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For the past 30 years, we have been driving positive 
change in perceptions of natural emollients. Opening up 
new opportunities for use across cosmetic applications. Our 
technologically advanced innovations deliver on sustainability 
and enable the development of high-performance beauty 
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and experience the difference yourself.
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This month’s COSSMA focuses on hair care, a category with a global turnover of more 
than 75 billion US$ and which has seen an increase of 3.5 % in 2017*. Not a bad perfor-
mance, considering that the personal care market is fairly saturated. 

What categories performed particularly well? The highest growth of 4.8 % was achieved 
in the rather small category of salon professional hair care. But the big categories also 
did well. Shampoo, the biggest category, with sales of more than 27.7 billion US$, grew 
by 3.7 %. Conditioners and treatments, the second biggest category with a turnover 
of 16.7 billion US$, performed even better and managed to reach a sales plus of 4 %. 
Colourants, with 11.4 billion US$ and the third largest category, also did very well and 
attained a growth of 3.7 %. 

The categories that saw the most stagnation, with a growth of only 0.1 %, were 2-in-1 
products as well as perms and relaxants.

Are you looking for inspiration for the development of new exciting and promising hair 
care products? Then you will enjoy reading this month’s COSSMA!

*Source: Euromonitor

Sincerely yours,

Angelika Meiss 
Senior editor, COSSMA

A CLEAR UPTURN
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launches from page 30
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create products that genu-
inely provide hair protection 
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In-cosmetics 2018: Brenntag’s Clean, Pure & Simple Concept

Recognize market trends at an early stage
Michael Wilkop, Marketing Manager Cosmetics EMEA, presents Brenntag as a 
leading international distributor of a comprehensive range of cosmetics ingre-
dients. He specificly points out what the company’s strength are. Mr. Wilkop 
shows how Brenntag manages to recognize market trends at an early stage 
and how the Brenntag team responds to those trends. 

The Clean, Pure & Simple concept
Dr Francois Bouton, Business Development Manager Cosmetics EMEA, talks 
about the highly-skilled teams in Brenntag’s cosmetic laboratories all over 
Europe. Dr Bouton presents the In-Cosmetics novelties development by the 
team in Amiens and explains what the “Clean, Pure & Simple” concept is all 
about. He points out that a lot of cosmetic brands are looking for simpler for-
mulations with less ingredients and illustrates how the Brenntag formulators 
managed to meet this challenge.

What does “Clean, Pure & Simple” mean?
As the Cosmetics market is looking for less ingredients in the formulation, we 
created a formulation with less than 10 ingredients = SIMPLE

Most of the ingredients involved in the formulation of our Makeup Remover 
Stick are nature-based ingredients. The formulation for our Chantilly de Douche 
(Shower Whipped Cream) only contains ingredients certified by ECOCERT = 
PURE

Those two formulations are very trendy as they are useful as well as functional 
– you do not need water to use the stick and still are able to remove all kind 
of makeup.

The aeresol format of the shower whipped cream allows you to measure the 
exact amount of product you need to wash and moisturize your skin = CLEAN

ADVERTISEMENT

To watch the video, check www.cossma.com/brenntag

FOR FURTHER INFORMATION, PLEASE CONTACT 

BRENNTAG HOLDING GMBH | MESSEALLEE 11 | D-45131 ESSEN | TEL. +49(0)201 6496-0 | MICHAEL.WILKOP@BRENNTAG.DE

http://www.cossma.com/brenntag
mailto:MICHAEL.WILKOP@BRENNTAG.DE
http://www.virospack.com
mailto:sales@virospack.com
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LOG IN AND TAKE FULL ADVANTAGE!
On the COSSMA website, we post lots of additional information related 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 
listings; literature references; scientific articles; product formu-
lations and useful base formulations. Take a look right now, at 
www.cossma.com/download

HEELA YANG
Co-Founder and CEO, 
Sol de Janeiro 

talks about her 
prize-winning  
body care range 

ZEZE ORIAIKHI-SAO
Founder and Director, 
Malée Natural Science

provides insights into 
the luxury brand Malée 
inspired by the ancient 
wisdom of Africa

CAMILLA MARCUS-DEW
Co-Founder,  
The Soap Co. 

talks about luxury skin 
care produced by peo-
ple with disabilities

ANDREW MCDOUGALL
Global Beauty Analyst, 
Mintel

provides insights into 
the key findings on the 
beauty and personal 
care trends of 2018

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

COSSMA DOWNLOAD TIP IN JUNE
What were the most impres-
sive innovations at this 
year’s Cosmoprof? Trend 
Watcher Helga Hertsig-Lav-
ocah gives us her take. New 
beauty products use parts 
of a plant which used to 
be discarded. Nutricanor 
makes use of residues from 
blueberry, apple, artichoke 
and carrot processing. And 
some beauty treatments are 
enhanced with acoustics. 

  MARKET SURVEY:	 Processing, Laboratory, Packaging Technology

  COMPANIES:	 Malée Natural Science

  REFERENCES:	 Synergies of Q10 and Creatine

  FORMULATION:	 Naturally You PEG-free Hand Cream�   
	 (Biesterfeld Spezialchemie)

Top downloads for June

DOWNLOADS 

Additional information at 

www.cossma.com/download 

Your access codes for June:
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HELGA HERTSIG-LAVOCAH
Trend Watcher, 
Hint Futurology

explores how the latest 
global trends are 
dominating beauty 
packaging

THOMAS KEISER
Managing Director, 
IKW

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

A promising approach: Using food 
waste as cosmetic ingredients 

Free Downloads 
for subscribers | www.cossma.com/download

SERVICES
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COLLABORATION
BIESTERFELD | Biesterfeld has extended its sales 
partnership with Sytheon to Germany, Russia and 
Benelux. Sytheon’s portfolio includes clinically val-
idated ingredients for ageing skin, skin protection, 
problem skin, sun protection, pigmentation control, 
skin hydration, barrier function as well as photosta-
bilisation.
www.biesterfeld.com, www.sytheonltd.com

10  l  COSSMA 6 I 2018

MARKETS & COMPANIES NEWS

50 % believe that beautiful hair 
makes people look younger

Sunscreen ban for  
coral reef protection
Hawaii has passed a bill to ban the sunscreens con-
taining oxybenzone and octinoxate which have signif-
icant harmful impacts on ecosystems such as coral 
reefs. This ban will come into force in 2021. A study 
published in 2015* by Craig Downs et al. came to the 
conclusion that the sunscreens pose a hazard to coral 
reef conservation.
*https://link.springer.com/article/10.1007%2Fs00244-015-0227-7

Certain sunscreens have harmful impacts on coral reefs

330
BASF | The company has made a com-

mitment to switch about 330 palm-
based products to ‘Mass Balance’* 

standard in 2018 globally. 
*One of the RSPO supply chain models

www.care-chemicals.basf.com.

A closer look at  
Inflamm’Ageing
GATTEFOSSÉ | Gattefossé and Ambiotis 
jointly carried out investigation to unravel the 
underlying mechanisms leading to non-resolv-
ing inflammation – Inflamm’ Ageing. The com-
panies found that endogenous resolution pro-
grams of inflammation were defective in aged 
skin. Both the dysregulation of lipid pathways 
and the absence of pro-resolving mediators 
(e.g. lipoxins) likely lead to unresolved inflam-
mation in aged skin. Boosting resolution cir-
cuits appears to be a powerful strategy to rec-
tify chronic inflammatory status.  
www.gattefosse.com 

A new strategy focuses on boosting resolu-
tion rather than on decreasing inflammation  

News  
OF THE 

Month

Sytheon offers a broad range of active ingredients

WELL-GROOMED HAIR
SCHWARZKOPF | The majority of German 
women see the right hair styling as more impor-
tant than well-groomed hands or make-up.  
75 % find people with beautiful hair more 
attractive. 74 % are convinced that people 
with well-groomed hair are more successful 
when looking for a partner. According to 50 
%, beautiful hair makes people look younger. 

Interestingly enough, in spite of all this the 
lion’s share of the Germans spends no longer 
than 5 minutes on hair styling and more than 
one third wear their hair always the same way. 
There is a big discrepancy between the signi- 
ficance of hair and the attention devoted to it. 
www.schwarzkopf.com

The representative Schwarzkopf study  
Germany Your Style was carried out by Forsa 

Reboul: expert in colour 
cosmetics packaging 

ACQUISTION
APTAR | AptarGroup 
has acquired Reboul from 
Vacheron for an enterprise 
value of €14 million in cash. 
Reboul designs and produc-
es metal components, met-
al-plastic sub-assemblies, 
lipstick mechanisms, and 
colour cosmetic packaging 
solutions. 
www.aptar.com

The rate of skin cancer 
has drastically increased

Skin cancer
HOHENSTEIN | Every 3rd 
cancer diagnosed is skin 
cancer*, making this type of 
cancer the world’s most fre-
quent. The frequency of skin 
cancer has increased contin-
ually in the past few years. 
In fact, in Germany the rate 
of skin cancer has doubled 
in the past 10 years.
1Dermaportal dp

www.hohenstein.de

http://www.biesterfeld.com
https://link.springer.com/article/10.1007%2Fs00244-015-0227-7
http://www.gattefosse.com
http://www.aptar.com
http://www.sytheonltd.com
http://www.care-chemicals.basf.com
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http://www.hohenstein.de


Mr. Robert Beinio
Managing Director/Product Development

Mr. Patrick de Vries
Sales Germany

Mrs. Jennifer Nellessen
Sales Germany

Mrs. Birte Roebers
Sales Export 

■ �In which areas is your company par-
ticularly well-experienced, where is your 
specific know-how?

We specialise as a single source supplier. 
Product development, contract manufactur-
ing and packaging of skin care cosmetics 
and medical devices as a full service opera-
tion means that you are guaranteed safety, 
security, a rapid response time and flexible 
production schedules. We are also happy to 
take partial sections of your overall project 
on board, such as bulk manufacture, or fill-
ing your formulations. Of course, we also 
support pre- and post-processing.

■ �What is the philosophy behind your 
company?

bb med. product GmbH is a medium-sized, 
second-generation family enterprise, which, 
since 1976, has offered you the flexibility and 
experience that your ideas are looking for.
Partnership-based cooperation with mutual 
trust forms the basis for successful imple-
mentation of your projects.

■ �What specific solutions does your com-
pany offer to the manufacturing cosmet-
ics industry?

We are the manufacturing cosmetics indus-
try! We offer you filling lines and machin-

ery for tubes, bottles, cans, jars, sachets and 
single-pack wet wipes with our own Flexo 
print line for the foils. The minimum quan-
tity starts from 5,000 units. Manufacturing 
of bulk product is carried out by us in mod-
ern homogenisers with capacities from 300 
kg to 2,000 kg. For launching your products 
in small or test batches, we operate a small 
15 kg unit.

Points to note about bb med.
product GmbH as a partner:

■ Everything from one source
■ Most comprehensive advice
■ Fastest reaction
■ Widest assortment
■ Full-Service
■ Contract manufacturing
■ Versatile filling lines
■ Private label & own-brand concepts
■ �Standard formulations & new 

developments
■ Documentation
■ Made in Germany, EU-compliant
■ Certified to EN ISO 9001 and 13485

Contact:
bb med. product GmbH
+49 2824 2083-0
www.bb-kalkar.de
info@bb-kalkar.de

Mr. Robert Beinio – Managing  
Director/Product Development

Mr. Patrick de Vries – 
Sales Germany

Mrs. Jennifer Nellessen –
Sales Germany

Mrs. Birte Roebers –
Sales Export 

Location:
management, production and logistics 
all in one location: 47546 Kalkar  
in the lower Rhine province, Germany

Products / brands:
skin care cosmetics, conventional and 
natural cosmetics, medical devices, 
creams, lotions, gels, sachets, single-
pack wet wipes, private label, filling 
services, umbrella brand beinio®

■ �What advantages do your products/ser-
vices offer?

We accompany you all the way, from crea-
tive brainstorming to product development 
right through to the launch of your product 
on the market. We will always respect your 
wishes, both legal and commercial. Since we 
are based in Germany, we can also offer you 
a clear and respected sign of quality – Made 
in Germany!

BB MED. PRODUCT GMBH
– ADVERTISEMENT –

http://www.bb-kalkar.de
mailto:info@bb-kalkar.de


Macrotrends for hair care do 
not differ significantly from 
those for skin care. A closer 

look at some current consumer trends 
show to what extent they influence 
the different categories of the per-
sonal care market1. One of the major 
global developments is the increas-
ing demand for more natural prod-
ucts. In the last six months the claim 
which was used most frequently in 
hair care products, far more than any 
other claim, is “botanical/herbal”2. 

Increasing demand for 
more natural products 
Regardless of the definition of what is 
a natural product or not, we observe 
that the term natural becomes more 
comprehensive and now includes lo-
cally-sourced, locally-produced and 
(bio)technologically enhanced in-
gredients. Sustainability aspects of 
products are gaining in importance 
as well. The consumer’s awareness 
of the impact of products and ingre-
dients on the environment and on 

AUTHOR:  
Dr Elisabeth Streefland  

Marketing Manager  
Croda, Nettetal, Germany

www.croda.com
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An individual &  
natural approach 
Ingredients| What hair care ingredients are an ideal 
option when it comes to creating products with a natural 
touch for personalised consumer needs? 

GO FUTURE: HAIR CARE
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how ingredients are sourced is in-
creasing. 
For example, one out of four Ger-
man consumers who purchase 
natural or organic products do so 
because they believe they are bet-
ter for the environment. This is 
also the reason why many con-
sumers tend to look for hair care 
products without silicones, driv-
ing the need for silicone alterna-
tives in hair care. Silicone-free has 
moved into the top ten of global 
shampoo claims recently2.
To a large extent, the increased 
consumer awareness is influenced 
by (social) media. A good exam-
ple of media playing a role in the 
consumer’s product concerns is 
the palm oil discussion which has 
contributed to an accelerated use 
of certified sustainable palm de-
rivatives in cosmetic products. 
Sustainability demands will also 
drive product innovation. New 
product formats contain less or no 
water at all, for example, shampoo 
bars, or alternatively need less wa-
ter while using them. Also, first 
cosmetic products that have pa-
per packaging3 or packaging of a 
plant-based biodegradable mate-
rial have been launched.  These 
new packages eliminate the need 
for a plastic bottle4. 

Personalisation 
going strong
A second further evolving trend 
concerns individualisation and 
personalisation. Consumers want 
products that are tailor-made to 
their personal routines and their 
individual hair and skin needs. 
40% of the American make-up 
users aged 25–34 indicate that 
they are frustrated by products 
that don’t match their skin tone. 
For hair care, a relevant example 

of a recently launched custom-
ised product is a shower water-
colour spray creating a temporary 
tone, where the user can deter-
mine the intensity of the colour5. 
There is a shift to a generation-
less, ageless and genderless so-
ciety: consumers don’t want to 
be put into a box or be grouped 
into categories.  They prefer to de-
fine for themselves what beauty 
is and make their own beauty 
choices. Developments in digital 
technology support this individ-
ualisation trend and will make 
shopping more personal. Beauty 
brands will be watching consum-
ers’ every move as digital technol-
ogy drives customisation of the 
shopping experience. Devices and 
apps allow the consumer to mon-
itor their hair and skin condition 
on a regular basis and to receive 
individual advice.  
Consumers can follow tutorials 
and opinion-formers online, en-
couraging their empowerment. 
The popularity of buying cosmetic 
products online fits in this trend, 
and saves time as well, which is 
beneficial in terms of consumer 
convenience in our continually 
faster-moving world. 

Ingredient solutions as a 
response to current trends
Croda has several interesting hair 
care solutions in response to the 
increasing demand for natural 
and sustainable products and in-
gredients, as well as the demand 
for more individually designed  
products. 
Crodamine SC is a recently 
launched nonionic hair condition-
ing agent, 77% of natural origin, 
which is chloride, sulfate and PEG 
free and qualifies as a good alter-

Virgin Hair Damaged Hair Treatment with 
Crodabond CSA

After Shampooing Rinse in Water

Crodamine SC BTMC BTMS

HAIR CARE

macrotrends are 
similar to those for 

skin care

“�There is an increasing demand for more 
natural and tailormade products”
Dr Elisabeth Streefland, Marketing Manager, Croda

Today, natural 
also means local-

ly-sourced and 
produced as well as 

(bio)technolog-
ically enhanced 
ingredients, prefer-
ably of vegetable 
and non-animal 

origin

25 % of the 
Germans believe 

natural or organic 
products are 

better for the 
environment

DOWNLOADS 

Additional information at 

www.cossma.com/qr00294

Your access codes for June:

User name: cossma6

Password: hair

fig. 1: Untreated hair tresses, after treat- 
ment with either Crodamine SC, BTMC 
or BTMS and after treatment and  
combing ten times

fig.2: Crodabond CSA: mode of action

GO FUTURE: HAIR CARE
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native to quaternised hair condi-
tioning agents. This conditioning 
agent has excellent wet and dry 
combing conditioning properties 
and is proven mild. Due to its spe-
cific fatty acid content, the con-
ditioning active helps to restore 
the hydrophobicity of the hair. It 
has significantly better static con-
trol properties than behentrimo-
nium methosulfate (BTMS) and 
behentrimonium chloride (BTMC)  
(fig. 1). Its lower melting point is a 
benefit in terms of processing tem-
perature compared to both com-
monly used conditioning agents. 
In addition to these benefits, a 
consumer-perceived retention of 
hair colour is observed for dyed 
hair through 10 washes. 

How to replace 
silicones in hair care
Let us focus on the trend of re-
placement of silicone ingredients 
in hair care products. In addition 
to bioaccumulative concerns re-
garding silicones – they have al-

ready been detected in marine 
fishes and marine mammals6 – 
some silicones in hair care prod-
ucts can have a negative effect 
on the condition of the hair. They 
may lead to build-up, weighing 
down the hair, and causing it to 
look limp. On the other hand, it 
is undisputable that the shine and 
silky feel associated with silicones 
is unparalleled.
Several of our company‘s emol-
lients can deliver silicone-like at-
tributes. One of these is Crodamol 
STS, which offers many of the de-
sirable attributes of silicones, es-
pecially in terms of shine. Based 
alone on the higher refractive in-
dex in comparison to commonly 
used silicones in hair care, a bet-
ter shine effect would be ex-
pected. This was supported by 
results from a colour image anal-
ysis method determining shine, in 
which a commercial shine product 
with silicones and a product con-
taining Crodamol STS were com-
pared. Hair tresses treated with 
our emollient ester had visibly 
better shine properties.
Crodamol SFX possesses many of 
the sensory benefits of cyclome-
thicone D5. It can be used as a sil-
icone alternative or in conjunction 
with other silicones to provide a 
desired sensory profile from both 
rinse-off and leave-on applica-
tions, leaving hair feeling smooth, 
moisturised and silky, with no 
sticky afterfeel. This emollient es-
ter also imparts lubricity to hair 
fibres. In a study, this ingredient 
was post-added to a leading brand 
shampoo. A dry combing evalua-
tion showed that it improved de-
tangling from a rinse-off system by 
reducing the combing force. 
Another beneficial attribute asso-
ciated with silicones in hair care is 
repair of hair damage and smooth-
ening of the hair’s surface.
Crodabond CSA, a 100% naturally 
derived hair active, combines ex-
actly these two characteristics. 
Due to damaging mechanical and 
chemical stresses on the hair, such 
as combing or bleaching, the cu-
ticula on the hair surface lift, caus-

ing an unsmooth surface, which 
has a negative impact on shine 
and causes interfibre friction. 
Crodabond CSA effectively seals 
down the lifted cuticula on the 
hair shaft (fig. 2), improving the 
shiny, smooth and healthy appear-
ance of the hair. Scanning Electron 
Microscopy pictures show that the 
effect is long-lasting the hair sur-
face is still smooth after multiple 
shampoo washing cycles and the 
results outperform a benchmark 
product designed for hair repair. 
Simultaneously the combability 
is improved. The active ingredi-
ent is also able to bond and re-
pair split ends lastingly, which re-
inforces the shinier and smoother 
look and also makes the hair feel 
smoother. The effect is consum-
er-perceivable, even after multi-
ple shampoo washings.

Approaching the trend 
towards individualisation
Hair is a powerful extension of a 
consumer’s personality, reflecting 
their identity and offering oppor-
tunities to convey their thoughts 
and feelings. As a result, empow-
ered consumers have long desired 
products which allow them the 
freedom to either embrace their 
natural style, enhancing what 
mother nature gave them, or 
adapt their hair in order to person-
ify their self, with the freedom to 
change at their own convenience.
Kereffect SD is a novel keratin-de-
rived product that allows individu-
als with hair of different curl types 
to style and manage their hair bet-
ter to their own wishes. This in-
gredient prolongs the curl straight-
ening efficacy of sodium sulfite in 
a heat-activated mechanism for 
wavy hair types,whereas it im-
parts very curly hair types more 
manageability. This new prod-
uct offers consumers the power 
to change their hair style using 
a milder alternative to harsher 
straightening systems which can 
damage scalp and hair fibre. 
To evaluate the longevity of a Ker-
effect SD treatment, hair tresses 
were subjected to a series of re-

www.cossma.com

Sustainable
Due to new

 consumer trends, 
product  

developers use more 
natural and sustain-
able ingredients in 
finished products

New product 
formats contain 

less or no water 

THE PALM OIL 

controversy has trig-
gered an increased 

use of certified 
sustainable palm 

derivatives

fig. 3: The straightening efficacy of  
sodium sulfite without and with Kereffect SD

Before treatment After treatment and 30 wash/dry cycles
Control solution
without Kereffect SD

Solution with
without Kereffect SD

fig. 4: Loosening effect on tighter curls, following treatment  
with Kereffect SD and sodium sulphite, lasts up to 10 wash/dry  
cycles. The curls are more defined than hair before treatment, 
and salon studies support the increased manageability

Before treatment Following treatment  
and 10 wash/dry cycles
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peated washing and drying cy-
cles after the treatment. In recog-
nition that consumers may treat 
their hair differently depending 
on time pressures in their daily 
routines, a test method was de-
veloped to allow the incorpora-
tion of different drying and styl-
ing methods to mimic ‘real-life’ 
consumer habits. 
The results show that the pro-
longed straightening effect of this 
ingredient on wavy hair types 
lasts up to 30 wash/drying cycles  
(fig. 3). The effect outperforms that 
of the commonly used straighten-
ing ingredients, which are much 
harsher. This was supported by 
additional studies. Image analy-
sis quantified the straightening ef-
fect by determination of the curl 
factor through evaluation of pic-
tures of hair fibres, analysing the 
angle of hair fibres at each indi-
vidual pixel. Differential Scan-

ning Calorimetry measurements 
have shown that the Kereffect SD/
sodium sulfite system increases 
the level of bondings in the hair. 
Wet combing and tensile meas-
urements have been performed to 
prove that this straightening sys-
tem does not damage the struc-
ture of the hair fibre and that hair 
strength is maintained.
Whilst the ‘natural hair’ move-
ment has seen many consumers 
with much tighter curls embrace 
their look, in line with the trend 
of consumers creating their own 
definition of beauty (see introduc-
tion), this often results in resign-
ing themselves to a much more 
demanding hair care regime. De-
spite what the name suggests, 
maintaining natural hair is not 
simple for consumers with this 
type of curl and often requires 
multiple products, special treat-
ments and intense styling regimes.

Croda‘s low molecular weight, hy-
drolysed keratin helps to loosen 
extremely tight curls for more 
manageable hair styles that ap-
pear longer in length (fig. 4).

Trends drive creative pro- 
duct and ingredient design
Recent consumer trends force per-
sonal care companies to increase 
their offer of natural and sustaina-
ble ingredients and finished prod-
ucts, as well as challenge them 
to reconsider their brand man-
agement and brand positioning 
in view of the consumer need to 
be treated as a unique individual 
rather than a person with a certain 
age, gender, or demographic back-
ground. This will no doubt drive 
the launch of new creative per-
sonal care ingredients and prod-
ucts in the coming years.� Q

The reference list as well as additional information 
can be found on the Internet – see download panel
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Protective cuticle regeneration
Ingredients | Anna Crovetto from Active Concepts presents a solution for protective cuticle 
regeneration and beyond the bond solutions for damaged hair: In line with synthetic biology, 
a self-assembling biomimetic neo-cuticle forms on the hair which protects from thermal 
styling and everyday stressors.

Following the launch of Olaplex 
in 2014, the Plex Phenomenon 
has swept through the global 

hair care industry, resulting in a myr-
iad of products focused on bond mul-
tiplying and bond strengthening. As 
the market is currently saturated 
with systems claiming to re-bond the 
hair, a proactive approach is needed 
to push innovation to the next level. 
An ageing population with a desire to 
look younger has long been the driv-
ing force behind the global hair care 
market1. However, it was not until 
the release of the two-step hair repair 

GO FUTURE: HAIR CARE
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system, Olaplex, that innovation in 
this category was really pushed to 
answer current consumer needs. Col-
ouring, washing, drying and styling 
of the hair is highly emotive, and 
the cosmetic results can easily be 
seen, helping to boost confidence or 
give an immediate feeling of change. 
With fast-paced fashions and image-
driven social media influencing the 
hair care sector, it is vital to offer pro-
tection to hair while allowing con-
sumers to achieve the colour, con-
dition and style that they desire in 
real time.  

mailto:info@activeconcepts.it
http://www.activeconcepts.it
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preservation is essential to pre-
vent tangible hair damage. 
During hair processes, such as 
chemical treatments and thermal 
styling, exposure to extreme pH or 
high temperature environments 
removes some of the protective 
‘β-Layer’, causing oxidation of the 
hair surface and irreversible phys-
icochemical changes in the hair 
structure. Repeated styling can 
result in the complete elimination 
of this protective lipid surface. 
The hair becomes hydrophilic 
instead of hydrophobic, and the 
natural lubricating properties are 
removed. Although it is widely 
accepted that chemical, thermal 
and styling processes are highly 
damaging, this rarely deters a con-
sumer from either bleaching or 
straightening their hair. Repair 
is often an afterthought once the 
hair begins to appear thinner, 
matte, more brittle and dry. 

Alternative to  
animal-derived keratin
With global vegan and cruel-
ty-free beauty predicted to grow 
by more than 6% over the next 
years,5 brands are looking for 
alternatives to the more tradi-

tional animal-derived proteins 
such as keratin, which is widely 
accepted in hair-care applica-
tions for claims of strength and 
repair. Saccharomyces cerevisiae, 
commonly known as baker’s or 
brewer’s yeast, provides an effi-
cient system for the expression 
of proteins. As yeast is relatively 

Bleaching and heat 
styling breaks 

down the protein 
in the hair fibre 

CUTICLE 

preservation 
prevents tangible 

hair damage

The physicochemical 
properties of hair 

changes as a direct 
result of damage

Intact and tightly 
compacted cuticle 

layers help to 
protect the cortex 

and promote loss of 
hydration

Plex products have focused on 
building disulphide, hydrogen 
or salt bonds in the hair follow-
ing chemical treatments to help 
maintain strength. However, it is 
the layered structure of the cuticle 
that also plays an important role 
as a protective barrier and pro-
motes the visible cosmetic prop-
erties of the hair. The epicuticle 
is a chemically resistant protein-
aceous layer forming the outer-
most part of the hair. It is cov-
ered by strongly bound structural 
lipids described as the “F-Layer” 
or “β-Layer”, which represents 
the outermost covering of the 
fibre2. This lipid layer has a nat-
ural lubricating mechanism and 
also acts a water repellent. When 
hair is healthy the cuticle layers 
remain intact and tightly com-
pacted, helping to protect the cor-
tex and promote minimal loss of 
hydration5. 
When the hair is exposed to 
weathering, it is these first layers 
that can be harshly affected, alter-
ing the porosity of the hair. Poros-
ity describes the ability of the hair 
to absorb and release water and 
is directly related to the condi-
tion of the cuticle and β-Layer3. If 
the hair is in good condition, the 
cuticle is intact and smooth. If in 
bad condition, the hair may be 
swollen, the cuticle layer exhibit-
ing raised or even missing scales. 
The hair’s porosity can be directly 
affected by different stressors 
such as friction and physical hair-
shaft injury, excessive exposure 
to sunlight, excessive wetting and 
chemical and physical process-
ing4. A compromised cuticle layer 
translates as porous, dull hair that 
is readily tangled and prone to 
breakage. Additionally, those with 
fine hair have less cuticle layers 
than those with thicker, so cuticle 

“�The lipopeptides form a biomimetic cuticle  
that envelopes each hair strand”
Anna Crovetto, Marketing Manager Europe, Active Concepts

The cuticle acts as a protective 
barrier and promotes the visible 
cosmetic properties of hair

easy to manipulate, a strain can 
be influenced to express specific 
endogenous or heterologous pro-
teins6. Yeast cells are comparable 
to mammalian cells in composi-
tion and structure but can be cul-
tured on a large scale using fer-
mentation, making this method 
ideal when looking to imitate ani-
mal-derived proteins for use in 
personal care. 
Following interdisciplinary prin-
ciples of synthetic biology, Sac-
charomyces cerevisiae cells can 
be manipulated to express defined 

fig. 1: Concentration of extractable protein for each hair sample, comparing  
2% lipopeptide vs the controls after exposure to chemical and thermal stress
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lipopeptides that have the propen-
sity to self-assemble and form a 
biomimetic cuticle that envelopes 
each hair strand. The lipopeptides 
arrange themselves to mimic and 
replace the proteinaceous epicu-
ticle and the lipid β-Layer. Acting 
as a bivalent cation, the natural 
yeast-derived system anchors to 
the anionic hair, creating a per-
meable yet protective shield. This 
helps to replenish missing struc-
tural proteins and improve the 
strength, lubrication and hydro-
phobic nature of the hair shaft, 
specifically when exposed to 
chemical and thermal styling. 

Protects from heat  
styling damage
The physicochemical properties 
of hair changes as a direct result 
of damage. Quantitative measure-
ments of the amount of protein 
removed from hair during ther-
mal styling can serve as a method 
to define the extent of this dam-
age. Hair protein extraction, Brad-
ford protein analysis and protein 
gel electrophoresis methods were 
used to assess the ability of the 
yeast-derived lipopeptide to pro-
tect hair from heat styling dam-
age.
Efficacy of the lipopeptide active 
was evaluated by salon profes-
sionals using 100% virgin, unpro-
cessed Brazilian hair and vir-
gin hair bleached with 9%/30V 
Pravana bleach, as the positive 
and negative controls. Virgin 
and bleached hair tresses were 
spritzed with a solution of 2% 
lipopeptide in water or just water 

before being blow-dried for two 
minutes, and ceramic straight-
ened at 230°C for 5 passes. Hair 
protein samples were then used 
for downstream application in the 
Bradford protein assay for pro-
tein content quantification and 
gel electrophoresis for molecular 
weight visualisation and quanti-
fication.
As may be expected, the virgin 
hair samples had lower extract-
able protein concentrations than 
their bleached counterparts. 
Bleaching and heat styling breaks 
down the protein in the hair fibre 
and allows for a greater amount of 
protein to be extracted, as demon-
strated in fig 1. The application 
of 2.0% lipopeptide followed by 
ceramic straightening helped to 
decrease the total amount of pro-
tein lost. It thus maintains the 
integral protein structure of the 
hair cuticle layers.  
Standard Electron Microscopy 
(SEM) imaging shows high res-
olution images of the hair cuti-
cle and how this can be affected 
by weathering, such as ceramic 
thermal styling. Fig. 2. shows that 
untreated virgin hair is clearly 
prone to damage from everyday 
aggressors, already exhibiting 
characteristic signs of breakdown. 
The results of the water treated 
sample (fig. 3) depicts an exten-
sively damaged, split cuticle. This 
type of damage leads to irregular 
growth, breakages and an overall 
unhealthy, matte appearance. At a 
singular level, one cuticle may not 
seem important, but these strand-
to-strand imperfections contrib-

ute to a much larger picture of 
unhealthy hair. When compared 
to the lipopeptide-treated tresses, 
a significant decrease in damage 
is shown and the creation of a 
de-novo cuticle on the hair’s sur-
face can be seen, see fig. 4. This 
cuticle formation acts as a protec-
tive proteinaceous and lipid layer 
across the fibre helping to reduce 
porosity and increase the hair’s 
hydrophobic nature. 

Combining prevention  
and repair
In a world where more is more, 
combining prevention and repair 
is the next logical step to allow 
ever-changing hair trends to 
become attainable without excess 
damage. 
Utilising the concept of synthetic 
biology to form a self-assembling 
biomimetic neo-cuticle on the 
hair offers protection from ther-
mal styling and everyday stress-
ors. 
This protective cuticle regenera-
tion offers the next iteration of 
consumer-inspired hair care tech-
nology, allowing brands to move 
beyond the bond.� Q 

The reference list and additional information can  
be found on the Internet – see download panel
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fig. 2: SEM imaging of a virgin hair tip fig. 3: SEM imaging of the hair tip following 
water treatment, blow-drying and straightening

fig 4: SEM imaging of the hair tip 
following 2% lipopeptide treatment, 
slow-drying and straightening
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attainable without 
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preferences on men’s style. An ex-
ample of this product strategy is All 
Day Down Stick Wax, a stick type wax 
for smoothing sideburns. According 
to the survey, 40% of men answered 
that the biggest concern regarding 
hair styling is sideburns that do not 
stick well, and 35.4% answered that 
they are too lazy to do down styling 
on their sideburns. The portable hair 
styling wax provides a down-perm ef-
fect with fragrance in 10 seconds. The 
formula features hydrolysed ingredi-
ents such as corn protein, soybean 
protein, hydrolysed potato protein, 
hydrolysed rice protein and hydro-
lysed extension.
* Global new products database 
Additional information can be found  
on the Internet – see download panel

and antifungal properties it can have 
on the scalp, cleansing and removing 
impurities caused by pollution, while 
reducing frizz and adding shine. 

Apple cider vinegar and pink 
salt scalp scrub
In the USA, DpHUE aims to reinvent 
the way we care for our hair with its 
super-luxe line of hair colour and 
hair care products. Scalp Scrub, part 
of the Apple Cider Vinegar range, is 
designed to exfoliate the scalp with 
pink Himalayan sea salt, removing 
dead skin cells and product build-up 
and unclogging pores while rebalanc-
ing pH, for the ultimate clean scalp. It 
is infused with avocado oil and aloe 
vera and enhanced with colour lock-
ing technology. It detoxifies the scalp 
while retaining the natural sebum. 

Turmeric for protection  
and cleansing
In South Korea, the Aveda Invati Ad-
vanced range, designed to instantly 
thicken hair and reduce hair loss, 
taps the power of Ayurveda, the an-
cient Indian art of renewal. Its Ex-
foliating Shampoo gently exfoliates 
and cleanses the scalp with winter-
green-derived salicylic acid, remov-
ing build-up that can clog pores. 
With an Ayurvedic herb blend with 
ginseng and certified organic tur-
meric, the shampoo invigorates the 
scalp. This colour-safe formula de-
tangles to protect hair from breakage 
during shampooing. 

On-the-go hair wax stick 
flattens Asian men’s sideburns
In South Korea, Forment is a men’s 
cosmetic brand that develops prod-
ucts only on the basis of survey re-
sults on men’s needs or women’s 

The interest of today’s consum-
ers in natural and food-based 
ingredients is rising. Inspira-

tion from food provides a comfort 
zone, as consumers believe such in-
gredients are safer. This is why hair 
care brands should look more inten-
sively to food trends for inspiration 
and should make easily-understood 
claims.
One area on which brands should 
concentrate is natural food ingredi-
ents that are rich in antioxidants. 
These can be positioned to help pro-
tect hair and allay pollution damage 
concerns. The trending food ingredi-
ent turmeric has a number of scalp 
and hair benefits, such as cleansing 
the scalp or hair of toxins and pol-
lution-induced build-up. It also has 
antibiotic properties, which make it 
a good natural exfoliator. 
Elsewhere, brands could consider ap-
ple cider vinegar, a current diet trend 
hero. Vinegar rinses are not new in 
hair care, but brands can relate ap-
ple cider vinegar use to culinary or 
diet trends to tout the antibacterial 

Product development | This month Michelle Strutton from Mintel 
looks at innovative hair care products and features a selection of 
interesting products recently highlighted on the company’s GNPD*. 

AUTHOR:  
Michelle Strutton 
Global Research Manager  
Beauty & Personal Care  
Mintel, London, UK 
www.mintel.com

Forment
A portable stick with hair 
styling flattens sideburns

DpHUE
Exfoliates and  
detoxifies the scalp

Aveda 
Taps the power 
of Ayurveda
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Ingredients | KeraGuard is a natural ingredient from Mibelle Biochemistry  
that offers proven protection from pollution for hair repair and protection  
from colour fading in leave-on and rinse-off products.

To combat oxidative 
stress and pollution
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main sources of pollution are in-
dustrial combustion (diesel ex-
haust, fumes and coal), traffic and 
construction works. Air pollution 
consists of gases and very fine 
particles, which are called partic-
ulate matter (PM). In combina-
tion with exposure to UV light, PM 
causes oxidisation reactions (car-
bonylation) within the hair pro-
tein, which lead to the hair be-
coming damaged and more 
fragile. Therefore, carbonylation 
of the hair keratin can be used as 
a marker for oxidative damage 
caused by pollution and UV light.

Testing the efficacy of the 
antioxidant complex
Strands of natural Caucasian hair 
were incubated for a period of one 
hour prior to stress application in 
0.5% KeraGuard in H2O, followed 
by rinsing, or 0.5% of the active 

A woman’s hair is the first 
and most noticeable part 
of her beauty, and it sets 

the tone for her entire look and 
feel. Beautiful and healthy hair 
enhances one’s personality and 
radiates confidence, but the ef-
fects of daily oxidative stress fac-
tors resulting in hair damage are 
emerging as an increasing con-
cern and growing trend in hair 
care.

Hair exposure to physical 
and chemical stress factors
Hair is constantly exposed to a va-
riety of stress factors. There is 
physical stress, such as blow dry-
ing, and also environmental stress 
factors, such as ROS, UV radiation 
and pollution. In addition, there is 
chemical stress, which includes 
colouring and straightening. All of 
these different factors induce 
structural damage to the F-layer, 
the outermost protective layer of 
the hair, as well as to the hair fibre 
(see fig. 1). As a result, the hair 

becomes more porous, brittle, dull 
looking and is thus even more ex-
posed to further damage.                   

A smart ingredient fusion 
counters hair damage 
The antioxidant complex Kera-
Guard is a smart fusion of tara 
tannins and organic sunflower 
sprout extract that has been de-
signed to counter all of these 
harmful effects. Tara tannins are 
extremely potent antioxidants and 
radical scavengers that naturally 
bind to the protein structure of the 
hair. In combination with the 
compounds in sunflower sprouts, 
they are capable of neutralising all 
of the negative daily effects on 
hair. In addition, the antioxidant 
complex helps to repair the hair 
and make it healthy and lustrous.
In comprehensive ex-vivo studies, 
KeraGuard was shown to repair 
chemically treated hair and to 
protect hair against physical 
stresses. Furthermore, the ingredi-
ent was shown to protect dyed 
hair from colour fading as well as 
to reduce the damaging effect of 
heat on the hair cuticle scales. 

How does pollution affect 
our hair? 
The consequences of rising pollu-
tion levels are also significantly 
impacting both the short-term 
and long-term health of our hair. 
Air pollution is directly in contact 
with our hair and contributes to 
hair damage on a daily basis. The 

To combat oxidative 
stress and pollution Marken- und Eigenmarkenkonzepte
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A fusion of tara 
tannins and 

organic sunflower 
sprout extract 
counters harmful 
pollution effects

– ADVERTISEMENT –

KeraGuard leads to 
less particulate 

matter deposition 
and hair surface 

damage

Fig. 1: Pollution damages the F-layer and the hair fibre

AIR POLLUTION

 contributes towards 
hair damage on a 

daily basis
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ingredient without rinsing. H2O 
served as a control (with and 
without stress). Pollution stress 
consisted of 15 minutes incuba-
tion with a particulate matter 
solution (Particulate Matter HAP 
from European Reference Material 
CZ100). Following this, the hair 
strands were irradiated with UV-A 
(LED, 365 nm) for 6 hours. 
The following different analyses 
were performed: 
1. Carbonylated proteins from the 
hair strands were labeled, extract-
ed and quantified by high-resolu-
tion electrophoresis. 
2. In situ labeling replaced car-
bonylated proteins on hair strands 
with specific red fluorescent 
probes. The hair images were then 
collected by epi-fluorescence mi-
croscopy. 
3. Scanning electron microscopy 
of the hair strands was performed.

Results (see fig. 2) showed a sig-
nificant reduction of carbonylated 
proteins in hair strands that were 
treated with 0.5% KeraGuard, 
even when rinsed off. This effica-
cy was confirmed by the in situ 
labeling of the carbonyls, which 
allows the visualisation of hair 
keratin oxidation: red-labeled 
damaged proteins were reduced 
in the presence of the active ingre-
dient. In addition, the scanning 
electron microscopy images 
showed less particulate matter 
deposition and hair surface dam-
age when using 0.5% of the ingre-
dient, even when it was rinsed off.

Market potential
A 2016 report* from the World 
Health Organisation stated that 
92% of the global population is 
affected by excessive air pollu-
tion. Besides the obvious damage 

to the respiratory tract, air pollu-
tion is also associated with skin 
problems, such as premature skin 
ageing, and over the longer term, 
its damaging effects on hair. 
Therefore, there is a huge poten-
tial for expansion for hair care 
products and ingredients that of-
fer comprehensive protection 
from UV, free radicals and PM. 
KeraGuard, which is a natural in-
gredient that combines tara tan-
nins derived from Caesalpinia spi-
nosas pods and organic sunflower 
sprout extract, offers pollution 
protection and was also shown to 
repair damaged hair and protect 
hair from colour fading. Signifi-
cantly, it performs effectively in 
leave-on and rinse-off formula-
tions.� Q

*http://www.who.int/mediacentre/news/releas-
es/2016/air-pollution-estimates/en/

Additional information can be found  
on the Internet – see download panel

fig. 2: A reduction of carbonylated proteins in hair strands treated with KeraGuard

In treated strands, 
carbonylated 
proteins were  

significantly 
reduced

“�The antioxidant complex neutralises  
the negative daily effects on hair” 
Beata Hurst, Head of Marketing, Mibelle Biochemistry
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AIR POLLUTION 

is associated with 
premature skin 
ageing and, over 
the longer term, 

damaging effects 
on hair
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Learn more about the trend colors 2019 and the project „TENYEARS 
INSPIRATION meets 100 years bauhaus“. GRAFE at the CosmeticBusiness 
Munich from June, 06. to 07. 2018! Hall 4 / Booth D05

SET TRENDS AND
NOT CHASE AFTER THEM!
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Marvel at creativity, indulge in reminiscences, be inspired – the  Design 
Center of the GRAFE Group, Blankenhain, is hosting an exhibition to mark 
the10th anniversary of the GRAFE Color Preview. Take a fascinating look 
at all the previous unique trend color projects. Magical moments await 
you in a gallery full of colorful images as the preview for the coming year 
will inspire you with a breathtaking array of creative ideas to arouse the 
senses and the imagination.

The makers look back on ten years fi lled 
with endless color variety and its repre-

sentation in a wide range of themes, styles 
and compositions. The sensual interplay of 
colors fi nds its expression in the form of a 
calendar with a limited edition of 500. The 
printed work provides a review of all past 
projects and allows the viewer the oppor-
tunity for delightful reminiscences and 
 inspiring moments in the world of colors with 
all its shades and nuances.

The creators of the trend colors have drawn 
their inspirations not only from their own 
 projects but also from one of the most im-
portant art periods in German history. 
 Several of the pages of the 2019 calendar 
are dedicated to the 100th anniversary of 

the founding of the Bauhaus.  After all, the 
GRAFE Group has been working together 
with the Bauhaus University in Weimar for 
the past several years and sponsors the 
GRAFE Creative Prize awarded by the 
 University to especially talented students.

The Color Preview 2019 symbolizes a 
love of colors and a creative playfulness in 
the company’s approach to this topic.  It is 
testimony to the work of the Design Center 
and stands for 2,779 days of work, 22,232 
hours of team work and, to this date, appro-
ximately 100,000 color mixtures. A new 
 color shade is created every 13 minutes in 
the labs at GRAFE. In so doing, the  color 
specialists never just follow the existing 
trends, but set their own.

his year, the GRAFE-Design-Center is also 
focusing on the 2019 trend colors. Blue and 
green are expected to have a major impact. 
Many shades are infl uenced by urban grey, 
particularly the grey rosé shade. Playing 
with light is particularly relevant, in colors 
and eff ects that refl ect and absorb light or 
allow it to shine through. Sparkling  metallics 
and glitter eff ects are notable examples.

Be inspired and celebrate ten years of the 
GRAFE- Design-Center Color Preview with 
us. Join us on a journey through magical 
 memories, unique works of art and fasci-
nating colors. ■

Trend colors calendar 2019 of
the GRAFE-DESIGN-CENTER.
More information: www.grafe-design.com

ADVERTISEMENT

http://www.grafe-design.com


Stress is ubiquitous, especially 
in today’s urban environ-
ments. The sources of stress 

are diverse and some, such as envi-
ronmental stressors, are beyond our 
individual control. But even personal 
stressors, which include life events 
and work-related stress, and lifestyle 
stressors, such as social media, the 
“cult of busyness”, financial pres-
sures and environmental concerns, 

AUTHOR:  
Melanie Waeckel, Head of  

Application Hair Care Personal Care  
DSM, Kaiseraugst, Switzerland

www.dsm.com

may feel overwhelming and impos-
sible to avoid.
In our attempts to cope with stress, 
we sometimes even manage to add to 
it. We squeeze in a “relaxing” yoga 
class on an already busy day, or get 
up early to go for a run before work 
because exercise relieves stress. But 
what if we could ease the stress by 
taking away some of the pressure? 

Taking the stress 
out of hair care
Bad hair days are definitely a source 
of stress – so much so that the phrase 
has come to symbolise days where 
nothing goes right. Since hair is 
key to a person’s image, achieving 
the right style is crucial to feeling 
good about oneself. And tired, list-
less-looking hair never makes a good 
impression, so care and protection 
are vital, too.

Luckily, this is one area of life where 
we can take back control. With the 
help of DSM hair care solutions, even 
busy consumers can simply and eas-
ily care for their own hair and cre-
ate styles that express their person-
alities. Our holistic, hybrid products 
are masters of multi-tasking, help-
ing people face everyday challenges 
without compromising on their in-
dividual style. The formulations are 
specifically developed to help them 
style and care for their hair in an 
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Ingredients | DSM’s latest hair care solutions help busy  
consumers create styles and turn styling into something fun to do. 

Ease 
the 
stress
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easy, stress-free way for the look 
they want. They make turn styling 
into something fun to do.

Stress-free hair care 
with a dry shampoo
When people are stressed because 
they are constantly running af-
ter time, there is a solution. Not 
that DSM can create more time – 
but there is help to avoid wasting 
time. So when between washes, 
the Alp’Dry Shampoo is a good op-
tion. This dry shampoo refreshes 
the hair on busy days or when 
on the go. As an added bonus it 
saves water – definitely a consid-
eration for the environmentally 
conscious.
The aerosol-free formulation for 
an efficient, water-conserving 
freshen-up contains:
•	 Valvance Touch 210 for fast, ef-
fective sweat and oil absorption; 
it performs better than the silica 
benchmark.
•	 Alpaflor AlpSebum, which re-
duces sebum production. 
•	 D-Panthenol 75L strengthens 
normal and damaged hair.
The formulation is also available 
in a VOC-reduced form if desired.

Texturizing Beach Spray
When stressed because it is time 
for “me time” or a holiday, DSM 
cannot extend your holidays – 
but can help to create a look as if 
you are on holidays. The Textur-
izing Beach Spray creates a natu-
ral, wavy beach look. The hybrid 
spray formulation with Bali Sea 
Salt imitates the effect of salt wa-
ter on hair. It allows users to style, 
care and protect simultaneously 
for comprehensive, stress-free hair 
care. It contains:
•	 Tilamar Fix A1000 for long-
term, extra-strong hold even in 
conditions of high humidity. It 

outperforms market benchmarks 
in high-humidity curl retention 
and in removability. No visible 
residuals remain, not even after 
10 application cycles.
•	 Parsol MCX – protects against 
UV damage.
•	 Stay-C 50,  a vitamin C salt for 
all-round beauty care.
•	 Iricalmin PF complex for instant 
moisturisation and soothing of the 
scalp.
This formulation is also available 
in a cold-process version.

Messy Matte Gum
And for those who are stressed 
because their life is a mess, DSM 
cannot help with all the mess in 
life – but helps messy hair, sim-
ply by keeping it looking on-trend 
with Messy Matte Gum. This prod-
uct says “just chilling” – while it-
self is working hard to protect and 
strengthen the hair’s resilience. A 
holistic formulation allows users 
to texturizs, scrunch and define 
while providing care and protec-
tion, leaving hair with a soft matte 
finish. It contains:
•	 Tilamar Fix A1000, which pro-
vides extra-strong hold, natural 
feel and high-humidity curl reten-
tion.
•	 Parsol SLX for UV protection 
also protects against colour fading 
and provides hair structure and re-
sistance protection.
•	 Ethyl Panthenol, a vitamin B5 
which cares for stronger hair fib-
ers.
•	 Stimu-Tex AS. It moisturises 
and soothes the scalp.

Easing the stress on 
brand owners, too
It is not just consumers who are 
looking for ways to relieve stress. 
Brand owners, too, are constantly 
challenging themselves to come 

Solutions for  
stress-free hair

up with satisfying solutions, in-
spiring concepts and products that 
amaze and delight.
So, with these new holistic for-
mulation concepts we go the ex-
tra mile to take the stress out of 
hair product development. Our 
hair care portfolio itself goes way 
beyond polymers. It comprises a 
wide range of ingredients, includ-
ing UV filters, bio-actives and vi-
tamins. Its particular strength lies 
in the fact that ingredients can be 
combined to create hybrid solu-
tions that style, protect and pro-
vide care; that feel good, and can 
be tailored to consumers’ life-
styles.

Combating stress 
one step at a time
DSM’s scientific expertise com-
bined with up-to-the-minute con-
sumer insights can help brand 
owners and formulators to de-
velop products in response to 
identified consumer needs. So, 
while we can’t cure the global 
stress epidemic, together we can 
at least make hair care a positive, 
confidence-boosting experience 
for our consumers and give them 
one less thing to stress about.� Q

Additional information can be found 
on the Internet – see download panel

“�Our holistic, hybrid products  
are masters of multi-tasking”
Melanie Waeckel, Head of Application Hair Care Personal Care, DSM

Making hair care 
a positive, confi-
dence-boosting 

experience

FORMULATIONS 

for easy and stress-
free styling
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Ingredients | DN-Age, an anti-ageing active for hair care, protects the scalp and hair 
follicles from ageing. It decreases oxidative stress and markers of ageing in human hair 
follicle cells, slows down hair fibre greying and reduces hair thinning. 

AUTHORS:   
Dr Solène Mine, Project Leader  

(main author), Dr Valérie André-Frei, R&D 
Scouting and Communication Expert 

 Dr Torsten Clarius, Operative Marketing 
Manager of Active Ingredients, Florence 

Trombini, Head of Strategic Marketing Active 
Ingredients, BASF, Pulnoy, France

www.carecreations.basf.com

BASF Care Creations has been 
inspired by plant defence 
strategies to protect the scalp 

and hair follicles in particular against 
UV- and stress-induced DNA dam-
age. Extracted from Cassia alata 
leaves and titrated in flavonoids, the 
new DN-Age anti-ageing ingredient 
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has demonstrably reduced the effects 
of oxidative stress on hair follicles 
and thereby delayed visible signs of 
hair ageing such as greying, thinning 
hair and hair loss.
Most women get their first grey hair 
in their thirties, and the average man 
even earlier. Between 45 and 65 years 
of age, more than 70 percent of men 
and women find they have at least 25 
percent grey hair. As we age, the pig-
ment cells in our hair follicles gradu-
ally lose their functional capabilities. 
Due to our follicles producing less 
and less melanin, our hair goes grey 
first before eventually turning white. 
But greying hair is not the only sign 
of hair ageing. As we grow older, we 
begin to lose our hair and it becomes 
thinner and more fragile.
The ageing process cannot be 
reversed, but it can be slowed down. 
Though people are genetically pre-

disposed to have greying hair or suf-
fer from thinning hair and hair loss 
earlier or later in life, various fac-
tors such as scalp health can also 
play an important role. At the cellu-
lar level, scalp health can be affected 
by inflammation as a local response 
to cellular injury, oxidative stress, 
and DNA damage. As we age, both 
the skin cells’ defence against oxi-
dation and DNA repair mechanisms 
weaken, free radicals occur more fre-
quently and DNA damage increases, 
leading to tissue damage and weak- ph
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ening of the hair’s structure. With 
special care for the scalp and, in 
particular, the hair follicles which 
produce hair fibre, hair quality 
can be improved.

Strengthening hair 
at its roots
As both men and women want to 
look and feel younger, hair cos-
metics and care products which 
satisfy this demand are becom-
ing more important for consum-
ers. However, existing anti-ageing 
products for hair focus on hair 
fibres, and not so much on the 
scalp. Manufacturers are looking 
for active ingredients that target 
both the scalp and hair follicles 
to improve the quality and resist-
ance of new and growing hair 
fibres, which will delay the first 
signs of hair ageing and preserve 
the hair’s youthfulness from the 
inside.

Keeping hair from greying 
and maintaining its strength 
BASF has been inspired by plant 
defence strategies to protect 
human hair follicles against UV 
radiation and reduce stress-in-
duced DNA damage. The new 
anti-ageing active ingredient 
DN-Age is an extract from the 
leaves of the Candle Tree, Cassia 
alata, selected for its high amount 
of Kaempferol-3-O-Sophoro-
side (K3OS). To protect the plant 
against oxidative damage caused 
by UV radiation, K30S is over-ex-
pressed in the upper layers of the 

leaves, the ones exposed to direct 
sunlight. The active ingredient 
has been shown to reduce oxi-
dative stress and inflammation 
on human scalp and hair follicle 
cells, protecting the scalp so that 
it suffers less from cellular dam-
age, to keep hair from greying and 
help it stay thick, full and strong. 
Developed at BASF’s Innovation 
Platform for extraction and pro-
cesses, the extract is obtained 
under conditions especially 
designed to improve the yield of 
K3OS and avoid its degradation. 
It is water-soluble and suitable for 
daily anti-ageing scalp and hair 
care products such as anti-grey 
shampoo and conditioner, anti-
hair-loss lotion and solar protec-
tion spray.

Less oxidative stress in 
human hair follicles
Recent research focused on the 
key role of oxidative stress in hair 
ageing and the greying process in 
particular1. Melanocyte suscepti-
bility for oxidative stress and the 
resulting increase in apoptosis can 
be a major factor in the loss of hair 
pigment.
In vitro, DN-Age has been shown 
to reduce oxidative stress in 
human hair follicle melanocytes 
(HFMs). BASF experts observed 
the expression of Ataxia-Telangi-
ectasia Mutated kinase (ATM), 
which is a central regulator of 
radiation-induced DNA damage 
response and a marker of oxida-
tive stress, in HFMs. The level of 

expression was quantified using 
Western Blot, a common method 
to detect and analyse proteins. 
ATM expression increased when 
the HFMs were exposed to hydro-
gen peroxide (H2O2) as an oxi-
dative stressor, while it signifi-
cantly decreased (-34 percent) 
after treatment with DN-Age at 
0.02 percent (fig. 1).
In addition, the new active ingre-
dient has shown anti-ageing 
effects in another type of hair fol-
licle cell which is important to 
the hair growth process: the der-
mal papilla cells. In vitro, it raised 
the number of dermal papillae 
fibroblasts and decreased their 
aspect of senescence in a 3D der-
mal papillae-like model (data not 
shown).  

Greying process 
slowed down
To confirm the link between HFM 
resistance to oxidative stress and 
hair greying, the experts con-
ducted a double-blind place-
bo-controlled clinical study on 55 
female panellists aged 30 to 70 
years. 25 to 50 percent of their 
scalp hair was grey. The volun-
teers applied either a hydro-alco-
holic lotion containing 0.25 per-
cent DN-Age or a placebo formula 
and massaged it into their scalp 
once daily for six months. 
To evaluate the greying level of 
the hair fibre that emerged from 
the scalp, its whiteness at the 
root was evaluated by colourim-
etry (Chroma-Meter) at baseline, 
after three and after six months 
of application. Additionally, hair-
growth parameters in the anagen 
or active growth phase (A) and 
telogen or resting phase (T) as 
well as the A/T ratio were mon-
itored at baseline and after six 
months of treatment.
After three months, the active 
ingredient had significantly 
reduced whiteness at the root of 
the hair fibre, a minus eight per-
cent in L colour value against 
placebo (fig. 2 and 3). After six 
months, in the placebo group, the 
whiteness of the hair at the root 

CASSIA ALATA AT A GLANCE
Cassia alata, also known as candle bush, is an ornamental flowering 
plant that typically grows to 12–30 feet tall and occurs in warm, tropical 
areas. Known for its anti-infectious properties as well as its effects on 
digestive disorders and skin ailments, it has recently been registered in 
the French pharmacopoeia. The plant used for the production of DN-Age  
is grown in Burkina Faso, West Africa, in areas of wasteland at heights  
up to 500 meters above sea level. Harvesting is monitored to ensure  
good collection practices that respect the ecosystem and biodiversity  
in the area, and that forgo use of fertilisers and other chemicals.  
Cassia alata is a non-threatened species (International Union for  
Conservation of Nature, UICN). 
The extraction process for Cassia improves the yield of K3OS and avoid its degradation

N N
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had significantly increased against 
the baseline. The group treated 
with DN-Age did not display such 
colour change. On the contrary, 
the active had once again signif-
icantly reduced the whiteness of 
the hair by another minus six per-
cent in L* colour value against the 
placebo, see fig. 2 and 3.

Hair density increased
In the same clinical study, the 
effects of the ingredient on hair 
growth parameters were evalu-
ated using the phototrichogram 
method (Trichoscan). This non-in-
vasive method allows both qual-
itative and quantitative in vivo 
assessment of the hair growth 
cycle.
After six months of daily appli-
cation, the extract significantly 
increased the anagen hair den-
sity – by six percent over the 
placebo. During the six-month 
period, hair loss increased in the 
placebo group, whereas hair-
growth parameters improved with 
DN-Age treatment (fig. 4).

Volunteer-perceived benefits
Another double-blind place-
bo-controlled study was per-
formed on 38 volunteers aged 
34 to 65 years, who perceived 
their hair as being fragile or brit-
tle. More than 80 percent of these 
volunteers had dyed their hair, 
mainly with permanent hair col-
ouring products. They were split 
into two groups and they either 
applied a leave-on hydro-alco-
holic lotion containing DN-Age 
at 0.25 percent and massaged it 
into their scalp once daily for six 
months (20 people), or the pla-
cebo formula (18 people). During 
the entire duration of the study, 
the volunteers did not change 
their hair-grooming habits. 
To report how they perceived their 
hair after six months of treatment 
with DN-Age, the volunteers filled 
in a questionnaire. Those who had 
applied ingredient perceived clear 
improvements: 80 percent of them 
reported that their hair looked and 
felt thicker and stronger and they 

fig. 1: Effect of DN-Age on ATM expression in HFMs in response to oxidative stress (H2O2)

fig. 4: Anagen hair density over a six-month period plus 6% against placebo

fig. 2: Anti-greying effect of DN-Age against placebo

fig. 3: Difference in whiteness against placebo in two volunteers after three months

ATM EXPRESSION IN HUMAN HAIR FOLLICLE MELANOCYTES

WHITE HAIR COLOR

ANAGEN HAIR DENSITY
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had the impression of having more 
hair. Those who had applied the pla-
cebo formula had no such percep-
tion (fig. 5).

Action on inflammation, 
oxidation and DNA damage
BASF’s new anti-ageing active DN-Age 
acts on a range of processes in the 
cells of the scalp, such as inflamma-
tion, oxidation, and DNA damage. 
It has been proven to decrease both 
oxidative stress and markers of age-
ing in human hair follicle cells, slow 
down hair fibre greying and reduce 
hair thinning. The ingredient is suit-
able for the use in shampoo, condi-
tioner, sun protection and after-sun 
care formulations. � Q

The new active DN-Age is a preservative-free concentrated 
powder PW LS 9827 with the INCI name Cassia Alata Leaf 
Extract (and) Maltodextrin).  The recommended dose of 
use of 0.25 % is Cosmos-approved (PW PSE LS 9827) and 
IECIC-listed. Another version of the ingredient as hydro-
glycerin solution with phenoxyethanol as a preservative is 
available under the reference LS 9547.

1Arck et al. 2006; Wood et al., 2009, Kauser et al. 2011
Additional information can be found   
on the Internet – see download panel� fig. 5: Volunteer perception of their hair after six months of daily application

HAIR BENEFITS
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Rebalancing the microbiota
Events| Optimising the microbiota, anti-pollution, stress reduction, 
protection from blue light, scalp care, sustainably sourced options 
and upcycling – these were the major buzz words associated with  
this year’s launches at In-Cosmetics Global in Amsterdam.  

Angus showed its most recent-
ly launched DMAMP Ultra PC, 
a multi-functional alkalising 

agent for oxidative hair colourants. 
www.angus.com

Ashland introduced SeaStem bio-
functional technology to help skin 
self-renew and protect against the 
negative effects of environmental 
pollutants. Using proprietary Zeta 
Fraction technology, the benefits of 
the entire giant kelp are captured.  

The kelp is sustainably sourced off 
the coast of California. The new Op-
timage SF microgel provides rapid 
and significant improvement in the 
appearance of fine lines and wrin-
kles. The product’s soft, flexible, sil-
icone-free microgel does not interfere 
with other common skin care chassis 
ingredients, enhances formulation 
stability, and is easy to use due to its 
pre-dispersed liquid product form. 
The polymer ChromoHance 113 
shields colour-treated hair from sur-

factant stripping by forming a hydro-
phobic surface on each strand, re-
ducing water absorption during 
washing and slowing the fading pro-
cess. Suprastim from an Amazonian 
super fruit energises and revives 
skin. 
www.ashland.com

Biolie completed its Rainb’Oil range 
of natural lipophilic dyes with the 
Cosmos-certified new colour Rube-
lite Pink which gives pink to violet ph

ot
os

: E
vo

ni
k,

 In
ol

ex
, L

on
za

, A
ng

el
ik

a 
M

ei
ss

, S
ila

b 
(le

ad
 p

ho
to

), 
D

ur
ch

 N
at

al
ie

Je
an

 (k
el

p)
, S

hu
tt

er
st

oc
k.

co
m

INGREDIENTS

30  l  COSSMA 6 I 2018

http://www.angus.com
http://www.ashland.com


shade to emulsions or oils. The 
natural lipophilic pigment Indiru-
bin which is known in literature to 
treat psoriasis is extracted from 
indigo leaves via enzymatic ex-
traction, into high oleic sunflower 
oil. 
www.biolie.fr

Clariant presented trendy formu-
lations, ingredients and new tex-
tures that capture four consumer 
trends having a big influence on 
the beauty business in BeautyFor-
ward – Edition III. 
B-Circadin fights the effects of 
skin damage caused by disruption 
to the skin’s circadian rhythm, 
frequently altered by stressors in 
daily life. It maintains the vital 
synchronisation of the skin’s cir-
cadian cycle, rapidly improving 
the complexion while decreasing 
puffiness and dark circles. 
According to Clariant, the new 
Genadvance range of condition-
ing actives surpasses the current 
quats in such applications as 
rinse-off conditioners and condi-
tioning shampoos, helping to de-
velop products for very damaged, 
dry and lifeless hair. 
Genadvance Repair makes dam-
aged hair sleek, smooth and 
healthy again. It also prevents fur-
ther damage much better than 
current damage-protecting ingre-
dients. 
Genadvance Life brings hair back 
to life. The conditioning ingredi-
ent is particularly effective on thin 
and limp hair, revitalising it with 
both volume and shine. Genad-
vance Life can be used in many 

hair care formats, especially in sil-
icone-free products, and is very 
eco-friendly. Genadvance Hydra is 
a 100% naturally-derived ingredi-
ent, EcoCert-approved, and useful 
for hair’s everyday wear and tear. 
Coming from a family of natural 
moisturisers, it delivers a great af-
ter-feel on dry hair, making it feel 
moisturized and manageable. 
www.clariant.com

Covestro’s new Baycusan Eco line 
of polyurethane film formers is 
based on renewable raw materi-
als. This line sets the minimum of 
the carbon content coming from 
plant biomass at 50 percent, thus 
fulfilling the definition of a de-
rived natural ingredient according 
to ISO 16128-1 standard. Baycu-
san standard products reach bio-
degradability rates of up to 60 per-
cent within 28 days under OECD 
301-B test conditions. 
www.covestro.com

In-vitro DSM’s Bel-Even reversibly 
and selectively inhibits the key 
enzyme 11β-HSD1, which gener-
ates cortisol in the skin. Persis-
tently high levels of cortisol in-
duced by stress are strongly 
associated with visible signs of 
premature skin ageing. A unique 
in-silico-generated rational design 
approach was developed to iden-
tify the lead compound for this in-
gredient, which visibly reduces 
signs of stress on the skin, and im-
proves skin elasticity and density 
as well as skin hydration. 
To mark its 10th anniversary DSM 
launched a new, upgraded version For SeaStem the benefits of sustainably sourced giant kelp are captured

IN-COSMETICS GLOBAL IN A NUTSHELL
9,392 visitors explored this year’s 28th In-Cosmetics Global in Amsterdam in April, 
7% up on the 2017 London show – which made this the busiest show outside Paris 
to date. 88% of the visitors were international, the remaining 12% were Dutch. The 
best represented nations amongst exhibitors were France (166) and Germany (90), fol-
lowed by China (78), the United States (59) and the United Kingdom (58). 773 per-
sonal care suppliers of ingredients, fragrances, lab equipment, testing and  
regulatory solutions showcased their latest developments, with 85 new  
exhibitors present in 2018.

Save the date: The 29th edition of In-Cosmetics Global will take place from 2nd April 2019 in Paris

N N 

of their Niacinamide PC. As this 
variant contains less than 100 
ppm residual nicotinic acid, it has 
very good skin tolerance. 
www.dsm.com

Evonik presented the glycolipid 
family Rheance suitable for chal-
lenging skin types which can be 
used for cleaning skin and hair 
gently yet effectively. Rheance 
One is produced via fermentation  
with sugar as the sole source of 
carbohydrates. In production no 
tropical oils need to be added so 
that the product has the advan-
tage of being natural, sustainable 
and biodegradable. It provides a 
dense, creamy foam and a pleas-
ant, natural feel on the skin. The 
cell-free lactobacillus extract 
Skinolance promotes the natural 
balance of the skin’s flora to 
strengthen the barrier function of 
the skin. Hairflux is a new ol-

Seboclear-MP  
optimises the skin 

microbiota by  
inhibiting an acne 

germ

B-Circadin  
maintains the 

synchronisation  
of the skin’s  

circadian cycle

MICROBIOTA

Ecobiotys 
has rebalancing 
and protective 

actions on the skin 
microbiota
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ive-based ceramide that enables the 
effective care of damaged hair and 
irritated scalp with a single active in-
gredient. This product is also based 
on natural ingredients and involves a 
gentle manufacturing process. Tego 
Pep UP is a new tetrapeptide that in-
creases the collagen production of 
the skin and the fibre production of 

the extracellular matrix to achieve a 
lifting effect. Tego Enlight, developed 
as a means of natural skin brighten-
ing, contains two plant-based ingre-
dients complementing each other’s 
effects. 
www.evonik.com

EnergiNius from Gattefossé protects 
skin cells from screen-emitted artifi-
cial visible light. Its efficacy has been 
demonstrated at both genomic and 
cellular levels: the mitochondrial 
network is preserved from fragmen-
tation, allowing full normalisation of 
ATP production; the mobility and 
communication properties of fibro-
blasts are no longer affected by 
screen light exposure; the cellular ac-
tivity is maintained as well as the 
production of matrix key compo-
nents. The strongly reinforced skin is 
visibly revived and the signs of fa-
tigue disappear in favour of a healthy 
glow. 
www.gattefosse.com

Givaudan Active Beauty combined 
the world of fragrances and cosmet-
ics to create Vetivyne, an active ingre-
dient with both anti-ageing benefits 
and long lasting properties to en-
hance fragrance wear. Scientists and 
sustainability experts at Givaudan 
discovered Vetivyne by using wa-

The COSSMA team with Jeff Rogers from Lonza Dorothea Michaelis (2nd from the left) and Angelika Meiss (2nd from the right) with the Inolex team 

ter-soluble extract from exhausted 
Haitian vetiver roots, a by-product of 
the extraction procedure used to pro-
duce vetiver oil for fragrances. The 
cosmetic active created via this cut-
ting-edge process is fully natural, 
concentrated, odour-free and offers 
clinically proven skin benefits. By 
acting on the skin lipids, it helps en-
hance skin hydration and suppleness 
as well as removing wrinkles. It also 
bridges the cosmetics and fragrances 
worlds nicely as it boosts the long 
lastingness of fragrances that are ap-
plied by the user. The ground-break-
ing ‘upcycling’ approach reduces 
waste and minimises the environ-
mental impact. PrimalHyal Ultrafiller 
is a new cosmetic alternative to in-
jectable dermal fillers. It penetrates 
twice deeper into the skin than 
standard hyaluronic acid and re-
moves wrinkles in just one hour. 
www.givaudan.com/activebeauty

Greentech presented Hebelys, a nat-
ural active ingredient produced by 
the fermentation of Sphingomonas. 
Various tests have demonstrated its 
ability to preserve youthful skin 
through its action on various ageing 
factors and, in particular, on a pro-
tein involved in the process of cellu-
lar senescence. The active ingredient 
has, in particular, a significant and 

ORCHISTEMTM

orchidstemcells improving cell communication
 #firmingeffect #justin14days #skinstemcells #anti-aging
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Dr Fred Zülli and Beata Hurst from Mibelle at the launch 
event of MossCellTec, which won the Gold Award at the show
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proven action on the expression of 
the p16Ink4a protein, a key factor 
of premature cellular ageing. Un-
der the effect of this ingredient, 
the skin is protected, regaining 
density, suppleness, and elastici-
ty. It is the first active ingredient 
resulting from the collaboration 
between Deinove and Greentech. 
www.greentechgmbh.de, www.greentech.fr, 
www.deinove.com

Lessonia’s Fucoreverse is an an-
ti-wrinkles cosmetic active of ma-
rine origin born from a technology 
of algae bio-refinery, in a logic of 
circular economy. The transfor-
mation method only involves soft 
manufacturing processes without 
adding solvent or chemical prod-
ucts. 
www.lessonia.com

Lonza’s LactoPro CLP bioactive is 
an advanced nutrient moisturis-

ing complex containing Lactoba-
cillus and soybean oil which helps 
strengthen the skin barrier, en-
hances skin elasticity, helps retain 
moisture and leads to healthier, 
vitalised and more balanced skin. 
Metabiotics Resveratrol ECT GEO 
bioactive helps improve the radi-
ance and youthfulness of skin by 
effectively reducing the appear-
ance of fine lines and wrinkles. 
PreservationPlus is a new ap-
proach to preservation that goes 
beyond merely the chemistry of 
the preservative. 
The company also introduced a 
scalp care portfolio and has gen-
erated new data that substantiate 
new claims. NAB Rhodiola, an ex-
tract from the Rhodiola rosea 
plant which thrives naturally in 
harsh conditions. This thermal 
protectant has been shown to help 
provide antioxidant protection to 
skin from external stresses, in-
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 #firmingeffect #justin14days #skinstemcells #anti-aging
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– ADVERTISEMENT –

cluding UV radiation. In scalp-
care formulations it delivers triple 
protection: detoxification via anti-
oxidants that limit the ability of 
free radicals to damage skin cells; 
protection against hot and cold 
thermal stress; and calming scalp 
irritation. Carnipure Carnitine 
keeps the scalp fresh by exfoliat-
ing and moisturising the skin bar-
rier. LactoPro CLP, a scalp macro-
nutrient complex including 
Lactobacillus, milk solids and 
soybean, helps improve scalp 
health by retaining existing mois-
ture and building the scalp barri-
er. NAB Butterbur extract is de-
signed for formulations for 
sensitive skin and can also help 
soothe an irritated scalp. 
www.lonza.com

Rahn’s Seboclear-MP is a multi-
functional natural active from the 
leaves of Maclura cochinchinensis 

ANTI-AGEING

Bel-Even inhibits a 
cortisol-generating 
enzyme to combat 
premature ageing

SymGuard CD is 
an environmentally 
friendly alterna-
tive to traditional 
preservatives

Vetivyne has 
anti-ageing  

benefits and long-
lasting proper-

ties for enhanced 
fragrance wear
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Nicolas Lasbistes from Clariant presents Beauty Forward III The Evonik team won the Gold Award for the functional Rheance

operating at the root cause of oily 
skin and setting all levers in mo-
tion to prevent the formation of 
comedones and acne vulgaris. It 
shows retinol-like activity for 
even, juvenile skin. It optimises 
the skin microbiota by selectively 
inhibiting the acne germ P. acnes 
and shuts down inflammation by 
suppressing the skin’s key inflam-
mation enzymes COX-1, COX-2 
and 5-LOX. It inhibits 5α-reduc-
tase to form DHT and resets the 
morphology of sebocytes to their 
original fibroblast-like shape in 
order to normalise sebum produc-
tion. 
www.rahn-group.com

Silab’s Ecobiotys is a natural ac-
tive ingredient bio-inspired by the 
regulating capacity of floral nectar 
microbiota, the Nectarobiota, 
able to rebalance the microbiota 
of mature skin which thus recov-
ers a radiant complexion. The 
company studied the very particu-
lar microbiota of floral nectar, the 
Nectarobiota, and more specifi-
cally that of the porcelain flower. 
Within this Nectarobiota, they 
isolated the yeast Metschnikowia 
reukaufii to use it as a raw mate-
rial for the development of its nov-
el active ingredient rich in biopep-
tides. Thanks to its rebalancing 
and protective actions on the skin 

microbiota, the new active ingre-
dient improves skin quality. 
www.silab.fr

Symrise presented several envi-
ronmentally-conscious products. 
SymControl Care for both oily and 
sensitive skin, extracted from 
Mediterranean green algae by 
means of blue biotechnology, reg-
ulates the skin’s sebum produc-
tion and strengthens the skin bar-
rier. SymGuard CD is an environ- 
mentally friendly alternative to 
traditional preservatives, such as 
Triclosan and Triclocarban. Sym-
Mollient PDCC is a silky emollient 
for modern formulation concepts, 
SymOleo Vita7 is an elixir that 
protects against hair damage. 
www.symrise.com

Vantage’s Liponic Bio EG-1 is a 
sustainably produced multi-func-
tional ingredient derived from 
natural, ethical and sustainable 
feedstocks. Its key benefits in-
clude long-lasting skin moisturi-
sation, a non-tacky and smooth 
skin feel, bright white elegant for-
mulations, improved foam vol-
ume and density, a conditioned 
feel on hair and improved solubi-
lisation properties for colourants, 
powders and active ingredients.�Q 

www.vantagegrp.com

COSSMA’s preview information can be  
found on the Internet – see download panel

EnergiNius protects 
skin cells from 
screen-emitted  

artificial visible 
light

HAIR & SCALP

Hairflux 
enables care for 

both damaged hair 
and an irritated 

scalp

The biodegradable  
Rheance One is  

produced with sugar  
as the sole source  
of carbohydrates
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COVESTRO AG
BU CAS-BPS&A-COS-MEMLA
Leverkusen, Q24, 346
51365 Leverkusen, Germany
phone: +49 214 6009 4666  
www.baycusan.com

PROFILE: With sales of EUR 11.9 billion, Covestro is 
among the world’s largest polymer companies. Busi-
ness activities are focused on the manufacture of 
high-tech polymer materials and the development of 
innovative solutions for products used in many areas 
of daily life. The main segments served are the auto-
motive, construction, wood processing and furniture, 
and electrical and electronics industries. Other sec-
tors include sports and leisure, cosmetics, health 
and the chemical industry itself. Specially made for 

N N DOWNLOADS 

Additional information at 

www.cossma.com/qr00301

Your access codes for June:

User name: cossma6

Password: hair

Sun care
Formulations | What criteria does a new sun care product 
need to fulfil? First of all, it has to be convenient and easy to ap-
ply. Another important aspect is its format. While some people 
love using sun sprays, others prefer using lotions, creams and 
oils, especially when applying the product to the face. Another 
buzzword in this context is multifunctionality. Be inspired by 
our selection of sun care products from various suppliers and 
find the details of each formulation listed, for download free of 
charge at www.cossma.com/qr00301*.  
*Additional information can be found on the Internet – see download panel

the cosmetics industry, Baycusan® pol-
ymers are the ideal film formers and 
sensory additive for innovative color 
cosmetics, sun-, skin- and hair care for-
mulations. Polyurethanes meet many 
challenges of formulating high-per-
forming cosmetics products due to 
their multifunctionnality and sensory 
properties. Covestro, formerly Bayer 
MaterialScience, has 30 production 
sites worldwide and employs approx-
imately 15,600 people (calculated as 
full-time equivalents). 

FORMULAS: 

•	Anti-Sand Kids Lotion SPF 50 

•	Easy & Cold Process Cream SPF 50 

In the July/August issue, we will be focusing on formula-
tions for hair care, styling and hair colour. In our Septem-
ber issue, body care formulations will take centre stage. 
All of the information published here has been carefully 
assembled. Neither the publishers nor the developers of 
these formulations can accept responsibility for its safe-
ty or accuracy. 

Silky Sun Shield Lotion (SPF 50+)
AkzoNobel

High Performance  
Sun Matrix Fluid SPF 50+
BASF

Summer At The Beach (expected SPF 30) 
Biesterfeld Spezialchemie

Sun Care “Light & Silky” SPF 30
CFF GmbH

Cooling Detox Gel Mask
CLR

Easy to Apply Natural Sunscreen
Croda

Sunscreen Mousse PEG Free SPF 30
DaitoKasei

Touch Ready Sun Lotion SPF 30
DSM

Moisturizing After Sun Lotion (20% Urea)
Evonik

Buttery Sun Care For Your Hair
Evonik Dr. Straetmans

Sun Care Solarine III
Greentech

Matcha Green Tea and Lemon  
Butters Mineral SPF 30 Sunscreen
HallStar

Protective Sun Oil
IFF Lucas Meyer

Soft Touch Sunscreen
Kobo

Sunshine Spray
MMP Inc.

Refreshing and Soothing  
After Sun Cream
Nordmann, Rassmann

Sun Care Cream SPF 12
Roelmi HPC

UV Protection Cream
Sederma

Sun Protection Oil SPF50+
Seppic

Don’t Worry, Be Sunny
Stearinerie Dubois

Sunscreen Fluid for Acne-prone  
Skin, expected SPF 30
Symrise

Natural Sun Cream SPF 30
TER Chemicals

Baby Sunscreen Lotion
Zschimmer & Schwarz 

•	Easy Protect Spray SPF 30 

•	Face Sun Lotion SPF 20 

•	Hydracharge Leave-in Hair Cream

http://www.baycusan.com
http://www.cossma.com
http://www.cossma.com/qr00301
http://www.cossma.com/qr00301*


Promotes microbiota balance
LIPOTEC | The peptide 
Fensebiome helps the 
skin regain its origi-
nal strength by pro-
moting microbiota bal-
ance and reinforcing 
the physical barrier 
function. In a clinical 
test, the heptapeptide 
increased the bacterial 
diversity and promoted 
a better balance of 
the volunteers’ micro-
biota. When applied 
before inducing irrita-
tion and evaluated 48 
hours after damage, 
Fensebiome helped to 
reduce the TEWL levels 
by 27.8%. 
www.lipotec.com

Imerys | ImerCare Matte, BSB Award 
winner in the category functionals, 
imparts a mattifying effect in gels 
and creams, liquid foundations and 
pressed powders. Due to the spe-
cial morphology of this kaolin with its 
microporous structure and high sur-
face area, it provides good sebum 
absorption capabilities. 
www.imerys.com

Sulfate-free surfactant
KAO | Akypo Foam LM 25 is an 
anionic sulfate-free surfactant 
which can be thickened very easily. 
It provides very creamy foam, sta-
ble for a long period of time, and 
leaves a smooth feeling. It is very 
mild for skin and eyes, permitting 
to improve the mildness cleansers. 
www.kaochemicals-eu.com
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Improves the mildness of cleansers

A VERSATILE CLASSIC
SYMRISE | Hydrolite 5 
launched in 1992, a ver-
satile substance for a 
broad use in cosmetics, 
is celebrating its 25th 
anniversary. It hydrates 
the skin and boosts the 
performance of active 
ingredients. Its multi-
functional properties 
also benefit the solu-
bilising and emulsify-
ing characteristics of 
ingredients with minimal 
effort. Combined with 
antimicrobial agents, it supports modern product protection. 
www.symrise.com

The hydrating ingredient boosts the 
performance of active ingredients

App for 
formulators
DUPONT TATE & 
LYLE | The new smart-
phone application 
for cosmetic formu-
lators features tech-

nical information, 
sample formula-
tions, recorded webi-
nars and news about 
Zemea propanediol. 
www.duponttateandlyle.com  

The heptapeptide increased 
the bacterial diversity

Technical information 
from the smartphone

For an immediate 
matte skin finish

For skin as glowing  
as crystal 
SEDERMA | The highlighter-like peptide 
Crystalide promotes clear, moistur-
ised, translucent and luminous skin. It 
preserves skin transparency by induc-
ing the chaperone protein-crystallin. 
Furthermore, it bio-harmonises the epi-

dermis renewal leading to a soft-polish 
effect and a dewy finish. The skin looks 
clear, smooth and glowing, just like a 
piece of crystal. 
www.sederma.fr

The peptide brings visible 
results in only 6 weeks

– ADVERTISEMENT –
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• forms the bridge between research, medicine and cosmetics

•  covers the current state of knowledge and practice for both medical 
practitioners and beauty care professionals

• focusses one principal topic per issue and provides information on 
preand post-operative cosmetic treatment as well as operation 
procedures

• Sections cover cosmetology, dermatology, technology and trophology

Reaches more than 10.000 dermatologists, beauticians and 
plastic surgeons in Germany, Austria and Switzerland.

Further information:

www.cossma.com/medicalBF

MEDICAL BEAUTY FORUM
Brings together aesthetic medicine and professional beauty care 

Read our  
E-Paper!

Contact:

+49 (0)7243 7278-144 

+49 (0)7243 7278-227

dorothea.michaelis@health-and-beauty.com
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Product development | A case study shows the step-by-step development of a 
protective spray for hair and what main parameters influence the product’s  
performance to protect hair from oxidative damage due to excessive UV exposure.

quence of a decade of progress in UV 
protection and anti-pollution. The 
concept of skin protection, meaning 
the avoidance of harmful environ-
mental factors, has been common 
knowledge for decades. In contrast 
to skin damage, the effect of hair 
stress is relatively easy to determine 
and quantify. Protein damage, loss 
in hydrophobicity, structural dam-
age, colour fading, split ends, and 
hair breakage are only some of the 
visible effects that occur with hair 
after exposure to oxidative stress. In 
addition, exposure to sunlight leads 
to hair discolouration due to mela- ph
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Dr Katinka Jung* (a), Managing Director 
Tiziana Ciardiello (b), Senior Research Tech-

nologist, Anna Benedusi (b), Head of Product 
Development, Antonio Mascolo (b),  

R&D Laboratory Technician 
Marietta Seifert (a) Head of Laboratory 

Dr Thomas Herrling (a), Managing Director  
(a): Gematria Test Lab Berlin, Germany  

(b): Giuliani, Milan, Italy 
www.gematria-test-lab.com 

www.giulianipharma.com 
*corresponding author

How can an efficient hair care 
product with protective prop-
erties be created when the 

parameters regulating protection are 
not as clear as they are with respect 
to the photoprotective properties of 
skin? And what are the main char-
acteristics that a hair care product 
should possess in order to really pro-
tect the hair against the most com-
mon environmental stressors? 

The difference between 
hair and skin protection
Protecting hair from oxidative dam-
age seems to be a natural conse-

Creating efficient  
hair protection
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nin oxidation via free radicals1,2. 
Melanin is a ubiquitous biologi-
cal polymer containing intrinsic, 
semiquinone-like radicals. There 
are two types of melanin, the 
brown–black pigments (eumela-
nins) and the less prevalent red 
pigments (pheomelanins). Mel-
anin granules selectively absorb 
UV radiation and offer photopro-
tection but become degraded or 
bleached in the process.
Even if the consequences of hair 
damage are of a cosmetic nature 
only, as hair is not biologically 
active, they severely impact a per-
son’s well-being from a psycho-
logical point of view. The strate-
gies available for skin protection, 
such as cosmetic and topical treat-
ments, are based on scientific evi-
dence and can be roughly divided 
into preventive and healing mech-
anisms. In the case of sun pro-
tection for the skin, for instance, 
there are UV filters that will block 
harmful electromagnetic radia-
tion and antioxidants or actives 
that are able to repair and heal 
the damage as a second line of 
defence. In the case of hair protec-
tion, the same strategies – preven-
tion and healing – can be adopted, 
even though modifications are 
necessary, as different biochem-
ical environments and different 
needs in terms of acceptance of 
formulations have to be taken into 
account. 

“�Hair-protective formulas should not contain ingredients  
that facilitate or accelerate photocatalytic reactions” 
Dr Katinka Jung, Managing Director, Gematria 
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Nonetheless, the state of the art 
of modern hair protection prod-
ucts does not seem to reflect the 
knowledge and technology avail-
able. To this end, knowing what 
tools are available to create effi-
cient and high-performing hair 
protection products is paramount. 

The theory of how to 
develop a hair care product
Looking at the development of 
a leave-on hair protection spray 
shows how to apply state of the 
art knowledge of skin protec-
tion to create highly efficient 
hair protection. The environmen-
tal stressor to be combated is UV 
radiation. These are the relevant 
steps for development:
1.	 The environmental stress fac-
tor(s) from which the product 
should provide efficient protec-
tion are defined. Sun exposure, 
and mainly UV radiation, was 
considered to be the environ-
mental stress factor which leads 
to severe hair damage, ranging 
from discolouration to hair strand 
breakage. Especially the interac-
tion between hair melanin and 
UV radiation is considered as the 
most immediate reaction to occur 
during sun exposure. 
2.	 Defining the ideal measurable 
parameter to quantify hair dam-
age and the efficiency of hair pro-
tection.
The first and immediate conse-
quence of the interaction between 
UV radiation and hair is that free 
radicals are generated. Highly 
energetic UVB radiation pene-
trates into the hair core, and the 
potentially damaged sites involve 
proteic structures as well as lipidic 
components and the melanin 
biopolymer. Melanin is defined as 
one of the most important antiox-

idants, as it quenches free radi-
cals. As a consequence, melanin 
is converted into a radical species 
itself, but without the aggressive 
properties of ROS. Due to the sta-
bility of the melanin radical, it is 
suitable as a marker for the detec-
tion of hair damage. Electron Spin 
Resonance (ESR) Spectroscopy is 
an ideal tool for detecting mela-
nin radicals in hair and has been 
used to quantify the damage to 
hair and the protective effect of 
the hair care product under devel-
opment. 
3.	 Defining the appropriate strat-
egies to avoid the damage.

UV radiation as 
an environmental 

stress factor leads to 
discolouration and 
strand breakage

ANTIOXIDANTS 

are a second line of 
defence

10 mg hair 1.5 cm

334 336 338
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 after UV

334 336 338

 

 

magnetic field, mT

 before UV
 after UV

placebo formula

Penetration time

ESR spectroscopy

placebo formula

fig. 1 Experimental setup for melanin/free  
radical measurement in whole human hair
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The “prevention and healing” 
strategy used for skin-care prod-
ucts can and should be adopted 
for hair care as well. As Paracelsus 
famously suggested, prevention 
is better than healing. There-
fore, the first line of defence is 
to be built by actives able to pre-
vent UV radiation from penetrat-
ing into the hair. This goal can be 
achieved with the help of UV fil-
ters. In contrast to skin care, pene-
tration depth is not crucial for hair 
care; the hair should be very sig-
nificantly protected from high-en-
ergy UV B wavelengths. Complete 
protection with organic UV filters 
is nearly impossible because of 
the very big surface area to be 
covered. Film formers and galenic 
formulas that can spread on the 
entire hair surface are of crucial 
importance for the success of the 
strategy. Also, the photostability 
of the UV filters used and their 
combinations will have an enor-
mous impact on the product’s 
efficacy. The formulas should not 
contain any active or ingredient 
that facilitates or accelerates pho-
tocatalytic reactions. Examples 
of photocatalysers, that generate 
free radicals on exposure to UV 
radiation include unsaturated oils 
and, in some cases, fragrances. 

  

The formulation should include 
antioxidants as a second line of 
defence as well.  
After these theoretical consider-
ations, a case report shows how 
an efficient and high-performing 
hair spray is created. The starting 
point is a prototype of a leave-on 
hair spray. A market analysis 
identified benchmark hair sprays 
which claim to protect hair against 
UV, environmental and oxidative 
stress. All analysed products are 
based on actives in water/alcohol 
as organic UV filters, antioxidants, 
and film formers. 

Case report: Development 
of a hair care product
The prototype as well as selected 
market products were analysed 
regarding their efficacy in pro-
tecting the hair’s melanin. To 
this purpose, human Caucasian 
brown hair was exposed to UV 
radiation, and the content in mel-
anin free radicals before and after 
UV exposure was determined by 
Electron Spin Resonance Spec-
troscopy (ESR)3,4. A schematic 
representation depicts the exper-
imental set-up for the measure-
ments, see fig.1.
The unprotected (placebo-treated) 
hair showed a huge increase in 
melanin-free radicals after short 
UV-exposures. After 15 minutes of 
UV radiation additional free radi-
cals increased by approximately 

60%. This is how the protective 
effect (hair protection: HP) of the 
products was calculated:
HP = 1 – [melanin (treated hair)/
melanin (untreated)] * 100 and 
expressed in percentage. The 
results are shown in table 1. 
All the products showed moderate 
protective effects on the genera-
tion of melanin free radicals. The 
analysis of the protection after dif-
ferent UV radiation times clearly 
showed that protection decreased 
with increasing UV doses. There-
fore, one reason for the insuf-
ficient protection was a lack in 
photostability of the UV absorb-
ers and the antioxidative actives 
used. Moreover, natural oils and 
extracts limited the photosta-
bility of the entire formulation 
and reduced the photoprotective 
effects. With these modifications 
to the prototype formula, the 
required high protection was met:
1.	 Avoiding adverse photocata-
lytic reactions due to natural oils, 
fragrances or extracts in the prod-
uct under development by analys-
ing all components individually 
and in combination with respect 
to their capacity to induce free 
radical peroxide reactions under 
UV radiation. 
2.	 Metal ion chelators were added 
to help prevent hydroxyl radical 
formation on the hair’s surface 
and stabilise the formulation. 
The resulting Prototype 2 showed 

Natural oils and 
extracts limit the 

formulation’s photo-
stability and reduce 

photoprotective 
effects 

  A LACK 

of photostable UV 
absorbers and anti-

oxidative actives 
leads to insuffi-

cient protection

Visible signs of 
oxidative stress 

include protein 
damage, loss in 
hydrophobicity, 

structural damage, 
colour fading, split 

ends, and hair 
breakage 

tab. 1: Results of the HP (Hair Protection) factor of market 
products and prototype 1 before optimisation

Prototype and
market analysis

Definition of the aim:
„Highly effective photoprotection for hair“

Definition of the analytical parameter:
ESR based melanin analysis RHF

Optimisation: 
Photo-Stability

Optimisation: 
Efficacy

Prototype 1 Prototype 2 Prototype 3

fig. 2: Aim: Highly effective photoprotection for hair
Analytical parameter: ESR based melanin analysis RHF

Hair stress can 
easily be determined 

and quantified

Hair  
protection, %

H2O 0 

Market product 1 32

Market product 2 26

Market product 3 27

Development product (Prototype 1) 18

Reference 0.1% Vitamin C 38

Product RHF HP (%)

Spray Protettivo Capelli Rev. 6 4.3 ± 0.6 76
tab. 2: Average values of 4 independent measurements with standard deviations
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a higher photostability even 
after long UV irradiation doses.  
Stabilisers and photostable lipids 
guaranteed the absence of pro-ox-
idative reactions. 
The sensitive components were 
carefully analysed individually 
and in combination to ensure the 
absence of any adverse radical 
chain reaction under UV radiation.  
However, the hair protection fac-
tor (HP) obtained was considered 
to be not high enough. Therefore, 
Prototype 3* was modified and 
optimised along the following 
parameters:
1.	 Photoprotection was increased 
by using photostable and highly 
efficient organic UV-filters. 
2.	 The antioxidant system was 
carefully chosen to provide an 
efficient second line of defence.

The photostability 
of the UV filters and 
their combinations 

determine a  
product’s efficacy

Measurable  
parameters are 

needed to quantify 
hair damage and 

the efficiency of hair 
protection

PROTECTION

As the hair’s 
melanin is sensitive 
to UV radiation it 

should be protected 
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3.	 Fragrances were analysed and 
chosen according to their compat-
ibility with the formula and the 
absence of peroxide chain reac-
tions with adverse pro-oxidative 
effects. 
The optimised product was ana-
lysed again by using the same 
ESR-based analysis on melanin. 
The protective effect was sig-
nificantly higher and was sta-
ble at high UV-irradiation doses. 
The optimisation steps led to an 
increase in the HP value from 
18% to 76%, see tab. 2. 

How to obtain a hair 
protection factor of 76%
Highly efficient hair care products 
should protect the hair from oxi-
dative damage due to excessive 
UV exposure. Especially the hair’s 

melanin is sensitive to UV radi-
ation and should be protected. 
Analysing the melanin free radi-
cals before and after UV radiation 
is therefore a useful parameter to 
quantify the protective effect of a 
cosmetic hair care product. The 
characterisation by the Radical 
Hair Protection (RHF) factor facil-
itates evaluation and optimisation 
in the course of product develop-
ment with respect to stability and 
efficacy and helps to substantiate 
marketing-relevant and innova-
tive claims, see fig. 2. 
Appropriate optimisation strate-
gies led to an increase of hair pro-
tection from 18% of the first pro-
totype to 76% of the final hair 
care product.  � Q

*The INCI of Prototype 3 and the references can be 
found on the Internet – see download panel
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Key Global trends
Events | Find details on fresh insights and data for the global beauty industry  
from the Marketing Trends Presentations of this year’s In-Cosmetics Global in  
Amsterdam compiled by Imogen Matthews.

AUTHOR:  
Imogen Matthews

Consultant to In-Cosmetics 
Oxford, Great Britain

The Marketing Trends Presentations at this year’s In-Cosmetics Global show in Amsterdam 
provided fresh insights and data for the global beauty industry. New for this year was a 
complete day dedicated to key beauty trends from around the globe, focusing on Europe, 

Asia, North America, Latin America, 
Africa and the Middle East. 
As scientists’ understanding of the 
microbiome and the use of actives in 

cosmetics has grown, this provided 
the backdrop to presentations cover-
ing trends in healthy ageing, anti-pol-
lution and probiotic skin care claims, 
athleisure, hair care and colour cos-
metics. The sessions also include an 
examination of digital trends, oppor-
tunities for brands to expand in Chi-
na and the reasons why customisa-
tion is very much in vogue.

Regional beauty trends
The Cosmetics Design team provid-
ed a region by region overview of 

beauty trends in the $465bn market, 
which is expected to reach $532bn by 
2022, according to Euromonitor data. 
Simon Pitman alluded to the chal-
lenges in the mature European and 
North American markets, highlight-
ed how fragmented the Latin Amer-
ican beauty market is and that Indo-
nesia, India and China are leading 
the way in Asia Pacific.

European BPC trends 
2018 Mintel took its BPC 2018 
trends and put them into a Europe-
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The $465bn 
market is 

expected to reach 
$532bn by 2022

$22.7bn by Kline. Dow Corning is 
the biggest personal care ingredi-
ent supplier in the US.  

Beauty routines in Asia
Florence Bernardin, founder In-
formation and Inspiration, com-
pared beauty routines and new 
product development in Japan, 
Korea and China. Japan is a more 
mature and sophisticated market 
where consumers use fewer prod-
ucts and are concerned with inner 
beauty. Ageing is a big issue with 
products targeting the different 
ages over 50. Korea is all about the 
experience and format – consum-
ers look for nature with a twist 
along with a quest for glowing 
beautiful skin achieved through 
many steps. China is a young 
market where beauty brands tar-
get consumers in their first job 
and who have no time for sleep-
ing or a social life. Pollution is a 
big problem so there is a strong 
focus on a dedicated cleansing 
routine. Double cleansing is well 
established among 81% of Jap-
anese women and 73% of Kore-
an women, with foam cleansers 
and enzyme cleansing powders a 
strong trend. Hydration is highly 
valued and achieved by applying 
watery/oil layers for perfect com-
fort and skin translucence. “Mists 
and balms are now the hydration 
best friends, perfect for layering 
and nomadism. New steps with 
new textures are also being creat-
ed,” explained Bernardin. Asian 
women are mask addicts with 
many using one a day for imme-
diate results from concentrated in-
gredients. 

Potential of Middle  
East & Africa
Megan Powell, consultant, and 
Vatsala Rathore, associate direc-

an context, beginning with Play-
ing Mother Nature and the con-
cept of natural beauty ingredients 
that encompass local approach-
es as well as technology develop-
ments. In the UK, half of consum-
ers bought products made from 
natural ingredients over the past 
year, while 64% of Germans buy 
natural/organic in order to avoid 
unnecessary chemicals. “Con-
sumers are willing to have natural 
identical formulations,” explained 
Vivienne Rudd, director of global 
innovation & insight. 
The buzzword is skin microbi-
ome and consumers are starting 
to understand there is a link be-
tween gut health and skin health. 
Moving forward, Rudd suggested 
exploring fermentation as a way 
to deal with the rising demand 
for natural ingredients. The My 
Beauty, My Rules trend is about 
a break with conventional demo-
graphic targeting as consumers 
no longer want to be defined by 
gender, race, colour or age. Two 
thirds of Spanish consumers are 
interested in tailored/personal-
ised products. A third of Italian 
consumers want products that 
accept people’s flaws rather than 
promote a beauty ideal. “Listen to 
the consumer, produce products 
that empower, recognise and re-
spect diversity,” advised Andrew 
McDougall*, global beauty analyst. 

Trending US ingredients 
By category, Nikola Matic, direc-
tor (chemicals & materials), Kline 
& Company, highlighted some of 
the key product trends. They in-
cluded city stress and bluelight, 
UV and IR radiation in skin care, 
how masking is now established 
within men’s grooming, treat-
ment delivery systems and the 
use of charcoal in hair care and 
the growth in scalp care products. 
Artisanal fragrance brands are ex-
ploring ancillary categories, such 
as Le Labo bath products. These 
trends explain the success of spe-
ciality ingredients which have the 
largest growth potential in person-
al care and are currently valued at 

SPECIALITY 

ingredients have the 
largest growth 

potential in 
personal care

Korean women 
seek glowing  
beautiful skin 

achieved through 
many steps

“�2018 is the start point to market in a new way as the 
consumer is no longer the same as five years ago”
Houda Lazaar, Innovation Business Developer, Bloomoon

tor, Butterfly, discussed how the 
$25.4bn MEA market (Middle 
East Africa market) will grow by 
6.4% per annum over the next 
five years and is evolving into an 
interesting space with huge po-
tential for marketers. There are 
big challenges, such as the lack 
of infrastructure, difficulty for 
brands to get stocked and heavy 
taxes. Yet, there are many unmet 
consumer needs affecting dark 
skin, curly hair and the Muslim 
lifestyle. Brands need to under-
stand the tension between Mus-
lim women doing their own thing 
in a strict religious society. “It 
should not be a superficial in-
clusion and brands need to show 
how women interact with others. 
It’s not about what she wears on 
her head,” said Powell. The way 
forward is in creating brands craft-
ed with MEA consumers in mind 
that can be adapted by its con-
sumers, that reconnect with local 
heritage and align with global val-
ues. The future will be about how 
beauty brands can forge deeper 
and more relevant connections 
beyond the stereotypes. 

Global growth drivers
The latest Euromonitor research 
shows a return to strong growth 
for global skin care, up 8% in 2017 
and overtaking colour cosmet-
ics as the fastest-growing beau-
ty market. According to Kseniia 
Galenytska, senior analyst beau-
ty and fashion, Euromonitor In-
ternational, the largest sector in 
skin care is anti-agers, which are 
expected to be the main contrib-
utor to future growth up to 2022 
due to an increased focus on prod-
uct claims, such as anti-pollution. 
Galenytska’s presentation identi-
fied healthy ageing as one of the 
megatrends, led by the trend for 
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healthy eating and lifestyle choic-
es. Euromonitor research confirms 
the importance consumers place 
on using skin care to improve the 
look or feel of their skin and to 
achieve clear and healthy looking 
skin. “Consumers are looking to 
replace artificial ingredients, want 
fewer ingredients in products and 
put their trust in traditional and 
transparent products,” said Ga-
lenytska, adding that this is high-
est in North America and Europe. 
The trend is spilling over into 
beauty with brands such as S.W. 
Basics formulated with just three 
ingredients. Beauty athleisure is 
linked to the concept of healthy 
ageing as more people partake 
of exercise, which is creating a 
niche for products that support 
this trend. These include sweat-
proof cosmetics, such as Clinique 
Fit and Sweat Cosmetics. Healthy 
ageing is also about internal bal-
ance, and beauty brands are tap-
ping into wellbeing, such as Moon 
Juice, a holistic one-stop shop in 
California selling items such as 
Brain Dust, Sex Dust and Dream 
Dust.
Maria Coronado Robles, senior 
ingredients analyst, Euromon-
itor, examined how skin care 
brands are embracing the con-
cept of protection with anti-pol-
lution and probiotic claims. “Air 
pollution is not just Asia’s prob-
lem,” she affirmed, “but a global 

phenomenon. By 2030, 60.5% of 
the world’s population will live 
in cities, rising to 82.9% in Latin 
America.” Products to slow ur-
ban skin ageing are therefore on 
the rise and sought by 25% of 
Generation Z consumers, the gen-
eration below millennials. In ad-
dition to skin care, Euromonitor 
has identified growth opportuni-
ties for anti-pollution ingredients 
in sun care, hair care, skin barrier 
and full protection products, with 
a possible interest in products that 
tackle the effects of vehicle partic-
ulate emissions. 
As highlighted throughout the 
In-Cosmetics Global show, the 
skin microbiome is a business op-
portunity. Many types of probiot-
ics are now used in personal care, 
anti-ageing and dermocosmet-
ic products from a wide range of 
brands, such as Clinique, L’Oréal 
and Elizabeth Arden, to Mother 
Dirt, Glowbiotics, Drunk Elephant, 
Gallinée, JooMo and Chuckling 
Goat. Coronado Robles discussed 
the challenges in developing pro-
biotic beauty products, including 
the medium to long-term effects 
in using them.

Spotlight on different 
product categories
Consumers’ high engagement on 
social media is helping to fuel fast 
growth within the global $48.3bn 
make-up market, according to 
Charlotte Libby, senior beauty 
analyst, Mintel, whose presenta-
tion covered the latest fashions, 
colours, ingredients and packag-
ing. Make-up fashions are heavi-
ly inspired by beauty influencers, 
especially in China where 41% of 
make-up users take heed of blog-
gers. New fashions include the use 
of liner on the inner corner of the 
eye to make it brighter; a return to 
body make-up, influenced by Fen-
ty Beauty and temporary tattoos. 
The internet is a showcase for 
visual facial art, such as crystals, 
gems, flowers and studs, as well 
as techniques using artificial reali-
ty (AR). “New York Fashion Week 
has promoted a return to colour,” 

The challenge for marketers is to rethink the “For Men” concept

stated Libby, and is where new 
trends such as blush replacing 
contouring are taking place. Glit-
ter is back in force as evidenced 
by MAC showcasing 13 new glit-
ter shades. “We’re now seeing glit-
ter for sensitive skin and there is 
an environmental consideration 
too – glitter must be biodegrad-
able,” said Libby. The probiotic 
trend has also reached make-up 
with fermented ingredients used 
to promote healthy skin. Packag-
ing innovations include formats 
that have more than one function 
and are attractive enough to look 
good in photos. 
The global hair care market is 
poised for growth, according to 
Global Data, which identified 
shampoo, conditioner and hair 
colourants as the three fastest 
growing segments, all increasing 
in excess of 4% per annum. Im-
age consciousness is one of three 
drivers of consumer attitudes and 
behaviour. “Social media is put-
ting pressure on hair appearance 
as 33% of global consumers claim 
it has made them more self-con-
scious about their appearance,” 
said Iliyana Mesheva, associate 
analyst, Global Data. Many con-
sumers are taking a more holistic 
approach to hair care as they do in 
other parts of their life. The third 
driver is a shift towards more so-
phisticated hair care regimes with 
up to eight different steps, such as 
pre shampoo, serum, mask, pre 
style and after style. K-hair care 
has undoubtedly impacted this 
trend and is gaining more prom-
inence globally. Customisation in 
hair care is also creating new hair 
care opportunities, such as niche 
Canadian brand Oleum Vera Do-
It-Yourself kit of oil treatments, 
mask and rinses. Mesheva also 
highlighted new innovation op-
portunities through tech advances 
such as Schwarzkopf Profession-
al SalonLab Analyzer, a handheld 
device that measures hair mois-
ture, quality and colour and pro-
vides hyper-personalised hair care 
products. Waterless solutions are 
also expected to grow the hair 
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SHAMPOO,

conditioner and 
hair colourants – 
the three fastest 

growing segments – 
all grow more than 

4% per year

Foam cleansers 
and enzyme 
cleansing 

powders are a 
strong trend in Asia

Global skin care, 
up 8% in 2017, 
overtook colour 
cosmetics as the 

fastest-growing 
beauty market

MARKETING

44  l  COSSMA 6 I 2018 www.cossma.com

http://www.cossma.com


CLEANSING

Due to the
problem of pollu-

tion in Asia a dedi-
cated cleansing 
routine is key

“�Brands need to show they are not 
just interested in millennials”
Lia Neophytou, associate analyst, GlobalData

care market, with products such 
as Ouai Anti-Frizz Hair Sheets 
made from hemp paper enriched 
with coconut oil and shea but-
ter, and L’Oréal Paris Magic Touch 
Instant Root Concealer, a tempo-
rary quick fix solution to cover up 
grey hairs. Future opportunities 
include tailored product based on 
DNA samples and day and night 
treatments akin to those seen in 
skin care.  
Men’s grooming is due for a re-
vamp, according to Louise 
Barfield, head of marketing, Two 
by Two, who believes that the in-

dustry is too quick to divide prod-
ucts up by gender. Despite the 
size of the global men’s market 
at $40bn, the challenge for mar-
keters is to rethink the “For Men” 
concept. Barfield discussed some 
of the behavioural changes that 
are leading to the redefinition of 
masculinity, including the repo-
sitioning of leading brands Lynx/
Axe and L’Oréal Men Expert to be 
more in line with modern men’s 
expectations. She suggested new 
ways to connect with men, in-
cluding through online subscrip-
tion services, health-tech and 
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Products to slow 
urban skin ageing 

are on the rise

wearables and cross-category in-
novation, such as cycling brand 
Rapha’s Chamois Cream designed 
for cyclists who shave their legs. 
According to Madelyn Postman, 
director and co-owner, Leidar 
London, the baby toiletries mar-
ket can be segmented according 
to a brand’s authority and story. 
For example, Burt’s Bees, Wele-
da and Earth Friendly Baby all 
have a strong brand story and are 
therefore able to command a sig-
nificant premium compared to 
brands such as Sanex Kids, John-
son’s Baby, Baby Dove and many 
own label baby brands, which 
are up to 30 times cheaper per 
100ml. It is a crowded and ma-
ture market which attracts new 
brands, dubbed “accidental entre-
preneurs” by Postman. These are 
parents who become more aware 
of health, lifestyle and sustaina-
ble issues once they have children 
and often start brands as a result 
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of allergies to existing products. 
The rise of the “mumpreneurs” 
is impacting on existing well-es-
tablished brands, such as John-
son’s Baby, although many big-
ger brands are still attracted to the 
category with baby and children’s 
versions, such as L’Oréal Kids, 
Simple Baby, Nivea Baby, Baby 
Dove and Sanex Kids. “There’s a 
gap in the market, but is there a 
market in the gap?” asked Post-
man, who believes it can be done 
by telling an authentic story and 
getting your messaging right.  

Evolution of natural & 
organic cosmetics
Ecovia Intelligence valued the nat-
ural and organic cosmetics catego-
ry at $9.6bn in 2016, with growth 
of 5–6%. Sales in Europe reached 
$4.1bn, growing fourfold in ten 
years, compared to a market val-
ue of $4.9bn in North America. 
“In Europe, 60% of natural and 
organic cosmetics are now certi-

fied compared with just 11% in 
North America,” explained Am-
arjit Sahota, founder and presi-
dent, Ecovia Intelligence. Green-
washing is still a big problem in 
the category with too many con-
ventional brands selling products 
as natural or organic. Sahota cited 
examples such as Natural Repub-
lic Aloe Vera and AS Watson’s Nat-
urals range which carry labels to 
give the impression they are cer-
tified. With more than 30 stand-
ards now in operation globally, 
Sahota does not believe that they 
are the solution to greenwashing 
– they just make it worse. Look-
ing to the future, he foresees more 
labels for single ingredients, such 
as rice, soy, sugar cane and palm 
oil, though this could lead to even 
more logos. Another trend will 
be a move away from fear-based 
marketing as consumers become 
more informed about natural and 
organics through apps. Packag-
ing will also come under scruti-
ny, with a move towards plantable 
formats and single use minis. The 
biggest impact will come from 
consumers reducing the time 
spent in the shower at lower tem-
peratures. “Consumer use is the 
biggest part of carbon footprint at 
58%”, pointed out Sahota.

Fragrance in cosmetics
Latin America is an important 
growth market for beauty and 
personal care fragrances and is 
expected to grow as the Brazil-
ian economy recovers from re-
cession, commented Kim-Davy 
Hoeu, founder and director, KDH 
Concepts. By contrast, the mar-
ket for fragrance ingredients in 
North America and Western Eu-

rope is sluggish, though they re-
main significant targets for new 
fragrance ingredients and notes. 
The MEA and Asia Pacific regions 
also demonstrate strong growth 
patterns. The largest markets 
for fragrances are bath & show-
er products, which account for 
46% of the total, followed by de-
odorants at 23% and hair care at 
20%, though it is body care which 
offers the greatest opportunities 
for growth. Apart from price, fra-
grance is the number one reason 
to purchase for global consumers, 
especially among young people 
aged 18–24. Fruity notes, includ-
ing exotic and red fruits with a 
warm gourmand or oriental face 
are the most popular ones used 
in beauty and personal care prod-
ucts, followed by floral notes to 
promote relaxation and for use in 
beauty rituals. 

New beauty behaviours
Lia Neophytou, associate ana-
lyst, GlobalData, talked about 
the athleisure trend which brings 
the worlds of style and sports to-
gether in a new lifestyle trend. It 
has strong links to sports clothing, 
which grew by 20.4% in the UK to 
reach £5bn in 2017, healthy eating 
and exercise. Consumers, many 
of them millennials, want to look 
their best in the gym, giving rise 
to the hashtags #GymSelfie and 
#CleanLiving, led by influencers 
such as Kayla Itsines. “There is 
room to target other groups, such 
as Gen X and Boomers. Brands 
need to be inclusive and show 
they are not just interested in 
millennials,” stated Neophytou. 
She identified opportunities for 
beauty brands in this space, in-
cluding developing beauty fitness 
brands that have staying power 
as well as for “post-gym” skin; 
functional outdoor products that 
protect against the elements and 
pollution, as well as cool down, 
post-workout recovery products; 
and optimising multifunctional 
products for use out of home. 
According to Paula Cardoso and 
Houda Lazaar from Bloomoon, 

“�The new consumer demands high quality, 
organics, sustainability and a wow factor”
Houda Lazaar, Innovation Business Developer, Bloomoon

THE GLOBAL 

men’s market is 
valued at $40bn

In Europe, 60% of 
natural and organic 

cosmetics are  
certified, in North 
America just 11% 

Body care offers 
the greatest  

opportunities for 
growth

More sophisticated hair care regimes 
comprise up to eight different steps
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the consumer must be involved 
in every step of the innovation 
process. Inviting the audience to 
put on 3D glasses, they showed 
a futuristic view of a connected 
consumer who will have her sleep 
cycle, natural cycle and physiolog-
ical needs monitored in real time 
to create a hyper-personalised 
range of skin, hair and body care 
products. “2018 is the start point 
to market in a new way as the 
consumer is no longer the same 
as five years ago,” commented La-
zaar. “She demands sleek, high 
quality products, organics, a com-
mitment to sustainability and a 
wow factor. In short, a unique 
consumer experience.” It will re-
quire radical, disruptive innova-
tion and a new way of designing 
an existing experience.

Accessing the  
Chinese market
Helen Miller, founder, Helen Mill-
er Consulting, discussed the op-
portunities and challenges for 
beauty brands looking to expand 
their business into China. Get-
ting established is complex and 
costly, involving large fees and 
an understanding of the changing 
nature of Chinese import regula-
tion. “Brands seeking volume of-
ten struggle to get it,” she pointed 
out. “SME’s with no expertise or 
the resources to export may feel 
overwhelmed by what they don’t 
know.” Miller recommended em-
ploying a brand-focused Manda-
rin-speaking agent who can pro-
vide the gateway for businesses 
to trade in the world’s largest and 
fastest growing consumer market, 
valued at $1,973bn by eMarketer. 
This would enable brands to fo-
cus on their domestic, European 
and North American export strate-
gies, leaving their agent to launch 
their products and drive sales to 
China. Miller described the Chi-
nese retail landscape dominated 
by Alibaba and JD, while Koala is 
the leading platform with a 24% 
market share. Western brands are 
in high demand and perceived to 
be of higher quality, with many 

premium brands from corporates 
already using the online opportu-
nity with platforms such as Koala, 
Mei.Tmall.com, JD.com, vip.com 
and Taobao.com. Chinese social 
media should also not be ignored 
as they have been found by AT 
Kearney to have ten times more 
influence on purchase decisions 
than in the US.  

Round table: are indie 
brands worth the hype?
COSSMA’s senior editor Angeli-
ka Meiss moderated the round ta-
ble discussion about indie brands 
which included Camilla Mar-
cus-Dew, co-founder, The Soap 
CO., Zeze Oriakhi-Sao, founder, 
Malée and Nick Vaus, partner and 
creative director, Dew Gibbons + 
Partners, who have rebranded 
and are now called Free The Birds. 
The Soap Co. has a unique posi-
tioning in the beauty market in 
that 80% of its staff have a disa-
bility or mental health condition. 
Marcus-Dew wanted to find a con-
nection between good causes and 
good business in order to have a 
purpose in society. The range has 
been gaining ground with depart-
ment store retailers, luxury res-
taurants and hotels. Oriakhi-Sao 
described Malée as the new face 

of beauty that opens the door for 
African beauty. Malée was her 
great-grandmother’s name, while 
the ingredients and scents were 
inspired by Oriakhi-Sao’s trav-
els to Africa. Aware that the mar-
ket was saturated with the same 
brands offering the same proposi-
tions, she set out to create authen-
ticity and a soul to the brand. As 
a designer, Nick Vaus works with 
many indie brands that have this 
kind of energy and brings them 
to life with a visual identity. If the 
brief is about digital, Vaus will 
make the brand look consistent on 
all platforms. Passion, however, 
is not enough to succeed. When 
Marcus-Dew first set up she asked 
for favours, begged and borrowed 
from people to support the con-
cept, design and PR. Oriakhi-Sao 
described how she did not have 
the luxury of failing. “The concept 
of failure is the biggest thing that 
holds you back,” she said. Vaus’ 
biggest advice to indie brands is 
to calm things down and bring 
clarity to the table. “Many just 
have one consumer in mind, but 
they’re not all 16-32. It’s easy to 
go off on a tangent.”
� Q

*A Web TV interview with Andrew McDougall and 
access to the Marketing Trends Presentations can be 
found on the Internet – see download panel
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to dip-dye and ombré in single col-
ours or a rainbow of shades. The col-
our can easily be fixed with hair 
spray to make the colourful high-
lights last longer. 

A broad choice of products
Thanks to countless colour combi-
nations and intensive shades with 
different levels of permanence, any-
one can emphasise their personal 
style with Got2b lighteners, 
semi-permanent hair colours, pastel 
sprays, colour sprays and the all-
new hair chalk – whether for just a 
few hours or for several weeks. 
everyone can give their creativity 
free rein.		�
The products are available in stores at 
a recommended price of € 7.99

www.schwarzkopf.international/en/brands/haircolor/
got2b-color.html � AM

now switch from one intensive col-
our effect to the next and give their 
creativity free rein.
The hair chalk with a precise sponge 
applicator lasts until the next hair 
wash and is easily washed out. 
Available in grasshopper green, sky 
blue, violet purple and cotton candy 
pink, all impressive shades. The ap-
plicator sponge not only makes it 
easy to apply the product but also 
makes application very precise. 
After opening the product, a dry 
piece of hair is simply clamped be-
tween the hair chalk and the appli-
cator sponge. Then, the product is 
slowly and carefully pulled along the 
entire length of the hair. That’s all. 
The application can be repeated un-
til the desired look is achieved. Any-
thing is possible, from cool accents 

Today green, tomorrow pink, 
and the next day blue or pur-
ple: with the new Strand up 

range from Got2b, trendsetters can 

Countless colour options
Product development | Got2b Strand up, a hair chalk with a precise sponge 
applicator in striking colours, helps alternate between intensive hair colour 
effects with zero commitment and this time qualifies as our Star of the Month.  

Star
OF THE 

Month

Hair chalks with a spe-
cial applicator for pre-
cise application make 
following the hip pastel 
trend ever so easy
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Formulations | Kim-Davy Hoeu from KDH Concepts explains what  
makes texture so important in skin care, to what extent texture can drive  
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As a product developer work-
ing in the beauty industry 
for over ten years, I’m often 

asked what my favourite beauty 
products are – and why they are so 
popular with me. 
The second question – the why – is 
easy to answer, as it is a personal 
preference to a certain extent. But 
the first question, even without con-
sciously realising it, has a lot to do 
with the texture of the product, its 
design and of course its feel. 

Consumers assess sensorial 
attributes subconsciously
A product’s major point of differen-
tiation is its texture and its senso-
rial effects, but this is most of the 
time a subconscious assessment. For 
example, if you think of the last time 
you sampled a new product, you will 
remember smelling it first and then 
applying a small bit. Without even 
noticing, you will be making sen-
sory assessments about how much 
you like or dislike the product’s fra-
grance, pick-up, immediate texture, 
play time, rub out and after-feel.

Linking texture to functionality
Carole Berning, consumer psychol-
ogy, professor and consultant, said: 
“Sensory attributes have a major 
impact on consumer product percep-
tion and appeal across all five senses 
and every product category I’ve ever 
worked on. There are likely to be 
thousands of examples of how mod-
ifying a specific sensory attribute 
results in significantly altered prod-
uct performance ratings as well in 
overall ratings and sales.”
According to Berning, texture is one 
of the crucial factors consumers rely 
on to determine the quality of a prod-
uct, particularly in personal care. For 

example, the more dense or thick a 
formulation is, the more it is per-
ceived as being moisturising, while 
lower viscosity is perceived as being 
“watered down” and less effective. 
Characteristics of lather also alter 
the perceived product performance, 
along dimensions such as creamy 
versus airy versus low sudsing for 
rinse-off products. 
Mintel’s research, conducted in the 
UK, demonstrated the above effects, 
and even dug deeper, differentiating 
female vs male perceptions. Consum-
ers indeed clearly link sensory prod-
uct qualities to a product’s function-
ality: 
•	 3 in 5 UK female body care users 

think that a body care product is 
moisturising when it leaves the 
skin soft to the touch hours later. 
They are more likely than men to 
associate tactile benefits, such as 
softer skin, with moisturising 
(53% vs. 41%).

•	 Men engage more with visible ef-
fects. For example, 46% of UK 
male body care users think a prod-
uct is most moisturising when it 
absorbs quickly. Men are more 
likely than women to associate 
visual benefits, such as the skin 
looking shinier instantly (17% vs. 
13%) or leaving a residue on the 
skin (10% vs. 6%) with perfor-
mance.

However, from a technical and for-
mulation point of view, the thickness 
or foaminess of a product doesn’t 
necessarily mean that it is more 
moisturising or cleansing. Those 
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www.kdhconcepts.com attributes are more related to the 
level of actives. 
Formulators realise how consumer 
perception works and bear this in 
mind when developing a formula. 
Gajan Haas, Director of R&D at Twin-
craft Skincare, mentions “From the 
perspective of a brand-based R&D 
scientist, the aim is to achieve a prod-
uct with an appealing feel, appear-
ance and application. Texture plays a 
major role, and Korean Beauty brands 
are maximising on these features. 
Korean Beauty brands are marketing 
products with different sensorial and 
texture experiences, for example: a 
gel that breaks down and releases 
hydration onto skin plus a cooling/
tingling sensation. These textures are 
developed by using different emol-
lients and polymers in combination. 
Polymer technology has been contin-
uously improving every year. So if a 
formulator chooses the right polymer 
in combination with the right emol-
lients and solvents, s/he will be able 
to provide certain textures and sen-
sorial effects.”

Texture’s importance in 
driving functionality
In addition to the sensorial attributes 
textures provide on a psychological 

Consumers who consider sensory benefits to be important or 
very important in their choice of skin care products

Source: Datamonitor Consumer Surveys, April/May 2009
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and physical level, they are also 
the main driver of a product func-
tionality. 
A study on the influence of SPF 
and the quantity of sunscreen 
applied published in the Inter-
national Journal of Pharmaceu-
tics (August 2012) showed that 
an SPF15 can be more efficacious 
than an SPF30 when the former is 
applied properly onto the skin and 
the latter is not. This was demon-
strated by comparing twenty com-
mercially-available products with 
SPFs varying between 10 and 
50+. 
But what does it mean when the 
sunscreen is not applied properly 
(is that lower quantity, some other 
factors)? It simply means that the 
product does not feel nice enough 
on the skin to apply it properly. 
Formulators are very well aware 
of this phenomenon. 
Monica Advani, Senior Formu-
lation Chemist at Cosmetic Solu-
tions LLC commented: “This is 
where the feel of the product and 
the overall sensation experienced 

According to industry expert 
Belinda Carli, Director of the 
Institute of Personal Care Science 
(IPCS), sensory experimentation 
is the primary purchasing driver 
in beauty. She explains that “with 
increasing competition in this 
sector, sensory now matters more 
than ever to help a consumer 
really fall in love with every aspect 
of your product. What consumers 
can touch, smell, and see about 
a product matters before and, in 
the long run, often as much as 
how well a product works. With 
so many products, and so much 
choice focussed on sensory, it is 
important to captivate your target 
market from that very first touch 
through to everyday use. This is 
of equal importance now as how 
well the product works!”
Datamonitor also looked at the 
importance of sensory product 
benefits in the choice of skin care 
products across various countries.
Understanding how to reinforce 
the connection between prod-
uct and consumer is key to driv-
ing more experimentation and 
therefore product purchase. It is 
important to enhance the con-
nection between the product and 
users, and drive experimentation 
through multi-sensory experience, 
including textures and scents, 
packaging and digital tools.
According to Mintel, the emer-
gence of multi-sensory expe-
riences in the beauty market 
increasingly engages the con-
sumer with the product. A con-
nection between product and con-
sumer builds an emotional bond 
to create a deeper, more memo-
rable experience for consumers. 
Unusual textures, mood changing 

is key. And ultimately, the product 
must be efficacious. Texture is a 
key driver in all of these aspects. 
Overall, the benefits of texture 
are not only from a perspective 
of appeal, but function as well.”
When we like the sensory appeal, 
texture, and fragrance of a prod-
uct, we will apply it better and 
more abundantly, thus improving 
the product’s benefits. 

The texture business
From silky soft to watery and 
granular, a product’s true identity 
starts with its texture.
Looking at a product’s timeline 
from a marketing point of view, 
how does a product get noticed 
once it has been launched?
According to Datamonitor’s Con-
sumer Surveys, most innovations 
go unnoticed, and they never 
have the opportunity to be discov-
ered in the way that they should 
be. With that in mind, it is all the 
more important for brands to dif-
ferentiate themselves and engage 
with consumers.

“�The touch, smell, and look of a product are almost as  
important now as how well the product actually works”
Belinda Carli, Director, Institute of Personal Care Science (IPCS) 

Moisturising products: Gender specific associations 
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fragrances and interactive packaging help to draw users 
closer to their products.
In addition, transforming textures can help brands create 
that “wow” factor for consumers as Dr Andrea Mitarotonda, 
Chief Research & Innovation Officer at Neal’s Yard Remedies, 
explains: “Textures that change upon application provide 
benefits from a marketing point of view with the sought-after 
wow effect but also from a skin point of view. As an exam-
ple, a transforming facial cleanser that feels like a pamper-
ing and rich oil when applied onto the skin and then trans-
forms into a light and easy-to-rinse milk once water is added 
while rinsing off. Relatively new are creams that behave like 
rich, protecting and pampering water-in-oil emulsions when 
applied and then transform into a light and easy-to-absorb 
oil-in-water emulsion when rubbed in.”
Understanding that texture plays a key role in a product will 
ultimately provide a brand with alternative ways of market-
ing a product and help drive the conversation towards the 
benefits as a supporting property. 

Visions for future texture trends
As the industry is constantly evolving, product developers 
always have to be ahead of current trends when it comes 
to product innovation. And in terms of formulation trends, 
technologies and textures, there is never a lack of possibil-
ities. 
Take the K-beauty phenomenon as an example. In 2015, 
Korean beauty brands started to pop up more and more and 
what differentiated them from traditional U.S. beauty brands 
such as Olay and Neutrogena was their focus on multi-sen-
sory experiences.
This was also highlighted at the In-Cosmetics Asia show in 
2015, where Emmanuelle Moeglin, Analyst at Mintel Beauty 
& Personal Care, looked at “Experience is all – connect-
ing products with consumers through multi-sensory expe-
riences.”
At the forefront of this skin care movement, Mintel saw three 
textural trends that began to emerge: Multi-sensory experi-
ence with transforming textures with oil to foam, gel to oil, 
mud to oil. Feel with warming textures to enhance applica-
tion rituals and Play with fun and instructive transforming 
cues such as the bubbling and colour changing mask1.
Fast forward two years to 2017, when Information & Inspi-
ration, a consultancy that provides Asian-based trend anal-
ysis for cosmetics brands, found that Asia was still driving 
the trends for sensory textures and polysensoriality. With 
K-beauty in the spotlight, more traditional brands are begin-
ning to adapt to these textural trends simply because today’s 
transformative textures help to support efficacy*.

What is next? 
Beauty brands will continue to play with textures to link 
energy benefits with sensorial cues. This will include the 
very latest developments in immediate and warming textures 
for slow burn and long burn formulations, as well as spar-
kling and tingling textures for immediate impact.� Q

1 Source: Mintel Beauty & Personal Care, November 2015

*Additional information can be found on the Internet – see download panel
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Events | From 6 to 7 June 2018 more than 400 exhibitors and represented companies – 
including more than 60 new exhibitors – will present their new solutions for future cosmetic 
products at Cosmetic Business in Munich. Our selection reveals the latest developments.
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BB med, Hall 4, Stand D18, present 
their new Cosmos-compliant scent. 
The subtle, nurturing scent with a 
touch of freshness is suitable for a 
large target group. In addition to pro-
cessing PE tubes and laminate tubes, 
the contract manufacturer now also 
provides aluminium tubes. Whether 
filled with a newly developed formu-
lation or one chosen from numerous 
standard formulations, individual de-
signs are offered at 5,000 pieces. 
www.bb-kalkar.de

Grafe, Hall 4, Stand D05, presents 
the trend colours for 2019 which are 
strongly influenced by the two col-
ours blue and green. In autumn and 
winter 2018/2019, green presents it-
self more naturally by losing some of 
its radiance and taking on a subject to 
a stronger yellow influence. Blue gets 
a grey haze in almost all nuances. In 
spring and summer 2019, green will 
become much more yellow tinted and 
evokes different shades of vegetation. 
On the effect side, everything is pos-
sible from a delicate shimmer to a 
strong metallic look and glitter.
www.grafe.com/en

HCP Rusi, Hall 2, Stand B04/C03, 
present their Beautopia Mascara FL 

100/VK 171. This cylindrical mascara 
features an intensely bright sprayed 
Neon Mint cap. The matt black bot-
tle has an intricate screen-printed 
pattern and holographic foiled logo. 
The MA7127 brush is a classic dou-
ble taper brush, great for loading the 
lashes. 
www.hcp.com 

Iggesund Paperboard, Hall 4, Stand 
A07, asked Print House in Oslo to do 
the certification testing of its new 
silvery metallised PET film-lami-
nated paperboard, Metalprint Dig-
ital, which is custom designed for 
the HP 12000 series of digital print-
ing presses. 
The printers had simultaneously 
been asked to develop an exclusive 
packaging for the launch of Colgate’s 
gold toothbrush, the Gold 360. Col-
gate wanted a gold finish and so they 
tried printing yellow onto Metalprint 
Digital’s silvery surface to achieve 
the gold effect. The ability to pro-
duce small series of packaging in-
volving complex printing opens up 
new possibilities for small compa-
nies in contrast to the relatively high 
start-up costs involved with tradi-
tional technology, 
www.iggesund.com, www.printhouse.no

Colgate’s gold toothbrush was launched in  
Norway in packaging in the form of a gold bar

Bakic Packaging, Hall 4, Stand 
D04, present their Kronos 
range with the Lupo flip-top. 

Its classic-cylindrical shapes and ver-
satile finishing options are particu-
larly suitable for the professional hair 
care premium segment. The Lupo jar 
combines function and style and is 
equipped with a convenient flip-top. 
www.bakic.com 

Baralan, Hall 2, Stand D07, presents 
Meghan, a new line of bottles and 
accessories for skin care, make-up 
and nail polish. Meghan is a com-
plete product line with a modern and 
attractive design. Every component 
can be personalised to create unique 
combinations to suit specific market 
requirements. 
www.baralan.com 
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Lutz Packaging, Hall 4, Stand A26, 
present their packaging made of tu-
bular glass. Frosted surfaces and rich 
colours offer new possibilities for de-
signing ampoules and bottles made 
of tubular glass. A subtle play of col-
ours visualises the contents or the 
field of application. Contents sensi-
tive to light are protected by bottles 
with black or white finish with a lux-
ury touch. A set of dropping pipettes 
with coloured sucker complete the 
product presentation. Product dis-
plays for perfect storage and regular 
use of ampules made of acrylic are 
available in different designs. 
www.lutz-packaging.de

Quadpack, Hall 1, Stand B05, shows 
Yonwoo’s Powder Spray for dry skin 
care, make-up and perfumery for-
mulas in line with increasingly pop-
ular water-free cosmetics. The new 
product was subjected to strict tests. 
The pump dispenser, with high-pres-
sure Venturi nozzle and flexible, wide 

delivery tube dispenses the powder 
evenly in a targeted spray. The trav-
el-friendly on/off locking system en-
sures safe transport. 
www.quadpack.com

RPC Bramlage, Hall 3, Stand D08, 
present a three-piece lip care stick 
with greater recyclability and a lower 
carbon footprint than other models 
currently available. 
www.rpc-bramlage.de

Toyo & Deutsche Aerosol, Hall 3, 
Stand E21, present The Dual, an 
award-winning aerosol packaging 
system based on bag-on-valve tech-
nology. By combining two pouches 
on one valve, it enables the separate 
storage of two components in one 
system and the discharge of two com-
ponents with one push. The Dual is 
suitable for almost any two-compo-
nent product, especially hair colour 
products and cosmetics. � Q

www.td-aerosol.com � AM

Lutz: New possi- 
bilities for ampules 
and tubular glass

Quadpack’s Pow-
der Spray dispenses 
the powder evenly

RPC’s lipstick maximises  
convenience

HCP Rusi’s cylin-
drical mascara 
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COSSMA: What was the origin of 
your brand?

Jo Chidley, Founder of Beauty 
Kitchen: Beauty Kitchen was inspired 
by my own search for natural prod-
ucts. I was surprised to find that 
some products were not as ‘natural’ 
as their labelling would have had you 
believe. I created the brand simply 
because I couldn’t find the products I 
wanted to use. My aim was to inspire 

people to buy natural products – not 
because they think they should, but 
because they really work. Today, 
our brand has stockists all over the 
UK and the world and we now offer 
innovative skin care and body care 
products for the whole family. We 
also still run the DIY* beauty work-
shops from our original store in Glas-
gow, which is where our story began.

What is its main concept?

We all know that ‘you are what you 
eat,’ and I really believe that your 
skin deserves to be treated in the 
same way. So, just as you can pop 
only the cleanest ingredients into 
your soup or salad, now you can take 
control over what goes into your face 

cream or body wash. If you are a 
keen DIY’er, we have kits, recipes 
and ideas that we share, and if you 
are more of a buy it and use it con-
sumer, we have an extensive range of 
effective skin care for all skin types 
and ages. 
Focusing on the DIY beauty side of 
things, we have seen huge success 
with our brand-new Raw Inventions 
kits which is an ‘invent your own’ 
kit, that takes the concept of clean 
beauty one exciting step further and 
allows you to whip up your own 
products at home using only a hand-
ful of amazingly simple and effective 
ingredients, along with a recipe book 
packed with ideas of what you can 
make and create. The kits sold out 
so quickly that we had to make more ph
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Interview with:  
Jo Chidley, Founder of 
Beauty Kitchen 
London, Great Britain 
www.beautykitchen.co.uk

N N

Interview | Jo Chidley, Founder of Beauty Kitchen, shows that  
making people create their own customised beauty products  
is not only about fun but also about sustainability.

Kits for DIY’ers & more 
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almost immediately. We are work-
ing on some very exciting new 
stages for the Raw Inventions pro-
gramme, as well as a Raw Inven-
tors Academy. 
The other huge focus for us as a 
brand is on our skin care prod-
ucts for the customers who want 
a totally natural product, but 
who maybe don’t have the time 
or inclination (yet!) to make their 
own products. 
Always searching for new, effec-
tive, 100% sustainable ingredi-
ents, our Seahorse Plankton is a 
great example of finding exciting 
ingredients for innovative prod-
ucts. The plankton microalgae are 
the lungs of the earth (produc-
ing 50% of the oxygen that we 
breathe). It also boasts the unique 
ability to protect itself from envi-
ronmental stresses, making it the 
perfect skin care ingredient. The 
plankton we use has very strong 
in-vitro and in-vivo trials and is 
produced in an ethical photo- 
bioreactor, in other words a fancy 
greenhouse, which makes it very 
sustainable. 

What were the challenges  
in establishing the brand?

They say that everyone has a 
brand in them but it takes time, 
commitment and true flexibility 
to be able to make things work. 
Beauty Kitchen started as an 
idea and has gone on to become 
something bigger and better than 
I could have ever imagined, but 
there have been some bumps 
along the road, and I can honestly 
say that we have learnt tough les-
sons from each and every one of 
the issues and challenges we have 
faced. I am responsible for prod-
uct development, formulations 

and sourcing ingredients and I go 
to the ends of the earth to find nat-
ural, sustainable ingredients. One 
of the big hurdles we continue to 
face is the sourcing side of things. 
Working with communities all 
over the world and building rela-
tionships with them takes time. 
Would it be easier to bulk buy 
an ingredient from a faceless sup-
plier? Absolutely. However, for us, 
having relationships and building 
businesses with small communi-
ties is what makes what we do so 
rewarding. Our work with a small 
community in Uganda where we 
source the red colouring for our 
products and green tea is a huge 
challenge for us but one we love 
working on.

Why is DIY Beauty making a 
comeback at the moment?

Google hailed DIY Beauty as one 
of their top trends in 2017 and 
listed it as one of their most goog-
led terms, and now in 2018, we 
see that trend continuing as more 
and more of us look for a more 
natural and sustainable way of 
life. 
As the focus on ingredients grows, 
and the need to understand what 
exactly goes into our beauty 
products becomes the normal 
approach, so too does the con-
sumer’s knowledge of what ingre-
dients they should be looking out 
for, and what ones they might 
want to think about avoiding. 
Many consumers are still con-
fused about what natural beauty 
actually is. They love the idea 
of it, but they are worried about 
whether it really works. Many 
think it is not affordable, whilst 
many beauty enthusiasts just 
think natural products are boring. 

Whilst consumers are becoming 
more aware of natural ingredients 
and desire more natural beauty 
they are forever being bombarded 
with green-washing marketing, 
which exacerbates the confusion. 
DIY beauty allows them to take 
control of their beauty needs and 
experiment with different ingredi-
ents in an at-home setting as they 
get to grips with making and cre-
ating their own beauty products. 
For me, beauty shouldn’t be too 
serious but should be fun. This is 
what we talk about taking back 
control of our beauty routines and 
regimes and putting the fun back 
into beauty. 

What are current trends in the 
global DIY beauty market?

Mindful of how their lifestyle 
impacts on body, mind and the 
environment, more and more peo-
ple are embracing clean living. But 
the trend is not just about what 
is on your plate, it’s also about 
what is tucked inside your cream 
jar, too.
Customisation and DIY Beauty is 
a very good way to get consumers 
more engaged in natural beauty. 
Understanding what is and isn’t 
natural is a daunting labyrinth 
for consumers, faced with Latin 
names and green-washing. DIY 
Beauty can be the first step to 
demystify beauty products for a 
consumer, giving them the con-
fidence that beauty products are 
not that complicated and they 
can get involved, understand the 
ingredients and force the market 
to become more transparent and 
sustainable. The trend for custo-
misation also allows today’s con-
sumer to feel like she has some-
thing far more personal and 

With DIY beauty 
consumers are in 

control of what they 
put on their skin

UNDERSTANDING 

what is and isn’t 
natural is a daunt-

ing labyrinth

DIY beauty is 
about putting the 

fun back into beauty

NATURAL
Many consumers 
are worried about 
whether natural 
cosmetics really 

works

While some 
people think nat-
ural cosmetics are 
not affordable 

some think it is just 
boring
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“�As beauty disruptors, we have been  
pushing the boundaries for years”
Jo Chidley, Founder of Beauty Kitchen
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Beauty Kitchen adventure, is the 
commitment to sustainability 
beauty. Being accountable for 
the ingredients is not just mak-
ing sure they are of a high qual-
ity. It also involves the long-term 
impact of the ingredients and 
their impact on the environment, 
where they come from and how 
they’re sourced. 
Sustainability is one of the hot-
test topics around right now and 
it genuinely matters to us. As 
beauty disruptors, we have been 
pushing the boundaries for years 
and for us, it has always been 
about sustainability – from the 
way we do business, to the ingre-
dients we use in our products, to 
the way we pack and ship our 
products and the way those prod-
ucts feel and perform for our cus-
tomers. We are always looking at 
ways to do things better and this 
is why we are still here today. Our 
promise to do better and be better 
keeps our customers with us and 
keeps us ahead of the curve. 

tailored to her, not just something 
off a shelf that thousands of other 
women have bought. 
One of the other big trends in 
beauty right now are super-
foods – a buzzword for both 
brands and consumers alike. 
From food to our faces, every-
one is looking at ways of incorpo-
rating more into both their diets 
and their beauty regimes. We like 
to do things our way, so riding a 
trend for superfoods like Argan 
oil and Avocado isn’t really our 
thing. We love finding new excit-
ing ingredients which work just as 
well as their more popular coun-
terparts, if not better. Abyssinian 
oil, e.g. feeds and nourishes the 
skin, but is far more sustainable 
and has been proven to be just as 
effective in trials. It is used in our 
age defying range and is also part 
of some of our DIY recipes as well.
One of the other huge develop-
ments, and the one we’re most 
excited about as it’s what driven 
us from the very start of our 

Is this trend set to change the 
beauty industry?

Expectations are on the move, 
with consumers becoming 
increasingly aware of the envi-
ronmental benefits of natural and 
DIY beauty, however this thirst for 
information is being exploited by 
marketers adding “natural” and 
“organic” to every product and 
piece of marketing collateral they 
possibly can which has, in turn 
led to mistrust. 
Our hope is that the changing 
nature of DIY beauty and the per-
ceptions of natural will force the 
market to move to truly natural 
products with a big focus on total 
product sustainability. 
As we continue to grow and 
put the customer at the heart of 
everything we do, we’re focus-
ing on two things: Sustainability, 
which we believe will be the next 
big trend in beauty, and we’re 
committed to our Raw Inventions 
programmes which is focused on 
DIY beauty and teaching people 
about the ingredients we use in 
our products, as well as the ingre-
dients they can use to make their 
own products.
One of the big trends in today’s 
beauty space is ethics and the 
demand from consumers for 
brands to be better and behave 
better, which we are delighted to 
see. We are confident that natu-
ral, ethical, sustainable and even-
tually organic will come to be the 
norm. 
When it comes to the sustaina-
bility trends, we can start making 
sustainable choices just by look-
ing at the label before we add it 
to our baskets. Looking out for 
the Leaping Bunny logo, the Fair 
Trade logo and Rainforest Alli-
ance logos are also a sign that the 
ingredients have been sustainably 
sourced. And of course, there’s the 
B Corp logo too. All of our pack-
aging comes from unwanted stock 
piles – precycled packaging.� Q

*DIY: Do-it-yourself 

Additional information can be found  
on the Internet – see download panel

Abyssinian oil, as  
effective as Argan 
oil but far more  
sustainable 

WITH DIY BEAUTY

consumers get  
involved,  

understand the  
ingredients and 

force the market 
to become more  

sustainable

Adding “natural” 
and “organic” to 
every product 
leads to mistrust

“�We like to go beyond the predictable”
Jo Chidley, Founder of Beauty Kitchen

The Seahorse Plankton used has very strong in-vitro and in-vivo trials
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BASF
Dr Martin Brudermüller will become the 
new Chairman of the Board of Execu-
tive Directors of BASF and replace Dr 
Kurt Bock. Since 2006, Brudermüller has 
been a member of the Board of Execu-
tive Directors of BASF SE, since 2011, 
Vice Chairman of the Board of Executive 
Directors, and, since 2015, Chief Technol-
ogy Officer.
www.basf.com

COSMOGEN
Vincent ISSELIN is the 
name of the compa-
ny’s new Global Sales 
& Marketing Director. 
He will manage the 
sales teams dedicated 
to France, Europe, US, 
LATAM and Asia and 

will be in charge of marketing and inno-
vation strategies. Previously he worked 
as Sales Development Manager at Air-
cos, Key Account Manager and Euro-
pean Sales Manager at Rexam, before 
joining Marvinpac, Head of Strategic 
Development, and Director for France.
www.cosmogen.fr

COTY
Björn Strumann has 
been appointed Man-
aging Director of 
Coty Luxury Ger-
many and replaces 
Oliver Zehme. Thus, 
he returns to Germany 
after having served as 

General Manager Coty Luxury Benelux. 
Since having joined Procter & Gamble 
in 2003 he has held various leading posi-
tions in sales and marketing strategy. 
www.cotyinc.com

named as Skin Biology Lead for Lonza’s 
Consumer Product Ingredients division 
to bolster in-house capabilities for evalu-
ating bioactives and other personal care 
ingredients. Prior to joining the company, 
she served two years as R&D director for 
Beauty Manufacturing Solutions. She 
has held various R&D roles at Chanel 
and Unilever with a focus on skin care 
applications. 
www.lonza.com

PRESPERSE
Paulo Rodrigues has 
taken over as the new 
President and CEO. He 
joined the company 
in 2015 as Director 
of Sales. Prior to this, 
he held various senior 
leadership positions in 

personal care with Cognis, Givaudan, 
BASF, and DSM.  He succeeds Koh Aki-
yama who has taken over a new position.
www.sumitomocorp.com, www.presperse.com

STOELZLE
Etienne Gruyez has 
been promoted to 
the position of Chief 
Executive Officer in 
charge of the compa-
ny’s Perfumery and 
Cosmetics Business 
Unit. Gruyez will over-

see the upcoming innovation Stoelzle 
Masnières Parfumerie and Stoelzle 
Masnières Décoration. 
www.stoelzle.com

VANTAGE
Serge Rogasik has 
joined the company as 
the new Senior Exec-
utive Vice President 
Sales & Marketing for 
Personal Care. He has 
over 20 years of suc-
cessful experience in 

a broad range of industries including 
over 15 years in personal care, with sig-
nificant international commercial experi-
ence in Asia, Europe and the Americas.
www.vantagegrp.com

FARFALLA
Gian Furrer, Paul Gis-
ler, Jean-Claude and 
Marianne Richard who 
founded the company 
30 years ago have 
passed on the manage-
ment to their son  and 
godson Malvin Richard. 

He will be working as Managing Direc-
tor and from 2019 onwards will be the 
only owner working in the business. After 
having studied economics Richard first 
founded a company with Lukas Lüscher 
and Serena Britos focusing on high qual-
ity natural perfumes.   
www.farfalla.ch

LONZA
Jennifer Clancy has 
joined the company 
as Senior Director of 
Global Marketing. 
With more than 20 
years of experience in 
the consumer prod-
ucts industry, Clancy 
has held key market-
ing and brand man-
agement roles at 
companies including 
Estée Lauder, Eliz-
abeth Arden and 
International Fla-
vors & Fragrances. 
Most recently, she 
worked as Global 
Director, Creative 
Marketing Studio at 
Firmenich. 
Dr Stefan Verseck has 
joined Lonza’s Con-
sumer Product Ingre-
dients (CPI) organi-
sation as Technology 

Scout and Biotechnology Expert for the 
Personal Care, Hygiene and Preserva-
tion businesses. Based in Germany he 
will identify innovative technologies and 
novel applications for the company’s 
existing product portfolio. Before joining 
the company, he served six years as the 
head of Lipid Biotechnology for BASF 
and held various R&D and Biotechnology 
roles at Cognis and Degussa/Evonik. 
Dr Alexandra D’Arcangelis has been 

Vincent Isselin

Dr Kurt Bock (l.) and Dr Martin Brudermüller (r.)

Björn Strumann

Dr Alexandra 
D’Arcangelis

Jennifer Clancy

Etienne Gruyez

Serge Rogasik

Malvin Richard

Paulo Rodrigues

Dr Stefan Verseck
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These are the highlights sched-
uled: Trade show with more 
than 1,100 exhibiting com-

panies and brands from the pro-
fessional beauty industry, the 11th 
podology conference, hands-on 

workshops, international champion-
ships as well as entertaining show 
acts. New this year is the first der-
matology conference. � Q

Discount rate tickets are available from June 27 at   
www.beauty-fairs.de/ticketshop, Foreign visitors can get 
even more discounts on their tickets by pre-registering

Events | For all those who like to plan in advance: Don’t 
forget to mark down the dates of this year’s 33. BEAUTY 
FORUM MUNICH. Europe’s Cosmetics Trade Fair No. 1 
in autumn will be held 27–28 October, in the Halls C1 – 
C3 at the Munich Trade Fair grounds. 

Save the date

– ADVERTISEMENT –

SERVICES

BEAUTY FORUM  
MUNICH AT A GLANCE
Venue: 	 Munich Trade Fair 
Operning hours: 
  Saturday:  	 9 a.m. – 6 p.m.  
  Sunday: 	 9 a.m. – 5 p.m. 
Organiser:   	 Health and Beauty 
	 Germany 
www.beauty-fairs.de/munich 
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05.–06.06.2018	 Anti-Ageing Skin Care	 London	 Summit Events	
	 Conference Asia	 Great Britain	 www.summit-events.com

05.–07.06.2018	 3D Print Congress &	 Lyon	 Idice	
	 Exhibition	 France	 www.3dprint-exhibition.com

05.–07.06.2018	 World Perfumery	 Nice	 Allured Business Media	
	 Congress	 France	 www.wpc.perfumerflavorist.com

06.06.2018	 Seminar: Stability Testing And 	 Online	 OnlyTrainings	
	 Prediction Of Cosmetic	 Training	 www.onlytrainings.com	
	 Formulation: How To Avoid	
	 Stability Failures?

06.–07.06.2018	 CosmeticBusiness	 Munich	 Leipziger Messe GmbH	
	 	 Germany	 www.cosmetic-business.com/tradefair

06.–07.06.2018	 Vortragstagung der SEPAWA-	 Erfurt	 SEPAWA	
	 Fachgruppe Mittelstand: Chancen	 Germany	 www.sepawa.com	
	 und Risiken für den Mittelstand 	
	 im Zuge der Digitalisierung

12.–14.06.2018	 Seminar: Kosmetik-GMP	 Frankfurt a.M.	 Cosmetic Campus	
	 Betriebshygiene	 Germany	 www.cosmetic-campus.de

13.–14.06.2018	 Conference of SEPAWA	 Hamburg	 SEPAWA	
	 Specialist Group Cosmetic	 Germany	 www.sepawa.com	
	 Applications and Technologies

13.–14.06.2018	 Pack & Gift	 Paris	 Idice	
	 	 France	 www.packandgift.com

13.–14.06.2018	 Seminar: Produktentwicklung	 Frankfurt a.M.	 Cosmetic Campus	
	 	 Germany	 www.cosmetic-campus.de

13.–15.06.2018	 In-Cosmetics Korea	 Seoul	 Reed Exhibition	
	 	 South Korea	 www.in-cosmeticskorea.com

14.–15.06.2018	 InnoCos	 Florence	 KGS global	
	 World	 Italy	 www.innocossummit.com

18.–19.06.2018	 Cleaning Products	 Buenos Aires	 Smithers Apex	
	 Latin America	 Argentina	 www.cleaningproductsconference.com

20.–21.06.2018	 Chemspec Europe	 Cologne	 Mack Brooks Exhibitions	
	 	 Germany	 www.chemspeceurope.com

21.–22.06.2018	 MakeUp in Paris	 Paris	 Beauteam	
	 	 France	 www.makeup-in-paris.com

21.–24.06.2018	 Conference of the International	 New York	 ICQA	
	 Coenzyme Q10 Association	 USA	 www.icqaproject.org

25.–26.06.2018	 Sustainable Cosmetics Summit	 São Paulo	 Organic Monitor	
	 Latin America	 Brazil	 www.sustainablecosmeticssummit.com

27.06.2018	 Der Konservierungsbelastungs-	 Offenburg	 BAV Institut GmbH	
	 test (KBT) für kosmetische Pro-	 Germany	 www.bav-institut.de	
	 dukte – Vorgaben, Pflichten & 	
	 Trends

11.07.2018	 Natural Cosmetics Masterclass:	 London	 ICADA	
	 Future Direction of Ethical Labels	 Great Britain	 www.icada.eu

11.–12.07.2018	 International Skin Care	 Bangkok	 Summit Events	
	 Conference	 Thailand	 www.summit-events.com

19.–21.07.2018	 VietBeauty	 Ho Chi Minh City	 UBM	
	 	 Vietnam	 www.vietbeautyshow.com

29.–31.07.2018	 Cosmoprof North America	 Las Vegas	 North American Beauty Events	
	 	 USA	 www.cosmoprofnorthamerica.com

23.–24.08.2018	 Pan-American Conference for	 Rio de Janeiro	 CAAT	
	 Alternative Methods	 Brazil	 caat.jhsph.edu

WHEN?	 WHAT?	 WHERE?	 WHO? 

SERVICES
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ADVERTISING FAX-SERVICE: 
FAX +49 (0) 7243 7278-227

Start winning tomorrow’s customer today  
with your entry in the suppliers’ guide

width of column:	 43 mm
price per mm height:	 EUR 3,10
for a period of:	 1 year
advertising deadline:	 10th day of each month before  
	 publication

  �Yes, I wish to place a firm order for an entry in the suppliers’  
guide at a price of EUR 3,10 per column mm for each entry. 
You will receive the text for my ad with separate fax.

Company:

Contact:

Street, P.O. Box:

Post Code, City:

Country:

Phone:

Fax:

Please send me an order confirmation for the following ad:

Category/ies:

Height i. mm:� mm
  4 colour (Euro scale)�   black and white

To be first published in issue: 

For a period of:	  1 year	   test: 3 month

  Yes, I agree that you may keep me advised of industry news by phone (including 
mobile phone), by e-mail, or in writing!

Date, Signature

suppliers’ Guide
On the following pages you will 
find a selection of suppliers to the 
cosmetic industry. The listing is  
in alphabetical order based on 
the section headings.
You can also find a full overview, 
with a search function,  
at www.cossma.com/guide

Should your company  
be listed here?

Send an e-mail to  
dorothea.michaelis@ 
health-and-beauty.com

We will be glad to send you  
details of terms and prices.

� 
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H. Erhard Wagner GmbH

28701 Bremen, Postfach 770120

Tel. (0421) 69360-0, Fax (0421) 6936015

www.wagnerlanolin.com

PACKED 
WITH INSPIRATION.

www.seufert.com

SEUFERTTRANSPARENTE 

VERPACKUNGEN GMBH

Verpackung
für Kosmetik –

Selbstabfüller

Dosen u. Flaschen in Plastik u.

Glas (Sprühköpfe, Dosierspender,

Aromaflaschen, Parfümflaschen,

Sprühflaschen ohne Treibgas)

Auch Kleinstmengen!

Fordern Sie unsere Unterlagen an

R.GERSCHON GMBH

D . 61462 Königstein im Taunus

Tel. 06174/7017 . Fax 06174/1312

Internet: www.gerschon.de

E-Mail: info@gerschon.de

Siebdruck ab 300 Stück

Beauty Made Possible.
www.baycusan.com

Baycusan_Suppliers_Guide_43x80mm.indd   1 24.09.15   15:56

Cosmetic Ingredients

Essential Oils

– Füll- und Verschliessmaschinen

– Prüf- und Sicherheitseinrichtungen

– Sortier-, Zuführ- und Aufsetzmaschinen

– Mess- und Testgeräte
Kosmetik - Pharmazeutik - Chemie - 

Technik - Nahrungsmittelindustrie -  

Farben/Lacke - Polyurethanschäume

Pamasol Willi Mäder AG, CH-8808 Pfäffikon 

T +41(0)55 4174040, F +41(0)55 4174044

info@pamasol.com, www.pamasol.com

Maschinen für Aerosole 

und Sprühsysteme

Filling Lines

SiLiglit ®

SIGM
UND LINDNER Gm

bH

Phone (++49) 9277 99410
· Fax (++49) 9277 99499

E - M a i l :  s i l i @ s i g m u n d - l i n d n e r. c o m

www.sili.eu

SIGM
UND LINDNER Gm

bH

Phone (++49) 9277 99410
· Fax (++49) 9277 99499

E - M a i l :  s i l i @ s i g m u n d - l i n d n e r. c o m

www.sili.eu

Glitter Effects

Labels

H. Erhard Wagner GmbH

28701 Bremen, Postfach 770120

Tel. (0421) 69360-0, Fax (0421) 6936015

www.wagnerlanolin.com

Lanolin (Adeps Lanae)

Safety Assessments

Wir machen Ihre  
Produkte steril!BGS – Ihr Spezialist für Strahlensterilisation.

www.bgs.eu

W I E H L  |  B R U C H S A L  |  S A A L  ( D O N AU )

BGS Beta-Gamma-Service GmbH & Co. KG 

info@bgs.eu | +49 (0) 22 61 78 99 -0

Sterilization

Wool wax

Lip Balm Full Service

symex GmbH & Co. KG

Lengstr. 10, 27572 Bremerhaven

Fon: +49 (0)471 9840-10

Fax: +49 (0)471 9840-140 

www.symex.de

A STEP AHEAD

Mixing + Homogenizing

Straßfeld 6, 85777 Fahrenzhausen

Tel. +49 (0)8133 – 91 85 90 

Fax +49 (0)8133 – 91 85 99

info@rosa-heinz.de, www.rosa-heinz.de

Packaging

Engelstraße 37, 48143 Münster

www.dermatest.de

Dermatological +  
Clinical Tests

Please note: Issue 3/2016
Publishing date: 

4.3.2016Advertising deadline: 
15.2.2016Please do not 

hesitate to contact us if you 

have any further questions:

Dorothea Michaelis 

Call +49 (0)7243 7278-144

“Your advertisement 

could be right here”
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Call +49 7243 7278-144
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H. Erhard Wagner GmbH
28701 Bremen, Postfach 770120
Tel. (0421) 69360-0, Fax (0421) 6936015

www.wagnerlanolin.com

SIGMUND LINDNER GmbH

Phone (++49) 92 77 -9 94 10· Fax (++49) 92 77 - 9 94 99

E-Mail: sili@sigmund-lindner.com
www.sili.eu

SiLibeads®

glass balls foraerosol sprays

glass balls foraerosol sprays

C.E. ROEPERHans-Duncker-Straße 13 . 21035 Hamburg

Tel. 0 40 / 7 34 10 30 . Fax 0 40 / 73 41 03 35

E-Mail: office@roeper.de . http://www.roeper.de

BALLERSTAEDT & CO. OHGDE-76401 Rastatt P.O. Box 1124 Phone +49 72 22/95 15-0 www.ballerstaedt.de

❿ ALU SEALS
❿ REEL STOCK IN VARIOUS SPECIFICATIONS❿ CONDUCTION SEALING MACHINES

❿ INDUCTION SEALING MACHINES
❿ INDUCTION SEALING LINERS

… protecting your products
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Alu-SiegelverschlüsseAlu-Folien• für Glas- u. Kunststoff-Behälter
• in Kleinst- u. Massenauflage
• in jeder Größe zu jedem Zweck
• Qualität seit 1957DERSCHLAG GmbH & Co. KG

Stanzerei und Folienverarbeitung
57319 Bad BerleburgTel.: 0 27 51/20 27, Fax: 0 27 51/20 25

Localized application of cosmetic and 

pharmaceutical products

• blemish sticks• akne products• after bite sticks• markers

Bauerstraße 22 • D-80796 München
Tel. +49 (0)89 273 72 608-0
E-Mail: zentrale@zelinkagmbh.com
www.zelinkagmbh.com

APPLICATORS
• Foam applicators • Mini-roll-ons for

LohnabfüllungZellaerosol GmbHWiesenstraße 13D-79669 Zell/Wiesental
Telefon 0 76 25 / 92 53-0
Telefax 0 76 25 / 92 53-14
E-Mail: info@zellaerosol.de
Internet: www.zellaerosol.de

   

WAGENER & COGANZ EINFACH
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:LEISTUNG

GANZ EINFACH:LEISTUNG
von Salben, Gelen, Cremes, Zahnpasta,
Liquida, Pulver; Suppositorien in PVC-
oder Aluzellen.

HERSTELLEN

in Alu-, Kunststoff-, Laminattuben,
Tiegel, Flaschen, Beutel, Dosen.

ABFÜLLEN

von pharmazeutischen, kosmetischen, 
chemischen Produkten, Nahrungs- und 
Genußmitteln.

KONFEKTIONIEREN

GMP-gerechte Kontrolle und Doku-
mentation. Modernes Labor mit
Mikrobiologie.

DOKUMENTIEREN

Wagener & Co GmbHPostfach 1645 · 49516 Lengerich
Telefon 0 54 81 / 8 06 - 0E-Mail: kontakt@wagener-co.de

Internet: www.wagener-co.de

Sworn ExpertsDeveloping new compositions
Samples/small batchesToxicological safety reports

Product Documentations
Marketability/Export Reports
Quality assessmentsSVB Dr. Lautenbacher GmbH

Tel: +089 82020020info@svb-lautenbacher.de

 CosmetiCs,  tattoos &  mediCal  deviCes

+49 89 44109090 
www.fdcconsulting.de

safety assessment, CPNP etc.
Consulting Regulatory affairs, Qm
Borderline Products, ClaimsFDC ConsultingFood      drugs      Cosmetics

C.E. ROEPERHans-Duncker-Straße 13 . 21035 Hamburg

Tel. 0 40 / 7 34 10 30 . Fax 0 40 / 73 41 03 35

E-Mail: office@roeper.de . http://www.roeper.de

B i o t e c h n o l o g y  G m b H
SimDerma –rapid and low-cost 

screening of 30  dermato-
cosmetic parameters cosmetics@vivacell.de

VivaCellAnzeige 43x40-2.indd   1
02.11.15   19:33

Adeps Lanae

Aerosol Mixing Balls

Aloe Vera

Applicators

Carmine

Consultants

Contract Filling

Contract Manufacturing + Packaging

Contract Manufacturing 
Pharmac. + Cosmetics

www.cossma.com

Aluminium Seal Closures

ADVERTISING FAX-SERVICE: 
FAX +49 (0) 7243 7278-227

Start winning tomorrow’s customer today  

with your entry in the suppliers’ guide
width of column: 43 mm
price per mm height: EUR 3,10
for a period of: 

1 year
advertising deadline: 10th day of each month before  

 

publication

□  Yes, I wish to place a firm order for an entry in the suppliers’  

guide at a price of EUR 3,10 per column mm for each entry. 

You will receive the text for my ad with separate fax.
Company:

Contact:
Street, P.O. Box:Post Code, City:Country:

Phone:
Fax:

Please send me an order confirmation for the following ad:

Category/ies:

Height i. mm: 

mm

□ 4 colour (Euro scale) □ black and white

To be first published in issue: 
For a period of: □ 1 year □ test: 3 month

□ Yes, I agree that you may keep me advised of industry news by phone (including 

mobile phone), by e-mail, or in writing!

Date, Signature

suppliers’ GuideOn the following pages you will 
find a selection of suppliers to the 
cosmetic industry. The listing is  
in alphabetical order based on 
the section headings.You can also find a full overview, 

with a search function,  at www.cossma.com/guideShould your company  be listed here?
Send an e-mail to  dorothea.michaelis@ health-and-beauty.comWe will be glad to send you  

details of terms an prices.

•�

•

Kevin Gallagher, Croda

“LIMITLESS POTENTIAL  FOR INNO­VATION”

GO FUTURE: SUN CAREThe US’s gap in  UVA protection
SPOTLIGHT: CUSTOMISATIONThe trend put  into perspective

DR. GERD MILDAUCVUA Karlsruhe, comments on the current legal status concerning sun care

1–2/2016

COSMETICS | SPRAY TECHNOLOGY | MARKETING 
WWW.COSSMA.COM

E51280
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Dr Johannes Stellmann, 
Wala Heilmittel

“LIKE A 
REBELLION”

GO FUTURE: 
INNOVATIONS
Potential for  
scalp care

SPOTLIGHT: 
GREEN PACKAGING
New concepts for 
sustainable packaging

HELGA HERTSIG-LAVOCAH

Hint Futurology 

Creative Consultancy

Solutions to tackle

sleep deprivation

   /   

COSMETICS | SPRAY TECHNOLOGY | MARKETING WWW.COSSMA.COM

E51280
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SIGMUND LINDNER GmbH

Phone (++49) 92 77 -9 94 10· Fax (++49) 92 77 - 9 94 99
E-Mail: sili@sigmund-lindner.com

www.sili.eu

SiLibeads®

glass balls for
aerosol sprays
glass balls for
aerosol sprays

BALLERSTAEDT & CO. OHG
DE-76401 Rastatt 
P.O. Box 1124 
Phone +49 72 22/95 15-0 
www.ballerstaedt.de

❿ ALU SEALS
❿ REEL STOCK IN VARIOUS 

SPECIFICATIONS
❿ CONDUCTION SEALING MACHINES
❿ INDUCTION SEALING MACHINES
❿ INDUCTION SEALING LINERS

… protecting your products
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Alu-Siegelverschlüsse
Alu-Folien
• für Glas- u. Kunststoff-Behälter
• in Kleinst- u. Massenauflage
• in jeder Größe zu jedem Zweck
• Qualität seit 1957
DERSCHLAG GmbH & Co. KG
Stanzerei und Folienverarbeitung
57319 Bad Berleburg
Tel.: 0 27 51/20 27, Fax: 0 27 51/20 25

Localized application of cosmetic and 
pharmaceutical products

• blemish sticks
• akne products
• after bite sticks
• markers

Bauerstraße 22 • D-80796 München
Tel. +49 (0)89 273 72 608-0
E-Mail: zentrale@zelinkagmbh.com
www.zelinkagmbh.com

APPLICATORS

• Foam applicators 

• Mini-roll-ons for

WAGENER & CO
GANZ EINFACH |seit 1964:LEISTUNG

GANZ EINFACH:

LEISTUNG
von Salben, Gelen, Cremes, Zahnpasta,
Liquida, Pulver; Suppositorien in PVC-
oder Aluzellen.

HERSTELLEN

in Alu-, Kunststoff-, Laminattuben,
Tiegel, Flaschen, Beutel, Dosen.

ABFÜLLEN

von pharmazeutischen, kosmetischen, 
chemischen Produkten, Nahrungs- und 
Genußmitteln.

KONFEKTIONIEREN

GMP-gerechte Kontrolle und Doku-
mentation. Modernes Labor mit
Mikrobiologie.

DOKUMENTIEREN

Wagener & Co GmbH
Postfach 1645 · 49516 Lengerich
Telefon 0 54 81 / 8 06 - 0
E-Mail: kontakt@wagener-co.de
Internet: www.wagener-co.de

Sworn Experts
Developing new compositions
Samples/small batches
Toxicological safety reports
Product Documentations
Marketability/Export Reports
Quality assessments
SVB Dr. Lautenbacher GmbH
Tel: +089 82020020
info@svb-lautenbacher.de

B i o t e c h n o l o g y  G m b H

SimDerma –
rapid and low-cost 

screening of 30  dermato-
cosmetic parameters 

cosmetics@vivacell.de
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Aerosol Mixing Balls Applicators

Consultants

Contract Filling

Contract Manufacturing

Aluminium Seal Closures

Contract Manufacturing

A versatile strong partner

Specialist 

Large capacity  –  15 filling lines

Manufacturing licence – AMG (GMP)

Making / confectioning – according 
to valid ATEX-directives

Planning, realisation – of develop-
ment work for exclusive customers

Advice / Cooperation – for product 
data produced according to techn. 
files + pharmaceutical registrations

i n f o @ z e l l a e r o s o l . d e
w w w. z e l l a e r o s o l . d e

in making, confectio-
ning, development, 
consulting of Liquids 
and Aerosols!

SUPPLIERS’ GUIDE

www.cossma.com  l  63

ADVERTISING FAX-SERVICE: 
FAX +49 (0) 7243 7278-227

Please send me an order confirmation for the following ad:

Category/ies:

Height i. mm:  mm
□  4 colour (Euro scale)  □  black and white

To be first published in issue: 

For a period of: □  1 year  □  test: 3 month

□  Yes, I agree that you may keep me advised of industry news by phone (including 
mobile phone), by e-mail, or in writing!

Date, Signature
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H. Erhard Wagner GmbH

28701 Bremen, Postfach 770120

Tel. (0421) 69360-0, Fax (0421) 6936015

www.wagnerlanolin.com

PACKED 
WITH INSPIRATION.

www.seufert.com

SEUFERTTRANSPARENTE 

VERPACKUNGEN GMBH

Verpackung
für Kosmetik –

Selbstabfüller

Dosen u. Flaschen in Plastik u.

Glas (Sprühköpfe, Dosierspender,

Aromaflaschen, Parfümflaschen,

Sprühflaschen ohne Treibgas)

Auch Kleinstmengen!

Fordern Sie unsere Unterlagen an

R.GERSCHON GMBH

D . 61462 Königstein im Taunus

Tel. 06174/7017 . Fax 06174/1312

Internet: www.gerschon.de

E-Mail: info@gerschon.de

Siebdruck ab 300 Stück

Beauty Made Possible.
www.baycusan.com

Baycusan_Suppliers_Guide_43x80mm.indd   1 24.09.15   15:56

Cosmetic Ingredients

Essential Oils

– Füll- und Verschliessmaschinen

– Prüf- und Sicherheitseinrichtungen

– Sortier-, Zuführ- und Aufsetzmaschinen

– Mess- und Testgeräte
Kosmetik - Pharmazeutik - Chemie - 

Technik - Nahrungsmittelindustrie -  

Farben/Lacke - Polyurethanschäume

Pamasol Willi Mäder AG, CH-8808 Pfäffikon 

T +41(0)55 4174040, F +41(0)55 4174044

info@pamasol.com, www.pamasol.com

Maschinen für Aerosole 

und Sprühsysteme

Filling Lines

SiLiglit ®

SIGM
UND LINDNER Gm

bH

Phone (++49) 9277 99410
· Fax (++49) 9277 99499

E - M a i l :  s i l i @ s i g m u n d - l i n d n e r. c o m

www.sili.eu

SIGM
UND LINDNER Gm

bH

Phone (++49) 9277 99410
· Fax (++49) 9277 99499

E - M a i l :  s i l i @ s i g m u n d - l i n d n e r. c o m

www.sili.eu

Glitter Effects

Labels

H. Erhard Wagner GmbH

28701 Bremen, Postfach 770120

Tel. (0421) 69360-0, Fax (0421) 6936015

www.wagnerlanolin.com

Lanolin (Adeps Lanae)

Safety Assessments

Wir machen Ihre  
Produkte steril!BGS – Ihr Spezialist für Strahlensterilisation.

www.bgs.eu
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BGS Beta-Gamma-Service GmbH & Co. KG 

info@bgs.eu | +49 (0) 22 61 78 99 -0

Sterilization

Wool wax

Lip Balm Full Service

symex GmbH & Co. KG

Lengstr. 10, 27572 Bremerhaven

Fon: +49 (0)471 9840-10

Fax: +49 (0)471 9840-140 

www.symex.de

A STEP AHEAD

Mixing + Homogenizing

Straßfeld 6, 85777 Fahrenzhausen

Tel. +49 (0)8133 – 91 85 90 

Fax +49 (0)8133 – 91 85 99

info@rosa-heinz.de, www.rosa-heinz.de

Packaging

Engelstraße 37, 48143 Münster

www.dermatest.de

Dermatological +  
Clinical Tests

Please note: Issue 3/2016
Publishing date: 

4.3.2016Advertising deadline: 
15.2.2016Please do not 

hesitate to contact us if you 

have any further questions:

Dorothea Michaelis 

Call +49 (0)7243 7278-144

“Your advertisement 

could be right here”
Book now: 

Call +49 7243 7278-144
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H. Erhard Wagner GmbH
28701 Bremen, Postfach 770120
Tel. (0421) 69360-0, Fax (0421) 6936015
www.wagnerlanolin.com

SIGMUND LINDNER GmbH

Phone (++49) 92 77 -9 94 10· Fax (++49) 92 77 - 9 94 99
E-Mail: sili@sigmund-lindner.com

www.sili.eu

SiLibeads®

glass balls for
aerosol sprays
glass balls for
aerosol sprays

C.E. ROEPER
Hans-Duncker-Straße 13 . 21035 Hamburg
Tel. 0 40 / 7 34 10 30 . Fax 0 40 / 73 41 03 35
E-Mail: office@roeper.de . http://www.roeper.de

BALLERSTAEDT & CO. OHG
DE-76401 Rastatt 
P.O. Box 1124 
Phone +49 72 22/95 15-0 
www.ballerstaedt.de

❿ ALU SEALS
❿ REEL STOCK IN VARIOUS 

SPECIFICATIONS
❿ CONDUCTION SEALING MACHINES
❿ INDUCTION SEALING MACHINES
❿ INDUCTION SEALING LINERS

… protecting your products
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Alu-Siegelverschlüsse
Alu-Folien
• für Glas- u. Kunststoff-Behälter
• in Kleinst- u. Massenauflage
• in jeder Größe zu jedem Zweck
• Qualität seit 1957
DERSCHLAG GmbH & Co. KG
Stanzerei und Folienverarbeitung
57319 Bad Berleburg
Tel.: 0 27 51/20 27, Fax: 0 27 51/20 25

Localized application of cosmetic and 
pharmaceutical products

• blemish sticks
• akne products
• after bite sticks
• markers

Bauerstraße 22 • D-80796 München
Tel. +49 (0)89 273 72 608-0
E-Mail: zentrale@zelinkagmbh.com
www.zelinkagmbh.com

APPLICATORS

• Foam applicators 

• Mini-roll-ons for

Lohnabfüllung
Zellaerosol GmbH
Wiesenstraße 13
D-79669 Zell/Wiesental
Telefon 0 76 25 / 92 53-0
Telefax 0 76 25 / 92 53-14
E-Mail: info@zellaerosol.de
Internet: www.zellaerosol.de

WAGENER & CO
GANZ EINFACH |seit 1964:LEISTUNG

GANZ EINFACH:

LEISTUNG
von Salben, Gelen, Cremes, Zahnpasta,
Liquida, Pulver; Suppositorien in PVC-
oder Aluzellen.

HERSTELLEN

in Alu-, Kunststoff-, Laminattuben,
Tiegel, Flaschen, Beutel, Dosen.

ABFÜLLEN

von pharmazeutischen, kosmetischen, 
chemischen Produkten, Nahrungs- und 
Genußmitteln.

KONFEKTIONIEREN

GMP-gerechte Kontrolle und Doku-
mentation. Modernes Labor mit
Mikrobiologie.

DOKUMENTIEREN

Wagener & Co GmbH
Postfach 1645 · 49516 Lengerich
Telefon 0 54 81 / 8 06 - 0
E-Mail: kontakt@wagener-co.de
Internet: www.wagener-co.de

Sworn Experts
Developing new compositions
Samples/small batches
Toxicological safety reports
Product Documentations
Marketability/Export Reports
Quality assessments
SVB Dr. Lautenbacher GmbH
Tel: +089 82020020
info@svb-lautenbacher.de

C.E. ROEPER
Hans-Duncker-Straße 13 . 21035 Hamburg
Tel. 0 40 / 7 34 10 30 . Fax 0 40 / 73 41 03 35
E-Mail: office@roeper.de . http://www.roeper.de

B i o t e c h n o l o g y  G m b H

SimDerma –
rapid and low-cost 

screening of 30  dermato-
cosmetic parameters 

cosmetics@vivacell.de
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Adeps Lanae

Aerosol Mixing Balls

Aloe Vera

Applicators

Carmine

Consultants

Contract Filling

Contract Manufacturing
Aluminium Seal Closures

Contract Manufacturing

Lohn-Pack 
K.A.Wolf GmbH & Co. KG
Dorfwiesenstraße 2-4, 61197 Florstadt, Germany
Phone. +49 (0)60 41 / 82 28 - 0
Fax +49 (0)60 41 / 47 76
Mail: kontakt@lohn-pack.com

We are specialized in Producing, 
Filling and Sealing of

✓ Standard Sachets
✓ Magazine Sachets
✓ Onpack Sachets
✓ Contour Sachets
✓ Tissues in Sachets

968-16_Lohnpack_1sp_engl.qxp_16_79x121mm_        

Please note: Issue 11/2016

Publishing date: 4.11.2016

Advertising deadline: 7.10.2016

Dorothea Michaelis 
Call +49 (0)7243 7278-144
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www.cossma.com

“Your 
advertisement 
could be right 

here”

Book now: 
Call +49 7243 7278-144

Win new customers 
with your advert in 
COSSMA VIP Mail! 

Check 
www.cossma.com/ 

nltopics
for details.
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Beauty Made Possible.
www.baycusan.com
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Cosmetic Ingredients

Cosmetic Spatulus

Essential Oils

– Füll- und Verschliessmaschinen
– Prüf- und Sicherheitseinrichtungen
– Sortier-, Zuführ- und Aufsetzmaschinen
– Mess- und Testgeräte

Kosmetik - Pharmazeutik - Chemie - 
Technik - Nahrungsmittelindustrie -  

Farben/Lacke - Polyurethanschäume

Pamasol Willi Mäder AG, CH-8808 Pfäffikon 
T +41(0)55 4174040, F +41(0)55 4174044
info@pamasol.com, www.pamasol.com

Maschinen für Aerosole 
und Sprühsysteme

SiLiglit®

SIGMUND LINDNER GmbH

Phone (++49) 9277 99410 · Fax (++49) 9277 99499
E - M a i l :  s i l i @ s i g m u n d - l i n d n e r. c o m

www.sili.eu

SIGMUND LINDNER GmbH

Phone (++49) 9277 99410 · Fax (++49) 9277 99499
E - M a i l :  s i l i @ s i g m u n d - l i n d n e r. c o m

www.sili.eu

Glitter Effects

Lanolin (Adeps Lanae)

Lip Balm Full Service

Inflatable Seals

Contract Manufacturing 
Pharmac. + Cosmetics

Filling Lines

COSSMA
Eintrag RATIONATOR im Bezugsquellenverzeichnis ab Ausgabe 09/2016
Stichwort: „Filling Lines / Abfüllanlagen"

Größe: 
1 Spalte 43 mm breit
Höhe: 69 mm

Farbton Orange: C0, M52, Y80, K0

Flexible Filling Lines

RATIONATOR Maschinenbau GmbH 
Tel.: +49 (0)6733 9470-0

sales@rationator.de · www.rationator.de

� Flaschenaufstellen 
� Abfüllen       
� Verschließen  
� Transportieren   
� RATILIGHT Puck System  

Kosmetik · Pharma · Chemie

deutsch

englisch

Flexible Filling Lines

RATIONATOR Maschinenbau GmbH 
Tel.: +49 (0)6733 9470-0

sales@rationator.de · www.rationator.com

� Bottle Handling 
� Filling       
� Capping  
� Conveying   
� RATILIGHT Puck System  

Cosmetics · Pharma · Chemical Products

Contract Manufacturing

Mixing + Homogenizing

www.cossma.com/
guide

Please note:  
Issue 7-8/2018

Publishing date:  
8.8.2018

Advertising deadline:  
9.7.2018

Dorothea Michaelis 
Call +49 (0)7243 7278-144

Anmeldung von
Medizinprodukten

www.cossma.com

http://www.baycusan.com
mailto:info@pamasol.com
http://www.pamasol.com
http://www.sili.eu
mailto:sales@rationator.de
http://www.rationator.com
http://www.cossma.com/guide
http://www.cossma.com
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mailto:info@etol-oberkirch.de
http://www.etol.de
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http://www.terco.com
mailto:sales@terco.com
http://www.lipcare.de/private-label
mailto:sales@lipcare.de
http://www.lanolin.de


Packaging

Kreativität
tri� t auf Kunststo� .

www.seufert.com 
  – Gesellschaft für 

transparente Verpackungen mbH

Hans-Sachs-Straße 3, 
63110 Rodgau
Tel.  +49 (0) 6106 69 03 - 0
info@seufert.com

www.cossma.com

Sandalwood

	
  

Ethical, sustainable and reliable  
Australian grown Indian sandalwood  
Santalum album oil. 
17-21 Coulson Way, Canning Vale, 
Perth, WA 6155, Australia 
Phone +61-447-252-251 
www.santanol.com 
emilie.bell@santanol.com 
 

A.W. faber-castell Cosmetics GmbH
www.fc-cosmetics.com� p. 53

AAK Sweden AB Personal Care
www.aakpersonalcare.com � p. 2

Active Micro Technologies Srl
www.activemicrotechnologies.com� p. 29

bb med. Product GmbH
www.bb-kalkar.de� p. 11, 21

brenntag Holding GmbH 
www.cossma.com/brenntag� p. 7

bomo trendline Innovative Cosmetic 
GmbH
www.bomo-trendline.de� p. 41

brookfield Ametek
www.brookfieldengineering.com� p. 55

Covestro Deutschland AG
www.baycusan.com� p. 15, 35

Grafe Advanced Polymers GmbH
www.grafe-design.com� p. 23

Health and Beauty Germany GmbH
www.cossma.com/medicalBF� p. 37�
www.cossma.com/subscription� p. 49�
www.cossma.com/subscription� p. 60�
customer@health-and-beauty.com� p. 65

karl Finke GmbH & Co. KG
www.finke-colors.eu� p. 45

KHK GmbH
www.lipcare.de� p. 36

Mibelle AG 
www.mibellebiochemistry.com� p. 68

Provital S.A.
www.provitalgroup.com� p. 33

Sabinsa Europe GmbH
www.sabinsaeurope.com� p. 9

Virospack SLU
www.virospack.com� p. 7

zellaerosol GmbH
www.zellaerosol.de� p. 41

Zschimmer & Schwarz GmbH & Co. KG
www.zschimmer-schwarz.com� p. 5

COSMETICS  PHARMA
PACKAGING

GERSCHON

.

We offer bottles and jars made of glass
and plastics together with perfect fitted 
sprayheads and dispencers, flavoured 

bottles and perfume bottles, as well.

Individual printing on request.

Please contact us:
www.gerschon.de 

http://shop.gerschon.de
+49 6174 7017  I  info@gerschon.de

GERSCHON GmbH  I  Königstein i. Ts.
Germany

Anzeige 1 spaltigversion2-engl..indd   1 21.11.2017   19:51:15

NEWSLETTER
ORDER

Please fill in completely in capital letters or add your business card:

@

E-mail

First name, family name

Company

Street address

Postcode, city, country

Date and signature

z Yes, I want to be kept right up to date. I therefore agree
that Health and Beauty Germany GmbH may contact
me by mobile phone, e-mail, in writing, by tele-
phone/fax with news from the industry and to tell me
about interesting offers. If I do not wish to receive fur-
ther infor mation, I will communicate this to Health and
Beauty.

Contact:
      Phone: +49 (0)7243 7278-162 
      Fax: +49 (0)7243 7278-252 
      E-mail: customer@health-and-beauty.com

✓

Order today: 
Fax: +49 (0)7243 7278-252
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❱ GO FUTURE: NATURAL COSMETICS

❱ PLUS
•	Market survey ingredients suppliers:  

An update not to be missed

•	The secrets behind lipstick creation 

•	Major insights from Make Up in Paris 
and Cosmetic Business

COSSMA 7–8/2018 will be 
published on August 8th, 2018

❱ SPOTLIGHT: ADDITIVES

JULY/AUGUST 2018
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 Find your suppliers here !

 w w w . c o s s m a . c o m / s u p p l i e r s

 Your logo can be listed here for just 60,– EUR per month – for further information, 
please contact Dorothea Michaelis | dorothea.michaelis@health-and-beauty.com 
phone +49 (0)7243 7278-144

 Check the website with detailed online-information for the personal care industry – 
news, product innovations, addresses, events, books and these selected internet sites:

 www.mawi-chemie.de

 www.symex.de

 www.intracosmed.ch  www.molcare-consulting.com www.viscotec.dewww.bix-pack.de www.packaging.polpak.pl www.merck4cosmetics.com

 www.rationator.com www.minasolve.com

www.serac-group.com

www.brenntag-gmbh.com

 www.neopac.ch  www.baycusan.comwww.meding.com www.fl avex.com  www.gerschon.de

 www.geka-world.com

 www.lohn-pack.com www.intobeauty.ch www.pfeiffer-consulting.com www.bb-kalkar.de www.klar-partner.de

Etiketten- und Barcodesysteme GmbH

Etiketten im Digitaldruck

www.ajk-barcode.de

 www.zellaerosol.de  www.vivacell.de www.seufert.com www.cosphatec.com

 www.systemkosmetik.de  www.derschlag.com www.sili.eu  www.inolex.com  www.sabinsa.com

 www.kosmetik-konzept.de
www.lipcare.de/en/

private-label

 www.lutz-packaging.de

www.vmp-chemiekontor.de  www.ballerstaedt.de www.cossma.com

 Your Logo 
here for just 
E 60,–

www.biesterfeld-
spezialchemie.com
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 www.mibellebiochemistry.com

MossCellTec™ No. 1 
Enhances cell nucleus function 
for resilient skin
Mosses were the first plants to conquer the land and they used their extra­
ordinary adaptation abilities to survive from the prehistoric age until today. 
MossCellTec™ is an innovative technology that now makes it possible to 
benefit from those extremely resilient properties.
MossCellTec™ No. 1 maintains cell nucleus health that is a completely novel anti­
aging concept. The cell nucleus contains the cell’s DNA and it is in volved in 
regulating essential cellular processes. Extensive studies have shown MossCellTec™ 
No. 1 strengthens skin against urban aggressors and climatic changes.

• Enables skin to adapt to environmental changes
• Improves skin moisture, even in stressful conditions
• Refines skin and creates a flawless complexion

MossCellTec™ No. 1 significantly improves the hydration, barrier and homo­
geneity of the skin after just two weeks and ensures a more resilient skin.
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