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Immaculate nail polish starts  
with the right brush.

Fast and economic: The Z.TUCAN from ZAHORANSKY produces 
up to 300 brushes per minute, and is therefore the expert and  
specialist machine for nail polish brushes.

ADVERTISEMENT

HIGH-EFFICIENCY SOLUTIONS  
FOR NAIL POLISH BRUSHES

A ccording to statistics, Ger-

man women own an aver-

age of four bottles of nail 

polish, and dozens of millions  

of Euros are spent every year on 

these small bottles. But what is the  

difference between a high-quality 

product and a mediocre one? When 

choosing nail polish, it comes down 

to the content, and the brush is im-

portant because it makes all the dif-

ference. Brushes must be processed 

in a high quality, should not shed 

bristles and must apply the polish 

with precision. The Z.TUCAN en-

sures a high level of performance in 

nail polish brush production and is 

an excellent choice owing to its high 

cost efficiency and compact design. 

The automatic supply of brush  

bodies intake and integrated quality 

control save both time and money 

with every sample change – simply 

pure Black Forest quality from  

ZAHORANSKY. It can also adapt  

to the current production require-

ments, because the Z.TUCAN can be 

upgraded with profile trimmers for 

brushes with a contour cut or a fila-

ment coating unit and drying tower.

www.zahoransky.com

Z.TUCAN:  
The fully automated machine 
can produce around 430,000 
nail polish brushes a day.

http://www.zahoransky.com


in-cosmetics.com/global

Amsterdam • RAI • 17-19 April 2018

Organised by:

#incosGlobal

LEARN | EXPLORE | NETWORK | CREATE

The leading global event for 
personal care ingredients 

Source ingredients from up to 800 suppliers

Touch and try the latest innovations

Meet exhibitors from 40+ countries

Learn about future personal care trends

Establish profitable business networks

Get your free badge
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LOG IN AND TAKE FULL ADVANTAGE!
On the COSSMA web site we post lots of additional information elated to the 
topics covered in the magazine. You will find MORE THAN 1,000 USEFUL 
ADDITIONAL ITEMS to extend your knowledge and under-
standing: more information on the ingredients and finished 
products that we cover, market data and statistics, supplier list-
ings, literature references, scientific articles, product formula-
tions and useful base informations. Take a look right now, at 
www.cossma.com/download

CHRISTOPH KNOKE
Managing  Director, IRI 
Information Resources

talks about the  
main drivers in  
personal care  
online retail

HELGA HERTSIG- LAVOCAH
Trend Watcher, 
Hint Futurology

explores how the  latest 
global trends are 
 dominating beauty 
packaging

THOMAS KEISER
Managing Director, 
IKW

explains what  personal 
care categories in 
 Germany were particu-
larly successful in 2017

CHARLOTTE LIBBY
Global Beauty 
 Analyst, Mintel

provides a snapshot of 
the four major trends 
set to impact global 
beauty

CLICK THROUGH OUR WEB TV CLIPS: 
  WWW.COSSMA.COM/TV

COSSMA DOWNLOAD TIP IN MARCH
The new ISO for nat-
ural cosmetics (ISO 
16128) – does it rep-
resent true natural 
cosmetics? Sven Geh-
rig from Wala gives 
all the details and 
shines some light into 
the confusing jungle 
of private NOC labels 
and checks if the ISO 
indeed meets con-
sumer expectations. 

 PRODUCT INFORMATION: UV filters (BASF)

 COMPANIES: Rimpler Cosmetics

 REFERENCES: Tools for sun care development

 FORMULATION: Anti-Pollution Gel Cream (Croda)

Top downloads for March

DOWNLOADS 

Additional information at 

www.cossma.com/download 

Your access codes for March:

User name: cossma3

Password: idea

PROF DR CORNELIA M. KECK
Professor for Pharmaceuticals,  
University of Marburg

talks about future visions for  
anti-ageing  ingredients

The definition used by the ISO – has it hit the mark?

SERVICES
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Free Downloads 
for subscribers | www.cossma.com/download
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http://www.cossma.com/download
http://www.cossma.com


PROVEN ANTI-POLLUTION EFFECT
CLARIANT | RedSnow has 
been relaunched as a skin 
defender against pollu-
tion and ageing, after tests 
have demonstrated its effi-
cacy in combating the neg-
ative effects of air pollution 
on skin. RedSnow, extracted 
from the red Camellia japon-
ica flower, has positive broad  
spectrum anti-oxidant prop-
erties against the impact of 
PM2.5 and PM10, heavy met-
als and PAH. Another study looked at the impact on the NOX 
pathway. In a further clinical study with people in the high-pol-
lution area of Seoul, a 19% reduction in roughness, a 10% 
reduction in the appearance of wrinkles and improvements in 
dermal density of 5.6% and hydration of 8% were shown. 
www.clariant.com/activeingredients 

Glow boosters
GREENTECH | The company’s glow boosters 
for radiant skin include Biotilys, a probiotic 
active that increases the commensal bacte-
ria on the skin for a more radiant complex-
ion. Urbalys is a global anti-pollution skin 
protector inspired by nature. New in vivo 
studies show an improved skin condition and 
a reduction of grey skin. Somitine is a radi-
ance booster that increases energy and cell 
activity and hence restores the skin’s radiance.    
www.greentechgmbh.de, www.greentech.frph
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NEWBRAND
SEPPIC | Wesource 
is the new brand under 
which all of the compa-
ny’s cosmetics actives 
from plant-based chemis-
try, marine biotechnolo-
gies and botanical extrac-
tion are to be available. 
www.seppic.com

The camellia japonica  
blooms in the snow

A choice of
ingredients
for more 
radiant skin

A brand for actives

INGREDIENTS
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News

Organisers:

Top conferencesand workshops o� ervaluable insights into ongoingR&D projects!
Agrochemical Lecture TheatreChemspec Careers ClinicPharma Lecture TheatreRegulatory Services Lecture TheatreRSC Lecture TheatreInnovative Start-ups

Some 400 international 
exhibitors o� er bespoke 

solutions and specifi c 
substances to enhance 

products or develop new 
chemical solutions.

20 – 21 JUNE 2018

Koelnmesse
Cologne, Germany

www.chemspeceurope.com

Fine and speciality chemicals for
various industries:
pharmaceuticals • agrochemicals • 
petrochemicals • cosmetics • adhesives & 
sealants • paints & coatings • polymers • 
biotechnology • colourants & dyestu� s •
food & drink • industrial cleaning •
reprography & printing • water treatment 
and much more. 

33rd International Exhibition for Fine and Speciality Chemicals

The industry’s premier sourcing and networking event

CSE_18_210x145+3mm_en.indd   1 11/01/2018   16:48

– ADVERTISEMENT –

http://www.clariant.com/activeingredients
http://www.greentechgmbh.de
http://www.greentech.fr
http://www.seppic.com
http://www.cossma.com
http://www.chemspeceurope.com
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Fragrances | Industry experts give inside information  
about current and future fragrance trends.

The biggest fragrance trends

According to the Germa-
ny-based company Bell Fla-
vors & Fragrances EMEA, the 

upcoming years will provide a wide 
range of fragrances reflecting peo-
ple’s desire for authenticity and re-
gional products. This trend, coming 
from the food industry, is now de-
veloping in fragrances.
The nativeness of Northern Europe-
an landscapes delights consumers.  
They hold countless fragrance treas-
ures such as wildflowers, seabuck-
thorn and cloudberries, and will in-
spire fragrance interpretations in 

this attitude are new citric notes. 
These trends, along with ultra violet 
as the colour of the year, will shape 
personal care and household care 
products until 2020. 

New fragrance usages
Corentin Le Men, Co-founder of Mi-
mesis Parfums sees that after the 
Oud trend which had its origin in the 
niche market and has cascaded 
down to the prestige market, new in-
gredients such as tiaré flower and 
sunny notes will be more dominant 
in the next few years. While these 

both personal and household care 
products. 
Another key theme that also reflects 
the demand for nature-inspired 
scents is tea. The traditional bever-
age which promises well-being and 
balance is expected to get another 
push in the context of the detox 
trend. Also, citric notes make up in-
teresting fragrance directions in 
combination with tea.
Despite consumers’ quest for au-
thenticity and tradition, another 
trend is the yearning for the exotic. 
Examples for fragrances following 

MARKETING
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notes have been under-represented 
for a long time, several houses are 
now launching or working on 
launches with them.  Le Men is 
convinced that the “gourmande” or 
“sugary” trend which was very 
much en vogue in the past few years 
is evolving into sugary/spicy notes. 
Indeed, many launches now are 
downplaying the round notes to 
spice them up and electrify them, 
such as Twiggy from Hermès. 
Mimesis Parfums’ core concept is to 
innovate in the fragrance field by of-
fering new uses and routines. The 
company developed a holistic olfac-
tory ritual that brings together fra-
grance and hair care. The raw mate-
rials of this fragrant ritual serve as 
hair care actives. Corentin Le Men’s 
vision for the future is: “There is a 
need for a more holistic approach for 
fragrancing, not only in body fra-
grance but also home fragrance, ol-
factive signatures in public spaces 
and new fragrance tools such as con-
cretes, milks and alcohol free fra-
grances.” 

Superfoods and naturals in-
spire perfumery universes
Carla Romagosa, Marketing Manag-
er from Cosmo Fragances, is 
convinced that personal care brands 
are driving towards a “premiumisa-
tion”, especially in segments with 
lower growth rates. Hair care and 
body care are focusing on new pack-
aging, targets and segments (men, 
organic, specific treatments). Ac-
cording to Romagosa, new active in-
gredients around superfoods and 
natural organic approaches inspire 
most of the latest perfumery uni-
verses.  
Healing aromatic herbs notes, detox-
ifying citrus with a hint of sparkling 
spicy ginger, fresh airy fruits for col-
ourful fragrances, green watery co-
conut notes or ayurvedic plants are 
currently some of the main fragrance 
trends in personal care products.

Natural fragrances for the  
removal of pollution odours
Bhuvana Nageshwaran, Director  
F & F from Ultra International, be-
lieves that the most recent trend in 

trend in fragrances. There is a strong 
trend for products that enhance 
well-being, and fragrance can play a 
vital role in these products by utilis-
ing aromas to help trigger an emo-
tion. On-trend destinations also in-
fluence the latest fragrance trends, 
for example Australia and the Ama-
zon are inspiring interesting ingredi-
ent stories. 
www.cplaromas.com

The tuberose shakes off its im-
age of an outdated flower 
Ulrich Jensch, Managing Director 
Germany & CEE Markets, Robertet 
Group, is convinced that consumers’ 
highly digitalised and often stressful 
lifestyles make focusing on the es-
sential  ‘less is more’  a key trend. 
This minimalistic trend is reflected 
by element-inspired fragrances: wa-
ter (aquatic or fresh), air (marine ac-
cords or clean musks), fire (aldehy-
dic or woody ambery) and earth 
(woody). 
Fine fragrances currently represent 
the image of a confident, powerful 
woman with florals such as tuberose 
or edible notes. For many years, lit-
tle attention was paid to the tuber-
ose as a key fragrance ingredient. 
Recent launches, however, highlight 
its noble multi-faceted character, in 
contrast to its former image of an 
outdated, heady flower. As the tu-
berose offers a refined and sophisti-
cated accord, perfumers now take 
advantage of its softness. Most im-
portantly, the recognisably enchant-
ing scent of the tuberose remains a 
symbol of sensuality.  Q

www.azur-fragrances.com, www.bell-europe.com  
www.cosmo-fragrances.com, www.cplaromas.com  
www.mimesisparfums.com, www.robertet.com 
www.ultrainternational.com

Buddha’s hand, an unusual  
citrus fruit from Asia

the field of fine fragrance is a unisex 
line inspired by oriental notes. The 
company’s latest development has 
been vegan fragrances. Nagesh-
waran is convinced that the per-
fumes and fragrances of the future 
will be developed to remove danger-
ous odours created by pollution. 

The importance of influencers  
in product development
Mireille Wick, Marketing Manager 
of Azur Fragrances, thinks that the 
biggest trend in personal care is nat-
ural beauty care, largely fuelled by 
the Millenials and their quest for 
transparency in the brands they ad-
here to. Mainstream brands, and just 
not Indie brands, are going natural. 
The second trend, perhaps even 
craze, is the role of beauty-vloggers 
in product development, as seen 
with FA Shower Secrets, the Impulse 
deodorant and shower line, the 
growing success of EcoLab or again 
Zoella Beauty. Because consumers 
are actively looking for other peo-
ple’s opinions about products, the 
beauty-vloggers take on a status of 
influencer, and the products are 
seen as more credible when recom-
mended by another user, the beau-
ty-vlogger.
Fine fragrance continues to be influ-
enced by the fashion world. Couture 
brands go back to Gabrielle Chanel’s 
famous words “Fashion changes but 
style endures”. The industry has be-
come more subdued in packaging 
and bottle design with a return to 
what counts:  the fragrance inside. 
This is influenced by Indie brands 
who view fragrance as the most im-
portant aspect of the product, hence 
their use of one bottle design for 
their entire range of fragrances. Flo-
ral fruity fragrances were popular in 
2017, however oriental fragrances 
continue to feature on the top of the 
pops of sales. Interestingly, wom-
en’s fragrances are woodier than be-
fore.

Ingredient stories inspired by 
Australia and the Amazon 
Selena Thomas, Marketing Manager 
UK from CPL Aromas says that prod-
uct personalisation has been a big 

MARKETING
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ASYMMETRIC INTERIOR
VERESCENCE | With its Sculpt’in tech-
nology, the glass bottle manufacturer 
has produced the bottle for Arizona, the 
first fragrance by fashion brand Proenza 
Schouler under a license agreement with 
L’Oréal. The special glass-forming pro-
cess features an asymmetric distribution of 
glass. The bottle is magnified by complex 
pad-printing in a coral colour that empha-
sizes the faceted angles and the design. 
www.verescence.com

A special  
technology 
creates an 
asymmetrical 
distribution 
of glass

FUTURISTIC LOOK
GEKA | The woman-shaped brush Galac-
ticEyes is made of the company’s two-com-
ponent EOS2K 
fibre with a stiffer 
fiber core and 
softer outside 
material for an 
enhanced mascara 
application. Seven 
different shades 
produce a mul-
ti-coloured metal-
lic marble effect on 
the bottle and cap, 
creating a futuris-
tic look intensified 
by silver hot foil 
printing.

www.geka-world.com 

BIODEGRADABLE 

SULAPAC | The Finnish cosmetics com-
pany Naviter chose Sulapac’s fully bio-
degradable packaging for its new Atopik 
range of natural cosmetic products. 
Sulapac packaging material is made from 
renewable raw materials and wood from 
sustainably managed Nordic forests. 
www.sulapac.com, www.naviter.fi

Brush with a stiffer 
fibre core and softer 
outer material

News  
OF THE 

Month

Made from renewable raw materials and wood

PACKAGING
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GET INSPIRED AT COSMOPACK
15.-18.03.18 | Hall 18 | Stand C23
BOMO-TRENDLINE.DE

20 YEARS
EXPERIENCE IN CREATING & PRODUCTION OF
COSMETIC PACKAGING & FULL-SERVICE PRODUCTS
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