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INTRODUCTION
When putting together trend forecasts 
in Q3 of last year, few industries could 
have predicted the seismic shifts that the 
COVID-19 pandemic would make on the 
economy and consumerism in 2020.

As the scope of this event continues to 
unfold, many brands are facing a chain 
reaction of challenges. While most won’t 
last forever, this new reality is likely to 
have a significant impact on consumer 
psychographics driving buying habits for 
months if not years to come. 

As with all things, challenge and opportunity 
go hand-in-hand, and we believe the 
businesses that can react quickly now, with 
thought to the future, are the ones who will 
see the greatest longevity amidst a climate of 
economic uncertainty. 

COVID-19 HAS PROFOUNDLY ALTERED OUR HERE AND 

NOW, AND IN THIS WHITE PAPER, WE’VE BROKEN DOWN 

WHAT WE SEE AS THE DOMINANT TAKEAWAYS FOR THE 

BEAUTY INDUSTRY IN THE NEXT 12 - 18 MONTHS.



BEAUTY & 
PERSONAL CARE: 
AN OLD-NEW TWIST ON 
BEAUTY & SELF-CARE



HAND CARE IS THE NEW SELF-CARE
Since the COVID-19 outbreak hit the U.S. a few weeks ago, the most consistent piece 
of advice that health experts continue to give is to wash your hands. 

While soap and sanitizers are flying off the shelves now, search behavior suggests 
long-term consumer needs will likely focus on hand care and hand care products, 
especially those that offer repairing or healing benefits. The drying effects of many 
hand soaps and hand sanitizers cause disruptions to the skin barrier. 

As the effects of washing and sanitizing begin to take their toll, consumers are 
now seeking products that contain ceramides and lipids to help nourish, heal, and 
refortify skin. 

(TREND DISCOVERY. Trendalytics)

29,135 +1400%Average searches 
for hand masks 
per week

Interest in hand 
masks compared to 
this time last year
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DETOX TAKES ON A 
NEW LIFE
Consumers will continue to focus on clean first and moisture 
second. This idea of “effective cleansing” creates an opportunity 
for cleanse-moisture combination products that help keep the 
skin barrier healthy and clean while they disinfect. 

Additionally, phrases like “removes toxins” and “disinfects,” 
which have previously been on the decline, will be seen as a 
key benefit providing a boost to ingredients like charcoal and 
clay as consumers may look for a complete “skin detox.” Given 
that studies have shown that clays can absorb viruses (MINTEL, 
2020), we believe their resurgence in popularity is imminent. 
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BEAUTY BLENDS INTO OTC
Disinfectants and hand sanitizers have become high-demand items in retail 
outlets and online in recent weeks, driven in part by closer attention to personal 
and household hygiene.

As consumers begin to demand more efficacy from their products in the form 
of assurance, we expect to see a rise in skincare with powerful secondary 
benefits. From anti-bacterial hand care to anti-pollution serums, the 
opportunities to innovate with hygiene and health in mind are endless. 

2.2M The first week of April there were 2.2M 
searches for hand sanitizer. That’s a 
year-over-year increase of 29X

+111X
Searches for D.I.Y. hand
sanitizer have grown
+111X to LY 

(TREND DISCOVERY. Trendalytics)
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BEAUTY-ON-HAND AND AT-HOME
With consumers quarantined for weeks (if not months) on end and having limited access to retail and delivery, the on-
demand beauty economy is quickly shifting into a “beauty-on-hand” mindset. Consumers will be looking for ways to 
supplement some of their regular out-of-home routines—such as visiting salons and booking professional out-of-home 
pampering services— by including do-it-yourself rituals. 

Additionally, influencers and “show me how” content will become mission-critical as consumers learn how to self-master. 
From mixing their own products to the return of boxed hair dye, expect to see a rise in at-home beauty rituals defined by 
the necessity of invention. 
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“ ”SUSAN SANDERSON, Retail & C.P.G. Growth Advisor, 

and former Chief Brand & Customer Experience Officer of The Vitamin Shoppe

The beauty space over the decades is one that has evolved from the kitchen to the leading Consumer 

Brands we know and love today. When it comes to beauty routines, many things considered a luxury to past 

generations are now regarded as a necessity for today’s consumer. 

While the evolution of beauty over the next few years may bend toward D.I.Y. and at-home regimens, it’s unlikely 

that consumers will reduce their consumption of products they love. Instead, they will look to enhance or 

expand their at-home routines with products that give them the same payoff and sense of self-care.
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THE FUTURE OF NAILS
In the last 3-5 years, the practices of nail 
salons have come under an immense amount of 
scrutiny both for practices surrounding hygiene 
and the treatment of employees. 
(MASLIN NIR, S. The Price of Nice Nails)

Additionally, long nails can be one of the fastest 
spreaders of germs due to their ability to harbor 
bacteria and even viruses. These two factors 
lead us to believe COVID-19 could be the push 
the nail and salon industry needs to drive a 
long-anticipated reinvention. Expect to see the 
nail business boom with a variety of products 
designed to make the D.I.Y. home manicure the 
new status symbol in nail care.  
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PRODUCTS TO WATCH

FOUND
ANTI-POLLUTION

FACE SERUM

FOUND
ANTI-BACTERIAL

FACE SERUM

NATUREWELL
BRIGHTENING

MOISTURE CREAM

BABY PHAT
MUD MASK
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INGESTIBLE
BEAUTY: 
BIOHACKING MAKES 
A BREAKTHROUGH



INSIDE-OUT-BEAUTY
The supplement industry grew to a substantial +$123B in 2019, with 
expected year-over-year growth of 8%.
(GRAND VIEW RESEARCH. Dietary Supplements Market Size, Industry Analysis 
Report, 2020-2027). 

A significant portion of that growth focused on ingestibles as part of a well-
rounded beauty routine. While consumers have become more and more 
accustomed to supplements being part of their health-focused arsenal, some of 
the more sophisticated ideas around supplements and health, like biohacking, 
have remained just out of reach of the mass-market consumer. 

As consumers begin to embrace these more advanced ideas around the 
connectivity of supplements and wellbeing, achieving inside-out-beauty 
and wellness will stay top of mind. Additionally, an increased emphasis 
on immunity will play a key role in supplement searches as people look 
to defend themselves against disease. When marketing to these eager 
consumers, expect solution-driven education to be at the forefront of 
breakthrough strategies, as messaging will become the key to winning over 
consumers now and keeping them long-term. 

+123B
SUPPLEMENT INDUSTRY GREW

+8%
YEAR-OVER-YEAR GROWTH
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+101% to LY +69% to LY +124% to LY
VITAMIN C ECHINACEA ELDERBERRIES

TRENDING INGREDIENTS
ONLINE SEARCHES FOR IMMUNITY BOOSTERS ARE SOARING.

(TREND DISCOVERY. Trendalytics)

14 PUBL ISHED  BY  HATCHBEAUTY  BRANDS,  L LC .  ALL  R IGHTS  RESERVED  ©2020



SEARCH INTEREST
VITAMIN C

(TRENDALYTICS)

Average weekly searches
306,051 Vitamin C has extremely high average weekly searches. 

Searches over the last 3 months are up +101% to last year 
and are growing at an accelerated rate.
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SEARCH INTEREST 
ECHINACEA

Average weekly searches
144,696 Echinacea has extremely high average weekly searches. 

Searches over the last 3 months are up +69% to last year 
and are growing at an accelerated rate. 

(TRENDALYTICS)
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SEARCH INTEREST 
ELDERBERRY

10,458 Elderberries have a high average of weekly searches. Searches 
over the last 3 months are up +124% to last year and are 
growing at an accelerated rate.Average weekly searches

(TRENDALYTICS)
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INGREDIENTS TO WATCH
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DELIVERY SYSTEMS
This increased focus on supplements will also lead 
to an increased acceptance of delivery systems that 
go beyond capsules and pills. To avoid swallowing 
multiple pills each day, consumers will begin to show 
a preference for gummies, tinctures, mix-in powders, 
and tablets. Taste and experience will ultimately 
determine the winners and the losers in this category. 

42% Consumers said they proactively 
look for products that improve their 
immune system function.

DANNY BENNETT, DHB Consulting  
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“ ”DANNY BENNETT, DHB Consulting  

Consumers know wellness begins with the immune system. They know you cannot be ill and healthy at the same 

time. Therefore, they are turning to nutrition and supplemental products to support their immune health. As a 

result of COVID-19 and other future pathogens that threaten global health, “immunity shopping” will no longer be 

a seasonal trend, it will be a constant. Before the coronavirus, 42% of consumers said they proactively look for 

products that improve their immune system function. 

In the wake of our current health crisis, we can only expect that number to rise exponentially. Given that our national 

food conversation centers more and more frequently around the functionality of food, we expect supplements, which 

are taken as food (i.e. gummies, RTDs, packet mixes, teas, etc.), to continue to experience massive growth.
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PRODUCTS TO WATCH

FOUND ACTIVE
GLOW POWDER

NATUREWELL
HOT DRINK POWDER

NATUREWELL
GUMMIES

FOUND ACTIVE
ENERGIZE GUMMY
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PACKAGING: 
SUSTAINABLE TAKES 
A BACKSEAT TO SHELF 
STABLE AND GERM-FREE



SHELF-STABLE GETS 
NEW LIFE
Products that are shelf-stable and long-lived are 
in demand as consumers are stockpiling staples in 
anticipation of state or self-imposed quarantines. 
This practice opens the door to a broader, 
more prolonged shift that could give new life to 
products across all industries and categories 
that promise a long shelf life. In beauty, expect to 
see phrases like “natural” and “organic” compete 
with stable formulas that have an extended 
expiration and better lifetime performance. 

Consequently, the conversation around 
sustainability may take a back-seat to what 
consumers now see of utmost concern, keeping 
germs and bacteria away from their faces. 
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MORE PACKAGING? YES PLEASE!
As consumers are continually being reminded to use caution when 
touching anything and everything, the absence of packaging could pose 
a problem in the short-term. Innovation around in-store refill systems 
and refillable packaging may be in jeopardy, opening an opportunity for 
individually wrapped products within the beauty category. 

While jars and pots may be on the decline, expect to see surges in 
products that allow for hands-free solutions like pads, misters, and 
multi-purpose sticks as consumers begin to look for brush-free or 
touch-free makeup application systems. 

EVEN STARBUCKS HAS PAUSED ITS USE OF 
PERSONAL CUPS IN ITS OUTLETS, SWAPPING 
OUT SUSTAINABILITY FOR SAFETY.  
(MINTEL, 2020)
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PRODUCTS TO WATCH
FOUND

PERFECTING 
CONCEALER

FOUND
CREAMY 

EYESHADOW

NATUREWELL
SOOTHING

MOISTURE CREAM

FOUND ACTIVE
CLEANSING STICK

FOUND ACTIVE
BUBBLE FACE PADS
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RETAIL: 
BEAUTY, BANANAS, 
AND BRILLO PADS? 
NO PROBLEM!
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THE BEAUTY CONSUMER LAND GRAB
Typically, the window of opportunity to change consumer shopping behavior is 
limited to a few key life events—major moves and pregnancy being two of them.
(DUHIGG, C. How Companies Learn Your Secrets)

However, amidst a once in 100-year occurrence, retailers have a unique 
opportunity to introduce themselves to a new group of shoppers who may 
be willing to pay more or shop in new and unfamiliar retail locations (either 
online or in-person) to locate one of those coveted out-of-stock items. 
Due to the high demand, companies that can proactively approach the 
upcoming months, and efficiently manage inventory, have an opportunity 
to win new shoppers and increase sales among existing customers. 

Additionally, with the shutdowns of stand-alone beauty retailers, we 
believe multi-category retailers, like drug and food stores, who’ve made 
a break for beauty in the last few years will be able to convert even more 
shoppers to their beauty sections with greater ease and efficiency. 
“Beauty and bananas” sounds more convenient than ever before. 
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“ ”JIM CORBETT, Analytics Lead at Inclusion Agency

Mass retailers and Grocery chains will have business tailwinds in cosmetic and beauty categories coming 

out of the COVID-19 pandemic. Shopper behavior will be impacted by customer confidence, greater price 

awareness and an increased desire for all-in-one trips. Beauty enthusiasts will grow in conviction to choose 

products and service themselves in home if they find brands they trust. Consumers will be looking to stretch 

every dollar and that will convert some from higher-end department stores. There will also be a general decline 

in the number of shopping-shops that customers will be willing to make, impacting specialty retailers. 

This is not to say that customers will not go to department stores or specialty post-pandemic, but if even a 

small percentage change their allegiance it could drive a profound bump for mass and grocery retailers who offer 

convenience and lower prices.
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RETAILERS TO WATCH
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SAMPLING EXPERIENCES 
TAKE ON A NEW LIFE
Prompted by the virus, retailers are being forced to 
address their cleaning processes and alter the way 
products are sampled in their stores. We believe 
this short-term reaction will give way to long-term 
opportunities for beauty counters to implement safer 
and more sanitary product sampling methods. 

Expect “less personal” and “more virtual” to be the way 
of the future when it comes to engaging consumers in 
a retail environment.

30 PUBL ISHED  BY  HATCHBEAUTY  BRANDS,  L LC .  ALL  R IGHTS  RESERVED  ©2020



ECOMMERCE: 
BRACE YOURSELF FOR 
THE BEAUTY TECH BOOM



GOOD TECH WILL BECOME SYNONYMS 
WITH GREAT CUSTOMER SERVICE
With lockdowns happening across the nation, 
consumer willingness to trade in-store 
experiences for online, tech-savvy solutions 
has advanced ten years in a matter of weeks. 
Online shopping is expected to become far more 
normal for those consumers who have previously 
held out, forcing brands to become even more 
sophisticated in their approach to servicing 
customers online. 

Brands who build their portfolio of online services 
(think shade matching, virtual try before you buy, 
and dermatological diagnostics) are likely to race 
ahead of the rest. 

32 PUBL ISHED  BY  HATCHBEAUTY  BRANDS,  L LC .  ALL  R IGHTS  RESERVED  ©2020



“ ”JIM CORBETT, Analytics Lead at Inclusion Agency

We have seen the customer shopping patterns change in a material way in response to the COVID19 outbreak. 

Online traffic has surged in the wake of the national pandemic with more customers than ever embracing that 

medium as a now necessary option.  Many of these customers will embrace this new normal and stalwarts that 

resisted cosmetic purchases on the internet will see their defenses broken down.  

Customers are taking their “beauty destiny” in their own hands looking for options and guidance as they navigate 

this new “do-it-yourself” reality.  Brands that can position themselves as a “digital authority” merging the robust 

assortment and availability with ease of use and online tutorials will benefit by better serving the customer that 

emerges from this crisis.
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EXPERIENTIAL GIVES 
WAY TO VIRTUAL
The virtual community is likely to become as 
powerful as the experiential community seen 
at the end of the last decade. While companies 
are expanding their online reach to include live 
streaming of everything from workouts to concerts 
to virtual dealerships, the platforms that power 
these experiences will continue to double down on 
user experience, creating even more opportunities 
for effectiveness and monetization. Expect to see a 
democratization of paywalls and shoppable content 
ripe for brand-centric creativity.

Additionally, brands who infuse community into their 
products, are likely to be considered the darling of Gen 
Z. We believe companies like Troupe Beauty are the 
wave of the future.
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“ ”JILLIAN OUELLETTE, CEO & Co-Founder of Troupe Beauty

COVID-19 will likely accelerate something that’s been on the horizon for a while, the decline of 

consumerism as we know it. Genzennials (younger millennials and older GenZers ranging in age from 17-

25) are as concerned with what’s behind their products as they are with what’s in them. They are looking 

for brands to step up and understand the challenges they face that their parents didn’t. Community and 

real-world purpose will be central to success. 

At Troupe, we have created a community built around a challenge we all face—financial wellbeing in a 

world where many of us are in debt before we even start our first job. While we love beauty and beauty 

products, they are no longer the star of the show, simply a means of achieving a greater end.
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CONNECTING WITH CONSUMERS
For now, companies can connect 
with consumers by boosting their 
online presence. They can innovate, 
for example, around the interactive 
streaming of tutorials, reports, and other 
products. In China, these strategies have 
cut across a range of industries; in the US, 
we will follow suit as a way of maintaining 
the company-consumer relationship. 

In the US, as of early March, 8% of 
consumers report having increased their 
online shopping. There are boundless 
opportunities to reach out with more online 
offers beyond gaming and entertainment. 
(TRENDALYTICS. COVID-19 What You 
Need To Know)

The fitness giant recently dropped the subscription fee for its ntc premium 
service, which provides streaming workout videos, training programs, and 
expert tips from trainers. (ESSENCE. These Fitness Studios Are Offering 
Virtual Workout Classes For Free)
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In a world where everything old is new again, it is tempting to believe that innovation in the beauty space will take a back seat 

to practicality. However, the ingenuity and creativity arising out of the first digitally connected pandemic in history seems to 

be shaping a different narrative. From efficacy to the democratization of experience to more sophisticated consumers and a 

noted rise in tech-savvy, virtual offerings, we believe the best in beauty continues to lie on the horizon ahead. 

IN CONCLUSION

PRODUCT: 

•  Expect to see a surge in demand for highly 
effective skincare products and skincare 
products with OTC benefits  

•  As consumers begin to seek replacements 
for their out-of-home beauty and personal 
care services, brands who can innovate and 
educate with “beauty-at-home” in mind, will 
charge ahead of the rest 

•  Ingestible beauty will continue to evolve into 
an even more holistic conversation with a 
particular focus on the connection between 
beauty, wellness, and immunity

PACKAGING: 

•  Consumers are likely to sacrifice ideals 
around sustainability and less packaging 
for the reassurance that products have 
a long shelf life and are as hygienic and 
germ-free as possible 

•  We will likely see a surge in innovation 
focused on product application sans 
personal touch (think sticks, misters and 
brush free ways to apply cosmetics) 

PURCHASE: 
•  The COVID-19 pandemic is democratizing the 

beauty shopping experience in new ways, allowing 
multi-category retailers to take their place as 
leaders in the space 

•  The in-store beauty experience is also ripe for 
innovation, as consumers will be eager to see safer 
more hygienic ways to sample and explore their 
favorite products 

•  The rise of Beauty Tech is imminent. Expect to see 
a shift in technology powered beauty services and 
an even greater emphasis on experiences driven by 
virtual community and curation
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ABOUT

Founded in 2009 HATCHBEAUTY, LLC expanded 

to HATCHBEAUTY BRANDS in 2019. Now the 

first company to offer both beauty and wellness 

incubation, HatchBeauty Brands, is rapidly changing 

the landscape of brand innovation. We are a team 

of creators and collaborators—unapologetically 

committed to delivering the best of beauty and 

wellness. Current brands include Found, NatureWell, 

Kristofer Buckle, Orlando Pita, Nailing Hollywood, 

Jenna Hip and Chad Kenyon. 
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FOUND® ACTIVE INNOVATION
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NATUREWELL® SUPPLEMENT LINE
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BABT PHAT SKINCARE

41 PUBL ISHED  BY  HATCHBEAUTY  BRANDS,  L LC .  ALL  R IGHTS  RESERVED  ©2020



Cbinsights. 15 Trends Changing The Face Of The Beauty Industry In 2020. 
https://www.cbinsights.com/research/report/beauty-trends-2019/#virtual. 
Accessed March 2020.

Duhigg, C. (2012, February). How Companies Learn Your Secrets. The New York 
Times
https://www.nytimes.com/2012/02/19/magazine/shopping-habits.html

Essence. These Fitness Studios Are Offering Virtual Workout Classes For Free. 
https://www.essence.com/lifestyle/health-wellness/free-virtual-workout-classes. 
Accessed March 2020.

Grand View Research. (2020, February). Dietary Supplements Market Size, Industry 
Analysis Report, 2020-2027). 
https://www.grandviewresearch.com/industry-analysis/dietary-supplements-market

Maslin Nir, Sarah (2015, May). The Price of Nice Nails. The New York Times
https://www.nytimes.com/2015/05/10/nyregion/at-nail-salons-in-nyc-manicurists-
are-underpaid-and-unprotected.html 

Mintel (2020, March). COVID-19 In The U.S.: What’s Happening Now?

SOURCES
Trendalytics. (2020, March). COVID-19 What You Need To Know. 
https://app.trendalytics.co/insights/pdf/2020/03/covid-19---and-what-
you-need-to-know

Trendalytics. Trend Discovery
https://app.trendalytics.co/#/trend/. Accessed April 2020.

ABOUT TRENDALYTICS: 
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STRATEGIES, PRODUCT CLAIMS, TRADEMARKS, ETC ARE PRESENTED AS CONCEPTUAL 
PROTOTYPES ONLY AND ARE SUBJECT TO CHANGE AT ANY TIME. THE RESULTS DESCRIBED 
MAY NOT BE GENERALLY TRUE UNDER OTHER CONDITIONS OR IN OTHER FORMATS OR 
FORMULATIONS. USERS MUST EVALUATE THEIR OWN CLAIMS AND THEIR JURISDICTION’S 
REGULATORY REQUIREMENTS BEFORE MAKING PRODUCT CLAIMS. LIABILITY FOR USAGE OF 
THE SUGGESTED CLAIMS ABOVE IS ASSUMED BY THE USER. HATCHBEAUTY BRANDS, LLC 
(HATCHBEAUTY BRANDS) ACCEPTS NO RESPONSIBILITY FOR DAMAGES RESULTING FROM THE 
USE OR RELIANCE ON THE BRAND DECK. FURTHER, HATCHBEAUTY BRANDS MAKES NO 
WARRANTY OR REPRESENTATION, EITHER EXPRESS OR IMPLIED, INCLUDING BUT NOT 
LIMITED TO, ANY IMPLIED WARRANTY OF MERCHANTABILITY OR FITNESS FOR A PARTICULAR 
PURPOSE OF ANY ELEMENTS OF THE BRAND DECK.

PROPRIETARY & CONFIDENTIAL – THE BRAND DECK IS THE SOLE PROPERTY OF HATCHBEAUTY 
BRANDS AND NO LICENSE, EXPRESS OR IMPLIED, IN THE BRAND DECK IS GRANTED. 
ANY REPRODUCTION OR DISCLOSURE IN PART OR AS A WHOLE WITHOUT THE WRITTEN 
PERMISSION OF HATCHBEAUTY BRANDS IS PROHIBITED. THE BRAND DECK CONTAINS 
CONFIDENTIAL AND PROPRIETARY INFORMATION OF HATCHBEAUTY BRANDS.

© 2020 HATCHBEAUTY BRANDS, LLC.  ALL RIGHTS RESERVED.

10951 W PICO BLVD SUITE 300, CALIFORNIA 90064   |  WWW.HATCHBEAUTY.COM   |  (310) 396-7070

DISCLAIMER – THE INFORMATION AND DESIGNS CONTAINED IN THIS PRESENTATION (“BRAND 
DECK”), INCLUDING ALL PRODUCTS, CONCEPTS, DESIGNS, FORMULAS, PROMOTIONS, 
STRATEGIES, PRODUCT CLAIMS, TRADEMARKS, ETC ARE PRESENTED AS CONCEPTUAL 
PROTOTYPES ONLY AND ARE SUBJECT TO CHANGE AT ANY TIME. THE RESULTS DESCRIBED 
MAY NOT BE GENERALLY TRUE UNDER OTHER CONDITIONS OR IN OTHER FORMATS OR 
FORMULATIONS. USERS MUST EVALUATE THEIR OWN CLAIMS AND THEIR JURISDICTION’S 
REGULATORY REQUIREMENTS BEFORE MAKING PRODUCT CLAIMS. LIABILITY FOR USAGE OF 
THE SUGGESTED CLAIMS ABOVE IS ASSUMED BY THE USER. HATCHBEAUTY BRANDS, LLC 
(HATCHBEAUTY BRANDS) ACCEPTS NO RESPONSIBILITY FOR DAMAGES RESULTING FROM THE 
USE OR RELIANCE ON THE BRAND DECK. FURTHER, HATCHBEAUTY BRANDS MAKES NO 
WARRANTY OR REPRESENTATION, EITHER EXPRESS OR IMPLIED, INCLUDING BUT NOT 
LIMITED TO, ANY IMPLIED WARRANTY OF MERCHANTABILITY OR FITNESS FOR A PARTICULAR 
PURPOSE OF ANY ELEMENTS OF THE BRAND DECK.

PROPRIETARY & CONFIDENTIAL – THE BRAND DECK IS THE SOLE PROPERTY OF HATCHBEAUTY 
BRANDS AND NO LICENSE, EXPRESS OR IMPLIED, IN THE BRAND DECK IS GRANTED. 
ANY REPRODUCTION OR DISCLOSURE IN PART OR AS A WHOLE WITHOUT THE WRITTEN 
PERMISSION OF HATCHBEAUTY BRANDS IS PROHIBITED. THE BRAND DECK CONTAINS 
CONFIDENTIAL AND PROPRIETARY INFORMATION OF HATCHBEAUTY BRANDS.
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