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‘Organic’ means
only what skincare
companies decide,
says Natalie Pirks

he next time you shower,
glance at the label on your
Organics shampoo. It contains.
a blend of petrochemical com-
pounds, synthetic fragrances
and silicons — with not an
organic herb in the mix:
Following the furore last year over the
Consumers Assomauon campalgn against

Iabellmg which mlghl mlslead customers,
skincare and cosmetics companies are
now under pressure to stop using terms
such as “organic”, “fresh” and “natural”.

The Soil Association — the largest certi-
fication body in the UK licensing organic
food and farming — wants to see the
same stringency that is applied to food
labelling ‘extended to cosmetics. “We
would like to see products like Orgam(s
renamed as we think that they are mis-
leadmg to the public, but as the law stands
there s very little we can do,” says a certifi-
cation officer, Maarten van Perlo.

The market leaders are naturally defen-
sive. Charlotte Carroll, a spokeswoman
for Lever Fabergé, the producer of the
Organics range, says studies show that
consumers understand that Organics is
not an organic product: “At no pomt has
the Organus brand claimed to be ‘org-
anic’ in the sense of using only ingredients

grown from animal or matter,
and it has neyer sought to associate itself
with ‘organic’ products,” she says.

Mark: Constantine, marketing director
for Lush, the green cosmetics company,
rejects this defence: “You can't call your-
self Organics and then claim you’re not

to associate yourself with the organ-
icboom,” he says. “It’s like naming a prod-
uct ‘fresh’ when it’s not, and then saying
‘Sorry — we never claimed to be fresh’.”

Lever Fabergé’s nervousness is
understandable: companies are keen to
benefit from the concept of organic skin-
care. Yet what we pution our skin is, to say
the least, murkilyiidefined. Experts say.
that the body absorbs 60 per cent of every-
thing put on the skin, and that the aver-
age woman will absorb 2kg of chemicals
this way every year. However, under EU
law there is no definition of a “natural”
product. Every year more than 100,000
tonnes of chemical debris finds its way
into so-called natural products through-
out the world.

The Food Standards Agency, under
whose aegis organic products fall, has no
plans to apply regulations to skincare
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labelling. The Soil Association is more
demanding, however. In a recent report it
recommends that, in order to be deemed
organic, skincare products should contain
more than 95 per cent organic, agricultur-
al mgredlents To carry a label stating that
they “contain organic ingredients” they
should be more than 70 per cent organic
and the label should state the percentage.

While the association cannot enshrine
such standards in law, it hopes that manu-
facturers keen to benefit from the organic
boom will follow its

care. In dictionary terms “fresh” means
“newly made/harvested, not canned, fro-
zen or otherwise preserved”. In industry
terms, it could mean products made.a
year ago.

Boots avoided future confusion (and
further investigation) by, describing the
product as “refréshing, cheeky and invigor-
ating”. “We wanted to make sure custom-
ers understood it was fresh in idea and
concept, rather than made with fresh in-
gredxents says a spokesman.
ine, whose company also has a

lt may be a futile wish. The Consumers’
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admits that skincare labelling
is a low priority, although some stores are

org for on
The Soil Association.

the issue. Boots the chem-
ists was investigated recently by the Trad-
ing Standards Authority over the use:of
the word “fresh” to describe a line of skin-

h.ne called Fresh and who alerted trading
standards to Boots’s use of the word, says:
“We were keen to ensure that if they were.
going to -imitate us, then customers
should know the difference between their
line and ours. If companies copy the term,
they should also copy the ethic.”




Safe Effective Personal


Care Products


Michael & Carolyn     01278 733100


mce@perceptivecreation.co.uk








