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For the past 30 years, the beauty industry has been at the forefront of 

cultural and social change. From the full-coverage bold color looks led 

by brands like MAC Cosmetics to the emergence of indie-brands to the 

proliferation of technology-powered communities, moments have given 

way to movements that consistently reshape how we think about the 

category. These shifts change the products consumers buy and the brands 

they engage with, but more than that, these movements have changed 

the purpose of the industry as a whole—beauty is no longer about how 

something makes you look; it’s about how it makes you feel. 

As consumers learn to embrace products and routines that make 

them feel good, aspirational imagery has given way to representation, 

attainability, and a healthy skepticism around beauty norms. In short, 

statements like “Why be beautiful, when you can be anything?” have 

created a new kind of consumer, one who recognizes that looking great 

on the outside isn’t nearly as important as feeling good on the inside, 

being comfortable in your skin and striving for your definition of better. 

With these centralized truths now buried deep in the consumer psyche, 

“Beauty for All” is giving way to a new idea, wellness as a movement. In 

the pages that follow, we outline our take on the wellness movement that 

is poised to define the next decade and how it will forever change how 

consumers see the beauty space.

INTRODUCTION



The 
Democratization 

of Beauty: 
A Gateway to Wellness
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Three distinct stages define the modern history of beauty. While the 

first modern skincare brands would emerge in the mid-nineteenth 

century, cosmetics, fueled by the women’s movement, wouldn’t 

make their “official” commercial debut until the twentieth century. 

In these initial stages, brands were not only creating products. They 

had to convince consumers they needed those products. This surge 

of innovation gave us lipsticks in tubes, mass-market fragrances, 

razors for women, and even hand-held hair dryers.*

With the rise of media and advertising, the primary means of driving 

sales would emerge via aspirational imagery, giving women everywhere 

inspiration for their day-to-day looks. From supermodels to polished 

campaigns, the beauty industry came to define not just how women 

could look but also how they should look.

“Before the 20th century, 
lipstick was deemed “impolite” 
and had a certain taboo 
attached to it. However, thanks 
to suffragettes like Elizabeth 
Cady Stanton and Charlotte 
Perkins Gilman, who wore it 
to signify independence in 
1912, lipstick became an 
accessory to confidence and 
empowerment.”
*(Frank, T. 8 Major Moments in Makeup History-From 
Lipstick to Lip Smackers.)

“Lisa Fonssagrives is widely 
considered to be the first 
supermodel. Her strikingly 
good looks not only defined 
an era but also an entire 
industry.”
(Okwodu, J. Lessons in Style From Fashion’s First Supermodel, 
Lisa Fonssagrives.)

THE DEMOCRATIZATION OF BEAUTY: A GATEWAY TO WELLNESS 
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Finally, as social media brought to life the prophecy once uttered by 

Andy Warhol, “In the future, everyone will be famous for 15 minutes…” 

beauty took on a new, more universal face. While consumers were 

grappling with how to control the effects of perfectly curated feeds on 

their mental well-being, indie beauty brands set out to dominate 

and democratize beauty standards. What was left was a more 

diverse, inclusive, body-positive, and age-positive space—one where no 

topic of conversation was off-limits and being mission-minded was 

essential for consumer engagement.

While the beauty space was learning to be “all things to all people,” 

the consumer mindset around quality, clean ingredients, and the 

importance of healthy routines as part of both skincare and self-care 

began to shift. This shift is seen best through search data—over the 

past five years, search terms around wellness and self-care have 

seen a lift of almost 100%. As a result, brands are rethinking how they 

tell their stories, and many of those stories have come to include ideas 

around “total well-being”.

THE DEMOCRATIZATION OF BEAUTY: A GATEWAY TO WELLNESS 

Brand: Anese 
Product: That booty tho.
Description: Ultra-fine booty scrub formula 
contains a unique mix of oils, extracts, antioxidants 
and essential fatty acids.

Brand: Billie 
Campaign: Body Hair Project (2018)
Description: First women’s razor ad to show 
facial hair.

Brand: Inc.Redible Cosmetics
Description: Inc.Redible Cosmetics designs a 
beauty collection that sees beyond age, color and 
boundaries with 91 year old internet sensation 
Baddie Winkle.

Brand: Rosen Skincare Via Troupe Beauty
Product: Rose Water Face Dew
Description: A beauty marketplace with a financial 
wellness twist. 



“
”

The beauty and wellness industries have evolved a lot over the last 

5-10 years. Now more than ever, consumers are ready to engage in 

conversations about looking good and feeling good. As a result, 

it’s no wonder that calls for body positivity, self-love and self-care 

dominate the industry. This merging of forces is likely to raise 

consumer consciousness and create even more demand for brands 

to authentically join the beauty-meets-wellness movement. 

As a mom raising a daughter, I am personally excited for the future of 

the industry and its potential to have a positive impact on people. 

— Kate Upton, Supermodel, Actress, Founder of Strong4Me and Wellness Advocate
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THE TREND LAB: THE RISE OF WELLNESS

SELF-CARE

WELLNESS COSMETICS

FLAWLESS SKIN

SKINCARE

5 year view of search 

•  Numbers represent search interest relative to the highest point on the chart for 

the given region and time. A value of 100 is the peak popularity for the term.

•  A value of 50 means that the term is half as popular. A score of 0 means there 

was not enough data for this term.

2004-present
•  Numbers represent search interest relative to the highest point on the chart for 

the given region and time. A value of 100 is the peak popularity for the term.

•  A value of 50 means that the term is half as popular. A score of 0 means there 

was not enough data for this term.

Over the past 

5 years
search terms focused on self-care have outpaced 
the searches for “flawless skin” by almost 100%

Since 

2004
wellness has doubled 
in search volume



Wellness 
as a right. 

Not a status 
symbol. 
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WELLNESS AS A RIGHT. NOT A STATUS SYMBOL. 

An industry whose revenue is projected to double in size by 2025, reaching 

68.2 Billion dollars, the supplement space is a stand-alone behemoth. 

However, the beauty space has created a path for a more expanded, 

consumer-friendly take on ingestibles—one that spans generations and 

engages customers from all walks of life. 
(Grandview Research, North America Dietary Supplements Market Worth $68.22 Billion By 2025)

Baby Boomers and Generation X were the first to embrace the idea that aging 

well is about quality of life and aesthetics. As a result, they taught us to see 

anti-aging through the lens of diet and exercise. Naturally, supplements 

became a way to substitute their nutrition routine with specific, need-state 

focuses in mind.  

Continuing to take its shape via editorial sites like GOOP and through bio-

hackers like Dave Asprey, wellness quickly began to be defined as the 

new status symbol. Its ingredients and delivery systems ripe for personal 

discovery. Innovation focuses on invincibility—with “aging backward” being 

one of the latest catch-phrases. 

“

”

In a report from Health IQ, 

Generation X scored higher on 

health literacy tests than all others. 

It had the highest average and median 

health literacy scores, both of which 

correlate to better long-term health 

outcomes and lower rates of diabetes, 

high blood pressure, and obesity...

For Gen Xers, researching health 

insights and buzz is a habit, and half 

say they feel extremely knowledgeable 

about keeping themselves and their 

families healthy. In reality, they have 

to be because they carry the load of 

caring for the health of so many. 
— Thrive Global, 2019
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WELLNESS AS A RIGHT. NOT A STATUS SYMBOL. 

Aging, however, is no longer a key driver in the wellness industry. A 2019 

PEW report stated that 70% of consumers age 18-24 use supplements 

daily. By focusing on an expanded set of need-states, consumers of 

all ages have realized they can address things like focus, energy, and 

immunity via a combination of supplements that contain a super dose 

of nutrients hard to absorb in regular diets. Startups have doubled-down 

on marketing to GenZennials with Instagram-worthy packaging and 

personalized subscription services. (Dietary Supplement Usage High for 

All Ages—Including Millennials. (2019). PEW.)

As we move into the new roaring 2020s, it’s hard to imagine a scenario 

where wellness and beauty don’t continue to merge and evolve. We believe 

consumers will begin to associate ingestibles as a non-negotiable part 

of their beauty routines, seeking first and foremost holistic solutions 

to all of their concerns. Additionally, having been groomed by the beauty 

industry, those same consumers will likely demand accessible, easy-to-

understand supplement solutions. Wellness will no longer be a status 

symbol. Instead, it will be a right amongst the everyday consumer. Brands 

will become educators and activists for ensuring consumers have the 

knowledge and tools to be their best selves.

MUD\WTR
30-serving 
tin of mud

MOON JUICE
SuperYou 
Daily Stress 
Management

BULLETPROOF
Unflavored 
Collagen Protein

NATUREWELL
Probiotic + 
Prebiotic Dietary 
Supplement

GOOP 
Cleaning Up The 

Vitamin Aisle
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•  Search interest and available product for each term is calculated as a percentage of the total search 

interest and available product for all terms.

•  Search interest for immunity supplement represents about 20.7% of the total combined search 

interest for immunity supplement, energy supplement, sleep supplement, and calming supplement.

•  The number of available products for immunity supplement represents 31.2% of the total 

combined product count for immunity supplement, energy supplement, sleep supplement, 

and calming supplement.

MARKET

SEARCH

SELF-CARE TELEMEDICINE METABOLIC

SEXUAL WELLNESS ACTIVE BEAUTY WORKOUT MAKEUP

MENTAL HEALTH WELLNESS TECH

IMMUNITY

Average Weekly Searches (3 Month Average) vs Avg Weekly Searches - TY/LY Growth\Mar 2020 - May 2020

The growth of wellness-specific searches continues to grow year-over-year with consumers actively looking for new products and solutions. 

Additionally, search interest outweighs the available products consumers can purchase indicating a wealth of opportunity for brands looking 

to innovate in the category.

THE TREND LAB: THE SEARCH FOR SOLUTIONS
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WHAT BEAUTY CAN TEACH US 
ABOUT THE FUTURE OF THE WELLNESS INDUSTRY 

Discovery IS The 
Experience:

 
Much like the joy of discovering a 

new beauty product via in-store 

sampling or an influencer YouTube 

haul, creating new and exciting ways 

to educate consumers as a means of 

product discovery will be essential to 

effective customer acquisition.

Ingredients Drive 
Brand Storytelling:

 
Hero ingredients are central to 

both the beauty and supplement 

space. From formulations designed 

to solve specific problems to 

“stacks” of nutrients that help 

optimize performance, ingredients 

will drive the narrative.

Lifestyle And 
Product Will Remain 

Deeply Connected:
 

As the democratization of wellness 

continues to evolve, lifestyles 

and personas will continue to 

drive product selection for 

brands and buying preference 

amongst consumers.



“
”

Mindfulness, gratitude, and nutrition have played a key role in my 

wellness journey. As a result, I have built a wellness company that offers 

mindfulness tools to every age and category.  These tools have been shown 

to work by neuroscientist, Dr. Judson Brewer. These tools are available at 

jewelneverbroken.com and provide everyone with options to improve 

their mental well-being. As the conversation around wellness continues to 

evolve, I expect nutrition and supplementation will play a key role in how 

people approach their well-being. Giving people the tools to feel confident 

in their quest for a better life is something I feel privileged to be able to do. 

— Jewel, Singer, Songwriter and Wellness Advocate



Wellness 
Trends in the 

Post-Consumer 
Landscape
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IMMUNITY

In the wake of COVID-19, immunity will be an essential focus for 

consumers. In their quest to navigate a vaccine-less disease, they 

will become more well-read and more sophisticated to protect both 

themselves and their families. 

Expect to see a heightened emphasis on an immunity-boosting 

routine as consumers begin to consider ways to super-charge their 

system when they feel most at risk. Simple ideas, like boosting 

hydration via advanced electrolyte supplementation and Vitamin-C as 

a “super-shot”  before exposure to large crowds, will become the norm. 

Additionally, we expect to see the synthetic versus natural and herbal 

debate to become a more fluid conversation, as consumers will be 

more open to experimentation than ever before. 

“
”

Simple ideas, like boosting 

hydration via advanced electrolyte 

supplementation and Vitamin-C as a 

“super-shot” before exposure to large 

crowds, will become the norm. 

NATUREWELL
Brightening Vitamin C + Calcium 
Superfood Powder
(Coming 2021)

NATUREWELL
Brightening Vitamin C + Vitamin B 
Complex Liquid Tincture
(Coming 2021)
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IMMUNITY: INGREDIENTS TO WATCH

Lipophilic Vitamin C (Vitamin C +) 
Vitamin C is an obvious stand out for immunity, and 

emerging research suggests that it may play even 

more roles in human health and well-being than 

previously thought.

Astaxanthin
A powerful antioxidant that has been studied and used 

effectively to treat Alzheimer’s and Parkinson’s diseases. 

It gets our vote for “one to watch” because of its many 

anti-fatigue and anti-inflammatory properties.

Betulinic Acid (Birch Bark)
Found in 2007 to inhibit corona virus. It has also shown 

to be helpful with the body's anti-viral, immune, and liver 

protection response. 

CLA
Conjugated Linoleic Acids have been used in the body 

building community for a long time in order to burn 

fat.  Multiple studies have also shown CLAs to be role 

players in inflammatory and immune responses.

Whole Food Fermentate
A postbiotic ingredient created through a fermentation 

process that contains amino acids, beta glucans, vitamins, 

polyphenols, proteins, fibers, and metabolites that has 

been found to support the gut and immune system.

Whole Algae Fermentate
Dried whole algae fermentate provides nutritional support 

for a healthy immune system and is comprised of over 50% 

beta-glucan, protein, essential vitamins, minerals and 

amino acids.
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THE TREND LAB: IMMUNITY

130,977
Avg Weekly Searches

+356.1% to last year - Immunity has an extremely high search rate. Immunity supplements sees similar success at a growth  
rate of +180% over last year. While there were peaks in March of 2020, the terms continue to pace at double last year’s rates. 
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While immunity will be the primary focus for most venturing into the

supplement space for the first time. In the months to come, anti-aging

advances are likely to be a key driver in the beauty-meets-wellness

conversation. Advancement in anti-aging supplements will focus on 

vitality and champion the biological qualities of resilience with an 

increased emphasis on the overall quality of life--including but not 

limited to; mind, body, and hormones.

“Looking the part” will take on an entirely new meaning, as appearing

healthy and glowing on Zoom will become a greater imperative rather 

than merely not looking old. Now that consumers will be hyper-

specific about who they interact with in person, having gray hair on 

Zoom won’t be seen as detrimental anymore. It is not an indication of 

illness! Social bubbles will be protective of members’ health and 

wellness first and appearance second.

ANTI-AGING
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ANTI-AGING: INGREDIENTS TO WATCH

Polypodium Leucotomos Extract (PLE)
This supplement protects the skin from sun damage, 

discoloration, sagging, and promotes an even tone.

Pyrroloquinoline Quinone (PQQ)
Behaves as an antioxidant, working to protect cells 

from damage caused from free radicals.  Studies show 

it to support learning and memory, both of which need 

boosting as we age.

L-ergothioneine (ergo)
“Ergo” is an amino acid found in mushrooms and bacteria 

as well as other foods. Helpful for oxidative stress, prostate, 

and cognitive health.

Eggshell Membrane
Contains naturally occurring glycosaminoglycans like 

chondroitin and hyaluronic acid, as well as proteins which 

support healthy joints and connective tissues that decline 

as we age.

French Maritime Pine Bark
Also known as Pycnogenol, French Maritime Pine 

Bark contains antioxidants and proanthocyanidin 

phytochemicals and has been studied for its antioxidant 

and immunomodulating activities.

Nicotinamide Riboside
An alternative form of Vitamin B3, Nicotinamide riboside converts 

into NAD (a coenzyme), which fuels several biological processes, 

such as creating energy from food, strengthening cell defenses, 

setting a healthy circadian rhythm, and repairing damaged DNA.

Resveratrol
A polyphenol compound found in certain plants and 

in red wine with antioxidant properties known for 

effectiveness in supporting healthy cognitive function.
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THE TREND LAB: ANTI-AGING

32,393
Avg Weekly Searches

+12.1% to last year Anti-Aging shows an accelerated search rate in 2020. Additionally supplements have 
extremely high average weekly search rates—out pacing the social mentions by almost double. 
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In a world where we optimize everything from our computers to our 

internet speed, the next and perhaps most futuristic of the wellness 

trends to be adopted by mainstream consumers are focused on 

the biological versus metabolic age debate. The more educated and 

sophisticated consumers become as it relates to nutrition and optimal 

health, the more they will look to supplements as the ultimate form of 

personal health optimization.

Whatever the issue, the right combination of nutrients taken at the 

right time and in the correct order will allow consumers to not only 

stave off the effects of nutritional deficiencies but increase their focus, 

enhance their energy, improve their sleep and enable them to 

perform in their day-to-day lives at 110%. This top-tier performance 

will become the expectation of the average wellness seeker.

BIO-HACKING
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BIO-HACKING: INGREDIENTS TO WATCH

Choline
A micronutrient that helps the brain create a 

neurotransmitter called acetylcholine that fosters 

intelligence and memory, both of which are vital parts of 

a highly functioning brain.

PEA
(Palmitoylethanolamide) is a fatty acid naturally found in animal 

tissue, egg yolks, and peanuts. In recent studies participants 

experienced improvement in pain, stiffness and function from 

osteo-arthritis, as well as reduced depression and anxiety.

Glutathione
Your liver already makes its own supply of this 

antioxidant, and supplementing Glutathione can be 

a great bio-hack to eliminate free radicals from your 

brain (which makes more free radicals than any other 

organ in the body which then accelerate cell death in 

the brain). Protecting the brain from free radicals can 

contribute to optimized brain function.

Curcumin
Proven to be an effective supplement for recovery from 

muscle damage, oxidative stress, and inflammation 

after exercise.

Phosphatidylserine
A fat found mainly in the cell membranes of the human 

body and is mostly concentrated in brain tissue. 

Supplementation of it can lower cortisol after exercise, 

improve mood and memory, and raise testosterone.

Roseroot (Rhodiola rosea)
Helps lower cortisol and is known for its ability to 

increase acetylcholine (which helps the limbic system 

process emotions), serotonin and dopamine.

Diindolylmethane (DIM)
This one is picking up steam as a supplement to ease 

acne, mood swings, menopause symptoms, and PMS 

by restoring healthy hormone balance; DIM works as a 

bio-hack for these ailments.
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THE TREND LAB: BIO-HACKING + BEYOND

12,781
Avg Weekly Searches

+22.8% to last year Bio-hacking show an increased 
search rate amongst consumers.

IMMUNITY ANTI-AGING

BIO-HACKING

1 Year View | While immunity will continue to dominate the conversation for the next 
12-18 months, other key interests will grow.   

•  Numbers represent search interest relative to the highest point on the chart for the given region and time. 

A value of 100 is the peak popularity for the term. A value of 50 means that the term is half as popular. A 

score of 0 means there was not enough data for this term.



“
”

Greeted by a pandemic and an ever-changing dialogue on what 

constitutes “safe” movement throughout our everyday lives, the 

2020s have produced a more sophisticated wellness consumer; 

one who understands more deeply that their lifestyle, self care and 

personal development routines, and nutritional and micronutrient 

input all play profound roles in their vitality and quality of life.  

Brands hoping to make an impact in this space would do well to 

embrace a “whole lifestyle” approach to creating customized and 

effective solutions for each step of a consumer’s wellness journey.
— Daniel Bennet, DHB Consulting 
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PRODUCTS TO WATCH

GEM
Peppermint 
Nutrient 
Dense Bites

FEALS
CBD Extract + MCT Oil

MOON JUICE
The Moon Juice Cookbook

MUD\WTR
30-serving tin of mud

BULLETPROOF
Polyphenomenal

NATUREWELL
Collagen + Biotin 
Dietary Supplement



What, How 
+ When: 

How lifestyle-integration, 
packaging and technology 

will be essential to a 
successful brand 



“
”

The wellness space, while far from its peak, is certainly in one 

of its most exciting phases yet. As consumers gain a greater 

understanding of their own needs, they will continue to reach for 

more holistic solutions. These solutions will include not only 

supplements but also therapies and technologies that enhance 

their workout, nutrition, and self-care regimen. Brands who 

embrace the challenge of giving consumers complete life solutions 

wrapped in an elevated experience will drive the space forward. 

— Amanda McVey, Vice President of Reset Experience at Therabody, 
former Vice President of Revenue and Experience at Upgrade Labs
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PRESENTATION + PORTABILITY

As the beauty-meets-supplement space 

begins to play a more significant role in our 

day-to-day lives, brands will go beyond 

simple on-shelf products and subscription 

services and create true whole life 

integration. 

Branding is likely to continue to follow the 

same path as the beauty space has taken 

over the past 3-5 years. Differentiation will 

come, not just in the form of ingredients 

and claims but in fringe benefits. Things like 

how products look sitting on a counter and 

options for carrying things with you, quickly 

and without frustration, will define how 

consumers shop.

FEALS 
CBD Extract + MCT Oil

GEM
Peppermint Nutrient Dense Bites

NATUREWELL 
Coconut MCT + 
Mushroom 
Dietary Supplement
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PERSONALIZATION + HYPER-CUSTOMIZATION

One distinct factor of the ingestible 

space is that the product’s effectiveness 

is tied to personal metabolic state. As 

such, expect to see brands lean in to 

the idea of personalized mixes and 

hyper customization. Having the 

ability to quiz a consumer, understand 

their personal needs and provide them 

with effective solutions will not only 

be a key factor in customer acquisition 

but a way to endear loyalty over time.

THORNE 
Multi-Vitamin Quiz

RITUAL 
Multi-Vitamin Essential for Women
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WHOLE-LIFE INTEGRATION

As consumers continue to become smarter and more sophisticated in their 

approach to wellness, the idea of a “magic pill” has all but disappeared. 
While consumers believe in the effectiveness of nutritional supplements 

as great for their well-being and skin, they know it’s only one factor. 

With nutrition at the center, many brands expand their focus to include 

meditation, food-products, exercise, cryotherapy, and even wellness 
and beauty rituals that enhance their products’ benefits.

MOON JUICE
Cosmic Provision Collection

THERABODY 
Theragun Elite

THERAONE BY THERAGUN 
Revive CBD Body Balm (Stick)
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TECHNOLOGY

Given Silicon Valley’s role in the evolution of wellness, and particularly the 

bio-hacking space, technology will not only power the wellness space 

for years to come. It will likely be the critical factor in innovation over 

the next 5-10 years. As consumers continue to experiment with ways to 

optimize their day-to-day lives for peak wellness and performance, ideas, 

and practices like those found in Upgrade Labs in Santa Monica, California 

will likely become commonplace. Additionally, telemed services will give 

consumers once disenfranchised from wellness services an opportunity 

to get consults and customer recommendations for a fraction of the cost.



“
”

Re-thinking an industry with technology and experience at the 

forefront of service has defined some of the most valuable business 

models of the first twenty years of the 21st Century. As we look to 

the future, technology (think telehealth and online telebeauty) will 

become a practical avenue by which brands can leverage tech 

to redefine the link between service and product.
— Kayden Horwitz, Entrepreneur, Founder of Milo and Batfish Capital
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IN CONCLUSION

If 2020 has taught us anything, it is that trends can accelerate in the blink of an eye. While the evolution of wellness as a critical facet of the 

beauty industry isn’t a new idea, it has taken on an entirely new meaning. The wellness movement is redefining how consumers approach 

beauty, encouraging them to focus on the inside first and the outside second. Brands who embrace this pivotal moment have the opportunity 

to improve the day-to-day lives of consumers everywhere while helping them see themselves differently--creating more confident and 

empowered consumers. Is there anything more beautiful than that? 

FROM BEAUTY TO WELLNESS 
  

•  From protest lipstick to magazine covers and social 

media, the beauty space has evolved into one 
that champions the idea of beauty for everyone. 
As consumers learn to embrace the truth of 

this message, wellness is a natural evolution of 
the space. 

•  Over the past five years, search terms  

around wellness and self-care are up almost  

100%--outpacing searches for more traditional  

beauty-minded terms like flawless skin.

•  Emerging onto the beauty scene as the ultimate status 

symbol, wellness as a category is evolving with a 
mantra that declares everyone deserves a right to 
look good and feel good. 

WHAT’S NEXT IN WELLNESS  

•  Innovation in this category will continue to focus  

on ingredients and formulations. Expect to see   

these three need-states define the mass-market  

wellness space for the next 12 - 18 months: 

 »  Immunity: Consumers will be more vigilant 

than ever about immunity-focused products 

that can protect them from viruses 

 »  Anti-Aging: Taking a more sophisticated 

approach expect the anti-aging products of 

the future to work almost exclusively from the 

inside out 

 »  Bio-Hacking: Consumers will focus on their 

metabolic age over the physical age paving the 

way for more mainstream ideas around aging 

in reverse 

WELLNESS AS A LIFESTYLE  

•  As consumers continue to integrate wellness-based 

practices into their everyday lives brands who provide 

a unique take on packaging, portability, and technology 

will win: 

 »  Portablity will be paramount as consumers 

become more sophisticated in their ideas around 

immunity and specifically, immunity on-the-go. 

 »  Lifestyle-based products will also continue to 
emerge—from nutritional bites and snacks to at-

home services, every moment and activity will be 

seen as an opportunity to improve. 

 »  As with most industries, technology will continue 
to bring about new forms of innovation that are 

category-specific, creating even more opportunities 

to educate consumers and bring them into a curated 

wellness experience. 
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Founded in 2009, HatchBeauty Brands has over ten years of 

experience in the beauty space. Known for their unique ability 

to funnel innovation to the mass and masstige consumer, 

HatchBeauty Brands has partnered with over ten national 

retailers to bring to life a series of beloved consumer brands 

that live across the beauty, skin and nail care category. In 2020, 

HatchBeauty Brands will add to it’s repertoire of product 

development and brand incubation with the launch of two 

supplement lines. 

We are creators and collaborators, brand builders and 

communicators, unapologetically committed to delivering 

the best of beauty and wellness to the masses.

P.S. We love what we do!

ABOUT
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Trendalytics is a state-of-the-art analytics 

platform empowering brands and 

retailers to drive profitable decisions by 

aggregating and demystifying predictive 

data. We leverage billions of signals from 

Google search, social media, and e-comm 

market data to predict what to buy and 

when to buy. Understand at a glance 

where a trend is in its life cycle without 

the guesswork. Our platform provides 

tailored recommendations to help users 

understand the magnitude and context 

of trends most relevant to them.

ABOUT
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