
 

THE ART OF FORMULATING FOR AN EXPERIENTIAL
CONSUMER 

 

Over the next years, the beauty industry must take into consideration the DIY
trend, as well as digital personalization. It will be essential to empower

consumers, giving them the opportunity to take rituals, formulas and functions
into their own hands, for an augmented and more customized beauty



experience. 
 

Foreword by John Chase 
Advisor to the NYSCC Scientific Committee 

 
 
In recent history, companies were driven to boast claims and benefits, but this
is no longer enough to differentiate their products.  The consumer has evolved
and brands are now looking to tap into the consumers' experience and engage
them emotionally. 
 
This experience can be a combination of interactions between the consumer
and the product, brand or retailer.    The current trends allow for special
marketing events therein creating an experience with the consumer that may
provide hands on education which allows for product customization and
oftentimes emphasizes the sensorial aspects of the product itself.  The modern
consumer is looking for efficiency and purposeful experiences in addition to a
quality responsible product.  
 
Customization provides an experience that fully engages the consumer. 
Customization can be accomplished from a formulating perspective by using a
chassis formula that is then tailored by the addition of recognizable specialty
ingredients, extracts, and/or fragrance.  This is then packaged and the label
personalized.  
 
In order to aide in educating and selling to the informed consumer, the direction
of product development has evolved.  First, the aim is to provide products that
simplify the once complicated and burdensome label. The modern consumer is
more educated on ingredients but yet more reluctant.  As such, presenting a
marketing image that matches the ingredient list is imperative.   Formulating
more simply means formulating using more natural ingredients that are
recognizable to the consumer.  This can include ingredients that cross over into
food, or gastronomia.  Gastranomia is a trend that touches on a number of
other trends including DIY.  Products that target this trend would use
ingredients that are identifiable as food ingredients or allow the consumer to
combine the product with food ingredients found in their pantry culminating in a
unique DIY experience. 
 
Lastly and maybe most importantly, it is necessary to ensure that this
experience is an emotionally pleasing one.  This can be effectuated by



imparting sensory or hedonic testing that goes beyond the traditional panel
study.  It evaluates emotional responses to various stages of the product use
and application.  This level of pleasure or emotion is measured in different ways
that include methods such as analyzing brain waves, cortisol levels in saliva,
and dilation of the pupil.  Paying attention to the desires and needs of the
consumer, brands will have to adjust their approach to marketing and
formulating to differentiate themselves while earning followers in an ever
changing market. 
 

 
With the phenomena of the Makers and DIY, where crafts, manual skills and
experimentation are highly valued, consumers are expecting new products and
rituals that push them to explore and make things for themselves. More
fascinated by the processes than the finished product itself, they are receptive
to the lab spirit, workshops and tutorials that engage them with the conception,
materials and final use of a product. These aspirations are confirmed by the
growing success of DIY blogs, product kits and data driven solutions. This trend
celebrates a creative and pragmatic world driven by the desire of feeling unique
and the delight of investigating possibilities. 
 

 
A PRAGMATIC GENERATION 
 
Proud of their individuality and preoccupied with self-branding, while
surfing on the complexity and acceleration of the world, Gen Z is



characterized by its hyper-pragmatic vision of life. This generation
believes that self-fulfillment comes from one’s power of action… instead of
self-staging. Its obsession with “doing is being” comes with a demand for
added meaning and efficiency in the interest of fostering smart
consumerism. It favors product design that generates experimentation,
active experiences, and DIY solutions or rituals, as well as inclusive
production processes.
 

 
LOOKING FOR INCLUSIVE PROCESSES 
 
Consumers are now expressing a strong desire to be more included in
manufacturing processes. Recently, Fashion has shown interesting
developments that can be very inspiring for the cosmetic industry. H&M’s
new brand Arket deploys a ‘lifestyle’ environment that  includes interior
decor, ready-to-wear, cosmetics and food.  Its basic premium offering
emphasizes the quality and origin of its  materials: shoppers can indicate a
preferred country of manufacturing  on the brand’s e-shop, for instance.
Arket addresses some of the key Gen Z demands:  transparency, quality
and inclusive collaborative manufacturing. 
 



 
A FASCINATION FOR CUSTOMIZATION 
 
Along with revealing processes and understanding how products works,
the objective of experimentation is also the possibility of personalization.
Consumers expect solutions that increase the opportunities to create their
own unique rituals and unleash their creativity: combining scents (Jo
Malone), adding glitter, mixing colors to create new hues, multipurpose
products. In France, the brand Aromazone, originally specialized in
essential oils, now allows consumers to make their own products. With a
new shop been designed as an open lab the brands invites visitors to
share, experiment and create. They propose a DIY space dedicated to
skincare, makeup and body care where one can add a unique selection of
actives, scents and essential oils to 19 neutral organic bases. 
 

 
DATA DRIVEN PERSONALIZATION 
 



The growing use of personal data and genetic diagnosis also opens up to
revolutionary developments in customized solutions. Representing a new
path for nutrition, DNA diagnoses are being applied to determine the foods
individuals need to achieve optimal living. The brand HABIT, for instance,
has developed an “At–home nutrition test kit” (a breakdown of your blood
and genetic indicators, plus body metrics), that provides an in-depth look
at how the body responds to food. The test results determine the ideal
ratio of carbs, fat and nutrient recommendations based on individual
biology and goals. These solutions offer promising opportunities for future
cosmetic rituals and services that perfectly match and anticipate individual
needs.
 

 
THE ART OF FORMULATING FOR AN EXPERIENTIAL CONSUMER:
BUSINESS IMPLICATIONS FOR THE BEAUTY INDUSTRY 
 
 
EXPERIMENTAL PROTOCOLS 
Facilitate the understanding of “how it works”: describe the exact effects on the
body, the benefits of the ritual, and encourage technical appropriation. Use
tutorials and expert influencers to simplify product understanding and usage. 
  
ENHANCING THE SELF MADE 
Explore prototype formulas that emerge during the “process” (a base that can
be added on to). Offer the ability to assemble and finalize one’s own product,
open up to the process of personalization… allow consumers to add a final
touch or dissemble and reassemble in their own way. 
  
DIY KITS 
Provide DIY kits that allow users to understand the components and the role
they play in the product manufacturing. Enhance playful “lab” experiences:
mixing colors and scents according to one’s moods and desires. Develop sets
of natural and healthy components to be mixed at home (the kitchen becomes
the new bathroom!). 
  
DATA DRIVEN SOLUTIONS 
Mobilize the predictive and analytic power of data to create new prescriptive
customized services and solutions. Fine-tune product qualities or benefits and
maximize formulas according to individual consumer needs and expectations.



Develop high-precision sample campaigns related to real consumption
behaviors and habits. 
 

Education and engagement continues year-round with NYSCC Programs! And, be
sure to mark your calendars now for NYSCC Suppliers’ Day 2019:  May 7-8 at the

Javits Convention Center in NYC!

 
About PeclersParis 
 
Founded in 1970, PeclersParis, leader in
visionary trends, brand & style strategy
and innovation, offers exclusive trend
publications, online trend services and
customized consulting. Based on a unique
approach to analyzing and interconnecting
the most forward-looking socio-cultural,
aesthetic and beauty trends with a
targeted understanding of what people
desire tomorrow, PeclersParis helps
brands define a new vision for their
markets, and translate them into brand &
style strategies and creative concepts that
lead to more desirable products and
services. 
 
peclersparis.com
 

 
About NYSCC 
 
Dedicated to the advancement of
cosmetic science, the New York Society
of Cosmetic Chemists, strives to
increase and disseminate scientific
information through meetings and
publications. By promoting research in
cosmetic science and industry, and by
setting high ethical, professional and
educational standards, we reach our goal
of improving the qualifications of cosmetic
scientists. Our mission is to further the
interests and recognition of cosmetic
scientists while maintaining the confidence
of the public in the cosmetic and toiletries
industry. 
 
nyscc.org
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