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Transvital

The new regenerating line of skincare from Transvital
is a daily ritual to preserve timeless beauty, at the
final frontier of cosmetics, regenerating the skin and
extending cell life.

A new daily
regenerating and
anti-ageing ritual
4

It has been inspired by the very latest and most significant
discoveries in dermatology and cosmetology to ensure
an extraordinary regenerating and anti-ageing action.
This compact line, made up of a regenerating cream,
eye contour and serum, is based on formulas which
contain the exclusive Skin Regenerating Complex.
This Complex contains a combination of plant
extracts, consisting of tannins, soy lecithin, plant
orsirtine peptides, hyaluronic acid microspheres,
gold, platinum and Matrix 300.

LAUNCH

GANDINI
WHEN FRAGRANCE IS INSPIRED BY ART

Gandini, a brand with a hundred years of experience
and a leading name in the Italian tradition of perfume,
is today broadening its horizons. The fragrance house,
which has created essences that have become timeless
emotions, now celebrates beauty through art.

In an exciting new partnership,
Gandini pays tribute to three
masterpieces of world art
Gandini is delighted to announce a special
collaboration with the international Getty Museum
in Los Angeles, which has one of the most important
art collections in the world. INSIDE ART is the result.
This partnership will also allow our consumers to
experience fragrances through their gaze, to discover
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new ways to feel emotions and smell a perfume
through the famous canvases of great artists.
Be inspired by the most famous artists such as
Vincent Van Gogh, Claude Monet and Eduard Manet.

A sensory journey that enthrals and surprises
The olfactory pyramid of Iris opens with Apple, Green
Leaf and Tangerine, which introduces the floral heart of
Iris, Jasmine and Cyclamen. The fragrance base notes of
Musk, Cedarwood and Vanilla put a seal of persistence
and sensuality on the whole composition.
Spring Harmony has the lively top notes of Lychee
and Bergamot as a prelude to the rich yet delicate
heart of Damask Rose, Freesia, Magnolia and Lily of
the Valley and the base notes of Cedarwood, Amber
wood and Musk confer depth and warmth.
Sunrise over the Sea opens with a Marine Accord,
evoking the seashore setting, heart notes of Jasmine
and Myrtle and base notes of Tonka Bean, Cedarwood
and Guaiac Wood for exotic sweetness.

LAUNCH

COLLISTAR
MILANO
IMPECCABLE MAKE-UP
The key values of Collistar have always been Italianness
and a scientific soul. These continue in the new chapter
of Collistar’s history, with innovative and sustainable,
simple and naturally efficient make-up.
Its ambition today is to create highly advanced make-up
which exalts every woman’s natural beauty and makes
her feel good and self-confident.

Impeccabile Mascara
This is the first totally recyclable mascara by Collistar
Milano, with 90% of ingredients of natural origin . In
an intense black, which gives depth to the eyes, it
allows obtaining immediate and progressive volume,
length, definition and curve from the first application.
The ergonomic applicator allows reaching even the
shortest lashes for a long-lasting result and without
clumping or smudging. Its soft and buildable texture
allows shaping the lashes for impeccable eyes.

Impeccabile Concealer Stick 24H
This is the perfect beauty
gesture to minimize blemishes
and imperfections, dark circles
and
undereye
puffiness.
Moisturizing and protective,
the new formula conceived
by Collistar Clean Research
contains precious sustainable
skincare active ingredients
and is fragrance-free as well as
water-resistant. The texture is
silky, soft and sensory, thanks to
its great smoothness and allows
easy application and blending
in for a long-lasting 24H natural
matte effect. It is the final touch
for impeccable make-up.

Impeccabile Long Wear Foundation
Impeccable Long Wear Foundation No Transfer
SPF 15 is the perfect combination between
make-up and skincare. A multipurpose
foundation with an oil-free formula, it has a
silky and sensory texture and gives the skin
a natural matte finish. Like the Mascara, the
packaging is recyclable. It comes in 12 shades,
divided into three different undertones
(neutral, yellow/golden and pink) to satisfy
every type of nuance of the skin. Its fragrance
has been specially composed, based on
the Italian white rose, to enrich the sensory
experience of application and wear.
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Collistar Milano
renews its
make-up in the
formulas and
packaging
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COLLISTAR
MILANO
NEW ATTIVI PURI SKINCARE

The Collistar range of Attivi Puri grows with the addition of new
products, the first based on Salicylic Acid, the other a boosted
formula based on Hyaluronic Acid for the eye contour.

Salicylic Acid Anti-Blemishes
A dedicated molecule, Salicylic Acid, takes the
leading role in the new Attivi Puri products to fight
blemishes and minimize pores. By freeing the pores
and gradually refining the grain of the skin and acting
exclusively on the stratum corneum without attacking
the underlying cells, it has a beneficial anti-blemish
action. Collistar Clean Research has selected a latest
generation Salicylic Acid and combined it with specific
complementary active ingredients to work in synergy.
The formula thus also contains Niacinamide, Succinic
Acid and Gallic Acid. Salicylic Acid + Niacinamide Lotion
with a non-oily texture has an effective purifying
action, minimizes blemishes and promotes the
penetration of the complementary active ingredients.
Skin is gradually purified and free from blemishes
and pore sizes are reduced. The complexion looks
radiant and even from the first applications. Salicylic
Acid + Succinic Acid Anti-Blemishes and Purifying

10

New products based
on key ingredients
for the beauty and
well-being of the skin
is a treatment in concentrated drops that gradually
purifies the skin, freeing from blemishes. The skin is
less shiny and looks visibly smoothed. Salicylic Acid
+ Niacinamide Anti-Blemishes Sebum-Regulating is a
lightweight cream that purifies, soothes and mattifies
the skin. The skin is balanced and strengthened,
redness fades and shine is kept under control.

Hyaluronic Acid + Peptides Eye Contour
To fight the effects of an irregular lifestyle
and the passing of time, Collistar Milano
has boosted its best selling Hyaluronic
Acid + Peptides Eye Contour with a new
formula that is even more effective
and clean. The new formula contains a
special combination of 4 Hyaluronic Acid
with four different molecular weights.
Associated with three special peptides
that activate the main biological functions
on which the vitality, youth and beauty of
the skin depend. With a lifting, depuffing
and anti-dark circle action, this serum-gel
protects the delate area of the eye contour
from damage caused by blue light.

COMPANY

ATELIER
FRAGRANZE
MILANO
A 100% Italian DNA
An Atelier where creativity,
brilliance, quality, sur mesure
and tradition are mantras!
AFM’s Manifesto is based on 4 key points: the
importance of Italian Heritage; the leadership of
creativity over data; free and disruptive creativity;
and a bold vision of the creative process.
These dots all connect together in two creations of
Trussardi’s Luxe collection ‘Le Vie di Milano’, where
AFM signed ‘the Italian Artists of Via Solferino’
and ‘The Courtyards of Castello Sforzesco’. These
fragrances were created for Trussardi Parfums by
AFM with Angelini Beauty as licence holder.
The idea was to capture in a bottle the true essence
of Milan, a rich cocktail of style, elegance and Italian
creativity. “Creativity is definitely our watchword,
this is a new approach to olfactory creation, capable
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Luca Maffei and Antoine Lie (Noses)

of placing the individual at the center, hence ‘Human
Centric Perfumery.’ Today the consumer is looking
for true, genuine emotions,” says Luca Maffei, Ceo
and Nose of Atelier Fragranze Milano. “Our creations
therefore aim to be evocative, to tell stories that
make the consumer’s heart vibrate, that make them
live unique and memorable experiences.”
One of Luca’s most recent signature wins
represents all of this; Ierofante by Parfum Quartana
is a fragrance that embodies the desire of letting
emotions speak through fragrance. As Joseph
Quartana tells us, “Ierofante is like a spaceship
that, instead of launching into the void of the
universe, throws us right into ourselves, within our
souls, towards that place that’s so intimate and yet
capable of reaching the impossible, a place that we
have all forgotten a bit about.”

COMPANY

This approach has already proved to be successful!
@ the 2022 editions of the Italian Academy of
Perfume Award and the Art and Olfaction Awards
in Miami, AFM made it to the finals with 3 and 2 of
its creations, winning the prestigious Accademia
del Profumo Award with Aphélie by Trudon as Best
Artistic Perfume within Independent Brands.

Micaela Giamberti (Fragrance Division Manager)
and Marco Maffei (President)

“Perfumery has become ‘too analytical,’ the
method AFM has adopted aims to get closer to the
customer’s vision, to understand it, to interpret it,
and to transform it into an olfactory expression
that has a soul,’” confirms French Nose Antoine Lie,
creator of many best-selling fragrances and AFM’s
senior perfumer. “Perfume must be considered as
an art, not a science, and it has to be involved in a
creative dialogue, not in analytics.”
Micaela Giamberti, manager for more than 20 years
in the industry and Fragrance Division Manager at
AFM insists on the importance of the new consumer,
deeply transformed by these Pandemic years,
and the new retail experience that now needs to
motivate and emphasize the physical presence.
Many studies confirm this: the consumer is hungry
for experiences that are powerfully innovative, that
open the heart and mind, and that manage to make
their way through the multitude of impulses they
receive every day.
We know that human beings tend to remember
35% of what they smell compared to 5% of what
they see, 2% of what they hear and 1% of what they
touch, and we also know that the olfactive memory,
involving the emotional center, is the most powerful
memory at our disposal. Therefore, we are
confident that we can provide our consumers with
unique and unforgettable experiences through
fragrances built on these new values, representing
strategic keys to give what the consumer really
wants and to build loyalty.
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ASTRA MAKE-UP
AN AUTUMN TO THE RHYTHM
OF ASTRA MAKE-UP WITH THE
VIRTUAL DUOVERSITY COLLECTION
After the unforgettable experience of the last
edition, thanks to Brand Solutions, a department of
Sky Media, and Fremantle, Astra Make-Up confirms
its role as Official Partner of X Factor, produced
by Fremantle, for this 2022 edition as well, on the
air from 15th September on Sky and NOW. The
partnership between Astra and X Factor celebrates
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a universe of important values that the Brand shares
with the TV programme. The combination of beauty
and music is very important for the brand’s music
is an extraordinary vector of energy and emotions,
the vibrations of which can go beyond the barriers
of generations, culture, borders and bring the
uniqueness of each person to the surface.

COMPANY

Created for the 2022 edition of X Factor
Just like X Factor, this year Astra also continues to
embrace the themes of diversity and inclusion,
carrying forward the project of #BEAUTYISDIVERSITY.
Astra is accessible to everyone beyond every barrier
and gender, an approach which now includes every
aesthetic, cultural and social difference. The Astra
Make-Up team of professionals, guided by the great
expertise of the Global Senior Make-Up Artist Daniele
Batella, will work side by side with the contestants and
creative direction to create all the looks that will exalt
the performances of the talents. Contributing to giving
them further performing strength for unforgettable
moments on the stage. Astra Make-Up puts at the
disposal of the 2022 X FACTOR production, as well as
all its very rich sample of products, which range from
skincare to prepare the face, to bases to perfect the
complexion and all the powders, pencils, eyeliners,
mascaras and lipsticks for marvellous looks… but
it has also created a make-up collection or this
rendezvous which will immediately become an object
of cult amongst #astralovers: VIRTUAL DUOVERSITY.
Virtual Duoversity inaugurates transhumanism in
beauty: a world in which the ego and the alter ego are
equivalent, in a game of reflections and celebrations
of the self. A non-place where creativity and
personality in cybernetic souls, avatars of supreme
beauty capable of wearing their individuality at
its best. Colour as an instrument of expression is
declined in dazzling textures like the neon lights
in the darkness of a club, lines of demarcation
between he real and the virtual which invite being
broken and deconstructed. The collection comprises
four palettes of pressed glitter, Virtual Cult and six
eyeliner + mascara duos, Duoversity.
VIRTUAL CULT Glitter Palette is the eye palette
that transcends reality with selection of nuances
in sparkling pressed glitter which, like pixels, can
build up 3D and elaborate looks. Priceless dazzle,
reflecting particles capable of enhancing the eyes
with an immediate gesture: for a full and covering
result, the product should be applied with the
fingertips directly on the eyelids, pressing down
lightly on the skin. If, on the other hand, a graphic
effect is desired, the glitters can be applied with
an eyeliner brush or a flat bristle brush. Virtual
Cult does not need a primer or adhesive for glitter.
FUTURE NOSTALGIA
PINK METAMORPHOSIS
BIONIC MERMAID
TOKYO PARADIGM

DUOVERSITY

A unique instrument, a hybrid exalter of beauty in
its uniqueness: Duoversity is the Eyeliner + Mascara
duo presented in six iconic matching shades to
show the real soul of the eyes. Brash and aggressive
combinations are alongside frivolous and sparkling
colours. The eyeliner side shows full colour from the
very first coat and assures very long wear without
smudging. The fluid and smooth texture is water
resistant and perfect to create graphisms that can
resist any atmospheric condition or simple lines that
can exalt the eyes with a flash of colour. The mascara
side promises panoramic and very colourful lashes,
thanks to the applicator which can comb them from
the roots to the tips, leaving the right quantity of
texture on them. The formula contains sunflower
wax which helps keep them elastic and workable.

Cryogenic Love
Ethereal Beat
Acid Lounge
Cloned Heart
X-tactic Fairy
Cyber Barrio
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ORBICO
beauty

A fully integrated partner for overseas
beauty brands wishing to reach Europe
The big opportunity for
Brands to reach Europe
Europe alongside the US is the largest cosmetics
and personal care market in the world estimated
to grow significantly in coming years. Entering such
a competitive environment is very challenging for
Brands outside of Europe. If you are interested to
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discover Europe and present your Brand to the main
players over there, you need a trusted, financially
stable partner with extensive knowledge of the
market and long-term experience in the development
of cosmetic brands in various markets and creating a
suitable marketing strategy to support market entry,
Orbico is the right choice for you.

COMPANY

in 18 countries across Central and Eastern Europe,
with main markets in Germany, Austria, Poland,
Czech Republic, Slovakia, Hungary, Croatia, Slovenia,
Romania, and Bulgaria.

E-commerce

This family-owned group represents global
Brands across diverse categories – Beauty, Salon
Professional, Style, FMCG, and Tourism. Beauty
companies cover the brick-and-mortar business

E-commerce is becoming an integral part of the visual
presentation and sale of brands and Orbico Beauty companies
have the answer for that as well. Orbico covers all major online
stores in Europe, including the main market players Zalando,
Flakoni, Notino, Sephora and Douglas e-com, Eccoverde, and
many more. The company ensures, that the smooth delivery
of goods and proper marketing and digital plans to build up
Brand awareness in all European countries, including those
where Orbico Beauty is not present in the brick-and-mortar, is
just perfect. The company was founded in Switzerland in 1987
by Branko Roglic. He, together with his sons Stjepan and Josip,
is still actively involved in the company’s daily business from the
position of the Supervisory Board. The Management Board with
its CEO Jure Trsan is responsible for managing all the businesses
and operations within the Group. The Beauty business is
supervised by Irena Novinec at the Board level, the COO of
Beauty and Style companies. Orbico Group aims to achieve a
turnover of EUR 3 billion EUR in 2022 and to grow significantly in
the period ahead. Orbico offers different solutions to answer the
needs of its partners. Being the distributor for almost 35 years,
and having worked with Brands like Chanel, Dior, LVMH, Esteé
Lauder, Clarins, PUIG group, COTY, L’Oréal, Shiseido, L’Occitane,
Antipodes, Bogart Group, Tangle Teezer, and many more, the
great relationship with retail chains, extensive knowledge of the

market, creative ideas to animate the Brands and build up the
awareness, these are all the main building blocks that participate
on creating a successful business development strategy and
contributing to the stable growth of our Brands. The creative,
innovative, and experienced teams with a passion for Beauty are
the main contributors to achieving the long-term development
of entrusted brands. The flexible organization is always ready to
adjust to the market or Brand’s needs. To help Brands manage
more countries with different languages, currencies, retailers,
etc, Orbico established the Cluster structure, with the benefit
of a Cluster manager being one point of contact for the Brand.
The logistic part of this solution can follow. The simplicity and
effectiveness of this setup in daily business, communication, and
transfer of the Brand strategies to everyone involved are highly
valued by the partners. Orbico Group Operations is the engine
behind it all. Digital department with extensive knowledge of the
field, involved in the planning of the marketing campaigns and
advising the proper strategy for each Brand, customer, and market
with the support of a strong media agency; human resources
and training center to develop the skills of the employees, IT and
logistic solutions. Highly automated distribution centers in our
main countries in convenient locations offer fast cut-off delivery
times for the regions answering the needs of different distribution
channels, including e-commerce and brick-and-mortar.
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Some questions for Lenka Kopecká, Orbico Beauty
Area Director (Poland, DACH, Czech Republic, Slovakia)
export magazine: Can you please
describe the trends in Europe and what
are the Brands you are looking for?
Lenka Kopecká: Orbico Beauty is very
well established on the market working with
big players in the beauty industry for 26
years already. We can provide all solutions
to the Brand’s needs. When it comes to
further development of our company, we
will be more than happy to help overseas
Brands to enter Europe and grow their
business in this region. We are currently
looking for a long-term partnership, willing
to support innovative and creative Brands.
Regarding the portfolio, the trend for the
coming 5 years is to meet the growing
demand for cleaner and greener, crueltyfree beauty products, that are concerned
about the environment. Young women are
also interested in trying beauty vitamins.
Globally, the sector is highly innovative and
science-driven with established premium
Brands that build up Brand awareness
very carefully. Celebrity beauty brands are
another trend that still resonates especially
among younger customers, living more in
the digital world. Influencers are important
role models and there is growing demand
to identify with this world. The omnichannel
experience and customer communication
are key to success, the Brand needs to have
it all ready and adjustable to the needs
of each market. The content should be
innovative and authentic at the same time.
EM: What is the main advantage you can
offer to the new Brands interested to
grow thru Europe?
LK: I have always been amazed by producers
and Brand owners that are developing new
products, concepts, and ideas, investing
a lot of money into research, ingredients,
and brand building. There comes a time,
when domestic or markets within easy

geographical reach are not enough
anymore and further development of the
Brand is needed. To open new territories
is always difficult, one must deal with a
lot of challenges at the same time when
the registration and legal process is just
the first and often the easiest part. We are
not just a distributor; we are a solutions
provider. We are ready to help the Brands
bloom across Europe and use the tools,
that suit their strategy most. We can do
the full distribution job meaning to import
the Brand to Europe, negotiate with and
open suitable retail channels, prepare the
marketing strategy for each country and/
or retailer, and execute it. We concentrate
on retail perfection, animations, and
retailtainment activities as well as PR,
marketing planning, digital media, and
influencers. But we can for example also
help the Brand with logistic solutions for
the full territory of Europe (including the
countries we are not present with the
company). Our main advantage is in the
scale we represent and the countries we
cover. We are a well-established, financially
stable company with a flexible organization,
that is constantly adapting to the market
and Brand’s needs. We are answering the
market dynamics and cooperating with big
European e-commerce players.
EM: This is a very interesting point since
e-commerce is growing rapidly and
becomes one of the key pillars in the goto-market strategy. Can you describe go
more in detail and describe the way you
operate?
LK: Yes, e-commerce is of great importance
and the Covid pandemic just speeded up the
process. We are aware of this opportunity
and therefore we are co-operating with
the main European e-commerce players
delivering them Beauty products and

covering all territory of Europe. We have a
logistic center and a team based currently
in Prague, Czech Republic and we ship the
Brands to warehouses across Europe. But
we are not just a wholesaler, we offer full
service to our partners, support the sell-out
of the Brands, invest in digital marketing,
monitor the performance of the SKUs, follow
up and improve the sell-out and rotation. We
are currently cooperating with Sephora and
Douglas e-commerce teams (here we cover
the retail stores in our countries as well, of
course), Zalando, Notino, Flakoni, Parfum
Dreams, EccoVerde to name the most
important ones. With Brands, that need to
build up awareness, we prefer to agree to
start with supplying e-commerce players
first, amaze them, and when the basics are
set up continue listing the products to the
brick-and-mortar as well.
EM: So, to conclude, who is the right
partner you are looking for?
LK: As I have mentioned above, we are
looking for Brands that are ready to go big
in Europe. We do not need (and even do
not recommend) to cover the full territory
immediately, we prefer to go step by step
and be sure that we establish a successful
long-term business partnership.
The Brand needs to have all the necessary
tools ready and have good communication
that will be attractive to the final customer.
It is also important for the Brand to
understand, that pricing policy should be
consistent worldwide and that we are the
middlemen between the Brand and retailer
with huge added value and the final deal
should reflect that.
Claudia Stagno
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ROAR
DECLUTTERING BEAUTY
Davide Bolgé, with great international
experience as Brand Specialist and Art
Director, has created this brand which
has a heterogeneous “cross-pollination”
approach to create a unique beauty project.
Roar® is 100% Swiss and based
on three important pillars:
Agility, Audacity and Elegance.
Its supply chain is international,
in search of excellences similar to its
own and which can correspond to high
standards of sustainable production.
22

But what is Roar®?
Roar® presents a completely innovative concept of
make-up, Rock’n’Roar, a versatile and multifunctional
product line. Thanks to the new concept of “Agile
Multi-Purpose Make-up” (AM-PM), anyone can
create make-up that can exalt their natural beauty in
short time and without any particular skills.
The revolutionary long-lasting “Cream-to-Powder”
texture adapts perfectly to all types of skin, ethnics,
ages and genders. It promises a versatility never
experienced before, to be discovered in complete
safety and without limits on eyes, cheeks and lips,
from dawn to sunset. 24 shades on the playlist with

LAUNCH

a rock soul (with names that are a nod to some of the
most iconic songs in the history of music), such as “I
Just Can’t Red Enough”, “I Shot the Cherry”, “Wish You
Were Green” or “Brownie Be Good”) to mix, blend
and layer to create looks that re always different, with
velvety, metallic or iridescent finishes and effects
for an infinite potential of combinations, Roar®
with a single product allows
replacing, performances being
equal, up to nine make-up
references. Transparency and
sustainability are essential
for a Swiss brand, and Roar®
proudly
claims
as
its
characteristics Clean Beauty,
Vegan and Cruelty Free. The
whole chain of production
and the formulation of the
products is traceable, and the
credo “Less is More” has been
transformed into “Less is
Roar”, as it has contributed to
reducing the environmental
impact and the exploitation
of raw materials by up to 85%
compared to any other brand
currently on the market.

From Switzerland,
a new beauty project
that is unique of its kind

Connected Packaging
This new exclusivity in the
beauty sector is a modern idea
of applied agility that dialogues
perfectly with mobile devices.
The Connected Pack makes
every single reference unique,
guarantees the complete
traceability of the supply
chain, anti-counterfeiting and
the completeness of the product after opening with
the ePAO (Electronic Period After Opening) check.
Simply by putting the smartphone nearby, the Roar
ID app lets the consumer activate a set of innovative
functionalities and with exclusive contents.
The consumer can thus obtain, simply and
immediately, all the technical information linked
to the individual references, made-to-measure
advice according to the characteristics of their
face or particular needs, quick answers to solve
any topics, updates on new looks and inspiration
to use the products.

Distribution
Roar® aspires to be international and its expansion strategy
has been outlined with this presupposition. After the official
launch in September 2022, the brand will arrive in brick-andmortar stores and in the own online store. The brand will
be distributed in Italy by DISPAR S.p.A., where it will assert
its style without compromises. As it take root in Italy, new
markets will be opening, so that in 2023 Roar® will be present
in many parts of the world.
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NEON
HIPPIE
“PEACE, LOVE AND MAGIC SKIN”

Neon Hippie is a brand founded by two beauty brand
creators and product developers, Nicole Ostoya and
Christina Lozano, when they discovered the synergistic
effects of mushrooms. Using their natural properties and
pairing them with the calming, otherworldly nature of CBD,
their research led them to the pioneering chemist Florence
Nacino, who has formulated some of the top selling beauty
products to date. Together, they have developed the first
skincare collection made with a mushroom complex that
empowers nature’s hero ingredients.
Neon Hippie is a serious skin care brand with a feel good
attitude. As Nicole Ostoya says, “Neon Hippie is seriously
happy skin care. Serious science and ingredients in our
formulas that are effective and a personality that brings a
little joy to your daily routine.”

A proprietary blend of seven
skin-transforming mushrooms,
the 7 SHROOM complex
for feelgood skincare
24

COMPANY

The 7 Shroom Complex
and single source CBD
The 7 Shroom Complex is a proprietary mix of
hero mushrooms (chaga, reishi, shiitake, tremella,
trametes versicolor, cordyceps and coprinus) that
make the skin feel magical. Each of these ingredients
has an effect of its own, but when blended, they

quench eco-damaged textures and promote
cellular turnover. The products nourish, smooth
and soothe skin. The 100% organic, chemicalfree, single-source hemp for the CBD in some of
the formulas is also grown at Morning View Farm,
which meet the purity, sustainability and sourcing
standards of Neon Hippie.

The products
Aura Cleanse Pure Skin Facial Cleanser is enriched with the 7 Shroom Complex to clean deeply without
drying and leave skin soft, supple and ready for the day. Neon C is a 20% Vitamin C serum with the 7
Shroom Complex. Neurolux Peptide Face Cream + CBD is supercharged with single-source CBD from
Morning View Farm in Oregon and the 7 Shroom Complex. Electric Flower Serum Hybrid Serum + Oil
has a supercharged formula that is both a serum and a face oil in one. It leaves skin deeply satisfied.
The formula is clean with natural ingredients and supercharged with the 7 Shroom Complex. Cosmic
Concentrate is based on a mixture of four hyaluronic acids and Zanthalene ®. Super Luxe Face Oil
contains Plant Squalane + Marula, as well as the 7 Shroom Complex and CBD. Lucid Lip Recovery Serum
+ Oil + CBD has a vibrating tip for easy massage application. Lastly, for the eye contour, Whipped Eye
Cream based on Cucumber and Avocado is rich and smooth to care for the eye contour area.
Neon Hippie is a serious skin care brand with a feel good attitude.

The range will be launching in February in Neiman Marcus
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ENCINA
A NEW WELLNESS BRAND CREATED
BY AUGUST ALSINA
New Orleans-born August Alsina has been an
important name in the music world for ten years
now, since the launch of his first project in 2012,
“The Product” and his single “I love this shit” featuring
Trinidad James. Alsina’s music generally falls into
the R&B category, often fusing it with hip hop. His
subsequent projects have included “The Product III:

26

stateofEMERGEncy” which launched at the same time
as his documentary of the same name. Most recently,
August has used his music as an outlet to share his
state of well-being including developing a song for
the launch of his skincare brand. The song, “Beautiful
Way”, talks about falling in love with your self-reflection
and being comfortable in your own skin.

LAUNCH

The acclaimed music
artist launches a
non-gender brand for
skincare and wellness
The turning point
In 2017, August was diagnosed with Guillain-Barré
syndrome, a rare disorder in which the body’s
immune system attacks the nerves. This life-changing
experience, together with other dramatic events in his
life, forced August to relearn about himself, his strength
and his approach to caring for his health and skin. This
inspired his venture to create a brand that would keep
the skin, the body and soul aligned with wellness. The
result was Encina Wellness, with ingredients derived
from nature to take care of the largest organ that the
body possesses: the skin. Encina is Spanish for holm
oak, one of the key ingredients in the products, and
the word from which August’s surname originates.

Encina is genderless: the combination of being
developed with inspiration from nature’s ingredients
and made for melanin skin is a powerful combination
for this new era of skin care demands from a
generation demanding more from brands. The brand
is deeply rooted in Alsina’s culture and demand for
inclusion of all skin types with a focus on helping you
charge your melanin.

Made for melanin and non-gender
The products in this non-gender brand are all without
mineral oils, synthetic colours, toxic chemicals, GMO,
alcohol, paraben, gluten and petroleum and they are
not tested on animals. With a focus on melanin rich
skin, this range focuses on specific skin concerns that
have not been addressed. The research and testing for
encina includes deep skin tones where traditionally
products are only tested on fair or light skin tones.

The products
Begin Again Cleanser has key ingredients of Oak Extract,
Carrot Seed Oil and Rose Oil, leaving skin cleansed,
soothed and supple. Infused Wellness Cream is based
on Oak Extract, Jojoba and Vitamin E and CBD. The
3-in-1 Super Elixir has Oak Extract, Vitamin E, Squalene
and Niacinamide, to smooth skin, moisturizing it and
minimizing the appearance of pores. Stripped Powder
Exfoliator contains Bamboo Exfoliator, a natural
exfoliating powder derived from bamboo stems and
is 100% renewable and biodegradable. The packaging
reflects one of the key ingredients of the product, Oak
Extract, with tree rings across the front and sides of the
boxes. Additionally, each box features a member of
August’s family. Both males and females from different
walks of life are shown to represent that skin care is for
everyone, regardless of skin type, age or gender.
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BLONDESISTER
A new all-female multipurpose brand
based on versatility and sustainability

Carolina Amirfeiz is the young (29 years old) founder of Blondesister, a new allItalian and all-female brand of make-up that aims to let women express the best
version of themselves. The idea of creating multi-purpose products aims to make
them easy to use for complete make-up looks but also to reduce the production of
packaging, with the ultimate aim of protecting the environment.

The products
The Blondesister mascara 4 in 1
Mascara Click & Turn, is the only 4
in 1 mascara, which with a simple
click, allows changing the shape
of the applicator four times, for
lashes going from natural to
explosive. It comes in two colours
Ultra Black and Milk Chocolate.

2 in 1 It’s Up To You Stick has a soft,
smooth and luminous texture
and a coconut fragrance. It can
be used on lips and cheeks and
is ultra-smooth to apply. It is
available in five different shades.
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Ready To Glow Highlighting Stick
has a light and creamy texture
and is light and comfortable.
The colour is a neutral gold that
adapts perfectly to all skin tones.
Gloweye Liquid Eye Shadow is a liquid
eyeshadow with a gelled formula:
its particular gel consistency
makes application easy and
improves cohesion and comfort.
Easy to apply and buildable, it
can be mixed with other products
for a personalized result. The
incredible brightness comes from
the synergy between the base and
a mix of luminous spheres. It is
available in four colours.

3 in 1 Lip Oil Cute Lippy is nourishing,
lightweight, comfortable and rich in
oils for constantly flawless and soft
lips. It can be used as a lip treatment
but also as a lip gloss thanks to its
non-sticky texture. Available in two
colours and fragrances, pink with
coconut aroma and lilac with red
fruit aroma.
2 in 1 Tinted Lip Oil Sweet Gloss
is an innovative lip oil which,
thanks to the hybrid formula
between make-up and skin care,
moisturizes, colours, brightens
and leaves lips soft. Available in
three colours, the formula is the
same the Lip Oil.
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EVENTS

TFWA
CANNES
A MOOD OF CONFIDENCE
WITH ALMOST 6,000 VISITORS

For the 37th time, the TFWA World Exhibition and
Conference closed its doors on Thursday 6th October,
after an event that had hosted 5,983 visitors (up to
midday that day), a figure of 77% more than the 3,373
visitors of 2021. The figure compares to the 7,215
visitors at the equivalent point in the pre-Covid 2019
show, which was a record attendance.
The total number of visitors included 2,095
representatives from duty free operators and
landlords, more than double the 221 total, and down
by 12% compared to 2019. The audience for the TFWA
World Conference, held on Monday 3rd October, was
made up of 1,179 delegates who listened to TFWA
President Erik Juul-Mortensen and a selection of
speakers from within and beyond the industry.

The show came to an end
on Thursday 6th October
with excellent figures
in terms of visitors
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177 delegates attended the Airport Forum workshop,
sponsored by Kering Eyewear on Tuesday 4th
October, while 23 attended the Innovation in Action
workshop the next day Wednesday, 5th October.
With a large number of brands hosting larger stands,
this year’s exhibition occupied a total of 20,751
square metres, up from 12,190 square metres in
2021. 387 companies exhibited, 57 of which were
new exhibitors. These first-time exhibitors came
from 8 sectors and from as far afield as Ghana, Saudi
Arabia and the Republic of Korea.

With innovation at the heart of this year’s event,
TFWA i.lab offered delegates and participating
companies a wide range of opportunities to connect
and collaborate. Subjects including mobile and
digital technology, data analytics, e-commerce.

Traveller research, sustainability and corporate
citizenship, were explored during the event.
The well-attended social events once again confirmed
that face-to-face networking opportunities remain a
top priority for industry colleagues across all sectors.
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Hosted at the Carlton Beach, 1,600 guests attended
the TFWA opening “Get Together” event while
between 500 and 800 guests enjoyed the TFWA
Lounge. After-work sessions and at the highest
attendance peak on Wednesday night, 2,358 guests
joined the TFWA Lounge: night-time session.
The comments of Erik Juul-Mortensen, The TFWA
President, confirmed the more than satisfactory
results of this year’s Exhibition and Conference: “In
this, the 75th anniversary of the duty free industry,
we’re very happy with he outcome here this week, in

terms of exhibitors, square metres of stand space,
delegates and buyers in attendance. A real mood of
confidence has been confirmed by the conversations
taking place around the event all week. We look
forward to the future with confidence and by the
time we are back here in Cannes next year, I’m
convinced we will be flying at full height once again.
We close our books today, and thanks to our
prudence in the past, our finances are in a strong
position, We are well placed to continue supporting
the industry going forward to next year and beyond.”

TFWA ASIA PACIFIC EXHIBITION
AND CONFERENCE TO CONTINUE
BEING HELD IN SINGAPORE
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An agreement has been sighed with the
Singapore Alliance group of partners (including
DSV Solutions, Experia Events, Faces of Asia,
Kingsmen, Marina Bay Sands, REALM Events
and the Singapore Tourism Board) confirming
that the country will host this event, one of the
most important in the duty free and travel retail
calendar, from 2023 until at least 2026, with
an option to extend the agreement. Singapore
Airlines will be the official airline for TFWA Asia
Pacific Exhibition& Conference and the event will continue to be held in May each year. The 2023
show will take place at the Marina Bay Sands Expo and Convention Centre in Singapore from 7th
to 11th May. As Erik Juul-Mortensen commented, “The decision to host our event here is sound for
many easons, The qulity of the infrastructure is outstanding, the city is extremely dynamic and
business-friendly, and there are significant plans underway both at Changi Airport and Marina Bay
Sands to enhance what are already first-class facilities. As a business centre and a travel hub with
highly impressive connections to all corners of the world, it s an unrivalled choice of location.”

EVENTS

ASUTIL

Conference to return in June,
managed by TFWA

The ASUTIL Conference will be returning in-person
in 2023 for the first time in five years, and will be
managed by TFWA. The event will take place on
Wednesday 7th and Thursday 8th June at the Hotel
Hilton in Puerto Madero, Buenos Aires, Argentina.
This will be the first time the ASUTIL Conference has
been held in Buenos Aires since 2005.
The agenda will follow the same format as the
last conference in Rio de Janeiro in 2017, in which
changes had been made to the traditional format.
The event will begin on Wednesday 7th June with
industry leaders speaking on some of the prevalent
topics affecting the duty free and travel retail
industry at the titular conference.
Attendees will then sit down for lunch before
operators and suppliers will meet during the allotted
networking time in the afternoon. The first day will
then close with a cocktail. On Thursday 8th June,
delegates will again be afforded time to network
with industry colleagues in the morning, and the
afternoon will see a number of international key
note speakers giving their insights.
The conference will close with the traditional dinner
that evening. The fee for the event will include
access to all event lunches, dinner and cocktails.

“We’re pleased to announce the return of the ASUTIL
Conference, which will be back with the familiar
format blending excellent learning with outstanding
networking, culminating with the customary fabulous
party. This is indeed very much the right partnership
at the right time and in the right place and we will
certainly be striving to be the best possible hosts for
this event.”
José Luis Donagaray, ASUTIL Secretary General

“The South American duty free and travel market is
both vibrant and dynamic, and it is truly excellent to
see that the continent will once again have its own
event dedicated to the industry. It is an honour for
TFWA to be able to be a part of this event and support
in the growth of the industry in this region. I have no
doubt that this returning event will be a great success
once more, and I’m looking forward to meeting friends
and colleagues from across South America.”
Erik Juul-Mortensen, TFWA President
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ONE TO WATCH:
LATINX BEAUTY
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
and34
her central Paris office as well as managing
a satellite network in Russia & China.

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
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
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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.

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.

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.
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,
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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
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 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.

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.

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.

For more information on how IL Brand Consultancy can help you expand your brand,
please cont ac t us on info@ilbc .co.uk or v isit our website at w w w. ilbc .co.uk
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High potential
of Middle-aged
and Senior shoppers

The second part of m1nd-set’s age demographic specific research
underscores the importance of the older generation consumer markets
The second research in a two-part
series on age segments of shoppers
in travel retail has revealed some
interesting and actionable insights for
marketers across the global travel retail
industry across both Middle-aged and
Senior travellers, m1nd-set reports.
According to the Swiss travel research
agency, which boasts a database of
several hundred thousand travellers
from all world regions, the research on
the older generations provides a range
of thought-provoking findings and
reveals areas which the industry needs
to place greater emphasis on, to seduce
and convert older generation shoppers.
The research, conducted from shopper
interviews from the first half of this
year, identifies the significant potential
of both age segments given the growth
rates of the consumer class among
Middle-aged and Senior shoppers in
the years ahead. According to m1ndset, there are currently more than 750
million Seniors in the world and by 2030,
there will be more than one billion. The
consumer class among Middle-aged
consumers will grow by 40% between
2020 and 2030, just below the average
across all age groups. Seniors will see
66% growth over the same period
however – 25 points higher than the
average across all age groups. The
top two consumer markets for Senior
consumers in 2030 are forecast to be the
US and China, but the most significant
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growth in consumer spending among
Seniors this decade, will be China, where
spend is forecast to triple, and India,
where Senior consumers spending will
increase tenfold this decade. As far
as the size of the shopper segments
in travel retail is concerned, Middleaged consumers represent the largest
age segment with 59% of the shopper
population, with Millennials in second
place at 25%. Seniors represent only
9% of shoppers in travel retail, 3% more
than GenZ consumers. Seniors present
a significant opportunity however
and are not to be ignored, m1nd-set
reports. The net worth of Seniors and
Middle-aged consumers is considerably
higher than younger consumers,

especially for Seniors in developed
markets, thanks to pension schemes.
Staff interaction is an area which
m1nd-set’s research reveals there to
be significant areas for improvement
when it comes to marketing to Seniors.
Seniors’ tendency to interact with the
sales staff is significantly less than all
other age groups. Only 22% of Seniors
say they interact with the sales staff
compared to 76% among Middleaged shoppers and 65% across all age
groups. The impact of the interaction
is also significantly lower than average.
Only just over one third of Senior
shoppers report a positive impact
following the interaction compared to
84% among Middle-aged shoppers,

PLANNING OF PURCHASE -MIDDLE AGED & SENIORS VS TOTAL PAX. - H1 2022
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sales staff interaction & influence MIDDLE AGED & SENIORS VS TOTAL PAX. - H1 2022
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which is just above the average for all age groups at 81%. This finding is in direct
correlation with how Seniors say they believe brands consider their age group when
marketing their products. Peter Mohn, Owner & Chief Executive Officer at m1nd-set,
explained: “While Seniors currently represent a smaller percentage of shoppers in
travel retail, it must not be forgotten that the population of Seniors is growing and,
as the research highlights, growth within the consumer class among Seniors will be
significantly higher than all other age segments.”
“The focus on Millennials and GenZ consumers must not overshadow the attention
given to older generations, Mohn continued. “This means that attention to them and
their needs should be integrated into marketing and communications campaigns
and staff training in particular.”
Another area which reveals concern is the level of consideration Seniors feel they
receive from marketers and sales teams. “Seniors say they often feel neglected
in the stores. The sentiment of being perceived as invisible means that they are
less incentivised to shop in the store. They also feel they are regularly forgotten
by brands in their marketing campaigns” Mohn added. The research reveals as
much in terms of the behaviour and interaction by Seniors with communications
touch points. Only 13% of Seniors said they noticed communications touch points
about the duty free offer prior to shopping in the duty free shops. This contrasts
with the tendency for Middle-aged shoppers to notice touch points. 57% of Middleaged shoppers said they noticed touch points, which is significantly higher than the
average for all age groups. The research also details other aspects of the shopper
behaviour among Middle-aged and Seniors such as how they travel, with whom,
how often and how often they visit and purchase from the duty free shops. It also
unveils detailed insights on what they purchase, who they purchase for and how
much they spend per category as well as the planning and impulse purchasing
trends across both age groups. According to m1nd-set, just less than 30% of Middleaged travellers plan their shopping with specific products or brands in mind.
Seniors on the other hand tend to have a much greater tendency to plan their
shopping more diligently; 58% of Seniors plan with a specific product or brand in
mind. Seniors have a greater tendency to purchase on impulse than Middle-aged
travellers however with one quarter indulging on impulse while at the airport,
compared to 14% among Middle-aged shoppers.
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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
and40
her central Paris office as well as managing
a satellite network in Russia & China.

OH THAT I WERE
LIKE THE QUEEN:
THE VALUE OF
HER MAJESTY’S
WARRANTS
“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
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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.
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.
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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
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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.
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 mostlikely to be easily renewed, unless the new King Charles decides
to supply Balmoral’s washrooms with a different brand of hand
wash and lotion.
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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
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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
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• performance of services
• marketing and distribution
• after-sale support of goods or services.
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.
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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 strengthto-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 expand your brand,
please cont ac t us on info@ilbc .co.uk or v isit our website at w w w. ilbc .co.uk

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.

46

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

EVENTS

SPECIAL EVENTS
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
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.

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

• 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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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
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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.

EVENTS

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 match-making 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 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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FLASH/NEWS

LORENZO VILLORESI

RECEIVES A DISTINCTION
FOR ARTISTIC PERFUMERY

In early October, Lorenzo Villoresi, the Florence-based
perfumer who has been creating fragrances for over 30
years, was awarded the title of “Maestro d’Arte e Mestiere”
for Artistic Perfumery by the Cologni Foundation for the
Métiers d’Art. With this award, Lorenzo Villoresi joins
the “Libro d’Oro dell’eccellenza artigiana,” a priceless
heritage of art and values.
The ceremony, organized
by the Cologni Foundation,
was held in the 18th century
Palazzo Litta in Milan and
brought together artists
distinguished by creativity,
talent and passion who
make major contributions
to Italian excellence in
artistic craftsmanship.
Lorenzo Villoresi’s passion
for fragrances started with
his travels in the Middle
East in the early 1980s.
Each of his fragrances
expresses an inspiration,
an original idea or a vision
belonging to different eras
and cultures. His creative
approach often calls on
rare and valuable ingredients for compositions that are
richly evocative with influences from distant cultures,
in a constant quest for excellence. Production is based
on traditional methods. The identity of Maison Villoresi
fragrances is expressed through fragrances such as Teint
de Neige, inspired by the feminine elegance of the Belle
Epoque, Alamut, inspired by the charm and sensuality of
the Near East or Iperborea, reminiscent of the myth of the
Hyperboreans in ancient Greek wisdom.
The Maison and the Studio are located in a historic
palazzo in the heart of Florence where Lorenzo Villoresi
has also recently opened a Museum of Perfume.
The new generation also promises the continuation of this
artistic excellence with Lorenzo’s eldest son, Alessandro,
now specializing in the family art, in the quest for beauty
within the rich and extraordinary world of fragrances.
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MOLTON BROWN

SHOWCASED ITS VISION OF
A SUSTAINABLE, ENGAGING
FUTURE AT CANNES

The dedicated Molton Brown stand in the Riviera Village
at this year’s TFWA World Exhibition in Cannes, featured
the brand’s 1971 store concept, showcasing both its 50year heritage as artisan creators of British fragrance and
its vision for a more sustainable and digitally engaged
future. The Molton Brown Bottle for Life will be at the
heart of the display: it is a cornerstone of the brand’s refill
programme as it seeks to led the way in cutting waste in
the beauty sector. Sustainability and a conscious care
for the world have been at the core of the Molton Brown
ethos since the brand’s pioneering founders first started
crafting fragrances at their salon in London’s South
Molton Street in 1971. The Molton Brown team also
debuted their latest digital and omnichannel innovations
at the TFWA World Exhibition. This uses AR technology
to bring the metaverse into travel retail stores as Molton
Brown seeks out new ways to create engagement and
excitement for the modern traveling shopper.

LAUNCH

REINTERPRETING TWEED, THE TIMELESS CLASSIC
There are fabrics that never go out of fashion: tweed is
one of them. A classic, it looks good with jeans or with
a little black dress and it has inspired the ArtDeco Fall/
Winter make-up collection: red and rosewood shades
in combination with brown perfectly fit tweed design.
The vegan Blush Couture combines these two shades in
a limited tweed design tin with real fabric. The shades,
suitable for all skin tones, can be applied individually
or blended. The velvety-soft mineral oil and parabenfree texture is effortless to apply and blend. The
beautiful tweed design is reflected in the embossing
of the powder. Skin compatibility is dermatologically
confirmed. The Beauty Box Trio Limited Edition is a
limited tweed design tin with real fabric is ideal for
storing ArtDeco eyeshadows and all ArtDeco products
in the magnetic pot. The silky eyeshadows can be
applied delicately and softly. The new pearl shades
in a gold tone and a shimmering brown, shimmer
delicately. Elegant brown shades are offered by the
two matte shades. The waterproof Soft Eye Liner is
ideal for intensifying the upper lash contour and the
lower inner eyelid. Extremely durable, smudge-proof
and waterproof, it has a creamy consistency for easy
and precise application. Kajal Liner enables an exact
and superfine contour and is soft and smooth to
apply. The soft felt tip of the revised, vegan Eye Brow
Color Pen imitates hairs where they are missing. By
applying several times, the colour can be individually
increased from natural to intense. The optimal ink flow
guarantees an even application of colour. It comes in
“Ash brown,” “Medium brunette” and “Light blonde”
shades. The Perfect Color Lipstick is the limited red
design has a rich colour, optimal coverage as well as
a plumping effect and combines the latest technology
with effective care. Lips are hydrated, for a firmer,
smoother and finely defined appearance. The silky,
weightless texture leaves an even film of colour on
the lips. In three shades (a classic dark red, an elegant
rosewood and a simple nude shade) it exudes a

Tweed inspires the Fall Winter
make-up collection, Tweed Your Style
delicate vanilla scent and is lanolin-, paraben-, siliconeand talc-free. Soft Lip Liner provides an eve colour
film and high coverage and when dry is smudge-proof
and waterproof. The new shade matches the classic
colours of the Perfect Color Lipstick. The innovative
No Color Setting Powder combines light-optimizing
ingredients with a transparent and light base. Based on
special ingredients and an extraordinary technology,
this Powder optimally diffuses incident light at ant
time of the day. The complexion appears refined, the
skin glows healthy and fresh. The powder is suitable
for any skin tone as it is absolutely transparent in
finish. A special manufacturing method ensures its
creamy texture and it comes in the practical tin in the
limited red design. Art Couture Nail Lacquer enables
long-lasting and brilliant shine thanks to patented
ingredients. The high pigment content guarantees
rich colours with high coverage, while nourishing
active ingredients improve the nail structure. It comes
in four new shades: a simple nude look, a classic red, a
timeless rosewood and a shimmering dark red.
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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
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 high- quality 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

“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
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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.”

vivaness.de/en/newsletter
Nuremberg, Germany
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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
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TEXEN

FOUR BEAUTY INNOVATIONS BY

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.

Beauty routines are about
to be shaken up by these
new patented products
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 make-up 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.
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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.

Dunlop - Engelsrufer
Jette - Kaviar Gauche
Leonardo Essenza
Lufthansa
Scotch & Soda
Hugh Parsons - Panama

Acampora Profumi

Alyson Oldoini Parfums

Ancorotti Cosmetics

Antiqua Firenze
IO•KO

Arômélia

Ars Mirabile - CBN
I-Care - Longevity
M Masterpiece
Fragrance division:
Arrogance - GMV
Valentina by Guido Crepax
Cosmetic division:
Pikenz
Astra

Artdeco

Aubade - Montana

Alain Delon
Jaguar - Lalique
Nikki Beach
Parfums Grès
Ultrasun
Amarena
Bella Oggi

Aquolina - Baldinini
Paglieri 1876
Pink Sugar
Balmain Parfums - Celine
Ferragamo Parfums
Jimmy Choo - Lanvin
Mont Blanc - Paul Smith - Roxi
Ungaro - Van Cleef & Arpels
Battistoni - Joseph Abboud
Maserati - Replay
Rocco Barocco
B.Kolor

Cale’

3 Senses GmbH
Senefelder Strasse 1/T4
D-63110 Rodgau
www.3senses.eu
tran@3senses.eu
Profumart s.r.l.
Via A. Costa, 2
I-20131 Milano
tel. +39/02-45375660
info@profumitalia.net
www.profumitalia.it
Bruno Acampora Profumi B.A.P. s.r.l.
Via G. Filangieri, 72
I-80121 Napoli
tel. +39/081.401701
www.brunoacampora.com
Luciano Oldoini s.r.l.
V.le Geno 10
I-22100 Como
Show-room: Via Montenapoleone, 21
I-20122 Milano
www.alysonoldoiniparfums.com
Ancorotti Cosmetics s.r.l.
Via del Commercio, 1
I-26013 Crema (CR)
tel. +39/0373-876811.21
fax +39/0373-876811
Enzo Galardi
Via Ilio Barontini 22 I-50018 Scandicci (FI)
elisa.atelierbois.gmail.com
www.bois1920.it
Arômélia
21, Boulevard Haussmann
F-75009 Paris
tel. +33 (0) 156036603
contact.aromelia@orange.fr
S.I.R.P.E.A. S.p.A.
Via della Liberazione, 56
I-20098 San Giuliano Milanese (MI)
tel. +39-02/98280925
fax +39-02/98280975
The First s.p.a.
Via Fieno, 8
I-20123 Milano
tel. +39-02/661381
fax +39-02/66138519
Giufra S.r.l.
Via Veneto, 152
I-06059 Todi (PG)
tel. +39-075.8987455
fax +39-075.8987691
Artdeco Cosmetic Group
Gaussstrasse 13
D-85757 Karlsfeld
tel. +49/8131-390100
fax +49/8131 390129
Parfums Montana - Empire of Scents
4, Place Wagram
F-75017 Paris
tel +33-1/42650072
fax +33-1/42650074
Art & Fragrance SA
Bühlstrasse 1
CH-8125 Zollikerberg - Switzerland
Direct +41-43/4994532
Phone +41-43/4994500
fax +41-43/4994502
www.art-fragrance.com
Eurostyle s.p.a.
I-80035 Nola - Interporto di Nola, Lotto D
Blocco 4, Mod. 407/408
tel. +39-081/5108427
fax +39-081/3158162
www.amarenamakeup.com
info@amarenamakeup.com
Selectiva s.p.a.
S.S. per Genova, Km. 98
I-15100 Alessandria
tel. +39-0131/213584
fax +39-0131/6186663
Interparfums
10, rue de Solferino
F-75007 Paris
www.interparfums.com
Italart
Via I Maggio 5/A
I-43022 Basilicanova (PR)
tel. +39/0521-681990
fax +39/0521-681993
B.Kolormakeup & Skincare s.p.a.
Via Canonica, 79/A - Loc. Geromina
I-24047 Treviglio (BG)
tel. +39/0363-590011
fax +39/0363-590212
info@bkolormakeup.com
www.bkolormakeup-skincare.com
CALE’ s.r.l.
Via S. Maria Podone, 5
I-20123 Milano
tel. +39/02-76002494
fax +39/02-76009407
ww.cale.it - s.levi@cale.it

Charriol - Morgan
Salvador Dalì

Cofinluxe
6, Rue Anatole de la Forge
F-75017 Paris
tel. +33-1/55377172 - fax +33-1/46229827
Collistar
Collistar s.p.a.
Via Pirelli, 19 - I-20124 Milano
tel. +39-02/677503 - fax +39-02/6775454
Confalonieri Matite
Confalonieri Matite s.r.l.
I-23020 Area Industriale - Gordona (SO)
tel. +39/0343-42011
fax +39/0343 42000
www.confaloniericosmetica.com
confaloniericosmetica.com
Costume National
Beauty San s.p.a.
Via Rimini, 37 - I-59100 Prato
tel. +39-0574/43891 - fax +39-0574/438940
www.beautysan.net
Coverderm
Farmeco
Covermark
Head Office: 11 Ag. Glykerios Str.
GR-11147 Athens, Greece
tel. +30-20/2131701 - fax +30-20/2136036
Branch Office: Strada 6 Palazzo P1
Milano Fiori - I-20089 Rozzano (MI)
tel. +39-02/89200150/167
fax +39-02/89200371
diego dalla palma
Cosmetica s.r.l.
diego dalla palma RVB Lab
Via S. Carlo 28
I-40023 Castel Guelfo (BO)
tel. +39-0542/670911
fax +39-0542/670911
Dsquared2 - Missoni
Euroitalia s.r.l.
Moschino - Naj Oleari
Via G. Galilei, 1
Versace
I-20040 Cavenago Brianza (MI)
tel. +39-02/95916.1 - fax +39-02/95916500
Enrico Gi Fragrances
Enrico Gi Fragrances
Via della Tecnica, 32
I-37066 Sommacampagna (VR)
tel. +39/045-8960480
fax +39/045-8960482
www.enricogifragrances.com
info@enricogifragrances.com
Exclusive division:
Eurocosmesi
Braccialini - Byblos - Fila - Gandini Via Gobetti, 4
Genny - Luciano Soprani
I-40050 Funo di Argelato (BO)
Transvital
tel. +39-051/6649238
Prestige division:
fax +39-051/6649248
Australian - Bionsen
La Gazzetta dello Sport
Lola - Looney Tunes
Renato Balestra - Rockford
Franck Olivier
Sodip
21, Boulevard Montmartre
F-75002 Paris - France
tel. +33-1/40262020
fax +33-1/42210888
Giorgio Jäneke
Giorgio Jäneke s.r.l.
I-20050 Veduggio (MI)
tel. +39-0362/911010 a.r.
fax +39-0362/911100
Grioni-Myc Group
Grioni-Myc Group
Via Cavour, 2
c/o COMONEXT Innovation Hub
www.grionipackaging.com
Gritti Venetia
Gritti Fragrances
Via della Torretta, 52
I-40012 Calderara di Reno (BO)
tel. +39-051-828087
export@grittifragrances.com
Guudcure
HSA GROUP S.p.A.
Pollution Free
Via Ugo Foscolo, 27 - I-21050 Bisuschio (VA)
tel. +39/0332-476554
fax +39/03332-850307
hsa@hsacosmetics.com
www.hsacosmetics.com
Bellagio - Henry Cotton’s
Diamond International s.r.l.
Ducati - Gattinoni - Juventus
Via Foce Cesano,4/9 - I-60019 Senigalla (AN)
Mcs - Monello Mascalzone
tel. +39/071-6610226
NY League
fax +39/071-6611104
info@diamondint.it - www.difragrances.com
Inika Organic
Inika Organic
813 Springvale Road, - Mulgrave
VIC - Australia 3170
tel. + 61 3 8544 80000
hello@inika.com.au
Intertrade Europe
HI Intertrade Europe
Via Portogallo,11/125 - I-35127 Padova
tel. +39-049/7625241
fax +39-049/762 5177
Jean Couturier
VAG & Distribution
Léonard
6, rue Pasquier - F-75008 Paris
tel. +33-1/58183970
fax +33-1/40060210
Kiko
Milano Cosmetics s.r.l.
Via Depretis, 6/9 - I-24122 Bergamo
tel. +39-035/3693611
fax +39-035/3693612
La Closerie des Parfums
Groupe Panther – La Closerie des Parfums
ZI Gradignan Bersol
11 Avenue de la Madeleine
F-33173 Gradignan cedex (France)
tel +33/05.56.75.79.04
fax +33/05.56.75.53.36
valerie.madrid@lacloseriedesparfums.com
www.lacloseriedesparfums.com

Layla

L’Erbolario

Locherber

Lubin

Lumson
Belotti

M:PLUS Cosmetics

The Merchant of Venice
Furla - Police - Replay - Zippo
Manila Grace - Blauer USA
Pino Silvestre - Monotheme
I Profumi di d’Annunzio
MI-RE

Molinard

Nouba

Omnia Profumi

Paglieri

Payot

Pupa
Miss Milkie

Qualimed - Desìo

Rancé

Sandalia

Teatro Fragranze Uniche

Xerjoff
Yuzen

Layla Cosmetics s.r.l.
Via dei Pestagalli, 21
I-20138 Milano
tel. +39-02/5062052 - fax +39-02/5061160
L’Erbolario s.p.a.
V.le Milano, 74 - I-26900 Lodi
tel. +39/0371-4911
fax +39/0371-491411
www.erbolario.com
Cosval s.p.a.
V.le delle Industrie 10/5
I-20020 Arese (MI)
tel. +39/02 935 80 479
fax +39/02 935 81 022
www.cosvality.com
Lubin
3, rue du Roule
F-75001 Paris
tel: +33-1/40677009
fax +33-1/45021316
Lumson S.p.A.
Via Tesino, 62-64
I-26010 Capergnanica (CR)
tel. +39/0373-2331
fax +39-0373-233355
www.lumson.com - lumson@lumson.com
M:PLUS Cosmetics
Via Unità d’Italia, 9/11
I-20065 Inzago (MI)
www.mascaraplus.com
info@mascaraplus.com
Mavive S.p.A.
Via Altinia, 298/B
I-30173 Venezia (Dese)
tel. +39-041/5417771
fax +39-041/5417798
MI-in Paris
102, rue des Poissonniers
F-75018 Paris
tel. +33/6-65299995
www.mirecosmetics.com
etremosa@mi-in.kr
Parfums Molinard
60, boulevard Victor Hugo
F-06130 Grasse
tel. +334-92423322
fax +334-89123068
export@molinard.com
www.molinard.com
Nouba s.r.l.
Via Bastia 5 - I-20139 Milano
tel. +39/02-35954290
www.nouba.it - info@nouba.it
Omnia Profumi s.r.l.
I-27100 Pavia
Via P. Diacono, 6
tel. +39/382-1959222
www.omniaprofumi.com
info@omniaprofumi.com
Paglieri s.p.a.
S.S. per Genova, Km. 98
I-15100 Alessandria
tel. +39-0131/213584
fax +39-0131/6186663
Laboratoires Dr. N G Payot
10, boulevard du Parc
F-92200 Neuilly-sur-Seine
tel. +331/55625454
contact@payot.fr
www.payot.com
Micy’s Company s.p.a.
Via De Gasperi, 22
I-23880 Casatenovo (LC)
tel. +39-039/92341
fax +39-039/89205859
Qualimed - Desìo
Viale dell’Unione Europea 8
I-21052 Gallarate 21013 (VA)
tel. +39/00331-1629910
fax +39/0331-1838472
info@qualimed.it - www.qualimed.it
Rancé & C. s.r.l.
Via Lombardini, 10
I-20143 Milano
tel. +39-02/58100855 - fax +39-02/89401058
Officina Profumeria Sarda s.r.l.
I-07041 Alghero (SS)
tel. + 39/340 3872516
www.acquadisardegna.it
info@officinaprofumeriasarda
Teatro Fragranze Uniche s.r.l.
Via Pietro Nenni, 26/28
I-50019 Sesto Fiorentino (FI)
tel. +39/055.4212240
www.teatrofragranzeuniche.it
info@teatrofragranzeuniche.it
Xerjoff Group s.p.a.
Via G. Tenivelli, 29
10024 Moncalieri (TO)
Forma Italiana s.p.a.
Via Cascina Nuova, 1
Frazione Villamaggiore
I - 20084 Lacchiarella
Tel. +39/02-9007713
info@formaitaliana.it

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

A WORLD WHERE EGO AND ALTER EGO ARE ONE,
IN A PLAY OF REFLECTIONS AND THE CELEBRATION OF SELF.
COLOUR IS A TOOL FOR EXPRESSION, PRESENTED IN DAZZLING TEXTURES,
LIKE NEON IN A DARK CLUB, LINES THAT SEPARATE REAL AND VIRTUAL
THAT INVITE YOU TO BE FRACTURED, DESTRUCTURED.
THE COLLECTION INCLUDES THE VIRTUAL CULT GLITTER PALETTE, FOUR PRESSED GLITTER PALETTES
AND DUOVERSITY SIX COMBINATIONS OF MASCARA + EYELINER.

WWW.ASTRAMAKEUP.COM

V I RTUAL D U OVE R S I T Y I N A U G U R AT E S
TH E TRAN S - HU M A N I S M O F B E A U T Y :

