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tuned into
At Cosmetic Solutions our team of experts are in-tune with the latest industry trends and 

constantly on the lookout for new and unique active ingredients or product formulations. 
Working with Cosmetic Solutions allows our partners to be both on trend and quick to market, 

maintaining the attention of an increasingly discerning consumer base while capitalizing 
on the latest products taking the industry by storm.

TRENDS



macro
TRENDS



the new natural
Natural standards are ever changing and evolving.   

Consumers are looking for products that are 
environmentally friendly, sustainable, promote fair 

trade, have shorter ingredient lists that promote 
natural herbs/plant ingredients to improve their skin 

and brands that don’t test on animals. 

“Clean” is used to describe products free from certain 
synthetic ingredients such as parabens and sulphates, but 
does not mean that a product is all-natural or organic. 

The concept of natural beauty ingredients must expand in 
an ever-changing world, encompassing local approaches 
as well as technology developments.

Clean is the new natural – but what does it mean?

56% 
of consumers cite that a 
clean beauty product is 
a key indicator that a 
product is natural



More people are seeking beauty products that are derived from nature.

IN THE UK

50%
of consumers who bought 

beauty products in the last 12 
months looked for products 

made with natural ingredients

IN THE US

31%
of consumers using facial skincare

purchased products that use 
natural ingredients; this increases to 

43% for 18-34-year-olds

IN CHINA

45%
of female consumers using facial 

skincare plan to use products 
made from natural ingredients or 

herbs to improve their skin

Consumers believe natural is best

Base: 1,622 UK internet users aged 16+ who have purchased beauty products in the last 12 months; 1,747 US internet users aged 
18+ who use facial skincare products;1,350 Chinese women who used facial skincare products in China

http://reports.mintel.com/display/813499/
http://reports.mintel.com/display/832397/
http://reports.mintel.com/display/784124/


naturals are on the rise

Naturals are increasingly popular with consumers as they are 
perceived as purer and safer, and consumers are also 
becoming more concerned about their carbon footprint and 
impact on the environment around them. Being viewed as 
'green' has become a trend, and for many, a lifestyle choice.

Consumers are better informed

People are doing more research and reading 
than ever before, so they are more in tune with 

developments in science and technology. 
Smartphone apps can provide consumers with 

insights into the safety of products and the source 
of ingredients. Certifications are also on the rise.

your opportunity 



reef friendly spf
Hawaii becomes the first state 
to ban sunscreens that harm 
coral reefs

The bill will go into effect January 1, 2021.  
At that point, the sale or distribution of  
over-the-counter sunscreens containing 
oxybenzone and octinoxate, which help 
filter UV rays, will be prohibited.

Look for brands to launch mineral-only or 
oxybenzone-free chemical sunscreens. 

Some of the new formulations may not  be 
100%  reef safe, but at least consumers will 
have confidence that they can avoid one 
of the chemicals with the most evidence of 
its potential for environmental damage.

6,000
tons of sunscreen are estimated 
to wash into coral reefs around 

the globe each year.



Clinique Pep-Start Daily UV Protector Broad 
Spectrum SPF 50

1 oz. $19.50

Unsun Mineral Tinted Sunscreen SPF 30 1.7 oz. $29.00

MDSolarSciences Mineral Crème Broad Spectrum 
SPF 50 UVA-UBV Sunscreen

1/7 oz. $30.00

Drunk Elephant Umbra Sheer Physical Daily 
Defense Broad Spectrum Sunscreen SPF 30

3 oz. $34.00

Coola Mineral Face SPF 30 – Matte Tint 1.7 oz. $36.00

Supergoop 100% Mineral Smooth & Poreless
Matte SPF40

1.5 oz. $38.00

Dr. Dennis Gross Sheer Mineral Sun Spray SPF 50 4 oz. $42.00

reef friendly spf



CBD



cannabidiol is being touted 
as a magical elixir, a cure-all 
now available in bath bombs, dog treats 
and even pharmaceuticals. 

Now beauty brands are creating 
products that don't carry the traditional 
tropes of cannabis and treating CBD 
like any other luxury beauty product.

SOURCES: ELLE Magazine + NY Times
“ “

The convergence of wellness and beauty has 
encouraged a more open-minded consumer, 

one that is willing to reconsider cannabis' 
stoner image into something more 

sophisticated.

cbd is a purified, non-psychoactive compound 
harvested from the cannabis plant. no, it can’t 
get you high.



In 2019 and beyond, Cannabidiol (CBD) will become the go-to ingredient for natural 
beauty, helping to improve the skin and the mind, to bring consumers back into balance.

More people are searching for stress-relief solutions, and in the US, 35% of consumers believe 
Cannabis could potentially help them de-stress, while 37% believe it will help them relax.

Base:197 internet users aged 22+ in States where it is legal to purchase Cannabis for recreational use who are not currently using, but are open to trying
SOURCE: MINTEL

your opportunity 

http://reports.mintel.com/display/916534/


The Body Shop Hemp Hand Protector 3.3 oz. $20.00

Vertly CBD Infused Lip Balm .2 oz. $22.00

Perricone MD CBx for Men Super Clean Face Wash 5.1 oz. $35.00

Cannuka CBD Calming Eye Balm .44 oz $38.00

High Beauty High Five Cannabis Seed Facial 
Moisturizer 1.7 oz. $40.00

Vertly Hemp CBD Infused Relief Lotion 3 oz. $48.00

Herbivore Emerald Cannabis Sativa Hemp Seed 
Deep Moisture Glow Oil 1 oz. $48.00

High Beauty High Expectations Cannabis Seed 
Facial Oil 1 oz. $54.00

Lord Jones High CBD Body Lotion 1.69 oz. $60.00

Ildi Pekar Tissue Repair Serum 1 oz. $148.00

cbd



adaptogens



Coined in 1947, the term adaptogen refers to substances that theoretically 
“adapt” to what your body needs and help protect against various stressors. 

Adaptogenic skin care products adjust to the needs of the user, helping to 
reduce stress and rebalance the body where needed. These naturally 
sourced ingredients fit perfectly with increased consumer desire for plant-
based products, and are set to gain greater marketing prominence for 
natural/organic and vegan skincare brands.

adaptogenics will support the mind and body

20%
of UK residents age 16-34 

complain that stress makes 
their skin look worse and 

directly affects how they feel.

Expect an explosion of indie adaptogenic brands over the 
next few years, tagged to various wellness lifestyles – as more 
consumers grow alarmed about the negative effects stress 
can have on their mind and body. 



Consumers will seek out products that will balance their mood, while also reducing skin anxiety & 
irritation. Scientific terms such as 'neurogenics' and 'pyschodermatology' are gaining popularity, 
and consumers will need brands to convert this science into more recognizable terms.

Brands can also explore opportunities to showcase the inclusion of adaptogenic 'stress-reducing' 
compounds found in ingredients such as medicinal mushrooms, ashwagandha, holy basil and maca.

your opportunity 

Bi-p
ha

se oil in d
ifferent hues

Although unregulated by the Food and Drug Administration, that hasn’t stopped trendsetters from sharing 
their purported benefits, which include supporting the body’s adrenal glands, reducing stress levels and 

regulating hormone responses for an overall sense of homeostasis, or balance.

Floating rose petals to 
enhance good mood

Use crystals and colors for 
sensory and emotional benefits



adaptogens
Cocokind Collective Highlighters 0.5 oz. $12.00
Bioelements Equalizer 6 oz. $30.00

Disciple Skincare Dreamy Skin Retinyl Oil
0.67 
oz. 

$36.62

Moon Juice Beauty Shroom Exfoliating Acid 
Potion 

3.3 oz. $39.00

Kora Turmeric 2-in-1 Brightening & Exfoliating 
Mask

3.38 
oz. 

$48.00

Youth To The People Adaptogen Deep Moisture 
Cream

2 oz. $58.00

Huxley Secret of Sahara Oil : Light and More 1.1 oz. $58.00

Tulura Botanical Facial Oil Warm Season 1 oz. $75.00

Plantoxidants Chaga & Ginseng Reparative 
Serum 

1 oz. $110.00

Sjal Bio-Rejeneratif Serum 1 oz. 
$275.0
0



specialty scalp 
& hair



Look for brands to create a cleanser product that should be used prior to shampooing, then offer 
a choice of shampoos – one that's designed specifically for the scalp, or one that's designed for 
shiny, silky hair – and then educate consumers to shampoo twice. Concepts seen in facial 
cleanser, such as low-pH and anti-pollution, will also be tapped into by scalp shampoo brands.

your opportunity 
Consumers increasing awareness that 'scalp is skin’ will inspire 
shampoo brands to take a facial cleanser approach to increase 
both cleansing and moisturizing abilities. For instance, a double-
cleansing routine or low-pH cleansers are areas that shampoo 
brands should tap into.

http://clients.mintel.com/report/south-korean-skincare-trends-for-2018
http://clients.mintel.com/insight/facial-cleansing-will-benefit-from-more-segmentation


specialty scalp & hair
Ouai Dry Shampoo 4.5 oz. $24.00

TrueCider Apple Cider Vinegar Creamy 
Conditioner

16 oz. $29.00

Younghee Purifying Essential Rinse 4 oz. $29.00

Amika The Kure Intense Repair Hair Mask 8.5 oz. $38.00

dpHUE Apple Cider Vinegar Hair Rinse 8.5 oz. $35.00

Briogeo Scalp Revival Charcoal + Coconut Oil 
Micro-Exfoliating Shampoo

8 oz. $42.00

Rene Furterer Astera Fresh Soothing Freshness 
Fluid

1.7 oz. $48.00

Oribe Serene Scalp Soothing Leave-on 
Treatment

1.7 oz. $48.00

Keranique Deluxe Regrowth Hair System Kit 4 piece $49.00

Kerastase Initialiste Advanced Scalp & Hair 
Serum

2.2 oz. $51.00



blue 
light protection

Continuous, long-term exposure of high energy visible light (HEVL)
can take a toll on the skin by reducing the levels of antioxidants in 

the skin and induced hyperpigmentation - even more than UV light.

Heavy HEVL exposure is expected to 
accelerate pigmentation changes and 

add more fine lines and wrinkles.



is your iphone making you look old? 

Versus 30 for adults, exposing them to blue HEVL that 
affects sleep and reduces skin's antioxidant levels. 
Brands can develop on-the-go products to recharge 
skin and halt the unhealthy effects of blue HEVL.

157x per day

US Millennials check their phones

Brands have an opportunity to rewrite the traditional anti-
aging narrative, and advocate a new set of pro-health skin 
solutions that are driven by blue light protection.



Blue light can damage eyes and skin, and affects sleep and 
overall wellbeing. Brands need to move quickly to develop 
products – even a line of anti-aging solutions – for iGens and 
Millennials whose long term usage of smartphones exposes them 
to skin-ageing blue light.

The marketing narrative should be tied to science to explain why 
natural ingredients were chosen to protect against high energy 
visible light (HEVL) or replenish what blue light takes away.

The photo-aging effects of blue light give brands a moment with 
a receptive younger audience to pitch pro-health skin solutions, 
or even routines, beyond just standard sun protection.

your opportunity 



RESIST Super Antioxidant Serum 1 oz $30.40

Farmacy Green Screen Daily Environmental 
Protector Broad Spectrum Mineral Sunscreen SPF 
30 w/Echinacea GreenEnvy

1.7 oz $36.00

Uriage Age Protect Multi –Action Cream SPF 30 5.4 oz $33.65

Coola Full Spectrum 360 Sun Silk Drops SPF 30 1 oz $46.00

Make Moonlight Primer 1 oz. $55.00

Elemis Daily Defense Shield SPF 30 Broad Spectrum 
Protection

1 oz $60.00

Estee Lauder Advanced Night Repair Eye 
Supercharged Complex

0.5 oz $62.00

Sunday Riley Auto Correct Brightening and 
Depuffing Eye Contour Cream

0.5 oz $65.00

Zo Skin Health Sunscreen + Primer SPF 30 1 oz $65.00

Dr Sebagh Supreme Day Cream 1.7 oz
$220.0
0

blue light protection



inclusivity

Consumers demand beauty defined on their terms. 
Brands are starting to offer skin care, hair care and makeup that 

does not lend itself to any one particular gender or ethnicity. 
This powerful new industry trend is setting a new standard of beauty 

that everyone can relate to. 



Read on mintel.com

there's a focus on indie brands

As consumers continue to express their individuality, they are 
being drawn to new indie brands offering fresh perspectives 
and unique benefits that big brands can't fulfill. Being 
independent means the brand can keep its individuality.

my beauty, my rules. 

Beauty is being redefined on a daily basis by consumers' age, gender, sexuality, 
skin/hair/body types and so on. This means the perception of what beauty is 
needs to be reset. 

Brands will focus on behavior instead of simplifying complex human beings into a 
'demographic' or by using a label based on just one aspect of them. 

Consumers want products that fit their own personal routines and meet their own 
sensitivities. They are more than just a 'generation', 'age group' or 'gender' – they 
are an individual.



One-size-fits-all beauty is not appealing.

IN THE UK

12%
of Millennials aged 16 to 35 say 

they believe their ethnicity is 
accurately portrayed in 

advertising

IN THE US

40%
of makeup users aged 25-34 are 
frustrated by products that don't 

match their skin tone

IN CHINA

31%
of consumers say that the word 

'individuality' defines luxury

individualism is a consumer right

Base: 755 UK internet users aged 16-35, 950 US female internet users aged 18+ who use color cosmetics; 3,000 Chinese internet 
users aged 20-49



Reset the segmentation rules

Fast-changing consumer trends in the digital era 
disrupt the traditional segmentation rules on 
geographical location and socio-demographics. 
Brands should rethink the beauty and digital 
capabilities of individual consumers.

Make things customizable

Customization is not an option, it's a must-have for 
the future of beauty. Brands need to create more 

compelling solutions within skincare, cosmetics and 
haircare to stand out in the crowd.

your opportunity 

The ever-evolving perception of beauty will see the removal of labels that are based 
on simple characteristics like age and gender, and will transform the way we look at 
our skin, hair, and body types. 



personalized beauty

With today's beauty consumer 
more informed — and therefore 

more selective — than ever, 
courtesy of the Internet and social 

media, brands are having to 
rethink their one-size-fits-all 

approach. After all, each of us is 
unique, and so is our skin, so why 
wouldn't our skin-care regimens 

follow suit? 

consumers have spoken, brands are answering 
There is an increased demand for 
personalized beauty based on individualism. 
Brand targeting will be focusing less on 
capturing a consumer following based on 
age, gender or body type.



The ever-evolving perception of beauty will see the removal of 
labels that are based on simple characteristics like age and 
gender, and will transform the way we look at our skin, hair, and 
body types. 

This will cause brands to embrace inclusivity that addresses 
individual beauty concerns and leads to more customization and 
personalization of products – assuring the consumer that beauty 
choices are theirs to be made, and theirs alone. It is time to 
celebrate individualism, in all of its beauty.

Consumer preference for something 
customized to both their skin and their 

personality will have a renewed focus. Broad-
range products catering to the masses will not 
be as appealing as those that are specifically 

targeted at individual characteristics.

your opportunity 



micro
TRENDS



epigenetics
Epigenetics is the science that connects lifestyle and its impact on 
aging.  It's the ability to ‘reverse’ or modify how your body ages by 
adopting positive lifestyle practices. Look for brands to create 
products that both protect against harmful environment factors 
while supporting a consumers’ lifestyle choices. 

your environment accounts for 

70% 
of how your immune system changes over 
time, leaving just 30% to your actual DNA 

imprint.



dermocosmetics
health and efficacy expectations drive 
dermocosmetics
Look for changing approaches to beauty as many of today’s 
shoppers associate beauty with health and wellness. Some take 
this even further by looking for beauty products with scientific, 
medicated formulations and therapeutic benefits for skin or hair 
concerns as the first line of treatment. 

18%
Of consumers reported 
that they seek 
dermatologist-tested 
skin care products

Lab/dermocosmetic brands with 
scientific ingredients are often 
perceived as more premium by 
consumers seeking therapeutic 
benefits, leading both beauty as 
well as pharmaceutical players to 
make large research and 
development investments to tap 
into this opportunity. 



intimate care
Skincare that takes the unique needs of your 
intimate areas into consideration is gaining 
more traction in the marketplace.  Typically 
pH balanced and optimized for hydration 

and grooming, this category is an evolution 
of targeted care for consumers.



lip careLips are in!  Consumers are focusing more 
on their pretty pout, wanting their lips to 
get the same hydrating and anti-aging 

benefits they would give to their skin. 

There is an opportunity for brands 
to reinvigorate the lip care 
segment with pampering treatment 
formats. Developing targeted 
products with lasting benefits will 
encourage consumers to expand 
their repertoire beyond low-cost lip 
balms that provide only temporary 
relief.

Lip care product usage is widespread across all age groups and geographies. The 
structure of skin on the lips is different from other facial skin, making it credible     
that lips need specialist skincare products.

in the us

of females aged 18+ use lip balm

71%

http://reports.mintel.com/display/896800/


Japanese Beauty is about 
innovation with a long-term 

reliability. This trend focuses on 
using only a few products, that 
effectively marry science and 
nature to take a preventative 

approach while maintaining the 
harmony of all five senses. 

j beauty
Japanese beauty products center on traditional ingredients and an 

in-depth understanding of skin. The industry develops simple regimens 
with multi-purpose products and its approach has proven to be 

timeless – offering modern products that extend from strong beauty 
traditions, with an emphasis on rituals.



chinese herbs 中藥

The Chinese believe that herbal medicine has the power to treat and even cure your 
ailments. Chinese Herbs have been used for centuries as a homeopathic remedy and 
have shown a multitude of topical benefits for skin health. Look for beauty brands to 

incorporate more of this ancient philosophy into story telling. 



digital / technology

In 2019 brands will use consumers' faces not only as canvases for their 
products, but also as a way to track consumer likes and dislikes and 

guide them through the shopping experience.

The digital age has given birth to new intuitive technology that is able 
to track online consumer interest, offer online quizzes or physical skin 

diagnostic tools, and virtual mirror apps to make shopping for 
personalized beauty and skin care easier and more targeted than 

ever before. 



trending ingredients
• Lychee
• Sprouts
• Clover
• Kiwi
• Banana
• Mushrooms
• Moss Stem Cells
• Tranexamic Acid
• Black (Cumin) 

Seed Oil

• Mandelic Acid
• Azelaic Acid
• Tiger Grass
• Watermelon
• Retinols & Retinoids
• Honey
• Pumpkin
• Avocado
• Purple Tea
• Natural Clays- Peat, Mud and 

Volcano



Cosmetic Solutions
6101 Park of Commerce Blvd

Boca Raton, FL 33487
Ph (888) 883-0540

www.naturalskincare.com

thank you
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