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EDITORIAL

For all of us: Sustainability

major issue that is currently occupying the media as well as companies and

private individuals is sustainability. Be it the “Fridays for Future” move-

ment, pictures of plastic-flooded beaches or the car exhaust scandals of vari-
ous car manufactuers - awareness of environmental issues is growing.
There is also a lot of talk about sustainability in the cosmetics industry. The market
for packaging-free products is growing, creating several challenges: how to do
without plastic, but also how to adapt the formulations. After all, the quality of the
end products should not suffer. Sustainability should also include optimized pro-
duction processes and the economical use of resources. As you can see, this is a
complex issue where many different aspects have to be considered and weighed,
with no easy answers. In this issue, we will pick up on elements of this topic for
you in the “Ingredients”, “Marketing” and “Packaging” sections.
And of course you will come across this topic again at Cosmoprof Worldwide
Bologna 2020 and Cosmopack. There, you can already have a look into the future
through new developments and research results, and which will move the
cosmetics industry in the next ten years. You will find an overview of Cosmoprof,
Cosmopack and the supporting events at the trade fair on page 54.

Sincerely yours,

/

Georg von Griesheim,
Managing Director
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BEAUTY FORUM MEDICAL
Brings together aesthetic medicine and
professional beauty care!
www.beauty-forum.com/mb-try

FOLLOW COSSMA ON:

®

www.cossma.com

@

www.linkedin.com/company/cossma-digital

®

www.twitter.com/cossmamagazine

@

www.youtube.de/cossmatv
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FOREVER YOUNG?

Ingredients | Recent demographic changes are having
important consequences for cosmetic treatments and AUTHOR:

Dr phil. Meike Streker: The cosmetics scientist

dermatology. The population is ageing at a rapid rate is an expert in evidence-based cosmetics

and has extensive experience in the field of

and the trend is set to continue in the next years. cosmetic and clinical research.

10 | COSSMA 312020 WWW.cossma.com

photos: Lucky Business/Shutterstock.com


http://www.cossma.com

for men and 83 years for woman have introduced a pro-

nounced ageing process. According to the BpB (Bundes-
zentrale fiir politische Bildung), in 1900 45 percent of the
population in Germany was under 20 years old, and only 4
percent were 65 years old and older. In 2060 the proportion
of the population under 20 years old will have dwindled to
one third of its current level, and the proportion of people
over 65 years old will increase to more than six times of the
current levell. The demographic transition is dynamic and
results in an increased demand on the health sector.

| ow fertility and an increased life expectancy of 78 years

Skin quality decreases

The elderly are affected by many dermatological concerns,
not all of which are caused by the normal ageing process.
Some of these concerns are related to individual lifestyles,
cosmetic routines and additional lifelong exposure to envi-
ronmental agents. The skin is in direct contact with the en-
vironment and undergoes ageing as a consequence of envi-
ronmental damage. In comparison to chronological /intrinsic
aged skin, which results in subepidermal atrophy, fine lines
and sagging, extrinsic aged skin shows deeper wrinkles and
a heterogenic pigmentation. As extrinsic skin ageing is caused
by a variety of factors, cosmetic and environmental scientists
use the term skin ageing exposome to describe the totality of
exposures to which an individual is subjected from concep-
tion to death?. According to the skin ageing exposome, skin
ageing is affected by sun radiation, smoking, nutrition, phys-
ical stress, lack of sleep and pollution. As a consequence of
these influencing factors the skin quality is decreased.

Significant modifications

A study from 2015 demonstrated an important impact of pol-
luted environmental conditions on skin quality. There were
significant modifications of parameters related to sebum ex-
cretion, a lower level of vitamin E and squalene in sebum.
The degradation of sebum quality and quantity results in
decreased skin barrier function3. Other studies showed that
air pollution exposure was significantly correlated to signs of
skin ageing such as pigment spots and wrinkles?. Moreover
studies investigated the influence of sleep on skin quality and
skin ageing. In 2010 a Swedish study showed that people are
less attractive when sleep deprived compared to when they
are well rested®. Another study from 2015 indicated that
chronic poor sleep quality is associated with increased signs
of ageing and diminished skin barrier function®. UV-radia-
tions, as well infrared-A radiation, tobacco smoke and phys-
ical stress induce oxidative stress, a disturbance in the balance
between the production of reactive oxygen species (ROS) and
antioxidant defences. This, in turn, plays a major role in the
ageing process. ROS can signal pathways contributory to skin
ageing, for example the activation of matrix metalloprotein-
ases (MMPs) like collagenases, which increases collagen deg-
radation?.

In summary the aged face is characterized by decreased qual-
ity and quantity of sebum content, stratum corneum hydra-
tion, and hyperpigmentation like liver spots, loss of elasticity
and firmness and as well wrinkles. To slow the ageing process
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GO FUTURE: WELL AGEING

We can slow the ageing process with
chosen cosmetic products.

four cosmetic procedures are re-

quired:

e Balance antioxidants.

e Stabilize skin barrier function.

® Maintain and renew physiological
parameters.

® Protect against sunlight and pollu-
tion.

It’s all about antioxidants

Free radicals play a major role in sun
damage as well as in pollution by
degrading the skin structural fibres
(collagen, elastin), cell membranes,
DNA, or creating inflammatory reac-
tions®. Antioxidants are molecules
that prevent free radicals from taking
electrons and causing damage in a
physiological and dynamic balance.
Environmental stress breaks this bal-
ance. While some antioxidants can
be synthesized by humans (linke
ubiquinol), others can only be sup-
plied through diet. So it is important
to note that the use of oral or topical
antioxidants does not replace a diet
with vegetables and fruits consump-
tion. Antioxidants such as Vitamin C
from botanical sources have shown
positive effects on skin quality.

Use antioxidants like Vitamin C

Vitamin C protects against free radi-
cal damage and helps maintain the
elasticity and the integrity of the ex-
tracellular matrix. Moreover, it is an

12 | COSSMA 3 12020

anti-inflammatory agent that de-
grades and eliminates histamine and
stimulates the immune system?. A
study from 2017 showed that Licoch-
alcone A suppresses the oxidation of
cells!®, Furthermore, it reduces red-
ness and soothes the skin. Resvera-
trol, a polyphenolic phytoalexin pres-
ent in large amounts in red grapes, is
also used as an antioxidant in cos-
metic products. Additionally, it has
antiproliferative, anti-inflammatory
and antimicrobial properties!!. Niac-
inamide, an old favourite in the cos-
metic industry, is also an excellent
antioxidant. It helps to repair UV-in-
duced skin cell damage and rebal-
ances skin tone as it prevents pig-
ment on surface the skin!2.

Niacinamide for strengthen skin
Niacinamide is also used for strength-
ening skin barrier function. It can
increase the amount of ceramides,
collagen, filaggrin and involucrin.
Another agent for strength skin bar-
rier function is ectoin. It reduces tran-
sepidermal water loss significantly,
functions as a superior moisturizer
with long-term efficacy, protects
against UV-A radiation, reduces red-
ness and strengthens the epidermal
immune system!3. Squalene is a nat-
ural lubricant and skin barrier lipid
that helps protect the skin and pre-
vent moisture loss. It can improve
skin tone and texture and prevent
dryness. Due to its hydration and
skin-softening effects, it helps reduce
the appearance of wrinkles and fine
lines!4.

Moisturizer optimisation
differentiation

Moisturizers can maintain and renew
certain physiological parameters. Al-
pha hydroxyl acids (AHA), in par-
ticular glycolic acid, increase stratum
corneum hydration and turgor signif-
icantly. They also help to optimize
epidermal differentiation!s. Polyhy-
droxy acids (PHA) like lactobionic
acid are trending in skin care right
now. They have similar effects to
AHAs but fewer side effects. Like
AHAs, PHAs exfoliate dead skin cells
on the surface and rehydrate the stra-
tum corneum. PHAs are rich in anti-

oxidants and stimulate epidermal
growth and repair’®.

Another trend in cosmetics are pro-
biotics. Lactobacillus rhamnosus in-
crease water storage capacity in skin
and reduces transepidermal water
loss. In addition, it reduces hyperpig-
mentation and has antioxidative
properties!?.

Protecting against environ-
mental influences

Protecting the skin against environ-
mental influences is the key to slow-
ing the signs of ageing and must be
at the base of a daily cosmetic treat-
ment. This means more than only
protecting the skin from UV-radia-
tion. The majority of sunscreen prod-
ucts protect against UV-B and UV-A
radiation, but infrared-A radiation is
not blocked by SPF. Just like pollu-
tion, Infrared-A creates reactive oxy-
gen species which can be scavenged
and neutralised by antioxidants.
Protecting the skin against premature
ageing requires a healthy diet, a
healthy lifestyle, effective and ade-
quate cosmetics with active agents
and an effective protection against
environmental stress. We cannot
keep our skin forever young but we
can slow the ageing process with
chosen cosmetic products. O
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ADVERTISEMENT

Polevan S is a safe and responsible
Anti-aging choice, with supply chain
located far from Asia.

photo: Gan Shmuel Group

INGREDIENT HIGHLIGHT

Gan Shmuel Group

TAP TO COLLAGEN, NATURALLY

A new plant-fiber allows consumers to base their
Collagen and Hydration choice on facts.

Polevan™, an innovative new Active
Beauty ingredient, developed from
Fruit Biomass, focused on integrating
methodical clinical proofs, with a
Natural & Safe and Sustainable pro-
duction ecosystem.

This captivating polysaccharide, of-
fers dual support to the skin’s prime
needs: more Hydration, and more
Collagen.

Fact: Collagen is good for the skin.
Myth: Collagen is absorbed in the
skin by oral ingestion.

Polevan applied topically, generated
enhanced Collagen-1 secretion in hu-
man skin cells

Researchers suggested, “An impact
on the extra cellular matrix (ECM)
remodeling process, of removing

malformed collagen and initiating
Collagen-1 secretion”)ADSSC, ISR,
2018).

Fact: Hydration is critical for a
healthy, vital skin.
Myth: Hyaluronic Acid hydrates.

Polevan outscored HA in Hydration,
in three different, independent, com-
parative clinical studies, held in Is-
rael & France, 2014-2017.

Researchers suggested, “Polevan
0.5% demonstrates significant en-
hanced moisturizing properties com-
pared to hyaluronic acid 0.2 %, either
immediately after a single applica-
tion, or after repeated daily applica-
tions” (Greentech, FR, 2014).

For nearly 90 years, the Gan Shmuel
Group (www.ganshmuel.com), Isra-

el’s largest agriculture landowner,
has been bringing to the global mar-
ketplace, natural, processed plant-
based products - coming from a
GMP/ISO, vertically integrated sup-
ply chain.

Base your choice on Facts. Em-
power your skin with Polevan.

+972-52-561-3914
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GO FUTURE: WELL AGEING

ULTIMATE PROTECTION

Interview | Valentina Mastria from Res Pharma Industriale in Italy
talks about a cosmos botanical active ingredient, which promise to
be a truly comprehensive global ally against ageing.

B Valentina Mastria,

technical marketing specialist,

Res Pharma Industriale,
Trezzo Sull'Adda, Italy,

www.respharmaind.com
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COSSMA: What is your botanical
based on and what makes it so spe-
cial?

Valentina Mastria: Pantrofina Skin
360 is a Cosmos botanical active in-
gredient derived from Pinus Pinaster
bark extract solubilized in diglycerin.
The marine pine survives, and

thrives, in extreme environmental
conditions; it flourishes in places too
sunny, too windy, or too dry for other
plants to grow.

In order to survive in this harsh en-
vironment, the pine has developed
defence mechanisms against envi-
ronmental and other external ag-
gressors. A single ingredient offering

Fotocredits: Postolit/Shutterstock.com
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complete anti-aging action for the
skin, Pantrofina Skin 360 offers ulti-
mate protection against air pollut-
ants. Thanks to its anti-oxidant
power and soothing properties, it pre-
serves the skin’s youth.

What are its benefits?

Pantrofina Skin 360 improves the
synthesis of collagen type I and aids
in the recovery process of fibroblasts
exposed to oxidative stress. It also
plays an active role in the stimulation
of energetic metabolism. Pantrofina
Skin 360 is good anti-pollution agent;
it acts both as a strong antioxidant
and as an effective soothing agent. It
has been proven to visibly reduce
acne and micro-wrinkles.

How have these benefits been
proven?

Pantrofina Skin 360 has been tested
both in vitro and in vivo. In vitro tests
demonstrate that Pantrofina Skin 360
avoids the complete consumption of
the cell’s ATP reserves, even when
exposed to a source of oxidative
stress such as UVA radiation.

The ingredient shows a greater free
radical scavenging activity when
compared to Vitamin C (present for
example in oranges and citrus fruits)
and solubilized Vitamin E acetate
(found in olive oil and almonds). It
neutralizes free radicals from indoor
and outdoor dust with a statistically
significant positive action against ox-
idative damage. Pantrofina Skin 360

GO FUTURE: WELL AGEING

has been demonstrated to have a
strong soothing action even in com-
parison to alpha-Bisabolol. In vitro,
it significantly inhibits pro-inflamma-
tory cytokines IL6 & IL8 release in
conditions of stress and IL8 release
in fibroblasts pre-exposed to UVB. In
vivo, clinical and instrumental pa-
rameters collected have shown an
anti-acne and anti-wrinkle effect.

What do you believe is the essence
of clean beauty?

Clean beauty is a very wide and di-
verse concept; with this term, differ-
ent micro-trends of contemporary
cosmetics converge. It confirms con-
sumers’ attention and choice towards
natural, “clean”, simple formulations
that avoid the use of what are con-
sidered “unhealthy” ingredients.

I believe it can be described with
three words: simplicity, transparency
and sustainability. Clean beauty is a
synonym for simplicity - formula-
tions which contain few essential but
effective ingredients are a concrete
example of clean beauty. Transpar-
ency of the product’s texture, formu-
lation, product and routine commu-
nication.

Sustainability in the raw materials,
in the process behind production of
ingredients and the formulation it-
self. Sometimes, this also means for-
mulating without water or in a wa-
ter-saving approach.

In what way is this botanical com-
patible with clean beauty values?

Pantrofina Skin 360 is a botanical ac-
tive ingredient; plant-based, it is eas-
ily identified by consumers as natu-
ral. Because it has demonstrated
multifunctional properties, this single
ingredient supports more than one
claim at the same time, greatly sim-
plifying formulations. Its affinity with
water also makes it a key active in-
gredient for the development of con-
centrates, ampoules, serums and es-
sences with a transparent appearance.
Its botanical origin and Cosmos cer-
tification make it perfect for brands
that make clean beauty their mani-
festo. |

www.cossma.com | 15
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reproducible and safe formulations contalnlng most of these ingredients

remains a topic of discussion. Big effort is currently devoted in elucidating-the

R |

AUTHOR:

Author: Dr Guglielmo Bifulco, scientific
marketing manager, others: Francesco Rastrelli,
Giabattista Rastrelli and Giorgio Tosti,
Kalichem srl, Rezzato, Italy, www.kalichem.it

he skin is an ecosystem where
Tabout a thousand microbe spe-

cies live in symbiosis with
each other and with the host. The
balanced pattern of commensal and
symbiotic microorganisms forms the
skin microbiota, essential for skin
health!2. Many of these microbial
communities are harmless and some
even provide functions not evolved
by the human genome. Symbiotic mi-
crobes support skin barrier function
and modulate immune response pro-
tecting the skin against pathogens,
allergens etc. Since the skin is a finely
organized ecosystem, a perfect bal-
ance between host and microbe com-
munities exists to preserve homeosta-
sis and wellness.
Disruption of this delicate balance
can induce perturbations in skin bar-
rier function, onset of dermatological
disorders associated with photoage-
ing, acne, eczema, psoriasis, derma-
titis etc3. Moreover, significant
change in the composition and dis-
tribution of skin microbe communi-
ties occurs during ageing, thus affect-
ing balance between host and
microbiota4. Solutions aimed at pre-
serving balance of the skin’s ecosys-
tem have become one of cosmetic
industry priorities.

16 | COSSMA 3 12020

interactions between beneficial microbes and skin. B

An elegant way to provide the
skin with microbial actives
Studies show that the culture me-
dium of these bacteria, like Lactoba-
cilli, promotes antipathogenic and
wound healing effects in the host°.
Molecules produced by bacteria and
released in the medium can exert
these effects. It has been postulated
that bacteria interact with one an-
other and the skin cells, using a com-
plex network of molecules, the “post-
biotics”, which represent a new class
of bacteria derived factors, helpful in
keeping the skin microbiota balance,
reinforcing skin defences, promoting
barrier function and other beneficial
effects®. Due to their reproducible
composition, organoleptic features,
long shelf life, safety, handling and
efficacy, using postbiotics is an ele-
gant and efficient approach to pro-
vide the skin with microbial actives.
Through a patented biofermentation
process (PB Tech by Postbiotica srl)
Kalibiome postbiotics for cosmetic
applications were designed and pro-
duced starting from L. Paracasei, spe-
cies known for its beneficial skin ef-
fects?-8. Kalibiome postbiotics are
naturally produced and released by
living microbes and extracted by a
technique which avoids bacterial
fragments or the presence of toxins.
By modulating biofermentation con-
ditions, it is possible to obtain differ-
ent molecular patterns for postbiot-
ics. This means that their production
is customisable to obtain different
target molecules.

Materials and methods
In vivo tests were performed using
Kalibiome in emulsion at 0.2% vs

placebo twice daily, on twenty
women aged between 40 and 70, to
assess skin echogenicity (measure-
ment of the ratio between up-
per-lower dermis ultrasonography,
digital images of skin density by Ul-
trasound Dermascan C), wrinkle
depth (Ra and Rz ratio, image ob-
tained by high performance CCD
camera COHU), elasticity (Cutometer
MPAS80 Khazaka), TEWL, hydration
(Corneometer CM 825), skin redness
(measurement of a* from CIE L*a*b*,
after 24h SLS treatment).

In vitro tests on hyaluronic acid and
pro-collagen I expression were car-
ried out by Elisa, comparing postbi-
otics vs benchmarks. A scratch test
was performed using EGF as control
with analytic and photographic as-
sessment of wounded fibroblast layer
repair. The skin barrier was analysed
by immunofluorescence microscopy.
The pathogen biofilm formation was
assessed analysing the postbiotics in-
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figure 1: Echogenicity change after 6 weeks.
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figure 2: Skin framework digital image treated with postbiotics (white
bands are indicator of redensified areas).

terference with S. aureus biofilm onset vs control. The postbi-
otic solution was added in microchannels by syringe pump and
the biofilm formation was observed through glass surface and
recorded by microscope and live imaging incubator.

The antioxidant activity was tested on cells after ROS induction
with the genotoxic mitomycin C. Cells were treated with GSH
(glutathione) and postbiotics to compare the antioxidant force.
Superoxide levels were measured as an oxidation index of a
red fluorogenic reagent by mitochondrial superoxide of living
cells.

Anti-inflammatory effect was evaluated by ELISA of proinflam-
matory cytokine expression (IL6, IL8, CCL MCP1) inducing
inflammation on keratinocytes by poly I:C.

Atopic dermatitis soothing effect on TSLP itching isoform ex-
pression in keratinocytes was evaluated by RT-PCR in presence
of poly I:C. The postbiotics were subject to skin irritation po-
tential, occlusive patch test, ocular irritation, and phototoxicity
tests. Sensitization or irritation potential were not found in any
of those (data not shown).

In vivo-evaluation of photoaging

The postbiotics gave significant results in redensifying the der-
mis framework in skin echogenicity tests. Echogenicity is the
ratio between the upper and lower dermis as tested by high
frequency ultrasonography, used to estimate the protection
against photoageing®. The postbiotics treatment at 0.2%
showed an increase of +15.7% compared to the placebo
(Fig.1) and a significantly visible dermis redensifying action,
seen in the digital imaging with larger white bands highlighting
collagen expression increase (Fig. 2).

In vivo: anti wrinkle tests

The postbiotics at 0.2% were tested in crow’s feet area to in-
vestigate effectiveness on wrinkle depth reduction. The treat-
ment results show -13,1% wrinkle depth decrease compared

T=0 { T=6 weeks challenge in 2 random subjects treated with Kalibiome postbiotics

Subject 1 Subject 2

__T=0 T=0
T= 6 Weeks T=6Weeks

figure 3: Wrinkle depth reduction and surface regularization after 6 week
treatment.
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figure 5: Kalibiome repairing effect on wounded fibroblasts.
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figure 6: Postbiotics cytokines and chemokine (IL8) modulation.>>

to the placebo, along with surface
regularisation as shown in Fig. 3.

Effects on hyaluronic acid,
procollagen | and fibroblast

The postbiotics antiageing action is
ascribable to the dualistic effect ob-
served on skin targets like the epider-
mal keratinocytes hyaluronic acid in-
volved in skin hydration, cells
turnover, wound repair, and the pro-
collagen I involved in restoring the
dermis framework (Fig.4). In both
cases, the postbiotics outperformed
the benchmark.

They show the same efficiency as
EGF (Fig.5) in promoting fibroblasts
migration after wounding, with re-
sults visible after 24 h.

In vitro: immune system
modulation

The postbiotics proved modulatory
activity on pro-inflammatory cy-

Control

figure 8: immunofluorescence microscopy images

(ZO-1 green, keratinocytes blue).
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tokines (Fig.6) IL-6 and CCL-2 MCP-1
through a dose dependent expression
reduction’®, The same pattern was
observed with the proinflammatory
chemokine IL-8, whose expression
was reduced vs control. The above
mechanisms explain the decrease in
skin redness and photoageing effects
detected in vivo. The immunomodu-
lation activity pattern!! confirms
their suitability in sensitive skin
products.

Further tests have proven the reduc-
tion of long TSLP (thymic stromal
lymphoietin) isoform, a cytokine typ-
ically occurring in atopic dermatitis
and mouth inflammations!2, and in-
creased expression of IL-1010-13, The
short TSLP boasts ecosystem balanc-
ing activity on skin microbiota!4. The
postbiotics TSLP regulation (Fig.7)
leads to long TSLP isoform decrease
and homeostatic short isoform in-
crease.

In vitro: skin barrier restoring

The postbiotics increase the expres-
sion of the tight junction zonula oc-
cludens-1 (ZO-1), a key component
involved in keratinocytes adhe-
sionl5,16,17 analysed by immuno-
fluorescence microscopy. The kerati-
nocytes were treated with SLS and

figure 7: modulation of TSLP isoforms.

then with postbiotics vs control. Re-
sults show the postbiotics’ superior
effects on keratinocytes tightening
and sealing, promoting decreased
permeability to pathogens and pol-
lutants (Fig. 8).

In vitro: interference with
biofilm formation

The postbiotics inhibit the formation
of S.Aureus biofilm, (Fig. 9) involved
in inflammation diseases such as at-
opic dermatitis. Their biosurfactants
promote physical disruption of the
pathogen biofilm, confirming the re-
sults of recent studies18,19 and their
suitability for applications where bac-
terial biofilm presence is matter of
concern.

In vitro: antioxidant action
Additional tests analysed the mithoc-
ondrial ROS (O, superoxide) in liv-
ing cells (Fig. 10). The postbiotics
reduced the superoxide radical found
in the cells subject to oxidation more
efficiently than GSH (glutathione).
The decrease in oxidative stress con-
tributes to the immune system mod-
ulation, as it downregulates the acti-
vation of pathways involved in the
induction of lipid peroxidation, mem-
brane disruption, and protein dena-

www.cossma.com
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vs postbiotics.

turation that lead to nucleic acid
damage, mithocondrial damage and
oxidative explosion. These inflamma-
tion cascades are triggered at differ-
ent physiological levels, as recent
studies show20 and their negative
modulation seems a promising strat-
egy for soothing mucosal targets.

In vivo: redness, elasticity en-
hancement, skin hydration, TEWL
The postbiotics were tested at 0.2%
on different parameters vs a placebo
formulation, showing in each case
significant benefits (Tab.1). The de-
crease in skin redness may be linked
to an immune system response to
pollutants and cytokine modulation
control, as previously shown. The
elasticity increase is likely related to
the proven dermis redensifying ac-
tion. The restoration of the skin bar-
rer function and the hydration effect
reported are linkable to the activity
on tight junctions and hyaluronic
acid production.

Kalibiome, an innovation in the
field of microbiota care
Kalibiome postbiotics are biotech ac-
tives developed by a patented fer-
mentation technique which creates,

PARAMETERS ANALYZED

SKIN ELASTICITY

SKIN REDNESS

table 1:in vivo tests.

KALIBIOMEPOSTBIOTICS

superoxide reduction.

with standardized reproducibility,
bacterial active metabolites with
proven safety. The patented fermen-
tation process allows the postbiotics
to be customised for personal care
use. The combined immune system
modulation and the anti-ageing fea-
tures position Kalibiome postbiotics
as one of the deepest innovations in
the field of microbiota care.
Currently, Kalibiome is recom-
mended for applications in anti-age-
ing and soothing the skin. Kalibiome
postbiotics increase skin compact-
ness, redesify the dermis, reduce
wrinkle depth, inrease elasticity,
likely ascribable to the stimulatory
action on dermal-epidermal frame-
work components (ZO-1 tight junc-
tion, hyaluronic acid and procollagen
I). As for the soothing effect, the
postbiotics displayed an anti-inflam-
matory action through cytokine re-
lease modulation, itching reduction
in atopic dermatitis and sensitive
skin through TSLP modulation, in-
hibitory activity on pathogen bacteria
biofilm formation and antioxidant ef-
fect on stressed cells.

These mechanisms open a new fron-
tier for soothing and antipollution
treatments for skin care, medical de-

vivo results)

+12.9 % compared to placebo in 6 weeks
- 11.7 % compared to placebo in 48 hours

+10.0 % compared to placebo after 6 weeks

-18.3 % mean variation of a* after 3 days
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"AMLA HAS BEEN USED IN AYURVEDA AND OTHER
ASIAN MEDICINAL PRACTICES. IT HAS STRENGTHENING
AND REJUVENATING EFFECTS.

Hagen Doring, Area Sales Manager, Provital Group

AYURVEDIC HAIR SECRETS

Ingredients | Provital combined an ancient ayurvedic well-ageing secret and
advanced botanical research in its latest innovation. Amla is a natural adaptogen
fruit and is known for its wellness and well-ageing benefits for scalp & hair.

AUTHOR:
Hagen Déring, Area Sales Manager, Provital
Group, Liinne, Germany
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his new active prevents hair
Tfollicles from miniaturisation

and thus improves parameters
of hair quality such as resistance,
shine, hair thickness and colour.
Amla is the Hindi word for a fruit tree
(Emblica officinalis or Phyllanthus
emblica) that grows throughout India
and bears sour-tasting gooseber-

ry-like fruits. Amla has been used in
Ayurveda and other Asian medicinal
practices for thousands of years. It is
a highly revered rasayana fruit,
which means it has strengthening
and rejuvenating effects. With in-
credible healing properties, this won-
derful berry has played a key role in
the long, thick, beautiful hair of India

photos: Anna.danilkova/Shutterstock.com, Provital Group



women. It contains an array of anti-
oxidants such as emblicanin, phyl-
lantine, quercetin, gallic acid, and
ellagic acid. It also contains a high
concentration of minerals and amino
acids, and has strong immunity
boosting properties. Studies have
shown that an active ingredient de-
rived from Amla fruits is able to pre-
vent follicle miniaturisation, which
is the main cause for hair ageing.

Hair follicle ageing can be
prevented

As we age, hair follicles miniaturize,
leading to the visible effects of hair
ageing; the hair gets thinner, loses
volume, breaks more easily and
grows more slowly. Recent studies!
show that hair follicle ageing is
driven by transepidermal elimination

of stem cells via Collagen XVII
(COL17A1) proteolysis. The hair fol-
licle is a mini-organ that sustains cy-
clic hair regrowth. A pool of hair fol-
licle stem cells (HFSCs) is responsible
for the new hair shaft production in
each cycle.

As all other organs, the hair follicle
is susceptible to ageing caused by
genomic instability as a result of ac-
cumulated DNA damage. It has re-
cently been shown that the DNA
damage response induces the prote-
olysis of the type XVII Collagen
(COL17A1) by neutrophil elastase in
HFSCs. In each new hair growth cy-
cle, these aged COL17A1 depleted
stem cells leave their niche in the
hair follicle, terminally differentiate
into epidermal keratinocytes, and are
then eliminated from the skin sur-
face. As a result, the hair follicle suf-
fers miniaturisation, which leads to
hair thinning and the reduction in the
number of hairs which subsequently
leads to senescent baldness. Hair fol-
licle ageing, however, can be pre-
vented by maintening COL17A1 in
HFSCs 1. The natural active ingredi-
ent derived from Amla fruits, is able
to prevent follicle miniaturisation by
increasing expression of Collagen
XVII (COL17A1) while reducing its
proteolysis.

Growth of hair along the
experiment

Provital performed in vitro assays to
evaluate the anti-ageing effects of
Kerascalp™, by analysing the activity

GO FUTURE: WELL AGEING

of genes and proteins involved in the
miniaturisation process. Results
show that the active can increase the
expression of COL17A1 that main-
tains the pool of hair follicle stem
cells and decreases the activity of
proteases to protect the stem cells
from ageing.

Hair follicles cultivated ex vivo pre-
sented a steady growth of hair along
the experiment in all treatments. Im-
portantly, hair length increases faster
when bulbs are treated with the Amla
based active at the concentrations of
0.25% and 0.32% compared to the
control across the seven-day culture
period (Figure 1). On day 7 the hair
length is significantly increased by
22% at both concentrations.

Active increases in the number
and thickness of hair

An in vivo study was conducted to
assess the effects of Kerascalp™ on
several scalp and hair ageing signs,
such as gloss, resistance, number and
density of hair follicles and ratio of
follicles in different phases of growth.
Sixty volunteers (thirty women and
thirty men) from 40 to 60 years old,
with thin and weak hair participated
in this study.

Hair number and density was ana-
lysed by TrichoScan HD system with
a digital image recording and a soft-
ware based analysis, which can as-
sess all the major parameters of hair
growth such as hair follicle density
and terminal hair density. The
thrichometer analysis shows that the
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active increases the number and
thickness of hair. It also shows visible
sk gl improvements in the texture of the
o scalp, minimising the presence of dry
s T flakes.
1600 Hair strength was evaluated by a Pull
1400 Test. The results show that, when the
T volunteers were treated with the ac-
?i: = tive, the percentage of change in hair
E - pulled was decreased by 12.2%, and
z 52.3%, after 84 and 150 days of ap-
= plication, respectively.
o An overall improvement in
0, . . N . hair density
Number of days To analyse the evolution of hair thick-
- PoEE ness, an artificial intelligence algo-
== KERASCALP 0,25% rithm, was used to automatically
—a—  KERASCALP 0,32% identify the hair fibres in the trichos-
can pictures. Hairs were categorized
as thin or thick. The number of hairs
in each category was quantified in
each volunteer throughout the course
Figure 1: Evolution of hair growth over a seven-day period in follicle cultures grown ex vivo in the presence or of the study.
absence (control). The results show that both the num-

ber of thin and thick hairs was in-
creased significantly in volunteers
treated with Kerascalp™ compared to
the number of hairs quantified in the
placebo-treated volunteers. The in-
crease in thick hairs was also much
higher than that for thin hairs, pro-
viding more volume to the hair. The
active increased the number of thick
hairs by 56% at 150 days. Standard-
ized photographic images obtained
with parallel polarised light were ob-
tained during the study with a Canon
DSLR camera with a circular polar-
iser for all the volunteers.

In both women and men, the images
show an overall improvement in hair
density and quality throughout the
study. The results of the study show
that Kerascalp™, an active ingredient
based on the rasayana (rejuvenator)
fruit amla, prevents hair follicle min-
iaturisation, encourages hair growth
and visibly improves the quality of
hair. O
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Product development | This month Mintel is looking at multi-func-
tional products. In search of convenience, informed consumers are
scaling back their BPC regimes and are switching to products that
offer effective results.

n Germany almost half (45%) of

consumers have used 2-in-1 sham-

poo in the last year. Meanwhile,
a third of French consumers have
reduced the number of products in
their facial skincare routine and al-
most six in ten Spanish males like to
use multipurpose products. Research
reveals that young men in particu-
lar show a particularly strong prefer-
ence for all-in-one solutions and they
are more likely than those older than
them to experiment with new brands.
From eye shadow with UV protection
to glow powder with fragrance, here
Mintel GNPD highlights some of the
latest multifunctional products.

Without animal testing

Venn is known as a clean, conven-
ient and perfect skincare brand born
in Silicon Valley with 20 years of re-
search and development. All prod-
ucts have not been tested on ani-
mals, are free from 20 harmful
ingredients, and give no burden
to body. Available as part of the

SERGIO PARIS

The product retails
in a 240ml pack

CLARINS

Intense hydration and
nourishment to the lips

brand, Moisture-Balance All-In-One
Face Cleanser is designed to gently
cleanse and lift impurities, moistur-
ises instantly, removes makeup, and
exfoliates skin mildly in one simple
step. This pH neutral, multi-tasking,
non-foaming facial cleanser is formu-
lated with vitamins B3 and BS, an-
tioxidants such as centella asiatica
leaf extract, ellagic acid, and camellia
sinensis catechins. Dermatologically
tested, it also contains PHA, xylitol
and fruit enzymes to mildly exfoli-
ate skin daily. It is said to be a qua-
si-semi-emulsion type made by water
and oil based ingredients and hu-
mectants with particle sizes smaller
than emulsion to offer deep cleans-
ing in pores and wrinkles and effec-
tively remove makeup and oil with-
out stripping the skin. It is free from
fragrance, parabens, silicone, phtha-
lates, mineral oil, sulphates, and col-
ourants, and surfactants.

One for all Shampoo

Sergio Paris Shampoo Cerveja 4x1
is described as a caring product for
hair and skin that can be used as a
shampoo, conditioner, shaving foam
or as a liquid body soap. The formula
contains barley and hops, said to pu-
rify, condition and control oil, add-
ing softness, hydration and leaving
a woody scent. The multi-functional
formula is also claimed to clean,
provide a soften shave, increase hair
thickness, reduce frizz and nourish
in just one product.

Ready for shiny summer days

Launched for Summer 2019, Clarins
Water Lip Stain is now available in
the new irresistible sparkling shades:
06 Red Water; 05 Rose Water; and 07

GO FUTURE: WELL AGEING

@ INTERNATIONAL LAUNCHES

VENN

All-In-One Face Cleanser is low
pH, gently cleanses, lifts impurities
and removes make up

VENN

Violet Water. Its unique water like
texture glides over the lips to give
long wearing, non-transferable col-
our, while providing intense hydra-
tion and nourishment to the lips, with
a matte finish. It has been formulated
with organic aloe vera to hydrate and
organic raspberry water to soften. It
is also developed with unique An-
ti-Pollution Complex, to protect lips
from environmental aggressors, and
features a brush infused with just the
right amount of colour, perfectly fit-
ting the shape of the lips, for an ad-
aptable and comfortable application.
Suitable for all skin types. O

AUTHOR:

Michelle Strutton

Global Research Manager
Beauty & Personal Care
Mintel, London, UK
www.mintel.com
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INGREDIENTS

BETTER BIOAVAILABILIT

WITH SMARTLIPIDS

Ingredients | SmartLipids, submicron lipid particles, ensure

that active ingredients in formulations last longer and work

more effectively.

nlh

AUTHORS:

Dr Sabilla Digel, Product Manager Cosmetic Specialities

Florence Olechowski, Division Manager Cosmetics, Berg + Schmidt
GmbH & Co. KG, Hamburg, Germany, www.berg-schmidt.de

Prof. Dr. Rainer H. Mueller, Freie Universitdt Berlin, Berlin,
Germany, www.fu-berlin.de

onsumers are demanding

more and more from topical

applications. The products
are expected to deliver quick results -
whether in anti-ageing, skin lighten-
ing or skin refining - without com-
promising on skin compatibility and
sensory attributes.
While the choice of potent actives on
the cosmetics market seems to be
endless, there are often challenges to
the formulator when using these in-
gredients. In many cases, active in-
gredients cannot be simply mixed
into a cosmetic formulation and be
expected to have the same activity in
vivo as they have in vitro. The sub-
stance must penetrate the skin effi-
ciently in a meaningful and effective
concentration; it has to be bioavaila-

26 | COSSMA 3 12020

ble. In many cases, this is difficult
due to the active’s poor solubility or
sensitivity to chemical degradation.
Active ingredients often need a deliv-
ery system to enhance their penetra-
tion or control their release into the
skin.

Introduction to lipid based
delivery systems

In a conventional emulsion such as
a cream, chemically unstable lipo-
philic active ingredients are prone to
degradation because they are able to
move around between the oil and
water phases through diffusion.

SLN (solid lipid nanoparticles) are car-
rier systems based on solid lipids.
They resemble a classic emulsion, in
which the liquid oil droplets of the
dispersed phase are replaced by solid
lipids (with a melting point higher
than skin temperature and a particle
size below 1 micron) that remain
solid after application to the skin.
NLC (nanostructured lipid carriers) are
the second generation of this type of
carrier.”!] In contrast to SLN, they
typically consist of a mixture of one
liquid and one solid lipid, in which
the active ingredient is embedded
and protected. Nevertheless, the
loading capacity can be limiting and
they have a tendency to form (par-

tially) ordered structures over time,
which may cause the active ingredi-
ent to be released too early.

SmartLipids (submicron lipid parti-
cles), obtained by a patented tech-
nology, are the latest version of SLN
and NLC.[2I They consist of many
more different solid and liquid lipids
which are screened, selected and ad-
justed according to the particular ac-
tive ingredient to be encapsulated.
Because of the more complex lipid
structure, the lipids arrange them-
selves chaotically which leads to a
higher loading capacity and a lower
tendency to form ordered structures,
thus resulting in better stabilisation
of the sensitive ingredients.

A closer look into a SmartLipid

Figure 1 (page 28) shows the general
structure of a SmartLipid. Different
lipids, consisting of solid (green) and
liquid lipids (blue), form a chaoti-
cally structured matrix. Active ingre-
dients that are lipid-soluble can be
embedded in the resulting gaps, and
are effectively prevented from escap-
ing into the surrounding water phase.
Sensitive ingredients are firmly en-
closed and therefore physically pro-
tected against oxygen, light, and
other external influences that could
lead to their degradation. The size of

www.cossma.com
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¢ Restoration and
refreshing of stressed skin

v COSMOS approved and

the SmartLipids particles is between
0.1-1.0 pm, which makes them sub-
micrometer particles. Their presence
and stability can easily be proved by
X-ray analysisl3! and DSC (differential
scanning calorimetry).]
SmartLipids are typically available as
a stabilised suspension in water,
which means that they can easily be
dosed and added to any o/w-emul-
sion or water-based formulation.
What happens when SmartLipids are
applied to the skin? They form an
invisible, uniform layer - similar to
a second skin. Due to their small size
(0.1-1.0 pm), their lipidic nature and
their solid state even at skin temper-
ature, SmartLipids adhere especially
well to the skin, extending the release
of the active substance, enhancing
penetration through their occlusive
effect, and helping to restore an im-
balanced or damaged skin barrier by
reducing TEWL (transepidermal wa-
ter loss).[45] Figure 2 (page 28) illus-
trates the mode of action on the skin.

Glucodox® 4
Liquid

v Balancing skin

cell function

kosher certified

Whereas the encapsulated active is
firmly enclosed while the SmartLip-
ids are suspended in water or in a
formulation, the situation on the skin
is different: the active ingredient is
now able to diffuse into the skin with
the aid of the concentration gradient
as a driving force. On reaching the
relevant skin layers, the active can
deploy its full biological effect and is
metabolised at the same time. This
in turn removes the active ingredient
from the skin, maintaining the con-
centration gradient. In this way, each
SmartLipids particle gradually “emp-
ties” its active depot.

SmartLipids and active
ingredients

Anti-ageing: Coenzyme Q10 is a well-
known molecule naturally occurring
in the skin, but its level decreases
with age. By encapsulation with
SmartLipids technology, Q10 is stabi-
lised against degradation and exhib-
its improved bioavailability and pen-

Naturextrakte
www.flavex.com - 66780 Rehlingen, Germany
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etration for effective anti-ageing
results.

Retinol is one of the most researched
and effective anti-ageing actives, as
it promotes the normalisation of the
cell renewal process, reduces wrin-
kles, and improves the elasticity of
the skin. However, its instability
against oxygen, light, heavy metals
and acidic conditions makes working
with this active a real challenge. Fur-
thermore, retinol can cause strong
irritation and reddening of the skin.
When retinol is encapsulated in
SmartLipids it is effectively protected
against degradation; its penetration
into the skin is enhanced while en-
suring extended gradual release
which reduce possible irritations and
side effects. The carrier itself can
strengthen the skin barrier by form-
ing an invisible film on the skin.
Whitening: Glabridin is a powerful
lightening agent obtained from the
liquorice root. Its poor solubility, re-
sulting in poor bioavailability, and its

»
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various liquid lipids
various solid lipids

lipophilic active ingredient

fig 3: Reduction of pigmentation after 12 weeks of daily use of
a serum with 0.05% glabridin encapsulated in SmartLipids

Skin condition after
6 weeks of daily
application and sun
exposure

Skin condition
at the beginning
of the treatment

fig 1: Structure of a BergaCare SmartLipid
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fig 2: SmartLipids on the skin

tremendous price make SmartLipids
the ideal technology for meeting
these challenges. Tapestrip experi-
ments show better and deeper pene-
tration of glabridin from SmartLipids
than from a pure glabridin powder
(95% purity) suspension in water.
Furthermore, in vivo experiments
demonstrate impressive results for
lightening dark spots after 12 weeks
of use (fig. 3).

Lemongrass oil is a natural essential
oil with mild whitening properties.
Incorporation into SmartLipids en-
hances this effect by increasing bio-
availability and supporting the skin
barrier (fig 4).

Ceramides are naturally occurring
components of the skin’s own bar-
rier. Together with sterols and a mul-
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contact with skin as acceptor

grass oil encapsulated in SmartLipids vs. “free” lemongrass

oil. A: cream containing 0.23% “free” lemongrass oil; B:
cream containing 0.23% lemongrass oil encapsulated in
SmartLipids. A and B refer to the same test person.

titude of different fatty acids, they are
an indispensable part of the stratum
corneum, protecting the skin against
attacks from outside while keeping
moisture inside. An encapsulated
SmartLipids version of these valuable
natural components of the skin can
therefore assist normalisation of a
damaged skin barrier and strengthen
the skin’s ability to reduce TEWL by
forming a “second skin”. It may be
especially helpful in cases of dry
skin, skin with a weakened barrier
or skin with a tendency towards at-
opic dermatitis and psoriasis.

Outlook into the future

The multiplicity of the lipids that can
be chosen to encapsulate cosmetic
actives permits tailor-made concepts.

Even poorly soluble or highly sensi-
tive ingredients can be encapsulated
using SmartLipids technology to im-
prove their stability, bioavailability,
performance or handling. O
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SKIN CLEANSING

Formulations | With the rise in awareness about pol-
lution’s effect on the skin, many consumers are more
careful in choosing their skin cleansing products. Our
selection of formulations from a broad range of ingredi-
ent suppliers reflects the latest formulation trends in this
area. You can access the details of each formulation free
of charge at www.cossma.com, webcode 100358.

The details of the formulations listed
web code 100358

Mild Jelly Shower Gel Multi-Botanical Facial Cleansing Oil
Azelis Floratech

Let’s Face It Exfoliating Pad
Safic Alcan

Mild Cleansing Face-Foam, Uni-Age

Happy Natural Day Shower Gel
BASF

Clean N’ Gentle

Biesterfeld Spezialchemie

Face Cleansing -
Whipped Cream & Lemon Zest

Brenntag

Natural You Micelle Water for
Normal Skin
CLR

Gentle Cleansing Gum
Croda

Non Micellar Cleansing Water
DKSH

Shower Gel - “Unicorn”
Eckart Altana

GfN Selco

Comforting Body Polisher
Greentech

Saturday Night Remover
HallStar Beauty

Aromatic Cleansing Oil
Jeen

Detoxifying Wash-Off Mask
MMP Inc.

Green Tea Cleansing Bar
Nordmann, Rassmann

Cleansing Cloud

Provital

Nourishing Cleansing Butter
Roelmi HPCI

Foaming Cleansing Lotion
Sederma

Hamam Argan Oil-Gel

Sisterna

Cosmos Remover Balm

The Cosmetic Box

Soft Cream with AloeVera Beads

Worlée

Creamy Emulsion Cleansing System for
Facial Cleanser
Zschimmer & Schwarz

In our April issue, we will be focussing on formulations
for the fields of masks, treatments and exfoliants. In our
May issue, we will be investigating the most creative
product ideas in the field of natural cosmetics. All of the
information published here has been carefully assem-
bled. However, neither the publishers nor the developers
of these formulations can accept responsibility for their
safety or accuracy.
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GOING WATER-FREE

Interview | Nowadays customers are looking for products with less or even
no packaging and buying more sustainable face brands. For some, sustainable
means formulations without water. Laura Ratz and Annika Kramer talk about
the challenges and advantages of developing water-free cosmetics.

I Laura Ratz, Application Scientist

Annika Kramer, Senior Application Scientist, Nordmann, Rassmann
GmbH, Hamburg, Germany, www.nordmann.global.

COSSMA: What challenges come
with making water-free formula-
tions?

Laura Ratz, Annika Kramer: The first
challenge in creating water-free for-
mulations is that many of the raw
materials used in the formulation of
personal care products contain water,
for example actives or surfactants.
This means they cannot be used in
water-free formulations and alterna-
tives must be found for some of the

30 | CossMA 312020

most popular ingredients used by for-
mulators. Another of the big chal-
lenges is to create products that per-
form similarly to conventional
products. Skin care products typi-
cally need to produce a nice skin feel
both during and after use, while
cleansing products are expected to
foam a lot and leave skin feeling
clean. With a high concentration of
oils and butters, solid personal care
products can feel too heavy and
greasy on the skin.

The production process of water-free,
solid products on a larger scale can
also come with its own challenges.
Solid shampoos or shower bars usu-
ally need to be poured into moulds
at the right temperature, for instance,
and this requires special manufactur-
ing equipment.

Finally, water is quite inexpensive
compared to other used raw materi-
als. Water-free formulations usually
are based on more expensive ingre-
dients, which can be a challenge for

www.cossma.com
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formulators when it comes to creat-
ing a quality product with a lower
price point.

Which ingredients are particularly
well suited to solid formulations?

Essentially, the primary ingredients
for making water-free formulations
include butters, waxes and emol-
lients like oils or esters. Butters with
superior crystallisation profiles, like
Lipex Shea or Lipex CocoaSoft, are
very suitable because they offer great
benefits for both skin and hair and
can also add texture to water-free and
solid formulations.

Using different combinations of
waxes allows consistency to be built
up, which is particularly important
for solid and packaging-free formu-
lations such as solid body bars.
Depending on the application type
and skin feel desired, different emol-
lients can be used.

Some vegetable oils such as argan oil
are already well-known ingredients
for conventional personal care prod-
ucts due to the great properties they
offer, particularly for hair, and can be
good choices for water-free products.
There is also a broad selection of ac-
tives suitable, for example oil-based
vegetable extracts.

For the formulation of cleansing
products, surfactants supplied in
powder form are a good option. Lath-
anol Lal Coarse is a sulfate-free sur-
factant, which provides a rich and
creamy lather when used in both
solid shampoos and soaps.
Bio-Terge AS-90 Coarse is a highly
foaming and sulfate-free anionic sur-
factant.

Starches also make a great addition
to water-free products. Nativacare
rice, corn and tapioca starches, for
example, give products a more pleas-
ant skin feel both during and after
use. They also prevent the formation
of cracks in solid formulations and
help avoid a heavy, greasy feel being
left on the skin as a result of high oil
and butter content.

How well do these formulations
perform, especially when com-
pared to conventional products?

One important criterion for solid
shampoos and shower bars is the
quality and amount of foam they pro-
duce. Consumers usually want their
rinse-off products to produce a de-
cent amount of foam.

Fortunately, even when solid sham-
poos contain a high amount of oils
and butters, it is still possible to get
them to foam well by using sur-
factants like Sodium Lauryl Sulfoac-
etate or/and Sodium C14-16 Olefin
Sulfonate. The use of foaming boost-
ers can also be very helpful in boost-
ing this type of performance. To cre-
ate anhydrous deodorants that can
perform competitively against con-
ventional deodorant sticks and roll-
ons, actives like Cavamax cyclodex-
trins are suitable for producing
water-free formulations.

Lipex Smp, an emollient with a sharp
melting profile, helps provide a nice,
non-greasy and non-tacky skin feel.
Water-free skin care products also
offer great benefits. They contain
high concentrations of butters and
oils which nourish and condition the
skin.They can be enriched with pre-
cious vitamins and extracts, tailored
to the needs of every skin type.

Which approaches have you used
that are particularly innovative?

While working on water-free formu-
lations, we decided to target as many
different applications as possible.
Shampoo bars have become very
popular in the past few years, as
many consumers are deciding to re-
place their bottled shampoos with
solid equivalents in an effort to pro-
duce less waste.

Inspired by this success, we decided
to create several other solid cleansing
formulations for different skin types
to fit everybody’s needs.

After we successfully formulated a
deodorant stick, we also decided to
create a packaging-free version of it
to show what else you can do when
you want by playing with the differ-
ent ingredients. Our new pack-
age-free solid deodorant contains the
same ingredients as the stick, but we
changed the consistency to make it
more practical to apply. O

natural
Emulsifier

Emulsun®

The new low cost O/W emulsifier
derived from sunflowers

INCI: Hydrogenated Sunflower Seed Oil
Polyglyceryl-3 Esters, Hydrogenated Sunflower
Seed Oil Glyceryl Esters, Cetearyl Alcohol,
Sodium Stearoyl Lactylate

PEG- and preservative free

HLB independent and non-ionic
biodegradable and oxidatively stable
easy to handle

low odor and color

improved sensory appeal

increased skin hydration

build up viscosity without thickeners
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ENERATION Z 1S CO

MING!

Trends in product development | In Chinag, the economy is suffering from
the ongoing trade tariff discussions with the U.S. According to the National
Bureau of Statistics, China’s GDP increase was 6,5% in the third quarter of
2019, the weakest quarterly economic increase since 2009, the year of the
world financial crisis. Read here, what generation Z has to do with it.

34 | CossMA 312020

AUTHOR:
Mei Grdfe, managing director,
Intergate Consulting, Munich, Germany

anufacturing and exports are
|\/| first victims of this develop-

ment. Experts in China and
abroad are expecting more economic
challenges in China such as high
debts level and the negative conse-
quences of the trade battle between

China and the U.S. At the same time

the China National Bureau of Statis-
tics also released information which
paints a more positive picture; the
total retail volume of the first half
year of 2019 increased 8.4% com-
pared to 2018. The increase of June
was even 9.8% compared to June
2018. The retail volume of cosmetics

www.cossma.com
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in the first half year of 2019 reached
146.2 Billion Yuan (18.7 Billion
Euro), an increase of 13.2% over
2018. Retail of cosmetics in June in-
creased a whopping 22.5% compare
to June 2018.

What are the reasons for the extra
ordinary growth in cosmetics sales?

b ™ g
1

According our observation, there are
following major trends, which sup-
port the remarkable sales increase
despite the general slow economy:

Generation Z has become an
important consumer segment
The total population of this con-
sumer group, born between 1995 and
2009 in China, is 260 million. The
“00s”, the population born after
2000, is developing to an especially
interesting target group for high-qual-
ity skin care products. Nowadays, it’s
not unusual for elementary school
kids in China to already begin using
face masks. According to a survey
done by the cosmetic industrial mag-
azine Cosmetic Observer 80% of the
14 - 16 year old high school students
interviewed have already used cos-
metics and skin care products.

In 2016 the online shopping platform
Tmall revealed the items of the first
online purchase of the teenagers. The
results were astonishing: cosmetic
products including skin care prod-
ucts, make up, beauty tools and per-
fume make up 34,8 % of the total first
purchase of the boys; for girls the
percentage reaches 68,1%! The cur-
rent figures should be even higher.
The reason for this development is
partly because the much improved
standard of living of their parents,
who belong to the 70ties and 80ties
generations.

These generations have a much bet-
ter material life due to the strong
economic development since the mid
80s. Also, today’s teenagers were
born into the digital age and are very

T
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well informed about lifestyle prod-
ucts thank all kinds of social media
platforms and tools.

Improved standard of living of
their parents

As aresult, these teens are very much
aware of the needs of their skin and
are ready to pay higher prices for
good products, which are recom-
mended by their friends or influenc-
ers they like. According to Kantar
Consumer Panels, more than 80% of
the teenagers between 14 and 16
years old spend 1000 Yuan (around
128 Euro) each year for cosmetics,
more than 40% of them spend 4000
Yuan (around 511 Euro), while 14%
of the kids are even laying out more
than 10.000 Yuan (around 1278 Euro)
yearly for cosmetics.

Besides international brands, they
are very open to domestic brands,
which usually have more elements
related to Chinese culture than im-
ported products. Products with clear
features like moisturising or an-
ti-blemish are among the favourites
for young people. But functionality
alone is definitely not enough to win
over this consumer group. Product
philosophy and product packaging
are also essential. For example, the
make up brand Perfect Diary, founded
in 2016, has the slogan is “unlimited
beauty”. The brand concept suggests
that the younger generation should
not be bound by external labels, but
strive to break through limitations.
This concept expresses the dreams of
young people in China, to be more
independent and to have the freedom

4
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to design their own life. The colourful
packaging of the product line is truly
eye-catching, well adapted to the
young target group.

Since its start in 2016, the company
has experienced breathtaking busi-
ness expansion due to tits skilled on-
line promotion strategy and cooper-
ation with influencers like Li Jiaqi.
At the 2018 double eleven sales fes-
tival on Tmall, Perfect Diary reached
sales of 100 million Yuan (around 12
Mio Euro) within only 90 minutes
and has since stayed on Tmall’s top
selling list for make up. Perfect Dairy
is a good example of benefiting from
younger customers through correct
product positioning, placement and
promotion.

Social media channels and influ-
encers as new sales boosters

Although many international social
media platforms are not accessible in
China, the country does have its own
lively social media scene. The most
import social media tool is WeChat,
which was initially an instant mes-
senger tool similar as What’sApp. In
recent years, however, WeChat is be-

MIST&FIX
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Men are becoming more important
as consumers and promoters of
cosmetic products in China.
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The famous influencer “Lipstick Brother “ LI Jiaqi poses for cosmetic products.

'INORDER TO ATTRACT YOUNGER CONSUMERS, GO-
OPERATION WITH INFLUENGERS ARE INDISPENSABLE
FOR COSMETIC BRANDS IN CHINA.”

Mei Grdfe, managing director, Intergate Consulting

coming a “Super App” with various
functions like shopping, payment,
dating etc. Together with Alipay, it
contributes to the current trend to-
ward a cashless society in China.
Thanks to its feature of a daily news-
letter and countless plug in possibil-
ities, companies and brands are using
WecChat as a platform to issue prod-
uct news. Direct communication with
the consumer on a daily base is en-
sured. According to the experience of
the author, the newsletter function of
WeChat is very convenient and com-
panies can reach millions of potential
consumers through a well-managed
WeChat company account.

At the same time, thanks to the pop-
ularity of short video program Apps
such as TikTok, Kuaishou, and Hu-
oShan, the power of influencers (in
China they are called KOLs: Key
Opinion Leaders) is becoming
stronger and stronger. One of the
most successful influencer is the
“Lipstick brother” LI Jiaqi, a former
sales consultant of L’Oréal in a sec-
ond tier region of Southern China.
With his 50 million followers on Tik-
Tok, Kuaishou and Little Red Book,
he is one of the most valuable influ-

encers for cosmetic products.
Through his live show he achieved
daily sales of 150.000 lipsticks at the
618 (18.June) shopping event in June
2019. He also challenged the Disney
record of testing 380 lipsticks within
one live show. His most successful
sales record was selling 14,000 lip-
sticks within a one minute show on
TikTok. Certainly, not all of the influ-
encers are as successful. Li has in-
spired many young people becoming
cosmetic bloggers and vloggers.

In order to attract younger consum-
ers, cooperation with influencers are
indispensable for cosmetic brands in
China. The costs for one live show
with influencers range from 120,000
Yuan (around 15,334 Euro) in the
case of newcomers and 950,000
Yuan (about 121,393 Euro) in case of
Li Jiaqi. Influencers are among the
most important driving forces behind
the strong development of Cina’s cos-
metic market.

Crossover and co-branding
trends on the cosmetic market
When unrelated lifestyle brands or
shops offer cosmetic products in their
assortments on a permanent or tem-

Fotocredits: Mei Grdfe



mobile phone covers.

poral base, this is considered a cross-
over trend. For example, the lifestyle
shop NOME in Beijing mainly offers
Scandinavian style household arti-
cles, but they also have a full assort-
ment of cosmetic products from
make-up, skin care products to per-
fume. This trend began a few years
ago and now thrives with other life-
style shops and boutiques. Just im-
agine IKEA offering cosmetic prod-
ucts under their own brand!
Co-branding is also very popular
right now. Two brands from different
areas launch a special product to-
gether for short period of time.

In this way two brands benefit from
the huge rush of customers and enjoy
an explosive increase in sales revenue
due to the uniqueness of the products.
A positive side effect is also the pro-
motion of both brands involved. The
Forbidden City and Beijing Bloomage
HYINC Technology Co. Ltd., a sup-
plier of hyaluronic acid for the phar-
maceutical and the cosmetic industry,

MARKETING

Colour “China red” was sold out quickly after the product launch
end of 2018. The packaging of the lipstick was made via 3D printing
technology.

factories are increasingly willing to
produce smaller orders, making OEM
production of cosmetics is becoming
easier than ever. This trend provides
more choices for the consumers and
also leads to stronger competition on
the market.

Opportunities and challenges
for market players

Behind the above three trends are
enormous opportunities and also
challenges for market players. These
trends correspond to the worldwide
trends of youth culture, digitization
and the creative unfolding of brand
identity. But China has a special mar-
ket and social media environment
that is very different from Europe.
Brands with good market knowledge
and a deep understanding of Chinese
history, values and today’s youth cul-

ture have good chances of success
and can benefit fully from the huge
market. In addition to the above
three mega-trends, there are still
many smaller trends in terms of prod-
ucts, among them, the deepening of
the product segment. Take hair care
as an example.

Besides conventional products such
as shampoo and conditioner, hair oil
and scalp care products are booming.
In addition, male consumers in China
are placing much more emphasis on
skincare and wellness. Male models
increasingly appear in commercials
and make-up ads. Last but not least,
skin care products for babies and tod-
dlers continue to boom. Each of these
trends certainly deserves a closer
look. We will continue to observe the
market and share more insights in
near future. O
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launched “Forbidden City Lipsticks”
in 2018. Some of the colours like the
“China Red” were sold out immedi-
ately after the product launch.

Another successful co-branding story
is the launching of the “White Rabbit
Life Lip Balm“, a co-branding project
by two famous traditional brands
from Shanghai: MAXAM Cosmetics
and White Rabbit Toffee. Cosmetic
products are not simply produced by
the producers but might be created
by players of completely different
sectors. Due to the slow economy,
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REDUCTIONISM & SUSTAINABILITY

Ingredients | This article is an excerpt from Helga Hertsig-Lavocah’s presentation at
Formulate, a key UK event organised by the Society of Cosmetic Scientists. Hertsig-
Lavocah discusses reductionism, sustainability as a side effect and lessons from the
whiskey industry as inspiration for cosmetics and toiletries.

AUTHOR:
Helga Hertsig-Lavocah, futurologist and
trend watcher, Hint Futurology, Dublin.
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hen I sk myself “what does
sustainability mean to
you?” I instinctively an-

swer, “buy less stuff, use less stuff.”
Consumers are being exposed to this
message across many categories.
Makeup bloggers are talking about

anti-hauls!. In laundry care, P&G,
Unilever & Reckitt Benckiser are en-
couraging consumers to skip a wash
(and use their fabric refresher sprays
instead). This summer consumers in
the Benelux saw giant posters from
Coca Cola with the slogan, “Don’t

Fotocredits: Simone Hogan/Shutterstock.com



buy Coca Cola.... Unless you plan to
recycle.”

Keyword “reduction”

The message is also filtering across
to fashion. Huw Hughes? reported on
a presentation from David Shah
(owner of Metropolitan Publishing,
the publishing house behind Pantone
View Concept) at a recent Appletizer
trend seminar. “Reduce the colours,
reduce the choice, reduce the mate-
rials ...The keyword at the moment
is reduction... Reduction of prob-
lems, reduction of stress, reduction
of materiality.” This is an incredible
challenge and also an opportunity for
mass market cosmetics and toiletries.
We can mimic laundry care with
skip-a-shower body freshener sprays.
We can build on hair refresher sprays.
We shouldn’t be afraid to discourage
use of a product. Outdoor brand Pa-
tagonia’s famous ad campaign,
“Don’t buy this jacket 3 encouraged
consumers to think before they buy,
thereby reaffirming the brand as an
ethical one.

“No” is the new “yes”

These signals tie into the “no” move-
ment, which personal care has had
for a long time: no preservatives, col-
ourants, parabens etc. Now “no” is
shifting from the brands that had to
remove ingredients, to the consumers
who say “no” to buying products.
The “no” axis is moving and this is
a giant trend of which we need to be
aware. Finally on sustainability, we
should take a lesson from Irish busi-
nessman Norman Crowley?, whose
latest venture is electrification of gas
guzzling super cars. Paraphrasing
him, most consumers don’t buy a
product because it’s better for the
planet, they buy it for pleasure and
for fun. He says sustainability should
be a side effect of great product de-
sign.

Take the example of the whiskey
industry

When looking for inspiration for cos-
metics and toiletries, please don’t hit
the bottle, but do take a look at
what’s happening in the spirits cate-
gory. Glyph® molecular whiskey from

California is a great place to start.
“Whiskeys owe their flavour, aroma,
and mouthfeel to hundreds, some-
times thousands, of molecules that
develop during distillation and barrel
ageing. These are the building blocks
of all spirits“, says the Glyph com-
pany. “To make Glyph, we source
these molecules directly from plants
and vyeasts, rather than obtaining
them through distilling and aging. By
using the same building blocks as
conventional distillers, we create fine
spirits through a process we’ve de-
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enriches the experience as you see,
smell and taste how your drink un-
folds over time.” Consumers can
choose the wood and the treatment
for the replacement panel. This is
customisation and theatrics, two deal
makers for our categories. Packaging
in cosmetics is static and mustn’t re-
act with its contents. But what if it
did? Could cosmetic packaging be
active in some way?

Speaking of customisation, we need
to look at how we sell our products.
In the mass market it’s transactional;

"THIS IS ANINCREDIBLE CHALLENGE AND AN OPPORTUNITY
FOR THE MASS MARKET COSMETICS AND TOILETRIES.

Helga Hertsig-Lavocah, futurologist and trend watcher, Hint Futurology

veloped called note-by-note produc-
tion. Glyph is biochemically equiva-
lent to the finest aged whiskies.”
Not all consumers will be attracted
to “biochemically equivalent?” - but
those that do will be passionate
about the process. In terms of sto-
ry-telling it’s all about the ingredient
backstory at the moment, not the
brand story. Can we do something
similar for personal care? It can be
argued that this is more sustainable
practise. Madara® for example was
one of the first beauty brands to
claim that using plant stem cells is
more sustainable than using the
whole plant). Glyph calls this “mo-
lecular whiskey” which taps into the
“science, no BS” trend we see in skin-
care with the Ordinary & Inkey-List.
Let’s leverage this consumer appetite
for other categories.

Another spirit that inspires my think-
ing on non-food NPD is rum and one
specific concept called Brum?--
Bram’s rum. The spirit’s bottle is
based on a new concept, active pack-
aging. That is, packaging which in-
fluences the contents of the package.
Designer Bam van Oostenbruggen
replaced “a section of the glass bottle
with a wooden panel lets the taste
develop in your own living room. It

there’s no joy. Nobody says, “I'm re-
ally looking forward to buying a bot-
tle of shampoo today.” When we buy
coffee, however, we have a conversa-
tion with the barista. We might talk
about our mood and they will talk
about the beans. We instinctively
customise when we order a coffee.

We can replicate the barista model at
beauty counters. Reps will become
beauty baristas, creating fresh prod-
ucts tailored to each customer’s
needs. At mass market, we can also
learn from coffee, where coffee ro-
bots® craft beverages for the masses.
It’s easy to imagine linking this into
skin data. O
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SUSTAINABILITY ISSUES AT
THE FOREFRONT

Interview | There are no more
excuses. In every industry there are
always more sustainable solutions.
Jeff Huh, head of marketing at BASF
Asia Pacific, has the opinion that
sustainability shouldn’t be a choice.
It should be standard.

B Jeff Huh, head of marketing,
Personal Care Solutions, BASF
Asia Pacific, www.basf.com

COSSMA: What are the major chal-
lenges for achieving sustainability
in the field of cosmetic ingredi-
ents/packaging?

Jeff Huh: For cosmetics, emotional
performance, that is, odour, skin feel
and appearance, is as important as
functional performance. Depending
on the specific formulation, it may be
challenging to develop a more sus-
tainable solution that has both emo-
tional and functional performance.
Another challenge would be the
speed of change in consumer percep-
tion, which is sometimes faster than
scientific progress. This allows less
and less time to develop the best
solution. To give you an example:
palm oil is increasingly used in con-
sumer goods, from cosmetics to per-
sonal care products to foods. The in-
creasing demand for palm oil results
in irreplaceable rain forests and peat-
lands being converted for new plan-
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tations, thereby contributing signifi-
cantly to deforestation, loss of
biodiversity and climate change. Oil
palm is the most efficient oil crop.
The yield of palm oil is in average 4
tons per hectare. A shift from palm
oil to another vegetable oil would
result in increased land use. Further-
more, when it comes to the use of
Palm Kernel Oil (PKO) in the Home
and Personal Care industry, only PKO
and Coconut Oil (CNO) deliver the
necessary C12-C14 C-chain, or lauric
oils. From a technical point of view,
these two oils are interchangeable
with each other. However, the CNO
plantations grow in the same geo-
graphic area, and provide only 0.4
tons of oil per hectare. We are acutely
aware of these concerns. Therefore,
we have committed ourselves to fos-
ter sustainable palm by procuring all
oils only from Roundtable on Sus-
tainable Palm Oil (RSPO) certified
sources by 2020 and expanding our
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palm oil sustainability commitments
to significant intermediates based on
palm oil and palm kernel by 2025.
Likewise, addressing the consumer’s
concerns with fact-based practical
solutions, BASF endeavours to intro-
duce more sustainable alternatives
through innovation.

What opportunities are there in
view of your recent technological
progress?

Despite the challenges mentioned,
technological advancement does of-
fer new opportunities. For instance,
enzyme-based bioprocess enables
production to be more sustainable
and, sometimes, economical. Im-
provement in emotional performance
evaluation will allow more objective,
economical, and faster sensory as-
sessment, which will lead to more
efficient development. Moreover,
fast-developing IT is allowing con-

Fotocredits: Faithie/Shutterstock.com
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sumers to access broader and deeper
cosmetic product and ingredient in-
formation. Increased consumer
awareness on sustainability issues
and relevant product information will
continue the market-based momen-
tum.

What do you think of upcycling
and is upcycling an option in your
company?

At BASF, our goal is to minimise
waste by utilising every part of the
natural resources we use. One exam-
ple is our Rambutan Program, in
which pericarps, seeds, and leaves
are effectively transformed into three
different cosmetic ingredients deliv-
ering hydration, hair anti-pollution,
and anti-aging. From the packaging
material standpoint, BASF’s Chem-
Cycling project offers an upcycling
solution for the consumer goods plas-
tic packaging industry. Plastic waste
is transformed into a raw material
using thermochemical processes.
This raw material based on recycled
plastic waste can be fed into the Ver-
bund to create new chemical prod-
ucts with excellent product perfor-
mance. The Verbund system creates
efficient value chains from basic
chemicals right through to high-val-
ue-added products. To produce that
variety of solutions the by-products
of one plant are used as raw materi-
als of another. In this system, chem-
ical processes consume less energy,
create less waste and therefore con-
serve resources. BASF currently op-
erates six Verbund sites worldwide:
two in Europe, two in North America
and two in Asia.

How do you define greenwashing
in your field of activity? What are
some major examples in this field?

Greenwashing is unsubstantiated or
misleading claims about the environ-
mental benefits of products, services,
or practices. In personal care, we
have witnessed claims emphasizing
certain positive environmental as-
pects while ignoring or hiding others.
For instance, the ingredients could be
100% from renewable resources, but

the packaging may be oversized with
low performance. On the contrary, a
100% active solid product with recy-
cled paper packaging may not be nec-
essarily more sustainable if its bio-
degradability is poorer. Holistic
evaluation of environmental impact
as well as adequate communication
with value chain partners and con-
sumers is essential to avoid green-
washing. Sustainable development
has been defined as the balance of
economic success, ecological protec-
tion and social responsibility. To ef-
fectively manage sustainability, a
company must be able to measure or
otherwise quantify sustainability in
each of these pillars. Most measure-
ment and valuation methods that ex-
ist are focused exclusively on ecolog-
ical aspects. BASF uses methods
which reflect what sustainability is
all about: balancing environment, so-

MARKETING

ciety and economics. By providing
essential data as well as products
with quantifiable sustainability per-
formance, we help our customers de-
velop more sustainable consumer
products.

In what area do you think that sus-
tainability in beauty products can-
not be achieved and why?

I don’t think there is any area in
beauty products where sustainability
cannot be improved. Sustainability
and beauty will continue to be im-
portant topics. New technologies
may replace some beauty products
before we achieve perfect sustaina-
bility. The combination of consumer
awareness, regulatory scrutiny and
new technologies will propel the
beauty industry to continue to inno-
vate for sustainability in beauty. [J

ADVERTISEMENT

the last ten years.

Contact: Ms. Mei Graefe
Intergate Consulting GmbH, P.O. Box 1269, 85530 Haar/Munich, GERMANY
Mail: info@intergate-consulting.de, www.intergate-consulting.de

Cosmetic Product Filing and
Registration in China

What are the newest regulations?
What documents do you have to prepare?
How to protect you product know how in China?

How to maintain control over your market activities in China?

Our experienced teams in Munich and China have been
supporting European brands in China successfully for

Contact us for a consulting session or a proposal
for cosmetic product registration in China.

+49 89 43571189
M Intergate

Intergate Consulting GmbH

Source: Fotolia ID #98242609
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SPOTLIGHT: MULTIFUNCTIONAL

LIGHT SKIN FEELING
& FLUID TEXTURE

Interview | Dr Holger Seidel presents the latest develop-
ments and advantages in Pickering emulsions. This type
of emulsion is named after Persival Spencer Umfreville
Pickering, who published his work in 1907. Seidel explains
the ways in which the production of a Pickering emulsion
is different from that of other emulsions.

B Dr Holger Seidel,

www.azelis.com

COSSMA: What is a Pickering
emulsion and what are its advan-
tages in comparison to other emul-
sions?

Dr Holger Seidel: Pickering emulsions
are particle-stabilised emulsions.
They are not an invention of modern
times; Walter Ramsden, British phys-
iologist and biochemist, described
the phenomenon of an emulsion sta-
bilised by boundary layer adsorbed
solid particles as early as 1903. This
type of emulsion is named after Per-
cival Spencer Umfreville Pickering,
who published his work in 1907.

Advantages of o/w-Pickering emul-
sions are their light skin feeling and
fluid texture which are particularly
preferred for men’s cosmetic prod-
ucts. Furthermore, particle-stabilised
interfaces are extremely stable
against coalescence. Because there
are less emulsifiers in Pickering

senior technical development
manager, Personal Care,
EMEA, Moers, Germany,

water resistance. This makes them
particularly suitable for sun protec-
tion products.

In what way is the production of a
Pickering emulsion different?

In principle, o/w-Pickering emul-
sions can be produced by cold/cold
manufacturing. The particles are not
able to develop significant spreading
pressures at oil/water interfaces. This
makes it difficult to obtain smaller
emulsion droplets. Therefore, the
production process must be adapted
in such a way that the smallest pos-
sible emulsion droplets are formed
during the emulsification process.
The inverse production method, in
which the particles are pre-dispersed
into the oil phase, has proved to be
successful. During emulsification,
the particles migrate from the oil
phase to the interface to be adsorbed

emulsions, they also have a higher  there. In addition, a higher viscosity »
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of the outer phase compared to the
inner oil phase is essential to improve
emulsification efficiency.

Are there any advantages in the
production or is it more complicat-
ed?

Neither. Pickering emulsions can be
produced in a cold/cold manufactur-
ing process, but this applies generally
to the production of o/w-emulsion
gels.

What are the major challenges in-
volved when formulating Picker-
ing emulsions?

One challenge is the identification of
potentially suitable particles for the
production of stable Pickering emul-
sions. Simple wetting tests can be
used to measure the time required for
the particles to completely penetrate
the water surface. O/w-emulsion-
stabilising particles are immersed in
water extremely quickly, or at least
with a short time delay. Particles that
are not wettable with water stabilise
emulsions of the w/o-type.

O/w-Pickering emulsions based on
coated titanium dioxides, starches,
silicas or even mica usually have big-

ger emulsion droplet sizes, up to 30
pm diameter. The bigger the emul-
sion droplet, the higher the risk of
emulsion instability. Suitable hydro-
colloids such as Dehydroxanthan
gum (Amaze XT, Nouryon) have to
fulfil important protective function-
alities to prevent the emulsion drop-
lets from creaming or coalescening.

What effect does the wettability of
particles have on the stability of a
Pickering emulsion?

The wettability of the particles deter-
mines how strongly the particles are
adsorbed at the oil/water-interface.
If the particles are too hydrophilic,
they will remain in the aqueous
phase instead of migrating to the in-
terface. If the particles are too hydro-
phobic, they will prefer to remain in
the oil phase. Interface-stabilising
particles must be partially wettable
by both the water and the oil phase.
The particles that are just half im-
mersed in the oil phase have a wet-
ting angle of 90°. These are most
strongly adsorbed and irreversibly
trapped at oil/water-interface. With
contact angles greater or smaller than
90°, the adsorption energy of the par-
ticles de-creases exponentially.

Advantages of o/w-emulsions are their light skin feeling and fluid texture.
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What types of emulsions can be
produced with a Pickering emul-
sion? What factors have an impact
on the different types of emulsion?

The most important determining fac-
tor is the particle wettability. Accord-
ing to Bancroft’s theory, the phase
that wets the solid better is the exter-
nal phase. Thus, solids that are better
wetted by water form o/w-emulsions,
those that are more wetted by the oil
phase stabilise w/o-emulsions. It is
well known that for the stabilsation
of w/o-emulsions extremely small
water emulsion droplets (usually
well below 1 pm) and high internal
phase volumes are required. Cos-
metic solid particles that develop al-
most no spreading pressure at the
interface and in view of their rela-
tively large particle diameters, w/o
Pickering emulsions are extremely
difficult to stabilise.

What factors have an impact on the
formation of a Pickering emulsion?

Besides wettability, the particle size
and the particle geometry have an
impact on the formation of a Picker-
ing emulsion. For those particles
which are small enough not to be

Foto; Pixel-Shot/Shutterstock.com
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under the influence of gravity (< <
1 pm) an exponential increase of the
adsorption energy with increasing
particle size is calculated. For bigger
particles, above 500 nm, however,
the mentioned correlation between
particle size and adsorption energy
is no longer valid. Investigations on
adsorption energies of particles with
different particle geometries have
shown that the adsorption energy of
particles with disk or platelet struc-
ture is highest, followed by particles
of cylindrical and spherical shapes.
This can be explained by the fact that
interface-adsorbed disc-shaped par-
ticles have much higher and more
effective capillary forces, which
makes them more tightly packed in
the interface.

What role do coated particles play
in the formation of a Pickering
emulsion?

The coating of the particles deter-
mines the wettability of the particle
surface which, in turn, determines
whether the particles are adsorbable
at oil/water-interfaces and, if so,
what kind of emulsion is formed.

The formation of Pickering emul-
sions is based on the use of parti-
cles. As sun care formulations are
based on a high content of parti-
cles, in what way are they special?

Special grades of hydrophobic coated
titanium dioxides are able to stabilise
Pickering emulsions very efficiently.
O/w-surface-stabilising titanium
dioxide types remain in the oil drop-
lets after the emulsification process
and do not migrate into the external
water phase. This allows the pig-
ments to participate in the final oil
film formation on the skin to achieve
high SPF efficiency. The particles
content used is therefore linked to its
oil phase pigment loading capacity.

Are there any interesting examples
for Pickering emulsions in sun
care?

Pigment loaded sun protection emul-
sion gels are very popular because of

their high efficiency and light texture.
Based on our results, Pickering ef-
fects are also relevant for all poly-
mer-based sun gels containing am-
phiphilic titanium dioxides. Highly
hydrophobic coated pigments such
as stearic acid-coated titanium diox-
ide tend to form w/o-Pickering emul-
sions. Acrylate-based emulsion gels
with added amounts of extreme hy-
drophobic coated pigments leads to
the formation of in situ w/o/w emul-
sions.

What are the advantages of using
starch in Pickering emulsions?

Modified starch particles are ex-
tremely powerful here. The o/w-Pick-
ering emulsions show droplet sizes
between 5 and 10 pm. Similar to syn-
thetic polymers, they provide an ex-
tremely rich and velvety skin feeling.
Their sebum absorption capacity can
be used in many different cosmetic
formulations.

What is the role of mica in Picker-
ing emulsions and what experi-
ence is there in this field?

Mica is also able to stabilise
o/w-emulsions. Only bigger emul-
sion droplets between 30 to 50 pm
can be achieved. A special feature of
these formulations is their pearles-
cent effect.

What effect does silica play when
formulating Pickering emulsions?

In addition to surface stabilising
properties, silica particles create a
mattifying effect on the skin and re-
duce the stickiness of o/w-formu-
lations. The delayed dry skin feeling
can be exploited especially in After
Shave formulations.

What are the options for optimis-
ing Pickering emulsions?

We have concentrated our investiga-
tions on particles that are commonly
used in cosmetic products. Lithium
sodium magnesium silicate particles
gave the best results because of their
extremely small particle size of ap-

SPOTLIGHT: MULTIFUNCTIONAL

During emulsification, the particles migrate from the oil
phase to the interface to be adsorbed there.

prox. 25 nm. Cosmetic emulsions
whose stability is exclusively based
on the Pickering mechanism are
rather rare. Interfacial stabilising sol-
ids compete with conventional emul-
sifiers, which fulfil many different
functionalities such as skin feel, sta-
bility improvement, and viscosity en-
hancement.

The first aim was not to develop Pick-
ering emulsions that were as stable
as possible, rather to uncover Picker-
ing effects in particle-loaded cos-
metic emulsions. Nevertheless, it is
amazing how many commonly used
cosmetic solids are able to stabilse
Pickering emulsions.

A new research approach for the pro-
duction of stable Pickering emulsions
consists of the application of so-
called Janus particles. Janus particles
are specifically designed nanoparti-
cles or microparticles, whose sur-
faces are half hydrophilic and half
hydrophobic. This allows the pro-
duction of small emulsion droplets
stabilised by close packed and
strongly adsorbed particles. O
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AUTOMATIC AND FLEXIBLE
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Packaging systems | Every season customers ask for new colours
and product sizes in make-up, creating a processing dilemma for
Laverana. Daniel Traub explains how a fully automatic packaging
process and TLM-line solved the challenge.
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AUTHOR:

Daniel Traub, sales manager cosmetics,
Schubert Packaging Systems GmbH,
Crailsheim, Germany,
www.schubert.group/kosmetik

ny company within the beauty
Asector manufacturing cos-

metic products on a some-
what larger scale needs its packaging
process to be at least semi-auto-
mated. To be more efficient, many
companies even prefer fully auto-
matic production.
Thomas Haase is founder and man-
aging director of Laverana, a medium

sized company from Germany that
focuses on natural cosmetics. Haase
explains: “The beauty industry is
fast-moving and seasonally inspired.”
Laverana was looking for a flexible
machine, which the company could
use to implement different diameter
colours and shapes. With Schu-
berts-Cosmetics they found a partner
that offered a TLM (Toploading Pack-

www.cossma.com
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"THE BEAUTY INDUSTRY IS FAST-MOVING AND SEASONALLY INSPIRED
THISIS WHY WE NEEDED A FLEXIBLE MACHINE'

Thomas Haase, Founder and Managing Director of Laverana

The line uses pick & place robots to fill
boxes with one to four colour palettes
containing powder, rouge and eyeshadow

aging machine) solution for their lav-
era brand of powder, rouge and eye-
shadow.

Efficient assembly and
packaging process
Schuberts-Cosmetic TLM currently
offers 13 formats. Several F4 robots,
equipped with special opening, fill-
ing and closing tools, as well as
high-performance image processing
system, are used to place one to four
cosmetics palettes into boxes in var-
ious format-dependant patterns. The
throughput of the TLM line depends
on the number of colour palettes per
box. For boxes with one palette,
known as “monos”, the machine pro-

in THE COOLING

DROPPER

INn-house
manufacturing
and decoration
[ ]
MADE IN
BARCELONA
SPAIN

Www.virospack.com
sales@virospack.com

cesses around 100 products per min-
ute. For boxes with four palettes,
“quattros”, it has an output of ap-
proximately 60 products per minute.

Robots working

The boxes are fed through the first
sub-machine via an infeed belt on the
TLM line, where they are picked up
by F4 robots and placed in the “box
opener”. The opener handles various
boxes with different opening mecha-
nisms. “Because there are different
closure types, developing the open-
ing mechanism for the various box
types was one of the challenges for
our engineers,” says Werner Schaf-
auer, the responsible sales account

4
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The packaging machine can fill up to 100 boxes
per minute with various colour palettes.

I FACTS AND FIGURES ABOUT THIS TLM

Filling mono, duo and quattro boxes on one machine

Currently 13 formats, additional formats can be retrofitted at any time

Format changeover in under ten minutes
Compact design
High line efficiency

Integrated quality control

The TLM line’s output depends on the number of colour palettes per box:
- Mono (1 colour palette per box): 100 products per minute

- Duo (2 colour palettes per box): 80 products per minute

- Quattro (4 colour palettes per box): 60 products per minute

Once all the colour palettes have been
glued in place, an F4 robot equipped with
a specially developed tool closes the box
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manager at Schubert. F4 robots pick
the boxes up again after opening and
set them on the conveyor belt.

The infeed belt in the second sub-ma-
chine delivers additional boxes or
colour palettes, determined by the
works order. The third sub-machine
is reserved for the infeed process of
the colour palettes, which are picked
up by F4 robots. Colour palettes are
made from pressed and baked pow-
der and are very sensitive. In order
to protect them from damage or even
crushing, a special tool had to be de-
veloped.

Integrated quality control

A reflected light scanner checks
whether the box has been opened
before the colour palettes are placed
inside. The line takes into account
the tolerance values of the packag-
ing. The F4 robot passes the product
over a glue station. A sensor deter-

The opening mechanism can be adapted
to a wide range of box types

mines whether the glue spot for fas-
tening the palettes into the box has
been placed correctly and, if so, the
colour palettes are positioned in the
notched locations provided in the
boxes. Before being closed, the filled
palettes go through a further quality
control process; a 3D scanner, spe-
cially developed for the purpose,
checks whether all the palettes are
seated correctly in the notches and
are not protruding. With the 3D scan-
ner, Schubert is the first manufac-
turer to offer its customers the ability
to produce a 3D image of their prod-
ucts. This means it is now possible
to identify the heights of products.

For special formats with smaller
quantities, the machine also has an
integrated manual packing station. In
this way, the new packaging line al-
lows Laverana to respond quickly to
consumer requests, while fulfilling its
own aspirations for innovation. [
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SUSTAINABILITY WITH CORK

CORPACK | With the Cork Collection the company pre-
sents packaging materials, that should be environmentally
conscientious. The cork parts used ought to be remnants
of the cork production process, contributing to a reduction
of oil-based materials used in the packaging of cosmetics.
According to the company, Corpack has developed a
range of standard components using cork elements but
can also provide customised solutions for a variety of
cosmetic packaging needs.

www.corpack.de

Aluminium Bottles

BALL | The new impact extruded product line shall be
suitable for packaging almost any liquid. The aluminium
bottles are available in a range of sizes and formats, and
are customisable for various products, so the company.
Ideal categories for the Infinity Bottles include sham-
poos and conditioners, soaps, body creams, spirits, energy
shots, yogurt, dressings, syrups, condiments and more.
The bottles are available with a re-closable threaded cap
and should allow
consumers to
twist the top

on and off.
According to

the company,
the aluminium
bottles are
monomaterial,
making them
easily sorted and
recycled without
losing quality.

www.ball.com

PACKAGING NEWS

NEWS

Technological
Novelty

ROCTOOL | The company is
introducing Roctool Beauty
Solutions, an innovative tech-
nological solution that should be
cost-effective, yet offers premium
aesthetics and sustainability
credentials. According to Roctool,
thanks to their patented high
heat moulding technology, they
can produce plastic parts with

brilliant surface quality, avoiding secondary operations as painting or
decoration and reducing the thickness of parts. It should be suitable
for all types of make-up, skincare and fragrance solutions.

www.roctoolbeauty.com

ADVERTISEMENT

MEDING GMBH

innovativ - kompetent - flexibel

Refresh your face / skin

with the new meding application-roller

MEDING GmbH
Kruppstrafie 8
D-58553 Halver

T: +49 2353 - 91 58-0
F: +49 23 53-9158-28
E-Mail: info@meding.com www.meding.com
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NEW SUSTAINABLE WAY

Interview | Sustainability is a very important aspect in devel-
oping new types of packaging and decoration. Etienne Gruyez
talks about how Stoelzle Glass Group reduced emissions.

%

Py

B Etienne Gruyez, Head of
Perfumery & Cosmetics
Business Unit Stoelzle
Masniéres Parfumerie SAS,
Masniéres, France

COSSMA: Etienne Gruyez, you
have been working on environ-
mental impact for several years.
Where are you in the field of sus-
tainable development now?

Etienne Gruyez: Stoelzle Glass Group
is constantly working on sustainabil-
ity, always trying to reduce the envi-
ronmental impact of their glass pro-
duction and the decoration processes.
These continuous efforts are spear-
headed by an integrated innovation
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team, bringing together both glass
and decoration experts; along with
internal technical experts.

On a glass package from Stoelzle, the
production process of the glass itself
accounts for 70% of the CO, emis-
sions while the decoration accounts
for the remaining 30 %. On the mate-
rial side, we offer several options in
terms of PCR (Post-Consumer Recy-
cled), ranging from 5% up to 60%
PCR not counting PIR (Post Internal
Recycled) content. As of 2020, we are
offering an ultra-clear glass for per-
fumery and cosmetics with 5-7%
PCR while maintaining the highest
standard of quality. Through this ac-
tion, the company will reduce its im-
pact by 12.3%.

A glass you presented at PCD, of
course. What about your develop-
ment program at the Masniéres
plant?

This is only the first step; next sum-
mer, we will renew its furnace and
increase its size from 70t/day to
100t/d. This will be the perfect op-
portunity to upgrade the efficiency
of the furnace, as well as various
production equipment. We expect to
reduce the furnace’s CO, impact by
12.3% with a capacity increase of
30 t/day. Over a year, this is the
equivalent of driving around the
earth in a medium-sized car 1200
times!

You also have your own decoration
finishing plant on the Masnieres
site. Can you tell us more?

We are fortunate to be able to offer

our customers the possibility of going
even further in the development of

www.cossma.com
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their project, because decoration is
just as important as glass in reducing
the environmental impact. Led by
Franck Legrand, our innovation
team, has worked on our latest inno-
vation called ‘Quali Glass Coat 2.0’
Launched 2019, this new generation
allows for more creativity in the cus-
tomisation of bottles and jars as it
offers a wide range of colours and
now allows translucid effects as well
as the opaque decoration.
Furthermore, our workshops have
created formulations without tita-
nium dioxide for white and light col-
ours. We are the only glass manu-
facturer to be able to do this, and
have filed a patent for it. Traditional
decoration techniques can be ap-
plied to the bottles and new effects
can be added by very fine laser en-
graving. Quali Glass Coat 2.0 makes
it possible to reduce our CO, emis-
sions by a factor of four versus
standard spraying. We also work on

using new inks at lower temperature
to further reduce our emissions.
Our company has long mastered lac-
quering, silk-screen printing, hot
stamping and many other decora-
tion techniques, while remaining in
conformity with the CSR policy of
the Stoelzle Glass Group. The prod-
ucts used are water-based. Semi-au-
tomatic working allows for adapta-
tion to client’s needs. At the
Masnieres site, we specialise in
small quantities for luxury per-
fumes. Our experts are also in con-
tact with the other sites of the group
to create the decorations on large
volumes.

How will you respond to the needs
of your customers on these envi-
ronmental issues in the coming
years?

Of course, this is only a short de-
scription of all the things we are

Marchesini Group Beauty Lines

THE TOTAL PACKAGE

Marchesini Group Beauty produces a wide

range of cosmetic packaging machinery
that handles the packaging process from

start to finish.

And now that the Group has also added
the extraordinary expertise of brands such

as Axomatic, Dumek and V2 engineering,

the Total Package solutions have never

been so complete.

COIMOPACK | VISIT US AT
12-15MaRcH2020 | HALL 19PK
BOLOGNA -ITALY | STAND A9PK

N MARCHESINI
—_GROUP —

PACKAGING

working on every day to improve
our procucts and make them even
better.

In order to go further and help our
customers identify and measure the
impact of their choices in terms of
shape, weight and decorations of
their products, we have developed a
database tool which creates a bench-
mark of CO, emissions with the cli-
ent’s first list of specifications. As a
next step the database tool proposes
alternatives and calculates the envi-
ronmental impact.

The client can see graphs showing
the evolution in CO, depending on
the change in this or that parameter,
helping him make the best decision
and provide the market with better
products.

The database currently calculates
CO, emissions and will be further
expanded with other environmental
indicators to improve the life cycle
assessment. O

beauty.marchesini.com

ADVERTISEMENT

12< AxoMmATIC  DUMERC VMZM


http://www.cossma.com

FUTURE AND VISIONS

Fairs | 12-16 March, the 2020 Edition Bologna of Cosmoprof and Cosmopack will open its
doors. Along with the numerous international exhibitors, a big program featuring awards, further
education and thematic focal points, show new trends and developments.
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3 COSMOTALKS PRESALE

Tickets for CosmoTalks can be
purchased at a special online
rate until Thursday, 12 March,

leaders, agencies and trend scouts,
to share the possible factors that,
from now until 2030, will character-
ise the evolution of beauty business.

osmoprof Worldwide Bologna

2020 invites visitors to five

days full of innovations, tech-
nologies and brand-new projects for
the cosmetic industry. Cosmopack
and Cosmo, Perfumery & Cosmetics
from 12 to 15 March will take place.
From 13 to 16 March Cosmo, Hair,
Nail & Beauty Salon opens its doors.
The fair will host experts, opinion

“Cosmoprof Worldwide Bologna is a
unique event of its kind, because it
offers a complete overview of the
beauty sector,” says Gianpiero
Calzolari, President of BolognaFiere,
that operates the event. “With over
150 countries represented, more than
3,000 exhibiting companies and over
265,000 operators, the event hosts
the traditions of every corner of the
world, presents the excellence of
each country and offers a projection
of trends for the next 10 years. At its
531 edition, Cosmoprof is still the
most up-to-date industry event, fol-
lowing current market needs.”
Cosmoprof Worldwide Bologna 2020
will welcome professionals and ex-
perts from all over the world with a
thematic garden specific to each sec-
tor; from the roots of today’s cos-
metic industry, the vision of cosmet-
ics in 2030 will take shape on the
show floor. The experts will be able
to evaluate the impact of phenomena
such as the digital revolution, new
forms of socialisation, attention to
sustainability and environmental re-
sources, and the multicultural evolu-
tion of our society.

Beauty business goes digital

Research and development is one of
the driving forces of today’s cosmetic
industry. The study of new technol-
ogies, new ingredients, and interac-

Preparations for Cosmoprof Worldwide Bologna 2020 are ongoing

9 am CET.

www.cosmoprof.com/en/events

Please note: The CosmoTalks’

ticket does not allow to access
Cosmoprof without a valid
entrance ticket.

tion between brands and customers
have all helped leading international
companies establish themselves in
the sector. On the threshold of a new
decade, the new frontier of innova-
tion is beauty tech. Beauty becomes
digital, and artificial intelligence, vir-
tual reality and augmented reality
become key elements for taking care
of one’s self.

At Cosmoprof Worldwide Bologna
2020, the Service Center will host 32
start-ups specialised in online plat-
forms, digital solutions, virtual apps
for product testing, e-make-up and
3D make-up services, software and
services for customisation, and new
solutions for retail stores.

The area will be located within the
Garden of Innovation, managed by
the trend agency Beautystreams, and
will be dedicated to the megatrends
that will influence our society in the
future and to the innovations that
will characterise the beauty sector in
the next ten years. Thanks to the
support of the Italian Ministry of Eco-

nomic Development and ITA-Italian p
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Operators and companies can continue their education at CosmoTalks.

Trade Agency, the start-ups will par-
ticipate in Cosmoprof Next, a pitch
competition that will promote the
best projects to venture capitalists,
investors, buyers and institutions.
The initiative is organised in collab-
oration with Cariplo Factory, FaB -
Fashion and Beautytech, Founders-
Factory, Living in Digital Times, and
Unicredit Start Lab.

Cosmoprof and Cosmopack
Awards

A jury made of 50 opinion leaders,
representing trend experts, manag-
ers and R&D, designers, journalists
and influencers, will select the best
products and services for the beauty
sector. Exhibiting companies inter-
ested in taking part can still send
their best projects and participate
in the Cosmoprof and Cosmopack
Awards 2020.

Cosmoprof Awards has five catego-
ries dedicated to the best proposals
in finished product: Skin Saviours,
New Kid for the Beauty Salon & Spa,
Hair Industry breakthrough, Make-up
and Nail game-changer of the year,
Nature Miracles.

The Cosmopack Awards will cele-
brate the excellence in the
supply chain, following these five
categories: the Fountain of Youth:
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the ageless Skincare formula, Lumi-
nary Make-up packaging, Design-
ers’ delight in packaging, the
Make-up formula transformer and
Champion of sustainability.

When and where?

The winners will be announced
on March, Friday 13, at the Service
Centre.

Further education

Some of the most qualified interna-
tional experts and opinion leaders
will participate in CosmoTalks, the

educational section of Cosmoprof
Worldwide Bologna 2020. Interna-
tional journalists, managers of mul-
tinational companies, influencers,
and experts from the fashion, art
and lifestyle sectors will offer in-
sight on the evolution taking place
in the beauty sector.

They will share their vision of the
future of the industry and analyse
trends, new media, digital innova-
tions and the social and economic
changes that will most influence the
beauty industry.

When and where?

The ten panels of the educational
program will take place Thursday
12 March to Saturday 14 March at
the Service Centre.

Especially for men

During two days, the Service Centre
will be transformed into a stage
dedicated to men’s cosmetics. Hair
& Barber Forum will discuss the
characteristics of this continuously
growing segment. Internationally
renowned hairstylists and profes-
sionals will discuss themes ranging
from personal care to barber trends
and from training to hair salons’
future innovations.

When and where?

Hair & Barber Forum will take place
Sunday 15 March and Monday 16
March at the Service Centre.
Additionally, live demonstrations
and Look & Learn sessions will be

Live demonstrations will pique the interest of hairdressers and barbers

photos: Cosmoprof



scheduled. In Hall 35, the United
Barber Show will host the best bar-
ber companies in an area exclu-
sively dedicated to this sector.

For young hairdressers

Another highlight of the show will
be Hair Ring, the platform dedicated
to young talents, with the collabo-
ration of Camera Italiana dell’
Acconciatura.

The creativity and enthusiasm of the
young hairdressers will enrich the
exhibition offering of JOY-for jewel-
lery lovers 2020, the event dedicated
to fashion jewellery co-located with
Cosmoprof. On stage, glamourous
hairstyles will be created coming
the skill of the young hairstylists
with jewellery.

When and where?

Sunday 15 March and Monday 16
March at JOY-for jewellery lovers.

For beauty salon and

spa sector

The trends and innovations for the
beauty salon and spa sector will be
the focal points of OnStage.

For the 2020 edition, Cosmoprof pro-
poses an innovative approach: the
newest and best performing massage

hwd

Exhibiting companies can still send their
best projects and participate in the
Cosmoprof and Cosmopack Awards 2020

At “OnStage” experts perform live demonstrations that are especially interesting for beauty
salon and the spa sector

techniques, the latest news concern-
ing dermo-pigmentation, “sound
therapy”, and SPA treatments will be
the subject of several live demonstra-
tions by international experts, who
will help beauty professionals redis-
cover the core of their professionality
and training.

Sales and management techniques
for the beauty sector and the latest
trends in make-up will also be show-
cased. With the innovations and
technologies in the industry, beauti-
cians today have a unique role in the
care and well-being of customers.
When and where?

Friday 13 March to Monday 16 March
within the BEAUTY FORUM Gallery.

International networking with
Cosmopack

Alongside Cosmoprof is Cosmopack,
the exhibition dedicated to the
beauty supply chain. Cosmopack
represents all the segments of the
cosmetic industry: raw materials and
ingredients, machinery and equip-
ment, contract manufacturing, pri-
vate label, full-service providers and
solutions for the beauty industry, and
primary and secondary packaging.
Cosmopack is the reference event for
the cosmetic industry and its devel-

opment is strongly connected to Cos-
moprof. The conjunction between
the two events facilitates networking
between suppliers and companies
specialised in finished products.
From Bologna, the conjunction of the
two events has gained more and
more appreciation, and has become
one of the most important features of
the Cosmoprof format.

Growing worldwide

The global market of cosmetics pack-
aging machines will grow by 2.7%
per year between now and 2021, ac-
cording to the Ufficio Studi Ucima,
which also forecasts that the market
will increase from the current evalu-
ation of 2.17 billion Euro to 2.36 bil-
lion Euro. Asia will lead (from 712 to
802 million Euro), followed by North
America (from 579 to 604 million
Euro) and the EU (from 574 to 606
million Euro) confirming that cos-
metics is a dynamic and promising
industry.

Cosmopack has already started
marking out the various specialties
of the supply chain on the show
floor, a process that will end up in
2021 with an entire hall exclusively
dedicated to automation, processing
and packaging machines. |

FAIRS

www.cossma.com | 57


http://www.cossma.com

ENTRANCE

NEXT STEP: COSMETIC INDUSTRY
UNDER ONE ROOF

Interview | In 2020 Cosmopack will host nearly 500 exhibitors from around 30 countries,
numbers which confirm the positive trend of the event. Today, the show hosts all the inter-
national leaders in the market making the Bologna event a unique opportunity to discover
the latest collections, innovative formulations, high performing machinery and appealing
packaging. Cosmopack Bologna is the cradle of trends and solutions for the beauty industry.

¥ Antonia Benvegnu,
Cosmopack international
manager, BolognaFiere
Cosmoprof Spa, Milan, Italy,
www.cosmoprof.com

COSSMA: Cosmopack is growing
fast. What is new for the 2020 edi-
tion in Bologna?

Antonia Benvegnu: During the last edi-
tions we significantly increased the
presence of international leaders.
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Cosmopack has become a reference
event worldwide, and attracted an
increasing number of visitors, 26,000
in 2019. This growth requires us to
adapt our offer to the new features of
the market, and for this reason we
are gradually changing the distribu-
tion of the different segments in the
Cosmopack halls. For the 2020 edi-
tion, hall 19PK, the section inside
hall 19 which houses the leaders in
processing and packing machinery,
will grow.

In 2021 we will bring the entire sector
dedicated to machinery into one sin-

gle pavilion, thus moving the com-
panies still exhibiting in hall 20.

Hall 15 is confirmed as the reference
area for international manufacturers
specializing in full services for the
cosmetic industry. The focus of Hall
18 will be OEM and packaging, while
Hall 20 will further enrich the prod-
uct offer by displaying a selection of
private label and contract manufac-
turers, packaging solutions and some
representatives in the machinery seg-
ment. Cosmopack is highly appreci-
ated by operators and buyers looking
for innovative solutions, as well as

photos: Cosmoprof



by influencers and trend scouters,
who can get the scoop on the new
collections being launched on the
main international markets by major
brands.

The beauty supply chain is part of
the international events of the Cos-
moprof network. What are the re-
sults of the editions held in the lat-
est months? What are you planning
for the future?

We have gradually introduced an
area dedicated to the production
chain in all Cosmoprof brand events
because one of the main features of
our format is to bring the entire cos-
metic industry together under one
roof, facilitating networking and
business opportunities with brands
of finished product. In Hong Kong,
this process has gradually led Cosmo-
pack Asia to occupy the entire fair-
ground, AsiaWorld-Expo. Last July,
we launched Cosmopack North
America, as a reply to the continuous
growth in the area dedicated to sup-
ply chain. Already attracting the
leading brands coming from the east
coast, this event is also interesting for
the ‘indie brands’ spreading all over
the west coast of the United States.
North America also offers great busi-
ness opportunities for professionals
interested in the markets in Canada,
Mexico and South America, thanks
to its strategic proximity.

At Cosmoprof India we will invest in
the supply chain sector by involving
both international leaders and local
suppliers in a specific exhibition
area. An entire hall will be dedicated
to the supply chain: formulation, pri-
vate label, contract manufacturing,
packaging, machinery. Cosmoprof In-
dia will be co-located with the PCIL
event, hosting cosmetic and fra-
grance ingredients, essential oils, lab
equipment, testing and regulatory
solutions.

The synergy with Cosmoprof India
will create even more networking
and business opportunities among
finished product manufacturers, sup-
ply chain players and all beauty pro-
fessionals interested in sourcing the
latest innovations and technologies.

.--“ Il.. !lmj‘u
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PERSONALITIES & PROFILES

Nearly 500 exhibitors from around 30 countries are expected.

For 2020, new exhibitions will be in-
augurated in Asia. Cosmoprof CBE
Asean will focus on Southeast Asia.
Almost half of the exhibition hall will
host companies from the supply
chain, interested in new collabora-
tions with growing local brands. For
South China Beauty Expo in Shen-
zhen, we will cooperate with Informa
Markets and Shanghai Baiwen Exhi-
bition Co Ltd. We are inviting inter-
national suppliers to join us in this
new project as well, helping them
investigate how to enter this highly
performing market.

How are you approaching these
new international events? Will
the format be adapted to the local
markets?

All our international exhibitions fea-
ture consolidated initiatives. CosmoT-
alks involves KOLs, trend experts,
influencers and media in seminars

and round-tables to discuss on the
main issues for the evolution of the
beauty industry.

CosmoTrends has become a reference
content for journalists, influencers
and trend scouters looking for the
trends seen at each exhibition, as
well as for exhibitors who use this
report to develop successful collec-
tions and services. The Factory, one
of the most visited areas in Bologna,
has become a not-to-be-missed ap-
pointment for buyers and retailers
visiting our exhibitions in the search
of inspiration for avant-garde prod-
ucts and services.

At the same time, we work on special
projects for each specific exhibition,
referring on the specific characteris-
tics for each market, thus supporting
the local industries with tailor-made
business tools. The perfect balance
between these approaches is the se-
cret for the success of the Cosmoprof
network all over the world. O

CosmoTalks involves KOLs, trend experts, influencers and media.
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SERVICES

PACKMITTEL
26.-28.02.2020

29.02.-01.03.2020

02.-03.03.2020

06.-08.03.2020

07.-08.03.2020

09.03.2020

12.-15.03.2020

COSMETICS
13.-16.03.2020

19.-20.03.2020

27.-28.03.2020

28.-29.03.2020

28.-29.03.2020

31.03.-02.04.2020

W\\:‘V\\

PCHi China

BEAUTY FORUM SWISS
Innocos Scottsdale

Beauty Dusseldorf

BEAUTY FORUM WARSAW
Spring Edition

Beauty Business Day

COSMOPACK
COSMO PERFUMERY &

COSMO HAIR & NAIL &
BEAUTY SALON

Deutscher Verpackungskongress

BEAUTY FORUM
LJUBLJANA

BEAUTY FORUM CLUJ
BEAUTY FORUM TRENCIN

In-Cosmetics Global

FAIRS, CONFERENGES
AND SEMINARS

Germany

Shanghai
China

Zurich
Switzerland

Scottsdale
USA

Diisseldorf
Germany

Warsaw
Poland

Nantes
France

Bologna
Italy

Bologna
Italy

Berlin
Germany

Ljubljana
Slovenia

Cluj
Romania

Trendin
Slovakia

Barcelona
Spain

www.verpackung.org

Reed Sinopharm
www.pchi-china.com

Health and Beauty Marketing Swiss
www.beauty-forum.ch

Global Cosmetics Community
www.innnocosevents.com

Messe Disseldorf GmbH
www.messe-duesseldorf.de

Health and Beauty Media Sp. z o.0.
www.beauty-fairs.com.pl

Beauty Forum
www.beauty-forum.fr

BolognaFiere Cosmoprof
www.cosmoprof.com

BolognaFiere Cosmoprof
www.cosmoprof.com

Deutsche Verpackungsinstitut e. V.
www.verpackung.org

Beauty Forum
www.sejemkozmetike.si

Health and Beauty Business Media
www.beauty-forum.ro

Reed Exhibitions
www.in-cosmetics.com/global
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SUPPLIERS’ GUIDE

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, IR
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.

X

WELL AGEING

Skin protection
measures

MARKETING

GenerationZ
is coming

COSMETICS
TRENDS

TECHNOLOGY

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: 10t day of each month before
publication

O Yes, | 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:

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

Please send me an order confirmation for the following ad:

Category/ies:

Heighti. mm: mm
O 4 colour (Euro scale) O black and white

To be first published in issue:

For a period of: 0 1year [ test: 3 month

O Yes, | 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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Aerosol Mixing Balls

Biodegradable Glitter

Contract Filling

SUPPLIERS’ GUIDE

Contract Manufacturing

SIGMUND  LINDNER

Silibeads:.

gglass balls for
“ aerosol'sprays

SIGMUND LINDNER GmbH
Phone(++49)9277-994 10-Fax(++49)9277-09499
E-Mail: sili@sigmund-indner.com
www.sili.eu

Aluminium Seal Closures

BALLERSTAEDT

PROTECTING YOUR PRODUCTS
www.ballerstaedt.de

Sealing systems made in Germany

@ aluminium seals

e digital packaging print
e reel material

e induction liners

e heat sealing machines

e induction sealing machines

Contact us:
Phone: +49 (0)7222 9515 0
sales@ballerstaedt.de

e Germrrp oLty

Lpirit o Y

Glitter

brilliant effects for
cosmetic products

SIGMUND LINDNER GmbH

www.sili.eu

Check
www.cossma.com/
marketsurvey
for details

Colour Consulting

Applicators

LIFE IS
COLORFUL
WE REFERENCE &

COMMUNICATE COLOR

www.lifeiscolorful.de

Consultants

]ZE"GEI“OSOI

Your Fullservice Provider for Aerosols and Liquids

The

smart way
to your
product.

» creative »reliable
» experienced
» individual solutions

www.zellaerosol.de

M HERSTELLEN

M ABFULLEN

H KONFEKTIONIEREN

l DOKUMENTIEREN

info@zellaerosol.de

APPLICATORS

Localized application of cosmetic and
pharmaceutical products

« Foam applicators dab-ematic

* Mini-roll-ons for
* blemish sticks
« akne products
« after bite sticks
* markers

zelinka

consumer packaging

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

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

VivaceL®

Biotechnology GmbH

SimDerma -
rapid and low-cost
screening of 30 dermato-

cosmetic parameters
cosmetics@vivacell.de

Z

Kosmetik GmbH

Highest standard of full service
for cosmetics!

We offer more than just a
production service.

Development - Procurement
Production - Filling - Packaging
Quality assurance

CARECOS Kosmetik GmbH
Im Fuchseck 10-12

www.carecos.de/en

Contract Manufacturing

GANZ EINFACH:

LEISTUNG

von Salben, Gelen, Cremes, Zahn-
pasta, Liquida, Pulver; Supposi-
torien in PVC- oder Aluzellen.

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

von pharmazeutischen, kosme-
tischen, chemischen Produkten,
Nahrungs- und Genussmitteln.

GMP-gerechte Kontrolle und
Dokumentation. Modernes Labor

mit Mikrobiologie.

WAGENER & CO

GANZ EINFACH: LEISTUNG | seit1964

Wagener & Co GmbH

Postfach 1645 - 49516 Lengerich
Telefon 05481 806-0

E-Mail: kontakt@wagener-co.de
Internet: www.wagener-co.de

We are specialized in Producing,
Filling and Sealing of

v/ Standard Sachets

v/ Magazine Sachets

v/ Onpack Sachets

v/ Contour Sachets

v/ Tissues in Sachets

Lohn-Pack
K.A.Wolf GmbH & Co. KG
= DorfwiesenstraBe 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

Your Entry
in COSSMA Guide

Maximize your
visibility

in the cosmetics
industry.

Place your
premium entry in
COSSMA’s
online guide
and find your
customers of
tomorrow today!

www.cossma.com/
guide

www.cossma.com | 63
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SUPPLIERS’ GUIDE

Contract Manufacturing

Contract Manufacturing
Pharmac. + Cosmetics

MAG

—
Yy

L
7

.,
Vo B R

MANUFACTURING
ATTRACTIVE GOODS

We are your competent PRIVATE LABEL
PARTNER for innovative products and quality,
specialising in HAIR COSMETICS.

Depending on your needs, we provide you
with our services. Either individual process
stages such as just development or contract
filling, or complete support from
brainstorming to production.

MAG cosmetics GmbH
RotestraBe 7 - 74321 Bietigheim-Bissingen
Tel: +49 (0) 71 42/ 789 87-0

Fax:+49 (0) 71 42/ 789 87-111
info@mag-cosmetics.de
Wwww.mag-cosmetics.de

SKINO\/ATORS

NOVATIVE

Private Label

Skin Care
Full Service

info@skinovators.com
www.skinovators.com

Cosmetic Spatulas

4

Lohnherstellung

» Kosmetika
» Medizinprodukte
» Arzneimittel

Ihr Spezialist fiir
Oral-Care-Produkte

Herstellung

(auch ATEX-Explosionsschutz)
fllissige und halbfeste
Produkte

Abfiillung, Konfektionierung
(auch ATEX-Explosionsschutz)
Tuben, Flaschen, Kanister

P> Rezepturentwickiung

P> Anmeldung von
Medizinprodukten

® Gesundheitspflege- und
Pharmaprodukte GmbH
Konrad-Adenauer-Str. 3
D-77704 Oberkirch
© (07802)9265-0
info@etol-oberkirch.de
www.etol.de

Essential Oils

MEDING GMBH

innovativ - kompetent - flexibel

MEDING GmbH

Kruppstrafie 8 - D-58553 Halver
Tel: +49 (0) 23 53 - 91 58-0

Fax: +49 (0) 23 53 - 9158-28
info@meding.com

www.meding.com

s[eanjeu
essential oils

augustus-oils.ltd.uk

Filling + Crimping
Machines

Your
advertisement
could be right

here

Book now:
Call +49 7243 7278-144

64 | COSSMA 3 12020

FILLING 4
SYSTEMS

...Tor the
competitive
edge!

Phone: [+1] 630 894-8828

Fax: [+1] 630 894-8846
E-mail: sales@terco.com

Filling Lines

Lip Balm Full Service

RATIONATOR @Aﬁ

* Bottle Handling

* Filling

* Capping

* Conveying -

* RATILIGHT Puck System E
RATIONATOR Maschinenbau GmbH

Tel.: +49 (0)6733 9470-0
sales@rationator.de - www.rationator.com

pamasol

Pamasol Willi Mider AG - CH 8808 Pfiffikon
T +4155 417 40 40 - F +41 55 417 40 44
info@pamasol.com - www.pamasol.com

GMP IT Hardware

N JIK

M Full service lipcare

Own private label

N—-& production in Cologne

: i

s T

-
k ) f\
raphae!

.

A STEP AHEAD

symex GmbH & Co. KG

Lengstr. 10, 27572 Bremerhaven

Fon: +49 (0)471 9840-10

Fax: +49 (0)471 9840-140
................ www.symex.de ................

Packaging

Systec & Solutions GmbH
www.systec-solutions.com

Lanolin (Adeps Lanae)

DEUTSCHE LANOLIN
GESELLSCHAFT
60320 Frankfurt,
EichendorffstraBe 37,
Telefon 0 69/56 10 34,
Telefax 0 69/56 85 18
http://www.lanolin.de

[ —— )

| GERSCHON |

PACKAGING
COSMETICS - PHARMA

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
+49 6174 7017 | info@gerschon.de

GERSCHON GmbH | Kronberg i. Ts.
Germany

Packaging Machines

Procme GmbH
www.procme-gmbh.de
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BB MED. PRODUCT GMBH

www.bb-kalkar.de p. 35
FLAVEX NATUREXTRAKTE GMBH

www.flavex.com p. 27
HEALTH AND BEAUTY GERMANY GMBH

www.cossma.com/blue 7,65
www.beauty-forum.com/mb-try p. 61
INTERGATE CONSULTING GMBH

www.intergate-consulting.de p. 41
KHK GMBH

www.lipcare.de p. 21
LEHMANN & V0SS & CO. KG

www.lehvoss-cosmetics.com p- 31
LUTZ PACKAGING GMBH

www.lutz-packaging.de/en www.wicklein-veredelung.de p. 2
MARCHESINI GROUP S.P.A.

www.beauty.marchesini.com p. 53
MEDING GMBH

www.meding.com p. 51
MESSE DUSSELDORF GMBH

www.interpack.com/cosmetics p. 11
PROVITAL S.A.

www.provitalgroup.com p. 17
REED EXHIBITION COMPANIES

www.in-cosmetics.com/global p. 68
SLI CHEMICALS GMBH
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WE HAVE THE
ANSWER.

STAY UP-TO-DATE!
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SERVICES

PREVIEW

APRIL 2020

2 GO FUTURE: BODY CARE

Relevant developments at a glance

2 SPOTLIGHT: GREEN CONCEPTS

New formu-
lations and
manufacturing
processes - these
are the trends.

» PLUS

* New ideas of promotional packaging, displays and appealing boxes
to create bestsellers.

¢ Intelligent, process-oriented management systems - an alternative to
established quality Management standards?

® Preview: The latest trends presented at the in-cosmetics Global.

COSSMA 4/2020 will be published on March 20, 2020
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Bl FIND YOUR SUPPLIERS HERE!

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

www.cossma.com/suppliers
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Chemiedistribution OHG

www.mawi-chemie.de

www.meding.com

www.neopac.ch

www.flavex.com

www.baycusan.com

t‘ packaging
COSMELICS || eE
CONSULTING
www.geka-world.com www.mag-cosmetics.de | |www.molcare-consulting.com| | www.packaging.polpak.pl www.viscotec.de www.merck4cosmetics.com
————
GERSCHON
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shrgrbpal ol ot BLAVISE covestro PACKAGING
COSMETICS
MAWI MEDING GMBH u PHARMA

www.gerschon.de
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bb mede
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PARTNER

SystemKosmetik

www.systemkosmetik.de

SIGMUND LINDNER

www.sili.eu

www.derschlag.com

Switzerland ©

www.juestrich-cosmetics.ch

A STEP AHEAD
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Your Logo
here for just

ey Biesterfeld
4 . Competence in Solutions Rezepturen entwickeln
CO nsu |t|ng www.biesterfeld- Produktion steuern.
www.lohn-pack.com www.pfeiffer-consulting.com www.gloryactives.de www.bb-kalkar.de spezialchemie.com www.klar-partner.de
‘_“\
o HEBOLD SYSTEMS
BRENNTAG a0 . @ | N MIXING & MoRe
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=] -y packaging
PRO COSMETICS
) ' www_hebold.com
www.zellaerosol.de www.brenntag-gmbh.com www.rationator.com www.cosphatec.com www.lutz-packaging.de
A o o
& (DERSCHLAG > |  JUSTRICH
Folienverarbeitungemscxe E

SABINSA

www.sabinsa.com

BALLERSTAEDT

PROTECTING YOUR PRODUCTS

Kosmetik
Konzept

serac

AIK

AE—
Etiketten- und Barcodesysteme GmbH

www.ajk-barcode.de

www.mcbeauty-science.com

www.bomo-trendline.com

on packs| bags | gimmicks

www.olipromo.de

Your logo can be listed here for just 70,— EUR per month - for further information,

please contact Dorothea Michaelis | dorothea.michaelis@health-and-beauty.com

phone +49 (0)7243 7278-144

COSMETICS
TRENDS
TECHNOLOGY

GmbH
LIPCARE BY KHK € 701_ -
www.lipcare.de/en/ Chemiekontor
private-label WWW.COSSMa.com www.vmp-chemiekontor.de www.ballerstaedt.de www.kosmetik-konzept.de | | www.serac-group.com
Etiketten im Digitaldruck
) | [pomotrendline.

COSSMA
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LEARN e« EXPLORE <« NETWORK e« CREATE

in-cosmetics global

Barcelona ¢ 31 March — 2 April 2020

The leading global event for personal care ingredients

MARKETING
|| TRENDS

8 YEARS &

OF INNOVATION

Where personal care ingredients
and creators come together

* Source ingredients from up to 150 suppliers ¢ Touch and try the latest innovations
* Meet exhibitors from 50+ countries ¢ Learn about future personal care trends
* Establish profitable business networks

Organised by: ’ n m
(P recdixnibitions  Register and learn more at in-cosmetics.com/global #incosGlobal





