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Preface

When I was approached about the prospects of a book on green issues in the cos-
metics industry, I was apprehensive. I was apprehensive not about the prospects of
the book, but about me: how could I find the time for such a book, considering I was
running a business, frequently travelling to various parts of the world, whilst trying
to juggle the demands of family life? After some thought, I reluctantly accepted the
invitation for I considered it a service. .. it would be a way of sharing some of the
knowledge we (the contributors) had accumulated to advance sustainability in the
cosmetics industry.

It would be a service in terms of education and enlightenment. To many, sus-
tainability and cosmetics are two terms that do not sit well together. Indeed, at a
recent summit my company organised, one environmentalist questioned the term
‘sustainable cosmetics’. He remarked, ‘is it me, or does no one else see this as the
elephant in the room. .. how can you call vanity products like cosmetics sustain-
able?” Whilst he was not entirely right, he had a point. Human consumption is far
exceeding the rate of replenishment of the planet’s resources. Should the Earth’s
resources not be re-directed to more meaningful products then cosmetics?

The role of cosmetics in society is often understated. Many products, like soaps,
shampoo and toothpaste, are an essential part of basic hygiene. Other products,
such as sun care creams and rash lotions, play an important role in skin protection
and health. Even make-up products like mascara and foundation contribute to
society by raising the confidence and improving the well-being of the wearers.
Going back to ancient civilisations like that of the Egyptians, dyes were used as
lipsticks and oils as fragrances. Thus, cosmetics have been and always will be an
integral part of human society.

I took on this book project to describe how the cosmetics industry is tackling the
sustainability challenge. The basic challenge faced by consumer product industries
is — how do you continue to raise production levels whilst using increasingly finite
resources? Consumption rates continue to rise whilst the Earth’s resources become
depleted. Over the last decade, we have seen prices of oil, minerals and agricultural
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commodities soar. Apart fronr the economic and ecological costs, there have been
social repercussions, such as protests and riots over food inflation in developing
countries. As economic output and human consumption continue to rise, the stress
on the environment and society will inevitably increase.

What is peculiar about the cosmetics industry, however, is that it appears to be
tackling this challenge relatively well. The industry is actually leading in many areas
of sustainability; a number of surveys put cosmetic companies at the top of ethical
corporation lists. In 2012, Natura Brasil was named the second most sustainable
corporation in the world by Corporate Knights. Seven cosmetic companies were in
the 2012 World’s Most Ethical Companies List by Ethisphere Institute, up from
four in 2011.

Cosmetic companies seem to be taking green issues seriously. Maybe it is because
the industry has traditionally received negative media attention for animal-testing
and unethical business practices? Maybe it is because the industry is heavily reliant
on petroleum as feedstock for ingredients that companies are forced to look at green
options? Or, perhaps, it is because cosmetic companies feel greater pressure to be
sustainable because of the association of their products with vanity? Whatever the
reason, green has become the new black in the cosmetics industry and there is much
to learn from how the cosmetics industry is turning green.

The book has been written by industry experts, many of whom are from leading
organisations involved in sustainability in the cosmetics industry. Over 14 chapters,
the book describes the various ways cosmetic and ingredient firms are undertaking
sustainability initiatives. Written by the industry, this book should be considered a
practical guide for those looking to make a difference in terms of sustainability.

Amarijit Sahota
Organic Monitor, UK



Foreword

Sustainability plays a fundamental role in the cosmetics
and personal care industry of today. Thinking and act-
ing sustainably is an unquestioned priority for our future.
However, this is not only an ethical commitment, it is also
a business interest which must be embedded in the strate-
gic planning of all companies, large and small.

You only need to look at the websites of many of
our well-known company brands, available from our
favourite stores, to see the important place that sustain-
ability has in the industry’s activities. Of course, we all
have a special relationship with our cosmetic and per-
sonal care products — there are few consumer goods that we can name that we use
on a daily basis, and that we change according to our changing needs and desires.
Every single one of us uses a variety of cosmetic products every day of our lives. It
is therefore important that cosmetic companies take the responsibility to think and
act sustainably when it comes to sourcing, producing and using these millions of
products valued throughout the world every day.

The social, economic and environmental pillars of sustainability all have a place
at the heart of the life cycle of cosmetic and personal care products. The integration
of these elements is not a marketing tool, it represents a genuine commitment to
sustainability to be incorporated at many levels of the business model.

Sustainable thinking and practices have been embedded in company thinking
for nearly three decades. Most companies publish annual sustainability reports,
showing how companies are considering this element across many areas of work
and throughout the product life cycle. Life cycle assessment is essential to take into
account manufacturing, product formulation, packaging, distribution, the product
consumption phase and the product post-use phase.

When it comes to company or association initiatives in the area of sustain-
able development, social and economic sustainability projects, as well as the more
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obvious environmental aspects, are given significant attention. This is true for
projects within Europe, as well as throughout the world.

Regarding social sustainability, there are several important areas where com-
panies and associations are active. We know that personal care products play
a fundamental role in our well-being and self-esteem. Linking with this theme,
there are initiatives that aim to help those who have lost their self-esteem or to
increase awareness about its importance. Many companies also run different types
of educational projects, for example training people in hairdressing in economically
challenged communities, and enhancing understanding of the fundamental role of
science as well as the important role of women in science. Medical projects exist to
work with doctors providing facial surgery in remote communities. Raising aware-
ness of dental hygiene is important for everyone — whether they are in communities
where access to such care is not easy, or for the ageing population to ensure a good
quality of life. Another aspect of older age that many companies encourage is that
of enabling older people to continue to work.

The economic side to sustainability shows the fundamental importance of the
cosmetics and personal care industry to our society’s economic vibrancy. Not only
does the industry contribute significantly to employment and to the economys, it also
drives innovation and research using cutting edge advances. It is widely recognised
that growth, competitiveness and employment are fundamental to the economic
health of our society. So too is the economic contribution of small and medium
sized enterprises (SMEs), which provide a power house of innovation and creativity
that the cosmetic and personal care products industry greatly values.

Environmental sustainability is taken into account throughout the whole product
life cycle, from sustainable sourcing of ingredients, to how the product is packaged
and used. Companies are increasingly using special packaging materials, which can
already be seen on our shelves. Manufacturing operations are also constantly being
streamlined, with renewable energy sources increasingly being used. Reducing the
carbon footprint is just one of many environmental elements taken into consid-
eration in the industry. Studying environmental impacts from the supply chain to
the use and final disposal of the product is essential in enabling us to confront the
challenges of being environmentally sustainable.

As the voice of the cosmetics industry in Europe, Cosmetics Europe has recog-
nised and understood the importance of the whole industry taking part in thinking
and acting sustainably. Cosmetics Europe represents the interests of 18 multi-
national companies, over 4000 SMEs and 27 national associations. Together these
companies and associations have produced ‘Good Sustainability Practice Guide-
lines’ and “Ten Steps to Sustainability for SMEs’, as well as providing a showcase
of projects from all over the world illuminating how the cosmetics and personal
care industry works across the three pillars of sustainability. At the level of the
European Union, sustainable development is enshrined in the EU Treaty as one of
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the overarching principles of EU policy as well as being a guiding principle of the
EU’s 2020 strategy on smart, sustainable and inclusive growth.

This book represents an important contribution to ensuring a wide audience for
knowledge sharing and the raising of awareness. The challenges of sustainability
for industries, such as the cosmetics and personal care industry, need to be under-
stood in order for sustainable practices to be included in the whole life cycle of
our products. The growth in awareness and the continued commitment of the cos-
metic product and personal care industry will ensure that sustainability is always
embedded in the industry’s culture and operations, taking care of the generations
to come.

Bertil Heerink
Director-General of Cosmetics Europe — The Personal Care Association
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