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UNLOCK THE VEGAN BEAUT Y MARKET, 
LEAVE THE ANIMALS OUT OF COSMETICS 

Data from google trends shows that interest in vegan beauty has 

been growing steadily over the last 10 years. There are an estimated 

79 million vegans across the world so it is no surprise that there is a 

high demand for vegan cosmetics and toiletries as people shop for 

products in keeping with their personal beliefs. However, research 

also indicates that it is non-vegan consumers that are also driving 

this trend, with over half of British women buying vegan products 

despite a third of these consumers not being vegan. 

This growth has been reflected in the market’s value with 

MarketGlass predicting that the global vegan cosmetics industry 

will be worth $21.4 billion by 2027. This is likely driven by the rise in 

conscious beauty trends, as well as the public’s negative perception 

of animal testing – reflected in laws banning animal testing for 

cosmetics being passed across the globe in recent years. 

Vegan cosmetics industry
Predicted to be worth

$21.4 billion
By 2027

In this paper we will explore the terminologies around vegan beauty; 

why and how your brand should be creating vegan cosmetics and 

toiletries; the importance of vegan lab testing and how to get your 

products certified to reassure consumers of your ‘animal-free’ 

status.

WHAT IS A VEGAN PRODUCT?

Veganism is a way of living that excludes all forms of exploitation 

of, and cruelty to, animals for any purpose. Whilst many people 

automatically think of diet when it comes to living a vegan lifestyle, 

it encompasses all areas of consumption – including cosmetics and 

toiletries. 

To put it simply, a vegan product is one that has not included any 

animals or their by-products in its ingredients or development. At 

The Vegan Society we understand the word ‘animal’ to refer to the 

entire animal kingdom, which is all vertebrates and all multi-cellular 

invertebrates. There are many frequently used elements in the 

production of cosmetics and toiletries which could make a product 

not vegan. For example, beeswax is often used in lip balms, soaps 

and moisturisers, and since it can be labelled as ‘natural’ or ‘organic’ 
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due to its non-synthetic status, products can be mistaken 

for being vegan-friendly too. However, as it is made from 

honeybees, this would not meet the standards to be 

classified as vegan.

A lack of regulation around terminology and the use of 

scientific terms for ingredients means that even when 

shoppers check the ingredient list before making a purchase, 

they may lack the knowledge which will help them make 

an informed choice. Many commonly used ingredients are 

derived from animals that aren’t widely known to the public; 

these include collagen taken from the bones, skin, ligaments 

and tissues of cows, lanolin from sheep wool and retinol, 

which is sourced from multiple animals. 

When The Vegan Society asked a panel of 1000 individuals 

which ingredients from a list of ten they could identify as 

being animal-derived, only 2.6% correctly selected all of 

them. This is why registering with and then showcasing the 

Vegan Trademark clearly on products makes them more 

accessible, as shoppers know they will have been checked 

to ensure they meet our high vegan standards. They can be 

confident that they are buying a vegan product - even if they 

do not know what every word on the label means. 

In the beauty industry, the terms ‘cruelty-free’ and ‘vegan’ 

are often used interchangeably as they both refer to the 

exclusion of animals during the creation of the product. 

However, they do have different definitions which can be 

misinterpreted. ‘cruelty-free’ refers to products which have 

not been tested on animals and are not sold in areas where 

post-market animal testing is required by law. ‘cruelty-

free’ does not, however, cover whether the ingredients 

in a product are derived from animals. Products labelled 

as ‘vegan’ (when certified by a third-party like the Vegan 

Trademark) encompass both the exclusion of animal testing 

in development and post-market, whilst also ensuring the 

product does not include any animal products or by-

products in the ingredients list.

Cruelty-free products which 
are not tested on animals but can 
include animal ingredients.

Vegan products not tested on 
animals and free from animal 
ingredients.

Shoppers are taking notice that the vegan label has a wider 

definition of the use of animals in the manufacturing of 

cosmetics. The Vegan Society’s Vegan Beauty Takeover 

report found that 59.5% of consumers found the term 

‘vegan’ more appealing than ‘cruelty-free’ when shopping 

for cosmetics and toiletries.

WHY MAKE A VEGAN PRODUCT?

Vegan beauty is one of the largest segments in the vegan 

economy, but despite what may look like a crowded market 

consumers are still demanding more from vegan cosmetics 

and toiletries. Our report on the UK beauty industry in 

2021 found that there was still substantial demand for 

more vegan verified products in all beauty categories. The 

demographic demanding the most products were females 

aged 45+, where 71.4% of the group wanted to see more 

vegan options across all cosmetic and toiletry products. The 
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product category that saw the most demand across the board for 

vegan products was shampoo, conditioner and hair styling products, 

with 40.7% of respondents demanding more items in this category. 

Vegan make-up was another 

high demand area with 36.5% 

of all demographics asking for 

more products in this category, 

and 45.7% in females aged 17-

25. So, whilst there is seemingly 

a substantial number of vegan 

cosmetics on the market already, 

there is still plenty of room for 

more. When  the report was 

extended to the US, 89.1% of 

respondents thought that third-

party certification for cosmetics 

was important. 56.1% wanted 

to see more vegan verified 

cosmetics across all categories. 

Skincare was the most requested, with 49.2% looking for more 

vegan verified products in this category.  These are statistics that 

echo across the globe with the Asia-Pacific region predicted to 

witness the highest growth rate for the vegan cosmetics market of 

7.7% CAGR between 2022 to 2031. 86% of South Africans support 

a ban on the sale of cosmetics that have been tested on animals 

and 76% of Brazilians consider a ‘no animal testing’ claim to be 

an important or very important factor when purchasing cosmetic 

products.

When it comes to animal testing for cosmetics, public opinion is 

largely negative – a UK survey in 2020 by the Fund for Replacement 

of Animals in Medical Experiments (FRAME) found that 84% of 

respondents would not buy a cosmetics product if they knew it, or 

one of its ingredients, had been tested on animals.  

84% would not buy a cosmetics 
product if they knew it, or one of its 
ingredients, had been tested on animals.  

Publicly declaring the company’s ethical values as part of your 

brand’s story can be a great way to connect with customers and 

build brand awareness. Some of our Vegan Trademark holders 

are leading the way in the industry, fighting against animal testing 

and garnering attention across the world whilst doing so. Lush – a 

Vegan Trademark holder since 2006 – have made their campaign 
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and policy against animal testing an integral part of their branding 

as well as continuing to shift to a now 95% vegan product range. 

The Body Shop received significant media coverage when they 

announced that they were going to have their entire product range 

registered with the Vegan Trademark by 2023, showing their growth 

from an originally strong ethical stance against animal testing 

to considering the wider impact of animal ingredients in their 

products.

As the ‘clean’ and ‘conscious’ beauty movement gained momentum 

over the past few years it has seen consumers paying closer 

attention to a product’s effect to the skin, but also to its overall 

impact on the wider world.  Since the COVID-19 pandemic this has 

only increased, with 38% of shoppers saying they “have stopped 

purchasing certain beauty and wellbeing brands due to ethical 

or sustainable concerns”. But brands need to be careful with their 

claims. Whilst veganism can be a part of a more environmentally-

friendly lifestyle, it does not mean that vegan products are more 

sustainable. Companies found to be ‘greenwashing’ – over-

stating the sustainability of their product and it’s benefits to the 

environment – can damage their customers’ trust. We asked 413 

vegans about their experience when purchasing a cosmetics or 

toiletry product that was labelled vegan, but clearly contained 

a non-vegan ingredient or was owned by a brand who tested 

on animals. 27% confirmed that they had this experience and 

chose not to buy the product. More importantly, 43.5% of them 

complained about this experience (to friends and family, the 

company themselves, on social media and even the government )*.

WHAT IS VEGAN TESTING?

In many countries, testing of cosmetics and toiletries is legally 

required to ensure their safety. The types of tests needed 

can depend on the country of sale and the type of products. 

The cosmetics industry took a big step forward when China 

announced in 2021 that it was removing its mandatory animal 

testing requirements for all ‘general’ cosmetics sold in the country. 

Previously Chinese law required animal testing on all cosmetics. 

This meant that any brands that sold their products in China could 

not be considered vegan as their products would have been tested 

on animals. In the US, bans on cosmetics testing vary across the 

states, as there is no nationwide ban. California became the first 

state to ban the sale of animal-tested products in 2018, followed by 

Nevada, Illinois, Virginia, Maryland, Hawaii, Maine and New Jersey. 

*Source internal report by The Vegan Society. For more information on this data please 

email insights@vegansociety.com.
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In the EU, the ban on animal testing for cosmetic ingredients 

came into force in 2009. However the Registration, 

Evaluation, Authorisation and Restriction of Chemicals 

(REACH) directive that was introduced in 2007, which placed 

the chemical’s safety burden of proof on the manufacturers, 

meant that the ban on animal testing for products 

manufactured in this region is not as straight-forward as 

believed. 

The REACH directive has had an impact on the production 

of cosmetic products in the past two decades. In addition, 

leaving the EU has imposed new requirements for UK 

manufacturers and importers, bringing with it new 

challenges. One of the key aspects of the directive is the 

sharing of data that determine a chemical’s safety, an aspect 

that can reduce the amount of animal testing taking place. 

However, whilst the UK REACH retains the key principles of 

the EU directive, it has a separate database and no access 

to the existing information held in EU REACH systems. 

Therefore, companies that were not able to transfer their 

registrations to the UK database by the deadline may 

be required to pay large amounts of money to access 

information in the EU. Then, products would need to be 

tested again to meet new UK regulations. This is potentially 

damaging for both manufacturers and for animal welfare.

As part of the Vegan Trademark’s robust verification process, 

the development and/or manufacture of the product, and its 

ingredients, must not involve or have involved, testing of any 

sort on animals conducted at the initiative of the company 

or on its behalf, or by parties over whom the company has 

effective control.*  We understand that regulatory testing 

can be difficult to navigate when looking for non-animal 

dependent tests, so the Vegan Trademark has registered 

some alternative tests to help brands through their product 

safety testing journey. 

There are now multiple laboratories leading the way in 

developing testing solutions that do not use any non-human 

animal by-products across multiple industries. Some of 

these laboratories have gone the extra mile and registered 

their vegan tests with the Vegan Trademark- such as 

Advanced Development and Safety Laboratories (ADSL)’s 

Vegan Colony Count test and XCellR8’s Direct Peptide 

Reactivity Assay (DPRA) – OECD Test Guideline 441c. 

Meeting regulations does not have to mean using non-

human animal products, and these tests provide the same 

accurate results without exploitation.

Connecting with these laboratories gives companies 

further confidence that they can test their products to meet 

regulations whilst also keeping their vegan credentials. 

Using a Vegan Trademark registered lab test simplifies the 

checking process when the individual products go through 

the registration process as well, since the tests have been 

pre-certified for use.

We are always looking to connect with more vegan brands 

and hope that by encouraging the development and use 

of these animal-free tests by laboratories and brands, the 

testing industry will observe the shift and inspire positive 

change in the future. If your laboratory runs vegan testing 

solutions that you would like to certify please email us or 

visit the website to find out more. 

One of the laboratories that has registered their vegan 

testing solution with the Vegan Trademark is MSL. We 

caught up with Ben Elmadi at MSL to learn more about their 

journey with vegan testing and working with the Vegan 

Trademark: 

*Source internal report by The Vegan Society. For more information on this data please email insights@vegansociety.com.

Silvan Skincare
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MSL Solution Providers is 

a leading testing and 

regulatory house, 

specialising in the 

regulatory compliance 

and microbiological 

testing of cosmetics 

and personal care 

products. The UK’s 

largest third-party 

‘Responsible Person’ and 

offering ISO 9001 and insurance backed regulatory 

services, we provide a range of microbiological 

and stability testing services including Preservative 

Efficacy (Challenge) testing, Quality Control 

(Microbial Limits) testing, and stability testing.

In the UK and EU, cosmetic products are covered by 

vigorous safety legislation to ensure human safety 

and to safeguard consumers from misleading claims 

regarding efficacy and other characteristics of 

cosmetics. According to the UK Cosmetic Regulation 

and European Union Cosmetic Regulation 1223/2009, 

every cosmetic or personal care product placed 

on the EU market must have a Cosmetic Product 

Safety Report (CPSR). This involves performing a 

‘Preservative Efficacy’ or Challenge Test (ISO 11930) 

on the cosmetic product, to demonstrate the efficacy 

of its preservative system during its shelf life and 

usage life – i.e. until its expiry date / PAO (period after 

opening).

This can be challenging for brands or manufacturers 

of vegan cosmetics. Despite being manufactured 

without any animal derived ingredients, these 

products can still be tested, in laboratories, using 

standard culture media and neutralisers. The majority 

of which are derived from animal by-products. 

As a legally designated “Responsible Person” for 

CSPRs - we see hundreds of new products each 

month and, like everyone else, have noticed the rapid 

expansion of vegan cosmetics. However, as end-

consumers become savvier and demand truly vegan 

products, it is important that this is reflected, not 

only in the ingredients and development, but in the 

microbiological testing process too.

Historically, there had not been any other choice 

for vegan products but to undergo this routine 

microbiology testing. It was, after all, a regulatory 

requirement designed to ensure consumer safety. 

However, we very quickly noticed this disconnect 

between the challenge tests and vegan ethics so 

developed an animal-free alternative to offer brands a 

choice.

In 2019, we introduced VeganSure®, the world’s first 

vegan testing solution. Replacing all animal-derived 

ingredients with plant-based or synthetic alternatives, 

such as papaya-derived enzymes, soya bean, and 

plant peptones, it assures the safety of a cosmetic 

product in line with its brand’s ethical stance. It took 

nearly two years of extensive research, development, 

and validation to ensure that VeganSure® is truly 

vegan without compromising the performance or 

results of the test.

VEGAN TRADEMARK REGISTERED TESTING SOLUTION CASE STUDY - MSL
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It was also the first microbiological testing solution 

to be registered with The Vegan Society’s Vegan 

Trademark (also in 2019). As part of its registration, 

The Vegan Society’s Trademark Team assessed each 

component used for VeganSure® and observed 

the protocols in place to reduce any risk of cross 

contamination. It confirmed that there are no animal 

materials, by-products or processing aids used during 

the test, making it suitable for its registration as 

‘vegan’.

As this was such a novel concept, we wanted to align 

with an independent third-party that is well known, 

recognised and trusted. The Vegan Trademark is 

the most recognised vegan registration globally 

and, given their strong position in the market and 

well-known logo that consumers look for and trust, 

partnering with them was a natural choice.

Ultimately, registering with the Trademark offers 

customers additional reassurance that VeganSure® 

is a recognised and trusted method of routine, 

regulatory testing. We have also been able to 

collaborate on joint marketing initiatives to reach 

other Vegan Trademark holders and keep them 

updated with developments.

VeganSure® enables companies to take a 360° 

approach to veganism, ensuring their formulations 

are animal-free from development through to 

microbiological testing. There are separate laboratory 

workflows for VeganSure® media preparation and 

testing, to ensure there is no cross-contamination 

between vegan and non-vegan tests and it is 

performed in an ISO/IEC 17025:2017 accredited 

testing laboratory. All mandatory testing under 

VeganSure® itself has also been certified by UKAS 

– making it one of the first vegan test suites to be 

accredited.

The fact that it provides the same results, to the same 

standards and at a similar cost means the switch is 

easy for brands to make. There is also the added value 

of being able to state their products have been tested 

with VeganSure®, enabling them to differentiate 

themselves and demonstrate their additional 

commitment and deeper understanding of what it 

means to market a product as vegan.

VeganSure® is now one of our most popular 

challenge tests; in 2021 over 40% of our challenge 

testing was performed using the VeganSure® 

solution.

We have lots of future plans in the pipeline for 

VeganSure®. At the moment, we only offer it for 

routine cosmetic testing, however there is scope 

to expand into other industries, food for example. 

Additionally, we are constantly striving to develop 

vegan media that is even more cost-effective for our 

customers.

To find out more about VeganSure® or to talk to us 

about your testing needs, please contact ben.elmadi@

msl.io. Or visit the website 

By Ben Elmadi, Technical Manager – Cosmetics, 

Microbiological Solutions Ltd
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Glowish by Huda Beauty

REGISTERING WITH THE VEGAN 
TRADEMARK

Not only do consumers want to avoid animal testing and products 

in their cosmetics but they also want to see brands take the extra 

step to reassure their customers of their vegan credentials. As part 

of The Vegan Society’s Vegan Beauty takeover report, we asked 

consumers how important it was for them that brands selling vegan 

cosmetics and/or toiletries have their vegan products certified by 

a third-party organisation (i.e., that they are externally audited, and 

consumers do not have to rely solely on the word of the brand/

manufacturer). An overwhelming majority of 90.8% said they 

thought it was important for brands to have their vegan products 

certified by a third party.

90.8% of UK shoppers thought it 
was important for brands to have their 
vegan products certified by a third party

There is no legal definition of vegan and the term is not specifically 

regulated under the EU Cosmetics Products Regulation, however 

the regulations do state that claims to a products’ vegan status 

cannot be misleading and must be substantiated. We created 

the Vegan Trademark in 1990 to improve product labelling, 

helping provide evidence of a product’s vegan claim and clarity 

to consumers. There are now over 60,000 products registered 

with the Vegan Trademark globally across food, drink, fashion, 

household items and more – but by far our largest category when 

it comes to vegan products is cosmetics and toiletries which makes 

up 45% of all our registrations. We work with some of the biggest 

names in cosmetics and toiletries including Tropic, ESPA, OPI Nails, 

Primark, and Huda Beauty.

The thoroughness of our checking process makes the Vegan 

Trademark the most trusted vegan label by consumers. When 

registering a product, you will need to provide data sheets 

which state all raw materials that have been used in production, 

information on your suppliers, formulations of the components, 

information on your manufacturing process and cross-

contamination measures. The process can take a few weeks to 

complete, depending on the complexity of the product and supply 

chain. 
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WHO WE ARE WORKING WITH

At Faith In Nature, we’ve 

always been passionate about 

offering only vegan products 

to our consumers, and have 

seen this demand continue to grow in 

recent years. As the most globally recognised 

trademark, it was important for us to be able to attribute 

The Vegan Society certification to our products, to ensure 

they are easily identifiable and to help our customers feel 

100% confident that our formulations contain no animal 

products. The team at The Vegan Society have been great 

to work with, and we have always found the process to 

annually renew our certification incredibly easy and straight 

forward. - Mandy Hampton, Senior Marketing Manager, 

Faith in Nature
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Sienna

Third-party verification plays 

an important role in ensuring 

the claims a company makes 

about its products are trustworthy. 

The Vegan Society have been stewards of the 

vegan ideal since the term itself was coined many decades 

ago. We are proud to use their certification program to 

help our customers confirm our products are free from 

animal ingredients. Their team makes the entire process 

turn-key and what’s more, they understand why making 

vegan products is so meaningful to brands like ours. - Ryan 

Fletcher, Director of Public Relations, DR Bronners

I was really 

impressed 

by the 

process with 

The Vegan Society - they are 

extremely meticulous and check every 

single ingredient very carefully. I got to 

discuss with the factory about aspects 

of cosmetic ingredients that I had never 

thought could include animal products. 

In conclusion, with the guidance of The 

Vegan Society we can guarantee that 

our masks are 100% vegan-friendly and 

cruelty-free. - Milla Niskakoski, Founder & 

CEO, Kaamos

Since the very start of our 

business we made sure we 

had our products registered 

with The Vegan Society.  Being 

vegan ourselves, we love what The 

Vegan Society does and stands for. We’ve been approached 

by vegetarian or ethical trademark bodies over the years, 

but we’ve never considered them as we believe we’re 

already with the best. Every year, on renewal the team go 

through everything in detail with us to ensure we are still 

compliant and able to continue to have the trademark.  I 

find it reassuring that they take nothing for granted. We’re 

proud to hold the Vegan Trademark!- Mary-Ann, Director, 

Heavenly Organics Skincare

CONTACT US
Here’s a quick reference if you’d like to connect with us

about the Vegan Trademark:

To arrange a call  
Email TMSales@vegansociety.com

To start your application
Visit vegansociety.com/the-vegan-trademark

Existing client looking to extend product range
contact your account manager

Are you a Laboratory looking to register your vegan

testing solution with the Vegan Trademark?

To arrange a call
Email BDPartnerships@VeganSociety.com
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