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Muttenz, January 5, 2021 – Charlotte Stricane fills an intriguing double role at Clariant: As Senior 

Applications Development Manager in the Active Ingredients unit for Personal Care, she defines 

new trend-based beauty concepts as well as the formulations and ingredients that best capture their 

spirit. In our interview, she tells us about her work, her favorite new ingredients – and why she 

sometimes hesitates to talk about them at parties.  

Ms. Stricane, each year, you define a new trend concept under which Clariant offers 

special ingredients and inspirations to its customers in the cosmetic industry. This 

year it’s called “RetroFuture”. What is it about? 

RetroFuture is about longing for the good old days but not wanting to compromise on all the good 

things we have now. Life can seem very complicated today, and we all like what we know from our 

childhood. But obviously there was less consideration for resources, less knowledge and less 

progress – especially in terms of sustainability and clever ways to optimize things. A good phrase for 

summarizing this new attitude is perhaps “nostalgia with a conscience”. 

Now that you say it, it instantly feels familiar. But how does it relate to beauty 

products? 

In cosmetics, it essentially means that people look for familiar ingredients and formats but want 

them with a more sustainable and advanced background. It can also mean they long for an effect 

they know but prefer it from new and improved ingredients. Or even that they’re attracted to a new 

ritual because it’s based on a familiar yet redesigned cosmetic format. 

How do you go about identifying a big new general trend like this? 

It’s not exactly a linear process, and one that is going on subconsciously all year. I browse through 

magazines, see ads, listen to the radio when I commute. Of course I read the trade press and trend 

studies from others, but all this stays subliminal until once a year I make a conscious effort to 

connect the dots. Then, I guess like most consumers would be, I’m suddenly hit by what’s been in 

front of me all along. 
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And this time you were hit by “RetroFuture”? 

Well, not instantly by the name, really, we came up with that later. But yes: Apart from all the 

advertising, articles and everything else I absorbed, this year a big factor was music, where there are 

many genuinely new tunes that still have retro vibes. When it clicked, I was suddenly recognizing 

that same special combination of the old and the new everywhere. 

Your job at Clariant is not only to sense and formulate such trends, but also to design 

the formulations and select the ingredients that best cater to them. How did you 

translate “RetroFuture” into these very specific things? And what kind of training 

does one need to fill this double role? 

I have a master’s degree from ISIPCA in Versailles, which teaches chemistry combined with cosmetic 

science and marketing and thus actually perfectly prepared me for this role. Two of my favorite 

ingredients for the new concept are Rootness™ Energize and Prenylium™. The first is an oil extracted 

from the roots of Luffa, a cucumber species traditionally used for bath or kitchen sponges, and 

which we put into a trendy new face serum. The second is a root extract from a mulberry tree, which 

is quite uncommon because to get it, you would normally have to uproot the tree first. To avoid this, 

and to make the extraction of both ingredients more efficient and sustainable, we rely on Plant 

Milking® technology. 

You milk plants? Like French farmers milk cows to make camembert? 

Ha-ha, not quite – though, in fact, the »milking« is done by a French partner of ours, Plant 

Advanced Technologies. They have found a non-deadly way to get the best out of plants by actually 

not planting them. Using aeroponic cultivation, where the roots dangle in misty air and get their 

nutrients from baths, they stimulate both rare and traditional species to yield much more active 

ingredients and valuable compounds. These are regularly harvested by cutting the roots, and then 

allowing them to regrow like hair.  

Sounds absolutely fascinating – and like a perfect fit for the RetroFuture concept. 

The technology uses plants we know and does so in a highly advanced and sustainable way. Yes, I 

think it perfectly summarizes the new trend.  

One last question: What do your friends say when you tell them about your work? 

To be honest, I generally tend not go into too much detail, because I’ve found my enthusiasm can be 

a bit overwhelming. But seeing how well our new concept and what’s behind it is received, I should 

perhaps think about being less reserved ... 

Visit Clariant’s blog hub ‘The Moleculist’ for more trending stories. 

  

https://www.isipca-school.com/
https://www.clariant.com/en/Solutions/Products/2020/03/24/10/42/Rootness-Energize
https://www.clariant.com/en/Solutions/Products/2020/01/06/14/42/Prenylium
https://www.clariant.com/en/Business-Units/Industrial-and-Consumer-Specialties/Personal-Care/Active-Ingredients/Premium-root-power
https://www.clariant.com/en/Business-Units/Industrial-and-Consumer-Specialties/Personal-Care/Active-Ingredients/Premium-root-power
https://www.plantadvanced.com/home
https://www.plantadvanced.com/home
https://www.clariant.com/en/Corporate/Blog
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™ TRADEMARK 
Plant Milking® IS A TRADEMARK OF CLARIANT REGISTERED IN MANY COUNTRIES.  
 
 
www.clariant.com 
 

Clariant is a focused, sustainable and innovative specialty chemical company based in Muttenz, near Basel/Switzerland. On 31 December 

2019, the company employed a total workforce of 17 223. In the financial year 2019, Clariant recorded sales of CHF 4.399 billion for its 

continuing businesses. The company reports in three business areas: Care Chemicals, Catalysis and Natural Resources. Clariant’s corporate 

strategy is based on five pillars: focus on innovation and R&D, add value with sustainability, reposition portfolio, intensify growth, and increase 

profitability. 

 

 

www.clariant.com/activeingredients 
 

Founded in 2017, Clariant Active Ingredients is a dedicated, highly experienced team developing very specialized formulation ingredients for 

the personal care industry. With a young, agile culture and pharmaceutical industry-standard laboratories and business facilities in the 

biotechnology and cosmetics hub of Toulouse in France, the business focuses on the development of innovative nature-inspired active 

ingredients to address a variety of global beauty concerns. The highly effective ingredients are used in a wide range of facial, body and hair 

care applications internationally. 
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