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Personal Care

Lipex ShealLight™

eco-designed emollient ester for skin,
sun and hair care products

o delivers feathery light, silky soft feel

e highly spreadable and polar

e good solubilising and dispersing properties
e good solubility of organic sun screens

¥
Naturally derived from renewable Comparison with other shea based emollients*:
sources, Lipex Shealight is a - far more powdery skin feel
state of the art shea-based ester « significantly less greasy
with unique sensory properties. * high slipperiness

* For more information and to order free sample visit aakpersonalcare.com
AAK Sweden AB

1374 63 ke Sweden enhancing the power of nature



EDITORIAL

iﬁ WHAT’S HOT

BRIGHT FUTURE FOR
PREMIUM PRODUCTS

In 2016, premium beauty and personal care grew at nearly 6%, thus outperforming the with Dr Christina Zech,
Faber-Castell Cosmetics

. R . . from page 56 and
products looks bright. China and the U.S. are expected to contribute just over half of the watch the video at

mass segment for the second consecutive year. This indicates that the future for premium

$20 billion in premium beauty and personal care absolute growth by 2021. www.cossma.com/qr00206

North America dominates premium beauty and personal care prospects per capita spent.
The Asia Pacific region is expected to lead absolute growth from 2016 to 2021 (less than
the U.S.’s $14 billion) as more consumers from its large demographic trade up to pre-
mium products.

Premiumisation is driving up standards across all levels of the beauty industry, from the TEXTURISED HAIR
low-end mass segment to the prestige level. Changing consumer lifestyles and priorities Find out why this
segment has plenty

. . . . of untapped potential
sumption, “experiencing” over “owning,” and the demand for targeted products. on page 20

are the key drivers, including the quest for healthy living, environmentally responsible con-

If you want to know more about recent trends in hair care, formulations, packaging and
more, you will thoroughly enjoy this new issue of COSSMA.

Source: Euromonitor.com

Sincerely yours,

Aplibe s ]

Angelika Meiss
Senior editor, COSSMA
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OQUTSTANDING
APPEARANCE

Looking inimitably is worth nothing without the right feel.
In our PROTELAN co-surfactants range you find
the ideal ingredients for the realisation of

advanced hair care concepts.

Ask us for more information

care@zschimmer-schwarz.com

MMER & SCHWARZ
I

?ner-schwarz.com
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Innovative Cosmetic Ingredients

Sabinsa manufactures and markets over 40 natural cosmeceutical extracts and proprietary
blends for use in cosmetics and personal care products, and in nutritional products delivering
"beauty from within". Derived primarily from herbal raw materials with a long history of
traditional use, each ingredient is supported by application-oriented scientific research and
clinically validated safety data. Importantly, Sabinsa scientists have developed and patented
novel approaches to retain the biological activity of actives while simultaneously addressing
formulation challenges. Biostandardization ensures consistent formulation and delivery of

bioactives from diverse compositions.

"-',ACNEZE?:: Covovln Cosmop[%w[ D Cosvnix plerowne =L
Discover more about these patented and branded ingredients at www.sabinsaeurope.com.

Use the QR code below to download our latest white papers.

SABINSA COSMETICS

Innovating Natural Actives For Your Brands®
+49 6103 2701111 e info.europe@sabinsa.com

®

©2015-2016 Sabinsa



MARKETS & COMPANIES NEWS

ENCAPSULATION

GIVAUDAN | The company laid the
foundation for a new Fragrance Encap-
sulation Centre in Singapore. In high
growth markets there is an increasing
demand for encapsulation technolo-
gies for fragranced products.

The new fragrance encapsulation cen-
Lipstick sale going strong tre is expected to be fully operational
by mid-2018 and complements the Fra-

LI PSTI CK grance Creative Centre and Production
Hub that d in October 2015. '
u at opened in Lctober Working on the new Fragrance
E F F E‘ I www.givaudan.com/fragrances Encapsulation Centre

NPD | Sales of lipstick are said to increase in
times of economic uncertainty. The lipstick
effect theory suggests that consumers buy
less costly luxury goods, turning to items
like lipstick. This is demonstrated in the UK
regions with sales of lip products increasing
across the country. Compared to sales in
2015, sales of prestige lip products in 2016
increased by 50 % in Liverpool, 46% in Lon-
don, 21% in Birmingham, 13% in Leeds,
11% in Belfast and 11% in Cardiff.

Teenage usage

BRAVO | Almost two thirds of the German
girls aged ten to fourteen use make-up
once or several times a week. Girls tend to
start using make-up products when they
are 12 years old.

www.bauermedia.com

photos: Givaudan, Holbox (girl), Imagehub (beads), TravnikovStudio (child), Vicacity (lips), Shutterstock.com

Targeting young girls

www.npd.com

- ADVERTISEMENT -

The

virospack s

Company

MAKE UP DROP BY DROP

Droppers for treatment, foundation & blush

‘Us at

MAKEUP IN PARIS
22 and 23 June 17- Booth L32

In-nouse
manufacturing
and decoration
MADE IN
BARCELONA
SPAIN
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REDUCTION

COSMETICS EUROPE | According to a mem-
bership survey carried out by Cosmetics
Europe, the cosmetics industry reduced
the use of plastic microbeads for exfoliat-
ing and cleansing purposes in wash-off cos-
metic and personal care products by 82%
between 2012 and 2015.

In October 2015, Cosmetics Europe recom-
mended the discontinuation of using syn-
thetic, solid plastic particles for exfoliating
and cleansing in wash-off cosmetic and per-
sonal care products by 2020 that are non-bi-
odegradable in the marine environment.

According to a credible report, the cos-
metics and personal care sector’s share
of the total amount of aquatic plastic litter
amounted to 0.1%-1.5% in 2012. It should
be noted that scientific studies show that
up to 99% of microplastics are captured by
waste water treatment plants.

WWW.COSI’T\E(]CSGUTOPE.COI’T\

Increased demand for
more natural sunscreens

GIVAUDAN | The overall sales of

soaps, bath & shower products grew
by 15% between 2010 and 2015. The
expected CAGR is 5.6% until 2020
in mass and luxury categories.

www.givaudan.com

New distributor
SIMON & WERNER |
Simon & Werner, part of
the TER Group, is
Alban Muller’s new
distributor in Germany
and Austria.

www.simon-und-werner.de,
www.albanmueller.com

Merger of
equals

CLARIANT AND
HUNTSMAN | The two
companies have com-
bined in a merger of
equals through an all-
stock transaction. This
step will create a compa-
ny with sales of approxi-
mately $13.2 billion, an
adjusted EBITDA of $2.3
billion and a combined
enterprise value of ap-
proximately $20 billion.

www.clariant.com

90%

EUROMONITOR | Even though
the demand for mineral filters
is expected to grow due to an
increased consumer demand
for more natural ingredients
on the one hand and new tech-
nological developments on the
other hand, still ninety percent
of the UV filters used in North
America, Western Europe and
Latin America are organic fil-
ters. Thirty-five percent of the
UV filters used in Asian prod-
ucts are inorganic, mainly zinc
oxide.

www.euromonitor.com

VOLUME
HAIR

NATURAL
POWDER

VIVAPUR® CS 70 FM
INCI: Microcrystalline
Cellulose

Natural and sustainable
volumizing polymer

» Provides superior volume
and texture to hair

+ ECOCERT/ COSMOS certified

* Made from renewable
resources

» Fast and easily biodegradable

Safe and edible

MANUFACTURER OF NATURAL INGREDIENTS

TN

). RETTENMAIER & SOHNE JRG) [ e
~—

Business Unit Home & Personal Care

73494 Rosenberg (Germany)

personalcare@jrs.de

www.jrspersonalcare.com
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PACKAGING NEWS

NEWS

SCENTED STICKER

CARESTIA ARCADE BEAUTY | The Scented Sticker is made
from a fragrance card that is decorated according to the cus-
tomer’s needs. To use, the sticker is simply removed from its
background and placed e.g. on card, metal, plastic, glass or
wood. This promotional object is suitable for distribution at
the point of sale, in the press or as a postcard format.

www.arcadebeauty.com

The new promotional
object is made from
a fragrance card

TINT

INSTANT
ZBRIGHTZ

Cushion pen
ALBEA | The Twist
Pen Cushion has a

TEETH

very soft sponge tip

designed for very lig- ° A brush for
uid formulations. [ li T evenly spreading
www.albea-group.com the formula

Tooth tint

QUADPACK | The brush-on tooth whitening
Tint Instant Bright Teeth Tooth Paint uses
a lipgloss pack from Quadpack. The white
bottle and cap come with a brush, which is
used to “paint” the formula onto the teeth.

. The brush gives the dexterity and precision
Controlling .
required to spread the formula evenly over
the dosage
\ by twisting the teeth.
the pen www.aptar.com

photo: Albéa, Arcade Beauty, Quadpack

- ADVERTISEMENT -
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bomo trendline

innovative Cosmetic GmbH
78664 Eschbronn, Germany
Phone +49 (0)7403 92246-0
info@bomo-frendline.de
www.bomo-trendline.de

bomotrendline.

innovative Cosmetic Gm

.zel Iael o so I versatile « experienced « reliable

more than 55 years of expertise
in making, confectioning, development & consulting of
Aerosols and Liquids!

= Large capacity — 15 modern filling lines - wide versatility
of product ranges - adaptive solutions for difficult filling
challenges - large storage capacities.

= Manufacturing — according to AMG (pharmaceuticals) and
GMP (cosmetics) - separate production areas.

= Making / Confectionning — drugs - medical devices - cos-
metics - technical and household products.

= Planning, Doing and Documentation — of customer exclu-
sive projects.

= Advice /Assistance —on qualification and validation tasks
related to cosmetical regulation, technical files and pro-
duct registrations.

= Reliability in meeting of requirements — customer focus -
extensive quality assurance and quality control -
In-Process-Control - Certificates: ISO 9001 & ISO 13485

info@zellaerosol.de T+49(0)7625-9253-0
Wiesenstr.13,79669 Zelli.Wiesental, Germany www.zellaerosol.de F +49(0)7625-925314

Zellaerosol GmbH
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SUN CARE

Formulations | This month, the focus of our formulation
section is sun care, a product category which is probably
the most challenging for formulators.

Details on the broad selection of product formulations
listed here are available free of charge on our website,

www.cossma.com/qr00202.

*Additional information can be found on the Internet - see download panel

Silky Sun Shield Lotion (SPF 50+)
AkzoNobel

HydroSheer Dry Technology Spray**
SPF 50 (EU)
Ashland

Summer At The Beach (expected SPF 30)
Biesterfeld Spezialchemie

Sunbrella Color Protection Spray
C.H. Erbsloh

Sun Care “Light & Silky” SPF 30
CFF GmbH

Sun Oil Spray
CLR

Easy & Cold Process Cream SPF 50
Covestro

Sublime Protection Sun Lotion SPF 20
Croda

Sunscreen Mousse PEG-Free SPF 30
Daito Kasei

Eco-friendly Sunscreen Lotion SPF 50+

Buttery Sun Care For Your Hair
Dr. Straetmans

Bare Skin Feel SPF 50+

DSM

Moisturising After Sun Lotion (20% Urea)
Evonik

Sun Spray For Bald Head SPF 20, O/W
GfN Selco

Olive Oil & Lemon Butter Zinc Oxide SPF
30 Sunscreen
HallStar

Protective Sun Oil

IFF Lucas Meyer
Anhydrous Sunscreen
Kobo Products
Sunshine Spray

MMP Inc.

Skin Glow Day Cream

Nordmann, Rassmann

Sun Care Cream SPF 12

INGREDIENTS

Anti-Ageing Day Cream With Sun Filters
Sederma

Anti-Ageing Solar Protection SPF 30
Seppic

Don’t Worry Be Sunny

Stearinerie Dubois

Baby Sunscreen Lotion
Zschimmer & Schwarz

In our July/August issue, we will be focussing on
formulations for the fields of hair care, styling
and colour. In our September issue, we will be
investigating the most creative product ideas in
the field of body care. All of the information pub-
lished here has been carefully assembled. How-
ever, neither the publishers nor the developers
of these formulations can accept responsibility

photo: Africa Studio, Shutterstock.com

DKSH ROELMI HPC for their safety or accuracy.
- ADVERTISEMENT -
K LA. SCHMIT
- . .
e Kosmetik seit 1925

\v LIPCARE BY KHK

Visit us at ,Cosmetic Business®,
Munich, Hall 2 / Stand A22

N

\ \QE;\.
— %Q‘a‘&.

KHK GmbH  +49(0)221/98547325 sales@lipcare.de www.lipcare.de

I

HAWA"

Industrieverband
Karporpfiege. und

“onsulting

Cirin c-GMP
50 17 c.fauy

Waschmittel e.V.

Nr. 260456

lhr kompetenter Partner fir die Entwicklung und
Produktion Ihrer Kosmetikeigenmarke!

Als mittelstandisches Unternehmen setzen wir lhre
Wunsche schnell und flexibel in fertige Rezepturen
um.

Von Produkten auf Basis neuester Forschungs-
ergebnisse, bis hin zu veganer Naturkosmetik in
nachhaltiger Verpackung.

Profitieren Sie von unserer Erfahrung!

Besuchen Sie uns auf der Cosmetic Business in
Munchen vom 21.-22. Juni 2017, Halle 2, Stand D19

Lauensteiner Straf3e 62 - 96337 Ludwigsstadt - Tel.: 09263/9999011
www.schmitt-cosmetics.com - info@schmitt-cosmetics.com
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ORDER TODAY YOUR
COSSMA E-PAPER!

Discover today your competitors’ plans for tomorrow!

www.cossmda.com

A

For 99 EUR per year you
get 10 issues of the COSSMA
interactive E-Paper including full

access to the online archive.

EF]’E%IIT]EF - Super gift for new subscribers:
25 EUR amazon voucher

www.cossma.com/subscription
COSSMA

@ +49 (0)7243 7278-162 = +49 (0)7243 7278-252 (@ customer@health-and-beauty.com




