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COVER STORY: COSMETICS DATA MINING

critical review with an alternative that fulfills the new 
demands for naturalness and sustainability is not an 
easy task—but it’s worth doing. Evonik recently re-
ceived an award at the cosmetics trade fair in-cosmet-
ics Global for a new development in this segment: RHE-
ANCE One, a cleansing substance for the skin and hair 
from the class of glycolipids. It’s manufactured from 
sugar through a fermentation process and thus con-
tains no tropical oils.

In addition to functionals, Evonik is increasingly 
producing active ingredients, called “actives” for short. 

“There’s an especially big demand for natural and 
skin-related substances such as ceramides, peptides, 
amino acids, sphingolipids, and hyaluronic acid, which 
can have a direct influence on microbiological process-
es in the skin,” says Boinowitz. Two years ago, Evonik 
acquired the French startup Alkion Biopharma SAS in 
order to expand its business with plant-based active 
ingredients. This subsidiary, which has been renamed 
Evonik Advanced Botanicals, cultivates plants that 
produce active ingredients in the form of herbal bio-
mass under laboratory conditions. In this way it pro-
duces extracts in especially high concentrations and 
without seasonal fluctuations in terms of availability or 
active ingredient content (see the report starting on 
page 18).

BACTERIA FOR HEALTHY SKIN
One new trend in the cosmetics industry is a focus on 
the skin’s natural microbiome. “Right now we’re learn-

ing how this interplay between good and bad bacteria 
on our skin influences the skin’s health,” Boinowitz ex-
plains. Evonik recently launched its first microbiotic 
skincare product, Skinolance, on the market. Estab-
lished manufacturers such as Beiersdorf AG and the 
US pharmaceuticals and consumer goods company 
Johnson & Johnson are also keeping an eye on these new 
developments. Both of them have bought shares in 
S-Biomedics, a startup that was founded in Magdeburg, 
Germany in 2015 and has developed a product that 
combats acne by influencing the microbiome. 

But the most important trend today has nothing to 
do with active ingredients or skin cells: Digitalization 
is causing far-reaching upheavals. “Things have 
changed more in the past three years than they did in 
the previous 50,” concluded L’Oreal CEO Jean-Paul 
Agon in a recent interview published by the newspaper 
Handelsblatt. “Thanks to the Internet, small brands are 
popping up like mushrooms. In the digital world it’s 
easier to create a small brand. As a result, there’s a lot 
more variety in the sector today.” In addition, there 
are online influencers who in some cases have millions 
of followers on Instagram or Twitter and set their own 
trends—and manufacturers have to react to these 
trends. “It’s a big help if our suppliers can already pull 
the data about an active ingredient that is suddenly in 
demand, or even a finished formulation, out of their 
files,” says Dr. Harald Büttner, Head of Technology 
Scouting at Beiersdorf. →

 CHINA The affluent middle class prefers foreign labels and has little 
trust in Chinese products. Chinese customers buy their supplies of cosmetics when 
over seas and online. Temporary limits placed on travel because of political  
reasons therefore have immediate effects on the sales figures of local producers.

 SWEDEN The Scandinavian countries spend 
the most for cosmetics per capita in comparison with 
other European countries. Swedes and other northern 
Europeans are willing to pay higher prices for top quality. 
Cosmetics manufacturers from Sweden, Denmark,  
and Finland are pioneers in the use of natural ingredients.
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PRODUCT CLASSES’ PERCENTAGES OF THE GLOBAL COSMETICS MARKET

In recent years the business operations 
of beauty and care product manufac-
turers have been largely impervious 
to crises. And the end of this period of 
growth is not yet in sight. The experts 
predict worldwide growth in sales, 
from more than €440 billion last year 
to approximately €670 billion by 2023
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THE GLOBAL MARKET FOR COSMETIC PRODUCTS (SALES IN BILLION EUROS)

USA  67.2

CHINA 43.4

JAPAN 29.9

BRAZIL  25.4

INDIA 10.9

SOUTH KOREA  9.7

EUROPE  77.6

GERMANY 13.6

FRANCE 11.3

UK 11.1

ITALY  10.1

SPAIN 6.8

OTHER COUNTRIES 24.7
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