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“New generation” of consumers driving demand for 

 ingestible skincare, research shows 
 

Demand for ingestible products is growing as consumers adopt more holistic attitudes to 

skincare, research by Lycored has found. 

 

The global wellness leader surveyed 490 consumers in the UK and France, exploring their 

attitudes to beauty and skin health. It revisited questions that it had previously asked five years 

ago, and found that much had changed. 

 

Three in ten (30%) had purchased an ingestible skincare product over the past year – up from 

14% in 2017. The figure was particularly high among 25-34 year olds (57%, compared to 16% 

of 55-64 year olds).  

 

The research suggests that growing demand for beauty-from-within is rooted in increasingly 

holistic, health-focused attitudes to skincare. Seven in ten (70%) of the survey respondents said 

they used skincare products to keep their skin healthy and 69% said it was “to feel good about 

myself.” This “feelgood factor” was particularly evident among consumers in the 18-24 age 

bracket, 82% of whom said they used products to feel good about themselves, and women (78% 

compared to 59% of men). 

 

By contrast, more cosmetic goals were not highly sought. Only 14% of the consumers surveyed 

– and just 6% of the over-65s – said looking young was important to them, and only 17% said 

they used skincare products to look attractive to others. 

 

Caroline Schroeder, Marketing Communications Manager at Lycored, said: “The new generation 

of skincare consumers is much more interested in holistic skin health than traditional cosmetic 

signs of beauty. This focus on ‘from within’ factors has increased in recent years, especially 

during the pandemic, during which many consumers have valued overall health and self-care 

more than outward appearance. It’s a major reason for the boom in demand for ingestible 

skincare.” 

 

Lycored offers a range of natural carotenoid ingredients and formulations for supplements and 

other ingestible skincare applications. It includes LycodermTM – a proprietary complex of tomato 

phytonutrients and rosemary leaf – and LumenatoTM – a wellness extract naturally sourced from 

an exotic breed of golden tomatoes. The skincare and beauty benefits of both have been 

demonstrated in published scientific studies. 

 

Ends 



* Survey of 245 consumers in the UK and 245 in France. All had purchased a skincare product 

(either topical ingestible) over the past 12 months.  

 

About Lycored 

Committed to ‘Cultivating Wellness’, Lycored, part of Adama Group, is an international company 

at the forefront of unearthing and combining nature’s nutrition potential with cutting edge 

science to develop natural ingredients and products. Established in 1995 in Israel, Lycored is 

the global leader in natural carotenoids for food, beverage and dietary supplement products. 

For more information visit www.lycored.com.  
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