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FOR STRONG, HEALTHY, SHINY HAIR
WITH INTENSE COLOUR

Heart is the Vitality’s colour range that strengthens as it colours,
improving hair compactness and increasing its resistance by

+ 35%

*

* Live test for resistance of hair to breakage after Heart colour treatment (with Heart activator)
performed by an independent external laboratory, comparing hair treated with Heart and non-treated hair.
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MALICE IONIC, THE LAST
GENERATION OF HAIRDRYERS
There is new air in the well-known company based in Monsano
near Ancona in the beautiful Italian region of the Marche
From 1st April, Tecnoelettra becomes
Tecno Dry. The change, from the
company organization, has been made
to give a new boost to the already
dynamic company that makes hairdryers
and equipment for hairstyling.

MALICE IONIC:

ONE STEP AHEAD AT TECHNOLOGICAL LEVEL
The new generator of IONS now represents an essential
tool for the hair stylist, thanks to the emission of negative
ions which allow obtaining soft, shiny and stress-free
hair, in full respect of the company’s eco-friendly
philosophy: all the products use recyclable materials,
are free of harmful emissions and have a low level
of acoustic pollution.Tecno Dry is firmly convinced
that hairdryers must help hairstylists express their
creativity, without limiting their activity with invasive
or limiting characteristics. Everything is possible with
MALICE IONIC, capable of guaranteeing maximum
performances and at the same time being lightweight,

daniele focante
The new CEO is Dr. Daniele Focante,
formerly Commercial Director
of Tecno Elettra. Focante says:
“We have a great story behind us
and we are confidently walking
towards a future that will certainly
be full of new satisfactions,
thanks to the investments made,
both in terms of human resources
and in economic terms.”

Tecno Dry has recently presented
a new product which us the result
of the innovation of its laboratories.
Called MALICE IONIC, it is a new IONIC
hairdryer with a power of 2000W,
lightweight, silent, ergonomic and
balanced to guarantee it lasts longer.
It is available in various new
colours, which are particularly
eye-catching and trendy.

long-lasting and easy to use.

The quality that has
always distinguished the
production of the Marchebased company, will continue
to pursued and perfected.
Each product made becomes
the starting point to be used as
an idea to create the following
models, in order to guarantee
the main aim: to grow by
improving the performances
of the articles protecting
at one and the same time
the health of hairdressers
and of their final consumers.
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Lively

nouvellecolor.com

THE FIRST
HAIR
COLORING &
ANTI-AGEING
SYSTEM

A state-of-the-art and integrated
professional coloring treatment that restructures,
conditions and protects hair.
With fermented oils complex and
pomegranate extract.

Vegan

Ammonia-free

PPD-free

Covers 100%
white hair

Full and bright
permanent color

THE LEADING B2B EVENT IN
ASIA-PACIFIC FOR ALL SECTORS
OF THE BEAUTY INDUSTRY
COSMOPROF-ASIA.COM
SINGAPORE
SINGAPORE EXPO
16 – 18 NOVEMBER 2022

SALES OFFICE ASIA PACIFIC
Informa Markets, Hong Kong
P +852 3709 4988
cosmoprofasia-hk@informa.com

SALES OFFICE EUROPE, AFRICA,
MIDDLE EAST, THE AMERICAS
BolognaFiere Cosmoprof S.p.a.
Milan, Italy
P +39 02 796 420
F +39 02 795 036
international@cosmoprof.it

MARKETING AND PROMOTION
BolognaFiere Cosmoprof S.p.a.
Milan, Italy
P +39 02 796 420
F +39 02 795 036
info@cosmoprof.it

ORGANISER – COSMOPROF ASIA LTD

HELD IN

SUPPORTED BY

A NEW WORLD FOR BEAUTY BOLOGNA, HONG KONG, LAS VEGAS, MUMBAI, BANGKOK

N
T
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NATURALIA TANTUM GROUP
A business model based on excellence
and internationalization

Naturalia Tantum is one of the major
groups in Italy bringing together
companies specialized in researching
and developing eco-friendly products
in the fields of organic cosmetics,
natural detergents, nutraceuticals
and functional supplements.
The companies in the Group share
the same vision, spirit and mission as

Naturalia Tantum and have made their
values a daily goal to be achieved
without compromise according
to a business model based on
excellence, ethics and sustainability.
The six companies in the Group are
Sanecovit, Bioearth, Diva, Effegilab,
Togethair and Natural Way Labs,
with three production units,
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three laboratories, more than
100 employees and a presence
in more than 40 foreign markets.
Thanks to this diversification,
Naturalia Tantum group is able to
respond to local and international
markets multiple needs, with targeted
proposals both with its own brands
and private label projects.

compan y

The group is heavily investing in human resources,
technology, research and innovation to consolidate and
increase its presence abroad. The markets in which we are
present are more than 40, EU and non-EU, both with our own
brands and with private label projects. Europe is the most
active area, but we are also present in some Asian
and South American markets, as well as in Australia.
Our point of difference, thanks to our six companies,
rich brands portfolio and huge production capabilities,
is to always be able to offer a customized solution of high
quality from a product and packaging point of view,
because each of ourcompanies has an established
experience, a rich know-how and a specific professionalism.
We are certified suppliers to major international
retailers in the mass, pharmacy, perfumery, herbal, drugstore,
spa and professional hair channels, we also work with
importers, distributors and wholesalers operating
in these channels on a regional and national basis.
Our best-known brands are Bioearth, natural and
organic skincare and nutritional supplements;
Incarose, high-science-based skincare products;
Annurkap, leader in hair loss treatments; Effegilab,
nutraceuticals, cosmeceuticals and professional treatments;
Togethair, professional products for hairdressers and salons.
We are suppliers of many private labels in skincare, personal
care, haircare, pet care, home care and food supplements
sectors. The food supplements category is rapidly growing
worldwide and is representing a huge growth opportunity
for us, as we are the ideal partner for those looking for a
manufacturer and, above all, a professional consultant
who can guide them in this super-specialized industry.

The near future goals are to develop the U.S. market, thanks
to a partnership with an Italian company with an established
business in the U.S., strengthen some strategic markets
for our brands, such as France, Spain, Austria, and Greece,
and, last but not least, introduce some of our brands to the
Chinese market with on purpose distribution agreements.
A specific focus deserves Bioearth brand, with which we are
entering the US market. Bioearth is a natural and organic
personal care and health supplements products line,
without Sls/Sles, Parabens, Silicones, Mineral Oils,
Peg/Ppg, Polypropylene/Butylene Glycol, Microplastics,
Nano-Ingredients, Ingredients From Dead Animals / Causing
Animals Suffering, Synthetic Colorants, Formaldehyde
Releasers. One of Bioearth’s best seller is Elementa that
represents an innovative approach to skin care in a green
version: with ELEMENTA you don’t choose a product
but the active ingredient with which to enhance and
build your beauty routine, now also for body care.
Not just products, but individual active ingredients
or a synergistic blend concentrated in natural bases,
enriched with organic ingredients, with which you can
compose countless different beauty routines according to the
needs of your skin at the time. 100 % vegan, dermatologically
tested, nickel tested (<1 ppm) in eco-friendly packaging.
Another very successful line is Hair 2.0 a 100% VEGAN
and ORGANIC hair care line tested and approved by hair
professionals. It is and organic hair routine in 3 steps:
pre-shampoo: masks, organic shampoo, post-shampoo:
conditioners, serums, packs, oils and lotions.
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THE MOST IMPORTANT BEAUTY
TRADE SHOW IN THE WORLD,
DEDICATED TO ALL SECTORS
OF THE BEAUTY INDUSTRY
COSMOPROF.COM
BOLOGNA, ITALY
FAIR DISTRICT
16 – 18 MARCH 2023

17 – 20 MARCH 2023

ORGANIZED BY
BolognaFiere Cosmoprof S.p.a.
Milan, Italy
P +39 02 796 420
F +39 02 795 036
info@cosmoprof.it

COMPANY OF

IN PARTNERSHIP WITH

A NEW WORLD FOR BEAUTY BOLOGNA, HONG KONG, LAS VEGAS, MUMBAI, BANGKOK

WITH THE SUPPORT OF

LAMINO
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BIO-ACTIVE LAMINATION
GLASSY SHINE EFFECT
REHUB+ SPECIALIST LAMINO MULTILEVEL TECHNOLOGY is a powerful professional lamination treatment for
sensitised and dull hair fibre aimed at regenerating the surface of the hair for added brightness with a mirror-effect.
Discover more on www.helenseward.it

compan y

REHUB+ SPECIALIST
LAMINO MULTILEVEL TECHNOLOGY
Bio-active lamination glassy shine effect
Frizzy, dull and sensitised hair?
REHUB+ SPECIALIST LAMINO MULTILEVEL TECHNOLOGY
is the powerful professional lamination treatment for
sensitised and dull hair fibre aimed at regenerating the
surface of the hair for added brightness with a mirror-effect.
It acts by regenerating the hair fibre, improving its
long-term quality while enhancing the technical
and cosmetic result of the professional services.
W A T C H
THE VIDEO

N°6 SEALING
LAMINATING GEL
N°7 PERFECTOR
LAMINATING FLUID

N°0 REGENERATING SHAMPOO

N°0

Sulphate free regenerating shampoo. Cleanses the hair fibre thoroughly by removing any residue or impurities,
thus promoting the strengthening and anti-breakage action in the Rehub+ Specialist phases.

N°2 REGENERATING TREATMENT

N°2

Split ends sealer regenerating treatment. Seals the cuticle and split ends with a long-lasting smoothing action. Offers
buoyancy and extreme softness without weighing down the hair, restoring the damaged hair fibre to its healthy condition.

N°6 SEALING LAMINATING GEL

N°6

Sealing laminating gel with thermo-activated action. Perfectly seals and smoothes the cuticles with a long- lasting effect,
for a long-term and shampoo-resistant cosmetic result, preparing the hair for the glossing action of REHUB + N ° 7.

N°7 PERFECTOR LAMINATING FLUID

N°7

Perfector laminating fluid with instant polishing action. Finishes and perfects the Rehub+ Specialist lamination
treatment, adding a mirror shine to the hair surface making the hair soft, light and flowing.
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bef o re

A F T E R
THE GREEN HEART OF REHUB+ SPECIALIST LAMINATION
The high-performance action of REHUB+ Specialist lamination treatment formulas is
based on powerful active ingredients which work in combination with hyperfermented
plantbased extracts and biomimetic keratins.

THE REHUB+ SPECIALIST TECHNOLOGY ACTS ON THREE LEVELS:

SEALING
ACTION
WITH REHUB+ N.2

HEAT-ACTIVATED
LAMINATION
WITH REHUB+ N.6

MIRROR
EFFECT
WITH REHUB+ N.7

It has an external regenerating action, with
long-lasting smoothing and sealing of
the cuticles and split ends, while restoring
body and softness to the hair fibre.

The heat source, hairdryer and
straightener, causes a reaction that
tames frizzy hair, providing added
strength while perfecting and sealing it.

Ultra-glossing active ingredients, which
are bonded onto the hair fibre, generate
a light, ultra-shiny film resulting
in an amazing mirror-effect.

More info: www.helenseward.it

Helen Seward Milano

helenseward_official
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Helen Seward Milano
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GAMA ITALY PROFESSIONAL
PRESENTS THE NEW
AWARD-WINNING iQ2
The new must-have hair tool in the professional market
is stylish, ergonomic and compact

GAMA Italy Professional’s latest hair tool
creation is the iQ2, the next-generation
evolution of the groundbreaking iQ
Perfetto Hair Dryer and winner of the
prestigious MCB Innovation award.
The new iQ2, which is as light as a
smartphone and based on the existing
iQ Perfetto, is a stylish, ergonomic and
compact hair dryer designed to ease
muscle strain, ensure durability and
hair and scalp health, as well as impart
perfect styling ability. Set to be the new
must have in the professional market,
it boasts the perfect balance between
weight and performance from the original
iQ line, introducing various innovations.
The first of these is its new washable
micro-perforated filters which remove
the accumulation of dust and micro
bacteria. These filters facilitate daily
cleaning and maintenance needed the
ensure maximum performance after
extensive use in the salon where the use
of chemicals is the order of the day.
The iQ dryers are still the only ones in the
market with the Intelligent Auto-Clean
technology, that spins the engine in

reverse direction, assisting in the deep
cleaning of the filters. TheiQ2’s new
ultra-potent intelligent brushless motor’s
110,000 rpm performance is enhanced
b the Venturi Effect and the new Turbo
Function. The Venturi effect multiplies
the airflow delivered by the engine,
reducing drying time without sing extra
power. The iQ2 also boasts of a technical
revolution in the new Turbo function,
which increases air flow by bringing the
engine t an impressive maximum speed
of 120,000 rpm for 30 seconds, resulting
in an over 30% reduction of drying time,
optimizing salon work. What’s more, the
iQ2 is the only hairdryer in the world
with never-before seen iQ2 Standby
Technology, that can be automatically
deactivated when it is placed on the
GAMA Smart Pad, allowing efficient
management of usage to reduce energy
waste. The hairdryer comes with three
nozzles and diffuser. The two traditional
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nozzles were conceived wit a doublelayer design, creating an air cushion
that prevents the external layer from
overheating, and feature an innovative
magnetic coupling and mechanical hook
designed to allow the stylist to work in
an agile and comfortable way. The star
is the new GAMA patented Star Nozzle
(Venturi Nozzle). The innovative nozzle
was especially designed to work on fine
and damaged hair and sensitive scalps: it
replicates the power of venturi, yet gently
distributes the air flow to protect hair. The
dryer also features a cleaning kit and the
Standby Smart Pad. Once again, the iQ2
is proof that the attention to detail and
quality characteristic of Italian design, the
choice of premium materials, and a focus
on research and innovation are the key
ingredients that allow GAMA to create
products of the highest quality, to meet
the needs of the most avant-garde salons
and high-end consumers.

RESTRUCTURING HAIR TREATMENT

The new Halo collection draws
inspiration from the fascinating
meanings of the word “halo”:
light, aura, circle, ring.
And the shots and images
perfectly express this
contemporary mood.
Can’t you see
All love’s luxuries
Are here for you and me
And when our worlds they fall
apart
When the walls come tumbling in
Though we may deserve it
It will be worth it
Bring your chains
(Depeche Mode)

Halo is a pop in nature.
An elegant collection
of hairstyles and colors that
combines luxury, lightness,
and sustainability. A collection
that expresses the multiple
facets of a woman through
a color palette that merges
calmness and comfort
with energy and vitality.
For women who want
to celebrate their optimism
and glowing femininity,
giving a contemporary
twist to vintage looks.

LUIGI MARTINI
In a time of contrasting trends,
women can now combine
relaxing and regenerating colors
with bold, vibrant shades
to show their true personalities.
This season’s colors perfectly
express two opposites –calmness
and chaos – through light
infused pastel shades and more
vibrant
and energetic ones.
This way, they meet the need
for tranquility and wellbeing
and highlight
our commitment to nature
and the environment.
A message of joy, optimism,
and hope for the future.
The Halo collection’s color
palette reveals the need
for peace and harmony while
bringing out one’s personality
in a bold, light-hearted way.
A celebration of contrasts,
where elegant styles
alternate with textured ones,
merging past trends
with innovative hair cutting
and coloring techniques.

Artistic Director & Concept:
Luigi Martini
Photo:
Mauro Mancioppi

compan y

LISAPLEXTM BOND SAVER
LAMELLAR WATER
An instant action to restore beauty
to the tips and eliminate frizz
Finally, a light, ultra-fast treatment,
suitable for all hair types and textures.
It gives intense shine and repairs all
hair types in just 9 seconds. Without
weighing it down. The Vegetal Protein
Complex contained in it preserves the
integrity of he hair’s lamellar structures.
Lamellar technology:
let’s discover it
This lamellar conditioner is an ultra-light
liquid treatment; its technology exploits
the power of lamellae, particles able
to penetrate the hair cuticle and repair
damaged areas on each lock more easily
than traditional hair creams and masks.
By working in thin layers, the formula
deposits small active ingredients such as
moisturisers, amino acids (for strength
and shine) and conditioning agents into
the damaged areas of the each lock of
hair, and immediately penetrates the hair
shaft for an enhanced nourishing effect.
In brief, the water on the surface of the
hair activates the smoothing power of
lamellar technology. The conditioning
agents are organised into a fine lamellar
structure that covers the fibre, smoothing
out any irregularities in seconds.
The hair becomes shiny, smooth and
perfectly manageable during styling,
ensuring impeccable lightness.

surface of the hair: it reduces damages
caused by aggressive chemical
treatments, environmental stress and
styling practices. The second function
acts at surface level in the cuticle- on
the outside – tripling the strength of
damaged hair by replenishing the
natural anti-breakage elements; it
strenghtens hair, helping it withstand
damage caused by combs, brushes
and hair dryers: it protects the hair
even in extremely humid environments.

A PRODUCT THAT GUARANTEES
RESULTS WITH NO DOUBT
Thanks to the active ingredients
contained in the formula, LisaplexTM
preserves the integrity of the hair’s
lamellar structures on elastic properties,
on flexion and on cuticle abrasion.
It has two functions. It acts at an
intracortical level – on the inside –
strengthening and lubricating the

A VANILLA FRAGRANCE
EXPRESSING SWEETNESS
The product is characterized by an
interesting fragrance consisting of a
base note of vanilla, amber and white
musk expressing sweetness, a heart
note also linked to vanilla and to
fruity fragrances. It ends with candid
and velvety top notes with rose,
jasmine and coconut.
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HALO / COLLECTION 22/23
by Luigi Martini
Halo is a pop in nature. An elegant collection of hairstyles
and colors that combines luxury, lightness, and sustainability.
A collection that expresses the multiple facets
of a woman through a color palette that merges
calmness and comfort with energy and vitality.
For women who want to celebrate their optimism and glowing
femininity, giving a contemporary twist to vintage looks.

Artistic Director & Concept Luigi Martini Photo Mauro Mancioppi
21 www.exportmagazine.net

THE PERFECT TREATMENT FOR
YOUR COLOR IN JUST A FEW MINUTES
DCM presents a complete range of colouring and toning masks
formulated to brighten and intensify the color of your hair.
Enriched with Macadamia Oil, our masks revitalize the natural or
cosmetic color of your hair by giving intensity and shine, with a
nourishing and restorative effect.

8 DIFFERENT SHADES TO FULLY
EXPRESS YOUR LOOK
ALL PRODUCTS ARE

SLS - SLES FREE

Piazza Emilia, 1 - 20129 Milano (Italy)
www.diapasoncosmetics.com

Detangles, smoothes and leaves
hair looking visibly healthier
and shinier in just 8 seconds!

soft - elastic - defined

@blackprofessionallineofficial

@black_professional_line

en.blackprofessional.it

ELIEFAY NATURE

Distributed by:
Elizabeth Fay International S.a.s.
Via Bard, 52 10142 Torino - Italy
Email: elizabethfay2@yahoo.it
Website: www.elizabethfay.it

A Taste for Beauty
SWEET AND STYLISH
Savour the delights of healthy, nourished, hydrated
and incredibly glossy hair with Inebrya Ice Cream.
The comprehensive selection for use in salons and
at home features effective formulas, active
ingredients of natural origin, delectable textures
and stunning fragrances.
Treat your hair to a revitalizing dessert.

@inebrya.ofﬁcial

www.inebrya.it
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Fanola presents Wonder No Yellow:
a new line of products for
blonde hair with an even
bigger wow factor
Fanola has taken the best-selling products in its
collection, developed new formulas and redesigned
their packaging, to create high-performance vegan
treatments that are even more advanced
The word “wonder” conjures up
images of something stunning,
impressive and new that can really take
your breath away. Showing its innate
instinct to generate the wow factor,
Fanola has pulled something magical
out of its hat once again: the Wonder
line has been designed to take yet
another step towards perfection
in haircare treatments. Its enhanced,
extra-nourishing formulas provide
protection and work effectively from
the roots to the tips of all types of hair,
making it even softer and glossier.

Wonder No Yellow takes
centre stage in Fanola’s
amazing array for people with
blonde hair. After stressful
times and big changes, your
hair needs moisturizing and
revitalizing just like
the rest of your body.
This is especially true
of lightened hair,
which requires greater
care and attention.
To restore the softness and
shine of blonde hair, Fanola
has created Wonder No
Yellow by fine-tuning the
formulas in one of the bestselling lines in the entire core
collection. An extra helping
of nutritious qualities has
been added by a host of
powerful ingredients such as
Dragon Fruit and Marula Oil,
but everything still revolves
around the star player:
violet pigment. As well as
neutralization of yellow hues, you now
also get exceptional moisturizing and
protection: the Wonder versions of
the No Yellow shampoo and mask by
Fanola have taken products that have
gone down in the history of Fanola and
the hairstyling world as a whole, then
elevated them to a whole new level.
A new cosmetic era filled with wonder,
joy and happiness is being celebrated
with redesigned packaging, featuring
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a softer, smoother and more enticing
outline for the iconic Fanola shape.
The vegan formulas underline
Fanola’s dedication to both the
environment and customers’ needs.
Thanks to its outstanding technical
expertise and tireless quest for
perfection in its products, Fanola allows
users to experiment and embrace
unconventional creativity, for styles
with an even bigger WOW factor!

All of the No Yellow
performance
with a new

Extra Care Formula
Softer and shinier hair
with the WOW factor

31 www.exportmagazine.net

compan y

Stayling Alive
a new styling line created
by Sinesia to suit all needs
and keep you looking flawless
and fashionable
The professional holistic
well-being and beauty
brand is launching eight
new products that in just
a few seconds add texture,
control and silkiness to
even the most unruly hair

Stayling Alive has been created with
a very specific aim: to offer customers
perfectly poised styling with longlasting hold, volume and shine thanks
to light, effective products that do not
weigh down hair or leave it dull.
As well as enabling hair to be styled
in every conceivable way with verve
and versatility, the new Sinesia range
protects hair from pollution, the
elements and heat damage, leaving
it soft and shiny at all times.
Using Stayling Alive also takes you on a
sensory journey through enveloping
scents and fragrant textures thanks
to rich, exquisite ingredients such as
hydrolyzed chestnut extract (which
protects hair fibre from heat damage)
and apricot kernel oil (which has a
powerful conditioning action).

In the new line, there are eight
versatile, mixable products that
offer exceptional performance:
SHAKE & SHAPE: This soft mousse
offers hold and definition, for perfectly
controlled styling. It increases and
reinforces the elasticity of hair, fighting
frizz and static electricity. It is ideal for
wavy or curly hair.
EVERYTHING IN PLACE: This quickdrying spray provides hold without
weighing down hair or leaving build-up.
It is ideal for styling that requires
good softness, hold and structure
but no added elasticity.
PUMP UP THE VOLUME: Specially
recommended for hair that is fine or
dull, this soft, light mousse adds volume
and body, so it is great for styling
with definition and a natural effect.
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Enriched with a blend of conditioners,
it leaves hair soft to the touch
and perfectly hydrated.
PLAYING PASTE: This soft moulding
paste has a long-lasting matt effect.
It adds texture, movement and control
to even the hardest to handle hair.
CURL ME ON: This cream defines,
enhances and brings out the best in
curly hair, fighting frizz and adding
elasticity, hydration and shine.
When it is applied to roots, it
helps to add volume and support.
PRIMER READY: This leave-in prestyling treatment protects lengths
from the damage caused by high
temperatures, leaving them strong,
silky and shining. It controls frizz and
makes it easier to set hair, enhancing its
elasticity and leaving it extremely glossy,
hydrated and free from static electricity.
GET THE SLEEK LOOK: This leave-in
smoothing spray has a gradual effect.
Thanks to its heat-activated and
protective action, it helps to fight frizz
and ensures that hair is soft, shiny
and extremely easy to manage.
GLAMIFICATOR: This light, delicate oil
leaves hair soft, shiny and easy to brush,
while also providing protection from
heat, humidity and pollution. It prevents
split ends and keeps hair in great shape.

DROPS OF UNADULTERATED
BEAUTY FOR YOUR FACE AND HAIR
CREATE YOUR OWN INDIVIDUALLY TAILORED
BEAUTY ROUTINE WITH SINESIA SUPER DROPS!
Use the product neat on your face as a serum and on your hair for
perfecting action, or combine it with creams and masks to boost

sinesia.com
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ECHOS COLOR, THE 100% VEGAN
COLOURING CREAM BY ECHOSLINE
When nature becomes the inspiring muse for hair colour
“Everything that you
can imagine, Nature
has already created it”

This is what the great scientist and
Nobel Prize winner for Physics, Albert
Einstein said, and it is this philosophy
that inspires Echosline, the specialized
brand in Professional Hair Care which
has its roots in social and environmental
commitment, made of ethical
and sustainable decisions.
Echosline promotes Smart Beauty
made up of Vegan products and
a minimalist business approach
as well, where less is more.
Riding and anticipating the market
trends, Echosline presents the new
Echos Color, the first line of professional
colouring creams for hair that is
100% vegan, without PPD and
without resorcinol and with a totally
renewed formula and packaging.
The raw materials making up the
packaging are biodegradable and
recyclable: the new cap of the Echos
Color tubes deserves a special mention:

50% smaller than its previous sizes, it
generates a considerable impact in
terms of plastic used, considering its
distribution in more than 60 countries
around the world. As far as the formula
is concerned, the active ingredients
of Echos Color are Green Tea Extract,
which prolongs the colour on the hair,
Date Oil, which purified and revitalizes
the hair and Tsubaki Oil, which leaves
hair soft and shiny. Great attention to
the choice of ingredients has allowed
the formula and the packaging to be
certified VeganOK, the most widely
spread ethical standard in the world
with tens of thousands of products
and services certified both in Italy and
abroad, which guarantees that the
product operates according to the
European standard UNI EN ISO 14021.
The Green Tea Extract can also claim
EcoCert certification which ensures
productions and processes that are
respectful of the environment. The Date
Oil comes from ethical cultivations in
the Sahel desert, with an integrated
approach based on preservation of the
ecosystem and on economic support
for women and the local communities

directly involved in the supply chain.
Lastly, the Tsubaki Oil comes from
a supply that respect the Nagoya
Protocol to preserve the biodiversity
of the planet. Today Echos Color has
a rich palette of 89 shades, with the
addition of a new family, the Extra
Intense Naturals, a palette of 6 colours
that goes from Medium Chestnut to
Very Fair Blonde and which guarantees
perfect coverage with intense colour,
covering even the thickest and most
resistant grey hair. The Echos Color
families are Extra Intense Naturals, for
perfect coverage with Extra intensity;
Natural and Ice for a compact and
deep coverage with cool and natural
reflections; Cold and Warm on cool
and warm Ashes and Browns; Copper
and Red Powerful, ultra-defined and
long-lasting; and Creative and Blonde
Expression, a series of Pure Colours
to release every form of creativity.
The new Echos Color offers up to
100% coverage of grey hair and is
structured to express every colour
with the greatest mixing simplicity for
the colourist, because simplicity is the
greatest expression of authenticity.

PHOTO: Marco Di Filippo / HAIR: Echosline Stylistic Team
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ECHOSLINE PRESENTS
KI-POWER VEG SYSTEM
The 100% Vegan line that reconstructs, repairs and nourishes our hair

Today consumers are more attentive
and responsible in their beauty choices,
they read and study labels, evaluate
the environmental impact and choose
products that are effective but also
sustainable. In addition, with the
growing demand for products
based on Keratin, and the increase in
vegan consumers, the market offers
increasing numbers of alternatives
with plant-based proteins for hair.
Echosline, the professional hair
care brand that stands out for its
environmental and social commitment,
made up of ethical and sustainable
choices, launches the Ki-Power Veg
System, the new 100% vegan line
that repairs and reconstructs hair.
The Ki-Power veg line comprises
four products: the Shampoo,
with a cleansing action that leaves
hair revitalized and full-bodied, the
Mask which nourishes and softens
the hair, the Spray, which strengthens
and restructures the hair and lastly
the Protector, which protects hair

during colouring,
bleaching and
permanent services.
The line contains
Shea Butter, which
gives elasticity to
the hair fibres thanks
to its moisturizing
action; Vegan
Keratin, which
moisturizes and
smooths hair
to reduce frizz;
White Clay, rich in
mineral salts with a
purifying action on
the scalp and Pisum,
a protein hydrolysate
that exploits the
great conditioning power to give all
the benefits of plant-based proteins.
Thanks to Ki-Power Veg Complex, with
its concentrate of bio-compatible plant
amino acids, the line repairs, protects
and reinvigorates the hair, giving a new

structure, resistance and shine. And
just like a rope, with hundreds of very
fine threads that make it resistant and
flexible, to any type of stress, in the
same way the hair has this particular
internal combination and is made up of
several fibrous layers. To communicate
the synergy with nature in the best way
possible, the Ki-Power Veg campaign
was shot on the banks of a river the
model dives into, using a rope.
The choice of the rope is linked to
the characteristic internal combination
of the hair, made up of multiple
fibrous layer, similar to a rope.
Ki-Power Veg by Echosline is
a 100% Vegan line, both in the
formulations and in the packaging,
more than 90% of the ingredients
are natural* and more than 85%
biodegradable ** and it can boast
of sustainable packaging which uses
recycled plastic. In addition, all the
products are characterized by a pleasant
floral, spicy and woody fragrance.

*Ingredients of natural origin according to protocol ISO 16128
**Biodegradable ingredients according to OECD 301 or alternatives
WITHOUT SILICONES - SLS - SLES - EDTA -MINERAL OILS
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8,216 ATTENDEES VISITED THE FIRST
EDITION OF COSMOPROF CBE ASEAN

Organised by BolognaFiere, Informa
Markets, and China Beauty Expo, the
exhibition hosted an exhibition area
of around 10,000 sqm, with more
than 500 high-quality exhibitors and
brands which presented innovative
products specifically conceived for
the needs of consumers in South East
Asia. International beauty companies
and suppliers from across the world
gathered to provide a global overview
of avant-garde solution both for finished
products and the supply chain. Country
Pavilions were showcasing innovative
products and trends from around the
world, participating with the support from
governments and trade associations:
France (Business France), Italy (ITA - Italian
Trade Agency) as well as two pavilions
from Korea (KOECO - Korean Exhibition
Company, and IBITA - International
Beauty Industry Trade Association).
The exhibition was a great occasion
for all stakeholders to exchange news
and comments on the evolution of
the beauty industry, thus creating the
best conditions for developing new
projects and establishing new profitable
partnerships. Thanks to the support by

Thailand Convention and Exhibition
Bureau (TCEB), the Federation of Thai
Industries (FTI) and Thai Cosmetic
Manufacturers Association (TCMA),
the exhibition gathered stakeholders
and operators, providing strategic
opportunities for new business and
exclusive content. Over 60 top ASEAN
buyers attended Cosmoprof CBE ASEAN,
meeting with companies and suppliers.
Their visit to the exhibition has been
supported by major ASEAN associations:
ASEAN Cosmetics Association (ACA),
Chamber of Cosmetics Industry of
the Philippines (CCIP), The cosmetics,
Toiletry and Fragrance Association
of Singapore (CTFAS), The Malaysian
Cosmetics & Toiletries Industry Group
(MCTIG), Specialists in Wellness
Association Singapore (SWAS), Vietnam
Essential Oils & Aromatherapy Cosmetics
Association (VOCA), and Laos Cosmetics
Association. Buyers, distributors, retailers,
companies and service providers had the
opportunity to connect and discuss new
partnerships thanks to the Buyer Program,
the strategic business tool powered by
Cosmoprof international network. More
than 600 b2b meetings were scheduled
on the Cosmoprof branded matchmaking platform Match&Meet, thus
optimising opportunities for key players
attending the exhibition.
FIRST IMPRESSIONS FROM
EXHIBITORS AND ATTENDEES
Exhibitors expressed great satisfaction
on the quality of the event, which
proved to be a strategic opportunity for
new business for both domestic and
international companies. “We expected
limited buyer participation due to
being the first edition and Covid-19.
But Korean Pavilion of KOECO showed
great gratitude, representing Korean
exhibitors.” Kim Sung Su, President of
Korean Exhibition Company (KOECO),
Korea commented. “It was a very
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satisfying show for doing a lot of business
with buyers from Southeast Asia, Middle
East and Europe.” “The first edition of
Cosmoprof CBE ASEAN Bangkok has
been a unique opportunity to expand
our network of contacts, meet up long
time partners and attend high-level
meeting sessions with distributors from
Thailand and SEA”, highlighted Michele
Martin, Country Manager Asia Pacific of
Lisap Laboratori Cosmetici S.P.A., Italy.
“During Cosmoprof CBE ASEAN we had
the opportunity to meet new potential
clients from Thailand and SEA which
were interested in our branded products
and private label line. We look forward
to consolidating our results in Singapore
and to plan the events for 2023 year”,
announced Francesco Vitulli, CEO of
Kaaral Srl, Italy. “We are really satisfied
about the results obtained during the
exhibition. We met our target players, and
the results went beyond our expectations.
We used the Match & Meet program
to organize our meetings and we fixed
15 meetings with buyers in advance”,
explained Michele Bottalico, CEO of
Planbio Cosmetics Srl (Uvia), Italy.
SPECIAL PROJECTS
AND INITIATIVES
Great attention
was paid on the
educational sessions
of Cosmoprof CBE
ASEAN, CosmoTalks,
which presented new
trends and market
studies. Beauty & Spa
professionals, make-up
artists and hairstylists had
the opportunity to attend
the exclusive live demonstrations and
competitions hosted by Cosmo Onstage.
Cosmoprof CBE ASEAN will be back
from 14 to 16 September, 2023, at
the Queen Sirikit National Convention
Center (QSNCC), Bangkok.
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AGF88 Holding is a specialist Professional Hair & Skin Care group that has been
a leading international exponent of exceptional Italian quality since 1988.
Its professional hair, face and body products are Made in Italy and expo ed to 108 countries worldwide.
With a global team of managers and highly qualified expe s in the field and
a number of successful brands on the professional beauty scene,
AGF88 Holding promotes the values of a big family and a constantly evolving business,
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Nuremberg, Germany
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2023
International Trade Fair for Natural
and Organic Personal Care

VIVANESS
Paving the path
All roads lead to … Nuremberg – and to
VIVANESS 2023. Experience beauty,
health and naturalness, gather inspiration
and look forward to meeting people in
person as part of the natural cosmetics
community. Together we can leave our
traces and set out on new paths. Can we
count you in?

#intonaturalbeauty

Trade visitors only

In association with BIOFACH 2023
World’s Leading Trade Fair for Organic Food

PRIVATE LABEL DIVISION:
WHERE YOUR BRAND FINDS ITS HOME
We offer to our PRIVATE LABEL clients a turn-key package of professional hair & skin care products, designing a four-handed Brand
and fully respecting the Planet. With our 3 plants, we are one of the major industrial company in Italy. We’ve achieved this because
we believe in who has believed us.
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ONCE UPON A TIME THERE WAS M3K,
NOW THERE IS COLORGRACE
M3K is the history of Sens.ùs and spans more than 20 years.
M3K is tradition, safety and trust... it is femininity!
M3K is now named after a woman who is the essence of the history of beauty,
Sens.ùs wants every woman to feel beautiful, like a princess.
Feeling important and unique, even with the passing of time,
is the very best we can wish for our customers and future generations.
The name Grace embodies deep meanings of beauty and charm.
Grace is also an icon of style and elegance, loved by women of all generations.

scan here
to listen
to the sound
of beauty

FEATURES
Mixing ratio 1: 1.5
Wide range of shades
100% white hair coverage
Lifts up to 4 levels and more
with the Super High Lift series
- Mixing ratio 1:2
Kind to scalp and hair
Radiant result
Perfectly balanced bases and tones
Consistent results every time
Easy to use
Lasting color you can rely on
A multitude of Services are available
on the Sens.ùs App
Pleasantly neutral fragrance

G&P COSMETICS SRL
via Lorenzo Mascheroni, 27
CAP 20145 - MILANO (MI)
MADE IN ITALY

www.ilovesensus.com
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ALL4PACK EMBALLAGE IN PARIS
NORD VILLEPINTE, THE FAIR WHERE
YOU CAN BUILD THE FUTURE
Originally scheduled for 2020, the next edition
of the fair was postponed to 21 – 24 November 2022
due to the coronavirus pandemic.
ALL4PACK 2022 will return to confirm its position
as an eco-responsible trade fair
One of the highly recommended
go-to events in packaging industry is
ALL4PACK trade fair that takes place
once in two years gathering 66,000
industry professionals- discovering
latest sustainable packaging solutions
and innovations exhibited by domestic
and international exhibitors.
Visitors from all over the world will
be able to discover all the trends
and innovations from the packaging
and intralogistics ecosystem.

THE PACKAGING
REVOLUTION IS UNDERWAY
More than ever, sustainable development
will be central to the event and the visitors
will be able to find concrete solutions for
facing the new challenges. Faced with
the magnitude of environmental issues,

the challenges to be coped with
are considerable and sustainable
packaging is a core topical concern.
The 2022 edition of ALL4PACK Paris
will allow professionals to come
together and exchange ideas about
the problems dealing with the sector.
An important page is turning, and the
declared ambition of this event is to
help the packaging and intralogistics
ecosystem to write a new one.
HIGHLIGHTS 2022
Through special events and the
conference programme, attendees will
be able to explore how new regulations
and revolutionary prospects can be
used to elevate their business.
The ALL4PACK INNOVATIONS
competition and the Objective Zero
Impact display will be unmissable
parts of the programme. The 2022
edition of ALL4PACK Emballage Paris
is completely revamped. It will be
held in halls 4 and 5A of Paris Nord
Villepinte exhibition centre. This new,
more compact location aims to enable a
better distribution of the show’s sectors
and a smoother visit for the expected
66,000 visitors (including 35% from
outside France). The Objective Zero
Impact forum, a hybrid event which
aspires to be a platform for exchange
and a think tank, will bring together
actors of sustainable change.
The start-ups present will propose
innovative and flexible solutions for
packaging and maintenance: new
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materials, reusable and connected
containers, robot programming tools
and more. The 2022 contest will see
exhibitors’ innovations selected in
5 categories: Sustainable and
Responsible Solutions; Design
and Ergonomics; Innovative
Technology; Material Of The Future
and Logistics Performance.
The winners 2022 will be revealed
before the exhibition and the Award
Ceremony will be held on Tuesday 22nd
of November. Some 30 conferences
will be offered by experts in the sector
during the 4 days of the exhibition
to: understand the new horizons of
standards and regulation, decrypt trends
to meet consumer demands and find
future solutions for sustainable
machines, materials and packaging.
SURVEY ON PACKAGING AND ITS USE
A marketing study has revealed
that cost is unsurprisingly the main
barrier to the use of environmentally
friendly packaging materials.
User industries identify more difficulties
in using environmentally friendly
packaging materials than suppliers.
In addition packaging suppliers
seem to have a very good view of the
materials they will use in 2 years.
Many plan to reduce their use of plastic
(28%) but few will stop using it.
There is also a strong increase in the
use of paper and cardboard.
Last, the study shows that the use of
Biomaterials will particularly be pulled.

compan y

MAXIMA PROFESSIONAL
HAIR COLOR PLEX
The Art of Color

The patented PLEX
(POLYAMINO SUGAR
CONDENSATE) molecule,
a conditioning multiprotein
of natural origin made up
of amino acids and sugars,
creates a protective film on
the hair that can keep the
appropriate level of hydration
reducing breakage of
the fibres and increasing
their resistance.
The balanced calculation
system of the pigments
(Pigment Control System),
ensures excellent chromatic
results, total coverage
of white hair, maximum
reliability and stability
of reflections, preventing
sensitization or irritation of the
scalp. Hydrolyzed keratin has
an effective repairing action,
while the ceramides penetrate
the cuticle fixing the pigments
in depth: their combined action
guarantees deeper colouring
HAIR COLOR PLEX is the Maxima
Professional colouring cream,
based on Plex Technology,
which exalts the cosmetic
result of the colouring by
strengthening the hair fibre.
It is a complete range of colour
services with a low concentration
of ammonia, developed on
the basis of the most recent
techniques of formulation
and enriched with nourishing
and moisturizing ingredients.
Plex technology helps protect
the hair structure in all the phases
of lightening and toning.

and greater absorption of the
active ingredients, giving hair
a healthy appearance and
extraordinary softness and shine.
Keeping the hair structure,
exalting colour reflections, giving
radiance and guaranteeing a
lasting result in time is the promise
of Maxima Hair Color Plex!

The colour range is available in
the practical format of 100 ml.
The elegant matte and silver
packaging is 100% recyclable.

The range includes:
• 107 colours (natural, intense natural, cool natural, ash, intense ash,
golden, copper, mahogany, reds, irisé, chocolate, amber, ice browns,
sand, superlightening, mixtones);
• 8 Metallic shades, metallic or iridescent nuances formulated to
create sophisticated pastel effects or elegant colour contrasts;
• 5 Creative colours, ideal to create coloured mèches, contrasts or
partial effects, ultra-intense and shiny, without preliminary bleaching;
• 7 Toner shades, designed to make every type of toning on bleached
hair or hair with mèches, intensifying shine and radiance.
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MAXIMA PROFESSIONAL SILVER
Flawless and long-lasting ice effect!

Discover the new anti-yellow
line by Maxima Professional,
in a boosted formula for a flawless
and long-lasting ice effect!
Silver is the range of specific
treatments developed to fight yellow
reflections, keep blondes perfect
or tone with cool shades.
Formulated with neutralizing purple
pigments, the products in the
Silver line are essential to complete
all lightening services, enabling
the hairdresser to create natural-, coolor silver-toned blondes by
simply altering the developing time.
The new delicate formulation,
without SLES and enriched
with rice proteins, has been
specifically developed to restore
a healthy and vital appearance
to hair, giving deep moisturization
and extraordinary shine and silkiness.
Recommended to keep the result
obtained in the salon at home
as well and to fight the unwanted
yellow-orange tones that tend
to appear following exposure
of the hair to atmospheric agents

or as a consequence of excessively
aggressive styling, Silver is the
ideal line to keep naturally white
or grey hair splendid as well.
The range in detail:
Anti-Yellow Shampoo specific
for bleached or blonde hair,
hair with mèches, white
or grey hair in a new gentle
cleansing SLES-free formula.
Thanks to special purple pigments
with a boosted effect, it annuls
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unsightly yellow tones and gives
incredible shine which lasts in time.
Rice proteins coat the cuticle with
a protective film which prevents
dehydration. Hair is softer and with
greater volume, shiny and easy to comb.
Anti-Yellow Mask specific for
bleached and blonde hair, hair
with mèches, white or grey hair,
formulated with special purple
pigments that neutralize unsightly
yellow reflections, giving softness,
shine and silkiness. Rice proteins
prevent dehydration and
keep structure and shine.
The hair is softer, moisturized
and easy to comb with
a long-lasting shiny effect.
Anti-Yellow leave-in Conditioning
Mousse for blonde and
bleached hair, hair with
mèches, grey and white hair.
The ideal complement to anti-yellow
treatments, it instantly neutralizes
unsightly yellow reflections giving
extreme shine with a long-lasting effect.
Full-bodied and rich, it coats hair
with a protective film that exalts
highlights and makes styling easier,
providing moisture and nourishment
without weighing down the hair.

EVENTS

COSMOPROF INDIA 2022
Highly positive results of the third edition

7,500 visitors from 50 countries
attended the third edition of Cosmoprof
India from October 6 to 8, 2022.
A great international participation, i.e.
from Saudi Arabia, U.A.E. and USA,
confirmed the interest for the fast-growing
and challenging Indian beauty market.
More than 300 renowned brands from 12
countries presented their latest novelties
at Cosmoprof India 2022 held at the
brand new Jio World Convention Centre
in Mumbai, covering an exhibition area
of up to 10,500 square meters.

Australia exhibited with 9 innovative
companies through Investment
NSW agency. To confirm the role
of the exhibition as a strategic
hub for business and networking,
more that 1,500 meetings
were scheduled through the B2B
platform of Cosmoprof India.
Cosmoprof India was held for the first
time in conjunction with Cosmopack
India, offering beauty stakeholders
a complete overview of both.
Cosmoprof showcased top finished
product brands especially for Perfumery,
Cosmetics and Toiletries, Beauty &
Spa, Hair Care, Nail and Accessories;
Cosmopack hosted leading

suppliers in Raw Materials &
Lab, Contract and Private Label
Manufacturing, and Packaging.
The conjunction between the two
shows facilitated business meetings
and new commercial partnerships.

SPECIAL EVENTS

the CosmoTalks calendar, with an
attendance of 427 people in 12 sessions
during the three days of the exhibition.
One of the highlights of Cosmoprof
India, a special project of the
Cosmoprof network, has been
Cosmoprof India Awards, curated
by Beautystreams. An international
jury or renowned experts selected
the best in Beauty in India among
the exhibitors of the 2022 edition.

Cosmoprof India offered visitors
a high-performing experience thanks
to the new proposals from leading
brands, original trends and
market research, live demos, and
avant-garde beauty treatments.
Top international trend agencies
such as BEAUTYSTREAMS, WGSN,
MINTEL and EUROMONITOR
INTERNATIONAL took part in

The categories and winners of the Cosmoprof India Awards 2022 are:

The Italian Trade Agency (ITA)
atttended with 15 Italian companies,
showcasing the best proposals
of Made in Italy beauty at the show.

• THE TRANSFORMER Preparing Mist & SKIN CENTRIC Serum Foundation
(B.KOLORMAKEUP & SKINCARE s.p.a. SB Benefit Corporation – India)
for the category “Formulation and Packaging Design).
• Natural Gentle Strenghtening Shampoo (Sustaina srl – India) for the
category “Hair”.
• ELAN professional line Eyebrow and Eyelash Flexing Expert System
“SUPERSONIC” (Elan Cosmetics General Trading Co. LLC – U.A.E:
9 for the category “Make-up & Nail”.
• Bikini Care Kit (Mintree Premier Lifestyle – India) for the category
“Skincare, Personal Care and Fragrances”.

Cosmoprof India, organized by BolognaFiere Group and Informa Markets
in India, will be back in 2023, dates and location to be announced soon.
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Parlux, protagonist again at
the MCB by Beauty in Paris
After the most critical period of the pandemic, the return
of the direct attendance to International trade fairs,
registers Parlux as an important protagonist,
beginning from the recent MCB by BEAUTY in Paris
A very good opportunity
to present to the French
and International public,
Parlux DIGITALYON®, the new
2022 Parlux hairdryer

From Sept. 10th to 12th, The Porte de
Versailles Paris’ fair premises hosted one
of the most annual International trade
fairs in the hair and beauty industry,
MCB by Beauty. Famous and expected
meeting point for professionals and
hairstylists also coming from different
countries, this event hosted, in the
commercial area, many exhibitors (this
year over 300!) showing important
product trademarks and accessories
in the hair, beauty, make-up and nail
art industry while, in the artistic area,
presented hairstyling live shows
and practical demonstrations to be
able to create trendy hairstyles. Last
but not least, the unmissable “Hair

World competition” organized by the
Organisation Mondiale de la Coiffure
and the “INNOVATION Award MCB”
whose two awards, one for the best
innovative product, the other for
the newest useful hair salon service
or technique, were awarded.
The Parlux booth, well-known
trademark by any visitors and above
all by professionals, was organized by
Jacques Seban, Parlux distributor for
France, and has been the unmissable
stopping point to attend the special
presentation of the new 2022 hairdryer,
Parlux DIGITALYON®; the first
hairdryer with digital motor made
by the famous Italian producer.
At the Parlux booth, different
hairstylists on the stage, using the
new Parlux DIGITALYON® in the
versions “Silver ” e “Anthracite”, showed
their personal, creative hairstyles.
The new Parlux digital hairdryer
is a very light professional tool,
coming from the digital technology,
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assuring superior performances,
extreme power and lightweight and
is able to satisfy any hair salon need.
Beside the digital motor, it presents
a new “wave” resistance distributing
a constant and uniform heat allowing
for very quick dryings with consequent
energy saving. Among its other
technical features, the indispensabile
“Air Ionizer Tech”, or ionic technology
and the “HFS” hair catching system, a
device which mounted on the hairdryer
intake catches the hair and permit to
maintain the hairdryer clean and efficient
for a better efficaciousness over time.
The new SLIM nozzle, plate effect is also
very interesting and has been created
to make the hair straightening easy and
simple in just a few simple steps.

Probably the best
hairdryer in the world.
Until the next Parlux!
Parlux DIGITALYON® with the new professional digital motor
is more powerful, hotter and even more light-weight.

WWW.PARLUX.IT
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AT SALON INTERNATIONAL,
LONDON 2022, PARLUX CONTINUES
TO BE THE PROTAGONIST
After the long pandemic period, great energy and
a desire to start again at the London exhibition

A breath of real optimism with
excellent attendance by exhibitors
and public was registered during
one of the year’s most awaited
appointments in the hair industry.
For a long time, Salon Intl. has
been a regular and unmissable
appointment for all those working
in hairstyling, both so that they
can discover the latest new products
or services and to learn all the trendiest
hair creations through the different hair
shows always on schedule.
A stopping point for British hairstylists
and not only them, is always the
Parlux booth organized by HairTools,
Parlux’s distributor for Great Britain.
This year the booth was entirely

devoted to the presentation of the
2022 new Parlux hairdryer, Parlux
DIGITALYON®, the first Parlux
hairdryer with a digital professional
motor. A positive consequence of
digital technology and research,
this lightweight model, presenting
excellent power and balance, allows
for the simplest easy-to-use mode and
drying speed for perfect hairstyles
to be created very quickly while
protecting the stylist’s health (avoiding
troublesome arm and shoulder pains).
Powerful (2400 Watt) and silent, this
hairdryer includes a new digital motor
with a longer life and a new wave
“resistance”, an ergonomic handle and
optimal balance, an anti-heating front
body, the indispensable new ceramics
and ionic technology:
“Air ionizer Tech” and the hair catching
system “HFS - Hair Free system”, a
“SLIM” nozzle plate effect to make hair
straightening better and quicker for
a shiny, soft effect in a quick way.
In addition, its filter has been
completely redesigned and its body,
with a modern, prismatic design, is
“Antibacterial” because it is enriched
with a finish containing silver powder.
The new Parlux DIGITALYON® is
available in two different colour
versions, Silver and Anthracite, showing
its “digital” characteristics; “Standard”
with two nozzles (standard and slim)
and “Pack” Parlux DIGITALYON® +
MagicSense® diffuser, the revolutionary
diffuser for naturally drying curly
hair. For over 40 years, Parlux has
been supplying professionals with
modern, up-to-date and high quality
professional tools able to satisfy
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the needs of the most demanding
hairdressers and has supported a
number of charitable clubs, events
and shows. This is why another Parlux
“must” is its sponsoring
(for about 10 years!) of the famous
charity event against childhood
leukaemia, “The Alternative Hair show”
created some time ago by Toni Rizzo
and his wife to remember their first
child, who they lost to leukaemia.
The hair show took place on
Sunday October 9th at the Troxy
Theatre in London where world-known
hairstylists were the protagonists
of hairstyling creations, showing
off all their fantasy and creativity.
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KAARAL
Italian expertise and an important presence
on the main international markets
always been to be one step ahead, in
creating new and interesting concepts for
the professional hair market, asking our
R&D for innovative formulas for products
that are truly effective. Curiosity drove our
father to enter a sector which attracted
him, although it was unknown to him,
and the curiosity still drives us to operate
all round in a world where competition
is a drive to improve all the time.

Interview with
Nicola Vitulli,
coo, Kaaral
EXPORT MAGAZINE: Kaaral is
a real example of good Italian
entrepreneurship, do you agree?
NICOLA VITULLI: Saying this can only
make me happy. If we want to give a key
of interpretation, I would say that in all
these years our company, starting from
my father Silvano who was the founder, to
continue with my brother Francesco, my
cousin Romolo and myself, who represent
the second generation, our objective has

EM: What are the main
reasons for your success?
NV: At the head office, in the phase of
developing new products, strategies etc.
etc., I always ask our team a question:
give me three reasons to choose a
product. The answer is: madness, trust
and service. Madness on the part of
our business partners to bet on us, as
we are certainly different from most of
our competitors, on our side the trust
that I place in them, having bet on us,
the service, which will be impeccable,
confirming the first two statements.
EM: We cannot rule out that there was
also a little madness in having you
land in a complex and challenging
market like the American one, where
you are obtaining considerable results.
NV: (smiling) – The first time we started
to export our products to the USA was
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in 2006, and we were not successful.
Why? Because we approached this
market with an Italian mindset. Later we
met a partner, Francesca, who has given
us an accurate vision of the American
market and we adjusted the Italian
marketing to the American one.
We officially launched our products
in 2010, and since then it has been
a continual back and forth, getting
to know the market, bring back
the needs to Italy and modelling
the productions, the fragrances
and the design, the marketing
and communication. Paradoxically,
we have created lines which
in Europe were accepted in 2015.
EM: With which lines are you present
on the American market?
NV: With 6 lines: Baco, Purify,
Style Perfetto, Manniskan,
Maraes, and Blonde Elevation.
EM: Can we consider that the
presence on the American
market has allowed you to be
precursors on other markets?
NV: Not only, I often say that marketing
starts in America and ends in Australia.
The Australian market, like all Englishspeaking ones, is very similar to the
US one. The American market is often
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and pointless trinkets, both at personal
and professional level. When they give
their word, it is worth golf, and this
ought to happen everywhere.

the precursor of some trends which will
then expand to the rest of the world,
see for example, green products.
The same goes for the use or
prohibition of certain ingredients.
For example in 2009, in America they
only sold ‘sulfate-free’ products and
several years went by before other
countries acted the same way.

EM: What do you appreciate
of the experience that you are
having in the United States,
as well as the well-deserved
success that you are having?
NV: From the point of view of sales,
which today represent 15% of our
turnover, the potential is much greater
than what has been done in these
12 years. From the experiential point
of view, I appreciate the god capacity
of making relations, the knowledge
of a culture completely different
from ours, which is based on
pragmatism and on a handshake.
The American dream exists, it’s is just
a question of the correct approach.
With humility. I start from the
awareness that we, as Italians,
while we have many qualities
typical of Italian production, we are
not the best in the world in absolute.
I have learnt a great deal from
American operators, often important
people but easy to approach,
who take off their titles, their ties

EM: And what do the Americans
appreciate about Italians?
NV: Apart from the food,
they appreciate the creativity,
the fact that we have a solution
for everything, in zero time.
The American market recognizes
that Italian products go beyond all
expectations; in addition there is a
spontaneous friendliness and excellent
welcome for everything that is Italian.
EM: Let’s change continent
and travel to the Far East… Kaaral
is at Cosmoprof Asia Singapore.
What are your proposals
for this geographical area?
NV: As it is the first time that Cosmoprof
is being held in Singapore, our
company wants to look on to the new
market presenting itself totally, trying to
convey the inclination for innovation, the
quality of the products and the respect
for the environment that distinguishes
us. All the product lines, in general, will
be presented: permanent and semipermanent colouring with acid pH,
bleaches and hair care treatments. In
addition we are presenting the new hair
care line Maraes – The Monoi Ritual,
100% vegan and in step with the trends
of the market. Maraes is enriched with
certified organic Monoi Oil as well as
with precious ingredients. It consists of
four very distinct treatments: Color Care,
for coloured and treated hair; Renew
Care, for damaged and dull hair:
Curly Care, for curly and wavy
hair and Liss Care, for straight
hair or hair needing defining.
Claudia Stagno
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POLO INNOVATION DAY
DEDICATED TO THE
CIRCULAR ECONOMY
The Cosmetics Polo of Crema organized its traditional
event for the cosmetics industry
A meeting point for professionals and
the trade, the 2022 Innovation Day
had its heart in the exhibition
area and the conferences
area where companies made
their presentations and
three round tables were held on
packaging, make-up and skincare.
The debates were invaluable
occasions to examine the new
green trends, revealing their
virtues and defects, false myths
and new opportunities for growth.

The round tables

Matteo Moretti
President of Polo

The first round table discussed
ecosustainable packaging, focusing
attention on the “bad reputation”
of some materials, although no
material is intrinsically “good” or “bad”,
which is why making the right choices
from the beginning of the design
requires the capacity to analyse
the whole product cycle.

After an absence of two years, due to
the pandemic, the fifth edition of the
Polo Innovation Day, held in Crema
on 22 September, was undoubtedly
a success, with figures exceeding
those of the 2019 event.
Almost one thousand visitors registered
for the day, with 50 exhibitors’ desks
and over 700 B2B meetings.
The topic chosen for the 2022
Innovation Day was the Circular
Economy, focusing on the innovations
and highly advanced technologies
of the local companies which
from abstract ideas deemed
futuristic have become real
products used by consumers.
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The participants were Carlo Branzaglia,
Scientific Coordinator of the
Postgraduate School of the Istituto
Europeo del Design, Lucio Carli,
CEO Mediterranea Olio Carli,
Luigi De Nardo, lecturer in Science
and Technology of the Materials,
Politecnico of Milan, Mario Grosso,
lecturer in the Department of Civil and
Environmental Engineering, Politecnico
of Milan and Domenico Scordari,
President of N&B Natural is Better.
The round table was moderated by
Gérald Martines, Founder and CEO of
In-Signes. A second debate centred on
whether the “green” cosmetic product
is better than one made in a
laboratory, in terms of sustainability.
The discussion, introduced by
Piera Di Martino, Full Professor of
Pharmaceutical and Cosmetological
Technology at the University “G.
d’Annunzio” of Chieti and Pescara;
and moderated by the journalist

events

The Innovation
Awards
The Innovation Awards, which
celebrate innovation and the
research of the whole cosmetics
industry, rewarded by the public
and by the technical jury, brought
the Innovation Day to a prestigious
conclusion. The award for the
most innovative product went to
Cosmetec, for the most sustainable
product to Lumson and for the most
creative product to R&D Color.

complete ecological transition.
In addition to the constant commitment
in guaranteeing a “clean” industrial
productive supply chain, is paying
great attention to circularity,
ecosustainability and the
recycling of functional ingredients.
The Italian cosmetics industry is
a renowned model of excellence,
and at the level of packaging
as well, the level is very high.
The speakers were Paola Perugini,
lecturer at the University of Pavia,
Davide Bollati, President of Davines/
Comfort Zone and Vittoria Ganassini,
CRS Manager, Istituto Ganassini.
Valentina Debernardi, brought
together Giorgia Dallafior, Global
Marketing Manager Kiko, Alessandro
Palmitano, R&D and QA Manager,
Collistar, Céline Cohecha, Make-Up
Formulation Laboratory Manager &
Outsourcing Formulation Manager,
Yves Rocher, and Alexis Robillard,
founder of All Tiger. They discussed
the complex question which cannot
disregard considerations which go
from the origin of the raw materials,
to their procurement processes up to
the risks of contamination, for example
from heavy metals. The third round
table, introduced by the cosmetologist
Umberto Borellini, concentrated on
cosmetics which, after the lockdown,
are increasingly oriented towards a
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ADF, PCD AND PLD WERE
BACK WITH A BANG AT
PARIS PACKAGING WEEK 2022
After more than two years of absence the three shows
united more than 10,500 packaging influencers in
beauty, luxury, drinks, FMCG ad aerosols
experience. The Innovations Awards
ceremonies celebrate the exceptional
skills of manufacturers, who respond to
ever new challenges and turn difficulties
into opportunities with talent.

The first editions of ADF, PCD and PLD
in over two years closed their doors on
June 30 after two days of inspiration,
networking, business and discovery.
Exhibitors and brand representatives
alike attended this highly anticipated
event, which confirmed its status as
a benchmark in its sector. The three
shows, which are part of the new Paris
Packaging Week with its colourful
identity, made their comeback with
great success. Almost 7000 visitors
(6912 to be precise) and a total of 10509
attendees including stand personnel
from the 637 exhibitors went through the
doors of ADF (aerosol and dispensing),
PCD (beauty and fragrance) and PLD
(premium drinks) at Paris Packaging
Week. After the hiatus due to Covid,
Paris Packaging Week was back to the
excellent figures of its 2020 edition,
with, as Josh Brooks, event director
of Paris Packaging Week commented,
“the additional human dimension: the
pleasure of finally meeting and being
together. This is what struck me as I
toured the show. The atmosphere was
one of smiles, of positive energy, of
the joy of being face to face again. It
was the reunion our industry needed.”
The 637 exhibitors including ore than
a 100 first-time exhibitors, occupied

25,000 square metres of exhibition
space, including Talks stages, Awards
galleries and the many networking areas
across the show floor. A source of pride
for Paris Packaging Week is its highquality audience. Teams from the most
prestigious companies attended, such
as Chanel, Hermès, Coty, L’Occitane,
Sephora, Pierre Fabre and many others
came with the aim of finding answers
to their problems, sourcing new
partners or identifying relevant
innovations for their products.
Highlights
This 2022 show marked the first
edition to be held with the name “Paris
Packaging Week” and with a new
graphic identity. It was also held at a
different time of the year: at the end of
June rather than at the end of January.
The ADF, PCD and PLD Innovation
Awards, after having been announced
in April, were held in the presence
of all the participants. These three
ceremonies, plus a new Innovation
Awards gallery, highlighted the
most innovative packaging of recent
months. This Gallery highlighted five
key market trends: monomaterial
packaging, reduction of material use,
refills, personalization and consumer
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A vision of the future
The dynamism of Paris Packaging Week
was also expressed in it Talks and ability
to create inspirational spaces.
The Eco-Tours were particularly well
attended and appreciated, as was
the rich programme of conferences,
These addressed crucial themes for
the three pillars of the event: the
response to new consumer expectations,
eco-responsibility and the place
of technological innovations in the
packaging of the future, ad the new
problems arising from the pandemic.
Renowned speakers took turns, making
the ADF, PCD and PLD Talks a true
think-tank for the intersecting worlds of
packaging and the premium and luxury
markets. The next Paris Packaging Week
will be held on 25 and 26 January
2023, again at Porte de Versailles. Two
major innovations have already been
announced; the launch of a Paris edition
of Packaging Première alongside
ADF, PCD and PLD, and a major new
partnership ith FEA, the European
Aerosol Federation. This group brings
together 28 national aerosol industry
associations and has been organizing
a biennial event, the Global Aerosol
Events, for over 60 years. Following its
edition in Lisbon in September, this
event will then be integrated into
ADF from the January 2023 edition.
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Baralan Announces
Sustainability-Minded Versions
of Standard Packaging
Expanded portfolio using new ecological materials offers
eco-friendly alternatives to traditional plastic components
“This launch is an exciting one for Baralan and has served
as an opportunity for us to examine, as a company, how and
where we can expand our eco-friendly offerings to benefit
the environment further,” said Maurizio Ficcadenti, Global
R&D Manager. “Our vision is to continuously develop new
collections of sustainable products that offer both elegance
and superior functionality.”

Baralan, a consolidated player in primary packaging for the
cosmetics and beauty industries, is expanding its sustainable
packaging options to include the use of ecological materials.
Covering a broad range of standard products usually
produced in plastic material, the expanded component options
significantly increase Baralan’s sustainability-minded packaging
portfolio for the beauty and personal care market.
Baralan’s core business has historically utilized glass, which
is universally considered to be eco-friendly because of
its recyclability. To accompany glass with the necessary
accessories, Baralan remains committed to selecting new
materials that have a lower environmental impact and can serve
as acceptable alternatives to traditional plastic components.
These new product versions – manufactured with ecological
materials – will become a new collection of products available
to customers, adding to the company’s existing suite of
eco-friendly products. With this new collection, Baralan is
prioritizing the importance of waste optimization by promoting
upcycling through use of organic scraps, such as coffee peel
and rice. These organic scrap materials will be mixed with virgin
plastic, reducing the overall plastic resin content to create a
more sustainable solution suitable for manufacturing a wide
range of closures in Baralan’s standard collection. Items in this

collection can also be made with varying percentages of PCR
plastic – from 30% to 100% – providing tiered opportunities for
upcycling. The varying PCR levels allow brands to maintain their
desired level of packaging aesthetics, while also achieving their
sustainability goals and meeting increased consumer demand
for sustainable products. Additionally, bio-based materials
– produced with a biopolymer derived from renewable
resources and natural materials not linked to the food chain
– can be utilized to ensure full recyclability. Another feature
of this new collection is the ability to produce black items
without using carbon black, which is notoriously challenging
to recycle, because the new masterbatch will not be obtained
through combustion. These new products will not only
comply with mandatory regulations while still meeting highquality standards, but they will also guarantee effectiveness in
protecting the product formula and practical functionality.

Visit Baralan at Cosmopack Asia Singapore, hall 2, booth B01
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ONE TO WATCH:

LATINX BEAUTY
After a decades-long lack of representation Latinx,
or L-beauty is finally getting the recognition it deserves.
A wave of entrepreneurs, brands and companies are
celebrating localised beauty needs, catering to the
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.

diverse Latinx community and embracing the global
need for a more sustainable approach. The result?
A growing beauty market and an ever-hungry beauty consumer.
MARKET OVERVIEW
Latin America is one of the fastest growing areas of the beauty industry with
the beauty and personal care market estimated to be worth $72 billion in 2023,
according to Euromonitor. With a total population of more than 434million
shoppers, when it comes to beauty Latinx consumers like to spend big, outspending
other beauty shoppers by 30%, it’s estimated that Latinx shoppers are dropping
$167 per year on beauty products compared to $135 by the rest of the world. However,
traditionally global, and even local, brands have not always targeted this huge
demographic with products that cater specifically to the Latinx community’s needs.
The countries that top the list for beauty shopping? Brazil, Columbia, Mexico and
Chile have the highest growth rate in the cosmetics industry across Latin America.
Let’s dig a little deeper…

Brazil, is the fourth largest beauty market in the world. Yes, read that sentence again. It’s
power in the beauty industry is huge, with a population of 213 million people, it lags
only behind the US in terms of how many fragrances are bought each year with colour
cosmetics and hair care also performing well. Mexico too, falls into the top ten markets
for cosmetics and personal care products in the world with it’s market value estimated
to be almost $20 billion dollars by 2028. Even if we were to take the consumer power of
these two markets alone, Latin America would be showing more and more dominance
in the beauty space. The reason for this growth can be attributed to a number of things;
from an econminic point of view there has been a decrease in unemployment rates
across the Latin American board leading to more disposable income, this is coupled
with the fact that brands and entrepreneurs are finally listening to the ever louder
voice of Latinx consumers who are demanding more from the beauty industry.
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WHAT DEFINES LATINX BEAUTY
The term Latinx refers to people of Latin American origin, it
covers over 20 countries and includes multiple ethnicities and
languages. It’s no secret that Latinx communities have long
been beauty-centric, in fact, 75% of Latinas agree that beauty is
an important part of their culture, beauty rituals and standards
are passed down through generations, with Latinx people
taught from an early age that maintaining a certain standard of
appearance is essential. Beauty is held in high esteem and a
focus on it is an important part of expanding the cultural fabric
that values beauty, and holds these communities together.
However, the diversity that is widespread through the many
different Latinx communities has not always been reflected in
mainstream media, or catered to by global beauty brands.

THE NEW LATINX CONSUMER
A new Latinx beauty consumer is emerging, one that is as
interested in beauty as the generations before, but the demands
of this new consumer are different. Instead of mimicking
eurocentric beauty trends these beauty buyers are fiercely
proud of their Latinx roots and want the products and brands
they buy to reflect their values. Better representation and a more
sustainable industry are at the top of their wish list.
BEAUTY, BUT MAKE IT LOCAL
The pandemic left the entire world in a state of uncertainty, a
sense of disconnect took over. As the world creeps back to
a sense of normality, consumers are seeking out brands and
products that offer them some sort of meaningful connection
to make up for the untethering of the last few years.
For brands, this presents an opportunity to take global
success stories and give them a local spin. How? By utilising
ancient and ancestral ingredients and rituals that can help
consumers feel rooted to their community, and to home.
For Latinx communities this signals a rejection of
‘whitewashing’ - or decades of adopting eurocentric beauty
ideals over aesthetics that are truer to reality. According to
trend forecaster WGSN, in Latin America, “the rise of interest
in natural ingredients has seen consumers and brands
exploring ritual and self-care through a holistic, ancestral lens,”
and a move towards accepting, and embracing “brands that
embrace the unique healing properties and natural qualities
associated with heritage and lineage.”
One way to do this is by leveraging local ingredients that
resonate with the local consumer. In Brazil there are strong
local cosmetics groups such as Natura and Boticaro, but if
they are going to penetrate more effectively then they need
to produce locally to create a deeper connection with their
consumer. Nopalera is a mexican-inspired bath and body
brand that uses a native Mexican cactus plant as its core
ingredient; the cactus is a symbol of Mexican culture as well
as being a local, and therefore sustainable, beauty ingredient.
By choosing to use such a staple of Mexican culture, Nopalera

manages to create a deep personal connection between
Latinx shoppers and their history and environment. For global
brands looking to penetrate the South American market, using
ingredients that are familiar to, and popular with the Latinx
market will not only heighten the level of personalisation but it
will boost your sustainability credentials too.
Local sourcing also plays into the idea of supporting specific
cultures and ingredients, not only in terms of appealing to the
desire to return to your roots via the brands you buy into but
also actually economically supporting people within those
communities. Mawena, for example, is a plant powered beauty
brand that works with Mayan women in Mexico and Brazil to
source tepezcohuite, a little-known anti-ageing ingredient,
that has been used in the local community for generations. In
order to retain the traditions of the Mayan women, Mawena
allows the women to source and process the ingredient using
the traditional ancestral methods.
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Global companies are already understanding the importance
of supporting local brands and communities. Puig, has
invested in independent Colombian beauty brand Loto del
Sur, demonstrating its support of niche brands as well as
lending them the expertise, and financial means, necessary
for global expansion. According to WGSN, Puig has said
that “this commitment to local sourcing and manufacturing
is a key reason for the brand’s success,” highlighting that
in today’s market it is often local that resonates better
with a consumer compared to international brands.

CELEBRATING THE DIVERSE LATINX COMMUNITY
Demand for fair representation is at an all time high,
and despite global movements calling for inclusivity
across all beauty categories, Latinx consumers
remain underserved and underrepresented.
Haircare is one of the key categories that traditionally lacked
any form of diversity, speaking to only one hair type - long
straight hair associated with western ideals. However,
in recent years there has been an increase in hairclusive
brands appealing to the wide range of hair types that exist
throughout Latin America. One such brand is Ceremonia,
although US based, Ceremonia designs products that
specifically address the hair needs of the people of Latin
America, as well as celebrating their culture. One example of
this is the scalp oil, which was inspired by Dominican Republic
hair care routines and helps to condition the scalp.
Sun protection is another area that will benefit from proper
inclusion, and education, of different Latinx communities.
It’s a common misconception that darker skin tones are
less prone to sun damage, and it’s simple - UVB rays can
cause skin cancers to all skin - sun protection is needed
by everyone. But often education around this is lacking,
particularly in Latin America where there is a wide range of
ethnicities and skin types, including white, black, indigenous
and Mestizo. Different skin types may require different
types of sun protection, or at least sun protection that feels
accessible to them, for example black skin won’t want to use
sun protections that leave a white cast. One brand addressing
the importance of accessible sun protection for all skin types,
is Envera, the skinclusive line uses the native Mexican (and
globally popular) ingredient, the avocado combined with high
tech Korean skincare to create innovative, accessible SPFs.

Research is key if you want to appeal to the broad
demographic of the Latinx consumer; to truly speak to these
shoppers you need to understand the different cultures,
backgrounds, languages, origins and skin tones and adapt
your product offering accordingly. Lipstick brand Vive
Cosmetics was founded by Latinas Leslie Valdivia and Joann
Rosario, the two women are passionate about creating a brand
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that offers meaningful representation of the Latinx community.
How have they achieved this? Not only by creating products
that appeal to their consumer, through carefully curated shade
ranges, but they also try to work with only BIPOC, WOC
and queer creatives, companies and local businesses;
everyone from the makeup artist and model to the graphic
designers are chosen to best represent their consumer.
To appeal to the unique and diverse nuances
of the Latinx shopper, authenticity is paramount.
This means using diverse representation from the
top down that speaks to the core Latinx values.
EMBRACE SUSTAINABILITY
We know that values and principles are a huge driving
factor when it comes to making purchasing decisions,
particularly among Gen Z and Millennials who are more likely
to choose a brand because of its sustainability credentials
than because it has a recognisable brand name.
Today’s consumer, rightly, expects that sustainability and
transparency are at the heart of every brand’s ethos. To do this
brands need to ensure that they put being ethical, clean and
inclusive at the forefront of formulations and messaging.
In fact many South American countries are already
implementing strict rules to encourage brands to increase
their eco-credentials. Mexico is already a world leader
in championing brand ethics and sustainability, and was
the first country in North America to ban animal testing.
While Chile has introduced a law prohibiting the use of
single-use plastics in food service (Colombia has proposed
something similar) and we expect these laws to extend
to the beauty industry in the coming years.

WHAT’S NEXT
For international brands looking to leverage their position
within the South American market they first need to connect
with the Latinx consumer. It is no longer enough to assume
that a global brand will appeal to every demographic.
Brands need to forge real connections through the use of
local sourcing and ingredients, community building, and
championing inclusivity and sustainability. We should look to
the recent example of Walmart who has sold its Argentinian
arm to the on the ground company Grupo de Narvaez. Why?
Walmart believes that the local retail expertise offered by
Grupo de Narvaez is what is needed to enable this sector
to really flourish. We can take this as further proof that to
succeed in South America as a beauty brand it is necessary to
truly understand the specific cultural differences and nuances,
and to not ignore the importance of beauty traditions and
rituals but instead respect them and embrace them. It seems
that if we are to take a step forward in breaking into this
beauty market then it is necessary to look behind us.

For more information on how IL Brand Consultancy can help you successfully expand your brand
into different markets, please contact us on info@ilbc.co.uk or visit our website at www.ilbc.co.uk.
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FOUR BEAUTY INNOVATIONS
BY TEXEN
Beauty routines are about to be shaken up by
these new patented products
Texen Beauty Partners, an expert in
turnkey packaging development,
works with major players in the
sector to create differentiated and
audacious beauty innovations.
Texen also teams up with beauty
experts in New York and Paris to
drive consumers towards emerging
trends, to offer them the new gestures
and tangible make-up and skincare
results, with the perfect combination
of pack, applicator and, thanks to
working hand in hand with renowned
formulators as well, formula.
The Twice Eyes
Texen offers a new gesture
for lash make-up with this
applicator. The innovation
is based on a brush that
pivots on its wand, allowing for
multiple angles to reach each
lash. This mechanism allows
each user to adjust the makeup gesture and to be able
tor each even the smallest
lashes in the corners of
the eye. When the brush
pivots, excess formula
is ideally laced towards
the exterior of the eye.
Where the lashes are
longer and denser. To
apply to the other eye, all
that’s needed is to turn
the applicator around.
Thanks to a short wand and
the articulated brush, the
cheek provides the support needed
for the hand, ensuring the most
precise gesture during application.
This position facilitates application
from the root to the tip of the
eyelashes for a perfectly defined eye.

The Multi-Use Pen
The last of the latest innovations is an applicator with a handle
fitted with a removable cartridge of product (make-up, skincare
or fragrance). Its airless system alleviates the risk of product
infiltration in the mechanism for perfect hygiene.
According to the type of product and formula (eyeliner, foundation,
serum, concealer, lip gloss, fragrance…), the brand chooses the
appropriate applicator (e.g. sponge, silicone micro-injected bristles,
brushes of various diameters, slim point, metallic roller ball…).
This applicator can be developed specifically
by the teams at Texen.
The Lash Up Roller
The Lash Up Roller promises to
discipline, define, enhance or nourish
the lashes with an adapted formula.
This accessory is made up of two
rollers that follow the line of the
lashes, gently curling them, Choosing
a silicone or a foam roller or a brush
makes a multitude of functions possible.
The result of an extended design process,
Lash Up Roller is adapted to a range
of different eye shapes and sizes.
The Multi Intensity Brush
Designed for the complexion, the Multi Intensity Brush facilitates creating a total
make-up look using a single brush. This practical solution is a handy space saver in
the make-up pouch. The brush is fitted with a rotating mechanism that means the
length of the bristles and the density of the tuft can be changed according to the
desired result: density, definition, contrast… Further versions can be developed for
the eyes or lips offering he same functionality. It is available with accessories that
can be integrated into the handle or sold separately.

68 www.exportmagazine.net

SPONSOR

15-17 June 2023

report

OH THAT I WERE
LIKE THE QUEEN:
THE VALUE OF
HER MAJESTY’S
WARRANTS
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.

“The Monarchy is one of
the most valuable of all
British brands. Whatever
one thinks about the
constitutional principle,
there seems little doubt that
the institution of Monarchy
adds significant annual
earnings and long term
economic value to the UK.”
David Haigh, CEO of Brand Finance

From Queen Cleopatria’s milk baths to Marie-Antoinette’s sky high hair pouf, and
more recently, Princess Diana’s penchant for power suits, royally-approved habits
have been embraced, adopted and dare one say it, copied, to no end it would seem!
It’s no wonder then, that in the UK, the Royal Warrant is a much coveted prize.
For anyone that doesn’t know already, the brand association known as a Royal
Warrant, gives corporations the chance to claim the British Monarchy’s seal of
approval, and the rest of us insight into the tastes and preferences of the Royal
Household. A royal warrant allows the holder the right to display the Royal Arms on
their product and packaging, usually for up to five years. Firms are eligible for a Royal
Warrant if they’ve supplied products or services on a regular and ongoing basis to
the Royal households, for not less than five years out of the past seven. Applicants
are also required to demonstrate that they have an appropriate environmental and
sustainability policy and action plan. But are Royal Warrants really that influential?
The answer to the question appears to depend of the popularity of the Royal Family,
at any given moment. In 2011, a survey by brand agency Coley Porter Bell revealed
that of 230 adults, 42% of respondents were indifferent to royal warrants, 42%
thought they were unimportant, while only 13% reckoned they made a difference.
The survey was conducted before Prince William and Kate Middleton’s wedding.
Fast forward to 2017. After the royal weddings of both Prince William and Prince
Harry, the royal family’s popularity was the rise. Brand Finance’s study on the
monarchy’s valuation emerges with quite a different picture of the royal warrant.
According to Brand Finance, UK businesses benefit from Royal Warrants, which
are valued at £4 billion. The reputational benefit to UK businesses (once they have
been granted a Coat of Arms from the Monarchy) was valued at £400 million.
The study claims a royal warrant can lead to a 10-per cent boost in revenue
on average for the roughly 800 British firms bearing the mark.
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Overall, Brand Finance’s 2017 study put the value of the British
Monarchy at approximately £67.5 billion. The economic benefits
generated by the Monarchy, the study affirms, comes at a low
cost of only £4.50 per person per year, or just over 1p a day. For a
rough value comparison to a similar list of major corporate brands,
prepared that same year by Brand Finance, the monarchy would
rank fourth in the world, behind just Google, Apple and Amazon.

Soon after, news articles praised the monarchy as, “A
worldwide public relations machine that exports the
quintessential brand of “British-ness” across the globe,
returning billions in revenue into our economy.”
Since 2017, the increased interest in the royal family has made
the Royal Warrant a monetizable asset, rather than merely a
prize. And yet, companies that were granted the honor by
Queen Elizabeth II stand to lose it, now that she has passed.
A look at the nitty gritty of Royal Warrants –how one obtains
a Royal Warrant and the future of those brands who will lose
them – is not only essential to understanding the distinction’s
impact on brands, but also a great way of celebrating the
Queen’s contribution to the industry as a whole.

BASICS BEHIND THE ROYAL WARRANT
The idea, in fact, dates back to medieval times when royal
charters were granted to medieval corporations or guilds, such
as the one granted by King Henri II to the Weaver’s Company in
1155. However, it wasn’t until 1840 that young Queen Victoria
felt the need to stop impostors cashing in on the royal name.
Creating a strict set of rules, she and Prince Albert ushered in the
epoque of the royal warrant, and she issued nearly 2000 British
businesses during her 63-year tenure. Indeed, Royal Warrants
are not unique to the UK & Commonwealth. The royal families of
Spain, Romania, Thailand and other monarchies also issue them.
Today, in the UK, warrant holders include companies from very
diverse trade categories (food and drink, jewelers, clothing
and accessories, health and beauty, etc.), but warrant are not
awarded to professional services such as financial & legal
services, news providers, or places frequented, such as pubs.
Around 30 Royal Warrants are granted a year, and the same
number are withdrawn. A brand can lose its warrant if it no
longer meets quality standards, is no longer sufficiently
stocked, or for a host of other reasons. For example, Rigby
& Peller, the official lingerie supplier to the Queen, lost the

prestigious title after the brand’s former owner wrote a book
which included details about fitting Her Majesty.
There are approximately 875 Royal Warrants at any one time, held
by around 800 companies or individuals. A Royal Warrant is usually
granted for up to five years and reviewed in the year before it is
due to expire, so that a decision can be made as to whether it
should be renewed for another period of up to five years. There
were three royals entitled to grant warrants – the Queen, the Duke
of Edinburgh and the Prince of Wales. Now, there are just two:
King Charles III and his son and heir, the Prince of Wales.
At present, of the 875 Royal Warrants in the United Kingdom,
620 companies received their appointment grant from Her
Late Majesty Queen Elizabeth II. For all these companies, the
Royal Warrant became void when the Queen died. A warrant
holder has two years from “the date of the death of the
grantor” to cease all existing use and/or display of the Royal
Warrant/Royal Arms, including removing it from all products,
packaging, stationery, vehicles, etc. These companies will have
to re-apply for the continued right to carry the warrant label.
And, presently only King Carles III and the Prince of Wales can
approve these applications. Many believe King Charles III will
be looking to appoint more companies that have a proven
track record in environmental issues and sustainability, and
perhaps remove the accolade from companies whom he
believes are not addressing climate change.

The Future of the Queen’s Beauty Warrants
Currently, out of about 600+ total warrant holders that were
issued by the Queen, herself, there are only 16 pharmacies &
beauty companies were listed as Royal Warrant holders issued
by the Queen. The list includes the following brands with longstandng relationships,worthy of boasting even without a warrant:
Jermyn Street perfumer FLORIS. The Queen wore a FLORIS
scent on her wedding day as did Meghan Markle incidentally.
Indeed, FLORIS had been her official perfumer ever since her
coronation. FLORIS was first appointed smooth pointed comb
maker to the King George IV in 1820. To mark the jubilee,
The company launched a limited edition with the scent called
Platinum 22, Eau de Parfum, inspired by the Royal Gardens.

230-year-old pharmacy D.R. Harris & Co., which is just a quick
walk from Buckingham Palace and the supplier of the Queen’s
triple-milled soap also held a Royal Warrant from Her Majesty.
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A recent acquirer of the distinction is MOLTON BROWN
(apparently there’s a set of Orange & Bergamot hand
wash and lotion in every bathroom at Balmoral).
This warrant is most-likely to be easily renewed, unless
the new King Charles decides to supply Balmoral’s
washrooms with a different brand of hand wash and lotion.
ELIZABETH ARDEN holds the distinction because the Queen
was a fan of the brand’s Eight Hour Cream (also a noteworthy
fact is that Diana wore its now-discontinued Beautiful Color
Lash Enhancing Mascara in Ocean Blue).
CLARINS was also given a Royal Warrant long ago. For her
coronation in 1953, the Queen commissioned the Paris-based
company to create a shade of lipstick to match her robes
for the ceremony. Her Majesty has been said to use its Hand
and Nail Treatment Cream and Ever Matte Radiant Matifying
Powder. Clarins recently launched a Platinum Jubilee hand and
nail cream duo scented with Japanese Mulberry Extract.
In fact, the list of beauty brands and pharmacies that stand to
lose the Queen’s warrant is rather short. Some speculate that
the Princess of Wales, Kate Middleton, may be given the power
to grant warrants in the near future, and that she might very
well expand the number of beauty brands associated with the
Royal family. In any case, the following companies will have to
re-apply for the right of association, or remove the Royal Coat
of Arms within 2 years: Elizabeth Arden, Clarins, Penhaligon,
Molton Brown, Floris London, Kent Brushes, Bronneley, Brian
Rafferty Hair,Hairaround, Ian Carmichael, Boots Pharmacy,
Ainsworth Homeopathic Pharmacy.

The Queen’s Awards for Enterprise
Another way in which the Queen contributed to success
British companies is by awarding them one of her awards. The
Queen’s Awards for Enterprise, now in its 56th year, is arguably
one of the most influential British business awards. There are
several awards in multiple categories which are granted for
outstanding achievement by UK businesses. These awards
are free to enter, are awarded every April, and recognize the
success of vibrant and forward-thinking companies that are
leading the way by promoting the UK internationally, innovating
via pioneering products or services, delivering impressive
social mobility programs, or demonstrating their dedication to
excellent sustainable development practices. The awards are
valid for 5 years. These awards are expected to continue to be
granted annually. This year, 232 businesses from every part of
the UK, in a range of sectors, were recognized by Her Majesty
with the distinction. Winners have reported benefiting from
worldwide recognition, increased commercial value, greater
press coverage and a boost to staff morale. The awards were
created following the recommendation of a committee chaired
by his Royal Highness the Duke of Edinburgh.
Awards are given in the categories:
• Innovation
• International trade
• Sustainable development

• Promoting opportunity through social mobility
Winners are:
• Invited to a Royal reception
• Presented with the award at their company location by one
of The Queen’s representatives, a Lord-Lieutenant
• Allowed to fly The Queen’s Awards flag at the main office,
and use the emblem on marketing materials (for example,
on packaging, advertisements, stationery and website)
• Given a Grant of Appointment (an official certificate) and a
commemorative crystal trophy.
Eligibility
An organisation can be a business or non-profit.
To apply to these awards an organisation must:
• be based in the UK (including the Channel Islands and the
Isle of Man)
• have a good compliance record with HM Revenue and
Customs (HMRC) - for example, showing the organisation
pay the right amount of tax on time
• be a self-contained enterprise that markets its own
products or services and is under its own management
• have at least 2 full-time UK employees or part-time
equivalents
• demonstrate strong corporate social responsibility.
Each of the award categories has the following additional entry
criteria.
International Trade
To apply for the International Trade award, the following
criteria must also be met:
• have made a minimum of £100,000 in overseas sales in the
first year of the entry and show year-on-year growth
• prove that the organisation has achieved outstanding
growth in overseas earnings relative to the business size
and sector
• prove steep year-on-year growth (without dips) in overseas
sales over 3 years - or substantial year-on-year growth
(without dips) over 6 years.
Innovation
To apply for the Innovation award, the following criteria must
also be met:
• have an innovation that has not been sold before
• have had the innovation available on the market for at least
2 years
• have recovered all the investments made in the innovation or
show that the innovation will recover its full costs in future
• show outstanding commercial success as a result of
innovation over 2 years - or continuous commercial
success over 5 years.
The innovation should be in one of the following categories:
• invention, design or production of goods
• performance of services
• marketing and distribution
• after-sale support of goods or services.
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Sustainable Development
To apply for the Sustainable Development award, the following
criteria must also be met:
• show how the organisation has achieved outstanding
sustainable development for more than 2 years
• provide evidence of the benefits or positive outcomes of
the actions or interventions.
Promoting Opportunity through social mobility
To apply for this award, the organisation must have a program
that supports people from disadvantaged backgrounds in
improving their job skills and their chances of finding work.
This includes doing one or more of the following, for at least 2 years:
• providing work experience or careers advice
• mentoring
• offering interview and job-related training
• making sure one’s recruitment process is open to everyone.
Proof of benefits for the following are required:
• the people supported by the applicant
• the organisation supported by the applicant
• the employees supported by the applicant
• the wider community supported by the applicant.
One cannot apply if social mobility is the main focus of the
organisation in question.

Recent Award Winners in Beauty
Hot House Beauty
Hot House, the company behind the successful tanning
brand St Moriz, won the Queen’s Award for Enterprise for its
outstanding results in International Trade in 2018.
Hot House launched St. Moriz in the UK in 2008, offering
affordable tanning products developed by salon professional
experts. After establishing itself successfully in the UK market,
the USA was the first real achievement for the export business. In
2016, St. Moriz secured more business in the USA retail market.
In 2016, the brand secured national distribution in Saudi
Arabia, a market with very little self-tanning products available.
In 2018, when Hot House won the award, Hot House was
trading in over 30 international markets and sales had
grown by 142%. In the same period, export’s share of overall

company sales hasd increased from
12% to 24%.
Europe accounted for 62% of the
brand’s export sales, North America
contributed 35% and Middle East 3%.
The company had said the award will
help the business to expand further into
more export markets.
London Lash Pro
London Lash Pro, won the Queen’s
Award for Enterprise in 2020 for International Trade (on the
basis of outstanding short-term growth). London Lash Pro
was established in 2014, and employing over 40 members of
staff in 2020. It is now a leader in the global eyelash industry
providing over 50,000 eyelash technicians with the products
they need to be able to perform lash treatments. A Bolton and
London based beauty entrepreneur, Hanna Putjato aged 35,
owns and runs global Lash brand.
Beauty Works
Cheadle-based hair and beauty company, Beauty Works, was
awarded with the Queen’s Award for Enterprise in the category
of International Trade in 2021. Beauty Works was founded in
July 2010 by Penelope, a widely regarded leader in the hair
industry, female entrepreneur, and philanthropist. She started
the business in a one-bedroom flat in Liverpool. Beauty Works
has now become one of the world’s most successful and
exciting beauty brands, selling hair extensions to more than
4000 professional salons and consumers in more than 180
countries. Over a ten-year period, Beauty Works has emerged
as a multi-million-pound global business with distributors
in the US, Europe and Dubai. Its products are featured in
Vogue, Cosmopolitan, Grazia Magazine and Glamour. And the
company’s products have been worn by Nicole Scherzinger,
Olivia Palermo, Bella Hadid and Dame Joan Collins. Three
years ago, Penelope established a partnership with social
media influencer, Molly-Mae Hague, a collaboration that has
been said “to go from strength-to-strength.” The organisation
also saw sales surge during Covid-19 – a 65% increase on
2020 – and Penelope continues to employ young women from
low socio-economic backgrounds, as well as supporting Hide
Out Youth Zone, a charity that helps underprivileged children
across the Manchester area.

For more information on how IL Brand Consultancy can help you successfully expand your brand
into different markets, please contact us on info@ilbc.co.uk or visit our website at www.ilbc.co.uk.
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ARTEM GIORGIO VEZZOSI s.r.l.
Via Contarella, 17 - I-42019 Scandiano (RE)
tel. +39/0522-856185 - fax +39/0522-983197
BabylissPRO
Green Side 1B – 400, avenue Roumanille - B.P. 20235
F-06904 Sophia Antipolis Cedex
tel. +33 (0) 493 643333 – fax +33(0) 493 648508
contact@babylisspro.com - www.babylisspro.com
BAREX ITALIANA s.n.c.
Via Grazia, 11 - I-40069 Zola Predosa (BO)
tel. +39/051-751554 - fax +39/051-752757
Contact: Mr. C. Bajesi

DZD COLOR CHART MANUFACTURING Co, Ltd
Unit 2406, South Tower, World Trade Center
No. 371-375, Huanshi Dong Road
Guangzhou, Guangdong, China
Zip Code 510095 Fax +86/20-8760-3991
tel. +86/20-8760-3992 - Fax +86/20-8760-1568
www.chinadzd.com - dzdh@chinadzd.com
ELCHIM S.p.A.
Via del Tecchione, 4 - I-20098 San Giuliano Milanese (MI)
tel. +39/02-5511144 - fax +39/02-55185141
www.elchim.it - export@elchim.it
Contact: Luca Sabbatini

BBCOS s.r.l.
Via del Lavoro, 37 - Loc.Cappellazzo I-12060 Cherasco (CN)
tel. +39/0172-495277 - fax +39/0172-499566
www.bbcos.it - info@bbcos.it

ELGON PIDIELLE s.r.l.
Via Bergamina, 7 - I-20014 Nerviano (MI)
tel. +39/0331-580166
www.elgoncosmetic.it - elgon@elgoncosmetic.it
Contact: Mr. Andrea Laudando

BEAUTYNOVA S.p.A.
Via Savona, 97 - I-20144 – Milano
tel. +39/0331-311399 - fax +39/311529
www.beautynovaelite.it - info@beautynova.com

Elizabeth Fay International s.a.s.
Via Bard, 52 - I-10142 Torino
www-elizabethfay2@yahoo.it
elizabethfay2@yahoo.it

BEAUTY SERVICE
Via Romolo Gessi, 14
I-25135 Fraz. S. Eufemia Brescia
tel. +39/030-3363045 - fax +39/030-3363812
Contact: Mr. Giannantonio Negretti

EMSIBETH S.p.A.
Via Giovanni Murari Brà, 35/G - I-37136 Verona
tel. +39/045-503044 - fax +39/045-502773

B e C Natura s.r.l.
I-47122 Forlì – Via Monteverdi, 49
Tel. +39/0543-725802
www.bec-natura.com
Biocosm’Ethics
I-36050 Cartigliano (VI) - V.le A. De Gasperi, 16
tel. +39/0424-827347
www.nevitaly.com - e-mail: info@biocosmethics.it

ETI S.p.A.
Via della Scienza, 49 - I-25039 Travagliato (BS)
tel. +39/030-6863964 - fax +39/030-6863944
www.eti-italy.com - info@eti-italy.com
Contact: Ms. Sara Civitelli
Faby Line s.r.l.
I-13100 Vercelli - Via Meucci Int. Chatillon
tel. +39/0161-215333 - fax +39/0161-250523

Brelil S.p.A.
V.le Europa, 10 - I-26855 Lodi Vecchio Lodi
Tel. +39/0371-4611 - fax +39/0371-460331
www.brelil.com - e-mail: brelil@brelil.com

Farmaceutici Dott. Ciccarelli S.p.A.
Via Clemente Prudenzio, 13
I-20138 Milano
Tel. +39/02-58721 – fax +39/02-58072358
www.ciccarelli.it - maurizio.bignotti@ciccarelli.it

BRUNI GLASS- BERLIN PACKAGING
Via C. Colombo, 12/14 - I-20090 Trezzano (MI)
tel. +39/02-484361 – fax +39/02-484361
www.bruniglass.com – mail@BruniGlass.cm

FARMAGAN S.p.A.
Via Fosso del Canneto, 34 - Galazzano 47891 - Rep. di San Marino
tel. +378-0549/905852
www.farmagan.com - info@farmagan.com

CA-MI s.r.l.
Via Ugo La Malfa, 13 - I-43010 Pilastro (PR) - Italy
tel. +39/0521-637133 - 631138
fax +39/0521-639041
export@ca-mi.it - www.ca-mi.eu

FARMEN INTERNATIONAL
COSMETICS DISTRIBUTION
Via Leinì, 150 - I-10036 Settimo T.se (TO)
tel. +39/011-8023411 (sel. pass.) - fax +39/011-8023447
Contact: Mr. G. Manzetti - Mr. G. Bassignana
info@farmenspa.com

CERIOTTI s.r.l.
Via Moscova, 21 - I-20017 Rho (Mi)
tel. +39/02-93561413 - fax +39/02-93561646
e.mail: info@ceriotti.it - www.ceriotti.it
Colordesign s.r.l.
Via Silvio Pellico, 10 - I-25086 Rezzato (BS)
tel +39/030-2190568 - fax +39/030-2198771
info@colordesign.bs.it - www.colordesign.bs.it
Contact: Mr. G. Mogni - Ms. S. Mogni
CONAIR PRO
1 Cummings Point Road - USA - Stamford CT 06904
tel. 1-203-3519000 - fax 1-203-3519180
CONFALONIERI MATITE s.r.l.
Via al Piano (Zona Industriale)
I-23020 Gordona (SO)
tel. +39/0343-42011 - fax +39/0343-42000
Contact: Daniela Battistessa
Cosm.o s.r.l.
Via Braguti
I-25020 Pralboino (BS)
tel. +39/030-9176360 - fax +39/030-9547229
commerciale@cosmohairproduct.it
Contact: Ferdinando Odorici
COSVAL S.p.A.
V.le delle Industrie, 10/5 - I-20020 Arese (MI)
tel. +39/02-93580479 – fax +39/02-93581022
www.cosvality.com
CUMBO s.r.l.
Via Michelangelo Buonarroti, 10
I-20090 Cesano Boscone (Milano)
tel. +39/02-4501581 - fax +39/02-4582623
Contact: Mr. R. Cumbo
CTL S.p.A.
Via Trento, 69
I-20021 Ospiate di Bollate (MI)
tel. +39/02-3834321 - fax +39/02-38343231
info@ctlspa.it - www.ctlspa.it
da galeno officine cosmetiche s.r.l.
Via Boscofangone, zona industriale ASI
I-80035 Nola (NA)
tel. +39/081-8210296 - fax +39/081-19735752
giovanni.festa@dagaleno.com
Contact: G. Festa
DEEVA 101 – CENTOUNO COSMETICA s.r.l.
I-63074 San Benedetto del Tronto
Via Val Tiberina, 73
tel. +39/0881-753001
info@centounocosmetica.it - www.deeva101.it
Dima Cosmetics s.r.l.
Via Galileo Galilei, 80
I-63811 Sant’Elpidio a Mare (FM)
tel. +39/0733 280228 - fax +39/0733 285843
www.jeanpaulmyne.com
Dott. Solari Cosmetics – Vertigo s.r.l.
Via Po, 2 - I-26867 Somaglia (LO)
tel. +39/0377-57613 – fax +39/0377-447210
export@dottsolari.com - www.dottsolari.com

FORFEX PRO
Münsterstrasse, 100 - D-40476 Düsseldorf - Germany
tel. 49 (0) 211-97036-0 - fax 49 (0) 211-97036-49
GA.MA® Italy s.r.l.
Via Sant’Alberto, 1714 - I-40018 San Pietro in Casale (BO)
tel: +39/051-6668811 - fax: +39/051-6668822
info@gama.eu - Contact: Mr. L. Facchini
GAMMA PIÙ s.r.l.
Via Caduti del Lavoro, 22 - I-25046 Cazzago S. Martino (BS)
tel. +39/030-7751011
www.gammapiu.it - info@gammapiu.it
Contact: W. Sartori
GI-PICCO’S COSMETICS
V.le dell’Industria, 43 - I-20037 Paderno Dugnano (MI)
tel. +39/02-9106131 - fax +39/02-99041361
Contact: Mr. S. Inguaggiato
GM KOSMETIK s.r.l.
Sede Operativa: Via Romolo Gessi, 18
I-25135 Brescia
tel. +39/030-3363011 - fax +39/030-3362602
www.gmkosmetik.com - info@gmkosmetik.com
GREEN LIGHT GROUP
Via Romolo Gessi, 14/16/18
I-25135 Brescia
tel. +39/030-3363045 - fax +39/030-3363812
www.greenlight.it - info@greenlight.it
G.V.F. s.p.a. IteLy Hair Fashion
Via Falcone, 8 - I-20080 Vernate (MI)
tel. +39/02-90093743 - fax +39/02-90093740
Contact: Mr. I. Fusaro
HACO GmbH & Co. KG
Fasanerstr. 42 - D-10719 Berlin
tel. +49/30-57700438
www.keen-hair.com – annegret.ewald@friseurhaus.berlin
HARBOR S.p.A.
Via Marie Curie, 5
I-40064 Ozzano dell’Emilia
tel. +39/051-795100 - fax +39/051-796479
www.harboritalia.it - export@harboritalia.it

INDUPLAST S.p.A.
Via Europa, 34 - I-24060 Bolgare (BG)
tel. +39/035-8354011 - fax +39/035-8354120
www.induplastgroup.com - info@induplast.it
Industrie Pagoda s.r.l.
Via Spallanzani, 24/26 - I-24061 Albano Sant’Alessandro (Bg)
tel. +39/035-501116 - fax +39/035-500894
www.industriepagoda.it - info@industriepagoda.it
Contact: Vittoria Condemi
In Italy Haircolor s.r.l.
Via Gianni Agnelli, 5 - I-25086 Rezzato Bs
tel +39/030-2793574 - fax +39/030-2793442
info@initalyhaircolor.it - info@initalyhaircolor.com
www.initalyhaircolor.com
Contact: Mr. G. Mogni - Ms. S. Mogni
INTERNATIONAL HAIR KULTURE s.r.l.
Sede Operativa: Via Romolo Gessi, 16 I-25135 Brescia
tel. +39/030-2352011 - fax +39/030-3363959
info@internationalhairkulture.com
www.internationalhairkulture.com
ITALCAPSULA G. Rotta s.r.l.
Via Mestre, 9 - I-20063 Cernusco Sul Naviglio (MI)
tel. +39/02-92101788 - fax +39/02-92102671
Contact: Mr. M. Ghiandoni
ITALIAN GROUP s.r.l.
Via Aldo Moro, 13 - I-25124 Brescia
tel. +39/030-3762669 - fax +39/030-3361077
info@italiangroup.it - www.italiangroup.it
JAGUAR Stahlwarenfabrik GmbH & Co. Kg
Ketzberger Str. 22 - D-42653 Solingen
tel. +49/212-25207/0 - fax +49/212-2520777
JAAS – Nuova Fapam S.p.A.
Via Aterno, 42 - I-66020 San Giovanni Teatino (CH)
tel. +39/085-4464776
www.jaas.it – info@jaas.it
Kaaral s.r.l.
Zona Industriale - C.da Piana Sant’Angelo
I-66050 San Salvo (CH)
tel. +39/0873-343127 - fax +39/0873-548151
www.kaaral.com - info@kaaral.com
KEPRO S.p.A.
Via Chiese, 13 - I-25015 Desenzano (BS)
tel. + 39/030-9150555
www.kepro.it - e-mail: export@kepro.it
La Dispensa s.r.l.
Via Circonvallazione, 67 - I-20882 Bellusco (MB)
www.ladispensacosmesinaturale.it
ladispensa@tin.it
LADY BURD
Manhattan office - 130 West 42nd Street, Suite 801
New York, NY-10036, USA
1.212.679.4941 - 1.800.533.0749 (TOLL FREE)
1.212.679.6415 (FAX)
L’AMANDE
Via Milano, 18/B - I-26016 Spino d’Adda (CR)
tel. + 39/0194-89829 - fax +39/0194-8135
www.lamande.it – e-mail: lamande@lamande.it
LANDOLL MILANO s.r.l.
Via Soncino, 15 - I-26010 Ricengo (CR)
tel. +39/0373-267757 - fax +39/0373/267973
e-mail: info@landoll.it - www.landoll.it
Contact: Mr. Fabrizio Luca Ascoli
Lisap S.p.A. - Hq Holding
I-20027 Rescaldina (MI) - Via Monte Lungo, 59
www.lisapitalia.com
MAESTRI ELVARES & FIGLI s.n.c.
Via Terenzin, 13 - I-42100 Reggio Emilia
tel. +39/0522-553482 - fax +39/0522 553474
www.3me.it - info@3me.it - Contac: Mr. Maestri
MAXIMA COSMETICS s.r.l.
Via Staffali, 7 - I-37062 Dossobuono (VR)
tel. +39/045-8601074 - fax +39/045-986651
info@maximacosmetics.com - www.maximacosmetics.com
MAXXelle
Via Emilio Betti, 2 - I-62020 Belforte del Chienti (MC)
tel. +39/0733-904373 - fax. +39/0733-903464
info@maxxelle.com - www.maxxelle.com
MEDITERRANEA – FRATELLI CARLI S.p.A.
Via Paressi, 11 - I-18100 Imperia
tel. +39/0183-7080
www.mediterranea.net - Contact: L. Carli
MYOSOTIS s.r.l.
Via XX Settembre, 9 - I-37129 Verona (VR)
tel. +39/045-502798 - fax +39/045-8207770
Contact: Mr. M. Mattiello
www.orising.com
NAK
14 Smallwood Place, Murrarie 4172 Australia
tel. + 617/38999133 - info@nakkair.com.au

HBS s.r.l.
Via Padre Antonio Casamassa, 87 - I-00119 Roma
tel. +39/06-5652045/6 - fax +39/06-5652150
www.jalyd.com - pzarrella@hbssrl.com

Naturalia Tantum S.p.A.
Via C. Cantù, 1 – I-20123 Milano
tel. +39/039-5300517
info@naturaliatantum.com - www.naturaliatantum.com

HELEN SEWARD HAIR PRODUCTS
Via De Gasperi, 8/A - I-20020 Lainate (MI)
tel. +39-02-93570057 - fax +39-02-93571418
www.helenseward.it - helen.seward@helenseward.it
Contact: G. Arteritano

NIKA - IBECOSMETICA s.r.l.
Via Ponte a Piglieri, 8 Int 11 - I-56122 Pisa
tel. +39/050-24461 - fax +39/050-24461
info@ibecosmetica.com - info@nika.it
www.ibecosmetica.com - www.nika.it

HSA S.p.A.
Via Ugo Foscolo, 27 - I-21050 Bisuschio (VA)
tel. +39/0332-474654 - fax +39/0332-850307
hsa@hsacosmetics.com - www.hsacosmetics.com
Contact: Mr. Stefano Zanzi

OYSTER COSMETICS S.p.A.
Via Barzizza, 37/A - I-46043 Castiglione delle Stiviere (MN)
tel. +39/0376 636290 - fax +39/0376 631911
www.oystercosmetics.it
alessandro.gnaccarini@oystercosmetics.it
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OZONO Health & Beauty
Largo Pianosa 3 – Loc. Antiche Saline
I-57037 Portoferraio (LI)
tel. +39/0565-915954
info@ozono-hb.it – www.ozono-hb.it
PARLUX S.p.A.
Via Goldoni, 12
I-20090 Trezzano S/N (MI)
tel. +39/02-48402600 - fax +39/02-48402606
Contact: Mr Parodi
PDT Cosmetici s.r.l.
V.le Cavalieri del Lavoro - I-70017 Putignano – BA
tel. + 39/080-4931509 - fax + 39/080/4055581
export@pdtcosmetici.it - www.pdtcosmetici.it
Contact: Dott. Paolo Contri
PEGASUS – PRESTO INDUSTRIES
17/218 Vasan Udyog Bhavan, 2nd Floor,
Off S.B. Marg. Opp Phoenix Mills, Lower Parel,
Mumbai – 40003 – India
tel. +91/2243151400
tanvi.kulkarni@prestocombs.com – www.prestocombs.com
Pettenon Cosmetics S.p.A. – Agf88 Holding
Via del Palù, 7/D
I-35018 San Martino di Lupari (PD)
tel. +39/049/9988800
www.pettenon.it
polydros, S.A.
C/ La Granja 23. P.I. Alcobendas - E-28108 – Madrid
tel. +34/916610042
info@polydros.es - www.polydros.es
PREVIA S.p.A.
Via Massimo D’Antona, 9/bis - I-10028 Trofarello (TO)
tel. +39/011-9624787 – fax +39/011-9624794
info@previa.it - www.previa.it
PUNTI DI VISTA s.r.l.
Via Spagnuolo, (Prov. Caivano - Aversa) s.n.c.
I-80020 Frattaminore (NA)
tel. +39/081-8362039 - 081-8354556
fax +39/081-8352800
www.puntidivista.it - puntidivista@puntidivista.it
Rebis
Via Repubblica, 36/B - I-26043 Persico Dosimo (CR)
tel. +39/0372-54396 - fax +39/0372-493181
info@rebisnatural.com - www.rebisnatural.com
RENÉE BLANCHE
I-84050 Lustra (SA) - C/da Corticelle
tel. +39/0974-839286
www.reneeblanche.it
REVI PHARMA s.r.l.
Via G.Falcone, 35
I-20080 Vernate
tel. +39/025062730 – fax + 39/02-5062802
www.revipharma.it – info@revipharma.it
REVIVRE ITALIA S.p.A.
Via Vallina Orticella, 34
I-31030 Borso del Grappa (TV)
www.revivre.com
RUDY PROFUMI s.r.l.
I-20090 Assago (MI) - Via Einstein, 2/4
tel. +39/02-48844436
www.rudyprofumi.com – info@rudyprofumi.com
SANI-FIX
P.zza Ferrari, 22/B - I-47921 Rimini
tel. +378/0549-901167
www.sani-fix.com – viliyan@sani-fix.com
Sarantis Group S.A.
26 Amaroussiou-Halandriou Str. - GR-151 25 Athens-Greece
tel. +30/210 6173635 - fax +30/210 6197081
www.sarantisgroup.com - info@sarantisgroup.com
Contact: Mr. Takis Petrou
SENSUS – G & P Cosmetics s.r.l.
Via A. De Gasperi, 8 - I-52037 Sansepolcro (AR)
tel. +39/0575-720682 - Fax +39/0575-749 923
info@gpcosmetics.it - www.gpcosmetics.it
SKYCOM s.r.l.
Via Bovi Campeggi 6 – I-40131 Bologna
tel. +39/051-524834
info@skycomgroup.it – www-skycomgroup.it
SPAZZOLIFICIO PIAVE S.p.A.
Via Palladio, 5 - I-35019 Onara di Tombolo (PD)
tel. +39/049-5993122 - fax +39/049-5993528
info@piave.com - www.piave.com
Contact: F. Gobbo
TECNO ELETTRA s.r.l.
Via Puglie, 10/12 - I-60030 Monsano (AN)
tel. +39/0731-60 54 35 - fax +39/0731-60 54 36
TROIAREUKE
#401, 4F, 8, Gukhoe-daero, 38-gil,
Yeongdeungpo-gu, Seoul, Republic of Korea
tel. +82 2. 2679. 8857 - fax +82. 2. 2679. 8859
www.mk-corp.co.kr/en - export@mk-corp.co.kr
TURATI Idrofilo S.p.A.
Via I maggio, 242 - I-10062 Luserna San Giovanni (TO)
tel. + 39/0121-955501 - fax + 39/0121-955519
www.turati-idrofilo.com - www.cottonplus.it
info@cottonplus.it
Vagheggi S.p.A.
Via F. Pigafetta, 6 - I-36024 Nanto (VI)
tel. +39/0444-639600 – fax +39/0444-639656
export@vagheggi.com – www-vagheggi.com
VITALFARCO s.r.l.
Via Antonio Canova, 8-10
I-20094 Corsico (Milano)
tel. +39/02-36526956
www.vitalfarco.com – info@vitalfarco.com

CTL is a fully independent italian company specialized in the manufacturing of
professional haircare products since over forty years.
CTL color factory is the ideal partner for study, development and production of
hair coloring solutions directed to private label.
The laboratory is the heart of the company.
CTL is able to control all phases in the production cycle, from the formula to
materials choice, from graphics to packaging, from manufacturing to finished
products delivery, guaranteeing the maximum safety, as well as extremely high
quality standards in all stages of production.
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CTL SpA
Via Trento, 59 - 20021 Ospiate di Bollate (MI) - Italy
Tel. +39.02.3834321 - Fax +39.02.38343231
info@ctlspa.it - www.ctlspa.it

