FRAGRANCE TRENDS 2023/2024
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Inspiration for innovative personal care products
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The Union of
Imagination and
Technology

NATURE
R*¥*EVOLUTION

The New Dawn
of 'Green' Innovation

TREE OF LIFE
~ United by
Cultural Roots
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Consumers gladly remember the good times

Consumers look to
the past to bring
comfort to their lives,
blending the old and
new to create more

memories without 3 | | TAKE IT BACK

completely letting go
of the past.

o |

58%

of UK consumers

would like brands to
relaunch classic/retro
products more often

h

Consumers are
attracted to products
that convey a sense of
familiarity and at the
same time offer a fun
factor.

CHILDHOOD
MEMORIES

60%

of French consumers
enjoy things that

remind them of their

past (e.g. childhood)

r

COMFORT IS KEY \

91% &

of German consumers
find it comforting to
use familiar products

A 4

-

- Base: UK: 1,335 internet users aged 16+ who buy their own beauty/grooming products, France: 1,000 internet userj
aged 16+, Germany: 1,432 internet users aged 16+ who buy their own beauty/grooming products

Source: Mintel GNPD
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NEWSTALGIA

Retro Packaging And Nostalgic Collaborations
Connect The Past With The Present

Eye-catching and
colourful like the 90s is
Bubble Skincare by
Bubble Beauty

20Uy
-
sevas v

Revolution x The Simpsons Summer of Love

Colour Cosmetics

As brands begin to collaborate with the beauty industry to launch new
collections, they are able to provide consumers with bold shades and
nostalgic names that remind them of their products’ past. Collaborations
with iconic toys and series are especially popular among Millennials,
reminding them of a time when wearing make-up was about light-hearted
fun and experimentation.

905

Source: Mintel GNPD Bell Flavors & Fragrances | 10



NEWSTALGIA

Bath & Body Works
#FlashbackFragrance Campaign

Bath & Body Works, a brand that's still popular with millennials today, is joining in
on the fun by bringing back some of their retired fragrances from both the 90s and
2000s. As part of Bath & Body Works #FlashbackFragrance campaign, all these
intoxicating scents are returning to the shelves - as creams, fragrance mists,
shower gels, and body lotions - just as we once knew them: White Tea & Ginger,
Country Apple, Cucumber Melon, Plumeria, Pearberry, and Juniper Breeze.

Source: https://www.today.com/style/bath-body-works-brings-back-iconic-90s-scents-new-campaign-t24926 Bell Flavors & Fragrances | 11



NEWSTALGIA

Otherland’s New Candle Collection Makes
Our 90s Dreams Come True

Otherland perfectly captures the olfactory nostalgia of our favourite
decade in the form of its latest candle collection, Carefree '90s. This
collection is all about a throwback to simpler, nostalgic times, where
the internet was new, lips were smackered, and our favourite spices
were Baby, Scary, and Posh.

Source: https://www.refinery29.com/en-us/otherland-carefree-90s-collection
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Carefree '90s spans three delectable scents
that capture the easy, breezy, turn-of-the-
century vibe: Dreamlight, Glosspop, and
Blue Jean Baby
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NEWSTALGIA MARKGer

TRENDS
Old But Gold - Products That We
All Remember Are Still Or Again
Available By —

Tschiiss Mikroplastik

DIE WEICHSPULER-REVOLUTION

Kuschel?
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ULRIC DE VARENS

VANILLA

KISSES
g 8l Bettina Barty

UdV - Ulric de Varens -, 3¢ ! Shower Gel Vanilla

Eau de Parfum Laura Biagiotti

Impulse Mini Vanilla Eau de Toilette

Body Fragrance Kuschelweich
Vanilla Kisses Fabric Softener
Pink Kiss

Source: Mintel GNPD Bell Flavors & Fragrances |13
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Botanical: 0485725 Botanical Kiwi Gly
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Diversity, equality and inclusion are issues that have been with
us for a long time. But they are becoming more and more
important. We value different backgrounds, skills and ways of
thinking, and we want to be part of increasing the importance

of these issues in the fragrance industry.

Bell Flavors & Fragrances
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It is important to be present in public perception. Everything
we perceive every day, such as images, statistics, videos,
newspaper articles or news, helps us to classify things in
everyday life - into good and bad, beautiful and ugly, normal
and abnormal. Therefore, when something is consistently
omitted and retouched, it seems negative. The demand for
diversity is ultimately a desire for reality - visibility makes you
strong.

S

Source: www.cosmopolitan.de/warum-ein-neuer-diversity-trend-alles-zum-body-positiven-veraendert-100324.html Bell Flavors & Fragrances | 20



LIVING DIVERSITY - SCENTS & COLOUR

* A multitude of colour and options, all kind of bright and strong
shades but also sleek modern looks in neutral nuances

» Therise of the third option: Fragrances goes genderless/genderfluid

» Unisex fragrance segment is creating more options for the growing
conscious consumer

* A mix of masculine and feminine fragrances like Bergamot,
Lemon, Vanilla, Pineapple, Musk, Cedar and Ambergris

Source: perfumeflavorist.com
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GENDER EQUALITY IN MARKETING

Transgender, gender-fluid, and non-binary

representation matters. As we break barriers and

The latest Diversity Report from challenge old norms, the media should reflect a gender

Shutterstock reveals the awareness  \ "

landscape that includes his, hers, theirs, and beyond.
of gender equality in marketing:

Most marketers surveyed agree that y 2 o
gender equality is an important i - R Agree that gender equality is an important factor when it comes to
factor when it comes to marketing,  © 5 Ty marketing campaigns:

with Brazil leading the pack at 74%,
and Germany trailing at 53%. ' _ 74% 66%
72% IONER® 65%
[ N 69% 53%

Still, more work needs to be done to
translate that sentiment into wider
action.
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Source: 2021 Diversity Report from Shutterstock Bell Flavors & Fragrances | 22



THE TREND OF GENDER-NEUTRAL FRAGRANCES

According to Mintel, gender-neutral fragrance launches accounted for 17% of the market in 2018. In 2022, 59% more unisex

fragrances were launched. This trend for de-gendering products has been on the rise in recent years. As a result, many
brands are now offering unisex options in categories like fragrances, clothing and personal care, in order to appeal to a
broader customer base since they are looking for inclusive and diverse products.

Share of selected countries with global launches of cosmetics and skin care
products with unisex claim worldwide by 2021

24.3% o In the United Kingdom,
g most of the new cosmetics
and personal care

products were launched

with a unisex claim, with a

share of over 24% in the

period November 2016 to

October 2021. Germany's

share of global new

launches of gender-

neutral personal care

products was around

15% in the same period.

United Kingdom
USA
Germany
France
Brazil

South Korea
Japan
China

Peru

India
Argentina

Czeck Republic

0% 2,5% % 7,5% 10% 12,5% 15% 17,5% 20% 22,5% 25% 21,5%

Share of Launches

Sources: Mintel, Statista Bell Flavors & Fragrances
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Celebrating Beauty Diversity with Limited The Dove Real Beauty Pledge
Edition Body Washes
1. Always feature real women, never models
Every woman has a different idea of beauty. Dove wanted to . portray women as they are in real life
bring this to life through their products. They have created a 3. Help girls build body confidence and self-esteem
limited edition range of Dove Body Washes, as a reminder that
beauty is diverse, and diversity is beautiful.

Source: dove.com Bell Flavors & Fragrances | 24



LIVING DIVERSITY

SOULDROP
A brand of designer laundry products and detergents that
encompasses everything young urban adults stand for today, from
modern, edgy and diverse design to environmental consciousness.

CLEANGANG Set _ PURE DETERGENT
“His Couture” TANDIL Men’s Stuff draws a line under
Detergent & With the Men's Stuff sweet-smelling floral

“Night Knight” Fabric
Softener for him
Laundry, that smells
masculine distinctive.
Flatters both male and
female noses.

series developed

h}’\?l‘. 1 especially for men, a TAND,‘L

detergents. Itis a high-
quality premium

NIGHT

g fresh breeze is now detergent with high
it blowing in all kitchens standard: ease of use,
i

i _ H ALL IN 1 CAPS i i

and bathrooms - and it e high effectiveness and
smells woody-masculine. masculine fragrance.

Sources: cleangang.de, en.souldrops.eu, pure-for-men.com, productreport.at Bell Flavors & Fragrances |25



LIVING DIVERSITY
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Sources: djusie.com; aetui.com

DJUSIE
Products are carefully made
of authentic botanicals.

Claim:

.There’s a good reason why no
one else looks like you.
Everyone is beautiful and
equally valuable. Everyone
deserves to be seen and heard
as they are and be safe from
all kinds of bullying. We want
you to enjoy a balanced self-
esteem. Be proud of who you
are.”

aétui - gender-neutral, vegan natural cosmetics

Skin care that starts from individual needs and uses the same
uses the same content for women, men - and anyone who
can't do anything with binary stereotypes.

Bell Flavors & Fragrances | 26



LIVING DIVERSITY

BATH & BODY WORKS released

BE INCLUSIVE
Diversitv Candl “Love Always Wins” Collection and _—
iversity Candle ~
p ¢ yd. it includes a variety of body and home —
romote diversi -
dinclusi 't: fragrance options. The line smells like
and inclusion wi
the "Be Inclusive” ‘& 3 = ’ fresh, summery, "sun-washed citrus" and love
o \;\ % B comes in equally bright, rainbow-print alw Y8
Sed
diversity candle that \%Q %Q“ '
\} \ < packaging. VY [‘§

love
al“ []ys SUN-WASHED CITRUS

ALOE + VITAMIN E

W |l§ SHOWER GEL

BATH & BODY WORKS
10 fi 0z / 295 mL
X

diversity.

promotes racial N
\\\Q,\\\s,\
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‘wWns
S BATE 8 WOBY WORKS

BATH & 800Y WORKS
GENTLE FOAMING HAND S0AP
WHTH NATURSL ESSENTIAL D3

875 FLOZ | 259 mL

LOVEDO1

Unisex Skin Care Brand

SixPlusThree

Unisex Skin Care

The formulations are

Unisex collection of

products for skin and - === specifically balanced to

e e G
o~ e

Re—— moisturise, nourish and

Toing Mo

body that know no
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LOVED®I

54l 100 0k

boundaries and achieve Lovipa Lovepd  uplift melanin-rich skin

the optimal results for all with natural ingredients

LOVED®I

- no matter the skin type, that have a history in

tone or gender. communities of color.

Sources: urevolution.com, sixplusthree.com, bathandbodyworks.com, gcimagazine.com Bell Flavors & Fragrances |27



LIVING DIVERSITY

Diversity is an important issue at Bell as well. To
reflect this in our fragrances, we have made an
exclusive selection of fragrances that can be used

primarily as unisex fragrances.

A st
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Bell Flavors & Fragrances | 28



Bell Flavors & Fragrances |29



Bell Flavors & Fragrances | 30



E

Bell Flavors & Fragrances



Bell Flavors & Fragrances | 32



Bell Flavors & Fragrances
Schimmelstral3e 1 Q B e | |
04205 Leipzig, Germany é ﬁ @ Q

www.bell-europe.com

Proprietary data and confidential business information of Bell Flavors & Fragrances


https://twitter.com/BellFF_Emea
https://www.facebook.com/BellFlavorsFragrancesEMEA/
https://de.linkedin.com/company/bell-flavors-fragrances-emea
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