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PROFESSIONAL TREATMENT  
AND EXPERT BEAUTY THERAPISTS

• Anti-Aging Treatment
• Face and Eye Treatment
• Body Treatment
• Waxing
• Skincare Products

WWW.GUINOT.COM  -  WWW.MARYCOHR.COM
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GUINOT-MARY COHR LAUNCHES THE ANTI-AGEING  
REVOLUTION WITH ITS NEW BRAND DOCTOR JDM
For more than 50 years, Guinot-Mary Cohr group has enhanced women’s beauty thanks to effective treatment  
methods and innovative care products. The Group has become the leading Beauty Salon brand it is today  
by designing avant-garde skincare protocols and products at the forefront of technology. Its notoriety stems  
from the excellence of its services: consultation, customized treatments, prescription, and professional advice. 

By focusing on how to reveal the beauty of every woman, Guinot-Mary Cohr has designed exclusive, innovative, and efficient 
treatment methods that have conquered the most demanding women in terms of beauty. Today, the group goes further  
and pushes the limits of anti-ageing innovation with its new brand: Doctor JDM and its revolutionary anti-ageing treatment.

UNRETOUCHED PHOTO
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DR JDM, THE NEW BRAND TO REVOLUTIONISE  
THE ANTI-AGEING MARKET
Because the age and the signs of ageing are a major concern for women, the group, with its new  
brand Doctor JDM, is revolutionising the anti-ageing market with the new Visible Age Reverse Treatment.  
Thanks to its incredible results, Visible Age Reverse completely meets the growing demand  
of the global anti-ageing market. 

For the clients, it is the guarantee of visible, efficient results after only 30 minutes  
of non-invasive treatment.

For the Beauty Therapists, it is an offer that will enable her to attract and retain a clientele  
with a high power of purchase, strengthening her business model on the most profitable axis:  
the anti-ageing face treatments’ one.

3 STEPS TO RESTORE YOUTHFUL SKIN
Application of Age Influx Concentrate 
In addition of the emblematic cell culture  
medium (20 amino acids, 14 vitamins and  
22 biological elements), the active ingredients  
of the concentrate targets thermal receptors -  
and causes a sensation of heat as well as  
vasodilation, restarts cutaneous innervation  
and stimulates cell renewal.
• Boosts skin microcirculation,
• Stimulates cutaneous innervation,
• Regenerates elastic fibers.

Vibrosmoothing Electrode
SMOOTHING OF THE EPIDERMIS  
AND REDUCTION OF SKIN CONTRACTILITY
• Evens skin tissue,
• Minimises wrinkles.

Vibrodermic Electrode
VIBRATION AND DECONGESTION  
OF SKIN TISSUE
• Smooths the surface of wrinkles and lines,
• Reduces contractility through pressure.

The skin looks radiant and youthful again…

WWW.GUINOT.COM / WWW.MARYCOHR.COM / WWW.VISIBLEAGEREVERSE.COM

GUINOT-MARY COHR GROUP developed an attractive, professional, reassuring concept in which Beauty Therapists apply an unique protocol with 
a personalized consultation and give the clients the best skin results. The group is the first company to have created a network of QUALITY 
BEAUTY SALONS serving all womans, and growing through franchise business (450 units in 22 countries). For more than 50 years, Guinot and 
Mary Cohr are already distributed in 75 countries with more than 15.000 Beauty salons.

120 avenue Charles de Gaulle - 92200 Neuilly-sur-Seine - FRANCE
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Created by Doctor JDM

The results are insane!  
This is my second treatment 
and I am shocked  
by the results, it’s crazy!  
I love it. Honestly,  
thank you!

Many thanks for this treatment! 
I have never had such plumped 
up skin... I can’t wait  
to continue my treatment!ELISABETH

CATHERINE
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TFWA ASIA PACIFIC 
EXHIBITION & 
CONFERENCE

The words above are of Erik Juul-Mortensen, 
TFWA President, welcoming back this major event 
to Singapore. From Sunday 7th May to Thursday 
11th May, Singapore is once again the capital of 
the travel retail and duty free world. With travel 
having resumed pre-pandemic proportions and 
the reopening of China, the world and especially 

the Asia Pacific region have undergone profound 
change. Preceded by the Welcome Cocktail on 
Sunday evening at the Flower Dome, Gardens by the 
Bay, open to all badge holders, the event officially 
starts with the Conference on Monday 7th May at 
9 a.m. in the Grand Ballroom, Level 5 at Marina Bay 
Sands Expo Centre, exploring the geopolitical and 
economic forces shaping the business landscape in 
Asia Pacific, air traffic forecasts and travel trends, 
and the emergence of a new generation of post-
pandemic shoppers. After Mr Juul-Mortensen’s 
introductory remarks on the recovery of travel retail 

EVENTS

6

“The return of a full-sale 
TFWA Asia Pacific Exhibition 
& Conference to Singapore 
is long overdue”
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EVENTS

in Asia Pacific, the APTRA President Sunil Tuli and Executive 
Vice President of China Duty Free Group, Luke Chang, also 
welcome delegates.
The keynote speaker, Former Singapore Foreign Minister 
George yeo, explores issues including intra-regional trade, 
the role and influence of China and the importance of travel 
and tourism to the region. 
A panel featuring Luke Chang, Freda Cheung, President & 
CEO Asia Pacific at DUFRY, Sue Kyung Lee, CEO of SK II, Thabet 
Musleh, Vice President of Qatar Duty Free, and Marvin von 
Plato, CEO of Heineman Asia Pacific address the complex 
issues surrounding preparation of growth as travel in Asia 
Pacific continues its upward trajectory.
Stefano Baronci, ACI Asia Pacific Director General and Mayur 
Patel, OAG Aviation Head of Asia give insights on air travel 
in Asia Pacific in 2023. The final session of the day examines 
new emerging destinations shopping preferences and the 
influence oof social media in purchasing decisions. Speakers 
include Stephen Hillam, Pi Insight Managing Director, Rocky 
Chi, Emerging Communication’s Head of Planning, Marcus 
Hudson, Mars International Travel Retail Global Sales Director, 

and Claudio Ferreira, Japan Tobacco International Global 
Travel Retail General Manager. To maximize networking 
opportunities, the One2One meeting service is available, 
which organizes introductory encounters between exhibiting 
brands, key buyers, airports, cruise & ferry operators and 
airlines. Over fifty perfume and cosmetics companies are 
exhibiting, including for the first time companies such as 
Apripure Cosmetics, Maison Rebatchi and Teaology.

SUN 07 MAy

09:00 - 18:00
Registration
Marina Bay Sands Expo & 
Convention Centre, Level 1

19:00
Welcome Cocktail
Flower Dome, Gardens by the Bay
Open to all badge holders

MON 08 MAy

08:00 - 09:00
Welcome coffee

09:00 - 18:00
Registration
Marina Bay Sands Expo & 
Convention Centre, Level 1

09:00 - 11:00
TFWA Asia Pacific 
Conference (Session 1)
Grand Ballroom, Level 5, 
Marina Bay Sands

11:00 - 11:30
Networking coffee break 

11:30 - 13:15
TFWA Asia Pacific 
Conference (Session 2)
Grand Ballroom, Level 5, 
Marina Bay Sands

13:15 - 14:30
Networking lunch
Grand Ballroom, Level 5, 
Marina Bay Sands

14:30 - 16:00
APTRA Exchange
Grand Ballroom, Level 5, 
Marina Bay Sands

14:30 - 17:00
Afternoon 
Networking session
Level 5, Marina Bay Sands

17:00 - 21:00
TFWA Asia Pacific Lounge
Marina Bay Sands Expo & 
Convention Centre, Level 4

TUE 09 MAy

09:00 - 18:00
Registration
Marina Bay Sands Expo & 
Convention Centre, Level 1

09:00 - 18:00
Exhibition, TFWA i.lab Asia 
& ONE2ONE meetings
Marina Bay Sands Expo 
& Convention Centre, 
Level 1 & Basement 2

17:00 - 21:00
TFWA Asia Pacific Lounge
Marina Bay Sands Expo & 
Convention Centre, Level 4

WED 10 MAy

09:00 - 18:00
Exhibition, TFWA i.lab Asia 
& ONE2ONE meetings
Marina Bay Sands Expo 
& Convention Centre, 
Level 1 & Basement 2

09:00 - 18:00
Registration
Marina Bay Sands Expo & 
Convention Centre, Level 1

18:00 - 21:00
TFWA Asia Pacific Lounge 
(with live music 
on the closing night)
Marina Bay Sands Expo & 
Convention Centre, Level 4

ThU 11 MAy

09:00 - 17:00
Registration
Marina Bay Sands Expo & 
Convention Centre, Level 1

09:00 - 17:00
Exhibition, TFWA i.lab Asia 
& ONE2ONE meetings
Marina Bay Sands Expo 
& Convention Centre, 
Level 1 & Basement 2

E x h i B i t i O n  P r O G r a M M E
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Luciano Soprani was born in Reggiolo (RE) in 1946. 
He began working as a designer in 1967 at 21 years 
of age at Max Mara where he was responsible for 
all the collections (except Sportmax) after only 3 
years. In 1978 he left Max Mara and began to work 
in Milan. From then on, for many years, Luciano 
Soprani was highly sought after and in great 
demand from all the emerging brands who were 
bowled over by his talent and by the originality of 
his intuition. On finishing his training, the designer 
presented his first collection LUCIANO SOPRANI in 
the spring of 1981.
Over the following two decades Luciano Soprani 
created a style which was elegant and modern. 
He opened the flagship store in Milan in via 
Sant’Andrea, 30 sole brand stores in Japan and in
Los Angeles it opened in Rodeo Drive.

The most famous Top Models modelled for Luciano 
Soprani and it clothed actors and actresses 
of international acclaim with well-defined and 
recognisable style combining grace and rigour, 
sobriety and elegance.
In 1999 Luciano Soprani died prematurely at the age 
of 53, but his unmistakable style represents an 
important reference of Italian Fashion of those 
years, and a source of creative inspiration for 
many designers of the latest generation.

Luciano Soprani fragrances are now milestones 
like fashion creations, famous and recognizable 
all over the world. Luciano Soprani Uomo and 
Donna express the refinement and elegance of the 
designer: two unique creations.

COMPANY

LUCIANO
SOPRANI

ThE UNMISTAKABLE 
STYLE OF ITALIAN 

FRAgRANCES
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LAUNCH

FILA 
FRAgRANCES

March was an explosive month for the Fila family, full of 
victories and great achievements! 
FILA was delighted to participate in the 2023 World 
Speed Skating Track Championships organised by the 
International Skating Union (ISU), which saw the triumph 
of Olympic champion and FILA ambassador Pietro Sighel, 
who won four medals. Alongside this major event, the 
brand also took part in the BNP Paribas Open sponsored 
by FILA, with Barbora Krejcikova winning the title in the 
women’s doubles. Fila Fragrances joined in celebrating 
these sensational victories by launching a new line of 

Eau de Toilette, Deodorants and Shower Gels inspired by 
the sporting soul of FILA. Specifically designed for sports 
enthusiasts, the new FILA Sport Active line praises FILA’s 
success in the sporting arena. The two new Eau de Toilette, 
one for men and one for women, with their refined and 
minimalist design, reflect the desire to win, to never 
give up. This desire is also expressed in the shape of the 
fragrance bottles, which reflect the iconic F of the FILA 
logo. The olfactory pyramid highlights oriental, woody and 
spicy notes for the F-Power for man and oriental, fruity and 
floral notes for the F-Power for woman.

Alongside the new Eau de Toilette, FILA Fragrances has also 
come up with four new Shower Gels, with two fragrances 
dedicated to men and two fragrances dedicated to women. 
The Shower Gels of the Sport Active line are powered 
by active minerals and enriched with regenerating, 
revitalising, moisturising and purifying properties which 
make them a perfect solution for cleansing the body and 
hair after intense sporting activity. The Sport Active range 
is completed by four deodorants enriched with an active 
ingredient that ensures long lasting performance and an 
intense and fresh fragrance, ideal for all skin types.

PERFORM AT YOUR BEST WITh FILA SPORT ACTIVE
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James, the new eau de parfum and the first launched 
by EuroItalia since the Italian company acquired the 
worldwide licence for the perfume house, takes its 
inspiration from the founder of the English heritage 
brand, James Atkinson himself. It pays tribute to 

those who, like the original Mr Atkinson, dare to 
pursue their passion and open up new paths. James 
Atkinson left his native Cumberland to travel to 
London and, although an outsider, became the toast 
of the town thanks to his talent, flair and originality.

NEW FRAgRANCES PAY TRIBUTE TO ThE ORIgINS
ATKINSONS

LAUNCH

JAMES,
INSPIRED by 

ThE FOuNDER
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LAUNCH

Following the acquisition of the worldwide 
licence by EuroItalia, a new chapter opens 
in the history of the English heritage company
He was a young and enterprising perfumer who set 
up shop in London in 1799, immediately conquering 
favour with his first product, a scented pomade 
made from precious essential oils extracted from 
Persian flowers. Named Otto of Rose, it paved 
the way for his success, reaching as far as the 
royal household. In 1826, having teamed up with 
his brother Edward and opened their shop at 
44 Gerrard Street in London’s Soho, he became 
famous throughout the land thanks to his Eau de 
Cologne which had become the favourite of King 
George IV. It was a bold, heady fragrance based on 
woody and spicy notes which was a far cry from 
the citrussy Italian and French colognes of the 
day and chimed perfectly with the flamboyance 
and splendour of the times. When Atkinsons was 

proclaimed the Official Perfumer to the Royal Court 
of England, fame spread further afield as royalty, 
artists and generals all clamoured to purchase 
it. Fast forward to 2023 and James, a fragrance 
by Atkinsons for the 21st century. It has a strong 
character, is charming, elegant and powerful. Full 
of richness and composed with some of the most 
noble ingredients in perfumery, this charming and 
contemporary creation by Olivier Pescheux and 
yann Vasnier of Givaudan, has an explosive fresh 
start which embraces a warm ambery-floral heart 
and rests on a classy woody dry-down of elegant 
vetiver and patchouli. The top notes are Bergamot 
Oil Italy SSV (Sourcing @Origin), Finger Lime, Pink 
Peppercorn CO2 Orpur, and Clary Sage Absolute 
France OrPur. The heart notes blend together Elemi 
Oil Philippines, White Flowers Accord and Violet 
Leaves, while the dry-down notes are Vetiver Oil Haiti 
OrPur SSV (Sourcing @Origin), Patchouli Oil Ironfree 
Orpur SSV (Sourcing @Origin), Musk (Moxalone & 
Cosmone) and Akigalawood (Upcycled). 
The exceptional raw materials have been selected 
or created by Givaudan, including Orpur®, literally 
“pure gold” which aims to unlock the potential 
of iconic natural raw materials. 67.12% of the 
ingredients of the fragrance are biodegradable and 
30% are naturally-derived James Eau de Parfum 100 
ml comes in a “London smoke grey” matte bottle, 
enriched with a glossy label engraved in silver, with 
James standing out in orange, the iconic colour of 
Atkinsons. The fame of the House of Atkinson has 
continued over the centuries, from the gold medal 
awarded at the Universal Exposition in Paris in 1878 
and again in 1889 and then the following year the 
royal warrant granted by King Edward VII. 
Royal favour continued to be bestowed on the 
House with its inclusion in the Platinum Jubilee 
Pageant Book, the official book celebrating Queen 
Elizabeth II’s Platinum Jubilee in 2022, as one of 
the 70 distinctly British brands recognized for their 
contribution o business, society and culture in Great 
Britain. James rightfully follows in this tradition. 
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ATkINSONS PERFuME CASE
Three sets, each containing four 10 ml sprays, let you always 
have an Atkinsons fragrance within easy reach. With a finely 
crafted metal cap, the vial is as elegant as the fragrances it 
contain. The three sets are The Icons of the Realm, with the 
most iconic fragrances inspired by the emblematic boutiques 
of the brand: 24 Old Bond Street, 41 Burlington Arcade, 44 
Gerrard Street and Triple Extract.; The Gems of the Empire, 
comprising fragrances inspired by British culture in a 
contemporary reinterpretation: Pirates Grand Reserve, Scilly 
Neroli, Mint & Tonic and The Big Bad Cedar, and The Jewels of 
the Orient, all the glamour and mystery of the Orient enclosed 
in a vial with Oud Save the King, Oud Save the Queen, The 
Other Side of Oud and His Majesty the Oud. The Perfume 
Case comes in silver, gold or black.

ATkINSONS MINIATuRE SETS 
The Oud Essential and the Gentlefolk Set are two new sets of miniatures from Atkinsons. Each set contains five iconic Atkinsons 
fragrances in 5 ml vials. The Oud Essential set is dedicated to the collection of Ouds: Oud Save the King, Oud Save the Queen, 
Her Majesty, His Majesty and The Other Side of Oud. The gentlefolk Set is dedicated to the iconic and best-selling fragrances, as 
well as the latest creation, James: 24 Old Bond Street, 44 Gerrard Street, Mint & Tonic, James and 41 Burlington Arcade.
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Dreaming of escaping to sun, sand and sea? The 
new Michael Kors Gorgeous advertising campaign 
answers your dream! Photographed by Lachlan Bailey 
and featuring model Rebecca Leigh Longendyke, the 
visual transports us to a never-ending beach of white 
sand and gently rippling crystal-clear turquoise water: 
the confident Michael Kors Gorgeous woman is on a 
jet set escape to this dream setting. This new Michael 
Kors Gorgeous campaign awakens the senses and 
relaxes the mind, so that you can see the world around 
you for what it is: gorgeous, as far as they eye can see. 

Michael Kors Gorgeous is a bold floral woody fragrance 
that envelops you in a world of beauty as far as the 
eye can see. Featuring lush white florals with smoky 
notes of tobacco and wood, Michael Kors Gorgeous 
is a modern luxurious fragrance with a timeless 
appeal. It blooms with the effortless glamour a jet 
set escape, in a blend of optimism brought forth by 
a bright white floral bouquet and a touch of tobacco 
accord, and a laidback luxury reinforced by strong 
wood notes. It is a combination of optimism and ease, 
two complementary qualities that characterize the 
Michael Kors woman. Extravagant jasmine sambac, 
sophisticated tuberose, soothing ylang ylang and 
orange blossom notes come together in a captivating 
luminosity while an unconventional tobacco accord 
wraps the bouquet in a provocative warmth. In the 
end, powerful notes of cedarwood and guaiac wood 
oil ground the fragrance with a comforting strength.

This floral-woody fragrance comes in a faceted 
glass and rose gold-tone bottle which is a tribute to 
timelessness and modern architecture. 
The contrasting black cap reveals a hidden “Hello 
Gorgeous” message on the bottle’s collar for an 
empowering daily affirmation.

A NEW CAMPAIgN

MIChAEL KORS 
GORGEOUS

A jet set escapade 
sets the scene for this 
luxurious fragrance
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Toy 2 “Pearl” is a fragrance that stands at the 
crossroads of a hydroponic jasmine haze and a 
criso sparkling, salty lemon.
Its opening notes exude the freshness of lemon 
heart entwined with the inebriating aroma of 
oregano and sparkling lemon sorbet. 
The heart brims over with the elegance of jasmine 
and warm notes of sand and freesia transporting 
the wearer to a sun-soaked island paradise. 
The base is made up of the woody sweetness of 
vetiver, with invigorating accents of cypress, while 
a touch of musk adds timeless softness. 
It comes a dark ethereal mirage of the emblematic 
teddy bear bottle, inspired by the seabed and 
Tahitian mother-of-pearl. Both the bottle and the 
box are finished in an iridescent onyx lacquer. 
Each one has a slightly different obsidian sheen 
pattern to resemble the unique shimmering whorls 
of natural pearls. 
The citrus-woody and musky fragrance has been 
created by Domitille Michalon-Bertier of IFF, who 
“wanted to rate a sparkling, floral and watery 
perfume. A timeless yet fun fragrance.” In creating 
the fragrance, Domitille was able to draw on IFF’s 
over forty years of data on consumer preferences. 
Toy 2 Pear thus contains both emotive and cognitive 
properties for Moschino: it is a fragrance that 
stimulates an extraordinary sensation of luminous 
joyfulness and youthful energy in its wearer. 
Alongside the Eau de Parfum which comes in a natural 
spray in 30 ml, 50 ml and 100 ml sizes, the sparkling 
Toy 2 Pearl essence is also bottled as a Bath & Shower 
Gel (200 ml) as well as a Body Lotion (200 ml).

A TIMELESS YET FUN FRAgRANCE

MOSChINO 
TOy 2 PEARL

A lustrous genderless
fragrance from the creative 

genius of Moschino and 
EuroItalia’s craftsmanship
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The delicate fragrance notes linger on the skin for a 
hydrating whisper of a warm summer day. 
The communication features the Moschino 
muse and ageless supermodel Devon Aoki in a 
shimmering pink sequin collared mermaid gown 
designed by Jeremy Scott, evoking her iconic image 
photographed over two decades ago. Delicately 
poised in a seashell, she presents the precious 
product in a twinkling aquatic wonderland.



WWW.ASTRAMAKEUP.COM

Our first skincare line, with up to 99 % naturally sourced ingredients and 
dermatologically tested on sensitive skin, welcomes 10 new products featuring  
gentle textures ranging from cleansing to treatment, adapting to all skin types. 
Find the skin care routine for you: TRAIN YOUR SKIN with ASTRA SKIN



WWW.ASTRAMAKEUP.COM

Our first skincare line, with up to 99 % naturally sourced ingredients and 
dermatologically tested on sensitive skin, welcomes 10 new products featuring  
gentle textures ranging from cleansing to treatment, adapting to all skin types. 
Find the skin care routine for you: TRAIN YOUR SKIN with ASTRA SKIN



ASTRA 
MAKE-UP
QUALITY, SAFETY AND ACCESSIBILITY
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EXPORT MAGAZINE: astra Make-Up: the brand 
is showing continuous growth both in terms of 
quality and of turnover.
SiMOnE SEttiMi: In 2022, Astra recorded a turnover 
of +40% at the close of the year compared to the 
previous year. This was possible thanks to the Brand’s 
capacity to quickly understand the feelings of its “Astra 
Lovers” and translate them into products that meet 
their needs, thanks to the 4 lines currently present: in 
the first place make-up; skincare with Astra Skin; Pure 
Beauty, characterized by products with more than 
90% of ingredients of natural origin and lastly, Astra 
Professional, the first line of semi-permanent Hema-
Free nail varnishes with everything required for a 
complete application of semipermanent varnish.

EM: What will be keeping you busy in 2023?
SS: As always, we will keep on encouraging free and 
authentic beauty, characterized by innovative and 
multifunctional textures, which never stop looking 
towards the future. What we are expecting from 2023 
in terms of business is again considerable growth of 
the whole Astra brand which, thanks to a structured 
commercial and product strategy will include new 
launches allowing us to reach results that are decisive 
for the consolidation of the brand, not only in Italy but 
above all abroad. From a commercial point of view, 
the objective is to continue to improve our market 
positioning both in numerical and qualitative terms. 
All our new projects will definitely be characterized 
by a main asset, that of make-up and trends, but 
accompanying everything there will always be our 

INTERVIEW

INTERvIEW WITH 
SIMONE SETTIMI, 
GENERAL MANAGER, 
ASTRA MAkE-UP
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MAKE-UP

INTERVIEW

key values: quality, safety and accessibility. From the 
point of view of distribution, which is both online and 
physical, we continue to be transversal but we are 
increasingly moving towards qualified points of sale.
 
EM: astra is not only an italian brand but is also 
important abroad: how are you distributed? how 
are you perceived on the global market?
SS: Thanks to extraordinarily innovative products 
which ensure quality and performance, safety and 
attention to the environment, the Brand has been 
able to conquer the international market as well, 
becoming a point of reference for consumers in the 
forty countries in the world where we are present, from 

Europe to the Middle East, but 
also from North Africa to South 
America. Developing foreign 
markets has always been one of 
our objectives; for 2023, we are 
aiming to reach a share of 25% 
of the turnover, consolidating 
the markets where we are 
present and developing new 
ones. We are therefore proud of 
the loyalty and the consolidation 
of the relations with long- 
established clients obtained in 
the past and we are expecting a 
conspicuous numerical growth 
in the countries and a percentage 
impact on the brand’s global 
turnover.

Claudia Stagno
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District of Nolo is the most recent addition 
to the luxury collection of Trussardi 
Parfums, Le Vie di Milano, which celebrate 
the different neighbourhoods of Milan 
for a discerning international public. 
The idea of the collection came not only 
from the city’s importance in fashion and 
design and the most international city in 
Italy, but from writer Giuseppe Marotta’s 
words that the city “is not to be looked 
at, but breathed in.” A group of famous 
perfumers drew up an olfactive map of 
the city and together with the scents, 
the emotion and habits of Milan were 
classified. 

Starting in 2020, the first six precious 
luxury fragrances were created, joined 
in 2022 by two more for international 
markets, two dedicated to the olfactory 
taste of Middle Eastern markets and two 
dedicated to Far Eastern markets. 
District of Nolo, for the international 
market, together with The Street Artists 
of Isola (for Far Eastern markets) and 
Hidden Corner of Fontana dei Baci for the 
Middle Eastern markets, are the latest 
to join the collection. These fragrances 
have been developed with the same 
revolutionary experiential method that 
recomposes on the skin the cocktail of 
volatile organic compounds that defines 
the city in the sense of smell.
District of Nolo has been created by 
Aurélien Guichard who has succeeded 
in reinventing in a contemporary way 
the unmistakable creamy aroma of 
Florentine iris in the middle notes, and 
sing typically Italian ingredients (Italian 
lemon, Dolce Terra pear, violet leaves) in 
the to notes.
The middle notes open on the accords 
of iris exalted by rose absolute and the 
ancient sweetness of the accord of granite 
pear made more incisive by a molecule 
of hedione. The base notes are surprising 
thanks to a series of contrasts between 

the complexity of ambroxan, the note of 
musk and the sweetly luminous note of 
Madagascar vanilla absolute. 
This fragrance celebrates the new district 
named Nolo (standing for North of 
Piazzale Loreto), between the luxurious 
skyscrapers in the new Porta Nuova 
area and the old popular neighbourhood 
of Isola, which has become a Mecca for 
young creatives, making it the most 
modern community in Milan. 
The District of Nolo bottle, like the other 
bottles in the collection, expresses the 
perfect balance between shape, colours 
and materials. A special cool shade of 
lilac has been chosen for the District of 
Nolo bottle in coloured opaque glass, 
surmounted by a gilded metal sculpture-
cap which is a faithful reproduction of 
the Italian greyhound, the symbol of the 
Trussardi brand. The dog also wears a 
tiny leather collar in the same colour as 
the bottle. The name of the perfume is 
hot-printed in gold in the centre of each 
bottle, making it an object to love and 
keep. The bottle is housed in a box of 
heavy cardboard in the same colour as 
the bottle. The interior is shiny gold, as 
is the ornamental motif engraved on the 
box. The digital map of Piazza Arcobalena, 
the heart of the new district of Nolo.

DISTRICT OF NOLO: A NEW 
INTERNATIONAL FRAgRANCE

TRUSSARDI
PARFUMS
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teaology lands in duty free!
Teaology reaches an important new milestone in its history 
with its entrance into the world of duty free. Already distributed 
in 25 countries around the world, Teaology is now landing at 
European airports to tempt travellers with its products full of 
the antioxidant power of real tea infusions. This confirms not 
only the increasing space devoted to clean beauty in travel 
retail, but also the excellence of the Teaology brand.
Certified by B Corp, Teology is based on clean and transparent 
formulas, coining the expression Clean BeauTEA to encapsulate 
its values, ethics and philosophy. Controversial ingredients 
are avoided always preffering those from renewable sources. 
Teaology also believes in a balance between nature and science, 
using organic tea infusions and naturally derived ingredients to 
make safe, sustainable and sensory-friendly products with the 
help of cosmetic research. All the products are guaranteed by a 
patented technology, Tea Infusion Skincare, which extracts the 
rich content of antioxidant catechins, minerals and vitamins 
from tea leaves, so that tea infusion is used instead of water 
and is the first ingredient in each of the Teaology formulas. 
All products are dermatologist-tested to ensure safety and 
tolerability on all skins, with the pH of the formulas being 
checked for biocompatibility, testing for nickel, preservation 
and for the antioxidant and antipollution efficacy. 

Conceived from the very beginning as a environmentally-friendly, 
the products are packaged in recyclable and environmentally-
friendly packaging, without over-packaging. Only certified 
paper is used and separate waste collection is encouraged on 
the packaging. The POS materials are also plastic-free. The first 
airports where Teaology products will be available in travel 
retail include Amsterdam, Istanbul, Vienna, Oslo, Copenhagen 
and Frankfurt, to be joined by many others in the near future. 

NEWS FROM ThE ITALIAN CLEAN 
BEAUTY COSMETIC BRAND

TEAOLOgY

The Italian cosmetic brand based on tea infusions arrives 
in duty free and presents a project of positive change
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teaology +Okapia: 
a project to generate positive change
Teaology has developed an exciting project with Okapia, a non-
profit association that operates in Congo and Rwanda where 
it promotes concrete sustainable development initiatives to 
stimulate the growth process of local communities. Rwanda is 
a producer of high quality tea and Teaology buys the organic 
black tea fom the Rulindo district in the country. 
The exciting project is a new chapter in Teaology Care, the 
project supporting working women living in disadvantaged 
contexts. Teaology and Okapia have collaborated on a collection 
of colourful hand-sewn pochettes using original wax, the pure 
cotton fabrics with traditional African and Rwandan prints. 
With this operation, Teaology brings the colours of Africa 
to the perfumery world and gives new hope to women who 
support their families, working for a better future. 
This project embodies the Teaology commitment to generating 
positive change for people and for our planet, and especially 
for the women who work in the tea plantations. The Teaology x 
Okapia pochettes contain a selection of travel-sized bestselling 
products, on sale in perfumeries and duty-free stores in Italy 
and thirty countries worldwide. 

Teaology is standing out also offering a short collection 
of TR Exclusive sets and coffrets in limited edition allowing 
travellers to find new and unique clean beauty proposals.
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ATELIER 
FRAGRANZE 
MILANO
70’s Mood - uermi
“What I imagined for 70’s MOOD is a woody, ambery, 
rich and strongly aphrodisiac fragrance: a Patchouli 
enhanced by dynamic, sparkling and spicy top notes 
such as Pink Pepper and Cardamom. A Patchouli 
reinterpreted in a thoroughly contemporary way thanks 
to Cashmeran, one of my favorite raw materials that 
evokes velvety and silky wood. These molecules are part 
of amber woods and give it grit. Finally, a Natural Vanilla 
note with its darker, deeper and “animalized” nuances to 
boost aphrodisiac and sexy nuances. This was my way 
of reinterpreting Patchouli, of giving life to the MOOD 
of the 1970s and thus to a fragrance that is certainly 
overwhelming, sensual and rich.” Luca Maffei.

harvest Mouse by Zoologist
“To create the Harvest Mouse fragrance, I decided to 
play with the characteristic elements of the Wheat fields 
where the small rodent lives. I used Hay Absolute to 
give the fragrance a natural and vegetal note typical 
of sun-kissed summer wheat heads. I also added an 
Essence of Beer CO² obtained from the distillation of 
Malt and Hops. A typical top note that gives impetus to 

the fragrance and a golden effect typical of Wheat. 
To balance the green, amber and floral accords, I 
added notes of Chamomile and Orange Blossom; 

Opoponax and Benzoin combined with touches 
of Turkish Rose essential oil. To give sillage and 
duration, I played with woody notes such as 
Sandalwood and Oakmoss.” Luca Maffei.

MISS_u and TIL… 
by LAbORATORIO OLFATTIVO 

Laboratorio Olfattivo’s two new 
signature olfactory chapters bearing 
the signature of Luca Maffei.
MISS_u a revolutionary concept, 
diametrically opposed to its twin 
NEED_U in which the perfume 
needed the skin to sublimate. 
Here it is the skin that cries out to 
the perfume I Miss you! 
A love match between skin and 

perfume … or who knows! A sensual and intriguing 
pampering, a strong contrast between sacred and 
profane. The jus opens between zests of Bergamot 
and Mandarin, a vibrant heart of Sichuan Pepper 
and Agarwood Black in an embrace of Patchuoli 
and Vanilla.

NEW AWARDS FOR

New products presented 
at Esxence 2023

Luca Maffei and Antoine Lie (Noses) 
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TIL... is part of the Laboratorio 
in Fiore collection, where the key 
word is realism. The Lime Tree, 
flowery, green and with honeyed 
undertones, facilitates this link with 
realism thanks to its many facets. It 
has a hint of spring, is a guarantee 
of lightheartedness and good cheer, 
evokes the end of school, seals new 

loves and bodes well for business...a composition 
that captures nature in a bottle, with a reassuring 
and optimistic message.

Trussardi - Le vie di Milano 
The Italian Artists of 
Via Solferino
Via Solferino is the main artery 
of the most bohemian area of 
downtown Milan. “We thought 
of a joyful Sunday stroll down Via 
Solferino, where the first rays of the 
sun embrace the scent of Peonies, 
Magnolias and bright Osmanthus. 
The spring breeze smells of Fresh, 
Aquatic notes. Finally, Suede and 
Patchouli reminded us of that touch 
of Milanese style” - Luca Maffei and 
Antoine Lie.

Parco 1923 – Riserva Regia
Riserva Regia is distinguished by 
an innate and natural elegance. 
Its olfactory pyramid is unique, 
encompassing a mix of plants 
native to the Apennines 
between Abruzzo National 
Park, Lazio and Molise. 
Mayflowers, Juniper Berries, 
Honeysuckle marry with 
Ginestra Odorosa. And again 
Wild Angelica, Iris, Moss and 
Beech, representative of the 
Abruzzo Park.

Collection Royal and 
Collection Privée – houbigant
Collection Privée
It is a collection of precious essences, blended 
exclusively with pure and authentic ingredients in 
extreme concentrations to create powerful and 
multifaceted fragrances. While decidedly modern 
in the creation of its fragrances, Collection Privée 
honors Houbigant’s history, breathing new life into 
the bottles and names that have made the Maison’s 
history.

Collection Royale
Indeed, since its inception Houbigant has perfumed 
men who have made history: during the 100-day 
campaign, Napoleon stopped by Houbigant’s store to 
fill his trunks with perfume. Today, as in the past, the 
Maison turns the spotlight on men with a collection 
dedicated to them, created around precious raw 
materials and sophisticated combinations. From 
the iconic Fougère Royale, created in 1882, to more 
modern blends to contemporary creations.

Finalist in the independent category at 
the art and Olfaction awards 2023
Ierofante - Parfum Quartana 
It is a fragrance that embodies the desire 
to let emotions speak through fragrance. 
“Creating a perfume is an ‘art, not a science, the 
perfume must be involved in a creative dialogue 
and not a mere exchange of data” says Joseph 
Quartana, founder of the brand. And Antoine 
Lie, creator of many bestselling fragrances 
and senior perfumer at AFM continues: “our 
creations tell stories. They are built to be 
olfactory expressions with a soul”.

All-Italian Creativity
Among the finalists of 
Accademia del Profumo 2023 
two AFM creations
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Rome in the springtime is a riot of flowers and 
colours, from leisurely strolls in silent alleys, 
afternoons in the lush gardens of Villa Borghese with 
the roses in bloom or in the pine grove of Villa Doria 
Pamphilj, surrounded by the sumptuous beauty of 
palaces and fountains, but also by the temptations 
of “la dolce vita” Rome is famous for. 

Fresh and sensual, Dolce Roma XXI celebrates the 
essence of an eternal city with intensity and passion. 
The fragrance opens with the fruity aromas of 
pineapple, apple and red grapes, the sweet prelude 
to the citrus notes of bergamot and blackcurrant 
that give the perfume freshness and vigour, in an 
elegant aromatic architecture that evolves in scents 
of rosewood, fig and olive tree. The Mediterranean 
then takes on accents of the Orient, with amber and 
patchouli, to leave room for the warm, sweet and 
enveloping drydown of musks and vanilla. 
Dole Roma XXI Eau de Parfum comes in a single 
size of 100 ml and is available in the Locherber 
Boutiques in Milan and Roma and on the website 
www.locherbermilano.com. 

DEDICATES A FRAgRANCE TO ThE ETERNAL CITY

LOCHERBER 
MILANO

Dolce Roma XXI 
is an evocative 

olfactory journey 
to Rome in the 

springtime
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ThE PACKAGING 
OF ThE FUtUrE 
Sustainability, but also safety and innovation. 
Here are the new frontiers of cosmetic packaging
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One of the main challenges that the packaging 
industry will have to face in the coming years will be 
linked to the reduction of environmental impact, with 
particular attention paid to CO2 emissions. According 
to criteria set by the 2016 Paris Agreement, the EU 
is committed to having net zero climate impact by 
2050. The agreement, signed by 196 countries, 
states that greenhouse gases must not increase 
from now to 2025 but the consulting agency Gartner 
has already announced that 90% of companies won’t 
be able to respect these terms of the agreement due 
to their dependence on fossil fuel-based plastics 
and single-use packaging. “Net zero design” remains 
a top priority in the beauty world, even if the road 
to get there is still long- with over 120 billion units 
produced at the global level every year, equal to 
70% of the sector’s waste, packaging in one of the 
key contributors to the beauty industry’s carbon 
footprint. Indeed, the recycling of empty containers 

isn’t a trivial issue due to mixed materials or the 
various small parts that are difficult to separate. For 
this, the manufacturing world is looking at mono-
material solutions and the possibility of separating 
different materials once a product is finished. It’s 
the consumers themselves asking for a change of 
course towards increased eco-friendliness. Research 
carried out by Unilever showed that 90% of GEN 
Z expects that brands do more to reduce climate 
impact while a study by Trivium Packaging reveale 
that 86% of consumers under 45 would be willing 
to pay more for a product with more sustainable 
packaging. Another huge area of development will 
be in intelligent packaging, with new technologies 
that will help brands have a more complete vision 
of the life of consumers while allowing the latter to 
access more information about the product and feel 
more comfortable using it. 

aLL EYES On airLESS 
With POUCh PaCKaGinG 
A fundamental tool to add value to the consumer 
experience and help brands stand out from the 
masses, despite the increase in production costs 
and transport, cosmetic packaging is expected to 
reach 43,59 by 2028 with a CAGR of 5% between 
2021 and 2028 (source: PRNewswire x The Insight 
Partners). In this market, there’s a place of honor 
set aside for airless solutions (which has a predicted 
CAGR of +5,9% in 2023) designed to avoid waste and 
guarantee product integrity. Lumson, with its airless 
with pouch options, is one of the greatest examples 
of the Made in Italy combination of innovation and 
sustainability. This is demonstrated by the 50mL APP 
LIGHT in PCR PE, the first new product of 2023. 

XPAPER: airless paper packaging by Lumson
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The 50mL APP LIGHT in PCR PE isn’t just 25% lighter than the 
equivalent APP355 thanks to a reduction of the bottle’s thickness, 
but it’s also more sustainable thanks to the materials used to 
make it (80% PCR HDPE + 20% HDPE) and reduced CO2 emissions. 
In fact, a SPICE analysis (an international platform that measures 
the sustainability of products and processes), showed that the 
CO2 emissions generated for the production of APP 355 LIGHT 
are 19% less when compared with APP START (another one of 
Lumson’s airless in PE). “We also expect excellent feedback 
for TAG, our original airless with pouch solution - explains 
the President of Lumson, Matteo Moretti-. To highlight our 
commitment to sustainable innovation, this best-seller of ours 
is also available in 25% recycled glass: a solution that we’re sure 
will win over the public”. This is not new, but for sure it is one of 
the most innovative packaging that has been introduced on the 

market in the latest years: XPAPER, the airless system in a paper 
(FSC) bottle, completely recyclable, developed by Lumson S.p.A 
and realized in collaboration with Pusterla 1880. As expression 
of eco-design, XPAPER combines the airless technology with a 
multi-layered pouch that guarantees the maximum integrity 
of the internal formula (skincare or make-up). And recycling is 
so easy! After use, the consumer can separate the paper bottle 
from the plastic pump and recycle each part appropriately. 
Customizable according to the needs and the brand identity, this 
airless outstands for its extreme sustainability. And numbers 
support it: from a comparison between XPAPER in 50ml size 
with an airless in PET (same size) results shows that is 50% 
lightweight, CO2 emissions are reduced by 34%, and the use of 
plastic is 47% lower*. Creative, technological, XPAPER represents 
the quintessence of sustainable innovation by Lumson.

Shaping the future of cosmetic packaging 
with a focus on sustainability through 
elegant, functional, and environmentally-
friendly solutions is Lumson’s mission, 
the Italian leader in primary cosmetics 
packaging that has recently launched 
a new monomaterial dropper on the 
market: Eco Dropper. Like much of 
the packaging and accessories created 
by Lumson, Eco Dropper falls into 
the category of eco-conscious beauty 
promoting ‘responsible, sustainable, and 
informed’ use. In fact, the company wants 
to do its part in ‘steering consumers 
towards mindful use of resources and 
more responsible, informed behaviour 
with regards to recycling’. 
Hence, Eco Dropper came about with 
the goal of combining technical function, 
performance, and ease-of-use with 
attention to the environment. 
This goal has been reached because even 
though the dropper is made of just one 
material to facilitate recycling once the 
product has been used up, it maintains 
the same performance and is as easy to 
use as ‘traditional’ droppers. 

The collar and pipette are made of PP 
while the rubber bulb is polyolefin, a 
particular elastomer compatible with 
PP recycling methods. It ’s a solution 
that simplifies recycling because 
once the product is finished, all of the 
components can be disposed of into 
the same recycling chain. For packaging 
that is 100% sustainable, Eco Dropper 
can be paired with PCR glass bottles.
Confirming the sustainability of this 
new product is a SPICE analysis where 
a comparison between the mono-
material dropper and a standard 
dropper with a TPE bulb, collar in 
UREA, and glass pipette showed that 
CO2 emissions are reduced by 29% for 
the MONOMATERIAL version while the 
aggregate score was equal to -39%.
If it ’s true that “the biggest revolutions 
start from small day-to-day gestures”, 
then a dropper can make the difference 
for our planet. Lumson docet. 
Lumson’s latest novelty is a testament 
to how all the players of the beauty 
industry, from raw material suppliers 
to brands, are increasingly more 

oriented to greater transparency 
with regards to sustainability. This is 
demonstrated by the concrete actions 
and tools developed to help companies 
and consumers make more informed 
‘green’ choices (tools, for example, that 
try to shed light on many ‘grey areas’, 
providing information on packaging 
recyclability, logistics, the supply chain, 
and ingredient sourcing practices). 

*  From a SPICE analysis, where a comparison was made between XPAPER in 50ml and a Lumson airless in PET (same size), results showed that the aggregate single 
score was -65%, and -92% in the resource use, minerals, and metals.

ECO DROPPER, LuMSON’S 
NEW MONOMATERIAL DROPPER

Eco Dropper: Lumson’s new monomaterial dropper
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The cosmetics industry has come a long way 
since its early days of traditional skincare and 
makeup products that dates back centuries. Today, 
it is one of the most dynamic, innovative, and 
competitive sectors, which is driven by changing 
consumer attitudes toward beauty and self-care, 
advancements in technology, and the increasing 
demand for natural and sustainable products that 
are produced in an environmentally responsible way. 
Brands invest heavily in research and development 
to create innovative formulations that meet the 
changing needs of consumers. Digital technology has 
also transformed the way that cosmetics companies 

market and sell their products. Social media 
platforms such as Instagram, Tik Tok, and youTube 
have become powerful marketing tools, allowing 
brands to reach a global audience and engage with 
their customers in new and exciting ways. The rise 
of Gen Z, highly connected and technologically 
savvy, with their strong interest in self-expression, 
individualism, and social activism and commitment 
to diversity and inclusivity has brought about a 
seismic shift in the industry exerting a significant 
influence on the market. This diverse group of young 
people rejects traditional beauty standards and 
values individualism and self-expression instead 
and expects the brands to reflect that. 

BEaUtY BranDS nEED 
tO ChanGE thEir StratEGiES
As a result, beauty brands are finding it necessary 
to change their strategies and product offerings 
to appeal to this demographic to stay relevant 
and competitive. One of the most significant 
changes brought about by Gen Z is the demand for 
transparency and authenticity from beauty brands. 
This generation is highly skeptical of traditional 
advertising and expects brands to be more honest 
and open. They want to know where their products 
come from, what ingredients are used, and how 
they are made. Gen Z is also more interested in 
sustainable and eco-friendly products, and they are 
willing to pay for brands that prioritize these values. 
The Beauty industry in Europe is a highly competitive 

A RELIABLE PARTNER WITh A PASSION 
FOR BEAUTY FOR YOUR EUROPEAN ExPANSION

UNLOCK ThE gROWTh POTENTIAL OF YOUR BRAND WITh 

ORBICO 
BEAUTy 



35

COMPANY

market with many selective and masstige brands vying for 
consumer attention. While Europe has always been regarded 
as the hub of beauty innovation and trends, it still requires a lot 
of support for brands to be known and grow. In recent times, 
the advent of new trends associated with Gen Z and Millennials 
has completely changed the way we market them, urging us to 
utilize more digital tools, improve visibility in e-commerce, and 
use social media and micro-influencers. The focus is now even 
more on customers, and communication has to be reliable, 
authentic, and targeted. 

naViGatinG in thE COMPLEx 
EUrOPEan MarKEt
For brands outside Europe, it can be challenging to navigate 
this complex market without investing considerable time, 
energy, and resources. That’s where Orbico Beauty comes 
in. As a well-established family-owned distributor present 
in 18 countries of Central and Eastern Europe, we have the 
team, experience, and market knowledge to assist brands 
in entering the proper retail and/or online distribution 
channels, support them in gaining awareness, and capture 
market shares. At Orbico Beauty, we believe that developing 
long-term partnerships with our principals is essential. 
We work closely with brands to understand their needs and 
provide them with tailored solutions accordingly. Whether it’s 
introducing new products, developing marketing campaigns, 
or improving sales and distribution channels, we provide a 
comprehensive suite of services to ensure brand growth. 
We have access to an extensive network of offline and online 
beauty retailers from traditional selective retail, drug channels, 
and e-commerce across Europe to make sure that the Brands 
we represent are available to customers when they need them. 

With dedicated teams in each 
country and a comprehensive 
understanding of local market 
conditions, we have expertise, 
experience, and contacts to 
help brands maximize their 
growth potential in new 
territories. Our expertise in 
the beauty industry spans 
Europe, and we understand 
the different nuances of each 
market.
With a deep understanding of 
consumer behavior patterns, 
we can provide valuable 
insights into marketing and 
product placement strategies 
that can help brands grow in 
the most efficient way possible. 
We are keen to understand 
the latest beauty trends, 
as well as the digital strategies that are used to attract 
Gen Z and millennials. We know how to communicate the 
message in a way that resonates with the target audience. 
In conclusion, the beauty industry in Europe is complex, 
and breaking through as a brand can be challenging. 

At Orbico Beauty, we offer a comprehensive range of services 
to help brands grow, enter the proper sales channels and gain 
the awareness and market shares they deserve. So, if you’re 
looking to enter the European market or grow your brand, talk 
to us. We’re ready to help.

LENkA kOpEcká, 
Orbico Beauty area 

Director (Poland, DaCh, 
Czech republic, Slovakia)
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The market for cosmetics products in Nepal has been growing quite significantly 
over the last few years and is projected to reach $33.25 million USD by 2027. The 
availability of cosmetics products has increased appreciably and the consumption 
ratio, too, has increased with each passing year. The market boasts the leading 
cosmetics brands from all over the world (e.g. China, India, South Korea, Japan, US, & 
UK). The domestic market features products of around 80 cosmetics brands including 
international brands like Lakme, L’Oréal, Garnier and Emami as well as Mac’s Lavera, 
Nova, Chase, Astaberry, Lotus, Ayur, Ole and Aroma Magic. Top sellers now include 
newer brands and tend to change with dominating trends.
According to an estimate, medium-range cosmetic products enjoy a market share of 
around 60 percent, while the premium brands hold around 30 per cent share, and 
the low-end segment garnering around 10 percent of the market. 
Also worthy of note, in Nepal, the eCommerce market sub-segment Beauty Care 
(covering natural and synthetic cosmetics, fragrances and accessories) has a projected 
market volume of US$11,100.00m in 2023, with most revenue generated in China. 
Chinese tourists were also responsible for 
a considerable share of in store sales revenue. 
In fact, in 2019, 170,000 Chinese 
visited Nepal, and many reports allege 
these Chinese tourists are in fact 
“daigou” or personal shoppers. 
Indeed, it seems that the Chinese 
(whether via a personal shoppers 
or daigou or via online marketplaces) 
are now increasingly shopping in Nepal. 
With more and more specialty cosmetic 
stores and online options becoming 
available, now is the time to understand 
what’s happening in and around 
Nepal that’s making this market 
one for brands to keep an eye on.

VALÉRIE KAMINOV – BIOGRAPHY
Valérie Kaminov is Founder and Managing Director 
of the highly successful International Luxury Brand 
Consultancy. For over 25 years Valérie has been at 
the forefront of the global cosmetics industry and 
has worked with a vast array of luxury, premium 
and niche beauty brands and fragrances. With 

her extensive expertise, commercial acumen and 
practical experience IL Brand Consultancy has 

become one of the most sought after management 
and distribution agencies specialising in global 
beauty. Recognised for the breadth of business 

sectors and extensive distribution channels it works 
with, ILBC’s international client portfolio spans 

both well-established names and newly-emerging 
brands in hair care, make-up, skincare, fragrance, 
devices and top-to-toe brands. Valérie’s wealth 
of knowledge in international growth strategies 
and business development is combined with an 
inspirational and forward-thinking approach. 

Through her exceptional insight and understanding 
of the industry Valérie has helped brands amplify 
their market reach, elevate their brand presence, 

improve their business performance and 
achieve commercial success globally. 

A further aspect of her business is her skill in brand 
evaluation, acquisition due diligence, risk assessment  

and commercial growth which has led Valérie to regularly 
advise Private Equity Funds, multi-national organizations 

and financial investors. This capability in combination 
with her advanced qualifications and proficiency in 

corporate governance have made her a much-desired 
Board Advisor and Non-Executive Director. 
From her CEW mentoring, organisation 

of the International Manufacturers & Distributors 
Forum (IMF) and guest lecture programmes, 

Valérie is a passionate and dynamic 
advocate of the global beauty industry. 

Valérie splits her time between her London HQ 
and her central Paris office as well as managing 

a satellite network in Russia & China. 

NEPAL 
AND MACAU

R E P O R T

A LOOk AT HOW THE RISE 
AND FALL OF DAIGOU TRADING 
AFFECT CROSS-BORDER 
ECOMMERCE PLATFORMS 
AND SHOPPING IN THE REGION

Lotus Herbals White Glow Skin Whitening and 
Brightening Gel Cream and Cleansing Foam
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hOW COViD’S iMPaCt On thE ChinESE 
PErSOnaL ShOPPEr haS GiVEn riSE tO 
CrOSS-BOrDEr ECOMMErCE PLatFOrMS
According to Statistica, more than 70 percent of cosmetics 
retail sales revenue in China came from e-commerce channels. 
Most (online) Beauty Care sales in Nepal are also generated 
from China. Chinese shoppers it seems are flocking to Nepal 
both online and offline. Though there are many reasons for 
this proclivity towards Nepal as a shopping destination. One 
cause has to do with the recent effects of COVID on the Chinese 
personal shopper or daigou.
The daigou are an army of gray-market surrogate shoppers 
that have long been a feature of China’s retail sector, serving 
consumers who crave items that aren’t available locally, or are 
sometimes significantly more expensive in the country. 
Top cosmetic brands in China include foreign companies 
alongside domestic brands. Out of the imported beauty 
products, half are Japanese and Korean. Brands from France, 
the U.S. and the UK constitute 35% of cosmetics imports. Many 
of the top brands in China, like L’Oréal Paris and Lancôme, sell 
luxury cosmetics which the Chinese shoppers want and love. 
But for many Chinese, foreign brands are too expensive unless 
one hires a daigou.
Are daigou sales-activities legal? The major laws and regulations 
that protect intellectual property rights in mainland China do 
not explicitly restrict their brand of parallel importation, as 
much as they do discourage them. The goods sold by daigou 
are genuine branded products, protected by trademark, 
patent, or copyright. But their sales aren’t authorized by the 
brand, and the goods are sold without the consent of the 
intellectual property owner in that market. The seller may 
be an authorized seller selling outside of his territory. He can 
also be an unauthorized vendor in the same region. When an 
unauthorized seller imports cosmetics into China and resells 
them at a lower price (compared to authorized channels), it 
creates direct competition, harming the brand.
Despite the government’s best efforts to kill off the daigou 
trade through stricter customs checks and eased taxation 
rules for legitimate cross-border e-commerce channels, this 
industry grew to $40 billion in revenue in 2019, according to 
the consultancy Proresearch in Beijing. 
LVMH Chairman & CEO, Bernard Arnault touched on daigou 
trading and affirmed his decision to maintain the allure of the 
house’s luxury and beauty lines by rejecting the daigou sector 
which has been responsible for bringing in huge volumes of 
product (mostly from duty-free) into the China local market. 
Arnault has stated: “ We’re refusing and we’re fighting against 
the so-called parallel exports. A number of our peers need to 
generate revenue and don’t hesitate to shelter resellers who 
buy products abroad, and then sell them on a discounted price 
in China. But we avoid that.… Absolutely ditto for cosmetics, 

and the sale of products that we see offered by a certain 
competitor.” Arnault is referring to the South Korean duty free 
market, which has largely relied on daigou business. When asked 
why he’s fighting against the daigou, Arnault has this to say, 
“because the products never arrived on the stand. They went 
straight from the inventory, that is the reserve of the seller, to 
the professional seller, who sold them at a discount in China. I 
mean, for your image, there’s nothing worse. It’s dreadful.”
Is the trend likely to fade. Many say no because the financial 
gains are so promising. One stay-at-home mother in Shenzhen 
reported making weekly trips abroad, leaving her husband in 
charge of their toddler, to travel to Hong Kong or Tokyo with 
two empty suitcases. She would fill them with Lancôme eye 
creams, Pola shampoos, Louis Vuitton handbags, and other 
products that were either much pricier or simply unavailable 
in China. She would sometimes clear out the store shelves 
and return home, sending the goods via express delivery to 
clients who’d hired her to shop for them. Working as a personal 
shopper, or daigou, could earn more than 30,000 yuan ($4,626) 
a month for someone willing to cross the border until the 
Chinese government closed the border due to COVID, that is. 
This led Chinese consumers to turn to online marketplaces. 



R E P O R T

38

About 60% of Chinese consumers, in 2020, used cross-border 
e-commerce platforms, led by Tmall International and JD 
International, according to Iresearch. This is not surprising 
considering 78% of consumers in China report preferring 
international beauty and personal care brands. Some online 
stores, now popular amongst daigou, have written in Chinese 
the words “Shipped from Overseas, Authenticity Guaranteed,” 
because even the most price-sensitive daigou and/or consumer 
worries about fake products and shoddy quality. According 
to Daxue Consulting, cross-border and overseas websites/
apps seem to be taking the market share of daigou in China, 
at least for the time being. Dedicated to providing easy access 
through user-friendly websites/apps, these marketplaces are 
gaining more consumer trust. And yet, daigou destinations are 
flourishing again. Arnault noted that as the pandemic related 
travel bans have been lifted, “In Macau, where [Mainland] 
Chinese can now travel to, the change is quite spectacular. 
The stores are full. It’s really come back at a very strong pace.”

“In Macau, the mainland Chinese are already back in force,” 
says Martin Moody, who recently visited Duty Free Americas 

(DFA) located in the Venetian. 

MaCaU, anOthEr FaCtOr 
iMPaCtinG nEPaL? 
Macau is officially known as the Macau Special Administrative 
Region of the People’s Republic of China. It used to be a colony 
of Portugal until 1999, as the Chinese government assumed 
formal sovereignty over Macau. The city is a famous gambling 
hub in Asia, and the gaming industry is by far the most 
important economic sector in the city. Due to the COVID-19 
pandemic, Macau saw a severe downturn in visitors in 2020, 
which had a devastating effect on the city’s economy. In 2022, 
the number of mainland Chinese visitor arrivals via land to 
Macau amounted to around 4.73 million, about 25 percent less 
than in the previous year. Visitor arrivals from mainland China 

by sea and air also dropped in 2022. That said, many, such as 
Martin Moody and Bernard Arnault have noted that Chinese 
shoppers are shifting purchases to the mainland and Macau.

Duty Free Americas (DFA) is located in the Venetian Shopping 
Mall. DFA’s Chief Executive Officer Jerome Falic spoke about 
his store’s recent expansion. “For the first two to three years 
we had a horrible, horrible experience. We discussed closing 
because it was really a rough time for us. We were far away and 
we were very busy growing in the Americas. We also had the 
wrong concepts in here. So I came over here and I said either 
we’re going to close this or we’re going to make a big investment 
and make a go for it. And obviously I did the latter...After visiting 
here, I met with several companies, the main one being L’Oréal. I 
convinced them to work together on a project and they brought 
in a lot of their brands and helped me with the layout. I also 
approached other companies with other concepts. With that 
big investment we turned the whole operation around from 
being a major losing business to a very lucrative one. And from 
there we continuously invested and brought in brands.” 
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Today the elegant twin store occupies some 14,200sq ft of 
space, featuring many of the world’s most renowned beauty 
brands complemented by an increasing focus on emergent 
names. “When we started here we had about 8,500sq feet,” 
says Falic. “As I say, every time space became available, we took 
it and we were able to fill it with the right brands.” Given that the 
average daily footfall into the Venetian is currently running at 
around 60,000 a day (peaking around 100,000 during Chinese 
New year) with rising store penetration, Falic believes that his 
store’s success is sure to continue: “I assure you, this is non-
stop traffic all day and this is only the beginning.” 

Could Nepal become another Macau? Probably not. Nepal’s 
GDP and annual number of Chinese tourists is only a fraction 
of Macau’s. But traveling to Nepal and renting a room there is 
also far less expensive than many other daigou destinations. 
Thus, many research analysts contend that Nepal might tempt 
those with less means to become daigou shopper in Nepal. 
In fact, the impact of what’s happening in Nepal remains 
unclear for the moment. Bloomberg reports that the daigou 
seems to be losing momentum. Shares of Gucci owner Kering, 

Louis Vuitton owner LVMH, Shiseido and other luxury brands 
tumbled last fall on signs that Chinese customs officials were 
cracking down on travelers returning from fashion meccas 
with undeclared merchandise. 
China also halved some import taxes, prompting brands 
to lower their mainland prices. A Vuitton New Wave MM 
handbag that sells for 1,680 euros in France now costs only 
about 10 percent more in China. That’s taken a lot of air out 
of daigou demand, as did a legal change that cut the cost of 
online purchases. Now, buyers in China can order goods from 
abroad without paying customs duties, just a relatively small 
personal parcel tax. 
Additionally, China has been encouraging luxury brands to 
open stores on the mainland. The Chinese government has 
cut mainland import taxes, and retail prices have fallen as a 
result. Goods that used to cost 25% to 35% more in Beijing or 
Shanghai, for example, now sell at a much smaller premium. 
At an Hermès store in Hong Kong, a calfskin wallet sells for 
HK$26,700 ($3,438). Chinese online platform Tmall advertises 
the same wallet, which ships from Italy, for 24,580 yuan 
($3,589), a premium of less than 5%.
Shoppers thus have less incentive to go to a daigou seller. 
And yet, some analysts say the daigou constitute too large an 
industry to simply fall away entirely. Only time will tell whether 
the daigou will stand or fall, and how their fate’s impact will 
shape Nepal’s beauty & personal care market.
For now, daigou or not, cosmetics in Nepal are still attracting 
the Chinese consumer. Let’s look at some of the other reasons 
for Nepal’s popularity among cosmetics shoppers.

WhY thE MarKEt FOr COSMEtiC 
PrODUCtS in nEPaL aPPEaLS 
tO thE ChinESE COnSUMEr 

Korean and Japanese brands, which are also very popular in 
China, hold a large share of the cosmetics market in Nepal. 
49% of Chinese consumers reported that Korean skincare 
constituted 25-50% of their skincare regime. According to Statista, 
a Korean cosmetics merchant, monthly sales of Korean and 
Japanese beauty products total around Rs2.5 million (in 2019). 
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Ximiso, Miniso and Mumuso brands of cosmetics have gained 
significant popularity in the Nepali market within a short 
period of time. The Korean and Japanese cosmetics market 
is growing at the rate of 10 percent annually, said Bikash 
Shrestha, marketing officer at Koreana International, which 
imports Welcus Korean cosmetics and offers a wide range 
of beauty products like hair straight cream, BB cream, face 
wash, shampoo and sunscreen, among others. Monthly sales 
of cosmetics at the shop amount to Rs300,000 to Rs400,000. 
Prices of the beauty products range from Rs200 to Rs6,000. 
Teenagers to middle-aged women make up most of the shop’s 
customers. Misumi Cosmetics, a seller of Korean cosmetics, 
offers a wide variety of skin care products from the brand 
range in price from Rs135 to Rs5,000. 
Rohto, a Japanese pharmaceutical firm selling cosmetics, 
already had a presence in the US, the UK, Australia and 
China, among others, when it chose to enter Nepal a few 
years prior to the pandemic. According to Pradip Mandal, the 
brand manager of Rohto-Nepal, “It is always in the company’s 
interests to expand into markets with potential. And the 
company’s year-long research and study of the Nepali market, 

showed that Rohto’s products would be in demand here.” 
Rohto has developed a skin care line in Nepal. The cosmetic 
line is distributed by Vishal Group and the pharmaceutical 
products by BK Group. Rohto’s philosophy behind its skin care 
products is to “localise” each country’s skincare line, adapting 
the products to the demands of the local environment & its 
effects on the skin. The company’s skin care products, in fact, 
represent over 60% of its total sales, nearly 40% of which are 
generated overseas (not in Japan). Other Japenese brands such 
as Meishoku, Momotani, Kirie Cosme, Sensai, and Shiseido are 
also readily available in Nepal for purchase.
Companies like Sureka Group also boost the appeal of the Nepali 
Cosmetics market by distributing many loved luxury brands 
from the EU, UK & US. This is important when considering that, 
according to Statista, over 90% of revenue in Prestige sales are 
derived offline in Nepal. In the Prestige Cosmetics & Fragrance 
segment for Nepal in 2021, Estée Lauder held 25% of the market 
share and L’Oréal held 30%. 
Sureka Group was founded in Nepal more than four decades ago 
in 1969, with the sole objective of providing luxury & premium 
products to Nepalese consumers. Mr. VN Sureka’ s stated 
promise was to ‘give the Nepalese people a taste of western 
luxury, provide the best service, and offer the best value.’ 
Sureka has a national presence across all zones, either directly 
or through sub-dealers with over 40 doors and 200 dealers. 
They plan to expand their distribution by 50%, or an additional 
60 doors, by the end of 2023. One of the largest distributors 
of Perfumes, Cameras & Luxury Products in Nepal, the Sureka 
group is intent on soon standing as the largest distributor for 
all segments of beauty and personal care in Nepal. 
“Brands need nurturing, now more so ever and we provide 
unparalleled support & service,” Mr. Sureka explains. “We 
have the largest portfolio of renowned & premium brands, 
an excellent coverage of quality resellers, and personal 
relationships with all major departmental stores and other 
retail outfits.” 
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For more information on how IL Brand Consultancy can help you expand your brand, 
please contac t us on info@ilbc.co.uk  or v isi t  our website at  www.ilbc.co.uk

In Nepal, there exists a myriad of online and physical stores 
carrying international cosmetics brands.

thE FaSt BEaUtY trEnD 
in China anD in inDia
Chinese makeup companies are forging ahead, producing 
quality products much faster than their Western counterparts. 
Some Chinese brands take just three to six months to create 
and launch wide-ranging product lines of 20-30 products. They 
sell these new products to a wide e-commerce consumer base, 
at a fraction of the prices one might pay via a retail shop such 
as Sephora.
Flower Knows, Perfect Diary, Judy Doll, and Florasis are Chinese 
color cosmetics brands that made several billion dollars in 
revenue in 2020, bucking a COVID-era trend, whereby sales of 
color cosmetics, for most brands, fell during the pandemic. The 
secret to their success is simple: new is always better. For Flower 
Knows CEO yang Zifeng, 28, fast beauty is the name of the game 
— and the only way to survive in China, as a beauty brand.
These brands take, at times, just three months to conceptualize, 

launch, and manufacture a product line, and they’re selling on 
Chinese e-commerce platforms like Taobao at drugstore prices. 
However, speed doesn’t always mean quality is compromised. In 
fact, customers report becoming repeat buyers not only for the 
formulas, but also for the packaging, design, colors and other 
creative ideas. Customers also report preferring these “Fast” 
brands to Korean makeup and American beauty products.
Chinese media outlet Xueqiu reported that a single brand put 
out over 100 unique makeup products in 2020 alone, releasing a 
staggering variety of eyeshadow palettes, highlighters, blushes, 
lipsticks, lip glosses, and compact foundations every launch. 
And that this is very likely to double in 2021, according to some.
“Tiancheng and I both arrived at an understanding that as long 
as we keep on refreshing and updating our products, this would 
be a successful formula,” yang told Xueqiu. “you can say that 
it’s a painful process because we have to keep up with a high 
production output while never once repeating a ‘concept.’” 
According to the company’s Taobao and T-Mall pages, Flower 
Knows has a customer base of around 1.5 million people.
“We can always rely on these brands to come up with something 
new every two months, to the point where I find myself wishing 
they would slow down so I can afford to buy everything,” said 
customer Lin Zixin, 25, who lives in Shanghai.
According to Deloitte APAC, consumers in lower-tier cities are 
becoming more aware of makeup products, an in turn becoming 
an expanding consumer base. As penetration increases, this 
population will benefit from the presence of these local “fast” 
brands, which offer cheap, entry-level products.
A significant share of cosmetics sold in Nepal are manufactured 
in India. Shikhee Agarwal, associate vice president of Kiehl’s 
India, also confirms that Fast Beauty is also on the rise in India. 
“The last few years have seen social media being flooded with 
video as well as image content, ranging from shelfies to hauls 
and detailed skincare regimes This trend has contributed to 
an ever-increasing demand for beauty products.” She goes on 
to stress that as in China, in India too, social media influencers 
shift consumer loyalties at times too quickly. 
These Indian fast brands, available in Nepal, may constitute a 
nice alternative to Chinese fast brands and may appeal to the 
Chinese shopper.

Whether its cheaper fast beauty brands or more classic evergreen premium & luxury brands, nepal 
has something shoppers in the region want. Brands looking to expand here must be wary of shifting 
trends impacting consumer behavior and preferences, as well as the constantly changing trade policies 
and counter-daigou measures in the region. Keeping abreast of trends and aspects affecting brand 
penetration and distribution in nepal means knowing the landscape both in and around the country!
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COSMOPROF 
WORLDWIDE 
BOLOGNA 2023

A RETURN TO PRE-PANDEMIC LEVELS

The figures speak for themselves: a total of over 
250,000 stakeholders attended the 54th Cosmoprof 
from 153 countries with almost three thousand 
(2,984 to be exact, +11% compared to 2022) exhibitors 
from 64 different countries and 29 country pavilions 
presenting their latest products and services. The 
high international profile and prestige of the event 
is the result of the collaboration between Cosmetica 
Italia – personal Care Association and the support of 
the Italian Ministry of Foreign Affairs and International 
Cooperation and ITA, the Italian Trade Agency.
The ITA’s particular contribution to the success of the 
event was bringing 152 buyers from fifty countries to 
Bologna, aimed at asserting the image of Italy, home 
to the culture of beauty and also to an industrial 
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system of absolute excellence. Cosmoprof is a 
starting point for this activity as throughout 2023 ITA 
will be continuing its initiatives to facilitate further 
commercial hubs for Italian exports to various 
countries. 

networking, Business and training
The presence of buyers from more than fifty 
countries was helped by the match-making 
programme of Cosmoprof Worldwide Bologna. The 
attendance of stakeholders from North America, 
Europe, the Middle East and Oceania recorded 
growing percentages. With the re-opening of 
travel from China and Taiwan, companies and 
manufacturers were able to recover projects and 
collaborations for opportunities on markets which 
continue to be a fundamental asset. Cosmoprof is 
also an occasion to reward the best beauty products 
with the Cosmoprof & Cosmopack Awards. On Friday 
17th March, over 1,000 top players of the industry 
at worldwide level attended the awards evening for 
the “Oscars of beauty” at the exclusive location of 
Palazzo Re Enzo in the centre of Bologna.

With more than 
250,000 attendees, 
the B2B event 
confirmed its role as 
a leading showcase 
for the industry
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The event, by exclusive invitation only, was an 
extraordinary opportunity for networking and a 
unique occasion to obtain new contacts, create 
new synergies and lay the bases for future 
collaborations. The Life Achievement Award for 
2023 was awarded to Nazih Hamad, Founder and 
CEO of the Nazih Group, leader in the distribution of 
products for the professional channel of furnishing 
and services for salons, beauty centres and spas. 
The areas dedicated to CosmoTrends also aroused 
great interest, with a vision of what the most 
current trends are and to CosmoVision, the multi-
sensory journey that revealed the future evolution 
of the beauty industry. The projects were created 
in collaboration with the international agency 
Beautystreams. There was also great participation 
in the events scheduled during the event, from 
Thursday to Saturday. 

The audiences of the 12 CosmoTalks were able to 
follow analyses and round tables in the presence of 
international managers and experts. 
Great interest was also recorded at the appointments 
of the World Massage Meeting dedicated to massage 
and the in-depth sessions of CosmoOnstage, which in 
Sunday and Monday featured operators presenting 
te most current topics for the professional sector. 
As usual, the On Hair shows were very popular, with 
18 artistic teams presenting new cutting techniques 
and avant-garde colouring proposals with engaging 
and exciting performances.
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Daniche is a Vietnamese fragrance house, offering a 
range of natural scents. Pirate Song is one of them. Its 
launch coincides with the recent opening of a flagship 
in Ho Chi Minh City that will offer a complete range of 
products (fragrances, scented candles, reed diffusers 
and cleansing products for hand and body). For the 
launch of Pirate Song, Daniche chose to partner with 
Coverpla, selecting all the components for its primary 
packaging from the French company’s catalog.

Elegant simplicity
“Each of our fragrances tells an enchanting story.” 

Coverpla was lucky enough to take part. The brand 
chose the Mystère bottle in a 50ml format, an in-
house design also available in a 100ml version. 
The house of Daniche selected the Top Passion cap 
decorated in high-shine silver, as well as matching 
accessories (pump, pump cover) to go with it.
In the same natural vein, it added a printed label on 
an elegant paper with a weave-like texture.
This launch is based on an agile development model 
in which the mix-and-match of different standard 
components and the choice of finishes offers a 
product with the guarantee of a strong identity.

A PARTNERShIPS IN ASIA WITh DANIChE 
FOR ThE LAUNCh OF PiratE SOnG

COVERPLA

Bottle, cap and pump…the launch of Pirate Song for Asian fragrance brand 
Daniche illustrates the agility of a ready-to-go offer and the magic of mix and match
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ESXENCE
MORE ThAN 10,000 VISITORS ATTENDED 
ThE ART PERFUMERY EVENT

The 13th Esxence - The Art Perfumery Event was 
held at the MiCo (Mian Convention) Centre from 
30th March to 2nd April with a record attendance: 
10,300 visitors came from all over the world to see 
(and especially smell!) the latest creations from 
established and up-and-coming creators from every 
corner of the globe.

A total of 298 brands (95 Italian, 203 from the rest 
of the world, equating to 70% of foreign exhibitors) 
exhibited their fragrances to retailers, buyers, 
distributors, fragrance lovers and the media. 
They were divided into 98 Main Brands and 
200Spotlight brands in the 11,000 square metres of 
exhibition space. Some of the trends that highlighted 
at Esxence included attention to the “soul”: some 
fragrances talk to the soul, some have the word “soul” 
in the name or suggest the concept by including 
revitalizing or relaxing notes (mood enhancing) in 
the formula; the link between olfactory notes and 
music has emerged, as if seeking a synaesthesia 
between smell and hearing. Also involving sight 
with bottles and names that refer to songs or 
musical genres: many brands have designed new, 
more sustainability-conscious packaging and there 
is an emerging trend to rediscover the classic and 
traditional notes and explore new plant-based ones. 
Esxence also hosted 26 conferences and workshops, 
open to the public of enthusiasts and industry 
insiders, featuring some of the world’s most 
influential voices. 

48

EVENTS



49

EVENTS

There was also great interest in the third edition of 
Experience Lab, the first Italian event dedicated to 
niche beauty which hosted a line-up of the most 
innovative brands on the Italian and international 
scenes. 
The two co-founders of Esxence expressed their 
satisfaction for this year’s event. Maurizio Cavezzali, 
also CEO of Equipe Exhibit, stated, “Esxence is the 
world’s reference event. The most important players 
in the industry meet here, trends are decided here, 
emerging brands do their debut here. Edition after 
edition, we always aim to renew ourselves,” while 
Silvio Levi, Director of the Essencional Study Centre, 
said, “I am very leased that the 13th edition of Esxence 
validated the extreme verve of the sector at intentional 
level. There was a clear appreciation of our role as 
important layers in the beauty supply chain; our 
workshops were well attended and covered topics of 
extreme relevance, not only from a business point of 
view but also – and above all on the front of knowledge, 
creativity and better understanding of the value of 
olfactory communication.”

For four days Milan 
was the hub of the art 
perfumery business 

and new trends
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DANIELA ROPPOLO, 
FOUNDER OF PUROPHI

COMPANY

Purophi, which stands for Pure Organic Philosophy, 
was founded in 2014 to find new synergies between 
the organic and inorganic worlds, technology and 
physiology, science and nature, with a new approach 
to traditional organic cosmetics, offering performing 
and efficient formulations, in a better balance with 
the earth’s ecosystem without harmful elements for 
the skin or for the planet. 
Less is more is a guiding principle of Purophi, as 
the skin does not need countless products, it is 
important that they work!

For Purophi circular beauty means that many of 
its ingredients come from food waste and contain 
important elements which are useful in cosmetics. 
The enzymatic bioliquefacts have been developed 
without the use of chemical solvents but only 
through natural enzymes. The result is active 
ingredients that have a low molecular weight, 
greater bioavailability and are rapidly effective. The 
Purophi desire for sustainability begins with every 
formula. Recovering elements from waste and the 
use of active ingredients developed in the respect of 
the environment, guarantee eco-dermocompatible 
formulations for the skin. The packaging uses glass 
and to a lesser extent recycled plastic; a patented 
ecological solution is used to contain and ship the 
product and all the paper used is ecolabel, wood- 
and chlorine-free. Only ecological materials are 
used for shipment and the box is already packaging 
for shipment, meaning no waste. Only plant and 
biotechnological ingredients are used, nothing is 
of animal origin, making Purophi vegan-friendly. All 
the active ingredients are of Italian origin and the 
whole production chain is in Italy. Brand comprises 
skincare, make-up, body care and hair care. The 
skincare has products for cleansing, purifying, 
protecting, renewing, peeling and anti-ageing 
treatments as well as superhero products if active 
ingredients which can be used in association with 
the basic creams and oils. The body care products 
range from slimming treatments to luxurious body 
care. The sun care covers all protection requirements 
from SPF 10 to SPF 50 to cover all needs. Products 
for hair care in solid versions cleanse and care for 
the hair and liquid products boost growth. Make-up 
concentrates on perfecting the appearance of the 
skin, with a primer, foundations to meet different 
skin tones and degrees of coverage, concealer, 
blushes, powders and bronzing powders. 

A DESIRE TO ExPLORE NEW AND POTENTIAL SYNERgIES
PUROPHI
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The philosophy of the brand is based on scientific innovation 
for clean, circular and minimalist beauty ecosystem 

Purophi presents its latest products: four masks 
which can be used on their own of “boosted”w 
ith the Superhero products. My Glow is a super-
brightening and antioxidant gel that gives radiance 
and vitality, eliminating signs of tiredness, as well as 
stimulating the production of collagen for greater 
skin suppleness. Exfoliate is an exfoliating and 
depigmenting gel that helps the elimination of dead 
cells and cellular renewal, leaving skin soft and silky 
to the touch. 

yes Purity is a mask in cream especially developed 
for impure skins with an excessive production of 
sebum. Its formula is rich in active ingredients with 
astringent, normalizing and purifying properties. 
Lastly, Good Night is a soothing, nourishing and anti-
ageing mask to leave on at night. 
It soothes and nourishes in depth, improving 
tone, compactness and suppleness. It is especially 
recommended for skins with redness, sensitive and 
lifeless skins.

Four “ready-to-go” masks for all skin requirements
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BEAUTyISTANBUL
ExhIBITION gROWS TO 800 ExhIBITORS 
FROM 60 COUNTRIES

BEAUTyISTANBUL Exhibition is expanding by 2 new 
halls in the 4th edition, reaching 800+ exhibitors 
from 60 countries in 7 Halls. The fastest-growing 
exhibition in the cosmetics industry preserves its 
place among the Top 5 biggest cosmetics exhibitions 
worldwide.
BEAUTyISTANBUL 2023, the 4th International 
Exhibition for Cosmetics, Beauty, Hair, Home Care, 
Private Label, Packaging and Ingredients will be 
held on 27-29 September 2023 in Istanbul Congress 

Center-Lutfi Kirdar-Hilton Convention Center in 
Taksim-Istanbul-Turkey. Exhibitors are global 
manufacturers, brands and suppliers, including 13+ 
Country Pavilions from Italy, France, Brazil, Poland, 
Ukraine, South Africa, Malaysia, Egypt, Malaysia, 
Pakistan, Russia, South Korea and China.
2023 edition to feature 15.000+ international trade 
visitors from 160+ countries including buyers, 
importers, distributors, wholesalers, cosmetics chain 
stores, retailers, pharmacy chains, supermarkets, 
online stores, brands and manufacturers, making 
BEAUTyISTANBUL the most international event in the 
cosmetics industry. The exhibition covers personal 
care, make-up, hair care, perfumes, skin care, home 
care, dermocosmetics, OTC products, natural & 
organic products, baby care, beauty accessories, 
professional beauty, private label, ingredients, raw 
materials, packaging and machinery categories.

For detailed information: 
www.beauty-istanbul.com - info@beauty-istanbul.com

WhatsApp: +905334843030 - Tel: +902122229060



www.beauty-istanbul.com

4th   International Exhibition             for  Cosmetics, Beauty, Hair 
Home Care, Private Label, Packaging and Ingredients

September 27-29  2023
Istanbul Congress Center & Lutfi Kirdar & Hilton

Taksim - Istanbul - Turkey

,

Tel: +90 212 2229060   |        +90 533 4843030   |   info@beauty-istanbul.com
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a boosted line to lift and 
redesign the facial features
Loss of definition and tone are the structural 
changes that take place in the natural biological 
process of skin ageing. Collistar Milano, based on 
the highly advanced Collistar Clean Research®, 
has developed the ideal solution for a targeted 
lifting anti-age and firming action.
Formulated according to its high standards. 
LIFT HD+ can act efficiently on the loss of 
definition and tone for a lifting firming effect 
of the face and the oval immediately and over 
time. The LIFT HD+ formulas, with sensory 
textures and infused with 100% Italian Tea Rose 
Water, now have a technologically boosted heart, 
for a new generation and ultra-performing lifting 
routine, thanks to the special combination of LIFT 
HD+ Complex, Tens-Activ®, a powerful complex of 
plant origin, and Extract of Italian Tea Rose. 
The LIFT hD+ Lifting Remodeling Serum, fluid and 
silky to the touch, is dedicated to the parts of the face 
that are most subject to slackening caused by loss 
of tone. The LIFT hD+ Lifting Firming Cream face 
and neck is rich and melting to the touch, is easily 
absorbed and thanks to its powerful and intensive 
lifting firming and anti-ageing effect. The skin 
becomes more supple and compact and wrinkles 

visibly disappear for a face with a lifted, relaxed 
and rejuvenated appearance. Lifting Eye and Lip 
Contour Cream has an immediate lifting and firming 
effect which restores compactness to these areas. 
The new Lifting Vials immediate tensor effect 
with an immediate tensor effect have a rich mixture 
of active ingredients which leave the skin vital, toned 
and compact. Ideal as an emergency treatment 
before an important evening, or hen the face looks 
tired and marked or as an intensive treatment in the 
LIFT HD+ beauty routine, they smooth out features, 
attenuate wrinkles and instantly cancel signs of 
stress and tiredness, keeping the face radiant for 
hours on end. 

CONSTANT INNOVATION AND TREND-SETTINg

COLLISTAR 
MILANO

In forty years, Collistar Milano has built up a strong and distinctive identity

as a highly advanced brand in skincare and make-up, benefiting from 

the latest technology and innovations to present effective products. 

This commitment continues with its latest new products.
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The pioneering Italian company anticipates 
consumers’ needs while attentive 
to individual and global well-being

Sun care eco-compatible 
with the marine environment
True to its identity as a pioneering brand, Collistar 
Milano presents the first line in perfumery of a line 
of sun care certified eco-compatible with the marine 
environment. The formulas have been developed 
over three years in partnership with the Università 
Politecnica delle Marche, which has one of the most 
important departments specialized in Marine Biology. 
Tested in real and natural conditions of marine life, 
the products guarantee maximum efficacy and safety 
for the skin and for the environment, as they do not 
alter the natural balance of the marine ecosystem. 
In practice, this means that all the Collistar Milano 
sun care product are coral- or reef-friendly and do 
not do significant harm, to the animals and plants 
om the seas or the marine habitats as a whole. The 
Eco-Compatible Sun Care Line by Collistar Milano is 
suitable for all skin types, including the most sensitive 
and comprises three sun creams: Protective Sun 
Cream SPF 15, Protective Sun Cream SPF 30 and 
Protective Sun Cream SPF 50+. They are currently 
available in a cream texture. Which is easily absorbed 
and leaves skin protected and moisturized. The range 
is completed by two after-sun products. Soothing 
Moisturizing After-Sun Shower-Shampoo based 
on a formula that is over 90% biodegradable in 
seawater and it can therefore be rinsed off directly 
in seawater. The new Soothing Moisturizing After-
Sun Gel-Cream has a formula that is more than 80% 
biodegradable in freshwater and guarantees all-
round after-sun efficacy. With soothing and softening 
ingredients, it ensures lasting moisturization 
and silky-soft skin, with its light texture giving an 
immediate sensation of freshness and lightly scented 
thanks to a delicate ecolabel certified fragrance.

New anti-cellulite and firming products
In the battle against cellulite, Collistar Milano has 
always been in the front line and now presents 
its new Anticellulite Thermal Cream, even more 
effective and with a melting and sensory 
texture. Its extraordinary formulation 
combines the multiple benefits of a special 
Italian thermal water with the efficacy 
of an original complex of plant active 
ingredients, for a targeted, intensive and 
long-lasting action.
More than 90% of the ingredients are 
natural and the formula does not contain 
silicones, alcohol or algae. Enriched with 
extracts of sage, the thermal water (from 
the Royal Spa of Valdieri in Piedmont) acts 
on the surface, toning, compacting and 
smoothing the skin, thanks to its decongesting 
and antioxidant action as well as stimulating 
and revitalizing the skin’s microcirculation for 
greater oxygenation.
The New Firming Lifting Wraps by Collistar 
Milano, following the success of its Slimming 
Draining Wraps, are a professional treatment to 
tone and firm, immediately and over time. From 
the very first application, the Wraps have shock 
action against loss of tone and slackened skin 
of the legs, buttocks, thighs, stomach and arms. 
Soaked in a special solution, the wraps guarantee 
immediate lifting efficacy together with a 
progressive firming efficacy.
The Solution contains a complex of 
plant origin that envelops the body 
in a three-dimensional matrix 
which, like an invisible tensor 
mesh, ensures an immediate lifting 
action and has a regenerating and 
revitalizing action over time. Ideal 
all year round, the Lifting Firming 
Wraps are perfect as an intensive 
professional treatment, when 
the skin looks slackened 
and lacking tone, 
or as a last-minute 
remedy before an 
important occasion, to 
restore vitality, tone and 
compactness.
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key nationalities 
indentified in 

2025 GTR market 
value research

The research compares 2022 traffic and theoretical 
market value to the forecasts for 2025, drawing on 
current average spend per shopper by nationality, 
the percentage of travellers who shop – the ‘purchase 
rate’ by nationality and actual 2022 traffic, as well 
as the forecast traffic for 2025. The traffic data and 
forecasts are compiled in m1nd-set’s bespoke data 
tool Business 1ntelligence Service (B1S) in partnership 
with IATA, which are the most comprehensive traffic 
forecasts available, according to m1nd-set. 

For the purpose of this specific analysis, Chinese 
travellers have been omitted, due partly to the fact 
that 2022 data is not representative for China. m1nd-
set CEO and owner Peter Mohn explained:  “The GTR 
industry has traditionally placed huge emphasis 
on Chinese travellers, particularly in the years 
immediately prior to the pandemic, at the expense 
of the other leading and high potential nationalities. 
We must not repeat this error as we rebuild the 
business. We need to diversify our efforts to ensure 
we are more resistant in the face of other potential 
challenges, brought on by future geopolitical 
dynamics and unplanned circumstances. 
“For this reason, Mohn continued, “and the fact that 
2022 was not a typical year in terms of international 
travel for the Chinese we have chosen to focus this 
analysis on all other nationalities that demonstrate 
the highest potential in terms of market value in 
2025.” The research reveals little change among the 
leading markets for international traffic between 
2022 and 2025, as the US, UK, Germany and France 
remain the top four in the rankings for international 
departures by nationality, while Spain will fall to sixth 
position, yielding its fifth place to India in 2025. The 
US remains in number one position with passengers 

REPORT
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growing from 147 million in 2022 to 213 million in 
2025, which represents a 45% growth in traffic over 
the three years but a 1% decline in the overall share 
of international traffic, from 11% to 10%. The UK’s 
international traffic will grow by 41% over the three-
year period, from 123 to 174 million passengers, 
with an 8% share of international traffic in 2025, 
also a 1% decline on the 2022 share. Germany’s 
traffic will also see strong growth – of 42% - with 135 
million passengers in 2025, up from 95 million in 
2022, while France will see a slightly slower growth 
of 29% between 2022 and 2025, from 71 million to 
92 million passengers. India on the other hand is to 
experience significantly stronger passenger growth 
with 71% more passengers in 2025 at 84 million, up 
from 49 million in 2022. The research also identifies 
certain outliers in terms of traffic growth between 
2022 and 2025, which is explained by the varying 
degrees of flight restrictions and the different pace 
of reopening of borders to international travellers, 
in the wake of the Covid 19 pandemic. Many Asia 
Pacific markets, including Japan, South Korea 
and Thailand, still had travel restrictions in place 
for much of 2022, resulting in the still low traffic 
volumes.  The research, which identifies the leading 
20 nationalities for theoretical market value in 2025, 
reveals that there is very little movement among the 
top ten ranking nationalities for theoretical market 
value between 2022 and 2025. Given the strong 
traffic growth and average spend of the Japanese 
travellers in particular, Japan enters the top ten 
ranking for theoretical market value in 2025, to 
fourth position, behind the United States, Germany 
and the United Kingdom. The US remains in 
number one position with just under US$6 billion in 
theoretical market value, up from just over $4 billion 
in 2022. The US market will weigh approximately 
11% of the total global GTR value in 2025, down from 
13% in 2022. The weighting also excludes Chinese 
shopper behaviour and their potential market value 
in 2025, as explained earlier. Germany remains in 
second position with $4,1 billion in 2025, up from 
$2,8 billion in 2022, representing 9% share of the 
global market in 2025 and the UK is projected to 
maintain third place at $3,8 billion, up from $2,7 
billion in 2022 with a 7% share, down from 8% in 
2022.  France, India the Netherlands, Spain, Italy 
and Canada all remain in the top ten markets from 
2022 to 2025; only Poland slips out of the top ten 
and down to 14th position. newcomers in the top-

20 ranking nationalities for theoretical travel retail 
market value in 2025 are South Korea, which moves 
into 11th position, with $1,2 billion theoretical 
market value and Singapore in 12th position with 
just over $1 billion. Australia is in 13th with just 
less than $880 billion and Poland in 14th position 
as mentioned, with $821 billion. Thailand, the 
Philippines and Hong Kong are also all new entrants 
to the top 20 ranking in 2025, while Pakistan and 
Ireland remain in the top 20, albeit falling to 18th 
and 20th position respectively.  Mohn commented: 
“The theoretical market value analysis is extremely 
useful for airports and their commercial partners 
in the markets concerned as well as for those 
situated in destinations that are popular among 
these leading nationalities for duty free spend. The 
analysis becomes infinitely more meaningful when 
conducted by location or category for example. It’s 
important to monitor those nationalities that are 
clear outliers to ensure that the product mix and 
marketing mix remains relevant to the emerging 
nationalities.” “B1S partners use the tool to extract 
segment specific reports to analyse the growth 
potential of the business for a specific category, 
in a specific or multiple locations and often for a 
specific demographic or segment, Mohn added. 
“This can be drilled down to a much deeper level, 
by extrapolating the data for specific nationalities or 
markets, even by individual airport”, he concluded. 

More information 
on m1nd-set’s research 

and consultancy services 
can be obtained from 

m1nd- set by writing to
info@m1nd-set.com.
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Dunlop - Engelsrufer 
Jette - kaviar Gauche 
Leonardo Essenza 
Lufthansa 
Scotch & Soda

3 Senses GmbH 
Senefelder Strasse 1/T4
D-63110 Rodgau
www.3senses.eu 
tran@3senses.eu

hugh Parsons - Panama Profumart s.r.l.
Via A. Costa, 2 
I-20131 Milano
tel. +39/02-45375660
info@profumitalia.net 
www.profumitalia.it

Acampora Profumi Bruno Acampora Profumi B.A.P. s.r.l.
Via G. Filangieri, 72 
I-80121 Napoli
tel. +39/081.401701 
www.brunoacampora.com

Alyson Oldoini Parfums Luciano Oldoini s.r.l.
V.le Geno 10 
I-22100 Como
Show-room: Via Montenapoleone, 21 
I-20122 Milano
www.alysonoldoiniparfums.com

Ancorotti Cosmetics Ancorotti Cosmetics s.r.l.
Via del Commercio, 1
I-26013 Crema (CR)
tel. +39/0373-876811.21 
fax +39/0373-876811

Antiqua Firenze 
IO•KO

Enzo Galardi       
Via Ilio Barontini 22 -
I-50018 Scandicci (FI)
elisa.atelierbois.gmail.com 
www.bois1920.it

Ars Mirabile - CbN       
I-Care - Longevity  
M Masterpiece

S.I.R.P.E.A. S.p.A.
Via della Liberazione, 56
I-20098 San Giuliano Milanese (MI)
tel. +39-02/98280925 
fax +39-02/98280975 

Astra Giufra S.r.l.
Via Veneto, 152 
I-06059 Todi (PG)
tel. +39-075.8987455 
fax +39-075.8987691 

Artdeco Artdeco Cosmetic Group
Gaussstrasse 13 
D-85757 Karlsfeld
tel. +49/8131-390100 
fax +49/8131 390129

Aubade - Montana Parfums Montana - Empire of Scents 
4, Place Wagram 
F-75017 Paris
tel +33-1/42650072 - fax +33-1/42650074

Alain Delon 
Jaguar - Lalique 
Nikki beach 
Parfums Grès 
ultrasun

Art & Fragrance SA
Bühlstrasse 1 
CH-8125 Zollikerberg - Switzerland
Direct +41-43/4994532 
Phone +41-43/4994500
fax +41-43/4994502 
www.art-fragrance.com

Amarena
bella Oggi 

Eurostyle s.p.a.
I-80035 Nola - Interporto di Nola, Lotto D
Blocco 4, Mod. 407/408
tel. +39-081/5108427 
fax +39-081/3158162
www.amarenamakeup.com 
info@amarenamakeup.com

Aquolina - baldinini
Paglieri 1876
Pink Sugar

Selectiva s.p.a.
S.S. per Genova, Km. 98 
I-15100 Alessandria
tel. +39-0131/213584 
fax +39-0131/6186663

balmain Parfums - Celine 
Ferragamo Parfums
Jimmy Choo - Lanvin 
Mont blanc - Paul Smith - Roxi
ungaro - Van Cleef & Arpels

Interparfums
10, rue de Solferino 
F-75007 Paris
www.interparfums.com  

battistoni - Joseph Abboud
Maserati - Replay 
Rocco barocco

Italart 
Via I Maggio 5/A
I-43022 Basilicanova (PR)
tel. +39/0521-681990 
fax +39/0521-681993

b.kolor            
                                     
                                     
                                     

B.Kolormakeup & Skincare s.p.a.
Via Canonica, 79/A - Loc. Geromina 
I-24047 Treviglio (BG)
tel. +39/0363-590011 - fax +39/0363-590212
info@bkolormakeup.com 
www.bkolormakeup-skincare.com

Cale’  
                       

CALE’ s.r.l.
Via S. Maria Podone, 5 
I-20123 Milano 
tel. +39/02-76002494 
fax +39/02-76009407
ww.cale.it - s.levi@cale.it

Charriol - Morgan 
Salvador Dalì

Cofinluxe
6, Rue Anatole de la Forge
F-75017 Paris
tel. +33-1/55377172 - fax +33-1/46229827

Chromavis Chromavis s.p.a.
Via Edwin P. Hubble, 2
I-26010 Offanengo (CR)
tel. +39/0373-388 311
fax 39/0373-383342
www.chromavis.com 
info@chromavis.com

Collistar Collistar s.p.a. 
Via Pirelli, 19 - I-20124 Milano
tel. +39-02/677503 - fax +39-02/6775454

Confalonieri Matite Confalonieri Matite s.r.l.
I-23020 Area Industriale - Gordona (SO)
tel. +39/0343-42011 
fax +39/0343 42000
www.confaloniericosmetica.com
confaloniericosmetica.com

Costume National Beauty San s.p.a.
Via Rimini, 37 - I-59100 Prato
tel. +39-0574/43891 - fax +39-0574/438940
www.beautysan.net

Coverderm
Covermark

Farmeco
Head Office: 11 Ag. Glykerios Str. 
GR-11147 Athens, Greece
tel. +30-20/2131701 - fax +30-20/2136036
Branch Office: Strada 6 Palazzo P1
Milano Fiori - I-20089 Rozzano (MI)
tel. +39-02/89200150/167 
fax +39-02/89200371

Daya
Diva

Rose Holding
Prince Mashal Ibn Abdulaziz, Irqah
Riyadh 12532 - Saudi Arabia
www.rose-holding.com 
info@rose-holding.com

diego dalla palma
diego dalla palma RVb Lab             

Cosmetica s.r.l.    
Via S. Carlo 28 
I-40023 Castel Guelfo (BO)
tel. +39-0542/670911 - fax +39-0542/670911

Dsquared2 - Missoni 
Moschino - Naj Oleari 
Versace

Euroitalia s.r.l.
Via G. Galilei, 1 
I-20040 Cavenago Brianza (MI)
tel. +39-02/95916.1 - fax +39-02/95916500

Exclusive division:
braccialini - byblos - Fila - Gandini 
Genny - Luciano Soprani 
Transvital
Prestige division:
Australian - bionsen - kocca 
La Gazzetta dello Sport  
Lola - Looney Tunes 
Renato balestra - Rockford

Eurocosmesi
Via Gobetti, 4
I-40050 Funo di Argelato (BO)
tel. +39-051/6649238
fax +39-051/6649248

Franck Olivier Sodip
21, Boulevard Montmartre
F-75002 Paris - France
tel. +33-1/40262020 - fax +33-1/42210888

Grioni-Myc Group Grioni-Myc Group
Via Cavour, 2
c/o COMONEXT Innovation Hub
www.grionipackaging.com

Gritti Venetia Gritti Fragrances
Via della Torretta, 52
I-40012 Calderara di Reno (BO)
tel. +39-051-828087
export@grittifragrances.com

Guinot - Mary Cohr
Masters Colors

GUINOT Paris
F – 120 Av. Charles de Gaulle, CS80069
92522 Neuilly-sur-Seine Cedex
tel. +33158584100
www.guinot.com 
efalguieres@guinot.com

bellagio - henry Cotton’s 
Ducati - Gattinoni - Juventus  
Mcs - Monello Mascalzone 
Ny League

Diamond International s.r.l.
Via Foce Cesano,4/9 
I-60019 Senigalla (AN)
tel. +39/071-6610226 
fax +39/071-6611104
info@diamondint.it - www.difragrances.com

horomia Deolab s.r.l.
Via E. Fermi, 12
I-24050 Grassobbio (BG)
tel. +39/035-035 335401 
– fax +39/035-4233380
www.deolabsrl.it – info@deolabsrl.it

Inika Organic         Inika Organic
813 Springvale Road, - Mulgrave 
VIC - Australia 3170
tel. + 61 3 8544 80000
hello@inika.com.au 

Intertrade Europe    
                             
                             

HI Intertrade Europe
Via Portogallo,11/125 - I-35127 Padova
tel. +39-049/7625241 
fax +39-049/762 5177

Jean Couturier
Léonard

VAG & Distribution 
6, rue Pasquier - F-75008 Paris
tel. +33-1/58183970 
fax +33-1/40060210

kiko Milano Cosmetics s.r.l.
Via Depretis, 6/9 - I-24122 Bergamo
tel. +39-035/3693611 
fax +39-035/3693612

La Closerie des Parfums Groupe Panther – La Closerie des Parfums
ZI Gradignan Bersol 
11 Avenue de la Madeleine
F-33173 Gradignan cedex (France)
tel +33/05.56.75.79.04 - fax +33/05.56.75.53.36
valerie.madrid@lacloseriedesparfums.com
www.lacloseriedesparfums.com

Layla Layla Cosmetics s.r.l.
Via dei Pestagalli, 21 
I-20138 Milano
tel. +39-02/5062052 
fax +39-02/5061160

L’Erbolario
                            
                            
                            

L’Erbolario s.p.a.
V.le Milano, 74 - I-26900 Lodi
tel. +39/0371-4911 - fax +39/0371-491411
www.erbolario.com

Locherber Cosval s.p.a.
V.le delle Industrie 10/5 
I-20020 Arese (MI)
tel. +39/02 935 80 479 - fax +39/02 935 81 022
www.cosvality.com

Lubin Lubin
3, rue du Roule  
F-75001 Paris
tel: +33-1/40677009 - fax +33-1/45021316

Lumson
belotti

Lumson S.p.A.
Via Tesino, 62-64
I-26010 Capergnanica (CR)
tel. +39/0373-2331 - fax +39-0373-233355
www.lumson.com - lumson@lumson.com

The Merchant of Venice
Furla - Police - Replay - Zippo 
Manila Grace -  blauer uSA 
Pino Silvestre - Monotheme 
I Profumi di d’Annunzio

Mavive S.p.A.
Via Altinia, 298/B  
I-30173 Venezia (Dese)
tel. +39-041/5417771 
fax +39-041/5417798

MI-RE                              
                                        
                                        
                                        

MI-in Paris
102, rue des Poissonniers 
F-75018 Paris 
tel. +33/6-65299995
www.mirecosmetics.com 
etremosa@mi-in.kr

Molinard              
                                    
                                    
                                    

Parfums Molinard
60, boulevard Victor Hugo
F-06130 Grasse
tel. +334-92423322 - fax +334-89123068
export@molinard.com - www.molinard.com

Nouba Nouba s.r.l.
Via Bastia 5 
I-20139 Milano 
tel. +39/02-35954290
www.nouba.it - info@nouba.it

Omnia Profumi Omnia Profumi s.r.l.
I-27100 Pavia 
Via P. Diacono, 6
tel. +39/382-1959222
www.omniaprofumi.com 
info@omniaprofumi.com 

Paglieri Paglieri s.p.a.
S.S. per Genova, Km. 98 
I-15100 Alessandria
tel. +39-0131/213584 
fax +39-0131/6186663

Payot        
                     
                     
                     

Laboratoires Dr. N G Payot
10, boulevard du Parc 
F-92200 Neuilly-sur-Seine
tel. +331/55625454
contact@payot.fr - www.payot.com

Perlier Kelemata s.r.l.
Via Alle Fabbriche, 75
I-10072 Caselle Torinese
www.kelemata.it – info@kelemata.it

Pupa
Miss Milkie

Micy’s Company s.p.a.
Via De Gasperi, 22 
I-23880 Casatenovo (LC)
tel. +39-039/92341 - fax +39-039/89205859

Qualimed - Desìo Qualimed - Desìo
Viale dell’Unione Europea 8 
I-21052 Gallarate 21013 (VA)
tel. +39/00331-1629910 
fax +39/0331-1838472
info@qualimed.it - www.qualimed.it 

Rancé Rancé & C. s.r.l.
Via Lombardini, 10 
I-20143 Milano
tel. +39-02/58100855 - fax +39-02/89401058

Revitacare Laboratoire REVITACARE France
21, avenue de l’Eguillette – 
Parc d’Activités du Vert Galant
F-95310 Saint Ouen l’Ammône
www.revitacare.net

Sandalia Officina Profumeria Sarda s.r.l.
I-07041 Alghero (SS)
tel. + 39/340 3872516
www.acquadisardegna.it 
info@officinaprofumeriasarda

Teatro Fragranze uniche Teatro Fragranze Uniche s.r.l.
Via Pietro Nenni, 26/28 
I-50019 Sesto Fiorentino (FI)
tel. +39/055.4212240
www.teatrofragranzeuniche.it
info@teatrofragranzeuniche.it

union Cosmetics Union Cosmetics
Via Foce Cesano, 4/9
I-60019 Cesano di Senigallia (AN)
tel. 039/071-6871109 – fax 039/6611693
www.unioncosmetics.it 
info@unioncosmetics.it

Xerjoff Xerjoff Group s.p.a.
Via G. Tenivelli, 29
10024 Moncalieri (TO)

yuzen Forma Italiana s.p.a.
Via Cascina Nuova, 1
Frazione Villamaggiore
I - 20084 Lacchiarella 
Tel. +39/02-9007713
info@formaitaliana.it
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