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Femi-Yin
for Menopause Relief*

Femi-Yin" for Menopause Relief is
the best selling product for menopause in
stores, because Fermi-Yin" offers a
unique approach to menopause relief, and
because many women are not getting relief
from other products.

Here’s why Femi-Yin" will sell for you:

# High Consumer Satisfaction Rate

* Contains No Soy and No Black Cohosh!
+ National Advertising

* Brings Customers to Your Store
* Guaranteed Sales

» Promotional and Educational Materials
« Training for Staff
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Now You Can Offer Your Customers

a Safe, Effective, |
All-Natural Alternative for Menopause Relief
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In contrast, the addition of trendy ingredi-
ents that aren’t backed by research may just
mask a low-quality, ineffective product, says
Brigitte Rau, owner/manager of Brigit True
Organics, Charlottesville, NC. “Without re-
search—for example taking in account which
part of a plant actually inherits a health value
and proper formulation—its use is mere ‘green
washing’ and a marketing technio e rather
than caring for the customers.”

Customers also bite into fo- .afused HBC
products because of anothe: oig trend: anti-
aging benefits. Says Drexler-Billet, “Consumers
are looking for products that will help prevent,
slow, or reverse the effects of aging and help
them live longer, healthier, happier lives.”

Many food ingredients, she explains, help
achieve smoother, younger-looking skin and
hair that are prone to damage from environ-
mental factors. “As we were developing our
Organics collection, we utilized many ‘super-
fruits” such as pomegranate (in our face care
collection) and Italian red grapes or red rasp-
berries (in our hair care collection), which
offer natural antioxidant protection. Essen-
tially, these substances help reduce, neutralize,
and prevent the damage done by environmen-
tal stressors.”

Greenblatt adds that Home Health recently
launched a skincare line that incorporates goji
berries and other ingredients for their ability to
“hydrate, rejuvenate and protect skin from pre-
mature aging, and to help reduce the appear-
ance of fine lines and wrinkles,” she explains.
“The line represents something fresh, new and
exciting for HBA Departments, especially in
the growing age-defying skincare category.”

What’s on the

Outside Counts, Too

Advertising 101 tells us that a print ad has
less than 10 seconds to make an impression on
potential consumers. Of late, more and more
HBC companies have taken this tip to heart
and are redesigning their outer packaging.

Notes Stephen Strassler, president and
founder, Reviva Labs, Haddonfield, NJ, “Re-
viva Labs, among other companies, has im-
proved and upgraded our packaging to reflect
a more clean, modern design that not only en-
hances the products’ natural ingredient con-
tent, but also heightens its shelf profile be-
cause we’ve put a lot of thought into marrying
the graphic elements of all the packaging with
our customers and retailers esthetics.”

Aside from the goal of improving sales,
what's behind these changes and what does it
say about the HBC market as a whole?

Perhaps one of the biggest thrusts behind
package redesign is to cater to customers who
want to feel they are using a high-quality, chic
product. Mintel predicted in late November
2007 that launches of masstige products (i.e.,
premium products that are affordable) will
surge in 2008. This trend is already apparent in
HBC packaging. Says Linda K. Upton, presi-
dent of Borlind of Germany, Inc., New Lon-

don, NH, “Consumers today want upscale
products that will give them a polished appear-
ance. Packaging is particularly important for a
product that is going to be used to achieve a
desired appearance, because the packaging in-
dicates the look the consumer will have as a re-
sult of using the product...Polished packaging
subconsciously indicates that it is for people
who care about their appearance.”

Adds Kim Zimmerman, manager of Ku-
umba, Tucson, AZ, “People are looking for
fresh, innovative and sleek packaging. It helps
them feel special and pampered. Packaging in
this category is important because the package
represents the quality of the product inside.”

The push toward new packaging also may
create a bridge to customers that don’t nor-
mally shop for such products outside their
local pharmacy or grocery store, “The natural
body care market is rooted in the health food
scene. On the other hand, the traditional cos-
metic market is linked to the glitzy fashion
market,” Rau points out. To mesh with a tradi-
tional shopper’s expectation of the look of per-
sonal care products, their appearance may
change. And, the reverse is often true of tradi-
tional products, Rau observes. “The packaging
will compete just as the products do, and in ad-
dition, the natural products’ packaging is gen-
erally much more earth-conscious. We actually
see more and more of the commercial products
using a ‘green look” suggesting a greener prod-
uct than reality suggests,” she says.

Changes in packaging also are indicative of
a growing market. Packaged Facts reported in
Natural and Organic Personal Care Products
(2007) that the market for natural HBC brands
could soar to $8 billion by 2012. To make a
product stand out from the crowd, new pack-
aging is a key tactic. “Competition within per-
sonal care products is more intense now, there-
fore packaging is becoming more important,”
says Miles.

Setzfand agrees new packaging is tied to
greater competition. “[Packaging] draws the
consumer into the shelf to look more closely at
a particular product,” she states. “Packaging of
natural personal care products is getting a
facelift as brands seek to expand distribution
outside traditional health food stores and ap-
peal to a more mass audience.”

Last, as companies rethink their packaging,
they also want to ensure they are minimizing
their carbon footprints. Says Kelly Spradlin,
brand manager at Zia Natural Skincare, Boul-
der, CO, “Whenever possible, we strive to use
renewable resources and recycled content. Our
unit cartons are generated and printed with
wind power on FSC certified paper, 50% post
consumer waste; all of our collateral materials
are printed on 100% post-consumer waste
paper, FSC certified, and made with wind
power...In our category we, as employees,
and our consumers alike, feel it’s important to
provide eco-friendly packaging while provid-
ing something beautiful and environmentally
friendly.”



