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The Future Of BeautAyl tiGsn Gl rAep:

I n 2025, the rules were rewritten. GCleang
promise to strategy. Beauty expanded beyond appearance into wellbeing. And biotech
moved from buzzword to credibility.

Now, 2026 turns momentum into movement.

Proof must be experienced, not just measured. Sustainability must regenerate, not simply

reduce. Beauty adapts /Zto mood, climate, and lifestyle. And biotech works in
partnership with biology itself, helping re:
market reflects this shift. Global beauty is projected to reach nearly $580 billion by 2027

and $590 billion by 2030 *, with skincare growing 6% in 2023 alone **. Consumers are

equally decisive: 82% prioritize wellness in their daily lives ***, and 64% no longer believe
premium beauty is inherently more effective than mass *. Proof, sustainability,

adaptability, and biotech are no longer differentiators /Ethey are expectations.

Thi s vyear Gs/APraoiPoints, BmarhSustainability, Beauty States, and

Biolnnovation £Ac hart where beauty goes next. The fu
regenerative, and alive. At Accupac, we turn these forces into formulas. Reach out
today and weGIlII|l show you how.

Michelle Chavez

Chlef CommerCIal Offlcel’ *Global Market Insights & 'Skincare Ingredients Market Size & Share Report, 2025 42034 (2024).
**McKinsey & 'The beauty boom and beyond: Can the industry maintain its growth?' (2023).

accupac | CObar[ 1 abs* ***McKinsey & ‘The trends defining the $1.8 trillon global wellness market in 2024’ (2024).
+McKinsey & Consumer survey on beauty value perception, cited by Fashionista (2025).
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Proof Points

When Beauty
Delivers Proof
You Can
See And Feel
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I n the US,
Enhancingg
the leading claim*
(84.2%)
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Beauty You Can See, Feel,
and Measure

Il n 2026, beauty dA&iepones tConpumerg expeatto mi s e
see, feel, and measure results, and
tags or lofty claims. Proof has become experiential: from actives that

plump skin in minutes to textures that cool, calm, or firm on contact.

| t Gs not | ust akKpraptlivesih themiiroraih theskinar t s
feel, and in the data consumers track themselves.

Watch for textures that double as trust signals ~ Airming masks,
illuminating serums, cooling gels Apaired with quick - hit actives for
visible hydration and plumping. Brands are using lab language and
real- time studies to embed proof into storytelling. The key: deliver
instant and long - term results, turn sensory experiences into evidence,
and back claims with measurable data.

*Mintel: Analytics Category Claims

accupac| cobalt labs



AL T ‘D ]

v ( )}
. @ Vs

D -. ; The share of oral care
, launches carrying
‘ 2 . " dentist - related claims
) » ' hasincreased, as brands

. 1 respond to consumer

o , trust in products that are

‘ backed by
professionals.*

f l)

g
}

Online conversations
surrounding ‘clinically
proven' have increased
45%, demonstrating
consumers' desire for
expert - approved
products -+

Consumers with skin
conditions will be hyper -
aware to avoid
aggravating their skin
and may seek out
products designed for
their skin condition.**

Proof Points

Consumer Drivers

TodayGs beauty world demands pr
Consumers use Al and diagnostics to measure results, social

media spreads visible outcomes, and regulators raise the bar

for evidence -based claims.

*Mintel: A Year of Innovation in Oral Care - 2025
**Mintel: A Year of Innovation in Body, Hand and Footcare - 2025

6 +Mintel: 2026 Global Beauty Personal Care Predictions accupaC| CObalt 1ab§



Beauty Trends

*2 Anti- Aging And Skinification Converge Into
[s] Longevity

@ @

HAIR CARE

Proof P

Haircare must prove itself from the first
) wash. Shampoos, conditioners, and
” . treatments are judged by softness,
“‘ « detangling, and scalp comfort. Long -
/ term promises like breakage reduction
require data, but sensory results in the
shower elevate the experience.

PERSONAL CARE

Body care is about proof in the feel.

Lotions, washes, and emulsions must leave
skin smoother, softer, or hydrated long

after application. Tangible effects Alike a
moisture layer you can feel post - shower A&
are the new signals of efficacy. Clinical
validation of hydration retention backs the
sensorial story with science.

e ~ SKIN CARE

.. @\ b Proof is the new luxury in skin care. Serums,
{,. > lotions, and emulsions have to deliver visible
S plumping, smoothing, or calming benefits
% % consumers can see in the mirror within days. Proof
o lives in before - and - afters , in measured hydration

percentages, and in tactile changes to the skin.
Fast sensory results paired with validated long -
term efficacy are now the price of entry.

@)

ORAL CARE

Oral care is shifting from promises to proof.
Consumers want instant freshness, visible
brightness, or quick relief, with formulas that
highlight trending ingredients like hydroxyapatite,
PAP, or peptides ZEwhile clinical validation seals
the deal.
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Impactful
Innovation
with Purpose
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Smart
Sustainability

Consumers aged
25- 34 show the
highest overall

engagement with

clean beauty across
almost all
categories.*

Nature Inspired Innovation

In 2026, sustainability has to Sustainability has shifted from
be smart Aregenerative, marketing badge to

efficient, and baked into performance driver Aand
formulas themselves. brands should take note. From
Consumers want impact concentrated formulas to

they can measure, not upcycled active:
platitudes. That means next era is all about doing
waterless formats, upcycled more with less. Eco-

actives, biodegradable responsibility is the new

rinse- offs, and formulas that measure of performance.

do more with less.

*Mintel: The Sustainable Beauty Consumer US 2025 aCCl.IPaC| CObalt 1ab§



Eco- friendly package
and recycling claims
drove the increase in eco
and ethical NPD in APAC
in the last five years.*

32% of Thai adults rank
pollutant protection for
skin as one of the top
three factors they are
interested in from body
moisturizers.**

49% of Peruvian adults
would be most
interested in using a
beauty/grooming
product if it had
responsibly sourced

. » ingredients. *

L

Smart Sustainability

Consumer Drivers

Rising concern over water scarcity and climate impact is
redefining beauty expectations. With regenerative and
upcycled ingredients on the rise, consumers now demand
smarter, multifunctional formulas that go beyond packaging
innovation to truly conserve resources.

*Mintel: A Year Of Innovation in Oral Care 2025

’ - o
**Mintel: A Year Of Innovation in Body, Hand and Foot Care 2025 b 11: 1 b
10 + Mintel: A Year of Innovation in Haircare Styling Colour- 2025 accupacl CO a a S



Beauty Trends

Natural Inspiration With Minimal Waste

@)

HAIR CARE

®
8 4

Haircare is embracing sustainability
without sacrificing luxury.
Concentrated shampoos, water -
minimizing emulsions, and
regenerative proteins maintain
indulgent textures while cutting
environmental load. Eco -innovation
here proves that indulgence and
responsibility can live in the same
bottle.

Smart Sustainability

SKIN CARE

Sustainability in skin care must perform as well as
it protects. Consumers want upcycled oils,
regenerative botanicals, and biotech actives that
elevate both eco and efficacy stories. Waterless
or concentrated emulsions add weight to eco -
claims without sacrificing indulgent textures.
Smart Sustainability proves that skin care can be
both responsible and luxurious.

ORAL CARE

Oral care is evolving into eco - care.
Consumers now expect sustainable formulas
/Ebiodegradable surfactants, upcycled
botanicals, and reduced -water systems A&
that carry the green impact, while packaging
remains important. Brands that deliver
protection, performance, and planet - positive
stories will lead the aisle.
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Beauty States
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72% of Australian
adults say looking
good makes them feel
confident.*

The Era of Adaptive Beauty

Beauty is no longer static /ZEit flexes with how we feel, where

we are, and what our bodies need in the moment.

Consumers want products that sync with stress, sleep,
climate, and mood. ThisAKi 6866t |
state - based beauty, where formulas adapt dynamically to

both lifestyle and environment.

*Mintel: A Year of Innovation in Body, Hand and Footcare 2025
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52% of UK adults use
fragrance to lift their
mood.*

30% of Indian adults

agree that flavors of oral
care products can uplift
oneGs mood?**

86% of Brazilians are
interested in edible
beauty for hair/skin
health .**

Beauty States

Consumer Drivers

With mental health at the core of self -care, consumers
want beauty that adapts to both body and mind. From
stress- and climate - responsive actives to mood -driven
rituals, wellness and beauty are becoming one.

*Mintel: A Year of Innovation in Soap, Bath & Shower 2025

14 **Mintel: 2026 Global Beauty Personal Care Predictions accupacl Cobalt 1ab§



