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Sara Speaks 
Natural is no Longer a Trend

It’s a way of life. The idea that health 

and beauty go hand in hand is gaining 

momentum and credibility. From clean and 

whole foods diets to personal care as close 

to nature as possible, Americans are look-

ing for healthy, nourished skin as a founda-

tion for beauty. 

While there are consumers who buy 

natural products exclusively – or, more 

specifi cally, organic – most are driven by a 

combination of green concepts and prod-

uct benefi ts. That means: results! Brands 

now have the responsibility of not only 

convincing shoppers that it is environmen-

tally friendly and contributes to whole 

body wellness, but that their products  

successfully deliver on their promises (ie. 

claims) as well. 

The driving force is, and will continue to 

be, the increasingly knowledgeable con-

sumer. Manufacturers are competing for an 

ever-growing population of consumers 

who are becoming better informed and 

conscious about the ingredients that are 

going into and onto their bodies. Consum-

ers are looking for green products, sustain-

able stories and traceability – validation of 

where ingredients come from and how 

they are processed, as well as effi cacious 

ingredients and applications. The powerful 

consumer-pull demands alternatives and 

innovation, not just for themselves, but for 

their environment and the world. Natural 

and nature-inspired product brands have 

responded to demand with innovative 

products packed with researched ingredi-

ents aimed at supporting beauty from 

within as well as on the surface of their 

skin. 

Natural vs Organic

There can’t be a discussion about going 

green without distinguishing between nat-

ural and organic. For brands that do not 

want to add to the confusion on the retail 

shelves, seeking guidance from govern-

mental organizations would help. Unfortu-

nately, most organizations are left to 

develop their own interpretations. 

“Organic” is not as properly regulated on 

personal care products as it is on food 

products, unless the product is certifi ed by 

the USDA National Organic Program 

(NOP). While a stringent and relatively 

expensive process, the NOP seal is becom-

ing recognizable and gaining momentum.

The National Science Foundation (NSF) 

also has a certifi cation for products having 

less organic content (70%), or for compa-

nies that do not wish to qualify their pro-

ducts for the more strict USDA seal. 

Amongst the label confusion more than a 

decade ago, a task force comprising three 

dozen organizations was organized by 

Darrin Duber-Smith, president of Green 

Marketing Inc., to draft a defi nition for 

“natural.” The National Products Associa-

tion (NPA) then incorporated this work into 

its NPA Natural seal. According to Duber-

Smith, “If one is selling a product positioned 

as natural in the United States, this is the 

preferred seal because it is backed by the 

major U.S. association for natural products 

companies.” While the seal is gaining popu-

larity, the number of products that have 

used it is minimal compared to the number 

of overall new pro ducts.

 Lax regulation means many personal 

care products are using “natural” or 

“organic” in their brand name or otherwise 

on their product label, without the pro-

cesses to back it up. Some retailers are 

cracking down on this with their own 

standards and recommendations in an 

effort to create their own premium stand-

ards, foster brand identity and convey to 

their customers how serious they are about 

health and wellness.

While relatively few products use seals 

as a method of validation and natural 

authentication, the opportunity is there for 

those that do to stand out in an increas-

ingly crowded marketplace. 

Brand Story

Some brands have succeeded in creating 

a large following based on their premise of 

being natural. Burt’s Bees and Aveda are 

known for their low sensitivity and low-

allergen formulas, which are purposefully 

natural. For Juice Beauty, being free of 

controversial ingredients such as pesti-

cides, unnecessary chemicals, and syn-

thetic fertilizer in its products, isn’t 

enough. Not only has the brand taken the 

strict USDA percentage guidelines for food 

as its standard, the brand’s goal is to meet 

or exceed conventional chemical brand 

effi cacy. 

Juice Beauty has developed a unique 

antioxidant-rich formulation method that 

starts with an organic botanical juice base 

to which effective ingredients are added. 

While some organic skin care lines use 
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only a few organic ingredients in a water 

base or use inexpensive fi llers such as gly-

cols, Juice Beauty uses more than 60 active, 

USDA-certifi ed organic ingredients in its 

juice base (from resveratrol-rich grape 

seed to aloe) made from more than 25 dif-

ferent certifi ed organic fruit juices. This 

brings total organic content up to 95% and 

allows the brand to achieve a greater than 

70% certifi ed organic content and to make 

“made with certifi ed organic ingredient” 

claims. The innovative formulation prac-

tice also allows the brand to deliver clini-

cally validated results that are supported 

by third party clinical measurement to 

prove and quantify benefi ts to skin. 

In addition, Juice Beauty’s products also 

are manufactured using solar power, sus-

tainable and/or recycled paper, soy ink and 

are made in the USA. “We believe staying 

local is better for our community and eco-

system,” said Juice Beauty founder Karen 

Behnke. The majority of ingredients are 

purchased from local West Coast USDA 

Certifi ed Organic farms so as to monitor 

the quality and limit fuel waste. 

 “Caring for your skin should not prevent 

caring for your health or for the planet,” 

said Behnke. “We believe in advanced 

beauty solutions that harness the best of 

certifi ed organic and natural ingredients to 

deliver clinically validated results that 

compromise neither your well-being nor 

the Earth.” It’s this kind of philosophy that 

allows such companies to be successful 

and true to their brand story, while align-

ing the company with fair trade practices 

that give back allows consumers to feel 

good about supporting a brand. 

 

Supplier-Driven Sustainability

Having such high standards means work-

ing with suppliers that have the same crite-

ria. Manufacturers stand out by developing 

products based on renewable raw materi-

als, such as Evonik’s Tego PBS 6 for sun 

care; responsible sourcing; and processing 

raw materials to the highest standards of 

effi cacy while minimizing impact on the 

environment.

Naturex not only sends sustainability 

ambassadors to travel the world in search 

of new botanicals, the company dedicates 

itself to optimizing cultivation and pro-

cesses for its specialty plant-based natural 

ingredients. Recently, Naturex partnered 

with Biolie to develop a new method for 

extracting oil that produces a higher yield 

and improved stability. This innovative 

technology reduces waste by reusing by-

products. 

Sustainability is important both for con-

sumer peace of mind as well as for main-

taining supply to meet demand. Consumers 

who lean toward “natural” also have sensi-

tivity that products be sustainable as well. 

Thus, the procurement process is also part 

of the marketing story, according to 

Shaheen Majeed, marketing director for 

Sabinsa.

Sabinsa has backward integrated con-

tract farming for the most important 

medicinal plants in order to ensure that the 

innovation starts with the best raw materi-

als, free from toxic pesticides. To ensure 

good crops, the company guides the farm-

ers, provides them all the necessary techni-

cal support they need and continually 

protects them. “A herb is the subject of an 

endless quest for knowledge; the deeper 

the research the more the love, and we 

pursue this mission with passion,” 

explained Majeed. Contract farming pro-

vides a holistic approach that involves 

integrated nutrient and pest management, 

contributing to soil health and high-quality 

produce, besides positively contributing to 

society in the long run. Sabinsa initiated its 

medicinal plant cultivation approach 

almost a decade ago, with a handful of 

farmers. Over the years this effort has 

translated into a large-scale cultivation 

model involving thousands of acres and 

supporting a large number of farmers. 

Curcumin is one among other plants that is 

successful with this model and is a mode of 

sustained supply of the raw material.

The herbal industry is poised to grow 

exponentially in the coming years and is 

gearing up to have a signifi cant share in the 

global market over the next two decades, 

according to Majeed. “Overexploitation 

and unrestrained harvesting of medicinal 

plants have led to the virtual decimation of 

several valuable species in the wild,” he 

explained. “Habitat degradation and poor 

regeneration potential of degraded forests 

have further accelerated the rate of extinc-

tion.” The way to control further loss of 

medicinal plant species and ensure sur-

vival of these centuries’ old practices of 

healing is to encourage sustainable har-

vesting of plants from the wild and cultiva-

tion, especially by small farmers and 

communities.

Consumers desire proof of such initia-

tives, not only in its products and manufac-

turing, but in what they are doing to 

benefi t the planet and people. Traceability 

or transparency in communications will go 

a long way for all those who are involved in 

product development. “When the product 

is marketed and sold to consumers, the 

information they have about the product 

will make all the difference for future pur-

chases as well,” said Majeed. 

In today’s high-tech driven world, con-

sumers can search every ingredient online 

while standing in front of a product display 

in a store. Therefore, companies have to be 

ready to be open about their products, 

from farm to shelf. Suppliers also should be 

able to give that information to their manu-

facturer customers, so that they can pass it 

on clearly and simply. The bar continues to 

be set higher as companies are expected to 

share more than just a peek into their 
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“corporate responsibility.” Of course, before 

that happens they have to have such eco-

friendly processes and ingredients in place.

Brands also should be having an open 

dialogue with suppliers about exactly what 

they are looking for, and how they would 

use ingredients. “All too often, vital pieces 

of information that are crucial to a supplier 

are left out, hindering the possibility of 

openness and innovation,” explained 

Majeed. 

Preservative Alternatives

Once a straightforward addition to skin 

care formulations, preservatives have 

become increasingly controversial in today’s 

marketplace. Preservation of cosmetic prod-

ucts is essential for product safety through 

all channels, and natural preservatives con-

tinue to be in demand, since some of the 

synthetic options are not ideal and could be 

considered toxic. While botanical alterna-

tives are being explored by researchers 

worldwide, it’s diffi cult to fi nd good natural 

solutions that work. Sabinsa’s SabiLize New 

0.5% is a blend of natural active fractions of 

various essential oils and phytoextracts, 

such as thyme oil and magnolia extract. 

Proven effective against gram positive bac-

teria in pasteurized cream formulations, it 

helps prolong shelf life at lower doses.  

One of the relatively new corporate disci-

plines that could initiate a preservatives 

solution is biomimicry. Biomimicry provides 

a strategy for practical applications that 

emulate what nature has already perfected. 

Nature not only has to protect itself from 

micro-organisms for one reason or another, 

but those strategies often are multifunc-

tional because nature needs to utilize 

resources very effi ciently. “You may have a 

substance that is a lubricant in nature, such 

as in the eye or a joint, but it also has anti-

microbial properties,” explained biomim-

icry chemist Mark Dorfman, MSPH. 

The Australian red seaweed Delisea pul-

chra, for example, doesn’t have a slimy 

surface from bacteria. This seaweed 

secretes furanone, which are natural 

chemicals that disable the bacteria’s ability 

to colonize. The furanones interfere with 

the communication instead of killing the 

bacteria, thereby hindering them from 

building up a resistance. This is just one 

example in the emerging fi eld of biomimet-

ics that has the potential to generate new 

innovations created from biologically 

inspired engineering. It also makes for a 

good marketing story in today’s eco-

friendly marketplace.

Innovation consultant Biomimicry 3.8 

encourages companies to think outside-the-

lab. “There is no limit to the application of 

biomimicry to the cosmetics industry,” said 

Dorfman. Many, if not all of the functional-

ity, characteristics or attributes of personal 

care products also can be found in nature, 

including color or preservatives or hydra-

tion. “Some of the ways that products cur-

rently meet their functionality is 

unnecessarily through compounds that may 

have toxicities or negative effects,” Dorfman 

explained. Looking to nature for solutions 

helps produce high-performing products 

that are safer or better for consumer use and 

for the environment. 

Similarly, researchers at Purdue Univer-
sity have uncovered the process that natu-

rally protects plants from sunburn, which 

could lead to the discovery of a new, 

remarkably effi cient plant-made sunblock 

that absorbs harsh radiation.

 

Biomimicry 3.8 is actively working with 

clients that are looking for such solutions. 

“Companies are indeed moving forward 

and what I hope is that their successes will 

be the incentive for competitors to also 

apply biomimicry to solve specifi c chal-

lenges,” said Dorfman. “We’ll all benefi t by 

having cosmetics and personal care prod-

ucts not only perform better but that are 

more sustainable and life friendly.”

As consumers dig deeper and make con-

nections between health and beauty and 

the environment, both effi cacy and sus-

tainability will continue to play a crucial 

part in the success of new products, driven 

by consumers. Brands that go all in, com-

mitting to not only offering a quality prod-

uct but one with authentic natural solutions 

will have more than an elaborate market-

ing story. The product will sell itself.       ■
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