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Alisa Marie Beyer 
Spa Girl Cocktails
A proven entrepreneur who has  
built and sold five companies, Alisa 
Beyer is the CEO and founder of 
LemonTree Partners, a boutique 
strategy company specializing in 
helping executives and companies 
effectively manage leadership 
transitions, team alignment and growth 
strategies using customized solutions. 

Ada Polla 
Alchimie Forever,  
The Polla Beauty Group
Ada Polla is the co-creator of the 
Swiss antioxidant skin care line 
Alchimie Forever, which launched 
in the U.S. in 2004 and has yielded 
double-digit annual revenue growth 
for the company. 

Jessica Estrada  
HUE For Every Man
In 2009, Jessica Estrada founded her 
own men’s grooming brand, HUE For 
Every Man. Estrada has over 25 years 
experience in the fashion industry.

Heather Connelly 
CosBar
Heather Connelly currently leads 
buying and merchandising at  
Cos Bar, a multi-brand luxury beauty 
retailer with a nationwide network of 
beauty boutiques. A self-professed 
beauty addict, Connelly began her 
career at Bluemercury, where she  
was a part of the original team  
before it was acquired by Macy’s, 
then went on to Space NK as head 
of merchandising, leading a portfolio 
of 90 brands. Her retail experience 
includes managing the shop-in-shop 
model, an initiative through which she 
partnered with Bloomingdales and 
Nordstrom to expand Space NK’s 
branding both in-store and online.

Beauty and personal care are thriving despite ongoing health, supply chain and inflation 
challenges. Even with today’s increased complexity, the industry is charging ahead on 
clean and sustainable ingredients and packaging, new digital tools that are reshaping 
everything from product development to retail, and addressing a wide range of emerging 
consumer concerns inside and out. 2023 is certain to be a year of unprecedented 
innovation, driven by brands and their supplier and manufacturing partners, who will be 
charged with delivering relevant breakthroughs for a changed world. This year, it is our 
mission to deliver thoughtfully curated voices and information to inspire and support that 

innovation and connect brands with partners who can drive growth. We hope you’ll join us.  

Jeb Gleason-Allured 
Content Director, Global Cosmetic Industry

Bridgette Howard 
Parlor West Ventures
Bridgette Howard is the founder of 
Parlor West Ventures, an incubator 
for early stage beauty brands 
that provides growth capital and 
strategic guidance across product 
development, manufacturing, 
distribution, financial management 
and customer acquisition. Brands 
include Artist Couture, KNC Beauty, 
Juvia’s Place and other early stage 
brands. The brands are sold across 
many retailers including Sephora, 
Nordstrom, Neiman Marcus, Violet 
Grey, Net-a-Porter and Urban 
Outfitters. Howard previously held 
roles with Birchbox, Bluemercury 
and its M-61 brand, and oversaw 
the launch of Time Inc.’s Essence 
Beauty Box. 

Amber Evans, Ph.D. 
Moroccanoil
As senior manager of product 
development at Moroccanoil, Evans 
leverages her technical expertise to 
help drive the global launch of prestige 
hair and body care products. She 
previously held roles as a development 
scientist at BASF Corp., where her 
contributions spanned multiple 
market segments, including hair, body 
and oral care, and Procter & Gamble, 
where she supported initiatives such 
as upstream research for hair 
colorants and clinical testing for skin/
shave care applications.

Annie Jackson 
Credo Beauty
Annie Jackson is the co-founder and 
COO, Credo Beauty. Her 20-plus years 
of retail and marketing experience 
include inventory planning and 
marketing at Estee Lauder, roles at 
Sephora in the United States and 
Japan, and oversight of global product 
marketing and product development  
at Benefit. Credo Beauty, founded in 
2014, is a fast-growing clean beauty 
retailer with 135-plus beauty brands 
across skin care, color, body, fragrance 
and hair care. The retailer has also  
been a leader in the movement toward 
cleaner formulas and more sustainable 
packaging.

Christina Samuels  
Mode Cosmetics
Over two decades ago, Samuels 
co-created MODE Cosmetics by 
originating the concept of high-
performance naturals in color 
cosmetics, ultimately creating a  
new color category. Samuels is  
co-founder of MODE and an EVP  
at Zela International.

Tara Kearns 
Clean Beauty Collective
Tara Kearns, head of product 
development for Clean Beauty 
Collective, Inc., works on 
development for face, body, hair and 
home. She previously spent time 
at Church & Dwight in fragrance 
development, which exposed her 
to a different side of the industry at 
megabrands such as Arm & Hammer, 
Batiste and Nair. Prior to this role, 
she was part of the team that 
successfully grew Inter Parfums, Inc. 
as the global director of fragrance 
and product development.

Fadi Mourad  
Bellami Hair
Fadi Mourad is the co-founder of 
Innovation Counter, a product 
development firm that helps large 
brands move quickly and small brands 
innovate and scale. He previously held 
innovation executive roles at Estee 
Lauder and Dollar Shave Club.

Stephanie Morimoto  
Asutra
Morimoto spent nearly 20 years 
serving low-income communities 
through entrepreneurship and 
education programs before founding 
Asutra, a brand that is passionate 
about helping people take care of 
themselves so they can get the most 
out of life, or active self-care. Asutra 
is woman-owned and women-led; 
77% of its team comprises people of 
color. The brand helps people refresh 
their minds, reenergize their bodies, 
and replenish their souls through 
invigorating products activated by 
organic plants, minerals and 
essential oils. 
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MAGAZINE MEDIA PLANNER
Use our Media Planner to take advantage of opportunities across Global Cosmetic Industry’s media universe 
throughout the year.

All bonus distributions are tentative. Please contact Kim for up-to-date show distribution information. 

JAN THEMES

SKIN CARE
•	�New brand/product launches 

New ingredients 
New packaging

BATH & BODY
•	�New brand/product launches 

New ingredients 
New packaging

INGESTIBLES/
SUPPLEMENTS
•	�New brand/product launches 

New ingredients 
New packaging

COLOR COSMETICS
•	�New brand/product launches 

New ingredients 
New packaging

INGREDIENTS
•	�New launches & claims

PACKAGING
•	�New launches & 

sustainability breakthroughs

SUPPLIER INSIGHTS (DM)*
•	�New Color Cosmetic 

Ingredients, Packaging & 
Trends

•	�New Skin Care Ingredients 
& Trends

•	�New Ingredients
•	�New Packaging

Magazine Due Dates 
Editorial: 11/16/22 
Ad Close: 12/12/22

Bonus Distribution: 
•	Luxe Pack LA
•	MakeUp in LA

Product Roundup:
Packaging, Ingredients & 
Services

FEB THEMES

ORAL CARE 
•	�New brand/product launches 

New ingredients 
New packaging

HAIR CARE
•	�New brand/product launches 

New ingredients 
New packaging

ANTI-AGING
•	�New brand/product launches 

New ingredients 
New packaging

INGREDIENTS
•	�New launches & claims

PACKAGING
•	�New launches & 

sustainability breakthroughs

SUPPLIER INSIGHTS (DM)*
•	�New Hair Care Ingredients, 

Packaging & Trends
•	�New Anti-aging Ingredients 

& Trends
•	�New Ingredients
•	�New Packaging

Magazine Due Dates 
Editorial: 12/14/22 
Ad Close: 01/06/23

Bonus Distribution: 
•	Cosmoprof Bologna
•	in-Cosmetics Global

Product Roundup:
Packaging, Ingredients & 
Services

MAR THEMES

SKIN CARE
•	�New brand/product launches 

New ingredients 
New packaging

SUN CARE
•	�New brand/product launches 

New ingredients 
New packaging

FRAGRANCE
•	�New brand/product launches 

New ingredients 
New packaging

INGREDIENTS
•	�New launches & claims

PACKAGING
•	�New launches & 

sustainability breakthroughs

SUPPLIER INSIGHTS (DM)*
•	�New Skin Care Ingredients 

& Trends
•	�New Sun Care Ingredients & 

Trends
•	�New Fragrance Ingredients, 

Packaging & Trends
•	�New Ingredients
•	�New Packaging

Magazine Due Dates 
Editorial: 01/18/23 
Ad Close: 02/03/23

Product Roundup:
Packaging, Ingredients & 
Services

APR THEMES

COLOR COSMETICS
•	�New brand/product launches 

New ingredients 
New packaging

HAIR CARE
•	�New brand/product launches 

New ingredients 
New packaging

ANTI-AGING
•	�New brand/product launches 

New ingredients 
New packaging

INGREDIENTS
•	�New launches & claims

PACKAGING
•	�New launches & 

sustainability breakthroughs

SUPPLIER INSIGHTS (DM)*
•	�New Color Cosmetic 

Ingredients, Packaging & 
Trends

•	�New Hair Care Ingredients, 
Packaging & Trends

•	�New Anti-aging Ingredients 
& Trends

•	�New Ingredients
•	�New Packaging

Magazine Due Dates 
Editorial: 02/15/23 
Ad Close: 03/03/23

Bonus Distribution: 
•	NYSCC Suppliers’Day
•	Luxe Pack NY

Product Roundup:
Packaging, Ingredients & 
Services

MAY THEMES

SKIN CARE
•	�New brand/product launches 

New ingredients 
New packaging

BATH & BODY
•	�New brand/product launches 

New ingredients 
New packaging

INGESTIBLES/
SUPPLEMENTS
•	�New brand/product launches 

New ingredients 
New packaging

ORAL CARE 
•	�New brand/product launches 

New ingredients 
New packaging

INGREDIENTS
•	�New launches & claims

PACKAGING
•	�New launches & 

sustainability breakthroughs

SUPPLIER INSIGHTS (DM)*
•	�New Skin Care Ingredients 

& Trends
•	�New Ingredients
•	�New Packaging

Magazine Due Dates 
Editorial: 03/15/23 
Ad Close: 04/07/23

Product Roundup:
Packaging, Ingredients & 
Services

JUN THEMES

FRAGRANCE
•	�New brand/product launches 

New ingredients 
New packaging

HAIR CARE
•	�New brand/product launches 

New ingredients 
New packaging

ANTI-AGING
•	�New brand/product launches 

New ingredients 
New packaging

INGREDIENTS
•	�New launches & claims

PACKAGING
•	�New launches & sustainability 

breakthroughs

SUPPLIER INSIGHTS (DM)*
•	�New Color Cosmetics 

Ingredients, Packaging & 
Trends

•	�New Hair Care Ingredients & 
Trends

•	�New Anti-aging Ingredients 
& Trends

•	�New Ingredients
•	�New Packaging

Magazine Due Dates 
Editorial: 04/14/23 
Ad Close: 05/05/23

Bonus Distribution: 
•	Cosmoprof North America

Product Roundup:
Packaging, Ingredients & 
Services

*(DM) - Digital Magazine
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MAGAZINE MEDIA PLANNER CONT’D

All bonus distributions are tentative. Please contact Kim for up-to-date show distribution information. 

JUL/AUG THEMES

COLOR COSMETICS
•	�New brand/product launches 

New ingredients 
New packaging

SKIN CARE
•	�New brand/product launches 

New ingredients 
New packaging

SUN CARE
•	�New brand/product launches 

New ingredients 
New packaging

INGREDIENTS
•	�New launches & claims

PACKAGING
•	�New launches & 

sustainability breakthroughs

SUPPLIER INSIGHTS (DM)*
•	�New Skin Care Ingredients 

& Trends
•	�Sun Care Ingredients & 

Trends
•	�Fragrance Ingredients, 

Packaging & Trends
•	�New Ingredients
•	�New Packaging

Magazine Due Dates 
Editorial: 05/17/23 
Ad Close: 06/02/23

Bonus Distribution: 
•	MakeUp in NY

Product Roundup:
Packaging, Ingredients & 
Services

SKIN CARE
•	�New brand/product launches 

New ingredients 
New packaging

SUN CARE
•	�New brand/product launches 

New ingredients 
New packaging

INGREDIENTS
•	�New launches & claims

PACKAGING
•	�New launches & 

sustainability breakthroughs

Magazine Due Dates 
Editorial: 05/17/23

Product Roundup:
Packaging, Ingredients & 
Services

SEP THEMES

HAIR CARE
•	�New brand/product launches 

New ingredients 
New packaging

ORAL CARE 
•	�New brand/product launches 

New ingredients 
New packaging

INGREDIENTS
•	�New launches & claims

PACKAGING
•	�New launches & 

sustainability breakthroughs

SUPPLIER INSIGHTS (DM)*
•	�New Color Cosmetics 

Ingredients, Packaging & 
Trends

•	�New Hair Care Ingredients & 
Trends

•	�New Anti-aging Ingredients 
& Trends

•	�New Ingredients
•	�New Packaging

Magazine Due Dates 
Editorial: 07/12/23 
Ad Close: 08/04/23

Bonus Distribution: 
•	Luxe Pack Monaco (DM)*

Product Roundup:
Packaging, Ingredients & 
Services

OCT THEMES

SKIN CARE
•	�New brand/product launches 

New ingredients 
New packaging

BATH & BODY
•	�New brand/product launches 

New ingredients 
New packaging

INGREDIENTS
•	�New launches & claims

PACKAGING
•	�New launches & sustainability 

breakthroughs

SUPPLIER INSIGHTS (DM)*
•	�New Skin Care Ingredients & 

Trends
•	�New Ingredients
•	�New Packaging

Magazine Due Dates 
Editorial: 08/16/23 
Ad Close: 09/08/23

Bonus Distribution: 
•	CASCC Suppliers’ Day

Product Roundup:
Packaging, Ingredients & 
Services

NOV THEMES

COLOR COSMETICS
•	�New brand/product launches 

New ingredients 
New packaging

HAIR CARE
•	�New brand/product launches 

New ingredients 
New packaging

ANTI-AGING
•	�New brand/product launches 

New ingredients 
New packaging

INGREDIENTS
•	�New launches & claims

PACKAGING
•	�New launches & 

sustainability breakthroughs

SUPPLIER INSIGHTS (DM)*
•	�New Color Cosmetics 

Ingredients, Packaging & 
Trends

•	�New Hair Care Ingredients & 
Trends

•	�New Anti-aging Ingredients 
& Trends

•	�New Ingredients
•	�New Packaging

Magazine Due Dates 
Editorial: 09/15/23 
Ad Close: 10/6/23

Bonus Distribution: 
•	SCC Annual Meeting

Product Roundup:
Packaging, Ingredients & 
Services

DEC DIRECTORY

2023 DIRECTORY OF 
SUPPLIERS
�Annual publication of:
•	Ingredients
•	Packaging
•	Contract Manufacturing
•	Service Providers
•	�New Ingredients
•	�New Packaging

Magazine Due Dates 
Editorial: 10/18/23 
Ad Close: 11/09/23

AUG ONLINE ONLY!

Use our Media Planner to take advantage of opportunities across Global Cosmetic Industry’s media universe 
throughout the year.

*(DM) - Digital Magazine
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MAGAZINE PRODUCT ROUNDUP 
Please refer to Global Cosmetic Industry’s 2023 Editorial Calendar and Editorial Due Dates 
for Product Roundup categories and deadlines.

Benefits
1.	 As a magazine display advertiser, you’ll receive additional coverage 
	 in a very popular section of the magazine titled “Product Roundup.”  

2.	 Following the Product Roundup coverage in the magazine, your  
	 product information will be scheduled in the mid-month “Product 
	 Roundup” newsletter that includes Marketing Inquiries (soft leads).

3.	 Additionally, your product information will be posted on Global  
	 Cosmetic Industry website and will be included in the monthly  
	 Product Roundup feature page on www.gcimagazine.com 

4.	 Highlights of the Product Roundup featured page will be promoted  
	 via Global Cosmetic Industry Daily Newsletter and social media  
	 channels.

Marketing Inquiries
1.	 As buyers demonstrate interest in your product by clicking to learn 
	 more, you will receive e-mail contact information to follow up with an 
	 e-blast on the products you featured.

2.	 Best practice – for following up on marketing inquiries:

	 Offer qualified prospects more information about your new product 
	 with a whitepaper or a sample request.

Scheduled magazine display advertisers receive an additional value of inclusion in Global Cosmetic Industry’s Product Roundup program.  
This special Product Roundup program extends your reach and frequency by more than 400% and includes Marketing Inquiries.

Product Roundup Program for Magazine Display Advertisers

www.gcimagazine.com Product Roundup  1110  Product Roundup   Global Cosmetic Industry | September 2022

PRODUCT ROUNDUP [Products, Equipment & Services]

Market-forward Ingredients, Packaging & Services

Retinol 0.5% Serum
Lady Burd Cosmetics
www.ladyburd.com/product/retinol-serum/

The Retinol 0.5% Serum is a vitamin A-infused 
serum that improves the appearance of fine 
lines and wrinkles, skin textures and tone. It is 
best for maturing and acne prone skin.

252 Series Refillable Airless Bottle
Allstar Packaging Corp.
www.allstarpkg.com/252-refillable-airless

Allstar Packaging Corp. now offers a new refillable option available for 
custom order. A sleek refillable airless pump bottle package comes 
with a separate refillable inner bottle unit and service cap. It is avail-
able in 15 ml, 30 ml and 50 ml sizes. Packaging is user-friendly with 
easy assembly and refill replacement.

Campo D.M.A.E. 99.99%
Campo Research
www.campo-research.com

Dimethylaminoethanol tartrate (DMAE) is an antioxidant 
membrane stabilizer that firms, smoothes and brightens 
the skin. Campo D.M.A.E. 99.99% is a natural organic 
compound, extracted from the Mexican Skin Tree (Mimosa 
tenuiflora). It has amphiphilic properties, as the ingredient is 
comparable with how DMAE exists in nature.

Tofu Cream
NF Beauty Group
www.nfbeautygroup.com

NFBG’s Tofu Cream has the fun texture of soft tofu. It applies smoothly 
and gives a deep moisturizing effect. Infused with soybean extracts 
and 17 amino acids, it is anti-inflammatory, anti-aging and achieves a 
healthy glow improving skin elasticity.

Puresterol
Bio-Botanica
www.bio-botanica.com

Puresterol (INCI: Pueraria mirifica) acts as an anti-wrinkle agent. It 
helps to smooth wrinkled skin, supports healthy hair growth, improves 
eye health and supports restful sleep.

All PE Mono-Material Airless Tubes
Seacliff Beauty Packaging & Laboratories
www.seacliffbeauty.com/collections/mono-material

Our mono-material airless system packaging is made from 100% of 
the same resin: polyethylene (PE). This metal-free packaging solution 
allows for easy recyclability to help reuse and reduce plastic waste. 
By using only one resin (PE), it allows for easy disposal, collection and 
recycling. It is available in green PE (sugarcane).

Grandiciin
Biocogent
www.biocogent.com/grandiciin

Grandiciin, an anti-blemish active, limits the biofilm-resident C. acnes 
and prevents tissue-damaging inflammation in blemish-prone skin. 
The activity is attributable to the efficacious mix of prenyl flavonoids 
found in Epimedium sagittatum. Grandiciin is compatible with most 
commonly used acne formula ingredients.

High Color Payoff Talc-Free Eyeshadows
Cosmetic Group USA
www.cosmeticgroupusa.com

Cosmetic Group USA cares about providing customers with the safest 
eyeshadow ingredients. Our talc-free pressed eyeshadow formulas 
encourage healthy lids with a high color payoff. Connect with Cosmetic 
Group USA for a private meeting to view our wide range of talc-free 
innovations at info@cosmeticgroupusa.com or (818) 767-2889.

Botaniplex Balance SC
Acme-Hardesty Co.
www.acme-hardesty.com/personal-care-cosmetics

Botaniplex Balance SC is a synergistic mixture of plant extracts 
that sooth and rebalance irritated skin and scalp impacted by acne 
and dandruff caused by S. capitis and P. acnes bacteria. You’ll see 
a prebiotic effect, antimicrobial activity and anti-inflammatory and 
anti-oxidative properties when using this ingredient.
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MAGAZINE PRODUCT ROUNDUP CONT’D

Please refer to Global Cosmetic Industry’s 2023 Editorial Calendar and Editorial Due Dates 
for Product Roundup categories and deadlines.

Qualification for the New Product Roundup Program
1.	 Schedule a minimum 4x display ad program in Global Cosmetic  
	 Industry Magazine in 2023.

2.	 For every display advertisement placed, you may submit a product  
	 to be published in that issue of the magazine.

3.	 The same product cannot be used more than two times in one  
	 calendar year and must be run at least 6 months apart.

Material Specifications and Deadlines
Qualifying advertisers will receive an e-mail with a link to submit the  
following: 

1.	 A 50 word product or service description.

2.	 A single image. Image requirements: .jpg, .gif or .png, maximum  
	 resolution: 300 dpi. No company logos, trademarks or additional  
	 verbiage on images.

3.	 A URL link to the specific product page on your website. 

4.	 You will be asked to include your company name, phone number  
	 and website as you would like it to be seen.
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MAGAZINE  
COVER SPONSORSHIP

Global Cosmetic Industry - The Beauty Innovator’s Resource
Global Cosmetic Industry is the industry resource for beauty and personal care business and retail insights, trends, market data, ingredients, packaging  
and best practices for driving innovative products & brands. Brand owners, marketers, executives and product developers worldwide rely on Global  
Cosmetic Industry to help them work faster, smarter and better.

Showcase your expertise in the beauty industry and align your brand with Global Cosmetic Industry as an industry leader.  

The accompanying 4-page folio will educate the Global Cosmetic Industry audience on your thought leadership in an area you wish to push to the forefront.

Designers work with the scale and crop of each image to arrive at a final cover. Examples below show original images and how they 
can be manipulated for use on a cover. All covers are vertically oriented.

Cover Image Examples
Images should be strong, dramatic, fashion  
oriented and future forward. 
 
All cover images need to be vertically oriented  
when possible.

Photo by Ron Lach from Pexels

Final Cover Image - Enlarged 
and cropped.

Original Image

Final Cover Image -  
Enlarged and cropped.

Original Image

Original Image Final Cover Image -  
Enlarged and cropped to fit 
a vertically oriented cover.
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MAGAZINE  
COVER SPONSORSHIP CONT’D

Read more on page 10

Cover sponsored by

Read more on page 10

Cover 
sponsored by

The cover sponsorship allows you to provide the image for Global Cosmetic Industry’s cover. This gives you the opportunity to use an  
image that you use in your marketing or on your website to tie in with your brand in the minds of our subscribers. 

Example 4-Page FolioOptional Cover Branding - Circle

Optional Cover Branding - Corner

What’s Included 

•		Sponsored cover image + cover story blurb

•		Optional branding on cover [corner or circle]

•		Sponsored 4-page folio

•		Mention in editor’s note

•		 Included 1x in GCI E-Newsletter

•		1 Social Media Post

•		PDF version for your marketing purposes

•		20 print copies of your sponsored issue

Investment:  $20,000

Inside the magazine our editors will help you create  
a 4-page story specifically about your products,  
your company, and your unique value proposition. 
Below are some design examples of what it might 
look like. In addition to going into the pages of  
Global Cosmetic Industry and on our website,  
we will provide you a PDF version for your use in  
marketing and to place on your website. 

www.gcimagazine.com Univar Solutions: Accelerating Brand Development & Growth  1110    Global Cosmetic Industry | October 2022

Univar Solutions:  
Accelerating Brand Development & Growth
A new concierge service helps brands at every stage grow organically and exponentially—
from concept to formulation to launch.

In addition, brands rarely have the 
infrastructure, visibility, or in-house 
expertise to manage the increasing 
intricacies presented by today’s market-
place. Suppliers are rarely able to fill the 
gap, leaving companies to rely heavily 
on contract manufacturers, which may 
sometimes keep brands in the dark. 

In response to this resource short-
fall, Univar Solutions has launched 
Brands Concierge, a development 
service that can take all size clients 
from concept to formulation launch. 
Drawing on its beauty and personal 
care ingredient portfolio, formulation 
and technical proficiency, market 
expertise, and supply chain logistics 
capabilities, Univar Solutions provides 
tailored solutions for brands developing 
any personal care application.

The service is expanding and now 
allows brands in the United States, 
Europe, Middle East and Africa to 
access Univar Solutions’ market-
winning services. 

Here’s how it works.

Ingredient & supply chain 
expertise

Flatley explains that Univar Solutions 
can make ingredient recommenda-
tions during the product development 
process based both on the formulation 
objectives of the client and supply chain 
lead times. This allows brands to reach 
their innovation goals while avoiding 
ingredient or component shortages. 

He adds that, once a formulation is 
ready, Univar Solutions can develop a 

multi-location stocking strategy based 
on the geographic reach of the client. 
This includes the creation of raw 
material usage forecasts for clients and 
their contract manufacturers around 
the world to ensure key raw materials 
are where they need to be, when they 
need to be there. This can prevent 
costly production shutdowns and disas-
trous out-of-stocks, while reducing lead 
times and improving efficiencies. 

Formulation and R&D support
Univar Solutions’ Brands Concierge 

offers worldwide formulation support 
via seven flagship Solution Centers. 
These sites create and develop formu-
lation prototype solutions for clients 
based on trends, including the Forever 

UNIVAR SOLUTIONS 
HAS LAUNCHED BRANDS 
CONCIERGE, A DEVELOP-
MENT SERVICE THAT CAN 
TAKE ALL SIZE CLIENTS 
FROM CONCEPT TO  
FORMULATION LAUNCH.

SPONSORED BY UNIVAR SOLUTIONS SPONSORED BY UNIVAR SOLUTIONS

ADVERTORIAL ADVERTORIAL

oth established and 
up-and-coming beauty 
brands want to launch 
new, unique, on-trend 
products quickly to stay 
aligned with consumer 

demand. However, in the age of supply 
chain disruptions and complex product 
innovation, many struggle to succeed. 
Fortunately, there are brand develop-
ment solutions within reach.

A challenging innovation 
climate

Tom Flatley, global brand manager, 
Univar Solutions, explains that brands 
want to stand out in the market by 
using distinctive technologies. Yet lead 
times for key materials and components 
have expanded due to macroeconomic 
conditions related to the pandemic and 
other supply chain disruptions. 

B

Customers can take advantage of Univar Solutions’ expertise in supply chain management to take ownership of their operations, optimize worldwide stocking strategies 
for raw materials and reduce the costs of operations.

Leveraging its multiple labs, the Univar Solutions group can handle everything from simple modifications to full-scale product briefs.
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Impressions collection, which offers 
conceptual formulations adapted to 
various regions. The teams at these 
facilities can also develop full-scale 
solutions for brands to bring to market 
based on bespoke client breifs. 

Univar Solutions’ team can offer 
on-the-fly support, says Flatley, noting 
that everyone on the Brands Concierge 
team has a technical background and 
bench experience they can use to 
make informed R&D decisions. This 
could include insights into new hero 
ingredients or technologies, match-
ing ingredients to desired claims, or 
troubleshooting formulations to meet 
cost or stability requirements. 

Leveraging its multiple labs, the 
Univar Solutions group can handle 
everything from simple modifications to 
full-scale product briefs. 

In addition, when the concierge 
team builds a formula, it does so with 
insights into ingredient price dynam-
ics. That allows Univar Solutions to 
ensure brands stay within their desired 
cost of goods.

Market & brand intelligence
Aside from its core competencies 

around R&D, ingredients and opera-
tions, the Brands Concierge program 
can provide clients with development 

services and market intelligence, ensur-
ing brands remain on-trend and aligned 
with global consumer behaviors.

For instance, says Flatley, Univar 
Solutions can provide established 
brands with white space analysis, 
suggest brand extensions, or help 
identify emerging trends by pairing 
market intelligence with techni-
cal knowledge. For newer brands, 
meanwhile, the concierge program 
can suggest marketing approaches 
or hero ingredient callouts based on 
preferred claims.

At the same time, the concierge 
program draws on a diverse array of 
intelligence platforms–including Spate, 

Mintel, Statista, Euromonitor and 
BeautyStreams—to deliver robust data 
and insights for clients.  

Leveraging scale & 
operational efficiencies

Univar Solutions’ operational scale 
allows it to provide services to any corner 
of the globe. The company runs the 
largest distribution hub in the United 
States and the second largest globally. 

Customers can take advantage of 
Univar Solutions’ expertise in supply 
chain management to take ownership 
of their operations, optimize worldwide 
stocking strategies for raw materials and 
reduce the costs of operations—while 
getting to market on time and on-trend.

In addition, Univar Solutions actively 
works with more than 1,500 contract 
manufacturers worldwide, allowing it 
to connect clients with the optimal 
production partner based on experience. 

A global team with local focus
Worldwide reach requires a global 

team. Laura-Jane Grigg, brand 
account manager, Univar Solutions, 
explains that as the Brands Concierge 
program expanded from the United 
States to Europe and beyond, it has 
evolved to address the unique needs 
of each market. 

For instance, the European market 
is highly fragmented, with a multitude 
of countries and cultures, including 
many resource-strapped brands. Univar 
Solutions’ Brands Concierge team can 
assist these clients with marketing 
insights, trends presentations and raw 
material supply forecasts. In addi-
tion, by applying its global reach, the 
company can help decode the complexi-
ties of each market.

To illustrate, Grigg says, Germany 
features many natural, green and 
COSMOS-certified brands, while the 

French market is distinguished by 
the prominence of prestige beauty, 
particularly high-end skin care. Italy, 
meanwhile, is the global center for 
color cosmetics. Pairing this localized 
understanding with a sensitivity to 
the cultural specificity of each market 
allows the Univar Solutions team to 
provide clients with market-friendly 
options that can support both domestic 
and international expansion. 

Let’s start innovating 
Univar Solutions is here to support 

your brand in any way necessary with 

a dedicated team of Brands Concierge 
experts. With the resources of a large 
company and the nimbleness of a 
boutique team, this group of beauty 
specialists can support your growth into 
new products, categories and interna-
tional markets, while ensuring you avoid 
the product development, supply chain 
and manufacturing snags so common in 
today’s beauty industry.

Visit https://discover.univarsolutions.com/
industries/beauty-personal-care/brand-devel-
opment-support/ to get started. n

SPONSORED BY UNIVAR SOLUTIONS SPONSORED BY UNIVAR SOLUTIONS

ADVERTORIAL ADVERTORIAL

Brands rarely have the infrastructure, visibility, or in-house expertise to manage the increasing intricacies presented by today’s marketplace.

The Univar Solutions Brands Concierge team can provide insights into new hero ingredients or technologies, 
match ingredients to desired claims, or troubleshoot formulations to meet cost or stability requirements.
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THE BEAUTY 
2020-2030 

FORECAST
What 2019’s results tell us about the next decade in beauty.

This report was prepared just as the 
COVD-19 (coronavirus) epidemic ramped 
up. Since the presentations detailed 
herein were delivered, global travel 
patterns, supply chains, brand strategies 
and consumer behaviors have been 
significantly disrupted. While this report 
highlights the underlying dynamics of the 
market, it does not capture the extent to 
which shopping channel preferences and 
other key considerations might be reshaped 
throughout the remainder of the year.

–Editor

I
n early February 2020 more than 
750 beauty industry professionals 
packed into CEW’s annual market 
trend briefing in New York City—
Global Cosmetic Industry was there. 
Certainly everyone in the room 
had urgent questions in mind, as 
voiced by CEW chairwoman Jill 

Scalamandre (of Shiseido): when is the 

Global Cosmetic Industryfacebook.com/gcimagazine @globalcosmeticindustry @GCI_Magazine

From skin care to fragrance to hair to color cosmetics, beauty is in the midst of a shakeup.

CORONAVIRUS BEAUTY INTELLIGENCER

A recent report from Euromonitora notes that the coronavirus outbreak in China 
appears to have impacted the market’s beauty and personal care sales, which 
expanded at 9% in 2019. However, the analysis described demand as “more rigid,” 
which could fuel a comeback once infection rates diminish. 

Winners have included hand sanitizers and liquid soaps, but long-term innova-
tion could include “healthy beauty” products that promote ingredients that deliver 
wellbeing benefits.

Subscribe to the Global Cosmetic Industry daily newsletter to receive your regularly 
updated briefing on the impact of COVID-19 on brands, supply chains and consumers. 
Sign up for free at www.gcimagazine.com/newsletter. 

a https://blog.euromonitor.com/impact-of-coronavirus-in-china-to-last-beyond-outbreak-in-some-sectors/

Sponsored by:
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Electronic Files

Preferred File Format
High-resolution PDF (300 dpi). Ad page templates for InDesign and PDF  
presets are available. Contact your account executive.
Professional Tip: When creating your PDF, be sure to offset your crop marks 
to the bleed size, otherwise the crop marks will appear within the bleed area 
and potentially print in the magazine.  There is no need to create crop marks 
for partial ad sizes.

•	 On full-page ads, all vital copy should be no closer than 1/4” to the 
trim.  Less than 1/4” there is a chance the text could be trimmed off.  
Allow 1/8” bleed beyond trim, if ad bleeds. 

•	 Any lines must be 1/2 pt. or larger. 

Other Important Information

•	 Furnish graphics to size. PDF or EPS formats are preferred. JPEG’s are 
accepted, but must be 300 dpi resolution or higher. Web graphics will  
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•	 Save all files including the graphic elements in CMYK mode unless a spot 
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•	 Provide all files at a resolution of 300 dpi or higher. 
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•   �For larger files, send through free large file transfer online  
services, such as Dropbox, TransferBigFiles, Hightail, etc.

Digital Edition Advertising
Issue Ready email ad	 300 x 250 px, 72 dpi

Reader banner ad	 728 x 90 px, 72 dpi

Belly Band	 8.188” wide x 4”-5” tall



WANT MORE?
Check out our digital magazine exclusives!

www.gcimagazine.com/DM

GCI2206_cover.indd   1GCI2206_cover.indd   1 5/20/22   8:40 AM5/20/22   8:40 AM

WANT MORE?
Check out our digital magazine exclusives!

www.gcimagazine.com/DM

GCI2206_cover.indd   1GCI2206_cover.indd   1 5/20/22   8:40 AM5/20/22   8:40 AM

Kim Jednachowski
Business Development Manager

kjednachowski@allured.com

630-344-6054

www.GCImagazine.com

MAGAZINE  
ADVERTISING SPECIFICATIONS CONT’D

Electronic Files

Cover Corner
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direct readers to an interior ad.
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•	Every month the digital magazine subscribers receive an issue ready e-mail that will link to the online directory.

•	Print directory sent to core subscribers.

•	Regular updates published in the daily newsletter with links to the online directory.
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Print
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