planning and innovation.

Beauty Growth Opportunities: 
The Spate Perspective

Yarden Horwitz of Spate will 
present actionable data on growth 
opportunities in the beauty industry. 
Spate analyzes millions of online 
consumer searches to identify the next 
big trend. Attendees will come away 
with fresh data that can shape future 
planning and innovation.

Beauty Growth Opportunities: 
The NPD Perspective

NPD analyst Jennifer Famiano will 
provide insights into the beauty trends 
driving growth. As NPD has noted, 
the marketplace is being reshaped 
by channel shifts and indie brands. 
Therefore, the firm derives insights 
based on “what is selling, where, why, 
and for how much.” Attendees will 
come away with actionable insights 
to apply to future innovation and 
business planning.

>>> Beauty Accelerate registration 
is open at  

www.beautyaccelerate.com. <<<

Retail Focus: Allure Store x 
Solawave

Beauty Accelerate is delighted to 
announce that Sonny Gindi of Stour/
Allure Store and Solawave founders 
Andrew Silberstein and Eli Bailey will 
take the stage in NYC to discuss the 
state of beauty retail/distribution post-
pandemic and what’s driving growth 
in a changed world. This session 
will be a must-attend for any brand 
seeking better visibility on the state of 
channel distribution. 

In July 2021, Allure opened the 
Allure Store in NYC, allowing 
consumers to shop by editorial 
headlines and engage with brands 
curated by Allure editors. The space 
is a collaboration between Condé 
Nast and the Stour Group and has 
hosted a wide range of brands, 
including Murad, StriVectin, Hero 

Cosmetics, Sunday Riley, Patchology 
and BeautyCounter.

More recently, Ulta Beauty has 
collaborated with The Allure Store 
to open a pop-up, offering a monthly 
curated assortment of beauty 
products. Participating brands include 
the Ulta Beauty Collection, Andrew 
Fitzsimons, Billie Eilish Fragrance, 
Black Girl Sunscreen, Charli D’Amelio 
Fragrance, Fenty Beauty, Love 
Wellness, Morphe, NYX, Olaplex, 
r.e.m. beauty and Supergoop!. 

At the time, Gindi said, “One year 
after the Allure Store debut, we’re 
thrilled to announce our first retail 
partnership with such a beloved leader, 
Ulta Beauty. We are proud to pave 
the path in merging beauty media 
and retail to disrupt traditional brick 
and mortar experiences. Our shared 
passion for meeting beauty lovers 
where they are and reimagining retail 
reinforces why this collaboration is a 
perfect fit.”

Joining Gindi will be Solawave’s 
founding duo, Andrew Silberstein 
and Eli Bailey. Mashable noted that 

Ron Robinson, founder and 
CEO of BeautyStat, will 
speak as part of the event.

Danessa Myricks, founder, 
Danessa Myricks Beauty.

Sam Archer, VP of product 
marketing and innovation, 
Nutrafol.

Charlotte Watson, CMO, 
Olaplex.

Frederic Fekkai, founder, 
Fekkai.

Britney Winters, founder, 
Upgrade.

Diarrha N’Diaye-Mbaye, 
founder, Ami Cole.

Solawave cofounder Andrew 
Silberstein.

Solawave cofounder Eli 
Bailey.

Sonny Gindi of Stour/Allure Store.
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the brand is “Tik Tok famous,” while 
Harper’s Bazaar recently declared, “the 
Solawave Bye Acne: 3 Minute Light 
Therapy Spot Treatment is an excellent 
match to its lifting and radiance-
enhancing sister device, the Advanced 
Skincare Wand with Red Light 
Therapy, and worth adding to any skin 
care rotation.”

The brand is also a favorite of 
celebrities like Reese Witherspoon and 
Mandy More.

Neuromarketing & Emerging 
Tech Takes Center Stage

During “Tech x Beauty: Accelerating 
R&D Innovation,” Peter Tsolis vice 
president, skin care R&D, The Estee 
Lauder Companies, will join Ron 
Robinson, founder, CEO, BeautyStat, 
and Akshay Talati, VP product 
development, research and innovation, 
GOOP, in a discussion about ideas for 
leveraging technologies, including tips 
and tricks, and the pitfalls to avoid. 

Meanwhile, John Jiménez, senior 
researcher, Belcorp, will discuss 
the ways in which neuromarketing 
offers great opportunity for product 
innovation while changing the way 
consumers see cosmetics. This 
session will explain fundamentals in 
the physiology and anatomy of the 
brain and how they are important to 
cosmetic product experiences.

Presented at a “101” level, this talk 
will define neurocosmetics; describe 
the key roles of attention, memory and 
emotions in the product experience; 
review the most important evaluation 
methods, ethics and limits; and 
highlight some of the most relevant 
trends and projections in this field, 
which will guide cosmetics innovation 
in the years to come. 

The session will end with a surprise 
engaging experience for the audience.

Sustainability & Safety 
in Focus

As the industry pivots further and 
further toward sustainability, Beauty 

Accelerate will address the challenges 
and opportunities.

First up, Anja Nikolova will present 
“Certifiable Sustainability: Packaging, 
Formulas, Processes and More,” 
offering brands insights for their 
labeling and claims. 

Up next, Jay Ansell, Ph.D., VP 
cosmetic programs, Personal Care 
Products Council, will present 
“Transformative Times: Challenges 
in Cosmetic Regulations and the 
Opportunities They Present.” The talk 
will address “a fundamental shift in 
the principles behind risk management 
that poses both challenges and 
opportunities for cosmetics.”

Furthermore, this keynote will 
explore the impact of the changing 
regulatory environment on cosmetic 
product development, ranging 
from how modern science and 
animal testing bans have driven risk 
assessment toward health and safety 
and away from predictive animal 
studies to sustainability, fragrance 
transparency and more.

Attendees will walk away with 
a clearer understanding of today’s 
cosmetic regulatory landscape 
and what that means for product 
development and safety. 

Skin Care Frontiers
NPD recently reported that U.S. 

prestige skin care sales growth 

accelerated slightly in Q2 to 12%, 
totaling $1.7 billion, highlighting 
ongoing engagement in the category. 
The growth comes amid a rise in 
clinical skin care brands. 

During “Skin Immunity and Health: 
Formulating Topical Solutions,” 
Sabrina Henry, R&D manager, skin 
health, Johnson & Johnson, will discuss 
the next evolution of the category.

As Henry notes, recent years have 
shifted consumer priorities and 
emphasized the importance of self-care. 
This has drastically accelerated the pre-
pandemic focus on health and wellness, 
with an added spotlight on immunity.

Henry’s session will describe the 
development of topical products to 
reinforce skin health and bolster 
immunity. Topics will include:

• how to integrate micronutrients 
and natural ingredients to 
strengthen the skin moisture 
barrier and support skin health;

• ways to formulate mild cleansers 
and soothing moisturizers to 
balance the microbiome;

• and more.

Addressing Hair Care’s Boom
Q1 prestige hair care sales in the 

United States jumped 32% year-over-
year and jumped another 24% in Q2, per 
NPD data, displaying massive growth 
for a previously sleepy sector. One factor 
driving growth? Skinification. 

During “Tech x Beauty: Ac-
celerating R&D Innovation,” 
Peter Tsolis vice president, skin 
care R&D, The Estee Lauder 
Companies, will lead a discus-
sion about ideas for leveraging 
technologies, including tips and 
tricks, and the pitfalls to avoid.

John Jiménez, senior research-
er, Belcorp, will discuss the 
ways in which neuromarketing 
is changing the way consum-
ers see cosmetics and holds 
great opportunity for product 
innovation. 

Akshay Talati, VP product 
development, research and 
innovation, GOOP.
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In “The Skinification of Hair Care: 
From Collagen to Hyaluronic Acid and 
More,” Lavinia Popescu, chief scientist 
of R&D for Olaplex, will outline how 
hair care has experienced a makeover.

Years ago, the focus was sulfate-
free formulas to reduce damage, and 
bonding agents to repair hair. While 
these trends continue, the focus 
has extended to scalp care and hair 
loss prevention, which meet at the 
intersection of a new phenomenon: the 
skinification of hair care. This refers 
to translating approaches for skin, 
e.g., anti-aging actives, repair agents, 
microbiome balancing, etc., to hair.

This session will explore the concept, 
explaining how hair can benefit 
from skin-centric approaches and 
ingredients; and provide examples of 
incorporating collagen, hyaluronic 
acid, etc., into hair care.

Boutique Innovation 
Showcase

Beauty Accelerate inspires brands 
of every size to innovate nimbly and 
mindfully. To help get innovation 
partnerships started, the event also 
features a boutique exhibition of the 
industry’s leading experts in packaging 
and ingredients, product development 
and manufacturing, technology and 
software, and much more.

Attendees will come away with the 
tools and relationships to elevate their 
brands to the next level. Key supply 
chain and service partners (as of press 
time) include:

• Actera Ingredients
• Amerilure Inc.
• Beauty Branding Labs
• Biocogent
• Chemyunion

• Coptis Cosmetic Solutions, LLC
• Croda
• Demetrix
• DSM Nutritional Products Inc
• Evonik Corporation
• Federal Package
• Grant Industries
• Hallstar Beauty
• Mibelle AG Biochemistry
• Miyoshi America
• P2 Science, Inc.
• Pack-Tubes
• Quadpack
• Rahn USA
• Symrise
• Taiki USA Inc
• TAOS Inc. - Technical Art of Science 

(TAOS) Univar Solutions USA Inc

More exhibitors will be announced 
soon. n
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BEAUTY & 
PERSONAL CARE 
PACKAGING IN 
UNCERTAIN TIMES
Whether responding to macroeconomics, climate change or other issues, 
suppliers are stepping up to meet the needs of the industry. 

|

Global Cosmetic Industryfacebook.com/gcimagazine @globalcosmeticindustry @GCI_Magazine

Packaging concepts are being steered toward popular formats, including refi llables 
and monomaterials; photo by Carlos Rodríguez at Unsplash.
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W hen visiting 
McKernan Packaging 
Clearing House on 
the Cosmoprof Las 
Vegas show floor 

this past July, the company was 
highlighting its offer of free freight 
on purchases of specific catalog items 
at set minimums. The clever offer 
shows just how impacted brands are 
by freight costs amid supply chain 
and inflation challenges. Elsewhere on 
the show floor we saw some brands 
conserving cash and buying readily 
available packaging as needed, rather 
than warehousing components. At 
least for some, the return to just-in-
time practices was in full resurgence. 

But, beyond the business 
maneuverings, the real news out of 
Luxe Pack NY, Cosmoprof and the 
news cycle has been sustainable 
innovation. Gwenaelle Ogor, general 
manager, Innovative Beauty Group 
(IBG) France, recently told us, “We 
have a dashboard which gives us CO

2 
emissions data according to the mode 
of transportation used. We are able to 
discuss with our clients the CO2 impact 
of using air, sea or land transport. 
We are also able to break down the 
materials used in products by their 
weight to optimize product design and 
gauge CO2 impacts.”

She added more insights into 
how this level of detail extends into 
packaging: “We offer incredible mono-
material concepts as often as we can 
and utilize materials with existing 
recycling streams like PE, PP and 
PET, while avoiding materials with 
no recycling stream or recycling 
disruptors. We also include recycled 
material wherever possible.”

Ogor continued, “To work on 
this challenge our parent company 
has joined the Ellen McArthur new 
circular economy commitment and 
partners with NGOs and environmental 
experts to develop and implement 
solutions to improve the environmental 
performance of the entire packaging 
value chain … Brands can join the 
Ellen McArthur new circular economy 
commitment to develop and implement 

solutions to improve the environmental 
impact of the entire packaging value 
chain. They can also reach out to 
us, and we can walk them through 
the process of sustainability options 
in packaging and the associated 
environmental impact.”

She added, “An example of one of 
our technical solutions came from 
Fasten, an Innovative Beauty Group 
(IBG) company. It is a mono-material 
assortment (100% PP, PE or PET) 
that includes a liquid dispenser, 
pump dispensers, airless dispensers, 
foamers, bottles, tubes, refillable 
jars, lipsticks and droppers. Another 
example is our garden goods line 
showcase; a vegan beauty line in 100% 
recycled PET packaging.”

Read on to learn more about how 
the supply chain is delivering new 
innovation under the challenge of 
greater sustainability and responsibility.

The Beauty of Glass
Suppliers’ ranges of glass 

components continues to escalate, 
spanning everything from luxury to 
eco-friendly upgrades. For example, 
Baralan’s new Claudette Large Series 
comprises a line of slim, cylindrical 
glass bottles for makeup and skin 
care. This represents the third glass 
range introduced by the company, 
following both the Penelope and 
Marina Series.

The newest series is available in 
three variants: Claudette Large 10 
Super-Weight (SW), Claudette Large 
12 SW and Claudette Large 15. Two of 
the sizes are characterized by a super-
weight style featuring a heavier glass 
bottom for a luxurious look and feel.

All three bottles in the series feature 
the same neck finish, allowing for 
numerous combinations with a range 
of accessories and closures available in 
Baralan’s standard collection.

Meanwhile, Baralan has introduced 
two larger glass jar sizes to its Maria 
Jar line: the Maria Jar 150 and Maria 
Jar 200. The designs 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 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 provide 
benefits in terms of supply and cost 

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

Baralan’s new Claudette Large Series comprises a line of 
slim, cylindrical glass bottles for makeup and skin care.
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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, Berlin Packaging 
recently introduced Makeup in Glass, 
a collection of premium glass bottles 
that can be combined with multiple 
closures and accessories for a variety 
of makeup applications. The packaging 
is made with thick extra-flint glass 
suitable for both mass and luxury 
markets. The bottles have a special 
screw neck designed to accommodate a 
range of applicators in different shapes 
and sizes for face, lips, eyes, eyebrows 
and more. 

The recyclable range includes 5 ml 
and 10 ml VIP bottles with a 13/415 
neck; the designs allow for external 
varnishing and metallization, screen-
printing, hot stamping, laser etching, 
inkjet, and 3D inkjet. 

FuskionPKG has unveiled its next generation of 
airless technology, comprising a refillable system 
with a plastic spring, rendering the entire design 
monomaterial and recyclable.  

Berlin Packaging recently introduced Makeup in Glass, 
a collection of premium glass bottles that can be 
combined with multiple closures and accessories for a 
variety of makeup applications.

Tubex has unveiled the Monotube, comprising 100% 
recycled aluminum, including 95% post-consumer 
and 5% post-industrial content.

Oliver Inc. has developed eco-friendly metalized 
folding cartons using materials that are certified 
as recyclable.

Seacliff Beauty recently took airless to the next level 
with its Mono-Material Airless System Packaging, 
made from 100% polyethylene (PE).

Next Level Aluminum 
Packaging

Anomatic has unveiled its Eco-
Alloy all-aluminum packaging system, 
featuring 100% recycled content, 
including 60% post-consumer and 
40% pre-consumer. The packaging can 
sustain a wide range of decoration and 
finishes, including screen printing, 
hot foil stamping, soft-touch, laser 
engraving, digital embossing, gradients 
and many more. 

Meanwhile, Tubex has unveiled 
the Monotube, comprising 100% 
recycled aluminum, including 95% 
post-consumer and 5% post-industrial 
content. The design’s aluminum 

closure both protects the contents and 
simplifies the design’s recyclability. 
The design allows the user to break off 
the tip, which can then be used as the 
tube’s closure. The design is ideal for 
products such as cosmetics and hair 
dyes and can be deployed for single-/
multi-use, travel size and sample size 
applications. 

The company has also launched 
the Blue Tube Evo, which comprises 
100% recycled aluminum and thereby 
generates 70% fewer CO

2 emissions 
than conventional alternatives, per the 
supplier. The lightweight design uses 
15% less aluminum than conventional 
designs and is therefore easy to empty. 
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FACING DOWN COSMETICS’ COUNTERFEIT & DIVERSION THREAT
| BY STEVE TALLANT, director, market development, Markem-Imaje 

Beauty products are the third most counterfeited consumer items after fashion and jewelry.

Faking it is big business right now. According to the U.K. govern-
ment’s Intellectual Property Officea, beauty products are the third most 
counterfeited consumer items after fashion and jewelry. Cosmetics 
companies are still reeling from the huge behavioral shift caused by 
the pandemic—not only that of customers but also of counterfeiters. 
With stores closed and consumers turning to e-commerce during 
lockdown, it wasn’t long before fraudsters took advantage, targeting 
customers who normally shopped in physical settings and were now 
forced to go online.

The global cosmetics industry is a behemoth worth roughly $400 
billion annually. The significant, and likely permanent, shift to online 
buying of cosmetics by many has made this market space incredibly 
attractive to counterfeiters. As the counterfeit cosmetics industry con-
tinues to grow, companies need to act now to protect both customer 
safety and brand integrity.

Putting Brand Protection First
Cosmetic brands will need layers of product protection to fight the 

fakes. Physical product additions like tamper evident seals, invisible 
inks and holograms can be part of the program.

Brands will quickly find that they also need a digital layer of product 
protection to create a holistic program to fight counterfeiting and 
diversion. This will include technologies that leverage a QR code or 
point-of-sale barcode already on product packaging and transforming 
this printed mark into a unique digital fingerprint that is based upon 
inherent printed micro-differentiations that are impossible to replicate. 
This allows products to be authenticated with a smartphone anywhere 
and everywhere along the supply chain. 

Our firm’s partnership with natural skin care company OZNaturals 
illustrates how a company can tailor brand protection technology to 
help a rapidly expanding brand. Our platform allowed the company to 
utilize its existing product packaging to empower distributors and loyal 
customers to ensure each OZNaturals product is authentic and being 
sold as intended. 

Embrace Innovation
There’s little doubt that counterfeiting presents a significant threat 

to the cosmetics and beauty industry. Traditional approaches are no 
longer enough.

Fortunately, the very nature of the cosmetics industry is about evolv-
ing to adapt to changing consumer tastes. This, paired with a drive 
to adopt more advanced solutions, should put companies in a good 
position to address the counterfeit and diversion challenge. In the fight-
back against the fakes, the winners will be the brands that innovate. n

awww.gov.uk/government/publications/social-media-influencers-and-
counterfeit-goods/social-media-influencers-and-counterfeit-goods-executive-
summary#executive-summary
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Metalized Eco Cartons
Oliver Inc. has developed eco-

friendly metalized folding cartons 
using materials that are certified 
as recyclable by Western Michigan 
University. The designs are recyclable 
and repulpable, film- and plastic-free, 
water-based and UV-free, tamper-
evident, and gluable, per the company. 

Airless Upgrades 
Seacliff Beauty recently took airless 

to the next level with its Mono-Material 
Airless System Packaging, made 
from 100% polyethylene (PE). This 
metal-free packaging solution protects 
formulations and allows for easy 
disposal, collection and recycling. The 
system’s packaging is also available in 
green PE (sugarcane).

Meanwhile, FuskionPKG has 
unveiled its next generation of airless 

Premi Beauty Industries’ Re Wood cap for bottles and 
jars is available in three finishes: natural, bleached 
or wengè.

Seacliff Beauty has partnered with Tide Ocean SA to introduce ocean plastic 
packaging in PET, PP, HDPE and LDPE; pictured at Luxe Pack NY.

Olcott has launched a new 2 oz 70 mm PET jar–ideal for pomades, 
edge control and travel size hair gel.

Printex Transparent Packaging has launched Eco-PET 100, which is 
manufactured in the United States.

technology, comprising a refillable 
system with a plastic spring, rendering 
the entire design monomaterial and 
recyclable.  The airless refill pump 
engine is part of the design’s refill 
cartridge, meaning shoppers receive 
a fresh pump engine with each refill. 
Per the company, evacuation rates are 
nearly 100%. 

Ocean-bound Packaging 
for Beauty

Seacliff Beauty has partnered 
with Tide Ocean SA to introduce 
ocean plastic packaging in PET, PP, 
HDPE and LDPE. Outputs are fully 
customizable, per Seacliff, and can 
be applied to a variety of skin care, 
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cosmetics and hair care products. Per 
the firms, Tide’s mechanical upcycling 
system renders recovered plastics at a 
grade comparable to virgin material. 

The Beauty of PET
Recent launches show that the 

range of offerings in PET continues to 
escalate. For instance, Olcott launched 
a new 2 oz 70 mm PET jar–ideal for 
pomades, edge control and travel size 
hair gel.

At Luxe Pack NY, meanwhile, Printex 
Transparent Packaging launched 
Eco-PET 100, which is manufactured 
in the United States. Per its name, 
the Eco-PET 100 clear folding box 
design is made from 100% recycled 
PCR PET. Previously, North American 
PET sheet and film producers have 
only offered up to 25% and 50% PCR 
content for box-grade packaging. It 
was also difficult to produce a clear 
and untinted PET in 100% PCR. Those 
issues have now been resolved, all 
while eliminating the need to generate 
emissions from materials shipped in 
from out of the United States. 

New FSC-certified 
Wood Caps

Premi Beauty Industries’ Re Wood 
cap for bottles and jars is available in 
three finishes: natural, bleached or 
wengè. The designs of the Re Wood 
jar caps, the dropper rings and the 
pumps do not screw using a plastic 
insert. Instead, the threading is directly 
on the wood, guaranteeing a strong, 
resistant and durable closure, per the 
company. This also means less plastic 
and unnecessary glue. The designs 
comprise FSC-certified beech wood.

Refills Continue to Expand
No sustainable packaging concept 

is hotter than refills. So it’s no surprise 
that suppliers are stepping up with 
new options for brands and their 
manufacturing partners. 

“We strategically use a combination 
of packaging and formulation solutions 
to reduce product weight,” said IBG’s 

Premi Beauty Industries’ Re Wood cap for bottles and 
jars is available in three finishes: natural, bleached 
or wengè.

Fasten/IBG’s REfill REuse REpeat packaging solution.

Samhwa’s Refill Hinge Jar is intended to protect the skin care formulas contained within.

Samhwa has introduced its Airless Glass Refillable Jar, featuring a 0.8 cc Eco pump made of PP and TPE.
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Ogor. “One solution we utilize is the 
Recharge luxury refill—a sustainable 
cosmetic refill system which is ideal 
for makeup and skin care products. We 
have this available in several sizes.”

She added, “Fasten, an Innovative 
Beauty Group (IBG) company, has 
designed a REfill REuse REpeat 
solution, which is a sustainable, 
refillable cosmetic jar made entirely 
of polypropylene, ideal for skin care 
and makeup products with a winning 
combination of high-end appeal 
and eco-friendliness. The concept 
[comprises] a lightweight outer jar 
in conjunction with an ultra-light 
refill cup. This jar is 70% lighter than 
comparable standard cream jars, 
and the refill units are stackable. 
The result is a dramatic increase in 
space and substantial decrease in 
shipping weight.”

Elsewhere, Berlin Packaging/Premi 
Industries have introduced the 50 
ml Miracle Refill glass jar with a 60 
400 neck, 67.4 mm diameter and PP 
Miracle refill insert. 

Samhwa, meanwhile, has 
introduced its Airless Glass Refillable 
Jar, featuring a 0.8 cc Eco pump made 
of PP and TPE combined with a PETG 
overcap, PP nozzle, PP overcap, PE 
piston, PP inner bottle and glass outer 
bottle. The company also offers the 
Refill Hinge Jar, which includes a bi-
injected inner bottle cap comprising 
PP and TPE, as well as a PP ring 
and inner bottle. The outer package 
comprises a PP overcap, PP shoulder, 
and PP or PCR PP outer jar. The 
design is intended to protect the skin 
care formulas contained within. 

Solid Formats
Ogor from IBG recently told Global 

Cosmetic Industry, “We … use solid 
bars, tablets and powder concentrated 
formulas for face, body and hair care. 
Tablets, for example, require less water 
and energy in production, making them 
more environmentally conscious.”

Indeed, solid formats and solutions 
continue to proliferate among brands 
and the supply chain.

For example, Quadpack has 
launched a recyclable stick concept 
for solid formulas. The Multi Stick 
comprises 100% PP and up to 42% 
PCR content. The stick, available in 
30 g and 50 g formats, can be used to 
deliver products such as sunscreen, 
deodorants, solid skin care, makeup 
or fragrance. The multi-faceted stick 
has a big diameter that is suitable for 
formulas that need to be spread over a 

large area of the face or body. Available 
in 30 g and 50 g, the Multi Stick 
allows hygienic and easy application, 
per the company. 

Other designs in the collection 
include the PET lipstick comprising 
up to 100% PCR content; the Simply 
Top Tottle for skin care, comprising 
up to 48% PCR content; and the Flat 
Head Round Tube, available in three 

Quadpack has launched a recyclable stick concept for solid formulas, among other designs for various 
product categories.

Berlin Packaging/Premi Industries have introduced the 50 ml Miracle Refill glass jar with a 60 400 neck, 
67.4 mm diameter and PP Miracle refill insert

(Continued on Page 26)
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leader in contract manufacturing for 
the world’s top personal care brands. 
With a focus on quality, our facility 
certified organic, FDA regulated and 
made in the USA. From R&D and 
formulation to filling and more, we 
provide turnkey solutions to help 
throughout your journey to save time 
and money every step of the way. 

Eco Smart® Sustainability.

Sustainability is our passion! Our Eco 
Smart sustainability platform includes 
containers made from alternative 
resin options like (PCR, PIR, Bio-
Resins), a proprietary technology 
that enables plastic to break down in 
biologically active environments, as 
well as manufacturing practices and 
sustainably sourced materials.

Contact our experts today.
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capacities and produced with up to 
19% PCR content.

Lightening Up
Inoac Packaging Group’s thin-wall 

bottles allow brands to reduce their 
plastic usage without compromising 
quality or aesthetics. The firm has 
adapted the ISBM molding process to 
offer a lighter, more flexible bottle that 
will work well with both dispensing 
closures and pumps. They also offer 
the same decorating options as heavy 
wall bottles. 

3D Recyclables
Hazen’s Diamonte leverages 

holographic technology to offer 
clients recyclable standout looks. 
A major holographic investment in 
2021 allowed Hazen’s holo-lab to use 
technology to fine-tune the structure, 
depth and clarity of Diamante, and 
create the illusion of a 3D surface. 

The effect invites consumers to 
reach out and touch the deceptively 
tactile surface. The eye-catching 
effect is designed to increase brand 
sales and drive product awareness, 
per Hazen.

The product is made with Hazen’s 
Envirofoil, which has been certified 
curbside recyclable by two accredited 
international recyclability centers, 
per the company. Envirofoil’s sub-
micron transfer metallization 
reportedly uses less than 1% of the 
aluminum of traditional foil laminate 
or film laminates. 

The aluminum layer is 300 
angstroms thick. (An angstrom is 
one ten-millionth of a millimeter). 
To illustrate: a single soda can rolled 
out over the area of a football field 
would still be thicker than the layer 
of aluminum on Hazen’s transfer-
metallized product. 

Hazen notes that Envirofoil 
achieves a reading of 850 on a scale 
of 0-1,000 on a Gardner Gloss meter, 
compared to alternatives that may 
have a reading of less than 800. n

Inoac Packaging Group’s thin-wall bottles allow brands to reduce their plastic usage without compromising 
quality or aesthetics.

Hazen’s Diamonte leverages state-of-the-art holographic technology to offer clients 
standout looks. 

(Continued from Page 22)

GCI2209_Packaging_fcx.indd   26GCI2209_Packaging_fcx.indd   26 8/20/22   9:10 PM8/20/22   9:10 PM



GCI_full page ad.indd   1GCI_full page ad.indd   1 8/9/22   11:28 AM8/9/22   11:28 AM

mailto:sales@seacliffbeauty.com
http://www.seacliffbeauty.com


www.gcimagazine.com Hair & Scalp Care: Targeted and Premiumized  2928    Global Cosmetic Industry | September 2022Reproduction in English or any other language of all or part of this article is strictly prohibited. © 2022 Allured Business Media. 

Hair & Scalp Care:
TARGETED AND 
PREMIUMIZED
What’s behind the dynamic growth of beauty’s fastest-expanding sector? 

| BY LISA DOYLE

Global Cosmetic Industryfacebook.com/gcimagazine @globalcosmeticindustry @GCI_Magazine

 Prestige hair care’s 24% Q2 2022 growth was driven by premiumization; 
photo by Samantha Gades at Unsplash.
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Hair & Scalp Care:
TARGETED AND 
PREMIUMIZED The hair care renaissance 

continues, led by 
premiumization and 
targeted solutions for the 
scalp and hair wellness. In 
Q2 2022, prestige hair care 

sales totaled $781 million, representing 
a growth rate of 24%, the fastest pace 
in the prestige beauty space tracked 
by the firma. (Revenue totals, however, 
are also the smallest.) This growth 
rate is on top of the 32% posted in Q1. 
Winners in the sector included hair 
care, styling and color, with “clean” 
hair brands comprising nearly 25% of 
sales. That’s a five-point gain versus 
2021, per NPD.

Recent data from Reportlinker 
projects the global hair and scalp care 
market will reach $121.4 billion by 
2027, and will grow at an estimated 
6.5% CAGR over the next five years. 

It’s no surprise that a good deal 
of this growth will be attributed to 
increased demand for natural and 
organic ingredients, as the influx of 
these materials permeate across all 
areas of personal care. But, other 
notable factors, including an increased 
emphasis on scalp care, plus brands 
and suppliers doubling down on 
innovative product formats, all play a 
role in the category’s success as well.

Premium & Clean Are King
Kantar notes that, while washing 

frequency dropped throughout the 
pandemic, premiumization drove 
5% growth in hair conditioner and 
treatment sales in 2020, and 7% growth 
in 2021b. 

Other beneficiaries of premiumization 
include hair loss and dandruff 
solutions, which have boomed 5x faster 
than the general shampoo category.

 Clean alternatives are also 
generating interest. For instance, 

awww.gcimagazine.com/consumers-markets/
news/22340760/q2-beauty-sales-jump-16; www.
npd.com
bwww.kantar.com/north-america/inspiration/
fmcg/less-is-more-how-the-pandemic-shifted-
the-beauty-market cwww.spate.nyc

REINVENTING HAIR COLOR

No Fade Fresh retails in more than 8,000 doors.

As consumers seek more natural alternatives to conventional color brands, upstarts have en-
tered the space. No Fade Fresh, a food drug mass brand, has taken salon-quality formulations 
and perfected them for consumer retail. The brand’s range features more forgiving, foolproof 
colors and education placed directly on the bottle.

No Fade Fresh’s plant-based, cruelty-free line of vivids, pastels, natural colors and metallic 
silver tone (which corrects brassy yellows by depositing a true, rich silver tone on bleached or 
color-treated hair) retails for $14.99 each and features a bond rebuilder (Ashland’s glucose-
based FiberHance) in every formulation. These color treatments thereby reportedly provide 
3x hair strength improvement. Each bottle of shampoo or conditioner, which can be used 
separately or together depending on desired level of saturation, contains eight applications. 

No Fade Fresh retails in more than 8,000 doors, including at CVS, Rite Aid, grocery chains 
and on Target.com. The brand is also expanding into Canada, the United Kingdom, Europe, 
South Africa and South America.

Meanwhile, a new brand, Moda Moda, out of South Korea, is tapping the oxygen-browning 
activity of polyphenols (similar to those found in bananas) to change the color of hair. The 
polyphenols bond to hair, react to sunlight and air, and thereby instigate hair darkening, per the 
brand. The brand’s color shampoos are meant to be used daily, with results appearing in about 
four weeks. 

The brand’s Pro-Change Black Shampoo now retails on Amazon, but also has distribution in 
Japan, Singapore, Taiwan and South Korea, all of which have large populations of consumers 
with black and dark-brown hair, ideal for this formulation. The product’s packaging is designed 
to prevent oxidation of the polyphenols contained within the bottle, per the company. n

online searches for crème lighteners, 
which are bleach-free options for lifting 
hair color, are up 83.8% year-over-year, 
per Spatec. Interest has accompanied 
growth of searches for key words 
like “sensitive” (up 15.6%) and “itchy 
scalps” (up 11.8%).

Targeting the Scalp
Based on the latest data, Spate 

recommends that brands offer hair 
and scalp solutions that support skin 
barrier repair, moisturization and 
conditioning of damaged locks.

Suzy data concursd. The firm notes 
that “searches for ‘scalp detox’ have 
increased by 312% over the last 
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five years,” pointing to a need for 
scalp care products that cleanse and 
moisturize, as well as supplemental 
serums that offer further treatment. 
Suzy adds, “Nearly 30% of consumers 
are interested in scalp care products. 
Within that category, consumers are 
interested primarily in shampoos 
(91%), scalp massagers (54%), pre-
shampoo treatments (50%) and 
serums (46%).” These solutions can 
be tailored to address shoppers’ top 
concerns, namely dandruff/flakiness, 
dryness and itchiness.

In the past, scalp care was primarily 
limited to dandruff solutions; a few 
niche (albeit highly successful) brands 
centered on this once-stigmatized 
issue. Today, though, scalp care is more 
recognized as a form of skin care, and 
more brands and suppliers are reaping 
the benefits of bringing scalp care to 
the mainstream. 

“This [scalp care] trend started in 
Japan more than 10 years ago and has 
now become a global phenomenon,” 
says Christine Meier, digital marketing, 
Mibelle Group. “Specialized scalp 
care innovations and extra steps (such 
as serums, exfoliators, and rinse-off/
leave-in products) in the scalp-care 
routine are emerging. Consumers are 
becoming more aware of the health of 
their scalp, and the microbiome plays 
an important role here.”

“Much of the growth that we’ve seen 
can be attributed to the ‘skinification’ 
of hair care,” says Deanna Mulicka, 
technical marketing manager, Acme-
Hardesty. “Consumers are seeking 
out ingredients they are familiar with 
from their skin care routines to elevate 
their hair and scalp health. Products 
supporting the scalp have surged in 
popularity as consumers realize that 
scalp health is the foundation for 
maintaining healthy, nourished hair.” 

One of Acme-Hardesty’s superstar 
scalp care ingredients is Citrue 
Bisabolol, a natural alpha-bisabolol 
derived from the Candeia tree. 

Mulicka notes, “It has anti-
inflammatory and anti-irritant 
properties to aid in scalp healing and 
encourage healthy hair growth. And it 
is free of any synthetic allergens, such 
as farnesol, making it well suited for 
products targeting sensitive scalps.”

Meier notes, “[Mibelle 
Biochemistry’s] Alpine Rose Active is a 
purified extract of organic alpine rose 
leaves, which is based on the concept 
of senolytics. It has been proven to 
soothe red and irritated scalps and 
visibly reduce the scalp redness after 
four weeks.”

Other scalp care technologies include 
Symrise’s SymClariol (INCI: decylene 
glycol), which has a balancing effect on 
the scalp microbiome when used in a 
professional hair care range. As such, 
SymClariol is being positioned it as an 
emollient with antimicrobial properties 
to protect the skin from scalp to toe. 
Among other functions, the ingredient 
supports dandruff control concepts. 
It also provides a China-compliant 
alternative to the antidandruff active 
zinc pyrithione, which was recently 
banned from cosmetics in the 
European Union. 

Elsewhere, Active Concepts tapped 
into rice water’s popularity on TikTok 
and its Ayurvedic roots to create ACB 
Rice Water SF using a biotechnological 
fermentation technique. The use of 
fermented biomass, which is rich in 
starch, amino acids, vitamins and 
minerals, allows for efficient extraction 
on a cellular level to enhance natural 
active ingredients, per the supplier.

According to Active Concepts, ACB 
Rice Water SF has been shown to 
maintain and enhance hydration, 
when compared with the untreated 
and H

2O control; protect hair at 5% 
ACB Rice Water SF in deionized 
water; and impart a shinier and 
smoother hair texture than the 
deionized water control.

Recently, Mielle Organics launched 
its Mango & Tulsi Botanical Blend 
line, designed to nourish both hair 
and scalp. The line features six 
products, including a serum, shampoo, 
conditioner and styling products, all 
infused with tulsi, or “holy basil,” 
which is known for its restorative 
properties and plays  a role in 
maintaining a healthy scalp. 

Says founder and CEO Monique 
Rodriguez, “Mango & Tulsi is Mielle’s 
first Botanical Blend Collection, and 
its richness in vitamin C and zinc 
works to maintain moisture in the 
scalp, improve blood circulation, and 
strengthen roots to help reduce hair 
loss and increase shine.”

Renowned hair care nutraceutical 
line Nutrafol, recently acquired by 
Unilever, is doubling down on its 
commitment to scalp care with the 
introduction of its Scalp Microbiome 
Support line, featuring an exfoliating 
mask, a shampoo and a scalp 
microbiome essence stress reliever. 

“The suite of products is designed 
to balance the scalp microbiome and 
complement the internal foundation 
established with Nutrafol’s award-
winning nutraceuticals for optimal 

dhttps://suzy.com/blog/how-consumers-feel-
about-7-new-beauty-trends

Recently, Mielle Organics launched its Mango & Tulsi Botanical Blend line, designed to nourish both hair 
and scalp
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hair care,” says Giorgos Tsetis, CEO. 
“We’ve been on this journey for years, 
studying and researching scalp barrier 
and the impact the scalp microbiome 
has on the scalp. We’re excited to 
introduce this revolutionary collection 
that brings, and keeps, scalp health 
at the forefront of the hair health 
industry conversation.”

Athleisure hair care brand Sunday II 
Sunday, meanwhile, recently released its 
Wash Day System collection, designed 
to provide consumers with a wash day 
reset and deep cleansing for the hair 
and scalp at the end of the wash cycle. 
All products in the line feature the 
brand’s Active Recovery Complex, which 
includes papaya extract, probiotics 
and green keratin, which together 
reduce inflammation, aid in exfoliation 
and strengthen the hair. The brand’s 
Signature Scalp Balancing Sugar Scrub 
is the newest product, and additionally 
features natural sugar crystals, and 
peppermint oil to lessen inflammation 
and increase moisture. This activity 
can extend the impact of cleansing.

Sometimes, improved product 
performance and scalp care can have a 
sustainable impact.

Croda’s Nutrinvent Balance leverages 
a novel encapsulation technology 
to ensure the targeted delivery and 
controlled release of actives onto the 
scalp and hair, delivering instant sebum 
reduction on the scalp, per the firm. 
The technology reportedly provides 
improvements in scalp oiliness and 
hair aesthetic, leaving hair looking 
glossy, shiny and vibrant while staying 
hydrated, moisturized and nourished. 

This could allow consumers to leave 
more time between washes, leading 
to water conservation. Per Croda, 
“for every ton of Nutrinvent Balance 
used, the estimated amount of water 
saved is 129.4 million liters, which 
is the annual equivalent for drinking 
water for 155,982 people.” In addition, 
“the estimated carbon emissions 
avoided are 229,412 kg CO

2, which is 
equivalent to 4,588 return flights from 
Paris to London.”

“Nutrinvent Balance is a great 
opportunity to capitalize on the 

trending popularity of scalp care,” 
says Donna Petretti, head of North 
America marketing, consumer 
care, Croda. “Consumers are now 
understanding the importance of 
scalp health and are seeking products 
that deliver functionally, ethically and 
aesthetically. Due to the enhanced 
sebum reduction in the scalp, 
Nutrinvent Balance can produce long-
lasting results in a convenient fashion. 
This ingredient offers consumers the 
ability to adapt their usual hair wash 
routines, leaving more time between 
washes, which therefore leads to 
water conservation.”

Alternative Hair Care 
Formats

In recent years, alternative formats 
for hair care have been on the rise—
primarily via dry shampoos and 
waterless concepts. And suppliers 
and brands alike are capitalizing on 
consumers’ desires for these eco-
friendly and convenient options. 

“Consumers look for ingredients 
with the least amount of impact on 
the environment and appreciate 
ingredients that are natural and 
biodegradable,” says Maryalice 
Belluscio, section manager, PC 

Influencer Sommer Ray’s Imaraïs Beauty has launched Nourish gummies for hair and scalp.
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BOND BOOM

Living Proof’s Triple Bond Complex reportedly rebuilds and improves structural integrity of hair working 
from the inner cortex to the outer cuticle, thereby creating a strong foundation for all textures.

Living Proof has entered the bond-building 
category popularized by Olaplex, K18 and others 
with the launch of its Triple Bond Complex. The 
product retails at LivingProof.com, the Sephora 
and Sephora.com, in Sephora stores, and in Ulta 
stores (the latter as of September 11, 2022). 
The leave-in treatment reportedly rebuilds and 
improves the structural integrity of hair, working 
from the inner cortex to the outer cuticle, thereby 
creating a strong foundation for all textures. 

The formulation “constructs a 3D network 
within the hair fiber, helping rebuild the structure 
and resist damage” by creating new bonds 
(hydrogen, ionic and covalent).

The formulation features:
• an encapsulated cellular oil, comprising a 

blend of lipids and peptides that nourish 
strands, helping defend hair against 
thermal and UV damage and color fading;

• a biomimetic emollient blend that smooths 
and aligns hair fibers, enhancing softness 
and shine;

• a cuticle-sealing agent that smooths the 
surface of hair and makes it more manage-
able for easier styling;

The Triple Bond Complex reportedly makes 
hair 8x stronger, softer, smoother, more manage-
able hair and more resistant to future damage 
(offers heat protection up to 450°F/232°C) after 
one use. In-use, the product can be applied after 
shampoo and conditioner.

A 75-person four-week test resulted in 92% 
overall satisfaction, with 88% of participants 
reporting that their hair looked softer and 
smoother, and 87% reporting that their hair 
looked less damaged. In addition, 85% said their 
hair felt healthier, while 85% felt the product 
strengthened their hair and 89% said the prod-
uct provided results they could see and feel.

Meanwhile, K18, a key bond-building brand, 
has expanded its range into hair care with the 
introduction of the Peptide Prep pH mainte-
nance shampoo, featuring a “microdose” of the 
brand’s signature K18Peptide. The formulation is 
designed for everyday use. The brand has also 
launched the Peptide Prep shampoo, also com-
prising the company’s K18Peptide, formulated to 
nourish hair while removing buildup. The color-

Fvkinamazin has entered the plex space with blonding lighten-
ers, including Blondeness White Lightening Plex-Powder, 
and with the No Brass No BS Blue-Violet Pigment Intensifier 
anti-orange additive.

K18’s Peptide Prep pH maintenance 
shampoo features a “microdose” of 
the brand’s signature K18Peptide.

safe detox shampoo reportedly removes 99% 
of product buildup, 95% of sebum and reduces 
copper by 76% after one use in bleached hair.

Fvkinamazin, on the other hand, has entered 
the plex space with blonding lighteners, including  
the Blondeness White Lightening Plex-Powder, 

a non-volatile white powder for hair lightening 
enriched with PowerPlex (ß-D-fructose and 
maltose oligosaccharides) for maximum protec-
tion, per the brand. The brand’s No Brass No 
BS Blue-Violet Pigment Intensifier anti-orange 
additive, meanwhile, is formulated with the 
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Italy-based KholoPlex, from Kholo Beauty, works to rebuild broken 
disulfide bonds from within the hair and reportedly protects the 
scalp from chemical aggression and mechanical stress.

brand’s PowerPlex technologies and is designed to 
be mixed with bleaching powders and creams and 
with all persulfate hair lightening products. 

Italy-based KholoPlex, from Kholo Beauty, works 
to rebuild broken disulfide bonds from within the 
hair and reportedly protects the scalp from chemi-
cal aggression and mechanical stress. The range 
includes KholoPlex no.1 Ionic Advance Shampoo 
Total-Protection vegan shampoo, the no.2 Ionic 
Reformer Intensive Disulfide Bond Building Treat-
ment, no.3 Ionic Reformer Intensive Disulfide Bond 
Building Treatment, the no.4, Total-Protect Color-
Fix Leave-In Spray pH 150, no.5 Ionic Treatment 
Mousse enriched with natural grain 3D hydrolyzed 
amino acids, and no.6 Ionic Ultra-Gloss Treatment 
Oil, which increases shine, adding brilliance to hair 
color, per the brand. 

Meanwhile, Actera Ingredients’ TeraBond (INCI: 
Aspergillus ferment (and) arginine) presents a re-
active system that covalently bonds to amino acids 
and keratin fragments, including broken disulfide 
linkages in human hair, and is thereby a natural 
plex bond multiplier.

According to the company, TeraBond does 
contain 1,4-dioxane and can be used in hair 

treatments where developers and neutralizers 
(peroxides or enzyme oxidizers) also are used, 
including: bleaching, balayage and highlights; 
demi and permanent color; and perms or hair 
relaxer treatments.

Other benefits of using TeraBond in salon 
formulations include: reduces client and stylist 
exposure to controversial ingredients; repairs 
hair to the same standard as leading plex 
products; increases sheen and strength; repels 
moisture; and reduces breakage.

TeraBond also reportedly repairs hair in 
formulas for at-home use. It can be added to 
conditioner and leave-in treatments to restore 
hair without quats or silicones. 

In a clinical study, virgin black hair tresses 
were repeatedly bleached five times with 40 
vol. developer, followed by extreme two-hour 
bleaching. A trained panel evaluated the 
untreated, TeraBond- and leading-brand-treated 
tresses. TeraBond was found to outperform the 
leading-brand-treated tresses in ease of comb-
ing; breakage with combing; natural fiber wave; 
and smoothness. n

applications, Nouryon. “Consumers 
are also demanding effective, strong, 
performing products that provide a 
smooth, light feel on their hair while 
delivering a stylish result.”

To that end, Nouryon offers Amaze 
Nordic Barley, a starch designed for dry 
shampoos that provides oil absorption 
in the hair and scalp, features low 
whitening, and allows for easy 
brushing thanks to its granular shape. 

Emerging natural brand Brixy, 
meanwhile, has launched a range of 
bar-formatted shampoos, conditioners 
and body washes featuring coconut 
oil, argan oil, cacao seed butter and 
provitamin B. 

“We understand that people want 
to make smarter choices when it 
comes to their daily routines and 
the environment, but don’t want to 
sacrifice experience or performance,” 
says Brixy CEO Trey Vilcoq. “Our bars 
work so well, you won’t miss your old 
bottles. The Brixy conditioner bars 
also last a very long time—50 uses or 
more, depending on your hair length—
providing an exceptional value when 
compared to conventional conditioners 
in plastic bottles.”

The desire for alternative formats 
has also benefited ingestible hair care 
products, as seen with Nutrafol and, 
more recently, the launch of influencer 
Sommer Ray’s (40 million followers 
across Instagram, TikTok, YouTube 
and Twitter) PETA-approved Imaraïs 
Beauty. Its gluten- and sugar-free wild 
berry flavored Nourish gummies for 
hair and scalp reportedly will make 
hair appear thicker and stronger with 
less shedding, while the scalp will look 
and feel healthier. Nourish’s three key 
active ingredients are locally sourced 
in Canada and include organic 
chaga (anti-aging), reishi mushroom 
(defense of scalp from environmental 
toxins) and snow mushroom 
(supporting hair moisture). 

Interest in ingestibles is also fueling 
ingredient innovation. Robertet, for 
instance, has introduced Keranat for 
food supplements for the hair (soft gel 

(Continued on Page 36)
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HAIR CARE TECHNOLOGY INNOVATION ROUNDUP

The product is said to be non-persistent in the en-
vironment, yields only water as reaction by-product, 
offers 98% atom economy, and is non-irritating to 
skin or eyes. Its manufacturing process reportedly 
requires low energy, compared with the manufacture 
of silicones, and is based on 100% renewable plant 
feedstocks including coconut, palm, castor and corn.

LexFeel N350 MB is designed to enable silicone-
free formulations. It imparts hair color protection and 
wet comb and dry comb performance comparable 
to dimethicone. It is recommended for use in condi-
tioners, anti-frizz products and styling products.

Kefir-inspired Hair Care
Lucas Meyer Cosmetics by IFF’s BiotyFerment 

Maté (INCI: water (aqua) (and) glycerin (and) Ilex 
paraguariensis leaf extract) is a fermented extract 
of organically grown yerba mate leaves, designed 

Natural & Upcycled Technologies 
“In hair care, just as in overall personal care, 

natural ingredients and an interesting story behind 
the ingredients become more important,” says 
Christine Meier, digital marketing, Mibelle Group. 
“Customers are looking for sustainable, traceable, 
organic and upcycled ingredients, but they need to 
be effective, too. Besides ‘clean,’ sustainable and 
effective, biotechnological ingredients will become 
more sought after.”

She adds, “We recently launched MelanoGray, an 
anti-hair-graying essence. Thanks to its melanin-
stimulating and antioxidant activity, it markedly 
reduces the quantity of gray hair in both men and 
women. It is a sustainable upcycled ingredient, 
created from the peel paste from organic mandarins 
that only grow on the Greek island of Chios.”

Meier also highlights another natural technol-
ogy: “SantEnergy is a distinctive polyphenol-rich 
extract sustainably obtained from the aerial parts 
of the plant yerba santa. It optimally delays aging 
of hair follicles and increases both hair growth 
and hair density.”

Tapping Vegan Claims
While veganism has been popular for quite 

some time, vegan hair care is making a name for 
itself in the beauty and personal care industry. 
According to Spatea, online searches for “vegan 
conditioner” have grown 23% year-over-year, with 
22.4% predicted growth, while “vegan shampoo” 
searches have grown 11% year-over-year, with 

Mibelle Biochemistry’s MelanoGray is an anti-hair graying essence that 
is sustainably obtained by upcycling the peel paste from unique organic 
Chios mandarins.

11.9% predicted growth. In fact, the number of 
hair care products released with vegan-suitable 
claims has increased 234.8% from 2017 to 2021, 
per Mintel GNPDb. 

Despite the connotation to diet, many consumers  
that seek vegan beauty products do not adopt a 
vegan diet. Vegan-suitable products appeal to a wider 
group of consumers that are actively seeking more 
natural, environmentally friendly and ethical options to 
add to their beauty and personal care routine. 

“The ethical and environmental benefits of vegan 
hair care ingredients align perfectly with Croda’s mis-
sion toward a more sustainable future,” says Donna 
Petretti, head of NA marketing, consumer care. “Two 
of our vegan-suitable hair care ingredients, Kera-
Match V and Nutrinvent Balance, are great options 
for the environmentally conscious consumer.” 

The amino acid profile of KeraMatch V replicates 
the performance and functional benefits of animal-
derived keratin to revitalize and strengthen hair 
breakage while providing hydration and leaving hair 
soft and nourished, per Croda. 

Petretti notes, “Our KeraMatch V aligns with 
natural, eco-friendly, cruelty-free, and free-from 
claims while replicating performance of traditional 
animal-derived keratin. In our salon testing, Kera-
Match V outperformed both animal-derived keratin 
and competitor benchmarks and was preferred by 
both cosmetologists and panelists.”

Micro-plastic-free Hair Care
Clariant’s Plantasens OP 95 is a nature-derived, 

readily biodegradable and microplastic-free opacifier 

The rise in vegan hair care is creating new ingredient needs, according to 
Donna Petretti of Croda; photo by Matthew Tkocz at Unsplash.

designed to minimize the impact of shampoos, 
conditioners, hand washes, and other rinse-off 
shower and bath products on marine and river life. 
The technology reportedly delivers a creamy, white 
appearance at low concentrations. Plantasens 
OP 95 offers brands an alternative to opacifying 
materials that could be targeted by EU/EEA action 
regarding microplastics.

“Because rinse-off formulation ingredients will 
usually end up in waterways and oceans, providing 
readily biodegradable solutions to this cosmetics 
sector is an important focus of our product devel-
opment,” says Hermann Bach, head of strategic 
marketing and innovation, Clariant BU Industrial & 
Consumer Specialties. “This 95% natural origin, 
microplastic-free opacifier extends options for 
developing more environmentally compatible 
personal care. By answering formulators’ needs 
on multiple fronts, it enables an easy switch from 
water-dispersible acrylate copolymers without 
compromising on visual appeal.”

Dimethicone-free Sensory Upgrade
Inolex’s LexFeel N350 MB (INCI: diheptyl suc-

cinate (and) capryloyl glycerin/sebacic acid copoly-
mer) is a 100% plant-based dimethicone alternative 
and hair color protectant. The ingredient pairs a 
versatile copolymer with a soft and lightweight 
ester, creating a synergistic blend that is reportedly 
superior to one component alone. 

According to the company, the natural and 
sustainable emollient has the sensory feel and 
spreading profile of dimethicone. It provides color 
protection in hair care products and conditioning 
comparable to dimethicone 350 cSt.

awww.gcimagazine.com/brands-products/hair-
care/news/21866719/trending-vegan-conditioner

Clariant’s Plantasens OP 95 is an opacifier designed to minimize the impact 
of shampoos, conditioners, hand washes, and other rinse-off shower and bath 
products on marine and river life.

Lucas Meyer Cosmetics by IFF’s kefir-inspired fermentation process for 
BiotyFerment ingredients uses symbiotic microorganisms to transform 
bioactive molecules of traditional plants for effective hair care.

bwww.mintel.com/global-new-products-database
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The product is said to be non-persistent in the en-
vironment, yields only water as reaction by-product, 
offers 98% atom economy, and is non-irritating to 
skin or eyes. Its manufacturing process reportedly 
requires low energy, compared with the manufacture 
of silicones, and is based on 100% renewable plant 
feedstocks including coconut, palm, castor and corn.

LexFeel N350 MB is designed to enable silicone-
free formulations. It imparts hair color protection and 
wet comb and dry comb performance comparable 
to dimethicone. It is recommended for use in condi-
tioners, anti-frizz products and styling products.

Kefir-inspired Hair Care
Lucas Meyer Cosmetics by IFF’s BiotyFerment 

Maté (INCI: water (aqua) (and) glycerin (and) Ilex 
paraguariensis leaf extract) is a fermented extract 
of organically grown yerba mate leaves, designed 

The rise in vegan hair care is creating new ingredient needs, according to 
Donna Petretti of Croda; photo by Matthew Tkocz at Unsplash.

designed to minimize the impact of shampoos, 
conditioners, hand washes, and other rinse-off 
shower and bath products on marine and river life. 
The technology reportedly delivers a creamy, white 
appearance at low concentrations. Plantasens 
OP 95 offers brands an alternative to opacifying 
materials that could be targeted by EU/EEA action 
regarding microplastics.

“Because rinse-off formulation ingredients will 
usually end up in waterways and oceans, providing 
readily biodegradable solutions to this cosmetics 
sector is an important focus of our product devel-
opment,” says Hermann Bach, head of strategic 
marketing and innovation, Clariant BU Industrial & 
Consumer Specialties. “This 95% natural origin, 
microplastic-free opacifier extends options for 
developing more environmentally compatible 
personal care. By answering formulators’ needs 
on multiple fronts, it enables an easy switch from 
water-dispersible acrylate copolymers without 
compromising on visual appeal.”

Dimethicone-free Sensory Upgrade
Inolex’s LexFeel N350 MB (INCI: diheptyl suc-

cinate (and) capryloyl glycerin/sebacic acid copoly-
mer) is a 100% plant-based dimethicone alternative 
and hair color protectant. The ingredient pairs a 
versatile copolymer with a soft and lightweight 
ester, creating a synergistic blend that is reportedly 
superior to one component alone. 

According to the company, the natural and 
sustainable emollient has the sensory feel and 
spreading profile of dimethicone. It provides color 
protection in hair care products and conditioning 
comparable to dimethicone 350 cSt.

Clariant’s Plantasens OP 95 is an opacifier designed to minimize the impact 
of shampoos, conditioners, hand washes, and other rinse-off shower and bath 
products on marine and river life.

Lucas Meyer Cosmetics by IFF’s kefir-inspired fermentation process for 
BiotyFerment ingredients uses symbiotic microorganisms to transform 
bioactive molecules of traditional plants for effective hair care.

Solvay has introduced Mirasoft SL L60 and Mirasoft SL A60, two glycolipid 
biosurfactants that enable the development of sustainable beauty care products.

Inolex’s LexFeel N350 MB is a 100% plant-based dimethicone alternative and 
hair color protectant.

to help protect hair from oxidative stress-induced 
damage; help maintain healthy hair roots for optimal 
growth; and boost hair glossiness after only one 
shampoo. The technology was reportedly found in 
vitro to fight free radical production and reduce the 
markers of inflammation. The company’s patented 
kefir-inspired fermentation process for BiotyFer-
ment ingredients uses symbiotic microorganisms to 
transform bioactive molecules of traditional plants 
for effective hair care.

Sustainable Surfactants
Solvay has introduced Mirasoft SL L60 and 

Mirasoft SL A60, two glycolipid biosurfactants that 
enable the development of sustainable beauty care 
products. Based on rapeseed oil and sugar, and 
featuring a low environmental and carbon footprint, 
these ingredients are reportedly suitable for a range 

of applications in beauty care such as shampoos, 
conditioners, shower gels, face washes and creams.

Mirasoft SL L60 and Mirasoft SL A60 are 100% 
biobased and biodegradable and manufactured 
through fermentation and green chemistry 
processes. They are designed to provide the same 
performance as synthetic ingredients without 
associated harmful effects on the environment, 
per Solvay. 

“With the potential of a net neutral carbon 
footprint in the near future, biosurfactants represent 
a step-change technology in the eco-design of 
next-generation beauty care products,” said Galder 
Cristobal, research and innovation director of home 
and personal care at Solvay. “The eco-profile of 
Mirasoft SL L60 and Mirasoft SL A60 is truly a 
breakthrough compared to conventional, fossil fuel-
based surfactants.” n
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capsules, beauty drinks/shots and 
cosmetics). The technology is said 
to offer a natural, vegan solution to 
effectively fight against hair loss while 
restoring beauty and brightness. 
Robertet notes that half of all women 
are impacted by some degree of hair 
loss. Keranat addresses this issue by 
strengthening the collagen in the hair 
shaft for 20% thicker roots, leading 
to better hair anchorage. It also 
reportedly boosts cell proliferation 
in the hair bulb by 140% to help 
hair growth. 

Double-blind placebo-controlled 
clinical studies found that Keranat 
significantly decreased hair loss by 
50% after 12 weeks, as noticed by 91% 
of participating women, and that it 
beautified the hair by improving hair 
volume, density and brightness, as 
noticed by 75% of women participating 
in the study. Furthermore, the 
technology is effective at a dose of 300 
mg per day, according to Robertet.  

LISA DOYLE was formerly the  
associate editor of Global Cosmetic 
Industry and is a freelance writer in the 
Chicago area. Her work has also appeared 
in Skin Inc., Salon Today, Modern Salon, 
Master Barber and Writer’s Digest.

Emerging natural brand Brixy has launched a range of bar-formatted shampoos, conditioners and body washes 
featuring coconut oil, argan oil, cacao seed butter and provitamin B.

(Continued from Page 33)

Keep an eye on brands and industry 
leaders that keep eco-awareness, 
hair wellness and scalp care at the 
forefront, as they continue to have a 
lock on category growth. n
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preservative challenges 
with the power of 
raspberry?
—
phyteq™ raspberry 
multifunctional

A potent antioxidant and free radical scavanger, phyteq™ raspberry i multifunctional helps  
protect formulations from microbial spoilage while imparting multiple skin and scalp care benefits.  
This nature-identical ingredient is also ideal for oral care formulations, as it is tasteless, odorless, and  
has been shown to provide additional synergies with common oral care actives. Globally approved, 
readily biodegradable and with a wide pH applicability, make phyteq™ raspberry i multifunctional  
part of your formulation toolset.

For those looking to go natural, a 100% natural origin, Cosmos validated variant, 
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2022 Skin Care & Makeup:  

A Mid-Year Check In
4,700 U.S. beauty consumers share their behaviors so far for 2022.

| BY DENISE HERICH, The Benchmarking Company

Global Cosmetic Industryfacebook.com/gcimagazine @globalcosmeticindustry @GCI_Magazine

Interestingly, although body care issues weren’t consumers’ top skin concern, 
body lotion/butter was the most purchased product in the first half of 2022; 
photo by Sora Shimazaki at Pexels.
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2022 Skin Care & Makeup:  

A Mid-Year Check In
4,700 U.S. beauty consumers share their behaviors so far for 2022.

A
s of press time, 2022 
is already more 
than halfway over, 
summer is nearly 
a memory and the 
big holiday rush is 
looming. Before we 
jump headfirst into 

prepping for the fourth quarter, The 
Benchmarking Company (TBC) wanted 
to find out what the first six months of 
2022 consumer purchasing behavior 
can tell us about attitudes and interests 
in skin care and makeup. 

 To find out, we asked more than 
4,700 U.S. beauty consumers to share 
their beauty behaviors so far for 
2022. Keep reading to find out how 
their answers reveal a gold mine of 
information for your brand to help 
shoppers find exactly what they’re 
seeking in 2022 and beyond. 

Skin Care and Makeup 
Lead the Pack

For the first half of 2022, consumers 
treated themselves to products in 
every category of the beauty spectrum, 
including hair, skin, nails and makeup 
(T-1). Skin care and hair care, along 
with color cosmetics, were purchased 
the most, followed by fragrance and 
nail care.

When we asked consumers across 
generations to tell us what was most 
important to them in a beauty brand 
(cross-category), survey respondents 
cited brands that support personal 
values, are clean and use sustainable 
materials (T-2). Gen Z feels these needs 
most sharply.

The State of Skin Care

Top Skin Concerns/Purchases
As is often the case, the top skin 

concerns shoppers are looking to 
address with skin care centered on fine 
lines and wrinkles (53%), dark circles 
(44%), hydration/dryness (37%), 
uneven skin tone (34%), and large 
pores (32%). Interestingly, although 
body care issues weren’t consumers’ 
top skin concern, body lotion/butter 
was the most purchased product 
in the first half of 2022 (T-3). This 
reflects NPD data that found prestige 
body care is still growing faster than 
facial skin care as of Q2 2022a. Other 
products purchased include eye 
cream, face cleanser, and anti-aging 
serums and moisturizers (both day 
and night). 

Product Curiosity
Outside of the regulars that shoppers 

use faithfully (cleanser, eye cream, 
etc.), surveyed consumers would love 

to try products such as microbiome-
friendly skin care (81%), probiotics for 
skin (78%), personalized skin care that 
allows the buyer to pick the ingredients 
(77%), single-dose skin care ampoules 
(73%), and artificial intelligence to 
determine skin health (71%). 

Poor Results
Surprisingly, although surveyed 

consumers are buying products to 
address their skin concerns, many are 
not satisfied with the results. Eighty-
one percent say products for deep 
lines/wrinkles aren’t working for them; 
75% say products for sagging skin are 
lacking; 78% say products for under 
eye bags aren’t winning them over; 74% 
say age spot products aren’t cutting it; 
and 73% say solutions for large pores 
aren’t making the grade. 

Purchase Drivers
Price aside, when buying skin care, 

consumers are looking for products 
that bring a lot of benefits to the 
table. Top among them are: suitability 
for skin type (88%), ability to solve 
key concerns (86%), great reviews 

T-1. Mid-year beauty purchases of  
survey respondents

Product All ages

Skin care 95%

Hair care 95%

Makeup 92%

Fragrance 69%

Nail care 68%
awww.gcimagazine.com/consumers-markets/
news/22340760/q2-beauty-sales-jump-16

T-2. What’s important to each generation 

Age
Brand aligned with 

personal values
Brands I buy are 

‘clean’
Products and packaging 

are sustainable

Gen Z (15-25) 70% 69% 70%

Millennials (26-41) 61% 68% 60%

Gen X (42-57) 64% 70% 56%

Boomers (58+) 60% 71% 58%

T-3. Top skin care products shoppers are buying 

Product Percent

Body lotion/butter 72%

Eye cream 62%

Facial cleanser (not foaming) 59%

Facial serum 54%

Anti-aging night moisturizer 51%

Body scrub/exfoliator 51%

Toner 48%

Cleansing/makeup remover wipes 43%

Facial exfoliator 42%

Anti-aging day moisturizer 40%
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and consumer claims (82%), age 
appropriateness (74%), and cruelty-free 
status (71%). 

Retail Preferences
So far this year, when shopping 

for skin care, consumers most often 
turned to superstores and Ulta, 
Amazon.com, Sephora, and the drug 
store (T-4). Interestingly, in both 
makeup and skin care, Ulta edged out 
Sephora and Amazon.com, perhaps 
a reflection of increased consumer 
awareness or access since launching 
inside Target stores.

Brand/Product Discovery 
Consumers turn to a variety of 

sources to find out about new skin care 
brands and products. Not surprisingly, 
these sources are markedly different 
between the generations. 

Gen Z shoppers (those ages 25 and 
under) discover new beauty brands 
by conducting their own research 
most often (55%); however, they 
predominantly turn to social media 
next to discover new brands. Top ways 
that Gen Z finds out about new skin 
care include Tik Tok (45%), YouTube 
(41%) and Instagram (38%). 

Consumers older than Gen Z 
rely on more traditional sources of 
information, including doing their own 
research (48%), free in-store samples 
(36%), friends/family recommendations 
(35%), skin care ads (35%) and, finally, 
store shelves (33%). 

The Gen Z interest in digital 
engagement is reflected in its ranking 
of skin care brands it considers “most 
innovative” (T-5). Younger consumers 
see brands such as The Ordinary and 
Fenty Skin as innovative, while older 
consumers picked traditional brands 
like L’Oréal, Olay and Neutrogena 
as “most innovative,” along with 
The Ordinary. 

The State of Color Cosmetics

Makeup is Back
During the height of pandemic 

lockdowns, the daily use of color 

Top ways that Gen Z finds out about new skin care include Tik Tok (45%), YouTube (41%) and Instagram (38%); 
photo by Anna Shvets at Pexels.

T-4. Where survey respondents are buying skin care and makeup

Retailer All generations

Superstores 63% skin care/63% makeup

Ulta 58% skin care/61% makeup

Amazon.com 51% skin care/47% makeup

Sephora 50% skin care/56% makeup

Drug Stores 43% skin care/45% makeup

T-5. Most innovative skin care brands 

RankRank Gen ZGen Z Older than Gen ZOlder than Gen Z

1 The Ordinary Olay

2 CeraVe The Ordinary

3 Fenty Skin L’Oreal

4 L’Oreal Neutrogena

5 First Aid Beauty Clinique
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cosmetics dropped for many 
consumers, but those days are over! 
Beauty buyers are eager to add some 
color back to their lives and their 
shopping habits reflect this shift 
(T-6). In fact, consumers are using 
more makeup now compared to the 
height of pandemic lockdown than 
any other category. 

Survey respondents’ top makeup 
purchases during this resurgence 
include the basics needed to create 
their next Insta-worthy masterpiece, 
including mascara (everyone’s favorite), 
eye shadow, concealer, blush and 
foundation (T-7).

Shoppers’ Top Wants
As with skin care, there are certain 

things consumers are seeking when 
buying makeup. Price aside, 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%). Seventy percent 
of consumers also want 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. 

T-6. Product usage now vs. pandemic lockdowns 

Product More now Same Less now

Facial skin care 13% 61% 26%

Body skin care 14% 67% 19%

Hair care 19% 63% 18%

Makeup 46% 42% 13%

Nail care 34% 53% 13%

Fragrance 33% 56% 11%

T-7. Top 10 makeup products survey respondents are buying 

Product Percent

Mascara 85%

Eye shadow 76%

Concealer 76%

Blush—powder or cream 73%

Eye liner pencil 69%

Liquid foundation 67%

Lip gloss 59%

Nail polish—liquid 58%

Primer 57%

Brow pencil 57%

T-8. Makeup trends she’d love to try

Product Percent

Personalized makeup (I pick the ingredients) 75%

Cream to powder foundations 72%

AI apps to see makeup on me before I try 71%

Eyeshadow sticks 65%

Foundation sticks 64%
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Most Compelling Trends
In keeping with their interest in makeup 

that specifically fits consumers’ skin tones and 
needs, 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 (T-8). 

Product Discovery
Although Gen Z consumers rely heavily 

on social media for researching skin care, 
digitally driven makeup consumers rely a 
bit more on traditional outlets such as store 
shelves, marketing ads and their own research 
(T-9). Tik Tok and Instagram still hit their top 
five, though.

Buyers older than Gen Z were more 
consistent with how they researched makeup, 
with most relying on similar outlets as they used 
for skin care: personal research, store shelves 
and free samples.

Interestingly, even though Gen Z consumers 
told us they often rely on social channels 
to research certain beauty purchases, when 
asked to identify their biggest skin care and 
makeup purchase influencer overall, both 
groups of shoppers (Gen Z and older than 
Gen Z) told us free samples (83%), positive 
reviews/consumer claims (73%) and price 
(67%) were the biggest influencers. 

Most Innovative Makeup Brands
Innovation in makeup, as with skin care, 

means slightly different things to different 
generations (T-10). And while there is some 
crossover (both groups see L’Oréal and Fenty as 
innovative), Gen Z’s view of innovation again 
includes those brands which are active on 
social channels while older shoppers identified 
heritage brands like MAC and Maybelline as 
leaders in the innovation space. n

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 

T-9. Where shoppers most often first learn about makeup products

Gen Z Percent Older than Gen Z Percent

My own online research 55% My own online research 49%

On a store shelf 46% On a store shelf 45%

Makeup brand ad 45% Free in-store samples 44%

Tik Tok 44% Makeup brand ad 44%

Instagram 39% Friends and family 39%

T-10. Most innovative makeup brands 

Rank Gen Z Older Than Gen Z

1 Fenty Beauty L’Oréal

2 Rare Beauty Maybelline

3 e.l.f. Fenty Beauty

4 L’Oréal MAC

5 ColourPop CoverGirl

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.
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ENVELOPE-PUSHING  
BEAUTY INGREDIENTS
The latest launches offer unique functionality and claims for brands seeking 
to advance product innovation.

Global Cosmetic Industryfacebook.com/gcimagazine @globalcosmeticindustry @GCI_Magazine

Delavie Sciences has obtained a Bacillus lysate from the exterior of the International Space Station that developed resistance to UV radiation due to prolonged exposure.
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W ith U.S. prestige 
beauty sales 
revenue for Q2 2022 
jumping 16% year-
over-yeara (totaling 
$6 billion, per 

NPD), it’s clear that new innovations 
and claims will be needed to tap into 
growing consumer excitement. Here, 
Global Cosmetic Industry rounds up 
some of the key ingredient launches 
set to define the next wave of product 
design that will generate future 
growth, from upcycled technologies 
to new solutions for the booming sun 
care sector to the evolution of the 
cannabinoid sector. 

Next-level Sun Care
The real highlight of Q2 2022 U.S. 

prestige beauty sales was the continued 
explosion in sunscreen sales, which 
grew by 51%, versus 2021, per NPD. 
This strong growth rate was on top of 
the 60% experienced in Q1.

As the category heats up, a range 
of ingredient firms are launching 
technologies to deliver new 
functionality and claims. For example, 

through a cooperative agreement with 
government agencies, Delavie Sciences 
has obtained a Bacillus lysate from 
the exterior of the International Space 
Station that developed resistance 
to UV radiation due to prolonged 
exposure. The isolate is said to be the 

first biological product certified by the 
Space Foundation.

The ingredient has significant UV-
shielding properties in greater ranges 
than current UV filters, according to 
Delavie, demonstrating absorbing/
blocking properties in the high 

Delavie Sciences has obtained a Bacillus lysate from the exterior of the International Space Station that developed resistance to UV radiation due to prolonged exposure.

The sun care boom is driving demand for new technologies to support claims and address regional regulatory 
requirements; photo by Chris Osmond at Unsplash.

awww.gcimagazine.com/consumers-markets/
news/22340760/q2-beauty-sales-jump-16; www.
npd.com
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energy visible light and near infrared 
wavelengths. The Bacillus lysate has 
also reportedly been shown to increase 
the UV-absorbing properties of 
products. When added to a sunscreen 
containing octocrylene, homosalate 
and avobenzone at 3.5%, the Bacillus 
lysate boosted the SPF my more than 
50% in vivo, while 7.0% Bacillus lysate 
boosted SPF by more than 75%. 

The ingredient technology is 
available as a liquid in various volumes 
and is recommended for lotions, 
serums, creams, balms, gels, sticks, 
sprays, hair care products and face 
washes/scrubs. 

Meanwhile, iActive’s FeruliShield 
feruloyl glycerides offer natural, long-
lasting UV absorption and antioxidant 
activity equivalent to ferulic acid 
with the formulation advantages of 
natural oils. As modified oils, feruloyl 
glycerides are more lipophilic in 
nature and easier to incorporate into 
skin care applications compared to 
other alternatives, per the supplier. 
The technology can also extend the 
shelf life of products by protecting 
against photodegradation. 

Hallstar’s SolaFresh (INCI: 
diethylhexyl 2,6-naphthalate), 
meanwhile, is purportedly an efficient 
photostabilizer for avobenzone (butyl 
methoxydibenzoylmethane). The 
active therefore has been shown to 
enhance SPF and broaden the UV 
absorbance spectrum. SolaFresh 
can be used alone or with other 
photostabilizers to achieve desirable 
SPF in 3-O-free formulations in 
compliance with Hawaii and U.S. 
Virgin Islands bans. Furthermore, its 
high refractive index (1.525) imparts 
luster and smooth appearance to 
end products.

Grant Industries, meanwhile, has 
highlighted a range of dispersions 
and blends to address the sensory 
aesthetics, transparency, durability 
and SPF (UVA and UVB) efficiency 
of sunscreen, daily wear and color 
cosmetic formulations. Offerings in 
the UV Cut series include TiO

2-65-SU, 
a 65% dispersion of ultrafine titanium 

Recently, Biolie introduced its upcycled Vosgian fir seed co-product extract, Firever, described as a natural 
solution to fight against pigmentary disorders and the signs of aging.

BASF Care Creations’ Verdessence RiceTouch can be formulated in a broad range 
of leave-on applications, including foundations, eye shadows, dry shampoos and 
anhydrous products, amongst others.
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dioxide in C13-15 alkane; TiO2-65-CC, a 65% dispersion of 
ultrafine titanium dioxide in coco-caprylate/caprate; ZnO-
65-SU, a 65% dispersion of ultrafine zinc oxide in C13-15 
alkane; and ZnO-65-CC, a 65% dispersion of ultrafine zinc 
oxide in coco-caprylate/caprate.

Upcycled Solution for Dark Spots
Upcycling has taken the industry by storm, reducing 

waste across a wide range of sectors. 
Recently, Biolie introduced its upcycled Vosgian fir 

seed co-product extract, Firever (INCI: water (aqua) (and) 
propanediol (and) Abies alba seed extract), described as a 
natural solution to fight against pigmentary disorders and 
the signs of aging.

According to the company, the active targets dark 
spots on skin. In vitro tests in reconstructed epidermis 
demonstrated a 14% reduction in skin pigmentation with 
2% Firever, per the company. Furthermore, in vitro studies 
on dermal fibroblast monocultures showed that, at 0.5%, 
the ingredient inhibited b-galactoside, a marker of cell 
senescence, by 62%. 

Firever is obtained from excess forest seeds via 
a patented enzymatic, solvent-free eco-process, in 
compliance with the COSMOS standard, according to 
Biolie. This approach is said to preserve the material’s 
naturality according to ISO 16128. The ingredient is 
therefore COSMOS-approved, 80% PPAI and 100% natural 
origin according to ISO 16128.

BASF Care Creations’ Verdessence RiceTouch can be formulated in a broad range 
of leave-on applications, including foundations, eye shadows, dry shampoos and 
anhydrous products, amongst others.
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Eco-friendly Preservation
Inolex has expanded its patent 

portfolio of alkylhydroxamic acid 
technologies with the issuance of 
several patents covering the use of 
caprylhydroxamic acid and related 
alkylhydroxamic acids for the 
preservation of cosmetic, beauty and 
personal care formulations. 

“The innovation enabled by Inolex’s 
patents, employing synergistic 
combinations of multifunctional 
ingredients as key components 
of a hurdle technology approach, 
is displacing traditional biocidal 
methods to the preservation,” said 
Michael J. Fevola, Ph.D., vice president 
of research and development and 
product stewardship at Inolex. “Our 
platforms offer advances that decrease 
toxicological risks and environmental 
impact, creating a new standard for 
brands to achieve safe and effective 
preservation of cosmetics and personal 
care products.”

Sensory Upgrade
BASF Care Creations’ Verdessence 

RiceTouch biopolymer (INCI: Oryza 
sativa (rice) starch) is a plant-based, 
biodegradable, preservative-free 
and small-particle sensory powder 
that provides a light, smooth skin 

feel while reducing the greasiness 
of formulations.

Produced from non-GMO rice, 
Verdessence RiceTouch is said 
to provide high quality, excellent 
oil absorbency. Its inclusion in 
formulations results in shine control 
and a mattifying effect. It also 
reduces stickiness and enhances 
spreadability. Furthermore, this 
free-flowing, low-dust powder exhibits 
low microbial count.

Verdessence RiceTouch is well-
suited for various natural and organic 
cosmetics, including face and body 
care, hair care and body cleansing, 
color cosmetics, and sun care. The 
product can be used alone or in 
combination with other biopolymers 
in the Verdessence range, allowing 
for the formulation of a broad range 
of leave-on applications, e.g., creams 
and lotions, AP/deos, foundations, 
eye shadows, dry shampoos, and 
anhydrous products, among others.

Biome-friendly Beauty
DSM has developed a range of 

base formulas, branded as Biofusion, 
which feature Tilamar PDO with 
Nøøvista (INCI: propanediol), a 
multifunctional transparent liquid that 
acts as a sensory enhancer, solvent, 
humectant and preservative booster, 
all while respecting the balance of 
the skin’s microbiome. According 
to the company, the ingredient is 
the first made-in-Europe cosmetic 
grade of 1,3-propanediol bio-sourced 
completely from non-GMO and 
palm oil-free feedstocks, namely the 
fermentation and purification of 
rapeseed plants. Lucas Meyer Cosmetics by IFF’s BiotyFerment range is inspired by the traditional kefir beverage.

BASF Care Creations’ Probiolift is said to promote graceful skin aging by making the skin appear fuller and 
improving the appearance of forehead wrinkles.

GCI2209_Ingredients_DM.indd   48GCI2209_Ingredients_DM.indd   48 8/20/22   9:37 PM8/20/22   9:37 PM



www.gcimagazine.com Envelope-pushing Beauty Ingredients  DM6

The Biofusion range includes 
Watermelon Scrub, Soft Care Mousse 
Foundation, Moisturizing Lip Ink 
and Skin Care Fluid, all built upon 
Tilamar PDO with Nøøvista. The 
watermelon scrub (91.2% natural 
origin) imparts a refreshing texture, 
adding hydration to skin to impart 
a soft, supple feel. The product 
comprises 10% water, is reportedly 
stable, releases actives gradually and 
contributes to sebum reduction.

The mousse foundation (98.3% 
natural origin) provides a soft, 
lightly textured foundation. It gives a 
naturally blurred, nude skin feeling and 
relaxes facial lines and wrinkles. The 
moisturizing lip “ink” (85.3% natural 
origin) is designed to make lips feel 
soft with a deeply moisturizing formula 
that gives lasting, intense color. Finally, 
the skin care fluid (97.5% natural 
origin) is said to deliver a light, creamy, 
smooth texture and natural, lasting 
care for skin.

Meanwhile BASF Care Creations 
has introduced two biotic ingredients 
that support healthy and graceful 
skin aging: Probiolift (INCI: 
maltodextrin (and) Lactobacillus) and 
Postbiolift (INCI: maltodextrin (and) 
Lactobacillus ferment). According 
to BASF, unlike other biotics, these 
ingredients are the first to use a 
bacterium that is found naturally in 
the skin: Lactobacillus crispatus.

To develop the ingredients, BASF 
studied the facial microbiomes 
of young and mature individuals 
and found that lactic acid bacteria, 
including Lactobacilli, were noticeably 
decreased in mature skin. Levels of the 
Gram-positive, rod-shaped anaerobic L. 
crispatus specie were diminished in the 
under-eye zone and undetected in the 
wrinkle hollows of older volunteers.

These findings led researchers to 
assume that L. crispatus isolated from 
human skin could be a key to more 
youthful-looking skin. From this, the 
company developed the ingredients 
via the same biofermentation 
process. Probiolift is a probiotic with 
dormant cells of living L. crispatus, 
while Postbiolift is the fermentation 

Givaudan’s Spherulite HA Ultimate delivers high molecular weight (HMW) hyaluronic acid (HA) to deep skin 
layers and demonstrates significant instant and long-term lip plumping benefits; photo by Sergey Makashin 
for Pexels.

Silab’s Apioskin is a natural plumping active ingredient with hydrating properties.
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supernatant containing the metabolites 
secreted by L. crispatus. 

Probiolift is said to awaken upon 
contact with skin’s moisture. The 
active promotes graceful skin aging 
by making the skin appear fuller 
and improving the appearance of 
forehead wrinkles. These effects were 
demonstrated in a clinical study of 29 
female volunteers between the ages 
of 45 and 65 who had fine lines or 
wrinkles on their foreheads.

In comparison with a placebo 
formulation, the Probiolift 0.05% test 
formula reportedly gave the skin a 
fuller appearance after two months 
of use. According to BASF, while the 
appearance of forehead wrinkles is 
more difficult to smooth than crow’s 
feet, the probiotic offered a visible 
correction in this area, achieving a 
5% reduction in the appearance of 
wrinkles compared with the placebo. 

These clinical results were supported 
by the L. crispatus biological properties 
identified in earlier in vitro testing. 

Postbiolift, meanwhile, aims to 
support an improvement in the 
mechanical properties of skin to make 
it appear more elastic, less wrinkled 
and smoother in the eye area, and 
evenly complected. The efficacy of 
Postbiolift was demonstrated in a 
placebo-controlled clinical study of 
30 female volunteers aged 40-50 with 
crow’s feet wrinkles and color spots 
on the face. After 28 and 56 days of 
treatment with the ingredient at 1% in 
a test cream, volunteers’ skin elasticity 
parameters were evaluated. Results 
indicated a significant improvement of 
up to 10% over the placebo.

In addition, at the end of the 56-
day study, Postbiolift had decreased 
the appearance of crow’s feet and 
pigmented age spots in the middle-aged 

women by almost 7% compared 
with the placebo. The mechanism 
underlying the observed clinical 
results was previously evidenced by 
comprehensive in vitro studies.

Kefir-inspired Skin Care
Lucas Meyer Cosmetics by IFF’s 

BiotyFerment range is inspired by the 
traditional kefir beverage. According 
to the company, the patented 
fermentation process of BiotyFerment 
uses kefir “grains” made of symbiotic 
microorganisms for effective skin and 
hair care.

BiotyFerment Ashwa (INCI: 
water (aqua) (and) glycerin (and) 
Withania somnifera root extract) is a 
fermented extract of organically grown 
ashwagandha roots that are said to 
help protect the skin against oxidative 
stress-induced damage (dehydration, 
premature aging, etc.) and keep skin 
relaxed. The active was found in vitro 
to fight free radical production. 

BiotyFerment Astra (INCI: water 
(aqua) (and) glycerin (and) Astragalus 
membranaceus root extract) is a 
fermented extract of organically grown 
Astragalus roots, reported to: revitalize 
skin by fighting fatigue; moisturize skin 
for a healthier condition; and improve 
skin firmness to prevent aging. It was 
found in vitro to boost cell metabolism, 
increase hyaluronic acid synthesis and 
stimulate collagen production.

Plumping Technology
Givaudan’s Spherulite HA Ultimate 

(INCI: glycerin (and) water (aqua) 
(and) sucrose palmitate (and) glyceryl 
linoleate (and) tocopherol (and) 
Helianthus annuus (sunflower) seed 
oil (and) sodium hyaluronate) is a 
sustainable well-aging active designed to 
deliver high molecular weight (HMW) 
hyaluronic acid (HA) to deep skin layers 
and to provide significant, instant and 
long-term lip plumping benefits.

HA is widely used in well-aging 
solutions for its role in keeping skin 
hydrated and plumped. It is used 
clinically as a filler for fine lines 

“In order to create Ecocert/COSMOS approved fragrances, the raw materials need to be 
of natural origin and Ecocert certified,” says Marina Bontems, a regulatory expert at Sozio; 
photo by Efigie lima Marcos at Pexels.
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and wrinkles although, as Givaudan 
reports, a majority of consumers 
remain cautious about injections. The 
active therefore provides an alternative 
to invasive treatments.

Marina Egorova, visuals and 
vectorization category manager for 
active beauty, said, “The advanced 
microencapsulation technology of 
Spherulite allows the vectorization 
of HMW HA through multi-layered 
crystalline microcapsules. The 
nonionic nature of the capsule enables 
it to better penetrate the upper layers 
of the skin to the target activity site, 
where pure HA is slowly released for a 
long-lasting effect.”

According to Egorova, Spherulite 
HA Ultimate contains upcycled natural 
vitamin E and no preservatives. The 
natural origin content of the product 
according to ISO 16128 is 100%.

The performance of Spherulite 
HA Ultimate has been certified by 
Raman spectroscopy, demonstrating 
penetration in the stratum corneum 
and the epidermis up to 50 µm. The 
ingredient has also been clinically 
tested in women and demonstrates 
significant improvements in lip-
plumping effects—up to 12.4% after 30 
min and 21.4% at day 28.

Meanwhile, Silab has launched 
Apioskin (INCI: water (aqua) (and) 
Spirodela polyrhiza extract), a natural 
plumping active ingredient with 
hydrating properties. Based on purified 
APG from giant duckweed (Spirodela 
polyrhiza), the ingredient’s smoothing 
and radiance-boosting effects are said 
to help dehydrated skin. 

Using an approach combining 
molecular modeling and Raman 
microspectroscopy, Silab has shown 
the high hygroscopic capacity of APG, 
which gives Apioskin its intrinsic 
ability to take up and retain water 
in the skin. Beyond these properties, 
Apioskin reportedly activates the 
biological levers of cutaneous hydration.

Tested in vivo at 3% in Caucasian 
and Asian volunteers, Apioskin 
provided long-lasting hydration to 
dehydrated skin, superficially and 

in-depth from the stratum corneum 
to the upper dermis. According 
to the company, after 21 days of 
application, the ingredient enhanced 
skin properties: dehydration lines 
were smoothed, facial volumes were 
redefined and complexion radiance was 
revived. It was also reported that 100% 
of the Caucasian volunteers observed 
their skin to be more hydrated, 
comfortable, luminous and softer.

Available in an aqueous solution, 
Apioskin is a patented active ingredient 
recommended in all plumping skin 
care products at a dose of 0.5-3.0%. 
The active complies with biodiversity 
regulations and has a natural origin 
content of 99.2% (ISO 16128). It also 
complies with international cosmetic 
regulations in Europe, the United 
States, China, Japan, etc. 

Natural Moisturization & 
Inflammation Reducer

Seppic, in cooperation 
with WeSource, has unveiled 
Hydrachrysum (INCI: water (aqua) 
(and) glycerin (and) Helichrysum 
stoechas callus culture lysate), a 
natural moisturizer for improving 
dry skin and inflammation. Bio-
inspired by Helichrysum stoechas, the 

ingredient has been developed using 
WeSource’s Celtosome biotechnology. 
The technology offers a molecular 
richness comprising hydrophilic and 
lipophilic molecules derived from the 
dedifferentiated plant cells and specific 
cells secreted in the medium.

Hydrachrysum induces a decrease 
in pro-inflammatory mediators and an 
increase of pro-resolutive mediators 
to allow a return to homeostasis 
and improved barrier function. The 
ingredient reportedly increases the 
number of lacunae, which act as 
extracellular water tanks and represent 
as much as 40% of the volume of the 
stratum corneum. The technology 
boosts skin moisturization after only 
five days by increasing the number of 
lacunae by 82% versus a placebo.

Hydrachrysum is COSMOS- and 
Natrue-approved, halal-certified, and 
scientifically proven with in vitro, 
ex vivo and in vivo data at 1%. In 
addition, the technology is a finalist in 
the active ingredients category of the 
Cosmetics & Toiletries Alle- Awards. 

Enhancing Fragrance 
Biodegradability

With biodegradable claims on the 
rise, Global Cosmetic Industry reached 

BASF’s ComfortBD reportedly supports the look of a mattified complexion and soothes the appearance of red, 
irritated skin.
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out to Marina Bontems, a regulatory 
expert at Sozio, to get a better sense of 
sustainability claims.

“The biodegradability of fragrance 
materials has been defined by OECD 
(the Organisation for Economic 
Co-operation and Development),” 
Bontems notes. “In their guideline, 
the degradation is determined 
by parameters such as DOC, CO

2 
production and oxygen uptake. The 
pass levels of ready biodegradability 
are 70% removal of DOC and 60% 
of ThOD or ThCO2 production for 
respirometric methods. These pass 
values have to be reached in a 10-day 
window within the 28-day period 
of the test. The biodegradation of 
raw materials is being analyzed in 
three environments (soil, sediments 
and water).”

 As for how biodegradability 
is determined for fragrance 
mixtures, Bontems explains, “The 
biodegradability of fragrance mixtures 
is based on the biodegradability of 
each raw material according to OECD 
criteria for fragrance materials.”

But there are also considerations 
for validating materials for natural, 
organic and Ecocert/COSMOS-
compliant fragrances.

“In order to create Ecocert/COSMOS 
approved fragrances, the raw materials 
need to be of natural origin and 
Ecocert certified,” says Bontems. 
“To do so, we work with a certifier 
company which look at paperwork 
and suppliers. The fragrance formula 
must be composed with 100% of these 
approved raw materials.” 

She continues, “It’s important to 
define ‘natural origin,’ which means 
that the raw material comes of 
vegetable, animal or microbiological 
source; that includes the derived 
products from these materials by 
enzymatic processes and/or traditional 
methods of preparation which follow 
the European ISO9235 standard.”

Bontems adds, “In the case of 
Ecocert/COSMOS organic fragrances, 
the same requirements than for 
Ecocert/COSMOS fragrances needs 
to be followed. In addition, the labels, 

technical data sheets and packaging 
must be approved as well. The 
fragrance formula has to be made of 
100% natural origin raw materials that 
are Ecocert/COSMOS approved and 
must contain at least one organic raw 
material. A yearly audit is conducted 
by Ecocert to renew the certification 
of our manufacturing plant.”

 She adds, “In the [United States], 
the NOP/USDA program defines the 
requirement for organic fragrances. 
According to their definition: ‘Organic 
products must be produced using 
agricultural production practices 
that foster resource cycling, promote 
ecological balance, maintain, and 
improve soil and water quality, 
minimize the use of synthetic 
materials, and conserve biodiversity.’ 
The NOP/USDA organic fragrances 
are formulated with 100% of organic 
raw materials.”

 Bontems continues, “An audit is 
conducted every year to ensure the 
good conduct of the NOP/USDA organic 
requirements and renew our NOP/
USDA certification for Sozio’s factory 
located in Piscataway, New Jersey.”

Given all of this, what other 
considerations should brands keep 
in mind regarding the development 
of products comprising “clean” or 
“sustainable” scents?

“Clean and sustainable doesn’t 
mean natural,” Bontems clarifies. 
“Green chemistry and synthetic raw 
materials can be cleaner and safer for 
human health and even be better for 
the environment. The toxicity of a 
substance depends on its chemical 
structure, not its origin. There is often 
a misperception of hazard and risk 
when consumers see, read or hear a 
chemical name.”

She adds, “A synthetic ingredient 
allows for full control of its origin, 
stability, production and composition. 
A lot of testing is invested to ensure 
safety. Because of the way it is 
manufactured, by human hands in 
labs, there is a limited and monitored 
impact on the environment, whereas 
a natural ingredient can be sourced, 
harvested and imported from around 
the world, so the carbon footprint 
and sustainability can seriously 
be questioned.”

Confocal image of algae cells during fermentation process; photo courtesy of Biological 
Imaging Facility, University of California, Berkeley.
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Bontems concludes, “It is also worth 
mentioning that natural ingredients 
contain allergens, CMRs and harsh 
molecules that can be really harmful 
for skin and human health.”

CBD and Beyond
BASF has introduced ComfortBD 

(INCI: cannabidiol) to the U.S. market. 
The natural CBD-based ingredient 
reportedly supports the look of a 
mattified complexion and soothes the 
appearance of red, irritated skin. 

ComfortBD, with monitored levels 
of CBD greater than 80% and less 
than 0.2% total THC, has reportedly 
demonstrated efficacy in both in vitro 
and in vivo tests. The development 
of diverse skin care formulations has 
shown the flexibility of ComfortBD in 
final products with no impact on color 
or odor.

Nader Mahmoud, vice president of 
business management for personal care 
North America, believes that consumers 
have shifted their focus toward 
sustainability in a post-COVID world.

“CBD is the perfect candidate for 
[sustainable solutions] as it’s a natural 
solution that provides relaxing and 
calming properties,” Mahmoud said. 
“Our research and development team 

has deep expertise with plant and 
botanical extracts. They found the exact 
synergy and combination to create 
an active ingredient extracted from L. 
cannabis sativa sourced and sustainably 
grown in the United States.”

Meanwhile, a range of suppliers are 
pushing beauty innovation into other 
cannabidiols. For instance, Demetrix’s 
fermentation-derived Arete-G is a pure, 
sustainably produced cannabigerol—
sans THC—with strong anti-
inflammatory properties and activity 
against C. acnes. 

The technology avoids the 
variabilities, impurities and 
environmental impacts that may be 
found in plant-based extracts such 
as CBD, while offering more targeted 
benefits compared to the generalist 
benefits of CBD, per the company. CBG 
is good at generating lipid production 
and fat generation in the epidermis, 
which is ideal for moisturizers. 
Potential benefits include the treatment 
of eczema and psoriasis. It can also be 
used alongside CBD in creams, lotions, 
moisturizers and other topical skin 
products, as well as select hair and 
scalp applications.

Up next, Demetrix is pursuing the 
production of the acid version of 
CBG, known as CBGA, which offers 

different benefits. The company is also 
researching the application of CBG for 
ingestible products. 

Elsewhere, Purissima, a developer of 
natural ingredients via the application 
of fermentation to microalgae, is 
set to launch its first ingredient, 
cannabichromene (CBC). To bring 
the technology to market, Purissima 
has entered a multi-year processing 
and distribution partnership with 
Open Book Extracts, a provider of 
cannabinoid ingredients, concept-
to-market formulation services 
and finished goods manufacturing. 
Ingredient manufacturing began in 
July 2022, with volumes available to 
clients “before fall 2022,” per the firms.

CBC can be used topically or 
ingested; it can also be combined 
with other cannabinoids for specific 
claims. CBC can address skin redness 
and smoothing and, in ingestibles, 
potentially reduce pain due to its anti-
inflammatory activity.

Purissima will also pursue 
the development of other rare 
cannabinoids that can only be 
produced in low amounts naturally. 
Purissima’s microalgae-centric system 
(illustrated by two photos courtesy 
of the Biological Imaging Facility of 
the University of California, Berkeley) 
reportedly keeps costs controlled and 
is easy to scale. Production of a batch 
requires just one week in a fermenter, 
per the company, with virtually 
unlimited capacity when tapping into 
various manufacturing partners.

To illustrate, the company notes that 
large-scale fermentation can produce 
the same amount of cannabinoids 
(such as CBD) as a cannabis farm 
equivalent to the size of Rhode Island. 
It also allows for a 2/3 reduction in 
greenhouse emissions by using water 
(which can be recycled) and sugar 
for feedstock. 

Future targets, beyond cannabinoids, 
could include technologies for beauty, 
flavor and fragrances, including some 
fragrance-relevant terpenes. While it 
took five years to develop CBC, the 
current timeline for further ingredients 
is now just six months. n

The evolution of algae cells during fermentation; photo courtesy of Biological Imaging Facility, 
University of California, Berkeley.
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Clean Your Dirty Face is offering two skin care kits: The Goddess 
Kit and The Acne Essential Kit. The Goddess Kit is said to be perfect 
for anyone concerned about fine lines, dull skin and anti-aging but 
who doesn’t know where to start. The Acne Essential Kit is reportedly 
ideal for those experiencing breakouts, or who have acne-prone skin.

Givaudan’s Spherulite HA Ultimate (INCI: glycerin (and) water (aqua) 
(and) sucrose palmitate (and) glyceryl linoleate (and) tocopherol (and) 
Helianthus annuus (sunflower) seed oil (and) sodium hyaluronate) is 
a sustainable well-aging active designed to deliver high molecular 
weight (HMW) hyaluronic acid (HA) to deep skin layers. Dedicated to 
lip care, it demonstrates significant instant and long-term plumping 
benefits, according to the company.

Biolie’s upcycled Vosgian fir seed co-product extract, Firever (INCI: 
water (aqua) (and) propanediol (and) Abies alba seed extract), is 
described as a natural solution to fight against pigmentary disorders 
and the signs of aging. According to the company, the active targets 
dark spots on skin.

Avya Skincare has launched three new products as a part of the 
Hydroveda collection that are inspired by nature and designed to 
regain balance between the body, mind, spirit and environment. 
The collection includes the brand’s proprietary peptide complex, 
which additionally incorporates turmeric, neem and peony. Products 
include: Daily Detox Clay Mask, Sheer Tinted Moisturizer SPF 40 and 
Daily Milk Cleanser.

Ashley Tisdale has announced the launch of her skin care line, 
Being Frenshe, available at Target. All five scents, or “moods,” in 
the Being Frenshe collection were inspired by Tisdale’s obsession 
with candles. The five scents are based on what mood one wants 
to experience.
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Givaudan’s Spherulite HA Ultimate (INCI: glycerin (and) water (aqua) 
(and) sucrose palmitate (and) glyceryl linoleate (and) tocopherol (and) 
Helianthus annuus (sunflower) seed oil (and) sodium hyaluronate) is 
a sustainable well-aging active designed to deliver high molecular 
weight (HMW) hyaluronic acid (HA) to deep skin layers. Dedicated to 
lip care, it demonstrates significant instant and long-term plumping 
benefits, according to the company.

Ashley Tisdale has announced the launch of her skin care line, 
Being Frenshe, available at Target. All five scents, or “moods,” in 
the Being Frenshe collection were inspired by Tisdale’s obsession 
with candles. The five scents are based on what mood one wants 
to experience.

Skin Proud has launched Sleep Defence, a calming overnight 
mask featuring kombucha, niacinamide and salicylic acid. The mask 
is formulated with a unique combination of black tea, yeast and 
bacteria to keep skin’s microbiome balanced while helping to protect 
against environmental stressors which can result in premature aging.

Nécessaire has launched The Sunscreen, a mineral sunscreen 
treatment infused with protection and skin care actives for the face 
and body. This lotion is formulated to protect and moisturize the 
skin while preventing premature aging.
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Integrity Ingredients Corporation (IIC), a supplier of sustainable, 
clean beauty ingredients, has added chaga mushroom liquid 
extract (INCI: glycerin (and) water (aqua) (and) Inonotus obliquus 
(mushroom) extract) and chaga mushroom liquid extract BW (with 
birch water—seasonal) (INCI: glycerin (and) Betula alba juice (and) 
Inonotus obliquus (mushroom) extract to its arctic botanical portfolio, 
touting the mushroom’s antioxidant and anti-aging benefits. Chaga 
mushrooms are also brimming with essential minerals, including zinc, 
copper, magnesium, selenium and potassium, along with vitamins B, 
C and E that IIC says provide a multitude of skin care benefits.

Symrise is extending the focus of its multifunctional skin care 
emollient SymClariol (INCI: decylene glycol) to include antimicrobial 
and hygiene applications. Among other functions, the ingredient 
supports dandruff control concepts. It also reportedly works well in 
products for acne-prone and oily skin.

CeraVe has debuted its new makeup 
remover, cleansing balm and anti-aging 
eye cream, which are designed to be 
gentle yet effective for all skin types.The 
Comforting Eye Makeup Remover is a 
bi-phase water and oil product designed 
to gently remove dirt and stubborn 
eye makeup. The Makeup Removing 
Cleanser Balm is CeraVe’s first cleansing 
balm. It is formulated with plant-based 
jojoba oil to help the skin retain moisture 
while cleansing. The Skin Renewing Eye 
Cream is designed to not only deeply 
hydrate the areas under the eyes, but 
also visibly smooth and brighten them.

Codex Beauty Labs, a plant-based biotech skin care company, 
has launched Shaant, a line of products that treats oily and acne-
prone skin by supporting the skin’s natural microbiome. The Shaant 
collection features Codex Beauty Labs’ patent-pending Shaant 
Complex technology, which maintains the native microbiome of the 
skin—the best defense for oily and acne prone skin, according to 
the company.

Alleyoop has launched Dream Team, a 3-in-1 moisturizer, eye 
cream and mask, said to smooth and hydrate skin while boosting its 
overall health. The product is housed in a refillable bottle made from 
100% PCR PP material and features a reusable pump made from 
virgin PP.
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TPH by Taraji has expanded into hair tools and accessories with 
the release of its Get Your Weight Up elongating hair weights. Get 
Your Weight Up hair weights are a set of multifunctional hair weights 
designed to create more length and style possibilities by reducing 
shrinkage on curly and coily hair types.

Inolex’s LexFeel N350 MB (INCI: diheptyl succinate (and) capryloyl 
glycerin/sebacic acid copolymer) is a 100% plant-based dimethicone 
alternative and hair color protectant. The ingredient pairs a highly 
versatile copolymer with a soft and lightweight ester, creating a 
synergistic blend superior to one component alone.  It provides color 
protection in hair care products and conditioning comparable to 
dimethicone 350 cSt.

Biolage Professional has announced that the brand’s formulas are 
relaunching as Leaping Bunny certifi ed cruelty-free and vegan with 
the packaging made from 100% PCR plastic. The formulas remain 
unchanged and are the same formulas known to deliver Biolage’s 
signature performance of shine and softness that can transition from 
salon to home.

Johnson & Johnson Consumer Health launched Vivvi & Bloom, 
a natural skin and hair care brand for babies and toddlers that was 
co-created by millennial and Gen Z parents and caregivers. Vivvi & 
Bloom is initially launching with the following three products:  Vivvi & 
Bloom 2-In-1 Wash & Shampoo Cleansing Gel, Vivvi & Bloom 2-In-1 
Face & Body Whip Lotion and Vivvi & Bloom 2-In-1 Scalp & Body 
Massage Oil.
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Makeup Revolution has launched its IRL Filter Foundation, which consists 
of a comfortable, breathable formula that delivers a soft matte finish. It is 
enriched with niacinamide for diffusing pores and concealing blemishes. 
Available in 30 shades, the foundation provides 20% more pigment for easy 
buildable coverage and 16-hour wear.

Halsey has released their latest beauty brand, af94, at Walmart—
offering an affordable line that is accessible to a larger audience. af94 
will consist of 67 products in the categories of eye, lip, cheek and 
body, but its starting lineup will debut with 12 products. It will feature 
velvety eye shadow crayons, creamy matte lipsticks, multi-use cheek 
and lip tints, biodegradable makeup remover wipes and colorful face 
and body stickers.

Ilia Beauty debuted its Liquid Powder Matte Eye Tint, a clean, 
cream-to-powder eye color available in eight nature-inspired shades. 
According to the brand, the product sets to a crease-resistant finish, 
swipes on and blends effortlessly, with no tools needed.
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JLo Beauty has launched its Firm + Flaunt Targeted Booty Balm, 
which was clinically tested and shown to visibly firm and hydrate skin. 
It also fades the appearance of stretch marks for a smoother, more 
refined-looking booty.

Victoria’s Secret has announced the debut of Bare Eau de Parfum, 
made with upcycled materials and responsibly sourced ingredients. 
The new scent is the brand’s first in five years. This scent is said to 
be a testament to every woman’s distinct sense of self-expression, 
reinforcing the brand’s ongoing mission to uplift and champion all 
women throughout their journeys.

Sephora is now offering 
Dedtergent by Dedcool, a detergent 
made for clothes, sheets, intimates 
and delicates. The product is 
100% biodegradable and offers 
60 washes. It can be used in the 
machine or for hand-washing items.

Thrive Market has launched f.a.e., a skin and body care brand that 
features cruelty-free formulas. Products in the line include sunscreen, oil, 
shampoo and conditioner, wipes, body wash, lotion and hand wash.
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PRODUCTS & SERVICES showcase

To reserve space 
in this section, contact 

Kim Jednachowski
kjednachowski@allured.com 

1-630-344-6054

CONTRACT MANUFACTURING

PRODUCTS & SERVICES showcase

PAGE ADVERTISER PHONE WEB SITE

5 Accupac 1-215-256-7000 www.accupac.com/gci

7 Acme Hardesty Co., Inc. 1-215-591-3610 www.acme-hardesty.com

46 Allstar Packaging Corp. 1-732-353-6549 www.allstarpkg.com

37 Ashland Specialty Ingredients 1-973-628-4000 www.ashland.com

3 Berjé, Inc. 1-973-748-8980 www.berjeinc.com

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

C4 Biocogent LLC 1-631-638-1300 www.biocogent.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

43 Cosmo International Fragrances 1-954-566-1516 www.cosmo-fragrances.com

23 Federal Package 1-952-658-7593 www.federalpackage.com

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

15 LipoTrue (34) 93-547-760 www.lipotrue.com

41 McKernan Packaging Clearing House 1-775-356-6111 www.mckernan.com

C3 Sabinsa Corp. 1-732-777-1111 www.sabinsacosmetics.com

27 Seacliff Beauty Packaging & Laboratories 1-949-955-1239 www.seacliffbeauty.com

45 Simplex Filler Co., Inc. 1-707-265-6801 www.simplexfiller.com

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