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WILL YOUR 
NEXT INNOVATION  BE 

IN & OUT ?



For several years now, the "In & Out Beauty" market, where beauty and well-being come
together to offer a body in balance and harmony, has been making headlines and attracting

more and more consumers looking for authenticity and performance. 
 

As our lifestyles and beliefs are changing, this search for beauty in the global sense is now tending to
develop on the european market, taking its cue from countries that already follow this philosophy,

such as Asia and North America.
 

What is in & out beauty? What types of products are associated with it? How to develop them?
What are their regulations? These are all questions that you will be able to answer at the end of
this reading. Whether you are a brand looking for innovation or simply curious about this new
way of understanding beauty and well-being, you will certainly find answers to your questions

in this white paper.
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IN & OUT, ALLIANCE OF TWO WORDS
 



WHAT IS IN & OUT

BEAUTY?

Also called beauty from the inside and outside in
french, it is above all an alliance between two distinct
complementary worlds. At the centre of this
philosophy is the skin, which, let us remember, is the
largest protective organ of the human body. Beauty in
& out approaches the skin health, on one hand from
the outside with the help of cosmetic products that
will act on the surface and on the other hand from the
inside, combining topical care with oral care called
nutri-cosmetics. In other words, it consists of taking in
synergy a food supplement and a care product (serum,
oil, cream) whose formulas aim to respond to the
same skin problem.

THE NUTRICOSMETICS

DEVELOPMENT IS AT

THIS TREND ORIGIN!

Used to meet our needs with topical care, cosmetics
have been part of our culture for many, many years.
Applied on the skin, we may wonder about the
efficacy of cosmetics. Indeed, we know that the
product acts most of the time on the skin surface or
even to the outermost layers such as the epidermis
and that it is however necessary to have an action on
the deep layers of the skin such as the dermis and
hypodermis to see real changes on it. However,
cosmetics are essential and irreplaceable as a means of
prevention and preservation of the skin's natural
functions by ensuring, for example, better protection
against UV rays, cold, pollution, etc. Then comes the
rise of nutricosmetics.



ROLE

Nutricosmetics therefore has another role than that of
cosmetics, that of gradually releasing active
ingredients (vitamins, minerals, etc.) orally into the
body which could have a deficit and thus act in depth,
at the level of the deep layers of the skin. It is thus a
question of treating the cause of the imbalance rather
than the symptoms. As you will have understood,
these two areas thus act in complementarity and
optimise the expected results, neither of them having
the aim of replacing the other.

DEFINITION

Nutricosmetics is a concept that dates back to the 1980s and
is nothing less than a contraction of the terms "nutrient" and
"cosmetic". It refers to the ingestion of nutrients and
micronutrients (usually present in food) in food
supplements for cosmetic purposes. These supplements are
thus intended for the beauty of the skin, nails or hair.

A BIT OF

HISTORY

Nutricosmetics were invented in the 1980s by
pioneers such as Swedish biochemist and
scientist Ake Dahlgren, who is considered the
"father of skin care from within". But it was
not until ten years later that the market really
developed.

WHAT FORM

DOES IT TAKE?

We find food supplements in the form of
capsules, gummies, lozenges, tablets, sachets of
powder or in liquid preparations (ampoules,
bottles with droppers).



WHY IS NUTRICOSMETICS EXPERIENCING A NEW BOOM?

PROOF

As we said before, the skin is the largest protective
organ of the human body. However, when
attacked on a daily basis by various factors such as
stress, pollution or food, the skin finds itself at the
heart of physical, mental and social ill-being.
Science has therefore never stopped researching
the skin and its progress has demonstrated the
effects of nutricosmetics on the skin. These
products, composed mainly of essential nutrients
that can be found in food, have an effect on the
functions and structure of the skin by intervening
in the metabolic functions of the skin cells, thus
modifying its general appearance.

A RECEPTIVE

MARKET

On the other hand, we have noticed a
growing demand for this type of
product, particularly due to the growth
of the food supplement market in
distribution channels. It is thus an
awareness of the need to supplement in
order to meet one's micronutrient
requirements.

IS THE IN & OUT CONCEPT INNOVATIVE ?

The two universes we have just studied are therefore nothing new, they have existed for
decades. The novelty lies in the fact of associating them within the same brand. It is a real
philosophy to propose an offer that deals with a global issue, that associates health with beauty.
Combining and creating a synergy between "oral" and "cutaneous" treatments reveals, in reality,
a brand desire. It sends a hopeful message to consumers, desperately seeking solutions to their
skin, hair and nail problems that could not be solved with cosmetics alone.



A MUST

The dietary supplement then becomes necessary to make up for any possible imbalance that
may have an impact on beauty and well-being and to meet the body's needs.  Consumers have
understood this by being more and more attentive to their diet and their health in general.
According to a February 2019 IPSOS survey on the perception of food, the French have thus
declared that over the last five years they have placed more importance on the quality of the
food they buy (83%) as well as its impact on health (77%).

WHY IS IT INTERESTING TO USE FOOD

SUPPLEMENTATION ?

Scientists have discovered that before the appearance of a pathology in humans, there are nutritional
deficiencies in vitamins, probiotics, fatty acids and minerals. In order to function properly, the body and
each of its organs need the daily supply of nutrients contained in the diet.

A SIGNIFICANT DECREASE IN

OUR RESERVES

It is interesting to complement each other, given the
decline in our reserves of elements essential to our
beauty and well-being. In fact, over time, ageing leads
to a decrease in the production of lipids, collagen,
hyaluronic acid and elastin, which contribute to a
normal state of our body. This drop in production has
the effect of slowing down cell renewal and therefore
modifying the structure of our skin, hair, nails and
joints. 

A LOSS OF NUTRITIONAL

INTEREST IN OUR FOODSTUFFS

Another reason to complement each other is the loss of
nutritional qualities in our food. Although we can have a
hypercaloric diet, it does not always remain balanced. It
has been proven that our food no longer has the same
richness of nutrients and micronutrients in its
composition. Several factors come into play, such as
intensive farming, the use of fertilisers and pesticides
which have impoverished the soil. We also find the
consumption of processed products that are low in
vitamins and minerals and rich in additives that reduce
their absorption, not to mention our cooking methods,
which very often denature our food. However, our needs
are increasing due to our stressful and fast-paced
lifestyles.



A TRENDY OFFER

Although nutricosmetics used to refer to
supplements that were quite out of fashion in
the past, today some brands have managed to
reverse the trend and now offer modern ranges
in line with consumer needs. The fact that
beauty is no longer approached in a purely
superficial way but rather in a holistic way that
includes health and well-being reflects today's
society, which wants more ethics, meaning and
naturalness in the way it consumes. In addition,
the range of products offer has become much
more diversified, and supplements can now be
consumed in a variety of forms such as tablets,
capsules, drinks, gummies, ampoules with
innovative and creative visuals and concepts.
The in&out concept is likely to be the subject of
a real evolution of our beauty routines in the
near future.

A GROWING DEMAND

Although Europe is not yet at the level of Asia or the United States, where one in two Americans consume food
supplements every year, you can see a growing demand for beauty in&out in the second part of the white paper.
Indeed, women in particular are more than ever in search of beauty, perfection and a cult of image. This includes
healthy skin, hair and nails that are beautiful both inside and out, and that look good for a long time to come. We
have also noticed that, in times of pandemia, consumer trends have undergone major changes such as the
increase in sales of skin care products in spite of make-up sales, where our need has turned towards treating the
cause rather than concealing the symptoms.

 PERSONALISATION 

Whether it is the personalisation of
supplements in a playful form such as
gummies that resemble small sweets or the
proposal of a customised cure proposed
following a personalised online questionnaire,
the focus is on the customer experience. The
in&out ranges allow us to offer consumers
personalised solutions according to their
needs, such as hair loss, growth, skin
hydration, acne, firmness, sun preparation,
etc.

WHAT PROSPECTS FOR DEVELOPMENT?



Several targets 
TEENS |  ADULTS |  AGED PEOPLE

WHAT ABOUT TARGETING?

Another interesting aspect of creating in&out ranges is targeting! And with good
reason, the offer meets many needs at all ages. Teenagers and young adults suffering
from acne or skin irregularities; women who want to maintain the youthfulness of
their skin, prepare for the sun, tan or avoid cellulite; men who want to compensate
for hair loss. There is something for every taste and every theme.

PROVEN EFFECTS

Increased beneficial effects on the skin
thanks to the combined action of food
supplements and the cosmetics local action,
Provision of a global, natural and effective
response to a specific problem,
Search for inner balance to sublimate the
outside.
Treatment for the cause and the symptom



Dermis

Epidermis

Stratum corneum

cosmetics

food supplement

skin diseases such as acne,
atopic dermatitis or
psoriasis; 
dandruff; 
body odour;
accelerated skin ageing

The understanding of the
cutaneous microbiota opens
up numerous possibilities for
innovation for manufacturers
in the field of beauty and well-
being. Indeed, an unbalanced
cutaneous microbiota could
induce or be due to: 

   COLLAGEN

Let's take the case of collagen and hyaluronic
acid, which have very limited effects in topical
application (on the skin) because the skin barrier
prevents the absorption of these foreign
elements... 

Taken orally, most of it is absorbed through
 the intestinal walls to reach the skin deepest
layers and is used correctly by the skin. The
in&out philosophy therefore consists of
assembling them in order to optimise the
effects.

In practice

MICROBIOTA

Another example, we can combine different products in and
out, targeting the balance of the microbiota. In fact,

technological and scientific advances such as DNA sequencing
have made it possible to discover numerous bacterial strains
present on the skin. The microorganisms would use the skin
to nourish themselves with its nutrients and the skin would

benefit from this microbiota to maintain its immune system
by limiting the development of pathogenic microorganisms.
However, the majority of the mechanisms of action are still
misunderstood. There is not a single model, but an infinite
number of skin microbiota. The microbial ecosystem varies

according to individuals, lifestyle, age, environmental
conditions, and even the

 area of the skin, thus making the standardisation of the
 microbiota almost impossible.



COMPOSITION

When faced with the oxidation
phenomena generated by the factors
that destroy organic cells (see diagram
above), we often find the antioxidant
function in the active products of
nutricosmetics. Among the essential
nutrients used in nutricosmetics are
mainly the following:

Skin ageing factors

SUMMARY

Understanding the value of combining a
topical and oral approach is fundamental. 
Beauty and well-being are inseparable, the
skin is ultimately the reflection of our health. 
These 2 universes are interdependent, at the
service of the same cause: our body in the
holistic sense. 
Nutricosmetics is a natural and forward-
looking solution.

Stress SleepTemperatureFoodTobaccoUVPollution

Vitamins
Carotenoids

Fatty acids 
Collagen

Polyphenols
Minerals

You could discover the in&out
philosophy and the alliance of two
universes in a common goal, we
let you continue with a few
figures...
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NUTRICOSMETICS, A BOOMING MARKET?



3 countries represent 50% of
the European market

Food supplement market

FRANCE

The dietary supplements market in France
will increase by 3% between 2018 and 2019,
with nearly €2 billion. In Europe, and
particularly in France, the market is
currently at half mast, limited in particular
by regulatory constraints, however the
trend is clearly upwards.

EUROPE

European market grew by 4% between
2018 and 2019 to €11.9 billion.
11.9 billion, representing 18% of the world
market, of which 13% in Western Europe
and 5% in Central Europe.

China:
14% market

share
USA:

34%  market
share

Europe:
18% market

share

WORLD

The world market for food supplements is
booming, with 100% growth expected in
2025, from €107 billion to €218 billion.

Figures culture nutrition 2020



WHAT DO CONSUMERS EXPECT FROM

FOOD SUPPLEMENTS?

SUMMARY

A growing global market
A market dominated by North America and Asia
A European market dominated by 3 countries (Italy, Germany and France)
Changing consumer behaviour in the face of beauty routines and recent  
brand successes in food supplements.

Food supplement market

0 20 40 60

 

 

 

 

Absolute security

Clinical evidence that it works

No preservatives

Origin of the ingredients available

59%

47%

43%
42%

Source: Study SORD on 1000 consumers in France 2019
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 IN & OUT PRODUCTS CATEGORIES



IN & OUT PRODUCT CATEGORIES

Want to innovate and answer the needs of your consumers? Here are a few themes to which you can
combine an In treatment with an Out treatment!

SKIN/ NAILS/

HAIR

To offer a global solution by combining
the beauty of hair, skin and nails.

SUN EXPOSURE

Sun preparation, protection or even tan
prolongation, there are In & Out solutions
for every stage of the tanning process
against UV rays.

SPORTSPEOPLE

Preparing for exercise, helping you to
recover or build up muscle mass.

&



 IN & OUT PRODUCT CATEGORIES

Want to innovate and answer the needs of your consumers? Here are a few themes to which you can
combine an In treatment with an Out treatment!

ANTI-AGEING

Fight against the signs of ageing such as
wrinkles and fine lines by stimulating the
regeneration of skin cells and promoting
skin elasticity.

IMPERFECTIONS

Fight against acne, complexion
irregularities, blemishes, pimples, redness,
dilated pores or blackheads and regain
self-confidence.

COMPLEXION

Alleviate or prevent complexion
irregularities such as pigmentation spots,
redness.

&



IN & OUT PRODUCT CATEGORIES

Want to innovate and answer the needs of your consumers? Here are a few themes to which you can
combine an In treatment with an Out treatment!

WEIGHT

MANAGEMENT

Refine your shape, fight against water
retention, burn fat, there are In & Out
solutions to feel better about your skin.

JOINT COMFORT

Active people, sportsmen and women or
seniors, there is no age limit to suffer from
joint discomfort. Promoting joint comfort
consists of soothing, strengthening and
protecting the joints.

MICROBIOTA

A cure designed to balance the microbiota
thus makes it possible to fight against
intestinal discomfort, fatigue, weakened
natural defences, bloating and stress.
Applied topically, we target the cutaneous
flora.

&
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A COMMON DEVELOPMENT
 PROCESS ?



DEVELOPMENT PROCESS

Do you have an idea for developing In, Out or both together in mind? We are here to guide you. Creating
your own range of beauty or wellness products is an exciting but complex project. It requires a range of

skills, and many milestones to be validated before proceeding with the commercial launch in the identified
countries. Here are a few essential steps to know.

 PRODUCT BRIEF

FEASIBILITY

PRODUCT

DEVELOPMENT 

REGISTRATION

LAUNCH

&

5 STEPS

Here are the 5 common
steps for In & Out
ranges development 

 

DOWNLOAD OUR WHITE PAPER

 "IN & OUT, WHICH DEVELOPMENT PROCESS?"

WANT TO KNOW

 MORE ABOUT?
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NUTRITION COSMETICS CREATION



TW I TTERINSTAGRAM

FACEBOOK

NUTRITION COSMETICS CREATION

After more than 25 years in the service of skin research, it is obvious to NCC that skin
beauty or well-being is the result of an IN & OUT contribution. This is why our Geneva-
based product creation and development consultancy assists you, on an international
level, in the development of your food supplements and/or cosmetic products of swiss
quality.

OUR STRONG POINTS 

25 years of expertise in project management
and development of cosmetic/nutrition
products
Access to a range of manufacturers in
Switzerland and abroad
Control of the supply of raw materials,
packaging and manufacturers
Scientific and regulatory expertise at the
service of marketing
Obtaining certification

OUR EXPERTISE

Cosmetic products development
Food supplements development
Training/advice

NCC offers all services from scientific
& regulatory expertise, product
development, to production
management.

ANY NEED ?

Whether you are a franchised boutique, a distribution group, a beauty clinic, an agri-food
group, a dermatology specialist or simply an individual with a project, we can assist you at
every stage of your project.

Avenue de la Praille, 45 
1227 Carouge/Genève - Suisse

www.nccreation.ch
00 41 22 548 07 53

 

L INKED IN

SCAN ME

&



 

BONUS
 PRODUCT BRIEF





BEAUTY IN & OUT
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