


1005% makes
a difference L)

Mintel are reporting that Natural and Organic
Beauty/Toiletries category is growing at a 24% (CAGF
over the past 4 years significantly outpacing the 2.7%
growth for the total beauty category.

Natural Fragrances and Aromatherapy has never beer
more popular.
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Consumer trends in Europe for Natural

Fragrances & Aromatherapy

EurOpeans are healthier & have wellnessiented liiestyles, so what are they

looking for?

AThe blurring ofhe lines between health & beauty driving the movement toward:
natural fragrances andromatherapy.

Consumer awareness of where, how & what is in their cosmetics is higher than

ever.

AScent trends, single note vs complex blends and the growing availability of na
alternatives.

ACorporate social responsibility (CSR)

Alndustrywide requirements andglobalisingegislation

So how do you keep ahead?

AAdapting to emerging fragrance trends and keepingaspate with new product
developments is key for any successful natural and organic manufacturer or

retailer.
AContinuous innovation in ingredients to include multi functionality
AHow to make an impact in a saturated marketase study on Beauty Kitchen




The convergence of health
& beauty




Lifestyle overhaul: Convergence of health and
cosmetic ingredients
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A CLOSER LOOK: ALL-NATURAL
FRAGRANCE DEMAND BY AGE

As measured only among women who use fragrance products, 40% say it’s
important they purchase all-natural.

Percentage of women who say it is “very important” and they will only
purchase all-natural fragrance products.
+ Ages 18-34: 14%
+ Ages 35-44: 16%
5-54: 11%
5-64: 3%
65+: 15%

Percentage of women who say it is “somewhat important™ and the majority

of fragrance products they use are all-natural.
+ Ages 18-34: 30%
5-44:20%
Ages 45-54: 22%
> Ag 5-64: 30%
+ Ages 65+: 32%

Synthetic V NaturalConvergence ofood and
fragrance

As measured among women
who use fragrance
products.
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Aromatherapy can give beauty health benefits

How Aromatherapy Is Processed

3. via the olfactory bulb, the

aroma is sent directly to the center
of the brain to the limbic system
where it is processed, releasing
e neurochemicals

2. scent travels through
the nasal cavity until e,
reaching the olfactory bulb ===

that can be
relaxing, stimulating,
sedative, etc. depending
| upon the essential oil used
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Revenue (USD Billion)
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1. fragrance enters ‘.'lj 1717
through the nasal
passage

el Volume -—8—Revenue

Source: Zion Research Analysis 2015

Tips:
A Show buyers how your ingredient can help consumers maintain their health.
A Use the correct marketing terminology.

A Produce essential oils of the absolute highest quality. Your oils should be natural, pure and unadulterat
Ensure safety, reliability and good practices.



Essential Oitrends can be translated to
fragrance

Figure 1: Leading European importers of essential oils

Percentage of total volume 2015
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Source: Eurostat, 2016

Tips:
A UK, France, Switzerland and Germany are the biggest markets for Aromatherapy & essential oils
A Europe is the leading market for essential oils, with a 40% share of the global market in 2015.



Making healthy choices
with increased knowledge




Scent trends growing availability of natural
alternativesc it a big opportunity A
DI

Tips:
PR o incense A Determine whether there
e is sufficient interest in
organic or faitrade

versions of your
ingredients.

A Certified ingredients
remain niche products.

A If your ingredients are no
certified, promote the
sustainable and ethical
aspects of your
production process.

A You do not necessarily
need to certify your
ingredients in order to
demonstrate that they are
fair.
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0% makes
a difference

Consumers are interested in everything you do!

KITCHEN
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A Make your supply chain traceable, in order to make your company more interesting to new or existing buye

A Demonstrate that you take responsibility for the sustainability of-ragterials production throughout your
supply chain.

A To learn what buyers may expect from you in terms of sustainable sourcing, read more about their sustain
initiatives.

A Read more about sustainability initiatives that may be interesting for your ingredient in trade press.



CSR is not just a tick box any more, it is how
you run your business. O

j})

The B Corp Delaration

DECLARATION
oF INTERDEPENDENCE

We envision a global economy that uses business as a force for good

This economy Is comprised of a new type of corporation - the B Corporation
Which is purpose-driven and creates benefit for all stakeholders, not just sharcholders,
As B Corporatio: d leaders of this emerging economy, we belleve:

That we he change » world

That all business ought to b as If people and place mattered

That, through thelr products, practices, and profits, businesses should aspire
to do no harm and benefit all,
1o so requires that we act with the understanding that we are each

Tod
dependent upon another and thus responsible for each other and
future generations

Learn what your buyers expect in terms of CSR (e.g. access to information, staff responsibilities and pape

You can often find this information on their websites or by asking them about their specific requirements. R
example, read about thp Q h SStairfabilityprogramme{ K NAy 3 . Sl dzieé sAGK ! f
Plan.

Read about B Corp!




The sustainable ingredient sourcing dilemma!
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Is the transport impact Certification above all Marketing trend beats
worth it? else? sustainability?

What if it needs to be How could a marketer Return of investment
airfreighted? communicate the VS risk?

at 201 tte FI SRe¢ (2

offset the lack of

certification?

Its not as easy as It looks




It is never black and whiteand consumer

marketing therefore plays #ig role




