
G
U

T
T

E
R

 C
R

E
D

ITHere’s a win-win: Get beautiful skin and a beautiful earth. The concept is 
simple: Practise the 3Rs in your grooming regimen.  |  by CAITLIN AGNEW 

photography by GEOFFREY ROSS  |  prop styling JACKIE SHIPLEY



While putting on my makeup
one morning, it crossed my mind that I’d 
probably thrown dozens of mascara tubes 
into the garbage over the years, not to men-
tion all of the other packaging that comes 
with my beauty routine. Those empty bot-
tles and jars make up part of the 10.2 million 
metric tonnes of waste generated by the 
residential sector in 2016, according to Sta-
tistics Canada. And of the packaging I did 
recycle, much of it may have ended up in the 
3.2 million metric tonnes that was diverted 
to landfill that year. The numbers aren’t 
good, and it’s a sad fact that Canada recycles 
just nine percent of our plastics. I’ve always 
done my best to reduce, reuse and recycle, but 
I failed to consider the impact of my beauty 
products. Here are three ways to make your 
beauty regimen kinder to the earth. 

SUSTAINABLE PACKAGING
The beauty industry is notorious for using attrac-
tive packaging to entice customers – a marketing 
ploy that doesn’t always translate to being envi-
ronmentally friendly (we’re looking at you, single-
use plastic). In 2020, nothing is prettier than the 
three Rs. Make reduce, reuse and recycle an essen-
tial part of your beauty routine by choosing prod-
ucts in recycled materials or in packaging that’s 
reusable, refillable or recyclable. In the latter case, 
check the official recycling guidelines in your 
municipality to ensure that your packaging is blue 
bin approved. For example, the City of Toronto, 
where I live, doesn’t recycle black plastic.

To reduce new plastic production, some beauty 
brands are making bottles out of post-consumer 
recycled plastic. Others are partnering up with 
organizations like TerraCycle to collect hard-to-
recycle materials. In 2018, L’Occitane launched its 
recycling program, where participating boutiques 
collect and recycle used beauty, skincare and hair 

care packaging from any brand. Clarins recently 
added collection boxes for its used packaging to all 
of its Hudson’s Bay counters. Burt’s Bees, mean-
while, offers prepaid mailing labels for its used 
products to be shipped directly to TerraCycle. 

Others have embraced the circular economy, 
where companies take back their products after 
use to be reused or recycled (think old-school glass 
milk bottles). M.A.C, for example, rewards cus-
tomers with free products when they return their 
primary packaging, such as foundation bottles and 
lipstick tubes, to the Back-to-M.A.C program. 
How’s that for better beauty with benefits?

When brands do their part by using earth-
friendly packaging, it’s up to you to make sure that 
it’s disposed of properly. Take Kaia Naturals’s The 
Vitamin Cleanse, for example. These all-natural 
wipes are fully compostable, but if they’re tossed 
in the garbage or flushed down the drain, that bio-
degradation isn’t going to happen. “If people don’t 
know how to deal with the end product, it won’t 
actually reach the objective,” says Kaia founder 
Mary Futher. “The manufacturer can only do so 
much. You have to do the rest.” 

REFILLABLE
M.A.C LOUD & CLEAR LIPSTICK IN BAROQUE THE INTERNET, $24

TERRACYCLABLE
BURT’S BEES VOLUMIZING MASCARA, $14

REUSABLE
LASTSWAB BEAUTY, $12
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CLEAN INGREDIENTS
Some ingredients used in personal care products, 
such as preservatives and fragrances, have been 
linked to a host of negative health issues, from  
contact dermatitis to fertility problems. The 
Canadian Cancer Society reports that phthalates, 
found in some nail polishes and perfumes, are 
being studied for their potential link to cancer. 
That risk has led to the green beauty movement 
and a demand for more-natural products that con-
tain ingredients that are easy to recognize, typi-
cally in the form of organic botanicals, such as 
aloe, shea butter and coconut oil.

Though buying organic was costly at one time, it 
doesn’t have to cost an arm and a leg because 
greater consumer demand for natural alternatives 
has given brands an incentive to find ways to bring 
prices down. “It was our goal to give women an 
accessible, organic cosmetic range that they can 
easily buy and use daily,” says Anne Requier, a 
skincare lab engineer at Garnier International 
who recently introduced the certified-organic Bio 
range to Canada. 

At Herbal Essences, an endorsement by the 
Royal Botanic Gardens, Kew, in the UK verifies 
the efficacy of the brand’s botanical ingredients, 
such as aloe. “Because they have the biggest plant 
collection in the world, they can go back and get the 
standard,” says Rachel Zipperian, principal scien-
tist for Herbal Essences. “They know exactly what 
aloe is supposed to look like, and they’re able to 
confirm that the aloe we’re using is high in [anti-
oxidant] polysaccharides.” 

For some, the future lies in clean beauty, a term 
used to describe products that include synthetic 
ingredients that mimic natural ones but can also 
be more stable, sustainable and even pure because 
this process eliminates potential contamination 
from toxins, pesticides and heavy metals. One 
such example is squalene, which was traditionally 
harvested from shark livers and olives to add 
moisturizing benefits to skincare. The California-
based brand Biossance takes a different approach 
thanks to parent company Amyris, which bioengi-
neered a plant-based, stable squalene using fer-
mented sugar cane from Brazil, a plant that 
requires less resources than olives. 

When it comes to understanding what’s going in 
your body, the onus is ultimately on you. According 
to Health Canada’s guidelines, labelling cosmetic 
ingredients is important because it “helps Canadi-
ans make more informed decisions about the  
cosmetics they use since they are able to easily-

identify ingredients they may be sensitive to.” 
Reading the label sounds simple enough, but is it 
something that most of us are doing? According to 
Biossance president Catherine Gore, the answer is 
no. “It’s not that clear that you have to,” she says. 

There are resources that educate us on product 
ingredients, such as Clean at Sephora and Envi-
ronmental Working Group, but sometimes this 
wealth of information can lead to confusion. To 
help cut through the noise, Gore and her team at 
Biossance launched The Clean Academy, a series 
of YouTube videos hosted by Queer Eye grooming 
expert Jonathan Van Ness. Their mission is to 
offer real answers to topics that confuse us most at 
the beauty counter. “The tricky thing is that there’s 
a lot of information and sometimes that can be a lot 
to absorb,” explains Gore. “It’s also quite compli-
cated in terms of some of the answers. We wanted 
to offer a platform that helps do that in a fun and 
entertaining way.”

ENDORSED BY KEW GARDENS
HERBAL ESSENCES BIO:RENEW POTENT ALOE & HEMP SHAMPOO 

AND CONDITIONER, $8 EACH

EWG–APPROVED
BIOSSANCE SQUALANE + 10% LACTIC ACID RESURFACING NIGHT 

SERUM, $82

CERTIFIED ORGANIC
GARNIER BIO LAVANDIN FACIAL OIL, $25

When it comes to 
understanding what’s going 

in your body, the onus is 
ultimately on you. 
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makeup brand with Leaping Bunny’s stamp of 
approval). Its Cruelty-Free App makes it easy to 
check on the go. 

THE INDUSTRY GIANT
COVERGIRL CLEAN FRESH SKIN MILK FOUNDATION, $13 

THE PIONEER
THE BODY SHOP SHEA BODY BUTTER, $21

THE MAKEUP MAESTRO
KAT VON D BEAUTY TATTOO LINER, $27

CRUELTY-FREE FORMULAS
Animal lovers, rejoice! Being cruelty-free is finally 
cool. And we have The Body Shop to thank for that. 
Back in 1989, it was the first global beauty com-
pany to lobby for an end to animal testing. Today, 
the company has been joined by many others, 
including makeup giant CoverGirl, which went 
cruelty-free in 2018. “Listening to our consumers, 
we started this journey with CoverGirl to demon-
strate our commitment to this issue by achieving 
such an ambitious certification at scale,” said 
Camillo Pane, former chief executive officer of 
CoverGirl’s parent company, Coty. Broadly speak-
ing, a cruelty-free designation means that the 
product was developed without any testing on 
animals, while vegan means that the product does 
not include any animal-derived ingredients. To 
find out where your favourite brands stand, it’s 
important to do your research, as product formu-
lation isn’t always transparent and animal testing 
may occur at the ingredient level. Leaping Bunny 
is an organization that vets beauty products for 
compliance at all points (CoverGirl is the largest 
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AN-HYDRA
Toronto
With its debut vegan, preservative-free, 
cleanser/mask, new brand An-Hydra  
uses probiotic bacteria to put your best 
face forward.
AN-HYDRA THE POWDER OF YOUTH NO. 1, $66 

ELATE COSMETICS
Victoria
Elate gives its eco-conscious beauty  
products a chic home in refillable  
magnetic palettes made of  
sustainably sourced bamboo.    
ELATE UNIVERSAL CRÈME BLUSH IN LOVE, $29

F. MILLER
Toronto 
Founder Fran Miller recently revamped  
her natural skincare line, known for its  
nourishing facial oil, to be even more  
sustainable than before. 
F. MILLER FACE OIL, $100 

JB SKIN GURU
Montreal
Jennifer Brodeur is called the skin guru for 
her no-nonsense, less-is-more approach 
to beauty from within. Psst, we hear Oprah 
Winfrey and Michelle Obama are fans. 
JB SKIN GURU LE MASQUE, $75 FOR THREE

KAIA NATURALS 
Toronto 
From charcoal deodorants to soothing 
bath soaks, this brand is all about  
detoxifying. 
KAIA NATURALS THE VITAMIN CLEANSE BAMBOO 
FACIAL CLEANSING CLOTHS, $10 FOR 10 

PROVINCE APOTHECARY 
Toronto
Founder Julie Clark sources organic, wild-
crafted ingredients from each Canadian 
province for her line, which also has a store 
and skincare clinic in downtown Toronto.  
PROVINCE APOTHECARY NOURISHING + 
REVITALIZING MOISTURIZER, $76 

PURA BOTANICALS
Edmonton
At Pura’s headquarters, founder Lane 
Edwards hand-mixes luxurious creams, 
lotions and fragrances with her signature 
botanical ingredients.  
PURA BOTANICALS HYALURONIC RUBY SERUM, $144

RMS BEAUTY 
Vancouver
Founded by celebrity makeup artist 
Rose-Marie Swift in 2009, RMS 
Beauty is the gold standard in clean, 
glowy makeup. 
RMS BEAUTY “UN” COVER-UP CREAM  
FOUNDATION, $68 

ROCKY MOUNTAIN SOAP COMPANY
Canmore, AB
The picturesque Rocky Mountains 
provide the backdrop for this all- 
natural skincare brand, beloved for  
its colourful soap bars and highly 
soothing foot butter.  
ROCKY MOUNTAIN SOAP COMPANY EVERYDAY 
HERO NATURAL SHOWER GEL, $16

SAHAJAN
Toronto
Founder Lisa Mattam takes an 
Ayurvedic approach to Sahajan,  
emphasizing mind-body balance  
and plant healing in her formulas. 
SAHAJAN BRIGHTENING MASK, $64

THE 7 VIRTUES
Halifax
This clean, vegan perfume company 
has been around since 2010, when 
founder Barb Stegemann started 
sourcing raw ingredients that support-
ed farmers in war-torn Afghanistan.  
THE 7 VIRTUES VANILLA WOODS EAU DE  
PARFUM, $97

THE CARE PRINCIPLE 
Toronto
Breakfast Television host Dina 
Pugliese-Mirkovich was inspired to 
launch her own plant-based skincare 
line after seeing many of her family 
members fall ill. 
THE CARE PRINCIPLE INFINITE GLO DAY 
CREAM, $40

TO112 
Toronto
With a mindful-living philosophy, 
TO112’s award-winning hair care is 
cruelty-free and paraben-free and 
charged with sound frequency energy 
and a ton of botanical ingredients.  
TO112 COLLAGEN HAIR MASK, $63  bh

These caring Canadian beauty brands will have you  
cleaning up your act in no time

HOMEGROWN HEROES


