
the science of beauty  25

S is that new molecules and chemicals 
are very expensive to get through the 
system and to market. It’s a cost that 
some material suppliers can’t afford, 
and so we can end up being offered 
the same old stuff with a new spin. 
Certifications suitability is a subject that 
is best discussed alone in another article. 
Suffice to say, certification can be a hot 
potato that impacts on every aspect of 
formulation and manufacture.

Our role as the formulator/
manufacturer is to work through the 
suitability/price/availability options and 
regulations to suit the individual customer, 
the product and the markets it is 
intended for.

1 Suitability. Is the raw material 
really measuring up to the claim(s) 
being made for it? If it ticks that box 
there are also questions of whether 
it has the right colour, smell, and 
compatibility (with other ingredients) 
for the brand owner to use in existing 
products. It may be that complete new 
formulations are required before the 
material can be used.

CASE: Customer wants pale blue marine 
fresh cream. Also wants Retinol..oops 

ingredients being this season’s ‘must 

have’. Like fashion, things change. One 

year the focus is on plant based organic 

materials, the next year it is a mineral 

theme and so on. I cannot express how 

many “themes” I have seen, and equally 

how many have passed by the wayside, 

no longer to be seen or promoted.

Marketing hook. Every cosmetic/skincare 

brand-owner is just desperate for the 

THING that will make their product(s) 

stand out. The same THING that catches 

both their imagination and captures 

the desire (and dollars) of the consumer 

who want it SO MUCH. Often, our 

customers arrive with material fact sheets 

from visiting suppliers that sets their eyes 

and hearts on fire.

Regulations and Certifications. Then 

there are new materials regulations. 

Principally these are NICNAS in 

Australia and REACH in the EU. 

Both NICNAS & REACH are set up 

to regulate new chemical substances, 

and that they do. The upside is the 

community should be protected from 

anything invented that could cause 

damage to the planet. The downside 

Sometimes manufacturers are the meat 
in the sandwich between the desires and 
the impatience of the customer and the 
needs and imperatives of the materials 
supplier.

Some contract manufacturers pretty 
much design individual formulas 
specifically to suit a customer. This 
can require a considerable number 
of ingredients to make a lot of very 
different products. We use everything 
from certified organic herbs, every 
vitamin I can think of, to fabulous new 
peptides, plus of course all the usual 
staples.

Just keeping up with the inventory 
(let alone the ‘latest and greatest’) can be 
madness in itself. Like any formulator, 
we crave, and are on the lookout for, 
new stuff, better stuff, the same but 
cheaper stuff, and of course the stuff that 
solves a technical problem.

And to be fair, suppliers across the 
world keep coming up with the goods!

New stuff. The suppliers I know are 
always developing their portfolio, and 
creating marketing strategies to showcase 
their new ranges. Skincare ingredients 
can be a bit like fashion, with certain 

Materials 
         and supply

by Margaret Smith
Syndet Works P/L

manufacturersmanufacturers
       musings       musings



26  the science of beauty

4 The second part of availability is the 

lead time. In Australia, we know 

we are not Europe or America but 

ships are fast and those aeroplane 

thingamajigs are even faster for small 

quantities, so the next query I have is 

why are we sometimes being quoted 

on OMG, 16-20 weeks for some stuff!

QUESTION: How can we best serve our 

customers who increasingly want to order on a 

‘just in time’ basis? Availability of ingredients 

is critical in an increasingly ‘just in time’ 

business supply model. And that can make 

formulation decisions really hard. Do we 

choose a material that is great, a good price but 

with potentially long lead times in supply or 

go with simpler options? The costs  of holding 

stocks on site in case the customer forecasting 

is not as accurate can be, and often is, a major 

cost.

So in a nutshell, raw materials suppliers 

need to.

1 Entice/encourage/entrance the Brand-

owner/Customer and the Formulator 

to use their material, by either 

offering:

  • price, or/and

 • marketing or

 •  convenience in pack size and/or 

availability.

2 Make sure all the laws of every country 

that the product MAY go into are 

fully covered and the supporting data 

is handed over to the manufacturer 

straight up.

3 Keep coming up with really new 

materials that keep forwarding the 

science and the craft of cosmetic 

formulation and manufacture.   

units in the coming months before the raw 
material’s expiry date is reached, those $3.50 
units with 0.1% of the special ingredient 
suddenly have become more than $6.00 each if 
the full cost of 5Kgs has to be recovered.

3 Availability. As formulators/ 

manufacturers we may need to obtain 

raw material samples in order to make 

test product for the customer. If the 

‘magic ingredient happens to be a 

speciality or low volume products it 

may only be available on indent and 

not available ex-store. This means 

that things like, lead time to supply, 

all safety data, formulating guidelines, 

short and long term compatibility 

with other ingredients etc come into 

play. This can be a source of customer 

impatience and frustration. Now we 

have all turned them on, we need to 

come up with the goods. I know my 

customers want their samples straight 

away. And wow sometimes I can 

grow old waiting for a tiny sample to 

arrive from the US or Europe. Many 

suppliers are hot to trot, and some 

others, well, it is jolly hard to call 

again and again after weeks to ask 

“where the heck is the sample?”

CASE: I do not understand why a supplier 
comes out to see me with all this enticing stuff 
just after hypnotising my customer, and then 
doesn’t have a single thimbleful in the country! 
In this day and age when EVERYTHING 
is “I WANT IT NOW”, the logic defies 
me!
Please have supply of samples that are in 
your bag, then I’ll be able to try it out straight 
away.

already can’t happen if the colour is the most 
important part as retinol will turn the cream 
yellow. Ditto for using a fragrance that is 
a dark orange colour. This is the simplest 
compatibility test.

2 Price. This can be the can of worms. 

First we need to present the brand-

owner with what it will cost to put 

ingredient ‘x’ into their product. It 

may be way out of budget, and is an 

important test (best performed early 

in the process) of whether to use it 

or not. Cost may be much more than 

the customer thinks – particularly so 

for exotic specialty ingredients. For 

example the manufacturer may need 

to buy a minimum order quantity 

(MOQ), say of 5 kg @ $2,500 a kilo, 

and only require a quarter kilo to do 

the first order. The manufacturer and 

the customer don’t really know if this 

finished product is a guaranteed sure 

thing, so the manufacturer really needs 

to put it to the brand-owner for them 

to purchase that 5 kilos and for it to 

be used batch by batch. In usage there 

may be only 0.1% of the ingredient in a 

batch and perhaps 12cents per unit, but 

in an order that might be say $15,000-

20,000.00 all up; the choice to buy the 

5kg of ingredient costing $12,500.00 is 

a big decision. It may well be worth it, 

and one just needs to clearly evaluate 

the cost to the benefit. Customers need 

to be careful about falling in love with 

expensive materials before finding 

about the MOQs.

CASE: Unless the brand owner will be 
ordering be several tens of thousands more 
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Pam, Thanks  for your book, I couldn't put it down. Excellent business ideas & I can't wait to implement 
some of those strategies into my business...Look out girls here I come! (My staff won't know what hit them). 

Natalie Goldman, Totally Fabulous Skin Care

3 ½ Secrets to Salon Success 

If you want to increase your salon pro ts, then this is one 
book you simply must read.

To secure your copy of 3 ½ Secrets to Salon Success, visit 
www.SalonSavy.com.au and click on BOOKS. 


