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O R G A N I C

Natural organic raw materials are (manufactured with) natural raw materials that are ñguaranteed organicò, 

meaning that they are grown without the use of conventional pesticides and artificial fertilizers.

When a product is labeled ĂOrganic  it provides the assurance that the product, and/or its ingredients and the 

manufacturer have gone through a thorough investigation.

MARKET OVERVIEW - definitions

Source: Cosmetics and Toiletries, Dec 2011

N AT U R A L

Defined by ISO 9235 natural aromatic raw materials as being physically obtained from plants using distillation, 

expression and extraction

There is no official regulatory definition for the term ñnaturalò for the fragrance industry.

The ñ100%ò natural approach is very restrictive for the fragrance industry. However, there remains the possibility 

to claim the presence of a certain percentage of natural ingredients or alternatively a few well-identified natural 

ingredients present in the fragrance compound.
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MARKET OVERVIEW - key brands
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WHOLE FOODS 

PREMIUM BODY 

CARE

GUIDE TO READING PRODUCT LABELS}

}

100% ORGANIC
Å Contains only organically produced certified ingredients (those grown without synthetic fertilizers, 

pesticides or ionizing radiation), excluding water and salt.

Å May display the USDA Organic Seal

USDA CERTIFIED 

ORGANIC

100% NATURAL

Å An unregulated, loosely defined term that may signal that a product contains a significant 

concentration of plant-based and plant-derived ingredients, but is not guaranteed.

Å Any product can use the term natural even if there are not natural ingredients in the formula.

Å Contains at least 95% organically produced ingredients, excluding water and salt.

Å The remaining 5% ingredients must be approved non-agricultural ingredients or ingredients not 

available in organic form.

FAIR TRADE 

CERTIFIED

Å 100% Fair Trade Certified ingredients

Å May include up to 5% non- Fair Trade Certified ingredients that meet Fair Trade USA approval

Å Variation: at least 20 percent of the product contains Fair Trade Certified ingredients

Å Whole Foods Market identified over 400 ingredients considered unacceptable.              The 

vetting process requires strict standards for quality sourcing, environmental impact, results and 

safety and minimal processing.  

NATIONAL 

PRODUCTS 

ASSOCIATION 

(NPA)

Å At least 95% of a productôs ingredients are natural (from a renewable resource found in nature, 

excluding petroleum), are not tested on animals, and are packaged with recyclable materials.

Å Non-natural ingredients may be used only if no natural alternative is available, and if the ingredient is 

free from suspected human health risks.

Å At least 6)% of the companyôs entire product line must qualify in order for any one product to be 

certified.

MARKET OVERVIEW - labeling
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TOP BRANDS

Bite Beauty

Juice Beauty Phyto-Pigments

eos Evolution of Smooth

Acure

Bite Beauty Fall 2017

Aveda Feed My Lips Pure Nourish-

Mint

BioMagic

C'est Moi

The Body Shop British Rose

Josie Maran

Top Company - NATURAL/ORGANIC Market 
%, North America, 2015-2018

Bite Beauty

Sundial Brands

Andalou 

Naturals

Yves Rocher

Hain Celestial 

Group

Juice Beauty

L'Occitane

Yes To

Better Planet 

Brands

Derma E

MARKET OVERVIEW - facts & figures

Source: Mintel, GNPD 2018
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Source: Mintel, GNPD 2018
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Fragrances

SKIN CARE

43%

COLOUR 

COSMETICS

19%

SOAP, BATH & 

SHOWER 

PRODUCTS

17%

Top Categories with NATURAL/ORGANIC Claim 
% by segment, North America, 2015-2017

ÅSKIN CARE is the leading category for new products launched 

in 2017 with natural/organic claims

ÅWith the rise of Natural/Oragnic DEODORANTS this is an 

opportunity for all brands. 

MARKET OVERVIEW - facts & figures
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Å The Natural and Organic Personal Care (NOPC) sector continues to grow within natural 

supermarket channels in 2016, with sales surpassing $400 million for an 8.5% increase

over 2015

Å Perceived safety over mainstream brands and high quality are the main reasons 

consumers are buying these products, with 37% agreeing they buy more NOPC products 

than they did one year ago.

Å A majority of consumers, regardless of their NOPC usage, are trying to live healthier 

lifestyles amid a society that struggles with challenges such as obesity and stress. 

Å Using natural/organic toiletries is also associated with a holistic experience, which includes 

aesthetics such as beautiful hair and skin.

Å Using natural/organic products to improve the appearance is more important for younger 

consumers (20-44).

Å The rising awareness of environmental issues across the globe drives consumption 

behaviors to natural and organic beauty products.

Å Environmental concerns lead to different levels of sustainability such as reduced 

manufacturing impact, biodegradable or recycled packaging and sustainable usage of 

biodiversity.

Source: Mintel, December 2017

extended to include organic products. The 

expected Compound Annual Growth Rate 
MARKET OVERVIEW - facts & figures
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Users of NOPC

Non-users of NOPC

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

I exercise
consistently

I buy organic
food

I buy foods
from local
producers

I am a member
at a gym or

fitness center All

Users of NOPC

Non-users of NOPC

Source: Mintel, GNPD 2018

FIGURE 4: Select attitudes toward lifestyle, by NOPC use, October 2016

òThinking about yourself and your lifestyle, which of the following do you agree with?ó
Base: 2,000 internet users aged 18+

Opportunity for 

growth lies in 

getting consumers 

to view these 

products as part of 

a healthier lifestyle

Users V S . Non-users Of Natural And Organic Personal Care (NOPC)é

MARKET OVERVIEW - consumer insight
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Source: Mintel, 2017

GOURMET/
EDIBLE

15%

GREEN/HERBAL/

WOODY
14%

FLORAL

14%

FIGURE 3: Purchase barriers for natural and organic personal care, October 2016

òWhat are the top three reasons you do not buy natural and organic personal care 
products?ó
Base: 746 internet users aged 18+ who only purchase traditional/mainstream 
personal care products

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

They cost more money

I don't want to change the products I'm already using

I think they are marketing scheme

I donôt pay attention to the ingredients

The aren't as effective as mainstream products

I donôt know what "natural and organic" really means

I donôt know which products are natural and organic

Top Reasons Consumers Do Not Buy Natural And Organic Personal Careé

Educating consumers on the 

meaning of natural and 

organic can be a huge

opportunity for brands

MARKET OVERVIEW - consumer insight
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Consumers Are Interested In And Purchasing Natural & Organicé

23%
Of personal care 

purchasers agree they 

are skeptical of 

mainstream brands 

that offer a natural 

line of personal care 

products

36%
Of consumers say they 

experienced phases 

of being healthy and 

getting into bad habits

41%
Of US consumers 

agree that òthereõs 

always more I can do 

to be healthyõ

15%
Of consumers say it is 

worth paying more if 

products are natural 

Source: Mintel, 2017

MARKET OVERVIEW - consumer insight
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TRENDS - ingredients

Ginseng

Ginseng is most often included as an 

anti-aging ingredient in facial moisturizers 

because of its ability to boost skin-firming 

collagen. Ginseng is most often included 

as an anti-aging ingredient in facial 

moisturizers.

Source: Fashion Snoops - Ingredient trends F17

Rose

Roses have been used in beauty 

ingredients since ancient times because 

of its antibacterial and anti-inflammatory 

properties. High in vitamin C, they protect 

skin cells from damage, and their natural 

oils help lock moisture. Roses are also 

natural astringents.

Matcha Green Tea

Matcha is rich in chlorophyll, which is an 

excellent source of antioxidants and 

known to be great for detoxification. The 

high antioxidant count also works to 

defend against free radical sun damage 

and inflammation.

Apricot

This light oil, rich in amino acids and 

antioxidants, easily absorbs into skin and 

helps to moisturize and soften skin 

without feeling greasy.

Coconut

An intensely moisturizing ingredient that 

nourishes and hydrates skin. Oil 

produced from coconut works wonders to 

prevent frizz, and as a hair conditioner. 

Likewise, it locks moisture in skin and 

lips, promoting hydration. Its antibacterial 

properties make it ideal as a makeup 

remover, and as an anti-fungal agent, itôs 

great for cuticles and in feet scrubs.

Lemon

Known to contain vitamin C and 

antioxidants, lemon helps to provide a 

brighter-looking appearance.
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