Key | eaders

Natural Beauty Pioneers Still Leading the Way

Follow the timeline from origin to current efforts of some of the world’s fop natural and organic beauty brands,

ccording to The Benchmarking
A Company’s latest report, “The Age of

Naturals,” 80% of women said they
buy natural and organic beauty products

because they believe them to be better for
the skin, and 64% said they did not want

DR. BRONNER'S

Emmanual Bronner brought his master soap-maker
skills to the LLS. from his native Germany, warking as

a consultant to other soap makers before slarting his
own buginess in (he late 1940s, His soaps reflected his
great respect for the environment, Today the company
i proud of its fair trade practices, and recenlly said i
expects to have fair trade olive oil trom Palestine and
Israel in lts soaps by summer 2008
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chemicals on their skin. The Benchmarking
Company president and CEO Alisa Marie
Deyer, said "Consumer demand for natural .
and organic beauty brands may just be the
single most important issue to impact the
beauty industry in its history” Consumers

may have a new understanding of what
some beauty companies have believed for
decades, as our timeline shows. While not
an exhaustive list, we have highlighted these
pioneers for their long years of serving a
commitment to natural beauty. |l GCI

NATURA

Brazil's largest domestic cosmetics company is a leader in

1he sustainallity of the country's biodiversity. The direct sales

company's Ekos Challenge prasenls & model for sustainable

s of natural resources, as well as social develor for

traditional communities. In 2005, Natura apened iis first store ‘

in Parls, featuring Itz Ekos line, and has announced plans to

enter the U.S. market in 2009,
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AUBREY ORGANICS

The company launched inauspiciously when

the son of an herbalist applied his mather's
teachings and mixed ground ginger, peppermint

-I 9 59 | and eucalyplus leal into coconutl oil. Mearly

1940s

WELEDA

Weleda was foundad by Ita Wegman and
Rudolf Steiner, who shared *the notion of
affinity of man for nature due to shared
evolution." Today it keeps its promise to make
products with ingredients grown o organic
standards or in 2 sustainaile manner, Last
September, Weleda executives lold frade
press that growing consumer demand lor
environmental stewardship has mada the
company laok at becoming carbon neulral

.+ 160 products later, tha company continues 1o
operale under a philosophy that naturally sourced
ingredients create products that best serve

2 consumer personal care needs, and pushes that
JASON NATURAL philosephy to create products that meet evalving
COSMETICS Irends—such s s naturel tinted sunscreen and

. nalural personal fragrances.
The company hagan formulating plant and pereg g

mineral based persenal care products by
applying a passed-cown-by-generation
knowledge of the healing power of lierbs
and its effects. Owned today by Hain
Celestial, it markets more than 200
products containing food-grade, natural,
organic and rulritional ingredients to
deliver topical benefils, and operates
under a commitment to create distinctive,
pampering ant eco-conscious products
prometing well-heing.

DR. HAUSCHKA SKIN CARE

Founded by medical chemist Rucloll Hauschka,
in collahoration with cosmetologist Elisabeth
Sigmund, Or. Hauschlka Skin Care grew outof a
method of extracting plant and herbal essences,
and an understanding of the thylhms of nature
Totlay the company grows in its commitmeant

10 foster well-being in the world by supporting
ecologioally sound growing and sourcing and
olobal falr trade policles. It supports the work of
Heifer [nternational to provida livestock to familics
around the worit.
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NEALS YARD

Opened i London's Covent Garden, Meal's Yard sought to bring
apothecary expertise and a holistic approach to beauly 1o local
consumers. Today it actively supports organic farming and the
use of cerlified organic ingredients. It opened new headquariers
i 2005 and its buildings incorporate renewable materials and
sustainable practices, [n 2007, Neal's Yard was recognized as
“Best Elhical Range” by The Sunday Times Sivle Magazing anc
as “Best Natural Range" by halural Health Magazine
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LOGCITANE

The company’s initial goal was 1o create
personal care and home Iragrance product
ranges, with ingredients sourced primarily
from Provence, [hal both provided physical
benefits and craated emational harmony
through sensory pleasure. It opened [ts first
shop and mail order servica four vears later,
and now operates approximatety 700 siores in
70 countries. The company designs products
and stores ta refect the company's core
values of authenlicity, simplicity and respect
for peopte and the planet toward the goal of
well-being.

THE BODY SHOP

Founded as both a cosmelics shop and an
ethical endaavor, the company opened its first
overseas lranchise in 1978, and, by 1962,
was ananing new shops at @ rate of two per
month. The company wenl public in 1985,
and soon created an enviranmental projects
department, maintaining courses for hoth a
successiul husiness/distribution strategy and
advocacy lor humanitarian causes. In recent
years, the company renewed a commitment to
environmental sustainability and became part
of the L'Oréal Group, though it continues to
operate independently.
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JURLIQUE

Started on & farm in South Australia by chemist Jurgen Kizin and kis
horticullurist wife Urike, Jurlique has grown out of a strong commitment to
sustainability. Their philosenphy that “nature trumps chemistry every time,"
compelled them to bring thelr biodynamic farming principles 1o a broad
ranga of heauty products, A 2006 private equity cash infusion is helping
them tell their slory 1o a new generation of consumers through a refaunch
that includes new packaging and store design. Today, the company has
more: than B0 slores in 22 countries, with @ reporied focus on Asia.
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BURT’S BEES

Beginning as a saller of beeswax candies, a by-product of the founcer's honey
hugingss, the company grew sales (o $20,000 by (he end of its first year Success
wag atlributed, in part, o (he attention paid o firsthand consumer reactions and

1o product detail. In 1989, the success of distribution ina New York boutique and
1he acquisition of a 19th-century book of home personal care recipes were key

to the cormpany's next phase of growth. The company incorporated in 1991, and
manufactured a half million candles a year==in acdition to a modest fine of personal
care products, lis Greater Good model seeks o help consumers understand what
“nalural” is in lerms of products. s efforts coincided with sales of more than
%250 million and distribution through 30,000 retail oullets.

APIVITA

This Greek natural produicts conipany was founded by Niki and Nikos Koulsianas, whose first soaps
and shampoos were based on bee products including honey, propolis and royal jelly. Teday, with more
than 200 eniployees, Apivita sells s Tour lines—Propoling, Aromatherapy, Express and Apitherapy—in
13 countiles, spreading its philasophy of being close 1o nature, “an all-embracing and never ceasing
source of inspiration, fife and well-being.” n January, the company was named by Microsoft and (ha
Rssociation of Greek Industries a8 an example of innovation n busingss

AVEDA

The company began as & manufaciurer of flower- and plani-based beauty products, but quickly
applied its underlying guest tor naturally based products to push ambitions for natural ingredient
[nnovations toward progressively and increasingly “natural” product options, sourcing partnerships,
eco-fiiendly packaging advancements and unigue methods of promoting the Avada brand. In

1989, the company opened its first freestanding Environmental Lifeslyle Store and endorsed and
signed the CERES Principles (Cealitian far Environmentally Responsible Feonomies). In 1993, the
company formed the first of many indigenous partnerships to source an ingredient. The Estée Lauder
Companies acquired Aveda in 1997, and the company continues on ils path to create 100% certified
organic beauty products, write an organic personal care standard adopted by an organic food cerlifier,
ulilize 100% recycled packaging and inanufacture wilh 100% wind powsr,
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