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oporue nokynaTesu v AUCTPHUGbIOTOPbI,

Mb1 nepenaem B BaLm pyku crieymarsbHbii Bbiryck KocmeTnk Perioptepa
(“Cosmetic Reporter’), B KoTOpom Bbl HaiieTe ABa OOLLMPHbIE KaTasora
10S1bCKUX IKCIIOHEHTOB, MPUHUMAIOLLMX

y4actune B BbicTaBkax interCHARM Moscow n Cosmoprof Hong Kong. Onun
CTaHOBSIT MPEBOCX0AHbIN UCTOYHUK MHGDOPMAaLMM OTHOCUTESTbHO LUMPOKOM
rammbil, rpeanaraeMos MosbCKUMU KOMIaHNsIMK,

KOCMETUKM & TakXKe oKa3blBaroT OrPOMHbIE BOSMOXHOCTH

arovi otpacm B lNonbLue.

lpurnaiuaem noceTnTs MOILCKUE CTEH/bI U O3HAKOMUTLCS C TEM,

410 Creatively made in Poland v 4To xapaktepu3yeTcsi HansydLLmm
COOTHOLLIEHNEM MEXAY Ka4eCTBOM U LIEHOM.

PekomeHayem K poHTeHNIO MHTEPECHBIE MHTEPBLIO C COBAAETbLIEM
komnanmm Oceanic rocrioxxen [Jopotou CowumHekov (Dorota Soszynska) n ¢
AHpxeem Kosnosckum (Andrzej Kozlowski) npeauaeHTom komnarm Verona
Products Professional.

Hoporue nponssoautesnn,
lNpurnaiwaem Bce KoMiaHn 3anHTEPECOBAaHbI MPEACTABNTb
CBOE MPEATIOKEHNE Ha MOJIbCKOM U 38PYOEXKHbBIX PbIHKaX
K COTPYAHNYECTBY C HAMM.
Hapeemcs y4actve B BoicTaBkax rpuHeceT
BaMm yaaqy v HoBbl€ BO3MOXHOCTY Pa3BUTHSI.
Adriana Jakubowska
[naBHbIM pesakTop

ear Buyers, Distributors

We are consigning you a special edition of “Cosmetic Reporter”, which
contains two extensive catalogues of Polish exhibitors at interCharm (Moscow)
and Cosmoprof Asia (Hong Kong). They are a source of knowledge about the
wide range of products offered by Polish companies and at the same time
they show the huge potential of Polish cosmetic branch.

Visit our stalls and get know with the cosmetics Creatively made in Poland
— the best ratio between quality and price.

We also encourage you to read two interesting business interviews

— with Dorota Soszynska, the co-owner of Oceanic company,

and Andrzej Kozlowski — the president of Verona Products Professional.

Dear Producers,
We are inviting all the companies which want to present their offer
on the worldwide cosmetic market to cooperate with our magazine.
We hope that the fairs will be very fruitful for all of you!
Adriana Jakubowska
Editor-in-Chief

zanowni Paristwo,

Mamy przyjemnosc przekazac na Paristwa rece najnowszy numer
,Cosmetic Reportera”. Tym razem spotykamy sie z Panstwem
przy okazji targow Cosmoprof Asia w Hong Kongu oraz interCharm w Moskwie.
Zachecamy do zapoznania sie z raportem na temat rynku kosmetycznego
w Rosji oraz biezgcymi informacjami o trendach w dziedzinie kosmetyki.
Wrzesniowa edycja interCharm Ukraina w Kijowie okazala sie dla wielu
polskich producentow swietng okazjg do nawigzania nowych, cennych
kontaktow biznesowych.
Zapraszamy do zapoznania sie z relacjg z tych targow
i wzigcia udziatu w przysztorocznej edycji.
Firmy chcace zaprezentowac swojg oferte na swiatowym
rynku kosmetycznym zapraszamy do wspalpracy.
Adriana Jakubowska
Redaktor Prowadzgca

cosmetic reporter X-XI-XIl 2013
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Monbckaa KocMeTU4YecKasi MPOMbILIEHHOCTb
9TO co4yeTaHue noTeHuuana, KpeaTUBHOCTU
M KayectBa. B HacTosiwee Bpems B [llonbwe
cyuwecTByloT Oonee 500 npousBoauTenei
KOCMeTUKU. O HEKOTOpPbIX U3 HUX Bbl CMOXETe
npouyutatb noapobHee Ha  oYepeAHbIX
CTpaHMUax Hallero >xypHana. Ho npexxge yem
yutaTb 06 HacTOSILlEM CTOUT MPUKOCHYTbCS
UcTopUMn.

MepBble wWwarn nonbckas KoCMeTuveckast WHAYCTPUS
cTaBuna Bo BTopoi nonosuHe XIX Beka. Torga cramm
BO3HUKAaTb MalleHbKne MeCTHble MPOU3BOLCTBEHHbIE
npeanpuatna. B 1918 rogy nocne oTbickaHus
HEe3aBUCUMOCTW, Ha BOJSIHE BOCCTAHOBNEHWUS POAMHbI
M peopraHm3auuy xo3ancTBa, OblnM CO3AaHbl NepBble
KpynHble KOCMeTu4eckve 3aBofbl, Takme kak Schicht
-Lever (no3gree Uroda), Miraculum, Ewa. Mo nuueH3umn
KoHuepHa Beiersdorf pesatenbHOCTb Havana Kommanwis
Pebeco. 3onoTon nepnoa MeXXBOEHHOrO ABajUaTUNEeTUs
npopsana Il Mmmposas BoiiHa.

Mocne 1945 roaa nNpoBeAeHO HaUMOHANM3ALUMIO MPOMbI-
LUIEHHOCTKW, B TOM 4WCNE KOCMETUYECKOW, B pesynbrarte
4yero O6bIIO C€O3[aHO 0ObEAMHEHWe NPON3BOACTBA
KOoCMeTukn un cpefcts rurneHbl Pollena. 3Hanus,
MHOTOMETHWIA OMbIT U OCBOEHHbIE TEXHONIOrMW MPUHECTN
Monblie no3unUMIO rNaBHOrO MPOU3BOAUTENS W 3KC-
noptepa KocMeTuku Ans LleHTpanbHon u BocTouHow
EBponbl. XKeHwWmHbl 6bIM NPOCTO BROONEHbI B AyXu
"Pani Walewska" ("Mann Banescka") n "By¢ moze"
("BbITe MOXeT"), B nomagy cdwvpmbl Celia, kpema oT
Miraculum, He rosopst y>xe o kpeme "Nivea". Monbckas
KOCMETWKa Ha HECKOSbKO AECATKOB NeT cTana CUHOHNMOM
POCKOLLIK, BEJIMKOMNENHOro KayecTsa no [AOCTYMHON LieHe.

KocmeTnueckass oTpacnb ycrnewHo nepeLunia nepuosa
TpaHcdopmauum nocne 1989 ropa. HecomHeHHO
coAeicTBOBana 9ToMy CyLLEeCTBYOLLAs MHAPaCcTPyKTypa,
KOMMeTeHunsa n OnbIT. KocmeTunyeckume 3aBo[bl 3aHOBO
nepewny B 4acTHble PyKu, MpeXkae BCero O0mnbLUMX
MVPOBbIX TMraHToB, Takux kak Cussons, Henkel, L'Oréal,
Beiersdorf. B 80-Tbix 1 90-Tbix rogax Obinmn CO3AaHbI
HOBble (MHOTME W3 HUX CEMENHbIe) KOCMEeTU4Yeckne
dmpmbl: Bielenda, Chantal, DAX Cosmetics, Dermika,
Eveline, Joanna, Kolastyna, Laboratorium Kosmetyczne
Dr Irena Eris, Oceanic, Soraya, Ziaja. KoHe4yHo cnvcok
NONMbCKMX KOCMETUYECKMX KOMMAaHWM Ha MHOro OJIMHHEee
M BCE TMOMNOJIHAETCA HOBbIMU NPEeAnPUATUAMU. MHorue
13 HVX NOMb3YIOTCA YXKEe MEeXXAyHapOoAHON CraBowi.
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A 3HaeTe nu Bbl, 4YTO ......

Helena Rubinstein pogunace B 1872 ropy
B Kpaxose. OHa cospana nepsyto B Mupe Tyllb
C aBTOMaTU4ecKon noA3apsaKkon, nepsble
B MUpE CPeAcTBa Ans riyboKoro O4ULLEHUS KOXKMN
M MepBblid CONMHLE3aLNTHbIA KpeM. HauuHana
CBOK NPeAnpUHUMATENbCKYIO  [[esATeNbHOCTb
B ABscTpanuu. He6onbwas poctom (147 cm)
6bICTPO 3aBoeBana CBOei kocMeTukon Espony
n AMepuky M cTana ofHOW M3 cambix 6oraTbix
>KEHLLMH B CTOPWW MUpa.

Max Factor, a Ha camom pene Maksymilian
Faktorowicz, Ha3blBaeMblii OTLIOM COBPEMEHHOM
KOCMETUKM, poaurics Toxe B 1872 rogy B 3AyHbCKOM
Bone. B 1904 oH amurpupoBasn BMECTE C CEMbEMN
B CLLIA. Paspa6oTtan nerko Haknafaembiii 1 J1erko
CMbIBaeMbl TpUM ANS CO3AaHMS Makuska Ans
aKpaHa, a Takxxe 6asy Ang mMakus>ka Ans
€>Xe[JHEBHOrO MpuMeHeHust. Ero nsobpeteHnem
6bina ynakoBka KOCMETUKM B THOUKMU.
Bnarogaps Makcy ®akTopy  KOCMETWKOW
B AMepvke a MoTOM WM B [PYrnx Mectax cramm
Nonb30BaTbCs HE TOMbKO akTPUCh! HO U 06bIYHbIE
SKEHLLMHBI.

Antoni Cierplikowski, ncespoHuMm Antoine,
poaunca B 1884 rony B Cepanse. O Hem rosopunm
LUapb cpeun napukMaxepos — rnapvkmaxep cpeamu
uapeit”. EMy NnpuHaane>xuT n3obpeTeHne CTPUKKM
“ra na garcon”. Y Hero ctpurnmcb Koko LLlaHens,
Mata Xapw, MNona Herpw, >XosedwmHa beiikep,
Capa bepHap, Oaut lMusad, bpuoxut bapno.
OH 6b111 APYroM MONMTUKOB M KOPOHOBAHHbIX 0COO.

Oskar Troplowitz — 13BecTHbIN u3obpeTaTenb
3y6HOMW nacTbl M nnacTblpa a Takxe
comzobpasuTtenb kpema Nivea - poauncs B 1863
rozly B ropoge [mveuue. B mae 1890 ropa oH kynun
y Maynsa Kapna boiepcrnopda HebonbLuyto Torna
habpuky, BbINYCKaBLUYKO nekapcTBa AN KOXMW
BMECTe C NaTeHTOM Ha  MpPOU3BOACTBO
ryttanepun. OcTaBnB HEU3MEHHbIM Ha3BaHue
npeanpuatua Tponnosul Hanmpaswi BCE CBOM
CUnbl Ha pa3paboTKy HOBbIX NPenapaTos, KOTOpble
BCKOpE  CTanM  Mnofb30BaTbCs  OFPOMHOM
nonynsipHOCTbLIO He Tonbko B EBpone Ho n CLLIA
n Kanage.

Adriana Jakubowska

www.cosmeticreporter.com

B HISTORY

Cosmetic industry began in Poland in the second half of
XIX century when small local manufactures were set. The year
1918, when Poland regained its independence, was the time
of rebuilding the country and reorganizing its economy.
Big factories like Schicht-Lever (future Uroda), Miraculum
and Ewa were set in that time and Pebeco company started
its production on the license of Beiersdorf. The golden period
of the interwar period and the development of Polish
companies were stopped by the Il World War. After 1945
the manufacturers were nationalized and there was created
a union of cosmetic industry and hygienic products Pollena.

Many years of experience, knowledge and technology gave
Poland the informal title of the main cosmetic producer and
exporter in Central and Eastern Europe. Female customers
from the Soviet Union fell in love with perfumes ‘Pani
Walewska' (‘Mrs. Walewska’) and ‘By¢ moze’ (‘Maybe’),
lipsticks ‘Celia’ and creams ‘Miraculum’ or ‘Nivea'. Polish
cosmetics for many years were a synonym of luxury for a good
price value.

Polish cosmetic branch managed to survive the period
of transformation after 1989. With no doubt it was thanks
to the infrastructure, knowledge and experience.

Polish manufactures were privatized and bought by global
groups like Cussons, Henkel, L'Oreal and Beiersdorf.
In 80s and 90s the following Polish cosmetic producers set
their businesses: Laboratorium Kosmetyczne Dr Irena Eris,
Soraya, DAX Cosmetics, Ziaja, Kolastyna, Oceanic, Dermika,
Joanna or Bielenda. However the list of current Polish
cosmetic companies is much longer and it is still exceeding.
Many of them win recognition on global markets.

Do you know that...

Helena Rubinstein, was born in 1872 in
Cracow. She was a pioneer offering a cream
protecting against sun rays. She popularized
mascaras and colour powders. She ran her first
company in Australia. Her cosmetics quickly
conquered European and American markets.

Max Factor,

was born as Maksymilian Faktorowicz in 1872
in Lodz and in 1904 emigrated with his family
to the USA. He elaborated easily applicable
and removable make-up for movie actors and
invented fluid for everyday use and tubes as
a package for cosmetics.

Antoni Cierplikowski, pseudonym Antoine,

was bomn in 1884 in Sieradz. As a ‘the king
of haidressers and hairdresser of the kings' he
gained intemnational fame. He launched a new style
of women crew cut hair called garéon (French
- a boy). He was a creator of the coiffures of the
most famous artists of his time: Sara Bemhardt,
Josephine Baker, Edith Piaf, Brigitte Bardot.

Oscar Troplowitz

- the famous inventor of toothpaste, sticking
plaster and ‘Nivea’ cream. He was born in
1863 in Gliwice. In May 1890 he bought from
Paul Carl Beiersdorf a dermatologist laboratory
in Hamburg. His all innovative solutions were
very popular not only in Europe but also
in the USA or Canada.

Adriana Jakubowska

cosmetic reporter X-XI-XIl 2013
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B MHTEPBbO HOMEPA

OT paboTsl,

Kak U OT My3bIKH,

Y MEHS

BbIPACTaT KPbIJIbS

[Mopota CowmHbCKa — coBnagenuua U KpeatusHoii aupektop ¢upm AO «Oceanic
S.A.» n 000 «Euro Fragrance Sp. z 0.0. »

Mama Hukonb, ¢ yBneyeHneM BefieT ¢ JoYepbio 60T (3TO ABNSETCS HOBLIECTBOM
B NonbcKoii Gnorocdepe), NOCBALWEHHbIA KOCMETUKE, MOAE M He Tonbko. OHa
3akoHuuna MysbikanbHylo aKajemuio, HO BMECTO TOro, YToGbl NOCBATUTL Cebs
My3blKe 1 CTaTb NMAHUCTKOI, CTPACTbIO M CYTbIO ee XW3HU cTana KocMeTuKa. Yxe
30 neT oHa accouumpyeTcs NosibKaMm C aHTUannepreHHoi KOCMEeTUKOM, HO TaKxe
¢ KpacoToii n 6e3ynpeyHbIMU MaHepamu. [lopoTa SIBNISIETCS CaMbIM JTyHILMM NOCIIOM
cBoeii Mapku. YKeHLMHa ¢ MHOXECTBOM yBRie4eHuiA (Hanp. My3bika, (oTorpacus).
loBops o camoii cebe, OHa NoAYEPKMBAET, YTO NOCNEAOBATENBHOCTb — 3TO OAHO U3
ee rnaBHbIX NPaBui, KOTOPbIMU OHAa PYKOBOACTBYETCSA BO BCEX AeNCTBUSAX.

Korpa 31 roa Hasap Bbl ocHoBbIBanu cupMy, Lienbio KOTOpOii AOMKHO 6bINo cTaTh
MPOU3BO/ICTBO KOCMETUKM AN anneprikoB, HaBepHsKa MHOT1e NIoAN CTyYanuch no
n6y. MepBbiM NPOAYKTOM, KOTOpbI/ NpUo6pen U3BECTHOCTb Cpeau KNMEHTOK U A0
HaCTOSALLEro BPeMEHN HeKOTOpble U3 HUX BCMOMUHAIOT ero ¢ HocTanbruei, 6bin
aHTUannepreHHblii (0TcloAa HasBaHue Mapku AA) kpeM 6e3 3anaxa B XxapaKTepHoi
opaHxeBoil ynakoBke. Bo BpeMeHa, Koraa 0ObIYHbIA KpeM OT MOpLWMH Obin
pOCKoLWbI0, 3TO 6bINO AOCTaTOYHO cMenoe pelueHune. OTKyAa B3anach Mapka AA?

Mbl — BTOpPOE MOKONEHME, KOTOPOE MNPOAONXKAET BOCHMUAECSTUNETHION TPaAUUMO
paboTbl B KOCMETU4eCKoi oTpacnu. Y Moero cBekpa, MrHatus 3eHoHa CoLMHLCKOrO
— VHXeHepa XMMWM [0 BOIHbI Obln KOCMETM4YecKuii 3aBof B Baplase. [Mo3xe oH
npojoxan csot paboty 8o OpaHumn 1 Mapokko, rae pabotan BMECTE C MOUM MYXXeM.
B koHue 70-x rofoB OH BepHyncst B oMby M OCHOBAN OfHY M3 MEPBbIX 3arpaHnyHbIX
¢vpm B MMomblue «Inter Fragrance». 3HaHMst O KOCMETUYECKOM OTpacin M aHanus
PbIHOYHbIX MCCNEAOBAHWIA NOKAa3anu, YTo anneprus SBnseTcs rnobanbHoi npobnemon,
a Takxe, 4to Ao 2020 roga 50 % HaceneHus B MUPE CTOMKHETCS C 3TOW TPYAHOCTHIO.
Otcloga upaes co3faHus aHTuannepreHHon Mapku AA, koTopas Bbilna Ha BCTPeuy
OKMAQHMAM HaLWWMX KMEHTOB M NAUMEHTOB. Hall nepBblid aHTUannepreHHblii kpem 6e3
3anaxa Ans nuua, ToT, 0 KOTOPOM Bbl BCMOMHWAY, B XapakTePHON OpaHXeBoii yNakoBke
npoAasncs B COTHSX ThICAY 3K3EMNNSAPOB.

Bbl OcHOBbIBanu ¢upMy B Mepuof, KOrAa YacTHbIM MpeanpuHuMaTensm 6Gbino
He nerko. Yto ans Bac 6bino camoii 6onbLuoit npobnemoii?

YacTble M3MEHEHMs 3aKOHOB, KacatoMXCsi MPeANPUHAMATENbCKON [esTeNbHOCTH,
a TaKkxe MofyyeHne CPEACTB (AeBN3) HA MOKYMKY CbiPbSi N YNAKOBOK. YXKACHO TPYAHbIM
MOMeHTOM Obin 1989 roj u ABa nocnepyowmx. Bce Bocxuwanucb WMMOPTHbIMM
npoJyKTamm, a npoAaxka NonbCKoM NpoayKUMM pes3ko nasana. Mbl NOWAN HA OrPOMHbIN
pHCK, Ha4an co3aaBathb HOBYHO (MPMY B HOBOW [ECTBUTENBLHOCTY U BbIMTPau — BCe 3T0
6narogaps XopoLleMy 3HaHMIO OTpacny, Haleil OTAMYHO pa3paboTaHHOM CcTpaTeruu
11 NocneaoBaTeNbHOCTY.

TpyAHas SKOHOMUYECKAs CUTYaLNsi MOXET TakoMy Urpoky Kak Bbl OTKpbITb HOBblE
BO3MOXHOCTH pa3BuTHS. S AyMalo B 3TOM MOMeHTe 06 aKBU3MLMM, HO BeAb U Bbl
TaKXe MoxeTe GbITb Ha NpuLiene y 3arpaHnyHbIX Gpupm?

OKOHOMUYECKas CUTyaUns, B KOTOPOI Mbl HAXOAMMCS B HACTOsILLEE Bpemst, 683 COMHEHMS
NpoBEPSiET COCTOSHME (hnpM, AECTBYIOLMX HA pbiHKe. Hala komnanus 6naroaaps ceoei
YHUKANbHOW aHTUannepreHHoin dunocodun mapkn AA UMeeT NOCTOSHHBIA 0YEHb
TIOAMbHbIA KPYr KNWEHTOB W NAUMEHTOB. JTO 04N, KOTOpble YOEAMNMCh B KauecTse
1 3ChPEKTMBHOCTI HALLMX MPENnapaTos, a Takxe 6e30MacHoCTY UX MpUMeHeHKs. Noatomy,
flaxe BO BpemeHa 9KOHOMUYeckoro cnaga, Oceanic ynydwaer CBOM pe3ynbTaThbl
11 MOCNEAOBATENbHO YBENMUMBAET FONM HA PbIHKE. Mbl Takxe BeAeM Psif neperosopos 06
aKBu3NLMM UPM U3 KOCMETMYECKOA W hapMaueBTU4ECKOid 0TPacnn, KOTOPbIMA Mbl
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ONOPOTA COLLUMHbCKA
coBfagenvua

N KpeaTUBHOW AUPEKTOP OMpM
AO Oceanic S.A.

n OOO Euro Fragrance Sp. z 0.0.

3anHTepecoBaHsbl. yxymuaroma;ucx OKOHOMUYeCcKas CuTyauus MOXeT 3TW NeperoBopbl
YCKOPUTb 1 BO3MOXHO, YTO B 9TOM rofly Mbl Npov3BeLEM NEPBYHO akBU3ULINKD.

Oceanic B 6nuxaiiluee BpeMmsi nonajeT Ha Gupxy: Ae6IOT nnaHMpyeTcs Ha Havano
2014 ropa. B pyku MHBECTOPOB NONaAeT HEKOHTPONbHbIA NAKET aKLMiA, @ aHaNUTUKKU
yXe oLeHuBaloT, YTo 3T0 OyAeT oAHa M3 Haubonee MHTEPECHbIX KOMMaHMWii
Ha Bapiuasckoii hoHa0BOI BUpXKe.

[a, at0 npaBga. Mbl BCTpEYaeM OrpOMHbIi MHTEPEC CO CTOPOHbI MOTEHLMANbHbIX
MHBECTOPOB. Hawa Komnanus kpome NpeBOCXOAHON (hMHaHCOBOW (hopMbl obnapaeT
OrPOMHbIM NOTEHLMANOM AanbHeiLLero passnTus. Mbl yBepeHbl, 4TO NpuBnekas CpeacTsa
¢ BOB, mbl 6ynem B COCTOSHAM AMHAMMYHO MOBBLICUTL Hally MpWUXOfbl, a Takxe 6€3
COMHEHWSI YBENUYUTL CTOMMOCTb (DUPMbl. VIHBECTOPbI WLLYT Takue komnaHum u 6e3
comHermns [PO (nepsoe nybnuuHoe npeanoxerne) dupmbl Oceanic OyneT OfHAM 13
Hanbonee MHTEpeCHbIX Npeanoxenni B 2014 rogy.

Mepeiinem K akcnopty. ®upMa npucytcTByet B 30 cTpaHax, B nnaHax y Bac
3KCnaHcus Ha HoBble pbiHkKM. He xoTuTte c6aBuTbh TeMn?

OKCMopTHas nmpopaxa B npuxodax (upmbl coctasnsfeT 10 MPOLEHTOB M ANHAMUYHO
pa3suBaeTcs. B HacTosLee Bpems Mbl MPUCYTCTBYEM yxe Ha 6onee vem 30 pbiHKax, Ha
KOTOPbIX MPOAAEM CBOV MPOAYKTHI. M MHTEHCMBHO paboTaem Hap o4epeaHbIMMA. Mbl XoTuM
33 KOPOTKOE BPeMs C03[aTb CeTb AMCTPUOYTOPOB, KOTOPAs MO3BOAMT HaM MOBbICUTHL
CO3HaHWe W yKPEnUTb NO3NLMIO HALLMX MapOK B AKCMopTe. YacTb CPeACTB, KOTOPbIE Mbl
nnaxupyem nonyunts ¢ BOB, 6yaeT HanpasneHa Ha passBuTWe SKCMOPTHOM MPOAaXH,
B 0CO6EHHOCTM Ha MApKETUHIOBYHO NOAAEPXKKY W Pa3BUTUE AUCTPUOYLIMA.

Y KocMeTvkn AA O4eHb CuMbHAsi MO3NLMA Ha Takux pbiHKax kak YkpawuHa, JlnTsa,
Benopyceus, Berpus, Cnosakus, CLUA. Mbl noctosHHO 6opeMcst 3a paclumpenie
9KCMOPTa 1 3aBOEBAHNE HOBbIX PbIHKOB. VHAMACKMI AUCTPHOYTOP cam 06paTuncs K Ham.
Ecnv Ham ynacTcs Tam fo6uThes ycnexa, To y Hac 6yayT NpOTOpeHbl AOPOry Ha Apyrie
pbiHku A3un. [oxoxas cutyauns y Hac ¢ AncTpubyTopoM B ErunTe, KOTOPBLI MOXET Ham
OTKPbITb ABEPH B Apyrue cTpaHbl CeepHoit Adpuki.

Y Bac ecTb 4eTko pa3paboTaHHas cTpaTerusi BXoAa U oceflaHus Ha 3apyGexHoM
pbiHKe. Bbl npucyTCTBYETE B MEXAYHAaPOAHBIX a3pPOMOpPTax, HA MECTHOM pbIHKE
BblGMpaeTe nupepa B AUCTPUOYLIMK. ..

Bbi6op npasunbHOr0 AMCTpUOYTOpa — 3TO NONOBMHA ycnexa. [10aToMy Kaxaas 13 upm,
C KOTOPOIA Mbl MAAHMPYEM HayaTb COTPYAHWYECTBO, MPME3XAET, YT0Obl yBUAETb HaLly
coBpeMeHHyto abpuky (KoTopas OTBevaeT apmaueBThyeckum ctanaaptam GMP,
NOATBEPXAEHHBIM CEPTUNKATOM), YBUAETL Halwm nabopaTopuu, a 3aTem paspaboTatb
CTpaTeruio BeefeHns Mapku AA Ha KOHKPETHbINA PbIHOK. Mbl paboTaeM C AHaMUYHbIMM
ZMCTPUOYTOPAMM, Y KOTOPbIX 3a4aCTYHO UMEIOTCS COBCTBEHHbIE TOUKM N0 NpoAaxe. Takas
cUTyauusi, HampuMep, Ha yKpauHCKOM pblHKe, rAe Mbl mpucyTcTByem B 350 anTekax
upmbl ME[-CEPBUMC — nupepa anteuHoro pblHka Ha YkpauHe. B aToit ceTin y Hac no
LieHe BTOPOE, a MO KOMMYECTBY — NEPBOE MECTO B PENTUHTE MPOAAXN KOCMETUHYECKUX
11 lepMokocMeTYecknx Mapok. Moxoxe 1 B benopyccun - Mbl siBisiemcst ? 1B anTeuHbIx
NYHKTaX, OTHOCALUMXCS K KPYMHEWLeid YacTHOM CeT! anTek B 3Toi cTpaHe — lMnaHeTa
3n0poBbst (MpuHaanexatmx pupme MHTEPOAPMAKC). EcTecTBEHHO, Mbl OTBEYAEM 3a
NOArOTOBKY, CHabXeHue MyHKTa MpoAaxn PeKNamHbIMU MaTepuanamin Ha MECTHOM
a3blke. Mbl pa6oTaem 3a py6exxoM MogobHbIM 06pa3oM, Kak W MeXAyHapOofHble
KOHLIEPHbI, MOCNe/10BATENbHO OTKPbIBAS O4EPEAHbIE PbIHKM.

Mnanupyete nu Bbl OTKpbITME HOBbIX (habpuk 3a npepenamu Monbwn? Kakue
3apy6exHble pbIHKU NPUHOCAT Bam HanbonbLuyio Npubbinb?
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B MHTEPBbKO HOMEPA

MbI He 1CKTto4aeM BO3MOXHOCTY OTKPbITUS thabpuk 3a npeaenamu Monblum. Ha ganHbii
MOMEHT Yy Hac MMeeTcsi CBOBOAHAS NPOAYKTWUBHAS CMOCOOHOCTb B Halleid cynep
coBpeMeHHoi habpuke nof MMaHbCKOM, KOTOPYKO Mbl MOAFOTOBMAM ANS HALLMX NNaHOB
MeX lyHapoaHo akcnaHeun. OfiHaKo, B Clyvae AMHaMUYHOTO PasBUTMS TakMX PbIHKOB Kak
WHans, Mbl 6yaeM 064yMblBaTh NnaH cTpouTenscTsa ¢abpuk B AaHHOW YacTv cseTa.
Haxoascb B (hade AMHAMMYHOTO Pa3BUTUS SKCMOPTA, Mbl HE KOHLEHTPUPYEMCS Ha
0CYLUEeCTBNEHMN BONbLLON NPUELINK C 3TOK AesTeNbHOCTU. Mbl 6onblue 3auHTEPECOBaHbI
B CO3[aHMM NO3MLMM HA PbIHKE U J0MNe Ha pbiHKe. 3apaboTaHHble CPeACTBa Mbl ONSTh
BKNafiblBaeM B lanbHeiiluee passuTye.

Yro sBnsetcs Gyaywum kocmetuyeckux tupm? Kakoit 6ynet dopma Gupmbl
Oceanic 4epe3 natb net? Yrto sBnseTcsi camoii GOMbIIOA ONACHOCTbIO ANs
KOMMaHun?

MoTpebutenu B HbIHELHME BpemeHa CTaHoBATCS Bce Gonee TpebosaTtenbHbiMU. Bee
Gonblue MtofeN — annepriku 1 Te, y KOro ectb Npobnemsl ¢ koxeit. Haw 6oraTbii onbiT
B 9TON 06/M1aCTV M WHHOBALMOHHBIA NOAX0A K CO3AAHWMKO MPOAYKTOB MO3BOASKOT HaM
CO3/1aBaTb COBPEMEHHYO KOCMETMKY, MOAXOASLLYKO ANS HYXK [ aNnieprukos.

Paspa6oTka co6cTBEeHHbIX NATEHTOB, HaNpUMep, VIHHOBAUMOHHOI TEXHOMOMM MO 3aluuTe
koxe - Micro Lipid System (MLS), npu cotpyaHuuecTtse ¢ Jlabopatopueii MHXeHepun
4acTuL, NO3BOMSIET HALMM NPOAYKTaM BbiTb COBPEMEHHBIMU U JOCTOBEPHBIMM.

MbI yBepeHbl, YTO CpeaHecpoyHas nepcnekTMea AN Haleid KOMMaHuu — 04eHb
NO3UTUBHA. Y Hac MMEKTCA MNaHbl N0 Pa3BUTUI SKCMOPTA, a TakKe PocTa Mpu NOMOLLM
aksmanummn. Ecnn Ham ypactes peanusosatb XoTs 6bl 4acTb U3 HuX, Oceanic nonaget
B «pyrylo nury». [Ins Hac BaxHO CO3haTh rnobanbHytd Mapky, kotopas Oymet
y3HaBaeMoi Ha 60MIbLLUMHCTBE PbIHKOB MVpa 1 ByAEeT BU3NUTHON KAPTOUKON HaLLe CTpaHbl.

Mapenne notpebneHns o6o3HayaeT, YTO KOocMeTHyeckue upMbl GyayT Gomee
3HepruyHo 6opoTbCs 3a KnueHTa. Bbl Gonblie omacaeTech KOHKYpeHLuw
€O CTOPOHbI MOMLCKUX UNN 3apy6exHbIX Cy6beKToB?

MonbLua — 370 MCKNKUMTENbHAS CTpaHa, B KOTOpOﬁ 04Y€Hb CUMbHYI0 NO3MLMKD 3aHUMAKOT
MEeCTHbIE MapkKu. |_|03TOMy HaLei KOHKypeHLlVIei"I ABNAOTCA KaK NOMbCKWEe Mapku, Tak
N MeXAyHapoHble KOHLEePHbI.

[o cux nop Bbl coTpyaHmyanu ¢ nesuuamn Kayah n Monukoit Bpoaka, a Takxe
aKTpucoi 1 yuutenem A33H Manroxartoii BpayHak. [1ns cOTpyAHUYECTBA B MYXCKUX
nuHUAX Bbl npurnacunu He Mopeneit MM aKTepoB, @ HACTOAWMX MYXUWH
- NyTelecTBEHHNKOB U crnopTcMeHoB: Buktopa Bopcyka — yemnuoHa Monbiwm no
KaiTcepduHry, MapTuHa TeHeuko - nyTewecTBeHHMKa, CebacTbsHa KaBy
- YemnuoHa Mupa no nnaHepHoMy cnopTy, a Takxe [leTpa [lycTanbHuKa
- anbnuHUCTa, 3aHuMMarowerocs BocxoxaeHueM B [umanaw. Moyemy Takas
noa6opka npeacTaBuTeNei Mapkn?

To, 4To Hac 6OMbLUE BCErO MHTEPECYET — TO IMYHOCTM 1 HACTOSILLME AOCTVXKEHMS NItOfEH,
KoTOpble ByayT Hac NPeACTaBMsTb. VX NOANMHHbIE LOCTUXEHWS, MOCNeA0BaTeNbHOCTb
B CTPEMNEHUM K Lenn. Kopoue roBopsi, Mbl ieflaeM CTaBKy Ha Ka4ecTso!

B HacTosillee BpeMsi KpOMe KOCMETWKW MaccoBOro cnpoca, ¢ Kotopoii Oceanic
HauYuHan, B accopTUMeHTe (UPMbI UMEIOTCA NPOAYKTbI CO CPeAHel MonKu
(nmHus AA Prestige), npodeccuoHanbHble NpOAYKTbl, NPeAHa3HaYeHHble Ans
KocMeTHyeckux KabuHetoB (AA Prestige Institute), a Take Heckonbko NWHMA
nepmokocMeTku M npenapatoB OTC, npefHa3HauyeHHbIX AN KOHKPETHbIX
3aboneBaHuit koxu. Oceanic, 6yay4n nepBoii KOCMeTUYeCKOi# (upMoii, BBEN Ha
NONBCKUIA PbIHOK XMAKOCTb ANSt MHTUMHOI rurueHbl. OfHaKO He orpaHN4MBaeTcs
[0 NPEeANOXeHUs Ans XeHImuH. dupMa Take NepBoii NPeANoXuna XUAKOCTb Ans

MHTUMHOW TUTUEeHbl AN MYXYMH, @ Takke JIMHUIO MYXCKOWA KOCMEeTMKU
¢ BO3pacTHbIM pasaeneHuem (AA Men). Takoe pa3BuTue He 6bin0 Gbl BOZMOXHBIM
6e3 TexHonoruyeckoii 6a3bl — CcoBpeMeHHOW (pabpuku U MpPeBOCXOAHO
o6opynosaHHoii nabopaTopun.

Hawa chabpuka nnowagpto B 12 TbicAY KBaApPaTHbIX METPOB, MOCTPOEHHAs Ha 4 ra,
ABNSETCS OAHOW M3 camblX COBPeMeHHbix B EBpone. OHa 6bina nocTpoeHa no
hapmaueBTHyeckum ctangaptam GMP, noaTBepxaeHHbIM cepTudmkaToM. B couetanmu
C MPEBOCXOAHO 060PYA0BAHHOI TabopaTopuei 1 COBPEMEHHBIM NOTMCTUHECKNM LEHTPOM
c03[aeT  MPEBOCXOAHYI0 MPOM3BOACTBEHHYO 6asy [nsa  Hawei  KOCMETMKM
11 [EPMOKOCMETHKN.

Bbl onpepensiete TpeHabl: kocMeTka AA ECO focTynHa He TOMbKO B M36paHHbIX
napgoMepHbIX MarasuHax, HO Takxe M B anTekax. Bbl MOrnn 6bl HaM OTKpbITb
CEKPeT, KaKue HOBMHKM, TaKXXe B anTeyHOi KOCMETUKE, Mbl MOXEM OXuaaTb
B Gnuxaiiuem 6yaywem?

10, Npex e BCero NpoAyKTbl, KOTOPbIE M0 CBOEN 3PGEKTUBHOCTY BMIM3KM K pesynbTary,
nony4aemMoMy npu MpOBEAEHUN MpoLiedyp B KabuHeTax aCTeTU4YecKod AepMaTonoriu.
Mbl, HanpuMep, paboTaem Haf MCMONb30BAHNEM CBOCTB CTBOMOBIX K/IETOK.

QKONOrN4eCKmniAi CTUMb HKN3HM CTAHOBUTCA BCe Gonee monynsipHbIM, MOSBUAAcCh
MOJja Ha 3KONMOrM4ecKylo KOCMeTUKY. Bbl Bblbpanu upaeanbHblii MOMEHT, 4TOGbI
BBECTM TAKOr0O TMMNa KOCMETMKY Ha MONbCKMiA PbIHOK. KakuM 06pa3om Bbl HaxoauTe
KOMMOHEeHTbI Ans kocmeTukn AA ECO?

YHukansHas peuentypa kocmetnkn AA ECO ocHoBaHa Ha OTOBpaHHbIX HATypamnbHbIX
KOMMOHEHTAx, B TOM YMCAe, CepTUNLMPOBAHHOM OPraHU4eckoM, KOTOPOE Mbl MOKyNaem
OT CaMblX NYYWMX MEXAYHAPOAHbIX (DUPM, CMELManU3vpyIOLLMXCS B MOMyYeHUn
HaTypasbHbIX 1 OPraH4YeckinX KOMNOHEHTOB. be30nacHOCTb NPOAYKTOB MOATBEPXAAIOT
TWATeNbHbIE AEPMATONOrMYEcKNe M anneproniornieckue MCCedoBaHNs Mpu y4acTun
Mol C annepruyeckuMn KOXHbIMA 3abonesaHnsmu B KnuHuke pepmaronoruu
1 annepronorun NEaHbCKoro MeA LIMHCKOrO yHUBepeuTeTa.

BaHouKK, TIOOMKM KOCMETUKM BalKUX W3AENUA NONOXMTENbHO OTNNYAIOTCS, T U3
cepun AA ECO M3roToBneHbl UX BTOPUYHOIO CbIPbsi, YNAKOBKN MOMYT BTOPUYHO
nepepa6arbiBaThbCs.

Mol npupaem 6Gombluoe 3HAYEHWE 3CTETUKE HalMX ynakoBoK. OHM OTAMYaOTCs
9MEraHTHOCTbIO, MUHMMANM3MOM, MPOAYMAHHOW KOMMAKTHOM rpadmkoi. B cnydae
c npoayktamin AA ECO, BCe CTeKnsHHble ynakoBKu MOryT BTOPUYHO nepepabaTbiBaThes,
a KapTOHHblE yNakoBKM W3rOTOBAEHb! U3 Oymarn, He COAepXallen APEBECHO Macchl
(M3 caxapHOro TPOCTHMKA).

[Jlopota CowuHbCKa — 3TO CYHACT/NMBAs XEHWMHA B XU3HM M B OGu3Hece,
M, HECMOTPS Ha 3TO NOCTOSIHHO Muallasics Bnepen, Bnajenuua (uUpPMsl,
npuHMMaroLeit Ha paboTty HKU MHoro, HU Mano 400 paboTHUKOB U Npou3BoAsLent
2 MUNAIMOHA WITYK NpenapaTtoB exeMecsuHo. AKKypaTHas, Aaxe nefjaHTU4Has, HO
B TO )Xe BpeMsi HenocpeAcTBeHHas M cBoGopgHas. Bbl miobute niopeid, a oHm
0TBEYaloT B3aUMHOCTbIO, €CNM TONbKO He 3aBuAayoT... Kakoii BKyc y yenexa?

Cnapkuit ¢ npuskycom ropeyn. Cnafkuit — KOrfa i BUXY Halv NPOAYKTbl Ha MoaKax
B Monblue u Ha cBeTe, lopeyb, KOTOpas CONyTCTBYeT MHe, KacaeTcs ycnexa, KOTopbIi
fierye f06bITb, HEXENN yaepXKaTb.

CKonbKo 4acoB B ieHb Bbl paGoTaeTte?

Tak KaK MoW COTPYAHWKM, 51 CTapatoch MocBsTUTL hvpMe 8 yacos B AeHb. B Oceanic
paboTaeT MHOrO XXEHLUMH — MOJIOAbIX MaTepen, KOTopble, HanpuMep, JOMKHbI yCneTb
3abpaTb pebeHka M3 [eTCKOro caja Wi u3 Wkonbl. Heo6xoanmo Tak cocTaBuTb Mia
paboTbl, 4TO6LI CAenartb TO, YTO 3annaHnpoBaHo. C OAHOM CTOPOHbI — S O4YeHb
TpeboBaTeNbHa, HO C APYroii CTOPOHbI 5t BEPK) B KONNEKTUBHYKO paboTy. VIMeHHO noan
SBNSOTCS CaMON BOMBLUOA LEHHOCTbIO hvpMbl. OTO 6narofaps Ux onbITy 1 y4acTuio Mbl
nobuBaemcs ycnexa.

EcTb nn yTo-TO, YTO Y Bac Bbi3blBaeT 601b, YTO MeLaeT B NonbCkoM 6usHece?

Mow dpaHLy3cKie 3HaKOMble FOBOPST 060 MHE: «MObCKas KOCMONOAUTKA», NOTOMY YTO
1 BCEra 1 Be3ae NOAYEPKMBALD, YTO 5 MOMbKA 1 AeNato 3T0 63 Kaknx-nbo KOMMEKCoB.
S wyyy, 4to 2 KaK 6eno-kpacHblin chnar. Bepto B KpeaTMBHOCTb 1 NPEANPUMMUNBOCTD
MoAsKOB, KOTOPbIM BCE BPEMS XO4eTcs XOTeTb. [lonbckue npou3soauTent Gnarogaps
OrPOMHOIA PaboTe 1 y4acTyio CO3Aan 3a CPaBHUTENBHO KOPOTKOE BPEMS 04EHb CONMAHbIE
upMbl. HO Mbl He yMeeM 3TUM XBanUTLCS, HE YMeeM Ce65l LeHNTb. ITO MOXHO 3aMeTUTb
B npecce 1 CMV B lNonbLLe 1 B MUpe, a Beb Y HAC CTb MHOTO MOBOAOB ANsSt FOPAOCTY.

lme Ha camom pene Bawe mecto? My B noespkax, B3pocnas [o4b UMeeT
cobcTBeHHYI0 hupMy, Mama — B ConoTe, TaMm, rae (abpuka.
Moe MecTo Tam, rie Mou 6nuskue.

Bonbuwoe cnacubo 3a 6eceny
9Ba YumHbcKa
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inferCHARM MOSCOW

Ados pav. 3, hall 12, stand 12C32

Anna pav. 3, hall 12, stand 12E17

Aroma Trend pav. 3, hall 14, stand 14C25

Beliso pav. 3, hall 12, stand 12C33

Bell pav. 3, hall 12, stand 12D20

Belle Jardin pav. 3, hall 12, stand 12D27

Bielenda pav. 3, hall 12, stand 12D25

Blux Cosmetics pav. 3, hall 12, stand 12F22

Chantal pav. 3, hall 15, stand 15C20

Chantarelle pav. 3, hall 14, stand 14C35

Clarena pav. 3, hall 12, stand 12D31

CM Michel pav. 3, hall 12, stand 12F29

Danpol pav. 3, hall 12, stand 12F34 °

DAX oav. 3, hall 12, stand 12C30 o\\o “CS

DERMAEPIL pav. 3, hall 14, stand 14C37 S\ ‘ d p“

Dr Irena Eris pav. 3, hall 12, stand 12C36 be o“

Euphora/Paese pav. 3, hall 12, stand 12E42 ‘\\e \'\\\’ \

Eveline pav. 3, hall 12, stand 12D24 q\)o O(\e *

Farmona pav. 3, hall 12, stand 12F18 e“ . S p

HDG & HPP oav. 3, hall 12, stand 12E15 \\Ne A\

Hiacynt/La Rosa pav. 3, hall 12, stand 12C32 ve oN

Huta Czechy pav. 3, hall 12, stand 12E02

Inspire/Beauty Face pav. 3, hall 12, stand 12E19

Interton pav. 3, hall 12, stand 12E36

Joanna pav. 3, hall 12, stand 12C34

Lemax Brushes pav. 3, hall 12, stand 12F34

Mincer Pharma pav. 3, hall 12, stand 12D29

Mollon pav. 3, hall 13, stand 13B58

Nepentes pav. 3, hall 12, stand 12D22

Oceanic pav. 3, hall 12, stand 12D26

Pharma C Food pav. 3, hall 12, stand 12F31

Phenome/Biogened pav. 3, hall 12, stand 12E40

Pierre Rene pav. 3, hall 12, stand 12E38

Polcharm pav. 3, hall 12, stand 12C32

PT Dolowy pav. 3, hall 12, stand 12F25

Quiz/BIM pav. 3, hall 12, stand 12E44

Serpol pav. 3, hall 12, stand 12F36 media patronage of Polish National Pavilion the organizer of Polish National Pavilion

SPC House pav. 3, hall 12, stand 12F32 -

Swit pav. 3, hall 12, stand 12C18 cosmetic POLCHARM Anna Godek
reporter www.polcharm.com.pl ; info@polcharm.com.pl

Torf pav. 3, hall 12, stand 12F33

Verona pav. 3, hall 12, stand 12C28 visit us at pav. 3, hall 12, stand 12C32

V. Laboratories pav. 3, hall 12, stand 12F27
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hall 12, stand 12E17
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cosmetics

ADOS cosmetics

Bodycha 93

05-820 REGULY - PIASTOW
POLAND

Phone: +48 22 723 63 22
Fax: +48 22 723 52 93
e-mail: ados@ados.pl
www.ados.pl

Founded over 30 years ago ados
cosmetics is one of the leading
cosmetics producers offering a full range
of cosmetic products including nail, eye,
lip and face make-up. Each of our
brands ados, art de Laufrec and Mr Nail
are carefully selected from innovative
components and conform to highest
European standards. Competitive prices
and constant development within
customer service area guarantee
safisfaction to all our clients. Modern
packaging design corresponding to
newest trends catches eye of even most
demanding receiver. Customers
interested in Private Label production
are also welcome fo cooperation.
Our vast consultancy experience starts
from packaging choice through colour
matching, up to labeling and final
product packing.

ANNA PPH

Sikorskiego 55
39-460 NOWA DEBA

POLAND
Phone: +48 530 739 155
Fax: +48 15 846 28 12

e-mail:  export@pphanna.pl
www.pphanna.pl

Our company was established in 1991.
We produce cosmetics made from
nafural ingredients. We constantly
enlarge the number of products and
add innovations. We cooperate with
foreign customers. Our mission is fo safisfy
the needs of our clients with the high-
class cosmetics and natural products.
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OcHoBaHHasa 30 net Hasapg, KOMMNaHUsA
“ados cosmetics” - oauH U3 BeAyLwmX
npouvssoauTesnei, NpeanaraoLwmx Wipo-
Kyl0 raMMy KOCMETUKU ANA MaKushka
rnas, ry6, nMua v yxoga 3a HOrTsMM.
KocmeTuka mapku ados, art de Lautrerc
M Mr Nail cospaHa u3 TWAaTeNbHO
noao6paHHbIX KOMMNOHEHTOB M OTBeYa-
eT CcaMblM BbICOKMM €BpOMenicKum
cTtaHpapTaM. KOHKypeHTHble LeHbI
M HemnpepbiBHOE pa3BUTME B obnacTtu
o6cny)XuBaHUs KJIMEHTa, rapaHTUpPYIOT
YAOBNETBOPEHUE BCEM HalLlMM NoTpebu-
Tensam.

KnueHTaM, 3amHTepecoBaHHbIM B NPOU3-
BOACTBE KOCMETUKM NOJ CBOE MapKoii,
Mbl TaKXXe npeanaraeM COTPYAHU-
4ecTBO. YuuTbiBas OrpOMHbIA OMbIT
B 3TOi cdepe, KBanudpuUMpoBaHHbIE
cneuManucTbl Hawei KOMNaHuMu Nomo-
rytT B Bbl6Ope YynaKoBKW, LBETOBOIA
ramMmbl, CO3[aHUM Au3aiiHa ITUKETKU
M ¢uHanNLHOro NpoAyKTa, OTBevalo-
Lero cambiM B3biCKaTeJlbHbIM Tpe6oBa-
HUAM.

Hawa komnaHusa, cyuwecTBylowas
c 1991 ropa, 3aHMMaeTcA NPOM3BOACT-
BOM KOCMETUKM U JNeKapCTBEHHbIX
npenapaToB. Mbl NOCTOSIHHO BHEAPSAEM
HOBMHKM M paclUMpsieM Halln NpousBo-
ACTBEHHbIE JIMHUM.

AcCOpPTUMEHT Hallei NPoAYKLUUN BKIIO-
yaeT 6onee 60 npoayKkTOB

cosmetics

www.cosmeticreporter.com

As Beliso we've been a manufacturer of
professional haircare and styling products
since 1995. Distribution in Poland includes
over 2000 professional hair salons and over
100 hairstores and wholesalers. We are
a leader of seling professional haircare
products in retail channel, presented in
over 1600 drugstores. We export our
products to 11 European countries, still
looking for new international markets.

Our offer:

Cece MED - haircare products, which
work for 5 hair problems, based on natural
ingredients

Cece CARE - premium haircare products
based on natural sik

SALON -line created especially for the hair
salons

CECE COLOR - professional hair colouring
products included high quality dyes,
bleaching powders and hydrogen peroxides
COLOR ESSENCE - innovative permanent
coloration without ammonia

ARGAN - exclusive line based on argan oil
BELIO can also produce private label
products, help choosing best formulas,
packaging and visual identity, delivering
highly professional product ready to sell.

BELISO Sp. z o0.0.

Kosmatki 16
03-982 WARSZAWA
POLAND

Phone: +48 22 671 75 55
be“E*D Fax: +4822 6717555
e-mail: info@beliso.eu
www.beliso.eu

®upma BELISO sBnsietcs npoussoauTeneM u AUCTPUOY-
TOpoM npodpeccuoHanbHbLIX NPOAYKTOB AN yxoaa
U cTunu3auyum Bonoc ¢ 1995 r.

JvcTpubyums B Monblue oxsaTbiBaeT:

EcBbiwe 2 000 npodeccroHasnbHbIX MapUKMaxepcKnx canoHoB
EcBblwe 100 napUkMaxepckux onToBbIx 6a3

Hawa npoaykums akcnopTtupyetcs B 11 ctpaH EBponbl, U Mbl
NOCTOSIHHO ULLEM HOBble PbIHKK CObITa Ha MeX/AyHapOAHOA
apeHe.

Halue npeanoxeHne npeAcTaBNeHo creayoWmMMU CEepUsAMM:
Cece MED - npoayKTbl 10 yX0Ay 3a Bonocamu, No3sonstoLme
pewnTb 5 OCHOBHbIX Npo6neM, CBA3aHHLIX C BOJOCaMU
" Koxelt ronosbl. Bce OHM co3aaHbI Ha OCHOBE HaTypanbHbIX
VHIPEAMEHTOB W BbITSDKEK U3 pacTeHuii

CECE CARE - npemMuyM npoayKTbl 10 yXoAy 3a BOSIOCaMM Ha
OCHOBE HaTyparnbHbIX NPOTEUHOB LWENKa

SALON - rpynna npoctheccuoHanbHOi KOCMeTHUKM, CO3AaHHO
cneumanbHo 1St NapuKMaxepcKuX CasioHoB, B COCTaB KOTOPOW
BXOAAT CPeACTBa A/Isl yXo/ia 3a BOSIoCaMU M ANs nepMaHeHTa.
CECE COLOR - rpynna npocgeccroHanbHbIX NPpoAYKTOB Ans
OKpaluMBaHus, BKOYalowas B ce6s1 BbICOKOKAaYeCTBEHHYIO
KpacKy 81 OTTeHKa, Msrkue OCBETNSIOLIME MOPOLIKU
" nepekucb Boaopopaa.

COLOR ESSENCE — UHHOBaLMOHHbIEe NPOAYKTbI ANt CTOAKOro
OKpalwmBaHus 6e3 amMMmmnaka, CO3faHHble creuvanbHo Ans
[AeNMKaTHON U YYBCTBUTESTbHOM KOXM rofoBbl.

ARGAN - npoayKTb! BbICOKOr0 KayecTBa ¢ 6oraToii hopmynoii
ANA yxofia 3a BOJIOCAMM U TESIOM Ha OCHOBE apraHoBOro
Macna. Pacnonarasi npou3BOACTBEHHOW 6a30i, Mbl
npeanaraeM TaKXe KOCMETUYECKYl0 MnpoayKuuio nop
co6cTBEHHbIM 6peHA0M AMCTpUGLIOTOpa.
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export@bell.com.pl
www.bell-cosmetics.eu

THE BELL COMPANY IS A RECOGNIZED

PRODUCER AND  DISTRIBUTOR
COLOUR COSMETICS.

Thanks to the use modern technical and
technological solutions, we can continu-
ally improve our cosmetics. We have our
own R&D laboratory, where our specialists
take care that our cosmetics not only

beautify, but nourish as well.

Our microbiological laboratory controls
the quality of the products going to our

customers.

It is worth noting that we design and

produce our product packaging.

High quality our products combined with
affordable prices allow us to compete

with foreign brands manufacturers.

Belle Jardin’

COSMETICS

Sportowa 1/5

05-532 BANIOCHA

POLAND

Phone: +48 22 727 50 33

Fax: +48 22 727 50 65

e-mail: bjc@bjc.pl
office@bellejardin.com

www.bellejardin.com.fr; www.bjc.pl

hall 12, stand 12D27

BELLE JARDIN Cosmetics

Komnanus Bell npusHaHa ny4wum
npoussoauTeneM U AMCTPUGLIOTOPOM
AeKopaTMBHOW KOCMETUKMN.

WUcnonb3ys coBpeMeHHble TeXHU4YecKue
M TexHONoOruyecKue pelleHus, Mbl
npoAosHKaeM CoBepLIeHCTBOBaTb Hawy
KOCMeTMKY. Y Hac ecTb cCO6GCTBeHHas
TexHosiornyeckas nabopatopus, raoe
HaWm cneunanncTbl 3a60TATCA O TOM,
4TO6bl AenaTb KOCMETUKY He TONbKO
1S KPacoThbl, a U [ eXXeAHeBHOr 0 YX0-
na.

Hawa mukpo6uonoruyeckas na6opato-
pUs KOHTPONMUPYET BbICOKOE KayecTBO
npoaykuumu, nbiTascb obecneuuTb
MHAMBMAYaNbHbIA NOAXOA K Ka)XAOMY
nokynaresnto. CTOMT NoAYepPKHYTb U TO,
4YTO Mbl pa3pabaTbiBaeM U NPOU3BOAUM
Hally ynakoBKy.

Bbicokoe Ka4ecTBO NpoAyKLUUM 1 AOCTYnN-
Hble LeHbl MO3BOASIIOT HaM KOHKypU-
poBaTb C WU3BECTHbIMU WMHOCTPaHHbIMM
6peHaaMm feKopaTUB-HO KOCMETUKK.

KocMmeTtunyeckas cpupma Belle Jardin
- MOSMIbCKUIA MpOM3BOAUTENIb KOCMe-
Tuku. bann XXapasH npeanaraeT
BbICOKOKa4eCcTBEHHble cpeacTBa Mo
yxoay 3a NnuLOM, TEeSIOM M Bosiocamm.

since 1995. Distribution in Poland includes
over 2000 professional hair salons and over
100 hairstores and wholesalers. We are
a leader of seling professional haircare
products in retail channel, presented in
over 1600 drugstores. We export our
products to 11 European countries, still
looking for new international markets.

Our offer:

Cece MED - haircare products, which
work for 5 hair problems, based on natural
ingredients

Cece CARE - premium haircare products
based on natural sik

SALON -line created especially for the hair
salons

CECE COLOR - professional hair colouring
products included high quality dyes,
bleaching powders and hydrogen peroxides
COLOR ESSENCE - innovative permanent
coloration without ammonia

ARGAN - exclusive line based on argan oil
BELIO can also produce private label
products, help choosing best formulas,
packaging and visual identity, delivering
highly professional product ready to sell.

BELISO Sp. z o0.0.

8 Kosmatki 16 8
o “Finvgs peRS 03-982 WARSZAWA Q)
N POLAND N
i _ Phone: +48 22 671 75 55 —
o) BELL be“E*D Fax: +48 22 67175 55 o)
c Graniczna 79G e-mail: info@beliso.eu C
-9 05-410 JOZEFOW www.beliso.eu _9
«2 POLAND ]
N Phone: +48 22 779 01 00 N
— Fax: +48 22 779 01 02 ) , —
= -mail: bell@bell.com.pl As Beliso we've been a manufacturer of —
o) e-mail: R . professional haircare and styling products ®upma BELISO sBnsietcs npoussogutenem U AUCTPUOY- O
< <

TOpoM npodpeccuoHanbHbLIX NPOAYKTOB AN yxoaa
U cTunu3auyum Bonoc ¢ 1995 r.

JvcTpubyums B Monblue oxsaTbiBaeT:

EcBbiwe 2 000 npodeccroHasnbHbIX MapUKMaxepcKnx canoHoB
EcBblwe 100 napUkMaxepckux onToBbIx 6a3

Hawa npoaykums akcnopTtupyetcs B 11 ctpaH EBponbl, U Mbl
NOCTOSIHHO ULLEM HOBble PbIHKK CObITa Ha MeX/AyHapOAHOA
apeHe.

Halue npeanoxeHne npeAcTaBNeHo creayoWmMMU CEepUsAMM:
Cece MED - npoayKTbl 10 yX0Ay 3a Bonocamu, No3sonstoLme
pewnTb 5 OCHOBHbIX Npo6neM, CBA3aHHLIX C BOJOCaMU
" Koxelt ronosbl. Bce OHM co3aaHbI Ha OCHOBE HaTypanbHbIX
VHIPEAMEHTOB W BbITSDKEK U3 pacTeHuii

CECE CARE - npemMuyM npoayKTbl 10 yXoAy 3a BOSIOCaMM Ha
OCHOBE HaTyparnbHbIX NPOTEUHOB LWENKa

SALON - rpynna npoctheccuoHanbHOi KOCMeTHUKM, CO3AaHHO
cneumanbHo 1St NapuKMaxepcKuX CasioHoB, B COCTaB KOTOPOW
BXOAAT CPeACTBa A/Isl yXo/ia 3a BOSIoCaMU M ANs nepMaHeHTa.
CECE COLOR - rpynna npocgeccroHanbHbIX NPpoAYKTOB Ans
OKpaluMBaHus, BKOYalowas B ce6s1 BbICOKOKAaYeCTBEHHYIO
KpacKy 81 OTTeHKa, Msrkue OCBETNSIOLIME MOPOLIKU
" nepekucb Boaopopaa.

COLOR ESSENCE — UHHOBaLMOHHbIEe NPOAYKTbI ANt CTOAKOro
OKpalwmBaHus 6e3 amMMmmnaka, CO3faHHble creuvanbHo Ans
[AeNMKaTHON U YYBCTBUTESTbHOM KOXM rofoBbl.

ARGAN - npoayKTb! BbICOKOr0 KayecTBa ¢ 6oraToii hopmynoii
ANA yxofia 3a BOJIOCAMM U TESIOM Ha OCHOBE apraHoBOro
Macna. Pacnonarasi npou3BOACTBEHHOW 6a30i, Mbl
npeanaraeM TaKXe KOCMETUYECKYl0 MnpoayKuuio nop
co6cTBEHHbIM 6peHA0M AMCTpUGLIOTOpa.
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COSMETICS

WE CREATE THE BEAUITY OF YOUR SKIN
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Belle Jardin cosmetics is a Polish manufac- KomnaHua 3auHTepecoBaHa B yCTaHO-
turer of skin care, body care, hair care, and  BAeHUM [ONroBPeMEHHOro AenoBoro
decorative cosmetics. The key for us is to coTpyaHuyectBa. KayectBo u cospe-
establish the best possible, long-term part- MeHHOCTb HawWWX M3Aenuii, aKTUBHOE
nership relations with our customers. We are  o6HOBNeHWe acCOpTUMEHTa C Yy4é-
relatively young and fast growing company, TOM MOAHbIX TeHAeHUui, npodec-
producing high-quality cosmetics, using cuOHanbHbIA Au3aiiH, yAaoBneT - Bope-
modern technologies. Our company pays Hue NOTPeGHOCTEN KIMEHTOB - rnaB-
special attention to the quality and safety of  Hoe pnsa Hac. KocmeTuueckue cpea-
their products. Most of our products are cTtBa oT bann >XapasH aTo npeso-
based on natural components. CXOAHOe eBporieiickoe Ka4yecTBo.

COSIMety:

- 1 Th 45+
el SkinCare” &
65+
Professional
ANTI-AGE'GX STEM CELL TECHNOLOGY ™

wien vete s

Cancalui B CANECTY OMONOKEHI 1 DareHeDaLIME KNeToK Koms!

3 ot ImerChasms pa. 3, hall 12, stand 13004
i Casmagrol Asis siand 10-K3A

T INTERCHARM AND COSMOPROF ASIA
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BELL

Graniczna 79G
05-410 JOZEFOW

POLAND

Phone: +48 22 779 01 00
Fax: +48 22 779 01 02
e-mail: bell@bell.com.pl

export@bell.com.pl
www.bell-cosmetics.eu

THE BELL COMPANY IS A RECOGNIZED
PRODUCER AND DISTRIBUTOR  OF
COLOUR COSMETICS.

Thanks to the use modern technical and
technological solutions, we can continu-
ally improve our cosmetics. We have our
own R&D laboratory, where our specialists
take care that our cosmetics not only
beautify, but nourish as well.

Our microbiological laboratory controls
the quality of the products going to our
customers.

It is worth noting that we design and
produce our product packaging.

High quality our products combined with
affordable prices allow us to compete
with foreign brands manufacturers.

Belle Jardin

COSMETICS

BELLE JARDIN Cosmetics

Sportowa 1/5

05-532 BANIOCHA

POLAND

Phone: +48 22 727 50 33

Fax: +48 22 727 50 65

e-mail: bjc@bjc.pl
office@bellejardin.com

www.bellejardin.com.fr; www.bjc.pl

Belle Jardin cosmetics is a Polish manufac-
turer of skin care, body care, hair care, and
decorative cosmetics. The key for us is to
establish the best possible, long-term part-
nership relations with our customers. We are
relatively young and fast growing company,
producing high-quality cosmetics, using
modern technologies. Our company pays
special attention to the quality and safety of
their products. Most of our products are

based on natural components.

14 cosmetic reporter X-XI-XIl 2013

Komnanus Bell npusHaHa ny4wum
npoussoauTeneM U AMCTPUGLIOTOPOM
AeKopaTMBHOW KOCMETUKMN.

WUcnonb3ys coBpeMeHHble TeXHU4YecKue
M TexHONoOruyecKue pelleHus, Mbl
npoAosHKaeM CoBepLIeHCTBOBaTb Hawy
KOCMeTMKY. Y Hac ecTb cCO6GCTBeHHas
TexHosiornyeckas nabopatopus, raoe
HaWm cneunanncTbl 3a60TATCA O TOM,
4TO6bl AenaTb KOCMETUKY He TONbKO
1S KPacoThbl, a U [ eXXeAHeBHOr 0 YX0-
na.

Hawa mukpo6uonoruyeckas na6opato-
pUs KOHTPONMUPYET BbICOKOE KayecTBO
npoaykuumu, nbiTascb obecneuuTb
MHAMBMAYaNbHbIA NOAXOA K Ka)XAOMY
nokynaresnto. CTOMT NoAYepPKHYTb U TO,
4YTO Mbl pa3pabaTbiBaeM U NPOU3BOAUM
Hally ynakoBKy.

Bbicokoe Ka4ecTBO NpoAyKLUUM 1 AOCTYnN-
Hble LeHbl MO3BOASIIOT HaM KOHKypU-
poBaTb C WU3BECTHbIMU WMHOCTPaHHbIMM
6peHaaMm feKopaTUB-HO KOCMETUKK.

KocMmeTtunyeckas cpupma Belle Jardin
- MONbCKUIA Mpou3BOAUTENIb KOCMe-
Tuku. bann XXapasH npeanaraeT
BbICOKOKa4eCcTBEHHble cpeacTBa Mo
yxoAy 3a NIMLIOM, TeNIOM M BOMIOCaMM.
KoMnaHusa 3anHTepecoBaHa B yCTaHO-
BJIEHUM [AOJITOBPEMEHHOIro [esloBoro
coTpyaHuyectBa. KayectBo u cospe-
MEHHOCTb HaluX WU3AeNuii, akTUBHOe
o6HOBNIEHWEe accoOpTUMeHTa C Yy4é-
TOM MOAHbIX TeHAeHUuW, npodec-
CUOHarbHbI AU3aiiH, yaoBneT - BoOpe-
Hue noTpebHOCTEl KNUEHTOB - rna.-
Hoe Ans Hac. KocMeTuuyeckue cpef-
ctBa ot Bbann >XapasaH aTto npeso-
cXxoflHOe eBponeicKoe Ka4yecTBo.

www.cosmeticreporter.com

Biogened is a sixty-year old company
that specializes in dermocosmetics,
ecocosmetics, food supplements
and pharmaceuticals. Phenomé and
Dermedic are unique brands offering
beauty skincare cosmetics for all
skin types and needs manufactured
according fo the highest pharmaceu-
fical standards while respecting the
natural environment and its resources.

BluxCosmetics company was established
in 1992. Nowadays, we are one of
the major manufacturers of cosmetics,
household cleaners and car care items
in Poland. We offer over 150 products,
which we export to more than twenty
countries worldwide. On the Polish mar-
ket we supply to the major supermarket
chains including Aldi, Auchan, Carrefour,
E.Leclerc. We offer products under our
brand names: Naturaphy, Blux, AutoLider
and also under private labels.

m phenomé
BIOGENED s.A.

Pojezierska 99

91-342 LODZ

POLAND

Phone: +48 42 651 31 52

Fax: +48 42 651 12 43

e-mail: marta.cieslak@biogened.pl

www.biogened.pl

Biogened sBnsietcA wecTtuaecsaTu-
neTHeW KOMNaHuen, KoTopas cnevua-
nu3upyeTtcs Bo6nacTu AepMOKOoCMe-
TUKU, IKOKOCMETUKMU, nULLeBbIX
[o6aBoOK U nekapcTBEHHbIX Npenapa-
ToB. Phenomé u Dermedic 3To Hawm
YyHUKanbHble 6peHAbl KOCMETUKU Mo
yxoay 3a KoXei Bcex TUMOB, KOTO-
pble NPOM3BOAATCA B COOTBETCTBUM
C caMbiMU BbICOKMMU CTaHpapTamu
chapMaLeBTUYECKOW  UHAYCTpUMU,
C YBa)X€HMEM K OKpy»Katoulei cpeae
n eé pecypcam.

(znatUtaphy
BluxCosmetics

Sp. z o.0.
Trzciana 243B
36-071 TRZCIANA

POLAND

Phone: +48 17 85514 71
Fax: +48 17 855 10 63
e-mail: export@blux.com.pl
www.blux.pl

®upma BluxCosmetics pa3BepTbiBae-
TcA Ha pblHKe ¢ 1992 ropa. Ceiivac
Halla KOMMaHus 3To 60nbLLO NPOU3BO-
AVUTENb KOCMETUKK, GbITOBOI U aBTOMO-
6unbHoOi xumuun. B Hawem accopTu-
MeHTe Gonee 150 pa3HbIX WU3AENWid,
KOTOpble 3KCMOPTUPYEM Ha PbIHKK
6onee 20 ctpaH. Ha NonbCKOM pbiHKe
KnueHTbl ¢upmbl BluxCosmetics aTo
camble 6onbLuMe CeTU rUnepMapKe-ToB:
Aldi, Auchan, Carrefour, E.Leclerc.
®upma BluxCosmetics npoussoaut
ToBapbl ¢ 6peHaamu Naturaphy, Blux,
AutoLider a Takxxe ¢ YaCTHbIMU MapKa-
MU AUCTPUGBLIOTOPOB.
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A Grama_s SESSI0
CHANTAL

Kacka 16

05-462 WIAZOWNA

POLAND

Phone: +48 22 61208 53
e-mail: export@chantal.com.pl

www.chantal.com.pl
www.prosalon.eu

CHANTAL founded in 1989 is a leading
manufacturer of high quality cosmetics
for hair colouring, treatment, care and
styling.

We have launched plenty of hair cos-
metics destined both for professionals
(hairdressers) under PROSALON brand
and for final consumers. For individual
consumers we have newly infroduced

a series of professional hair cosmetics
under the brand name of SESSIO
professional. It contains products of
professional quality, recommended by
stylists but still for home use. In our offer
are also permanent colour creams under
brand Variete and Maxxi — without
ammonia.

I
CHANTARELLE

Laboratory Derm Aesthetics

CHANTARELLE

Laboratory Derm Aestetics

Sierakowska 29
05-092 LOMIANKI

POLAND

Phone: +48 22 61043 10
Fax: +48 22 610 44 40
e-mail: biuro@chantarelle.pl

www.chantarelle.pl

New dermo-aesthetic solutions for beauty
salon and home care — over 220 profes-
sional skin care products, 80 home care
preparations and laser equipment in fop
new technology - PHOTO-DYNAMIQ
Laser R/IR/UV in Synergy with Magnetic
Field, THERMO-SPHERIX M-RF Thermo
Laser with Rotation Magnetic Field® and
VIASKINER MesoLED LASER Equipment.
Our range of products includes formulas
for every skin problem includes anti-
ageing and problematic skin freatments,
acid peels, no-needle mesotherapy
serums.

18 cosmetic reporter X-XI-XIl 2013

color

®upma CHANTAL, ocHoBaHHas B 1989
roay, sIBNSieTCA OAHMM U3 BeAyLUX
npoussoauTesneil BbICOKOKa4eCTBEHHOW
KOCMETUKM AN OKpackum W YKnaaku
BOJIOC, JIeYeHUs1 U yxoa 3a HUMM.

Mbi npon3ssoavM pasHoobpasHylo KocMe-
TUKY ANA BOJIOC, NpeAHa3Ha4YeHHYI0 Kak
AnA  npodeccrmoHanoB-napukMaxepos
(nop 6peHpom PROSALON), tak u ans
MHAMBMAYyanbHbIX noTpebuTtenei (noa
6peHpgamun  SESSIO  Professional,
VARIETE n MAXXI). Cepuio SESSIO
Professional Mbl HegaBHO npeacTaBunmn
noa Aesu3oM «lpodeccroHanbHbI yxoa
3a BOJIOCaMM B [AOMALUHMX YCJIOBUSX»,
npeanaras B Heil npoaykumio npodec-
CUOHaNbHOro KayecTBa, peKoMeHAo-
BaHHYI0O CTUNMUCTaMu ANSA AOMALUHEro
ucnonb3oBaHus. MOCTOAHHBIM HalKUM
npeanoXXeHneM ANs UHAMBUAYaNbHbIX
notpebuteneil ABNAIOTCA TaKXe KpeM-
kpacku VARIETE n MAXXI (6e3 aMMunaka).

HoBble KOXHO-3cTeTUYECKUE pelueHus
ANS CaJloHOB KpacoTbl M AOMAlUHero
yxopa - 6onee 220 npocgeccrMoHanbHbIX
NpPoAyKTOB MO yxoAy 3a koxel u 80
npenapaTtoB ANs AOMallHero yxopa.
MNpoussoauM nasepHble o6opyaoBaHus
HoBo# TexHonoruu - PHOTO-DYNAMIQ
Jlazep R / IR / UV Bo B3auMopaeincTBum
C MarHUTHbIM noneM, TERMO-SPHERIX
M Termo-RF Jlasep c¢ BpalieHueMm
MarHuTHoro nons ® wu VIASKINER
MesoLED JlasepHoe o6opyaoBaHue.
Haw accopTumeHT 3to copmynbl ans
Ka)xaoi Npo6neMHOI KOXM, BKIIOYalo-
WMe npoueaypbl ANsi aHTU-CTapeHus
1 neveHnsi NPO6NEMHO KOXMN, MUANHIU
KUCNOTOM, 6e3yKosibHble CbIBOPOTKM
ANs Me3oTepanuu.

= perfectly covers grey hair

www.cosmeticreporter.com
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www.cmmichel.pl = www.sm-michel.com

We are consistent in achieving our
goals, yet flexible when implementing
them. Due to an individual selection of
cosmetics our customers are provided
with the maximum effect-ultimate skin
care for all skin types and ages. We're
the only company on the world market
that produces cosmetics and devices
for beauty salons.

We compile innovative formulas of cos-
metics in our own company laboratory.
Investments in machinery allow us fo
increase the production of private label.

SM Michel RUSSIA

123459, city of Moscow, Turistskaya
street 1, Russia

Phone: +7 495 949 95 09
e-mail: info@sm-michel.ru
www.sm-michel.com

FROM CONCEPT TO RESULT

The SM Michel Company specializes
in development and industrial output of
wide spectrum of decorative cosmetic
products, skin and hair care products,
cosmetic products, washing foams,
professional beauty products and SPA
cosmetics, solarium sun tfanning products
and perfumery. The company owns two
plants in Moscow region and Poland.
The Russian plant has got their own
capacity for producing of laminate and
extrusion tubes with making of é-color
printfing on them. Besides, there are
several high capacity machines for
producing of single and twin pouches
both for powder and liquid products.
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CLARENA
CLARENA

Wilczycka 4c

51-361 WROCLAW, Wilczyce
POLAND

Phone: +48 71 328 07 11
Fax: +48 71 723 49 84
e-mail: export@clarena.pl

www.clarena.pl

Mbl nocnepoBaTenbHbl B AOCTUXEHUM
M peanusaumu Hawwmx uenei. bnarogaps
MHAuBUAyanbHOMY noa6opy KocMeTu-
kM Hawwm knueHTbl o6ecneuuBaloTcs
MakcumanbHbiM  3(P(PeKTOMKOHEYHbIM
no yxoay 3a KOXeW AnA Bcex TUMOB
u Bo3pacTtoB. Mbl eAMHCTBEHHAst KOMNaH-
M Ha MUPOBOM pbliHKEe, KOTOpas
Npou3BOAUT KOCMETUKY M npubopbl ans
canoHoB KpacoTbl. Mbl KoMnunupyem
WHHOBaLUMOHHble (POPMYJSibl KOCMETUKU
B cobcTBEeHHOM nabopaTopun KOMNaHwuw.
WHBecTMuMn B o6oOpyaoBaHMe NO3BO-
NAT HaMm yBenuyuBaTb NMPOU3BOACTBO

B cekTope Private Label.

MICHEL

GROUP OF COMPAMNIES

CM MICHEL POLAND

Geodetow 31
05-500 PIASECZNO Jozefoslaw

POLAND
Phone: +48 22 750 75 59
e-mail: biuro@cmmichel.pl

www.cmmichel.pl

®upma SM Muwens cneunanusupyetcs
B pa3BUTUM U NPOM3BOACTBE LUMPOKOW
ramMmmbl KOCMETUKU ANS MakKushxa, Npoa-
YKTOB ANS yXo4a 3a KOXeWl U Borocamm,
KocMeTu4yeckux napacdapmaneBTU4ecKnx
NPOAYKTOB, MEHOK ANnsA MbiTbA Tena,
npodeccruoHanbHOW KOCMETUKU npeaHas-
Ha4YeHHOW Ans KOCMETUYECKUX CanoHOB
n CIA-KocMeTUKM a TaK)xe NpoAyKToB
Ana conspueB u napdpiomepun. dupma
uMmeeT ABa opcpuca B Mockse u B [MonbLue.
Poccuiickaa ¢abpuka MMeeT BO3MOXHO-
CTb COGCTBEHHOr 0 NPOM3BOACTBA JlaMMHAT-
HbIX U 9KCTPY3UOHHBIX Ty6, C 6-LBETHOI
nevatbto. Kpome Toro umeet 6onee pecs-
TKa MallMH BbICOKOW Mpou3BoauTe-
NbHOCTU , ANA NPOU3BOACTBA OANHAPHBIX
M [ABOWHBbIX cale AN CYXUX U XUAKUX
NpOAYKTOB.

I
@)
N
O
c
O
>
o~
e
c

hall 12, stand 12F29

cosmetic reporter X-XI-XIl 2013 19



R S
N &
- DERM/EPIL
O
C
S DANPOL DANIELAK sp.J. DERMAEPIL
n Poznanska 129/133
S 05-850 OZAROW MAZOWIECKI Plonow 24
. POLAND 41-214 SOSNOWIEC
_ : POLAND
% :2::" < I:g gg ;gg gg Z: Phone.: + 48 32 326 80 .35
e e-mail: danpol@danpol-danielak.com e-mail: inffo@dermaepil.pl

www.danpol-danielak.com www.dermaepil.pl

KomnaHusa Danpol Danielak sBnsetcs
npoussoauTeneM U3aenuini U3 nnacTma-
ccbl. 3aHUMaeMCs M3roToBJieHMEM

The Company Danpol Danielak is KONMaykoB Ha ¢hnakoHYMKM naka Ans
the manufacturer of products from HorTeid U KucTouyek Ans naka. Msl
plastic. We produce screw caps for nail npepocTaBfisieM TOXe Yciyru no otae-
polish bottles, and brushes for polishes. NIKe KONMaykoB Mpu NomoLwm Habueku
We provide services in scope of decorating metonoM «hot-stampingu». Y Hac
screw caps by printing with use CaMOCTOATENbHbIA MaLIMHHBbIA Napk,
of hot-stamping method. no3BONSAOWMUIA HaM  U3IroTOBAATH Mol ABNAEMCS NMPOU3BOAUTENEM HaTy-
We have independent machinery which MHXXEKUNOHHble (OpMblI MO UHAUBMU- We're a manufacturer of natural panbHOW KOCMETWUKW, Hawa cneuuarb-
enables us to make injection moulds for AyanbHOW 3asiBKe C BO3MOXXHOCTbIO cosmetics, and our specialty is Sugar HOCTb CcaxapHas nacTa. C?xapHaﬂ nacta
an individual order with design claim nony4yeHus npaBa CO6CTBEHHOCTU Ha Paste, the most safe and reliable aTo Haubonee 6esonacHbii cnocob aenu-
for customer. o6paseu. lMpepoctaBnsemM noaAepxky method of hair depilation. It's a blend of nsAuun Bonoc. OHa COAEPXMT TONbKo
We provide you with support in choosing B BblGOpe OTAENKU U CO3[aHUU NMPOEK- only natural ingredients, produced on HaTypaJjibHbleé KOMMOHEeHTbI, caenaHHble
the decorations and creating of projects. ToB. YTO6bI y3HaTL GONblue O NpeuMy- basis of fraditional Tunisian recipes. Ha OCHOBE TPaAULIMOHHBIX TYHWUCCKUX
To learn more about DANPOL advan- wecteax DANPOL 3apaitite Bopoc Thanks to it's perfect consistency, makes peuenToB. bnarogaps OTNMYHON KOHCUCT-
tages ask our consultant or visit our web- HaleMy KOHCYnbTaHTy nuMbo noceTuTe the hair removal freatment much easier €HUuM yaaneHue BOJIOC CTaHOBUTCS HaM-

site: www.danpol-danielak.com Haw Be6-caiT: www.danpol-danielak.com and more enjoyable. HOro ner4ye u npusiTHee.

o ' A Y potowy 'e)
<} DAX T N
U COSMETICS =
S DOLOWY PT =
- DAX COSMETICS Lid. . O
c Trakt Brzeski 117 Zakret (-
5 Spacerowa 18, Duchnow 05-077 WESOLA O
+ 05-462 WIAZOWNA POLAND &

& POLAND Phone: +48 22 872 27 01 N
N Phone: +48 22 779 05 00 Fax: +48 22 773 23 54 .
: Fax: y +48 22 779 05 01 e-mail: biuro@dolowy.cdx.pl —
6 e-mail: export@dax.com.pl www.dolowy.cdx.pl (@)
i c

www.dax.com.pl

)

DOLOWY

Dax Cosmetics is one of the leading
cosmetic manufacturers in Poland with
25 years of experience in cosmetics
production. Our portfolio contains bronds
of cosmetics for different groups of age,
skin types &needs: Yoskine - luxurious
brand; Cashmere - premium brand,
Perfecta - mass-market brand;
Daxmen-men’s line;

Dr SUN- suntan cosmetics;

Celia -make-up brand.

The production is compatible with GMP
and 1ISO 9001:2000.
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Dax Cosmetics — aT0 oAuH U3 BeAyLMnX
npoussoauTeneii KocMeTuku B Monblue
c 6onee 4yeM 25 neTHuM onbiToM. Hawe
nopT¢onuo COCTOMT U3 KOCMETUKM,
npeAHasHa4yeHHOW ANs  pa3fnyHbIX
BO3pacTHbIX Fpymnmn, TUNOB W MNoTpe-
6HocTel kKoxu. Yoskine — aKcnkio-
3uBHbIA 6peHa; Cashmere — npemuym
6peHA , Perfecta — Mapka macc-mapkeT;
Daxmen—my»ckass nuHusa; Dr SUN-
KocMeTuKa ans 3arapa; Celia —kocmeTuka
Ana Makusbka. NpousBoa-cTBO cooTBe-
TcTByeT npasunam GMP 1 ISO 9001:2000.

www.cosmeticreporter.com

We manufacture closings to perfume
bottles. Our products include Surlyn
caps and caps for aftershaves. Apart
from our wide array of standard prod-
ucts, we can also design and make
a custom model tailored to your needs.
With our 20-year-long experience in
cosmetic packaging, we are a reliable
and trustworthy business partner.

Mol siBNsieMcsi npousBoauTeneM npo6ok
ans  ¢nakoHos pyxos. [Mpeanaraem,
B YaCTHOCTU, NPO6KU U3rOTOBJSIEHHblE
u3 CypnuHa, a TaKxKe 3akpyumBaiolymecs
KPbIWKW AN JIOCbOHOB nocre GpuTbs.
KpoMe LMpOKOro crnekTpa CTaHAapTHbIX
n3genuii Mbl MOXEM 3anpoeKTUpoBaTb
M U3roTOBUTb MHAUBMAYaANbHbLIA 06pa-
3eu. bonee yem ABaguaTUNEeTHWU OMbIT
B NMPOM3BOACTBE KOCMETUYECKOH ynako-
BKM MO3BOMIieT HaM 6biTb HafeXHbIM
napTHepoM.
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~ MORE THAN GLASS..
MORE THAN! PLASTIC...

HEINZGLAS DZIALDOWO Sp. z o.0.

PL 13-200 Dziatdowo, ul. WA. Jagielty 40
tel. +48/23/ 697 01 Q0, fax: +48/23/ 697 01 64
e-mail: handel@heinz-glas.pl, www.hgd.pl

HEINZPLASTICS POLSKA Sp. z o.0.

PL 13-200 Dziatdowo, ul. Przemystowa 57
tel. +48/23/ 698 16 00, fax: +48/23/ 698 16 24
e-mail: biuro@heinz-plastics.com, www.heinzplastics.com.pl

Meet us at interCHARM pav. 3, hall 12, stand 12E15

irene

DERMOPROGRAM

EVELINE

COSMETIECS

CellSkinCare™

PiR O°FE & &1l O'N AL
WHHOBALIMA!

COSMETIC LABORATORIES

Dr Irena Eris

Dr Irena Eris Cosmetic Laboratories is
the most widely recognized Polish manu-
facturer of skin care cosmetics. Established
in 1983, the company has seen
a dynamic growth on international
markets. The product portfolio includes
4 brands: Dr Irena Eris (premium and
professional  cosmetics), Pharmaceris
(pharmaceutical dermocosmetics), Lirene
(cosmetics for mass market consumers)
and Under Twenty (anti acne products
for teenagers). Dr Irena Eris is the only
cosmetics company in Poland with its own
Centre for Science and Research.
All cosmetics are developed based on the
company's original formulas following
a mulfi-stage testing process.

The image of Dr Irena Eris brand is further
bolstered by Dr Irena Eris Skin Care
Institutes, Poland'’s largest chain of skin care
establishments, and  the  five-star
Dr Irena Eris SPA Hofels in Krynica and
Wzgdrza Dylewskie.

For already 30 years Eveline Cosmetics
has been one of the largest players
on Polish cosmetics market. We are
offering a wide range of products for
makeup and face and body care.
Thanks to many years of experience,
high quality of products, reliable prices
and innovative  approaches our
products have been successfully sold on
Polish market and in more than 75
countries all around the world.

DR IRENA ERIS
COSMETIC LABORATORIES

Armii Krajowej 12
05-500 PIASECZINO

POLAND

Phone: +4822717 11 11
Fax: + 48 22 757 06 12
e-mail: export@eris.pl

www.drirenaeris.com

KocmeTnueckas Jla6opatopuss Dr Irena Eris

— Haubornee M3BECTHbI/ MONbCKUI MpPOU3-

BOAUTESNIb KOCMETMYECKUX CPeACTB Mo yxoAy
3a Koxeih. dupma cywectsyeT ¢ 1983 ropa,
WHTEHCUBHO pa3BMBasiCb Ha MeXAyHapoAHbIX
pbiHKax. Ee npopaykToBblii nopTdens cocta-
BNAOT u4eTbipe OpeHpa: Dr Irena Eris

— npemMuyM U npodeccroHanbHasi KOCMeTMKa,

Pharmaceris — anteyHas AepMOKOCMETHKa,
Lirene — KocMeTUKa MaccoBOro pbiHka n Under
Twenty — yxoA 3a IOHOW KoXeli ¢ npobneMamu
akHe.

KocmeTuueckas Jla6opatopus Dr Irena Eris
- epvHcTBeHHasa B [onbwe, wuMmelowas
cobCcTBeHHbI  HayuyHo-uccnepoBaTenbCKuii
ueHTp. B ocHoBe Bcex KOCMeTUYeCKMuX
npenapaToB - OpUruMHanbHble peLenTypbl,
co3flaHne KOTO-pbiX BCerga conpoBoXpaaeTcs
MHOrOCTYneH4YaTbiM  npoLeccoM  uccne-
posaHuii. Ummmx 6peHpa Dr Irena Eris
c¢opmupyloT Takke KpynHeiiwasi B [Monblue
ceTb KocMeTnuecknx nuictutyTos Dr Irena Eris
U nATu3Be3gouHble Cna-otenu Dr Irena Eris,
pacnonoXeHHble B pa3fiyHbIX pPervoHax
MonbLun.

EVELINE

COBMETICS

o
Y

EVELINE COSMETICS
S.A.S.KA.

Zytnia 19

05-506 LESINOWOLA

POLAND

Phone: +48 22 757 78 37
Fax: +48 22 757 79 92
e-mail: eveline@eveline.eu

www.eveline.eu

KomnaHus Eveline Cosmetics y»«e 30 net
ABNSETCA OHUM W3 KPYMHEWWUX Mpo-
nspoauTenen KkocmMetuku B lMonbuie.
Mbl npeanaraeM LUMPOKUIA acCOPTUMEHT
CpeAcTB ANs MaKushKa, yxoAa 3a KoXxew
nuua u Tena. bnarogaps MHoroneTHeMy
OMbITYy, BEPHOCTU MPUHUMNAM BbICOKOIO
KayecTBa Mo AOCTYMHOW LeHe, UHHOBAL-
MOHHOMY rMofxody M ObICTPOMy pearmpo-
BaHUIO Ha CMEHY PbIHOYHbIX TEHAEHLMA
Hawa npoAyKuus ycnewHo npopaeTcs
KaK Ha NoJfibCKOM pbIHKe, TaK U Ha pbIHKaX
6onee yeM 75 cTpaH mMupa.
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FAR%I\ZQNA

FARMONA

Laboratorium Kosmetykéw

Naturalnych Sp. z o.0.

Jugowicka 10C
30-443 KRAKOW

POLAND

Phone: +48 12 25270 75/76

Fax: +48 122527071

e-mail: dana.bartoszewicz@farmona.pl

www.farmona.pl

FARMONA Laboratory of Natural
Cosmetics is one of the Polish leading
producers and exporters of cosmetics
and dermo-cosmetics for face, body
and hair care. We have also profession-
al cosmetics in our offer aimed for
beauty salons, spas and skin care
clinics. All Farmona's products are
based on natural ingredients and innov-
afive recipes, created in our labora-
fories in collaboration with a team of
scienfists and dermatologists. ISO and
GMP certificates confirm high quality
of products.

HEINZGLAS
Dzioldowo | Foland

HEINZ GLAS DZIALDOWO

Sp. z 0.0.

WI. Jagielly 40

13-200 DZIALDOWO

POLAND

Phone: +48 23 697 01 00
Fax: +48 23 697 01 64
e-mail: handel@heinz-glas.pl
www.hgd.pl

Heinz Glass Dziatdowo and Heinz Plastics
Polska are the producer of high glass and
plastic packaging for the cosmetics
industry. HGD offers glass bottles and jars
for: EDT, perfume, nail polish and skin
care. HPP offers plastic packaging for:
shampoo, shower gel, balm with flip-tops
and Surlyn caps for perfumery. Both
companies offer the wide line of the
standard  products and  products
according to customer requirements.
Cooperation between HGD and HPP
allows to offer a high quality and attrac-
tive packaging lines with fresh design.
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FARMONA Jla6opaTopuss HatypanbHoii
KocMeTuku siBnsieTcA ogHUM M3 BeAyLUMX
NosbCKMX Mpou3BoauTenei M aKcnopre-
pPOB KOCMETUKU M [EePMOKOCMETMKM Mo
yxoay 3a NMLOM, TesIOM U BOJNOCaMM,
a TaKxke npoceccuoHanbHO KOCMETUKM
Ans canoHoB KpacoTbl. Bce npoaykTbl
Farmona paspa6oTaHHble B Halueii nabopa-
TOpUM, NPU NOCTOSSHHOM COTPYAHUYECTBE
C BblaaloWMMUCA pAepMaTonoramu,
OCHOBaHHble Ha HaTypasibHbIX KOMMOHEH-
Tax 1 UHHOBALMOHHbIX COCTaBaXx, NOATBEp-
XXAEHblI PAAOM uccnefoBaHuii. Bbicokoe
KayecTBO NPOAYKUMM NOATBepXxAaaloT
MeXxxayHapoaHbivi ceptudumkat ISO u GMP.

IIEI_!II!’LA%_HCS

 POLSKA

HEINZ PLASTICS POLSKA

Sp. zo.0.

Przemyslowa 57
13-200 DZIALDOWO

POLAND

Phone: +48 23 698 16 24

Fax: +48 23 697 01 45

e-mail: biuro@heinz-plastics.com

www.heinzplastics.com.pl

Heinz Glass Dzialdowo u Heinz Plastics
Polska sBnsailoTca npoussoauTensMu
BbICOKOKA4YeCTBEHHbIX  CTEKJIAHHbIX
W MNacTUKOBbLIX YNaKoOBOK ANl KOCMe-
TUYeckoi npomsbineHHocT. HGD npea-
naraet CTeKfsiHHble NakoHbl Ans
TyaneTHoi BOAbl, AYXOB, Naka AnNA
HOrTel U CPeAcTB Mo yxoAy 3a KOXeW.
HPP npepnaraeT nnacTUKOBYIO Ynako-
BKY ANA WaMnyHs, rensa ansa aywa,
6anb3ama c KpbllukamMu nunTton
1 cypnMHOBbIe Konnayku ans ayxos. 06e
KOMMaHUv npeanararoT LWMPOKYIO raMMy
CTaHAapTHOW MpoAyKuuKn, a Takxe
peanus3yloT M ynakoBKy Mo 3akKa3am
KknueHTtoB. CoTpyaHuyectso HGD u HPP
Nno3BosseT NPeAsIoKNTb BbICOKOE Kavec-
TBO U NpuBreKaTesibHble JIMHUM ynako-
BOK C HOBbIM AU3aiAHOM.

MORE THAN GLASS..

SEISTIE

FARMONA

Fakidond,

www.cosmeticreporter.com

MORE THAN PLASTIC...

Gruppo

Zignago Vetro

r/y
vy

\L
VERRERIES BROSSE v

Enfresce s B

Huta Szkta

Zignago Vetro CZECHY.

The Zignago Vetro Group owns in its
portfolio the brands Verreries Brosse,
Zignago Vetro and Huta Szkta Czechy.
The Group with factories located in: Italy,
France, and Poland produces high
quality glass containers as well as custom
designed glass bottles and jars for
the worldwide Cosmetic and Perfumery
industries.

We service both domestic and interna-
fional markets. Our technical teams
combined century of glass making know
how enable us to offer unique shaped
stock bottles and to develop state of
the art custom designed bofttles. We strive
to consistently anficipate new industry
frends. Each year, we create and launch
new stock: nail polish, fragrance,
cosmetic bottles. We also are able to dec-
orate in house or to source our clients’ full
range of decoration needs: such as
printing, spraying, metallization and frosting.

INTERTON is a Polish manufacturer of
colour cosmetics and plastic packaging
designed for colour cosmetics.

The products range is the same both for
cosmetics and packaging: lip glosses,
lipsticks, eye shadows, mascaras,
blushers, powders. Both finished prod-
ucts and packaging are manufactured
according to ISO and GMP rulles, from
the highest quality raw materials
imported from Western Europe.

Our goal is to provide highest quality
products at the most competitive price.

HUTA SZKtA “CZECHY" S.A.
ZIGNAGO VETRO GROUP

Osadnicza 8, Trabki
08-440 PILAWA

POLAND

Phone: + 48 25 685 48 23

Fax: + 48 25 685 49 23

e-mail: marketing@huta-czechy.com.pl;

sekretariat@huta-czechy.com.pl
www.huta-czechy.com.pl;
www.zignagovetro.com

Zignago Vetro Group wumeeT cnepylowme
6peHabI: Verrieres Brosse, Zignago Vetro u Huta
Szkta Czechy. pynna c 3aBogamu B WUtanuum,
®paHumn un Monblie NpPoM3BOAUT BbICOKOIO
KayecTBa CTEKJNsiHHble KOHTeWHepbl, a TaKxe
6yTbIIOYKM U 6aHOYKM nNO npoeKkTam
nokynartesnei OT MMPOBOW KOCMeTMYECKOW
n napcoMepHoOi NpPOMbIWNeHHOCTU. Mbl
o6cny)xuBaeM BHYTpPeHHUA U 3apy6eXxHble
pbIHKKU. Haw TexHuyeckuii KonnekTus aobuncs
ctoneTHero know-how npousBoacTBa cTekna,
4YTO NO3BONSIET HaM npeanaratb aCCOPTUMEHT
GyTbINOK yHUKanbHOW opMbl M pa3BuBaTb
NPOU3BOACTBO GYThbIIOYEK MO apTUCTUYECKUM
npoektaMm nmnokynaTtenei. Mbl nbiTaemcs
MOCTOSHHO OrnepeXxaTb HOBble MPOMbILUNIEHHbIE
TeHaeHuun. Kaxablii rog Mbl cocTaBnsieM
1 3anyckKaem HOBbIii aCCOPTUMEHT: BYTbINOYKMN
ANA naka Ana  HorTed, AnA napdioma
N KOCMETUKU. B Liexax AeKopupoBaHUs Hawmx
3aBO/IOB Mbl B COCTOSIHUM WCMOJSIHATL Camble
M3biCKaHHble TpeGoBaHWUA HalMX KIMEHTOB,
npefocTaBnsAs WM [eKopupoBaHue nyTeM
Hagnucu, caTUHUPOBaHUs, MeTasIu3auuu.

INERTON
INTERTON sp. z 0.0.

St.Bodycha 97
05-816 MICHALOWICE, Reguly

POLAND

Phone: +48 22 734 00 72

Fax: +48 22 730 05 92

e-mail: przybyla@interton-wra.com.pl

www.interton-wra.com.pl

Komnanus INTERTON siBnsieTcs nosib-CKUM
npoussBoanTesnieM IeKOpaTUBHOW KOCMETUKH,
a Tak)ke NnacTMKOBOW YyNaKoBKMW Moj cpefc-
TBa [ieKopaTUBHON KOCMeTUKU. Bce kocmeTu-
YyecKue uspenus, npeacTaBnieHHble B accop-
TUMEHTHOM psly, UMEIOT COOTBETCTBEHHYIO
ynakoBky: 6neck ansa ry6, ry6Has nomapa,
TEHNW Ana BeK, pymsHa, nyapa. U rotosas
npoAyKUMs M ynakoBKa Mpou3BOAATCS
B COOTBETCTBUM cO cTaHaapTamu ISO u GMP
HauyuMHass C Cbipbsl BbLICOKOrO KauyecTBa
umnopTupyemoro ¢ 3anagHoii Esponbl. Ha-
wa uenbobecneunTb NOTpedbUTENs BbICOKOKa-
YeCTBEHHOW NpoAyKuueiln no caMmbiM [OCTY-
MHbIM LieHaM.
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THE NAME OF BEAUTY

JOANNA

Laboratorium Kosmetyczne
Sp.J. B. Gorka, R. Korczak

Gen. Jozefa Zajaczka 11 nr C2
01-510 WARSZAWA

POLAND

Phone: +48 22 331 9210

Fax: +48 22 331 92 28

e-mail: m.malinowski@joanna.pl

www.joanna.pl

JOANNA Cosmetics Laboratory is
a dynamically developing Polish com-
pany, which has been specializing in
production of high quality cosmetics
from more than 30 years. We operate in
a constantly growing segment of hair
and body cosmetics and professional
products. We constantly improve our
formulas and expand the range of new
products in accordance with market
frends. The company implements new
standards of operations, modernizes our
laboratory, production and storage
facilities. All this makes us proud fo be
a modern company, which successfully
confronts the western competition and
places us in the forefront of Polish
cosmetics companies.

LaRosa

LaRosa - Profesionales
HIACYNT Distribution

Dwernickiego 48
87-100 TORUN

POLAND

Phone: +48 501 517 373

Fax: +48 56 622 90 52
e-mail: hiacynt@hiacynt.com.pl

www.larosa-profesionales.eu,
www.nikoakcesoria.pl

LaRosa - Profesionales offers such types
of cosmetfics: professional mineral make
up, nail products and products for
depilation. Their uniqueness is in their
high quality and variety. Our offer
contains products, creafted with the use
of modern technologies, but also ones
that bring us back to nature.
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JOANNA KocmeTuueckas JlabopaTopus
9TO AMHAMUYHO pa3BMBaOLWANACS MOSb-
ckas ¢upMa, KoTOopasi cneumnanusmpyeTcs
B Npou3BOACTBE BbICOKOKa4eCTBEeHHOMN
KOCMETUKM Ha npoTshkeHun 6onee 30 ner.
Mbl pa3BuBaeMcsi B 6bICTPO pacTywwmx
cerMeHTax: yxoA 3a TeJyioM, BoOJslocaMu
M npodeccuoHanbHOM KOCMETUKMU.
CoBepLUeHCTBYEeM peuenTypbl U paclump-
sfieM aCCOPTUMMEHT HOBOW npoAyKuuU
B COOTBETCTBUU C PbIHOYHbIMU MUPOBbLIMU
TeHAaeHUusMU. BHepapsiem HoBble cTaHfa-
pPTbl B MPOU3BOACTBEHHbIE MpPOLIECCh,
B MoAepHu3aumio npeanpusatusa. Bece ato
cnoco6eTByeT TOMy, 4To JOANNA C ycne-
XOM KOHKypupyeT C Bepywumu 3anapg-
HbIMM MapKamMu W CTOMUT B MepBbIX psAax
cpeaM NosibCKUX NPOU3BOAUTENEN KOCMe-
TU4YecKoW oTpacnu.

Mapka LaRosa - Profesionales npeacta-
BndeT npod)eccuouanbuylo MUHepasbHyO
AEKOPaTUBHYIO KOCMETUKY, KOCMETUKY
ana HOrTen n NpoAyKTbI ANA Aenuisuuun.
WX yHUKanbHOCTb B BbICOKOM KayecTBe
1 pa3Hoo6pa3uu. Y Hac ecTb npenaparbl,
co3flaHHble C MPUMEHEHWEM COBPEMEH-
HbIX TEXHOHOFMVI, U TaKue, KOTOpblie
BO3BpaLLaloT Hac K npupoae.

RGAN OIl, Joann:
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ARGAN GOLD

www.cosmeticreporter.com

H{MIM_CER

ARGAN GOLD

Our Company offers best quality flat
and round type cosmetic nail brushes
not only for nail polish, nail conditioners,
but also for other cosmetics as well.
The machinery stock consists of a number
of very high capacity automatic
machines, which make it possible for us
to meet the highest requirements of all
of our customers. We manufacture
each size of nail brushes ranging from
28 up to 56mm in length- made of
thermoset and not thermoset plastic,
in ground as well as not ground version.
With the high stock of 9.6 -10-11 mm
inner diameter standard nut size: 32, 34,
36, 39, 42, 45, 48, and 55, there is no
need for customers, who want to
purchase them, to place an order in
advance. Fiber — bristle used to stuff
a nail brush pin is the best quality Tynex,
meets the highest world standards, and
is manufactured by DuPont, an
American Company. Please, contact
our sales department for detailed
information about nail brush prices.

MINCER Pharma is one of the best
recognizable brands in Poland. For over
20 years, we have been providing our
customers with cosmetics, which help to
stop the ageing process. We offer
a selection of over 200 products, whose
properties are based on well-known
and effective ingredients, such as
hyaluronic acid, collagen, argan oil.
Our cream jars have a special dosage
system, which protects the products
from external factors. This guarantees
more hygienic usage. Our creams are
known in many countries in Europe,
Asia, Middle East and North America.

LEMAX BRUSHES
LEMAX BRUSHES

Poznanska 129/133
05-850 OZAROW MAZOWIECKI

POLAND
Phone: +48 502 20 77 87
e-mail: info@lemaxbrushes.pl

www.lemaxbrushes.pl

Hawa c¢upma npeanaraeTt BbICIEro Kavec-
TBa KOCMeTM4YecKue Mnockue W Kpyribie
KUCTOYKU Ans naka. Hawe o6opynosaHue
COCTOUT U3 HECKONIbKUX aBTOMaTU4eCKux
CTaHKOB C OY€eHb BbICOKOI NPOM3BOANTESb-
HOCTblO, 6narofaps YeMy Mbl B COCTOSIHUM
BbIMOJIHUTL  NioOble, CcaMble BbICOKME
Tpe6oBaHus no6oro knvmeHTa. Mbl nponsso-
AVM KUCTOYKM NtoGbIX pa3MepoB: AnNnHa OT
28 1o 56 MM, ynpo4YHeHHble U He YNPOYHEeH-
Hble, WnudoBaHHble U He WnndoBaHHbIe.
Ha Hawwmx cknapax B 60nbluMX KonuyecTBax
MMEIOTCS KUCTOYKU CTaHAAPTHbIX pa3MepoB
32, 34, 36, 39, 42, 45, 48, 55 ¢ BHyTPEHHUM
AVaMeTpoM 3aKpy4uBaloOLUXCA KOMMNavykosB
9,6 - 10 - 11 MM , Gnarogaps Yemy Haluu
KJIMeHTbl MOFYT coBepliaTb MpsiMble
nokynku 6e3 npensapuTenbHOrO 3akasa.
Bopc ans HabuBKM CTEpXHS KUCTOUKM
COCTOMT U3 BbICWIEro Kracca matepuana
Tynex amepukaHckoin upmbl DuPont,
COOTBETCTBYIOWWEro caMbiM BbICOKUM MUPO-
BbIM cTaHAapTaMm. LleHbl Ha KMCTOYKMK
MOXHO Y3HaTb, CBSA3aBLWKUCb C HalUM
OTAEenoMm no npogaxe.

MINCER
P

arma

MINCER Pharma

Kosciuszki 37
05-816 MICHALOWICE

POLAND

Phone: +48 22 723 80 39
Fax: +48 22 753 03 55
e-mail: mcr@mincer.com.pl

www.mincer.com.pl

Mincer Pharma 6onee 20 net nomoraet
eHwmHaMm  addekTMBHO BGopoTbes
C MpU3HaKaMuM YXOAsiero BPEMEHU.
Hawa pesTtenbHocTb cocpepoToyveHa
Ha npousBoAacTBe 6enoii KOCMEeTUKM.
B HacTosilee Bpems npoussoaum Gonee
200 HauMeHOBaHWI MNpoAyKTOB AnNs
KOMMJIEKCHOI0 yX0/ia 3a Ko)xeid nuua u Te-
na. KCnopTupyeMm Hally KOCMeTUKYy BO
MHorue cTtpaHbl EBponbl, A3uu, Cese-
pHoii AMepuku. Hanpsimyio coTpyaHu-
YyaeM C MeXAyHapoAHbIMM TOProBbIMU
ceTsIMK, a TaK)xe uMnopTepamu n AUCTpu-
6bl0TOPaMu.
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MOLLON

il

MOLLON COSMETICS

Geodetow 31A

05-500 PIASECZNO - JOZEFOSLAW
POLAND

Phone: + 48 22 750 53 03

Fax: +48 2221117 63

e-mail: info@molloncosmetics.com

www.mollonpro.com

Mollon Cosmetics, the member of the
group of companies, is specialized in pro-
fessional products for manicure/pedi-
cure styling and nail care under Mollon
PRO brand. While creating products we
use new technologies and trends in
cosmetics in the sphere of quality and
innovation. The production is conducted
according to inspected standards on
modern technological lines.

The history of our brand is connected
with the legendary French city - Mollon.

PHARMACEUTICAL COMPANY

NEPENTES PHARMA

Sp. z o.0.

Bonifraterska 17
00-203 WARSZAWA

POLAND

Phone: +48 22 280 82 51, + 48 724 247 235
Fax: +48 22 280 00 01

e-mail: monika.ostaszewska@nepentes.pl

www.nepentes.pl

Nepentes Pharma operates in the
pharmaceutical industry, focusing on
building market position in pediatric and
dermocosmetic sector. The success of
company is created by two brands
Iwostin and Emolium, which for years are
recognized and frusted by consumers,
doctors and pharmacists. The main aim
of the company is to meet the needs of
our clients by offering them high quality,
safe and innovative products.

Our priority is to continue improvement
activities to meet the expectations of our
customers. Their satisfaction is inspiration
for further development.
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®upma Mollon Cosmetics, 6yayum
4acTblO FpynMbl KOMMaHWiA, crneuvanu-
3upyeTcs B npodeccuoHanbHbIX Npena-
patax AnA cTuau3auum v yxona 3a
HOrTaAMU nopA Mapkoi Mollon Pro.
Co3paBasi NpoAyKTbl Mbl UCMONb3yeM
B TEXHOJIOrMYEeCKOM MpoLiecce coBpe-
MEHHbIe peLueHUs], y4nTbiBasi OfQHOBpe-
MEHHO aKTyalbHble TPeHAbl B KOCMe-
TUKe, 6narogaps YeMy Halla KOCMeTHKa
MHHOBaLIMOHHas 1 KayecTBeHHas. Mpouns-
BO/ACTBO peanu3yeTcsl CornacHo npose-
PEeHHbIM CTaHAapTaM Ha CoBpe-MeHHbIX
TEXHONIOrM4YeCKMX JIMHUSX.

WcTopus Hallei MapKu CBsi3aHa € nerex-
AapHbiIM  ropoAoM Bo  ®paHumu
— MonnoH.

Mpoaykums Iwostin npeaHasHavyeHa ana
YyBCTBUTENbHON, CKJIOHHOW K annep-
rum U Npo6neMHo KoXXu, B TOM Yucne
KOXM C pacluMpeHHbIMU Kanunnspamu,
YrpeBoii CbINbIo U rMnepnurMeHTaumei.
31u cpeacTBa obecneynBaloT KoMe-
KCHbI yX0/ 32 KOoXXeil nuua u Tena.

Bca npoaykuus lwostin npoTtecTu-
poBaHa Ha YyBCTBUTENIbHON KOXe
M npousBefeHa B COOTBETCTBUMU CO
cTaHAaapTaMu Npou3BoOACTBa hapmalie-
BTU4YecKuXx npoAaykToB. Ee addekTus-
HOCTb MOATBEpXAeHa UHCTPYMeHTasb-
HbIMU UCCNeOBaHUAMM U TecTaMmu
(B TOM Yucne KNMHUYECKUMU TecTamm),
npoBefieHHbIMM B MOJILCKUX UCCIe-
AoBaTesnbCKUX nabopaTopusix.

SMARE WELL

MOLLON

PRO

Hybrid

A L VU LA

‘\h.h____

PRO style nails
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- Sensitive Skin

FECTIVE CARE FOR SENSITIVE
| ALLERGY-PROME SKIN

] [T

Sensitive Skin

For more than 30 years, Oceanic has
been growing dynamically, consistently
implementing the philosophy of crea-
fing cosmetics and dermocosmetics for
people with sensitive and allergy-prone
skin. Thanks to years of experience that
has resulted in creation of products of
remarkable quality, the AA brand has
become renowned as a brand of
anti-allergenic cosmetics.

The company's mission is fo help people
with sensitive, allergy-prone skin by
creatfing safe and effective products.
All formulae contain certified pharma-
ceutical raw materials that are devoid
of allergenic and imitant compounds,
which have the appropriate cerfificates.
OCEANIC’s factory meets strict GMP
requirements (Good Manufacturing
Practice), guaranteeing the highest
quality of its products. Large investments
in high-quality production equipment,
as well as quality control brought results
- OCEANIC’s research and develop-
ment laborafory is one of the most
modern in Central and Eastern Europe.
Oceanic is proud fo offer an increasingly
broad product portfolio. The current
offer includes over 600 skin care
cosmetics, which are available in all
distribution channels.

Euphora is a producer of Paese- brand
of make-up cosmetics. Paese offers
a full range of high quality beauty
cosmetics including: primers, founda-
fions, pressed and loose powders,
bronzers, concealers, blushes, eyeshad-
ows, mascaras, eyepenciles, lipsticks,
lipglosses, nail polish and nail treat-
ments. Our aim is to create high quality
cosmetics, with a wide colour palette,
innovative formulas and attractive
packaging. We were awarded with the
title ,,Perfection of the Year 2010".

cosmetics
OCEANIC s..

Lokietka 58

81-736 SOPOT

POLAND

Phone: +48 58 550 88 47

Fax: +48 58 550 88 44
e-mail: export@oceanic.com.pl
www.AAcosmetics.eu

Ha npotsbxeHun 6onee 30 net, OCEANIC cTpemuTe-
NbHO pa3BMBaeTCs, MocriefoBaTesIbHO peanusys
dunocoduio co3paHUsi KOCMETUYECKUX CPEACTB
WU [epMOKOCMETUKU AN nioAeldi C 4YyBCTBUTENbHONA
KOXe#l, CKNOHHOW K annepruv. Bnaropaps MHoro-
neTHeMy onbITy 6peHa AA cTan LieHMMOIA runoan-
nepreHHON MapKo.

Muccus KoMnaHumM 3aKnioyaeTcs B OKasaHUM NMOMOLLM
NoAAM C YYBCTBUTENbHOW KOXXEW, CKIIOHHOW
K anneprum nytem pa3paboTku 6e3onacHoii
1 ahheKTUBHON KOCMETUKM.

Bce peuentbl co3palotca u3 o6paboTaHHOro
W OYUILEHHOrO OT asnsiepreHoB WAW pasapaxKaroLmx
coeavHeHuii hapmaLeBTUHECKOrO Cbipbsl, COOTBET-
cTBYylOWMUM 06pa3omM cepTUhMLIMPOBaHHOIO.
®dabpuka OCEANIC oTBevaeT Tpe6oBaHUAM NPAKTUKU
npoussofcTsa ¢apmaueBTUYeckux cpeacts — GMP
(Good Manufacturing Practice), koTopble rapaHTUpytoT
BbicOvaiillee KayecTBO MPOM3BOAWUMOI KOCMETMKM.
Bnaropaps BbICOKMM WHBECTULUMAM B BbICOK-
OKayeCcTBEHHOE MPOU3BOAUTENIbHOE U KOHTPOJSib-
Hoe o6opynoBaHue, Hay4yHo - uccneposaTenbckas
nabopatopussi OCEANIC siBnsieTcsi OAHOW M3 CaMbiX
coBpeMeHHbIX B LleHTpanbHoi u BocTo4uHoit EBpone.
Oceanic oTnMuyaeTcsi o4eHb GoraTbiM nopTdenem
npoayKkToB. B HacTosilee BpemMs accopTUMEHT
HacuuTbiBaeT okono 600 HaMMeHOBaHWiA, KOTOpble
npopjaloTcs BO BCeX KaHanax AMcTpuéyumn.

PAESE COSMETICS

Orszanska 43
30-698 KRAKOW

POLAND
Phone: +48 790 354 111
Fax: +48 12 444 67 00

e-mail:g.skora@euphora.pl
www.paese.pl

LLInpoko M3BECTHbI MNONbCKUA GpeHA
PAESE sBnsieTci CUHOHMMOM BbICOKOIO
KayecTBa U LUIMPOKOro Bblibopa aAexkopaTu-
BHOM KocMmeTuku. KomnaHus Bcerpa
cneaguT 3a MUPOBbLIMU TEeHAEHUUAMU
M B TECHOM COTPYAHMYECTBE C BU3AXMUC-
Tamu co3jaeT Henpes3oieHHble npoay-
KTbl ANSA WMPOKOro Kona notpebureneii,
B TOM 4ucne u npodeccuoHanos. B acco-
PTUMEHTE — camble NMonynsipHble OTTEHKU
TeHel U MoMaf, TOHanbHble Kpema v nya-
pbl AnsA no6oro TUNa KOXWU U TeKc-
Typbl. HacbIleHHOCTb, CTOWKOCTb U YHU-
KanbHOCTb KOCMeTMYeCKUX CpeAcTB He
ocTtaBuT Bac paBHoAyLIHbIMU.
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@PharmaCF
PHARMA C FOOD
Sp. z o.0.

Mokra 7

32-005 NIEPOLOMICE

POLAND

Phone: +48 12 28 13 500

Fax: +48 12 28 13 400
e-mail: sales@pharmacf.com.pl

www.pharmacf.com.pl

Pharma C Food is a leading Polish
cosmetic manufacturer. We offer high
quality products in reasonable prices.
Brands Bond and Korsarz presents wide
range of products for men, for women
we have brands: Manila Bond, Venus
and Cztery Pory Roku. We offer wide
range of products such as after shave
tonics, after shave balms, shaving
creams, shaving foams, deodorant
sprays, shower gels, body lotions, hand
creams or gift sets. In many of the above
mentioned we are leaders on Polish
market.

PIERRE RENE sp. z o.0.

Ogrodowa 7

76-270 USTKA

POLAND

Phone: +48 59 814 66 65
Fax: +48 59 815 29 30
e-mail: info@pierrerene.pl

www.pierrerene.com

PIERRE RENE is a modern company, very
active for the past 18 years on the
cosmetic market in Poland and abroad.
We export our product to Sweden,
Finland, Portugal, Germany, Spain,
Tunisia, Czech Republic, Ukraine, Russia,
Romania, Slovenia, Iran, Jordan, etc.

We offer an extremely wide range of
cosmetics. Our best-sellers are mascaras,
eye shadows, lip-glosses, nail polishes,
lipsticks, foundations, eye- and lip-liners
and correctors. For the past few years
we have been placing a particular
emphasis on development in the private
label sector. Our mission is high quality for
reasonable money.
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Pharma C Food - Begywwmii nonbckuii
npovssoauTesnb BbICOKOKaYeCTBEHHOM
KOCMEeTUKMU NOo AOCTYNHOWM LeHe. Mapka
Bond u Korsarz npeactaensoT co6oii
LUIMPOKKI aCCOPTUMEHT NPOAYKTOB Ans
MY>4uH, a Manila Bond, Venus, Cztery
Pory Roku ansa xeHwwH. Hawe npega-
noxxeHne BKJOYaeT B cebs: NOCbOHbI
nocne 6puTbs, TyaneTHble BOAbI, NEHbI
Ans 6puTba, KpeMbl Ans 6puTbs, Ae3ono-
paHTbl, renu ansa aywa, 6anb3ambl ans
Tena, KpeMbl Ans pyk. Bo MHorux us
3TUX KaTeropuini Mbl siBsieMcsl nupe-
pamMu Ha NosIbCKOM pbIHKe.

»[lbepe PeHe” 3TO OYeHb aKTUBHa
KOMMNaHUA Ha KOCMETUYECKOM pPbIHKE
B Monblue u 3a py6exom. Haw accoptu-
MEHT 3TO OYeHb LMUPOKUIA CMeKTp
KOCMeTUYECKUX CPEACTB AN MaKushkKa.
Mbl akcnopTupyem Hauly npoayKuuio
B Lseuuio, ®uunanguio, MNMoprtyranuio,
lepmanuio, Ucnauuio, TyHuc, Yexmio,
YkpauHy, Poccuio, Pymbinuio, Crnose-
Huio, MpaH u T.A4.. Hawm camble nyywumne
NPOAYKTbI - TYLWb NI PECHUL, TEHU ANS
BeK, 6neck ansA ry6, nak ans HorTe,
rybHas noMaga, TOHaNbHbIA KpeM,
M KoppekTopbl. B nocnegHue Heckosb-
KO JieT Mbl NMOCTaBUAWN crneuunanbHbIi
aKLeHT Ha pa3BUTHE YacTHOro ceKktopa
COBMECTHbIX MapoK. Hawa muccusa -
BbICOKOE Ka4yecTBO 3a pas3yMHble
AEeHbIn.
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PROSALON

POLCHARM company for 15 years has
been occupying with the activity
supporting Polish cosmetics exporters,
mainly by helping them to participate
during the infernational fairs. For many
years we have been the only frade
partner on such events as interCharm,
interCharm Ukraine, Cosmoprof,
Cosmoprof Asia. We are also a publisher
of beauty business industry magazines:
Cosmetic Reporter publishes up to date
reports on Polish and abroad beauty
markets. It is targeted to Polish and
foreign cosmetics producers. If you are
interested in entering Polish market — no
doubt Cosmetic Reporter is the very
best channel fo promote vyourself.
It appears at inferCharm and Cosmo-
prof, which seems to be a great occao-
sion fo conquer foreign markets.
TOP Professional is a magazine targeted
to hairdressers interested in the latest
frends in stylization, coloration and hair
care.

PROSALON by Chantal means high
quality cosmetics for hair colouring,
care, freatment and styling destined
exclusively for professionals  (hair-
dressers). PROSALON INTENSIS extends
our offer with a series of cosmetics for
hair moisturizing, enlarging its volume
and colour protecting. We offer also hair
cure complexes under our sub-brand
PROSALON MED. New fo the range is
a series of cosmetics based on argan oil
- PROSALON Argan Oil, which ensuring
youth and vitality fo hair.

In Warsaw we run the hairdressing
academy of our own where we
organize various courses and master
cClasses.

polcharm
POLCHARM

Jodlowa 44
05-077 WARSAW WESOLA
Tel./fax +48 (22) 773 37 51

+48 502 22 90 90
e-mail: info@polcharm.com.pl
www.polcharm.com.pl

Komnanusi Polcharm yxe 15 net pa6otaeTt
B cnyx6e nonbckKoi WMHAYCTPUM KpacoTbl.
MuHorue roabl Polcharm sBnanca uckno4uu-
TenbHbiM B lonblue areHTOM BbICTaBOK:
interCharm, interCharm Ukraine, Cosmoprof,
Cosmoprof Asia. Polcharm BbinyckaeT Toxe
)KypHanbl ANsi KOCMeTUYEeCKON WHAYCTpuM:
Cosmetic Reporter, B KoTopoM ny6nuKyloTcs
caMble akTyasbHble 0630pbl MNONLCKOro
N 3apy6eXKHblX PbIHKOB, a TaKxe WHGO-
pMaumm 06 HoBeiKUX TpeHAax B KOCMETHUKE,
NPOMILECTBUAX KOCMETUYECKOW oTpacnu
n T.n. XKypHan apapecoBaH npou3Boau-
TensaM KocMeTukm Kak B [onblue Tak
M B ApYyrux cTpaHax mupa. Ecnu Bbl 3auHTe-
pecoBaHbl BOWTU Ha MOMbCKUA PbIHOK,
Cosmetic Reporter upeaneH 4tobbl 3apexkome-
HpoBaTbcA B HeM. Peknama B Cosmetic
Reporter paet TOXe BO3MOXHOCTb MNpeAc-
TaBUTb CeGsi U Ha APYrUX pblHKaX, TaK Kak
)KypHan pacnpocTpaHAeTCA Ha BbiCTaBKe
interCHARM u Cosmoprof.Top Professional,
npeAHa3HayeH Ansl NapukMaxepoB 3auHTepe-
COBaHHbIX CneauTbh 3a HOBeWWMMM Hanpa-
BJIEHUSIMM B CTUAMU3aLuK, Konopusauuu
u yxofe 3a BOJIoOCaMu.

PROSALON

PROFESSIONAL

PROSALON

Kacka 16

05-462 WIAZOWNA

POLAND

Phone: +48 22 61209 25

Fax: + 48 22 789 08 03
e-mail: exporti@chantal.com.pl

www.prosalon.eu

Mpoaykuna mapku PROSALON ot cdupMbl
«lllaHTanb» - 3TO BbICOKOKayeCTBEHHas
KOCMeTUKa ANA yxofa, NleyeHusi, OKpacku
W CcTuUnusauuMum BONOC, NpeAHasHayeHHas
UCKJTIOYUTENBLHO Ans NapuKMaxepos -npodec-
cuoHanoB. Jluhna PROSALON INTENSIS
COCTOUT M3 TPEX cepuil KOCMETUKU Ans
BOJIOC: YBJaXXKHsOWeN, yBenuunsaowen
o6beM M Ans oKpaweHHbIX Bosoc. Mbl
npeanaraeM TakXxe KOMMJEKC ANS ne4veHus
BOJIOC NoA HawuM cy6-6peHaom PROSALON
Med. Hawei HOBUHKOI sBnseTcA cepus
npodgeccrmoHanbHO KOCMETUKM ANS BONOC
Ha OCHoBe apraHoBoro macna - PROSALON
Macno ApraHuu, obecneuu-Baiowwas Moso-
AOCTb U XXU3HEHHYIo cuny sosnoc. B Bapluase
HauyuHaeT [AeATeNbHOCTb MapuKMaxepckas
Akagemuss PROSALON, rae Mbl opraHusyeM
pasnuyHble Kypcbl U MacTepKnacchbl.
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SERPOL

c EMETICS

SERPOL - COSMETICS
Sp.zo0.0. Sp.K.

Nowa 2

62-290 MIESCISKO

POLAND

Phone: +48 61 427 80 79

Fax: +48 61 427 80 79

e-mail: biuro@serpol-cosmetics.pl

www.serpol-cosmetics.pl

Serpol Cosmetics is a specialized manu-
facturer of cosmetics, household chemi-
cals and plastic packaging PET and
DOYPACK. Thanks to clever develop-
ment strategy and determination of peo-
ple who formed the company Serpol
Cosmetics is presently a leading
manufacturer of household chemicals
and cosmetics in Poland. The key area
of the company's activity is cooperation
with leading retail chains and distributors
in scope of Private Label sector
production.

TORF

www.tolpa.pl

™

o™ CORPORATION

L

N

5 TORF Corporation
C Fabryczna 11

_'Q 55-080 KATY WROCLAWSKIE
L) POLAND

Y Phone: +48 71 33419 20
— Fax: +48 71 334 19 41
= e-mail: TORF@torf.pl

O

-

Our company specidlizes in developing
facial, body and oral care products.
Combining our know-how and experi-
ence we create competitive product tai-
lored to customer expectations. We
cooperate with many retailers: MAKRO,
BOOTS, AUCHAN, TESCO, ROSSMANN,
SUPER PHARM, KAUFLAND, BIEDRONKA,
E.LECLERC in Poland and abroad.

We also develop our brand cosmetics
- tolpa™, which has been created for
demanding customers who want to be
sure their cosmetic is a good investment.
More of products do not contain
foaming substances, artificial dyes,
parabens and other undesirable ingredients.
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Serpol Cosmetics sBnsieTcs cneuvanu-
3UpOBaHHbLIM NPOU3BOAUTENIEM KOCMe-
TUKM, GbITOBOI XMMUM a TaKXXe NnacTu-
KOBbIX yrakosok Tuna M3T n 0/ NAK.
MNpoaymaHHaa cTpaTerus passBuTus
W pemnTeNnbHOCTb COTPYAHUKOB (hMPMbI
npusena K Tomy, 4to ceroaHs Serpol
Cosmetics siBnsieTcs BeayLUM NPOoU3BO-
AUTENEeM KOCMETUKMU U ObITOBOI XUMUKU
B Monble. KnioyeBbiM BUAOM AeATe b
HOCTU (pUpMblI ABNSETCA COTPYAHU-
4eCcTBO C BeAylLMMU TOProBbIMU CEeTS-
MM a TaKxxe AUcTpubbIOTOpamMu B obna-
CTU Npou3BOACTBa MPOAYKTOB private
label.

Hawa koMnaHus - npo3BoAuTesNb KOCMe-
TUKU NO yXxoay 3a SIMLOM, TESNIOM U NOoJIo-
cTbio pTa. Wcnonb3ys Hawm 3HaHuSA
U OnbIT, Mbl cO3AaeM MOJIHOCTbIO
KOHKYPEHTOCMNOCOG6HbIA, Ka4eCTBEHHbI
MPOAYKT C yYETOM OXUAAHUI KNueHTa.
Mbl coTpyaHMYEM CO MHOrMMM ceTe-
BbiMu puteiinepamu: MAKRO, BOOTS,
AUCHAN, TESCO, ROSSMANN, SUPER
PHARM, KAUFLAND, BIEDRONKA,
E.LECLERC B MNonblie 1 3a rpaHulei.
Mbl Takke paspabotanu Haw cobeT-
BeHHbIi 6peHA - tolpa™, co3paHHbIi ans
Tpe6oBaTenbHbIX KJIMEHTOB, KOTOpble
XOTAT ObITb YBEpPEHbl, YTO UX KOCMe-
TUKa Xxopolwas uHBecTuums. lpakTu-
YecKu BCe JIMHUU He coiepXXaT BCMeHUu-
Tenen, UCKYCCTBEHHbIX Kpacutenei,
napabeHoB M Apyrux HexenaTenbHbIX
VHIrpeaVeHTOB.

www.cosmeticreporter.com

www.veronavpp.eu
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Pa3spaboTka u npousBoACTBO
Kocmetuka gna tena u sonoc
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BY V.LABORATORIES

Verona Products Professional was
established in 2003. This moment was
preceded by years of experience
gained in world markets, thanks fo
which the company quickly became
arenowned contender in the cosmetics
business.

We are producers of cosmetics for
make-up, skin and body care, hair
colouring as well as hair care and styling
products, and fragrance products.
Our brands have earned Clients' trust
and have been held in high esteem for
many years. Verona Products Professional
is also a producer of Private Label.
Private labels are another business
niche, which we're developing very
expansively by continuously expending
the offered assortment.

V.Laboratories product line consists of:
shampoos and shower gels, hair care
products (conditioner, masks etc.), full
range of creams, tonics, dual phase
liquids, hair styling products (gels, gums,
setting liquids etc.) and bleatching
powders. V.Laboratories has its own
R&D laboratory, a graphic design
department as well as trusted and
tested group of suppliers who
guarantee the best quality of raw
materials and packaging and also the
highest standards of customer service.

VERONA
VERONA
PRODUCTS PROFESSIONAL

Andrzejow Duranowski 27B
96-500 SOCHACZEW

POLAND

Phone: +48 46 863 08 87
Fax: +48 46 869 08 88
e-mail: biuro@vpp.pl
www.vpp.pl

Verona Products Professional 6bina
ocHoBaHa B 2003 roay. OTOMy MOMEHTY
npepauwecTBoBan MHOroNneTHU onbIT
B NMPoOuU3BOACTBE U MNMpoja)ke KOCMEeTUKM,
NnoaToMy KommnaHus ObicTpo 3aBoeBana
[OCTOWHOEe MeCTO B OTPaciu KOCMETMUKMU.
Mbl siBnsiemMcsi npou3BoaMTeNnieM AeKopa-
TUBHOI KOCMETUKM, KOCMETUKMN MO yXoay
3a NIMLOM U TesnoMm, oKpaluMBalowmx npoay-
KTOB, MO yxoAy 3a BoJiocamMu U Ans
CTUN3auMn BOJIOC, @ TaKXe BbICOKOKa-
YecTBeHHOV napdgiomepun. Haweii uenbio
AIBNSIETCA MPU3HaHWe M [oBepue Hawux
knueHToB. Verona Products Professional
cneuuanusmpyeTcsa TakXXe Ha KOHTpak-
THOM NPOU3BOACTBE.

V. LABORATORIES

V. LABORATORIES

Sp. z o.0.
Estrady 11a, Mosciska
05-080 IZABELIN

POLAND

Phone: +48 22 817 90 55

Fax: +48 22 817 90 64
e-mail: biuro@vlaboratories.pl

www.vlaboratories.pl

B cocTaB nuHeiiku npoaykToB V.Laboratories
BXOAAT: lWWaMNyHW, renu Ans aylua, npoay-
KTbl MO yxoAy 3a Bojlocamu (KOHAWL-
MOHepbl, MacKu), NOJHbIA CNEKTP KPEMOB,
AByXx(asHble KOHAMLMOHEpPbl, cpeAcTBa
ANSA YKNaaKu Bonoc (TAHYYKK, renu), a Tak-
)Xe npenapatbl Ans obecuBe4yuBaHUsA
Bonoc. V.Laboratories umeeTt cobcTBeH-
Hyto nabopatopuio R & D, otaen rpacwm-
YecKoro Au3aiiHa, a TaKxe NpoBepPeHHyIo
M UCMBbITAHHYIO FPYNNy NOCTaBLUUKOB, YTO
rapaHTMpyeT BbICOKOE KayecTBO Ans
Npou3BOACTBa, a TaKXe BbICOKWIA CTaH-
AapT 06CNY)XUBaHUA KJIMEHTOB.

hall 12, stand 12F27
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WUTanbsHCKWiA CTUAb WNM  W3bICKAHHBIA [AU3aliH B COYETaHUM C HEKOH-
BEHLUMOHANbHbIM KauyecTBOM, roBOpUT AHAXed KO3noBCKWiA, MPe3vaeHT KOMMaHuu
Verona Products Professional, koTopast 8 3ToM rofy npa3aHyet 10-neTue cyLecTBoBaHms
11 33 9TO Bpems ycnena cTaTb OAHUM M3 NMAEPOB KOCMETUHECKO OTpacy.

[Mocneanne rofsl — 310 AOXAbL Harpad Ans Verona Products Professional, B Tom uncne
Harpaga B XIIl Bbinycke peiiTuHra Hanbonee AMHAMUYHO PA3BUBAOLLMXCA NPEATPUATUI
Manoro ¥ cpegHero 6usHeca — Gazele Biznesu («[asenu BusHeca»), a Takxe
«KocmeTndeckas dupma 2012 ropa». CTpemuTeNbHbIE TeMnbl PassuTUS UPMbl
HabmoaaeM Kak Ha NoNbCKOM PbIHKE, Tak 1 HA MeXAYHAPOAHON apeHe, Bbl CPaBAseTeCh
AaXe C KOHKYPEHTaMI1 HAMHOTO KpyMHee, 1 MPUTOM 3TO NPOUCXOAUT BO BPEMS KPU3KCA....

Hawa ¢upma cyuwiectsyet yxe 10 net. 3a 9T0 BpeMsi Mbl HAayUUnUCh, KaK cneayet
paboTaTb Ha pbiHKe M CTPOUTb GM3HEC Aaxe BO BpeMs YMOMSHYTOro Kpusuca.
CnoxHoe 3KOHOMUYECKOE MONOXEHUe SBNSETCA ANS Hac BbI3OBOM, U B CBSA3M
C 9TMM Bcerfa npeanaraeM KnueHTam 1o, 4TO UM Ha CaMOM fiene HYXXHO U 4TO OHM
uwyT. Mpeanaras npoayKLUMIO HaUBbICLLEro Ka4ecTBa, 3CTETUYHYIO, N0 AOCTYMHbIM
LieHaM, Mbl 3aBOEBbIBaEM UX NOANLHOCTb W l0BEPUE, a 3TO ANA HaC caMoe rNaBHoe.
flBnseMcs eAMHCTBEHHOW MONbCKOW (PMPMOiA, KOTopasi mpeanaraeT AeBATb
KOCMETHYeCcKuX 6peH/I0B B YeTbIpexX KaTeropusX — Makusx, yXo/ 3a INLIOM U TeNoM,
oKpacka Bonoc W napciomepus. CTONb WMPOKUM MNpeAnoXeHueM MoryT
MOXBaNUTLCS HEMHOTME KOMMaHK.

KpuaucHble cutyaumm co3natoT pasHble BO3MOXHOCTH, Kak HaMepeBaeTech MCMob30BaTh
9TOT MOMEHT?

CylecTBYIOT pa3fiuyHbie BO3MOXHOCTM Pa3BUTUS M JKCMAHCUM, BCe 3aBUCUT OT
cTpaTeruu AesTeNnbHOCTH, OT AAaHHOIO pbiHKa U 0T KnueHToB. B 0cHOBY 3anoxeHa
4eTKo onpeAeneHHas Lenb, KOTOPOW B HaLeM CNyyae ABASETCS CO3AaHNe CUIbHON
nonbckoii Mapku rnobanbHoro Macwrtaba. Mbl pacnonaraeM COOTBETCTBYIOLEN
6a30ii 1 60MbWKUM OMbITOM. HaM HYXHO elue HeMHOro BPEMEHU, YCUMUii U cYacTbs,
4To6bI Y)XXe B GnuaiiwemM OyaKweM peanu3oBaTh HalM MnaHbl. YXe cevac Mbl
NpUCYTCTBYEM MOYTW Ha BCEX KOHTMHeHTax. Mo3uumus koMnaHuu Verona Takxe
CTaHOBUTCS BCe 6onee MOLUHOW Ha MONbCKOM PbIHKE, KaK B TPagWULMOHHOM, TaK
M COBPEMEHHOM KaHane. IMeHHO Gnaropaps HawMM [OCTOMHCTBaM, TaKMM Kak
cobCcTBEHHas uccnepoBaTenbckass na6opaTtopusi, B KOTOpOW co3paoTcs
YHUKaNbHbIe peLenTypbl MCKNIOYMTENbHO Ha 6ase CbipbeBbIX MaTepuanos
OT W3BECTHbIX MOCTaBIUMKOB. PON3BOACTBO OCYIECTBASIETCA MO CTaHAapTaMm
EBpocoio3a, TaK Kak TaKyto BOSMOXHOCTb 06ecneynBaeT COBpeMEeHHbIN MalMHHbIiA
napK. IHBeCTULMN B TEXHUYECKYIO MOAEPHM3aLMIO cnocobeTBYIOT 3¢h(heKTUBHOCTH
NpOU3BOACTBEHHbIX NPOLIECCOB 1 MOBBILIAIOT Ka4ecTBO NpoAyKuuu. Bee npoueccs!
NPOXOASAT B COOTBETCTBUM C AieiCTBYIOWMMM cTaHAapTamm ISO, npoueaypamu GMP
1 Tpeb6oBaHMAMM TexHWKU GesonacHocTu. [podeccuoHanbHoe o6cnyxuBaHUe
KnueHTa sBnseTcs KNIOY4OM K ycnexy, a MOAAEPXMBaeT ero COBPEMEHHOe
nporpamMmHoe o6ecneyeHne knacca ERP, uHTerpupoBaHHoe ¢ cucTeMoii
ynpaBneHus.

Bawa npopykuns npucyTcTeyet 6onee Yem B 60-TM CTpaHax, kakoBa CTpaTerus Ballei
JanbHENLLIeN IKCNaHCK 1 YNPOUEHUS Ha CBOMX MO3NLMSX Ha 3apyOeXHbIX PblHKax?

Kaablii 3KCMOPTHbIA PbIHOK pa3Hbli, Kaablii UMeeT CBOM MpeanoyTeHus,
OXMAAHMSA, HO TaKxe W TpeboBaHus. K kaxaoMy pbiHKY cnepyeT nopo6patb
MHAVBUAYAnNbHbIA NOAXOA, TaK KaK PbIHOK MMEEeT CBOIO KYyNbTypy, penurvio
1 06blyan. MoTpebuUTenu NpUBLIKNKU NPU MOKYNKax coBeplaTb WHAUBMAYaNbHbLIA
BbIGOP. Y HUX ecTb pa3Hble OXMUAAHUS B OTHOLIEHWN ACCOPTUMEHTA, LIBETOBbIX
pelueHuii, au3aiiHa unu onucaHWin ToBapoBs. YacTo OHU UMEIOT MHOMOHALIMOHANbHbIN
cocTaB, NO3ITOMY TPYAHO YAOBNETBOPUTL MOTpebHOCTM Beex. Mbl UMeeM cTporo
onpepeneHHbI NnaH paboTbl U NOCNE[OBaTENbHO €ro peanu3yeM. YcTaHaBNMBaeM
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Gonee TecHble GM3HEC OTHOWEHWS C HAWWUMM UMelWMMUCA KnueHTamu, 4To
3HauUMTeNbHO 06neryaeT Ham npuobpeTeHne HOBbIX. Ha NepBOM MeCTe Mbl CTaBUM,
npexpae BCEro, KAYECTBO, 8 He KONMYECTBO, 6narofapsi YeMy Ha MeXayHapoAHOM
apeHe Hac BOCMIPUHUMAIOT Kak npogheccHoHanbHOro 6usHec napTHepa.

KomnaHusi Verona BblpacTaeT Ha OAHOrO M3 3KCMOPTHbIX NMAEPOB CPEAM MOMbCKUX
KoCMeTHuecknx cupM. Bbl MHBECTMpYETE B pa3BMTME 9KCMOPTA, MPUHMMAs y4actue
B MEX[AyHapoAHbIX BbiCTaBKax, rfe MpeAcTaBfseTe LWMPOKUA aCCOPTUMEHT CBOEA
npoayKunu. TpodeccnoHansHo MOArOTOBAEHHbIA CTEHA obpaljan Ha cebst BHUMaHue
Laxe Ha HblHewHei BbicTaBke Cosmoprof B BonoHbe, B 4eM S Morna nnMYHO
C yaoBONbCTBUEM YOeanTbCs. Ball cTeHA Ha BbicTaBkax 06bI4HO OTHOCUTCS K uMcny Tex,
KOTOPblE NOMb3YHTCH HAMBONbLUIMM BHAMAHWEM NOCETUTENEN ...

YXe Ha MpOTSXKEHWM MHOTMX NneT NPUHUMAaeM yvacTue B BbICTABOYHBIX
MeponpUATUSX B Halleil CTpaHe U B MMpe, 0TCIOa Halll OMbIT. B 3TOM rofy Mbl yixe
npucyTCcTBOBaNM Ha BbicTaBkax B bonoHbe, [ly6ae, Ctambyne n Kuese. BnepBbie
KaK 0fHa U3 ABYX MOMbCKMX KoCMeTUYeckux dvpm Mbl npuHumany yyactue 8 Global
Expo HBA B Hbio-Wopke. KoHel roaa — aTo BpeMsi BbicTaBoK B MockBe 1 [OHKOHre.
lMpunaraem Bce ycunus K TOMy, YTOGbl Hall CTEHA KaX/blii pa3 CTaHOBUNCA BCe
6onee npuBneKaTenbHbIM, NPUTArMBAIOLWWM BHUMAHKUe, a TaKxe, YTo6bl OTNUYHO
9KCMOHMPOBAN WMPOKOe NOpTgoNUo NpoayKUMM, OTMEYeHHo! noroTunom Verona
Products Professional. Bnarogaps y4acTuio B TaKUX MepoOnpUATUSX MOBbILLIAEM
y3HaBaeMocTb Hawux GpeHAoB, NpUBNEKaeM HOBbIX KIMEHTOB M OJHOBPEMEHHO
yepnaem B/OXHOBEHWe ANs AanbHeiiwero addekTuBHOro passutus. ATy paboty
HaMmepeBaeMCsi NPOAOMKATDL TaKxe W B Gnuxaiuem byaywem.

Kakwe pbiHku Bbl cunTaeTe kntoueBbIM1 Ansi ce65 U Kakine MHBECTULMM NAaHUpyeTe Ha HUX?

Bce pblHKM MMEIOT Ans Hac BaXHOe 3HaueHue, W Hallu AeiCTBUS U MHBECTULIMU Mbl
CTaBUM B 3aBMCMMOCTb OT CMEeLMGUKM KaXaoro U3 HUX. AKTyanbHO KNo4eBbIMHU
ANA Hac SBNSIOTCS BOCTOYHbIe pbiHKW, a B Gnuxaiiwee Bpems 6yaem
MHTEHCMGUUMPOBATb HallM AeACTBUS Ha [AanbHeBOCTOYHBIX, aMepUKaHCKUX
1 adppuKaHCKMX pbIHKaX.

Verona Products Professional — 310 0fHa W3 NonbCckUX KOMNaHWiA, KOTopas y4acTByeT
B TPEX/IeTHe! 0TpacneBoi nporpamme NpoOMOYyLUEHA KOCMETUYECKON MPOMbILLAEHHOCTH
Ha 3apy6exHbix pbiHkax Polska Cosmetics, kotopas ctaptoBana B uoHe 2012 ropa.
OTa nporpamma sBNsSieTCs YacTbio 6onee 06LMPHOrO NPOEKTa MUHUCTEPCTBA 3KOHOMMKM,
KOTOpbLI Npepnonaraet, 4o 6naropaps noapepxke 15-TW BbIGPAHHbIX MOMbCKUX
oTpacneit BO BCEM MMPE, [OMKEH ObiTb 06ECMEYEH MPOMOYLLEH MOMBCKOWA SKOHOMMKN.
lMpoexT ANs KOCMETW4EeCKOW OTpacnu npepycmatpusaeT opraHudauno Gonee 30-Tn
6M3HEC W MPOMOyLIEH MEpOMpUSTMA C  y4acTWeM MOMbCKUX MPON3BOAMTENEN
KOCMETUYECKMX CPEeACTB, a TaKXe MeXAYHapOAHYI0 PeKnamHyr0 KamnaHuio oTpacny.
OkaxyTcs M [OCTATOMHbIMM 3TW TPEXNeTHWe AEUCTBMS ANs NOCTPOEHUS AEenoBOro
VMMAXA MOMBCKON KOCMETUYECKOW NPOMBILLAEHHOCTH W nokasaHus, Yto Made in Poland
— 9T0 rapaHTUs Ka4ecTBa B COHETAHMN C XOPOLLIEH LieHON?

B nporpamMme npoaBuKeHUSi MONbCKO KOCMETMYECKOI OTpacnu Ha 3apybexHbie
poiHku  Polska Cosmetics, opraHW3oBaHHOW MMHUCTEPCTBOM 3KOHOMMKH,
Mbl y4acTByeM ¢ caMoro Hayana. Mbl 6b11 nepBoii KOMNaHuei, koTopas nony4una
B paMKax 9Toi nmporpammbl aothuHaHcupoBaHue. Hala 3asiBKa monyuuna camyro
BbICOKYIO OLEHKY W3 BCeX MOAAaHHbIX 3asBOK B paMKax 3TOro MpoekTa, 4To
CBUAETENbCTBYET O HaleM OrpoMHOM OMbiTeé W MOTeHuWane [anbHeiiwero
AVHaMUYHOro pa3suTUSA. YKe B uioHe 2012 roaa HaMm yAanoch Kak OAHON M3 ABYX
NONbCKUX KOCMETUYECKMX (upM, NMPeACcTaBUTb CBOK MPOAYKLUMIO BO BpeMms
BbicTaBku B CTambyne, u npu aTom ¢ 6onblmM ycnexoM. HamepeBaeMcsi akTMBHO
yyacTBOBaTh BO BCEX COOLITUSAX MporpamMmbl, W60 OHa iaeT HEMOBTOPMMBIiA LWaHC
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npoMoyLueHa akcriopTa. B xofie ee ocyliecTBReHUs Kaxaas koMnaHus npoasuraeT
€BOW CO6CTBEHHbI UMUAX, HOPMUPYS OAHOBPEMEHHO UMUK BCEA KOCMETUYECKOI
otpacnu Monblum B Mupe. MonbCKuit HaUMOHaNbHbIHA NaBUMbLOH, B paMKax KOTOPOro
pelwaloTcs BbICTaBAATL GONbLIMHCTBO KOMMaHWiA, NpeAcTaBnseT co6oi OTANYHbINA
(yHAaMeHT Ans NOCTPOEHUSi CTPOMHOrO UMMAXA Halleit OTpacnu. Yxe ceropHs
nonbcKas KocMeTMKa BOCMPUHUMAETCS KaK coyeTaHWe BbICOKOrO KayecTBa
C AOCTYNHOW LeHoi. OfHaKo Ans TOro, 4To6bl MOXHO ObINO 3TOT MMUAX
nonynspusuposatb Gonee MacwTabHo, npurogunocb  6bl  MONYYMTb
RONOMHUTENbHbI GlOAXeT Ha peknamy, ocobeHHO Ha peknamy B MecTax
npoBe/ieHUs1 BLICTABOK, re npe6biBaeT nNpeobnajaioliee YUCNO NMOTEHLMANbHbIX
KnueHTos.

CTapTyloT pasHoro Tuna npaBUTENbCTBEHHbIE MPOEKTbI, CBA3aHHbIE C AOTALMAMM Als
KOMNaHWi, OCYLLECTBASIOWIMX 3KCMOPT, a Bawa KoMnaHus OTAN4aeTCs BbICOKOW
3(EKTMBHOCTLIO B MX NMPUBEUEHNN. B Yem Ha camoM fJene HyxXpaaeTcs Takas dupma
kak Bawa?

®onabl EBpocoto3a oKasbiBaloT Gonbluylo MoMolb B NOCTpoeHUM 6GusHeca.
B vacTHocTw, B nocneaHee BpeMs 6naropaps noaaepxke co cTopoHsl EBpocotosa
HaM YAanocb OCYyLWeCTBUTb MHOrO Ype3Bbl4aiiHO CYIIECTBEHHbIX WHBECTHULWIA,
NpeAcTaBNAWMX €060/ OTNUYHLIA (yHAAMEHT ANS AanbHelero pasBUTHS.
B kauecTBe nmpuMepa MOXHO yKa3aTb HOBble O(MCbI U MPOM3BOACTBEHHBIA Liex
nnowapbto Gonee 1200 M. [lo wuccnepoBaTenbCKOW 4acTM  MpoeKTa
B COTpYAHMYecTBe C JIOA3NHCKUM MONNTEXHUYECKUM MHCTUTYTOM 6biNo CO3AaHO
MHHOBALIMOHHOE XMMMWYECKOe COeAuHeHne, Ha 6ase KOToporo Gbinu paspaboTaHb
HOBble peLenTypbl NapdoMepHoii npoaykuun. B obnactu BHeapenuit GymyT
3anyLieHbl TPU HOBbIE NPON3BOACTBEHHbIE NMHUK. BecHoil GyaeM cTpouThb TaKxe
HOBbIA cknaj. Bce 9TM WHBECTMUMM NpPOAMKTOBaHbI NOTPEeGHOCTAMM
— VHTEHCMBHBIM Pa3BUTMEM JKCTIOPTa, a B NocneHee BpeMs Takke AUHAMUYHOE
pa3BuUTUE NPOAAX B Halleil CTpaHe BbIHY)XAAeT Hac pa3BUBaTh NPOU3BOACTBEHHYIO
M CKNajckylo MHQPacTPyKTypy, a TaKxe couuanbHylo 6asy. CnepgoBaTenbHo,
Terepb HaM HyXeH JAanbHelWwwii NpupocT npojax M Heocnabeaiowas
aHra)XXMPOBAHHOCTb COTPYAHMKOB, TaK KaK WMEHHO WX TPyA SIBNSETCA CaMbIM
KPYMHBIM KanuTanoM Haluei KoMnaHuu.

Kak ouervBaeTe ckBo3b Npuamy Batueli koMnaHui NOAbCKYKO KOCMETUYECKY0 0Tpachb
Ha MUPOBOM (hoHe?

MonbCckMe KocMeTMYeCKWe KOMNaHUM CAenanu OrpoMHbIA Wwar B pasBUTUM,
MoAndMLMPYs U pa3BuBas CBOE MNpeasnoXeHue, YTO MO3BONUNO UM [O6UTLCS
BbICOKOW MNO3MUMW B  OTAeNbHbIX CTpaHax. [lpeanoXeHuss  NONbCKUX
Npou3BoOAUTENei MOCTOSHHO 3BONMIOLMOHUPYIOT, Npucnocabnueasch K BKycam
KnueHTOB Ha Bcex KOHTMHEHTax W npeanaras uMetowyio Gonbloii cnpoc
NPOAYKLMIO, NOCTaBKM KOTOPOIA He MOFYT rapaHTUpPoBaTb NPOU3BOAUTENMU APYrUX
cTpaH. ObecneuMBaeT MM TaKylo BO3MOXHOCTb Hanuune COBCTBEHHBIX
NPOU3BO/ACTBEHHbIX LEXOB C KOPOTKUMM NUHUAMU. 3HAYUTENbHASA YacTb MONAbCKUX
¢upM yxe aaBHO nonyuuna cepTudmkaummu kayecTsa M cTaHAapToB EBpocorosa,
BHEApUNa COBpeMeHHble TEXHONOrun, uMeeT coOCTBEHHble nabopaTopum
MCCNefoBaHUiA U BHeAPeHUs, BHeAPSeT HOBUHKM. CUNbHOA CTOPOHOM MONbCKUX
npousBoauTenein SBASETCA TaKXKe Hanuuue OTNNYHBbIX KajpoB, WHBECTULMM
B pa3BuUTME W WCCNEAOBaHMSA, a TaKXe Xopowas M3YYeHHOCTb OXMAAHWNA
n notpebHocTeli Knuentos. ApdekT? MMpeanaraeM NpoayKuMio, CpaBHUMYIO
N0 KayecTBy C 3anafHbIMW Mapkamu, B KpacuBOii YNakoBKe W Mo NpUBsieKaTeNbHbIM
LieHaM.

KTo unn yto sBnsetcs ans Bac 06pasuoM, C KOTOpPOro cnedyet 6paTb npumep
B lanbHeiiluemM passuTumu?

O6pa3ubl U BAOXHOBEHME Mbl YepnaeM CO BCEro Mupa W BblbMpaeM U3 HUX caMble
nyywue. PyKoBOACTBOM QAns Hac SBASIOTCSA, MNpeXae BCero, TPeHAbl,
rocroAcCTByiOlME Ha TeX pbiHKAX, Ha KOTOpbIX pa6oTaeM, COOTBETCTBYIOLMM
obpazom npucnocabnusascb kK notpebHocTtaM KnuentoB. Obpawaem BHUMaHue
He TONbKO Ha AM3aiiH U BMA NPOAYKUMM, HO TaKkXe Ha Cbipbe U COBPEMEHHbIE
TexHonorun. Mbl No6UM TaKxe CO3AaBaTb MHHOBALMOHHbIE MPOAYKTHI, KOTOpble
CO3/jaeM Ha OCHOBE Halleil UHTYMLUK U Ha 6a3e Hawwero onbiTa.

Yto sBnseTcs Bawum OGyaywMm, a 4yTo Haubomblueit yrpo3oit? Cokpalatowieecs
noTpe6neHne paBHO3HA4YHO BO3PACTAHMIO KOHKYpeHUMH. Koro Bbl 6omblue onacaetech
— OTEYECTBEHHbIX UM 3apy6eXHbIX CYObEKTOB?

Yrpo3oii MoXeT ObiTb cnabas KOHBLIOHKTYpa Ha pblHKe M BCe BO3pacTaroljas
KOHKypeHuusi. Mbl, oAHaKo, He paccMaTpuBaeM KOHKYPEHLMIO KaK MpOTUBHMUKA.
Ckopee OHa siBnsieTcs Ans Hac mo6yxaeHueM K AanbHeiiled 3thdeKTUBHOI
nesTenbHoCTM M passuTuio. Mbl pa6oTaeM cornacHo coGCTBEHHOIW cTpaTeruu
M CTapaeMcsi peanu3oBaTb ee HaunyulluM 06pa3oM, co3aaBasi CO CTpeMieHUeM
K HauBbICLIEMY Ka4eCTBY KOCMETMKY, M UMEHHO KayecTBo — 3To Byayliee, Tak Kak
MoTpe6utenu ctaHoBsTCA Gonee obpazoBaHHBIMM U BCe Gonee oTAaloT cebe oTyeT
npu 3akynkax. Mbl 3HaeM, 4YTO KaXAbli Haw MPOAYKT - 3TO XOPOLIWW,
npuBneKaTenbHbIA NPOAYKT, KOTOPbIA YAOBNETBOPUT OxuaaHus KnueHTos.
Mo 3aTUM xe mpuunHam He onacaemcsi TakuMm 06pa3oM (hopMMpOBaTh LIMPOKOE
npeanoxexue.

[MonbCkye KoMNaHWM 4acTo CBOM Ha3BaHWs BbIGUPAKOT NO hamunnu yupeauTens, Balle
HauMeHOBaHMe UMEET WHYH UCTopUo?

Hawe dwlpmeHHoe HauMeHoBaHWe He CO3BY4YHO C ¢amm1mmu yypeauTeneil.
BpoxHoseHuem npu B|>|60pe Ha3BaHuA ObiNl, HECOMHEHHO, MTANbSHCKWA CTUNb,
KOTOprﬁ OTNNYAETCA U3bICKAHHLIM [AM3aiHOM B COYETaHUM C HEKOH-
BEHUMOHAMNbHbIM Ka4ecTBOM. [Ina HalMX NOCTOSAHHLIX KNWeHTOB HECOMHEHHO ero
cBoiicTBa accouuupyoTca ¢ HauMeHoBaHUeM Hawweii (bIIIprI, a noTeHuuanbHbIX
KnueHToB npurnawaem oTKpbITb ero TaiHy. Monarato, 4To CTOMT 3TO cAenath ...

B atom ropy komnanus Verona Products Professional npaspHyetr 10-netue
cywecTsoBanus. Yo xenaete Bbl cebe 1 koMnaHun no aToMy cnyyato?

leHpu ®opa Korpa-To ckasan: «06beAMHEHNE yCUNNIA — 3TO Hayano, ocTaBaTbCs
BMecTe — 3TO Mporpecc, CoBMecTHasi pabota — aTo ycnex». o cnyyaio nepsoro
JecATUNeTUS Xenaw kak cebe, Tak W Bceil KOMMAHUM MMEHHO TaKUX YCMEXOB,
a TaKwe panbHeiiwero 3¢Q(eKTUBHOro pasBUTUS, CUN U 3SHeprum B pene
peanu3auumM BCeX HaMeYeHHbIX Leneil, paBHO KaK WCMOMHEHUS MeYTaHMil.
OfHOBPEMEHHO Bblpaxalo 6GnarofapHocTb BceM G6M3HeC napTHepam 3a
cylwecTByiouee A0 CUX COTpyAHudecTBo, a Knuentam - 3a posepwme,
AoKa3aTenbcTBa KOTOPOro NMOCTYNAOT K HaM €XefiHEBHO.
lMpowy  3aKOH4MTb hpasy:
[leHbru 370 ... CPEACTBO ANs AOCTKEHUS LIENU.
BbI30B... KaXaas uaes sBnseTCs BbI30OBOM.
S M3MEHUN MHEHME Ha TeMy ... MONbCKOTO KOCMETUYECKOrO PbIHKA, HA TEMY, B KaKOM
HanpaBfieHUU UAYT NepeMeHbl.
Bepto B ... niopeit
Bnaroaapto 3a 6ecepy.

OBA TLLUMHBLCKA
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EVELINE COSMETICS - the 8

The brand Eveline Cosmetics is appr
such as: Eastern Europe (Russia, Ukrainge,

bolish manufacturer and exporterof
30 years of e perience on mtematlonal marketﬁ A

of over 70 million units of cosmetics annually.

Eveline brand cosmetics owe its sales
success to properly selected production,
marketing and trade concept. This
consists of use of innovative technologies,
packaging modern design, highest quality
being subject to continuous control and
quick response to market trends. All this at
a reasonable price and based on mutual
respect and trust.

In the category of anti-cellulite and
slimming cosmetics the company has
achieved the leading position both in terms
of value and quantity shares. Slim Extreme
line is one of the most recognizable
series of slimming cosmetics in Poland

(according to Nielsen rating 03-04' 2013).
BioHyaluron 4D series owing its success
to a unigue formula which combines the
effects of hyaluronic acid and stem cells
is no less popular. Creams from 24k Gold
and Diamonds series are the real “touch of
luxury” so needed in times of global crisis.
Flakes of gold and diamond particles are
hidden in their recipes. Following the world
trends, the company presented a wide
range of products based on argan oil that
were appreciated with great interest on the
markets of many countries: Argan Oil — for
face and body care, Argan+Keratin — for
hair care.

Belarus) and in Middle Europe (Czech Republic, Slovakia,
Hungary). Popularity and confidence was also gained in Balkan countrigs: Bulgaria, Serbia, Romania,
Croatia and as far afield as Korea, Finland, Iran and Saudi Arabia. Dynamic development of the
company into new markets and continued consolidation of its position worldwide is reflected in sales

The company is present at the most
prestigious cosmetic trade fairs in the
world: Cosmoprof in Bologna and Hong
Kong, Beautyworld Middle East in Dubai
as well as InterCHARM in Moscow. It
wins international prizes awarded both
by the consumers themselves and
professionalists, including Prix de Beaute
awarded by Cosmopolitan Magazine and
Best Beauty Buys awarded by InStyle
readers.

—VELINE A4

celebrating

T E e Tl s A

/5%

EVELINE COSMETICS — KpynHenLnin nonbCKUM Npon3BoanTENb N 9KCNOPTER KOCMETUKMN

o)

30 — NeTHWUK ONbIT HA MEXAYHAPOLHOM PbIHKE

bpeHa Eveline Cosmetics faBHO nNpu3HaH 1 C ycriexom npopaercsa B bonee 4yem 75 crpaHax
MuUpa, B TOM u4ucne: BocTodHon EBponbl (Poccus, YkpawHa, benapych), ueHTpansHoW EBponb
(Hexus, Cnosakus, BeHrpua). MNonynsapHOCTL 1 goBepue 6peHd 3aBoean B 6ankaHCKMX cTpaHax:
Bonrapuu, Cepbumn, PymbiHumn, Xopeatun, a Takxe B Kopeu, @uHnaHamm, VipaHe n CaynoBckon
Apasuu. nHaMnyHoe NoKopeHne HOBbIX PLIHKOB 1 YCUNeHne No3unLmMin no Bcemy Mupy OTparkatoTcs
Ha BbICOKMX Npoaaxax, cocTtasnsgoLmx donee 70 MUINMOHOB WTYK B rof,.

Ceoemy yCneluHoMY pPasBUTMI0 KOCMETKHKA
Eveline obfsazaHa npaevneHO  BbibpaH-
HbIM PO CTBEHHBIM, MAapPKETWHIOBLIM
W ToproseiM koHuenuwmam, Ocoboe BnuaHWE
0OKasbIBaloT MCMNONb30BaHWE MHHOBALMOHHBIX
TE orvK, ¢ EHHBIR  OM3aiH  yna
KOBKMW, [OOCTyNHas UeHa, BblCo4aWilee
Ka4eCTBO, KOTOPOE NOCTOAHHO NOABepraeTca
KOHTPOMK, a Takxe BObICTpoe pearvpoBsa-
HWME Ha W3MEHEHWE pPbIHOYHLIX TPEeHOoB.
Bnaropapa atomy Eveline Cosmetics no-
CTOAHHO YBENWYMBAET NPOOYKUWIO 1 BBOOWT
HA PbIHOK KOCMETHMYECKKe CPeacTBa HOBeW-
e reHepaumn.

("'11__-‘?!

EVELINE

COSMETICS b'--

| EVELINE

cOSMET|Bg

AN% AEMEKW®A
LA W Tnaz

Meet us at interCharm pav. 3, hall 12, stand 12D24

AU aHTULUENIIIONUTHEIX  KOCMe-

W NpoaykToB  Ans

NOXYASHMA KON VIS AOCTUINA NMOUPYIOLMX

NO3ULMIA B KONUHECTEEHHOM M KA4ECTBEHHOM

Slim Extreme aBnseTca

npoaasaemon ETUHECKOW

Ans noxyaerus B MNonsLue (o gaHHbIM

uecnenosadua  Hunecena 03-04

He MeHbLUed nonynspHOCTLIO MONMb!

cepua BioHyaluron 4D, koTopaa ceoemy

yonexy o06d3aHa  yHWKansHOW  hopMyne,

COEOVHALLA B Cebe rianypoHOBYIO KV y

W pacTtuTensbH CTBONOBbIE  KNETKW.

HacToslwen pockowbo ABNAIOTCH KpeMbl U3

cepum bpunnmaHTbI&24K

3onoto. B ux peuen )

CoAepxaTcs HacToswee

30N0TO U MUKPOHaCTULLI

6punnuandToB.  Cnenys

HOBEWLLMM MWPOBbLIM

TEHASHUWAM, KOMMNaHWA

EVELINE

EOSMETICS

Cosmoprof Asia stand 1E-K5A

NPeAcTasuna Ha PbiHKE LUMPOKYID rammy
NPOAYKTOB Ha OCHOBE Ma Aprata,
KOTOPBLIE C OrpPOMHBIM MHTEPECcOM Bbinm
MPWHATEl HA PbIHKaX MHOIMMX CTpaH. Argan
Qil - pna yxopa 3a A Tena,
Argan+Keratin — ons yxona 3a sonocamu.

KomnaHnwsi nNOCTORAHHO NpencTasneHa Ha
HanBonee nNPECTUXHBLIX  KOCMETHUYECKUX
suicTagkax: Cosmoprof 8 bonoHuw, a T

loHkoHre, Beautyworld Middle East B y6au
1 InterCHARM B Mockee. Haww npogykTsi
nonyYarT  MEeXOyHapoaHsle  Harpagsl,

Tak u namu, Hanpumep:
Prix de ypHan Cosmopolitan
unm  Best auty Buys, npwaHasaemas
uuTatensHuLamu InStyle.

www.eveline.eu  www.slimextreme.eu




B MARKETS

Total Poland, reporterd period/ Bes IMonbtua, om4emrbii nepucd
VIl 2012 - VI.2013

Bath foams/ JXugkocTu Ans BaHKE!  Shower

Soaps/ Meina 1,7%
5,9%
Baby care/ [letckas kocmeTuka
51% \

Sun care/ ConHuesaluTHas

KOCMeTVKa \

1,5%

After shave/ KocmeTvka nocne /
6

pUTER
4,9%

gels/ Fenw an aywa
7.3% Face carel KocmeTnka A yxoaa 3a
Koweh nuua
17,9%

1,9%

Shaving products/ Kocmetnka ans
5
2,6%
Hair colorants/ Mpoaykrsi Ans

okpacku Bonoc
74%

Hair shampoos/ Wamnynu ans
sonoc

11,8%
Hair styling/ MpoaykTh Hair conditioners/ Bans3ams! Ans
cTUnuM3aummM Bonoc
5,6% 3,8%

Cosmetic market in Poland/ KocmeTnyeckuin pbiHOK B lNMonbLie

Volume shares in each category JAons B pbIHKe NO KaTeropusmM B CTOMMOCTHOM BblpaXeHUH

Body care/ KocmeTuka ans yxoaa 3a

Deodorants/ fesonopantii
2,6%

Change year-on-

Sales value/CToumocTb npogax [in
1000 PLN ] year/ UsmeHeune
Category/ Kareropusa FoA K roay
12013 - VI.2013 vs. |
12012 - VI.2012 12013 - VI.2013 2012 - V12012

Cosmetic market in Poland/

KocmeTnueckui poiHok B Mosibwe 3272223 3 246 990 -0,8%
Face care/ KocmeTvka 119 yxoaa 3a KOXKen amua 580 984 605 420 4,2%
Body care/ KocmeTuka Ans yxoAa 3a Tenom 413 845 405 407 -2,0%
Deodorants/ /lesogopaHTsl 400 503 387 045 -3,4%
Hair shampoos/ LLlamnyHu aAna Bosnoc 392 029 388 678 -0,9%
Hair conditioners/ hanhaamnl Ans BonoC 127 129 124 667 -1,9%
Hair styling/ |IpoayKTbl NS CTMAM3ALMM BOJIOC 191712 179 267 -6,5%
Hair colorants/ MpoAyKTbI /1A OKpacku1 BOOC 246 879 240 977 -2,4%
Shaving products/ KocmeTuka Ans GpnTha 85 026 79 929 -6,0%
After shave/ KocmeTtuka nocac 6puths 143 806 140 529 -2,3%
Sun care/ CoNHUE3aWMTHAA KOCMETHKA 46 982 47 168 0,4%
Baby care/ JcTckas kocmeTuka 172 439 174 277 1,1%
Soaps/ Mbina 194 177 191 991 -1,1%
Bath foams/ ¥KmakocTu Ans BaHHbI 57 640 56 329 -2,3%
Shower gels/ Fenv an pywa 219 072 225 306 2,8%

Cosmetic market in Poland/ KocmeTuueckuit pbiHok B Mosnbwe

Change %p year-on
year/ U3ameHeune
%P roja K roay

Volume shares/ [lons B CTOMMOCTHOM
BbIpaXeH!1
Category/ Kareropus

12013 - VI.2013 vs. |

12012 - VI.2012 12013 - V1.2013 P TP

Face care/ KocmeTvka ANA yxoAa 3a KOKeN amua 17,8 18,6 0,9
Body care/ KocmeTtuka Ans yxoaa 3a Tenom 12,6 12,5 -0,2
Deodorants/ [lesopopaH bl 12,2 11,9 -0,3
Hair shampoos/ WamnyHm ana sosoc 12,0 12,0 0,0
Hair conditioners/ Banbsambl ans 8o10C 3,9 3,8 0,0
Hair styling/ MpoAyKTbl ANS cTMAM3aUMM BOJOC 5,9 55 -0,3
Hair colorants/ MpoAyKThi AN OKpacku BOJIOC 7,5 7,4 -0,1
Shaving products/ KocmeTuka fns GpmThs 2,6 2,5 -0,1
After shave/ KocmeTtnka nocne 6puThs 4,4 4,3 -0,1
Sun care/ CONHLC3AWMTHAR KOCMETHKA 1,4 1,5 0,0
Baby care/ JleTckas kocmeTHKa 53 5,4 0,1
Soaps/ Mbina 5,9 5,9 0,0
Bath foams/ makocTu Ana BaHHbI 1,8 1,7 0,0
Shower gels/ Fenv an gywa 6,7 6,9 0,2
Source/

UcTouHMK:

Nielsen, Panel Handlu Detalicznego

cosmetic reporter  X-XI-XIl 2013

SOURCE:

nielsen

www.cosmeticreporter.com

Miedzynarodowe Targi Poznanskie

Poznan International Fair

I I I I spotkaj przysztosé
meet the future

beauty ViSion

A——- .
COSMETICS FORUM

L 00k

SEE— . -

HAIRDRESSING FORUM

The biggest professional hairdressing and cosmetics trade fair in Poland

www.look.mtp.pl * www.beautyvision.mtp.pl
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Sales value/CtomMmocTb npogax

[in

1000 PLN ] Change year-on-|
Category/ Kateropus 4 ec;lzalfsg:g;ue
VI 2011 - VI.2012 VI 2012 - VI1.2013
Cosmetic market in Poland/
KocMeTHYecKkni pbiHOK B Mosblue 6 659 722 6 751 022 1,4%
Face care/ Kocme vka fins yx0/1a 32 KOXKEN smua 1166 774 1211104 3,8%
Body care/ Kocme 1Mka ANA yxo)1A 14 TeIOM 795 747 804 893 1,1%
Deodorants/ /lc:ogiopaiiinl 854 490 849 046 -0,6%
Hair shampoos/ LLlamMnyHu AAa gosioc. 780 404 795 910 2,0%
Hair conditioners/ Baib3ambl 4/14 Bo/OC 251 489 256 129 1,8%
Hair styling/ Mpoyyk il Ans CTUAM3ELMU KOJIOC 391 567 375 520 -4,1%
Hair colorants/ 11pogyKTbl /{14 OKPACK1 RONOC 498 003 497 778 0,0%
Shaving products/ Kocme uka aas 6putisa 183 443 177 533 -3,2%
After shave/ Kocme imka nocne 6puths 341 942 331204 -3,1%
Sun care/ ConlILCIAMTIIAA KOUME I MKA 99 439 101 519 2,1%
Baby care/ /leTcias KOCME MRa 330072 344 829 4,5%
Soaps/ Mnlia 389 600 396 770 1,8%
Bath foams/ XXMAKOCTU nAs BaHHBI 116 464 117 095 0,5%
Shower gels/ | enu an yynia 460 287 491 692 6,8%

Bblpa*KeHun

Cosmetic market in Poland/ KocMeTnyeckuit poiHOK B MosbLue

Volume shares/ /lons B CTOMMOCTHOM

Change %p year:

Category/ Kateropusa Mz::r;-: :L‘:;/%p
VIl 2011 - VI.2012 VIl 2012 - VI.2013 200 K 209y
Face care/ Kocme vra /14 yx0/1a 3a KOXeN amua 17,5 17,9 0,4
Body care/ Koume 11ra Jyis yxo)|d 3a TeIOM 11,9 11,9 0,0
Deodorants/ /lezozopatiinl 12,8 12,6 -0,3
Hair shampoos/ LlamnyHu a8 kosioc 11,7 11,8 0,1
Hair conditioners/ baab3ambl 4ns sonoc 3,8 3,8 0,0
Hair styling/ Mpoyyk 1l Ans CTUAM3ALMU KOJIOC 5,9 5,6 -0,3
Hair colorants/ MpoAyKTLI AAR OKPACKU BOZIOC. 7,5 7,4 -0,1
Shaving products/ Kocme  vra Jyuis §puing 2,8 2,6 -0,1
After shave/ Kocme mka nocne §puths 5,1 4,9 -0,2
Sun care/ COMICIANIIIAH KOCME | URA 1,5 1,5 0,0
Baby care/ /letekas Kocme 1ka 5,0 5,1 0,2
Soaps/ Mrlia 5,9 5,9 0,0
Bath foams/ MAKOCTU nAH BaHHBI 1,7 1,7 0,0
Shower gels/ Fenu gn jiynia 6,9 7,3 0,4

Cosmetic market in Poland/ KocmeTnyeckui pbiHOK B Mosiblue

Value sales location/ KaHanbl npoga ( B CTOMMOCTHOM BbIPaXKEHMM)

Change %p year:

Nielsen, Panel Handlu Detalicznego

on-year/
UzmeHeue %p
200 K 200y
Type of store/ Tun mMarazuHa VI 2011 - VI.2012 VII 2012 - V1.2013
Hypermarkets> 2500m2/ [unepmapkeme! 18,8 17,2 -1,6
Supermarkets < 2500m2/ Cynepmapkems! 18,6 20,2 1,6
Chemical stores (drug % cosmetics)/ Apoaepuu u
KOCMEmUYecKUe mMazasuHe! 48,8 49,7 0,9
Mixed stores/ YHusepmazu 2,2 2,1 -0,1
Food stores/ [TpodogosLcmeeHHble Ma2asuHb! 2,6 2,5 -0,1
Multipurpose stores/ [podusonbcmseHHO-
NPOMBIL/IEHHLIE MA2a3UHE! 3,5 3,3 -0,2
Kiosks/ Kuocku 1,2 0,9 -0,3
Pharmacies/ Anmeku 4,3 4,1 -0,1
Source/
UcTouHuK:
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SOURCE:

nielsen
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AGE TECHNOLOGY

EFFECTIVE CARE FOR SENSITIVE AND ALLERGY-PRONE SKIN

) IN
POLAND

2013

k MAIN ACTIVE
INGREDIENTS

« ALLANTOIN 2%
+ D-PANTHENOL 5%

Bopatopu. / [HCTRYMEHTaNLHI ROCNIAXEHHS Ta TECTH CAMOOUIHKH,

EHHLIE B UCCNEA0BATENLCKOM nal

AGE TECHNOLOGY

Sensitive Skin

allergy-prone skin, performed by an independent testing laboratory. / UHcTpymeHTankHee

SOOTHING IRRITATIONS « CALMING

\nnovative Technology of Skin_on{eﬁiw-;
'MICRO LIPID SYSTEM

| | 0% allergens « parabens s color udtlil.msj

¢ CONTAINS *

; ARGAN OIL /
m Modern, efficient and comprehensive care for sensitive skin: SOOTHING, IRRITATIONS AND CALMING
m Innovative Skin Protection Technology MICRO LIPID SYSTEM*
m Spectacular effects and safety confirmed in tests™.
www.AAcosmetics.eu

m CoBpeMeHHbIA, 3 heKTUBHbIK 1 KOMNAEKCHbIN YXOZ 3a HyBCTBUTENbHOM KOXEN:
CHSITUE pa3fipaXXeHui 1 YyCNoKOeHUe KOXMn
= WnHoeauuonHas TexHonorus 3awmtsl Koxxu MICRO LIPID SYSTEM*
= Brnevarnsiowme apcpekTbl 1 630NacHOCTL NPUMEHEHNS NOATBEPXKAEHHAS MCCNeA0BaHMAMK™

Visit us at INTERCHARM pav. 3, hall 12, stand 12D2é

* A patent application. /TatenTHas 3aseka/ MNatexTHa 3aseka
** Instrumental and self-assessment tests, conducted inag
WCCNEA0BAHUA W TECTHI CAMOOLEHKM, B TOM HUCNE NPH YHACTUM NHO,
B TOMY YWCAI NpK y4acTi Ni0eR 3 anepriuHow Weipi, nposegeHi & Ad
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My work,
just like 'music,
gives me wings

Dorota Soszynska - co-owner and creative director of Oceanic S.A.
and Euro Fragrance Sp. z 0.0. The mum of Nicole. Together, with great
enthusiasm, they run a blog dedicated to cosmetics, fashion and much
more. Their co-operation is still something unique in Polish
blogosphere. She graduated from the Music Academy, but instead
of becoming a pianist, she decided to devote her life to cosmetics.
In the last 30 years her name has become associated with
hypoallergenic cosmetics, and her public image represents beauty and
undeniable style. She is the best ambassador for her brand, a woman
of many passions including music and photography. When talking
about herself she emphasises that persistence is one of the main
principles that guide her in all areas of life.

31 years ago, when you were setting up the company whose aim was
to produce cosmetics for people with allergies, many people probably though
you had lost your mind. The first product which gained wide recognition on the
market and is still remembered with nostalgia by some clients, was
anti-allergenic (hence the brand name "AA"), fragrance-free face cream sold
in a distinctive orange packaging. At a time when a simple anti-wrinkle cream
was considered a luxury it was quite a brave decision. How was the AA brand
created?

We are the second generation which continues the 80-year tradition of the
presence in the cosmetics industry. My father-in-law, Ignacy Zenon Soszynski,
a chemical engineer, set up his first cosmetics factory in Warsaw before the war.
Then he continued his work in France and Morocco, where he worked together
with my husband. In the late 70's he returned to Poland and founded one of
the first foreign companies here, Inter Fragrance. Our understanding of the
beauty industry, combined with the analysis of market research, led to the
conclusion that allergy is a global problem and that 50% of the world population
will experience it by 2020.

Hence the idea to create anti-allergenic AA brand, designed to meet the
expectations of our customers and patients. We sold hundreds of thousands of
our first fragrance-free anti-allergenic face cream, the one in the distinctive
orange packaging you mentioned before.

You were setting up the company in times when entrepreneurs did not get
much support. What was the biggest difficulty?

Frequent changes of the legislation for entrepreneurs and raising foreign
currency to purchase raw materials and packaging. The year 1989 and the
following two were terribly difficult. Everybody was impressed with the imported
products; consequently the sales volumes of Polish cosmetics dropped
dramatically. The decision to build a company in this new reality was a huge risk,
but it paid off, mainly thanks to our understanding of the industry and our
well-developed strategy and consequence.

The difficult economic situation can actually bring new opportunities for
development to such players as yourselves. | specifically mean market
acquisitions; on the other hand you may also be targeted by foreign companies?

Current economic situation undoubtedly verifies the condition of the companies
on the market. Our company, thanks to unique philosophy of the anti-allergenic

cosmetic reporter  X-XI-XIl 2013

Dorota Soszynska
co-owner and creative director
of Oceanic S.A. and Euro Fragrance Sp. z 0.0.

AA brand, has a stable and very loyal group of customers and patients who have
experienced the quality and appreciate the effectiveness of our products and
their safety. For this reason, even in times of economic downturn, Oceanic
is improving their performance and consistently increasing its market share.
We are currently discussing some interesting acquisition opportunities in the
cosmetic and pharmaceutical industry. Deteriorating economic situation is likely
to accelerate these negotiations; | believe the first acquisition is to happen
this year.

Oceanic is going to be listed in the near future, the IPO is planned for the early
2014. The investors will acquire the minority stake; analysts estimate that it will
be one of the most interesting companies on the WSE.

Yes, that is correct. The interest from potential investors is great. Our company,
in addition to its excellent financial condition, has a huge potential for further
development. We are convinced that obtaining funds from the Stock Exchange,
will enable us to rapidly boost our revenues and significantly increase the value
of the company. The investors are looking for companies like ours. | don't doubt
that the Oceanic's IPO will be one of the most interesting IPO's in 2014.

Let's discuss the export. The company is currently present in 30 countries and
has plans of expansion into new markets. You do not feel it's time to slow down?

The export sales constitute 10 percent of the company's income and
experiences a rapid increase. At the moment, we operate on 30 markets. We are
actively working on entering new ones. We want to build a network
of distributors as quickly as possible in order to allow us to raise customer
awareness and strengthen the position of our brands in exports. Some of
the funds which we hope to obtain from the Warsaw Stock Exchange, will be
focussed on the development of export sales, particularly to marketing support
and distribution development.

AA Cosmetics have a very strong market position in Ukraine, Lithuania, Belarus,
Hungary, Slovakia and the USA. We constantly strive to expand our exports and
gain new markets. Our distributor in India actually contacted us first.
If we achieve success there, other markets in Asia should follow. Similar situation
is taking place in Egypt; if we establish our market position there, the door
to other North African countries will be open.

Your strategy of entering and settling in a foreign market is strictly fixed.
You are present at international airports and choose a distribution leader at the
local market...

The right dealer is half the battle. Therefore each of the companies who might
work with us first need to come to see our modern factory to see how it meets
the standards of pharmaceutical GMP, confirmed by appropriate certification.
They need to visit our labs too and then only the strategy of establishing the AA
brand on a given market can be developed. We work with high-performing
distributors who often have their own points of sale. A good example is MED
SERVIS, the leader of the pharmaceutical market in Ukraine, through whom our
products are available in 350 pharmacies in the country. Within this network, our
market position for sales of cosmetics and dermocosmetics is the second in
terms of value and the first in terms of quantity. Similarly, in Belarus, we are the
number one company selling in pharmacies which belongs to the largest

www.cosmeticreporter.com
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privately owned pharmacy chain in the country - Health Planet, part of INTER
FARMAX. Of course we are responsible for training and providing advertising
materials in the local language. We operate abroad in the same manner as
international concerns, consistently entering new markets.

Do you plan to open new factories outside Poland? Which foreign markets bring
the greatest profits?

We do not rule out the possibility of opening factories outside Poland.
At the moment, we have spare production capacity in our ultra-modern factory
near Gdansk, which has been prepared for our international expansion plans.
However, in the case of dynamic growth markets like India, considering the
construction of factories in that region of the world seems reasonable.
In the stage of dynamic growth of exports we do not focus on accruing large
profits from the given investment. We are more interested in building market
share and position. The profits are reinvested in further development.

What is the future of cosmetic companies? What will the condition of Oceanic
be in five years? What is the biggest threat?

The consumers nowadays are becoming increasingly demanding. More and
more people suffer from allergies and other skin problems. The vast experience
of the company in this field and an innovative approach to product development
allows us to create modern products tailored to the needs of allergy sufferers.

Developing own patents, for example Innovative Technology of Skin Protection
Micro Lipid System (MLS), in collaboration with the Laboratory of Partidle
Engineering contributes to our products modemity and reliability.

We believe that medium-term outlook for the company is very positive. We have
plans to increase the volume of our exports and expand through acquisitions.
Even if we can realise only part of these plans, Oceanic will enter "a higher
league". We are committed to building a global brand that is recognisable
on most markets around the world and will constitute the showcase of Poland.
Declining consumption means that the cosmetics companies will compete
for customers harder. Are you more afraid of Polish or foreign competition?
Poland is a unique country where local brands have a very strong position.
Therefore, our competitors are both Polish brands and multinationals.

You have worked with singers Kayah and Monika Brodka as well as actress and
Zen teacher Malgorzata Braunek. To work on the male lines you decided not
to invite models or actors but real men of flesh and blood, travellers and
athletes: Viktor Borsuk, a Polish champion in kite surfing, Martin Gienieczko,
a traveller, Sebastian Kawa, a world champion in gliding and Piotr Pustelnik,
a dlimber. Why such choice of brand ambassadors?

What interests us most is the personality and real achievements of people who
are to represent us. We focus on their authentic achievements and consequence
in pursuing their goals. To put it simply, we focus on quality!

Currently, in addition to mass-market cosmetics which characterised Oceanic's
beginnings, the company product range includes semi-selective lines

(AA Prestige), professional products targeted at beauty salons (AA Prestige
Institute), as well as several lines of dermocosmetics and OTC products
addressing specific skin conditions. Oceanic was the first company which
introduced the intimate hygiene wash on the Polish market. Moreover,
the company was the first to propose intimate hygiene wash for men and
a cosmetic line for men with age division (AA Men). This development would
not be possible without the technological infrastructure, modem factory and
a well-equipped laboratory.

Our factory, covering an area of 12 thousand square meters and built on four
hectares, is one of the most modern facilities of this kind in Europe. It was built
in compliance with pharmaceutical GMP standards confirmed by appropriate
certification. Together with a well-equipped laboratory and a modern logistics
centre it constitutes a great base for the production of our cosmetics and
dermocosmetics.

You sets new trends. AA ECO cosmetics are available not only in selective
perfumeries but also in pharmacies. Can you tell us, what novelties can be
expected in the near future on the market, including the market
of pharmaceuticals?

These novelties will mainly include products which bring similar effects as
the effects obtained by undergoing procedures in aesthetic dermatology clinics.
For example, we are currently working on utilising stem cell properties.

Eco lifestyle is becoming more and more popular, which resulted in organic
cosmetics having become trendy. OCEANIC spotted the moment when the
Polish market was ready for this kind of products. How are the ingredients
for AA ECO cosmetics acquired?

Unique AA ECO formulas are based on selected natural ingredients, including
certified organic raw materials which we buy from the best international
companies specialising in obtaining natural and organic components. Product
safety is confirmed through thorough dermatological and allergy tests,
performed on skin allergy sufferers and conducted in the Department
of Dermatology and Allergology, of Medical University in Gdansk.

Jars and tubes of your products stand out much on the plus side; those
of the AA ECO line are made from recycled materials and also can be recycled.
The aesthetics of our packaging is of the greatest importance to us.
They are distinguished by elegance, minimalism, and smart, consistent graphics.
In the case of AA ECO line, all glass containers can be recycled and the boxes
are made of wood-free paper produced from sugar cane.

- Dorota Soszynska, a woman fulfilled in life and in business, yet still “a thinking
big" owner of a company which employs 400 workers and produces 2,000,000
pieces of products per month. Well-organised, even pedantic, but still direct and
relaxed. You seem to enjoy people and they reciprocate this affection, unless
they are jealous ... What is the flavour of success?.

Sweet with a hint of bitterness. Sweet when | see our products on the shelves
in Poland and in the world. Bitterness always accompanies success which
is easier to get than to keep.

How many hours a day you work?

Like my colleagues, | try to spend at work eight hours a day. In Oceanic we
employ many women, young mothers who, for example, need to pick up a child
from a nursery or school. You just have to schedule everything well so that the
work gets done. On the one hand, I'm very demanding but on the other,
| believe in teamwork. I'm deeply convinced that people are the greatest value
of the company. It is thanks to their experience and dedication that we achieve
our success.

Is there something that annoys you in the Polish business?

My French friends call me "Polish Cosmopolitan" because | emphasise that I'm
Polish always and everywhere, and | do it without any shame. | always joke that
I'm a white and red flag. | believe in creativity and entrepreneurship of Poles who
are very driven. Polish producers, thanks to the great work and commitment
of their employees, have built solid companies in a relatively short time.
We don't know, however, how to praise ourselves, how to appreciate ourselves.
This is evident in the press and media in Poland and in the world, however,
we have reason to be proud.

Where do you really belong? Your husband is always on the road, your daughter
runs her own company and mother lives in Sopot - where the factory is.

| belong where my family is.

Thank you very much for the interview.
Ewa Trzcinska
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Verona
Products
Professional

ltalian style — sophisticated design
and unusual quality

Interview with Andrzej Kozlowski, the president of Verona
Products Professional, the company which celebrates its
10th anniversary this year and since that time has managed
to become one of the leaders of the cosmetic branch

Recent years were a real shower of prizes for Verona Products Professional like
an award in the 13th edition of the most dynamically developing small and
middle companies rank — ‘Business Gazelles' or ‘The Cosmetic Company of the
Year 2012". We have been observing the rapid development both on the Polish
and international cosmetic market. You are getting along even among much
bigger competitive companies. And all of this happens in the era of economic
crisis. ..

Our company exists for 10 years. During this time we have leamt how to act in
the market and build a business, even in the mentioned era of crisis. Hard
economic situation is a big challenge for us and that is why we always offer our
Clients what they do need and look for. Offering the best quality and esthetic
products, for a reasonable price, we gain their loyalty and trust, which is what we
really take care of. We are the only Polish company which offers 9 cosmetic
brands in 4 categories — make up, facial care, hair dying and perfumery.
Not many companies can be proud of themselves with such a wide offer.

Crisis situations create some various opportunities. How do you want to handle
with this moment?

There are many possibilities of development and expansion. Everything depends
on the elaborated strategy, the market and the dients. The basis is to define
a target — in our case it is to create a strong Polish brand of a global range.
We have a proper background, big experience and we need some more time,
effort, luck and soon we will be able to accomplish that. So far we are present
on almost every continent. A Verona's position is stronger on Polish market, both
as it comes to the traditional and modern channel of distribution. Thanks to our
strong points, such as our own laboratory, where we elaborate unique formulas
based on the raw materials from reputable suppliers. Our production meets
European Union standards, which is due to our modem machine park.
The investments in technical modernization improves the processes and the
quality of the products. All of the procedures follow current ISO standards, GMP
procedures and HS requirements. Professional customer service is a key
to success. It is supported by a modem software of ERP class integrated with
the management system.

Your products are present in more that 60 countries. What is your strategy
of further expansion and conquering foreign markets?

Every export market is different and has its tastes, expectations and
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requirements. It is very important to have an individual approach to every of
them also because of their different cultures, religions and customs. Clients got
used to make very concrete shopping decisions. They have various expectations
as it comes to the assortment, colours, design or product descriptions. Often
they are a mix of many nationalities and then it is even harder to satisfy all of
them. Our plan is hard-and-fast and is being gradually implemented. We tighten
our business bonds with our clients and that enables us to get the new ones.
We concentrate mostly on quality, not quantity, and that is why we are perceived
abroad as a professional business partner.

Verona is becoming one of the leaders among Polish cosmetic companies.
You invest in export by participating in international fairs, where you are able to
present the wide range of your products. Professionally prepared stall was
standing out this year at Cosmoprof, what | could personally note. Your stall has
always been one of the most popular ones...

For many years we have been participating in the national and international fairs
and that is where our experience comes from. This year we were present at fairs
in Bologne, Dubai, Stambul and Kiev. For the first time, as one of two Polish
cosmetic companies, we took part in Global Expo HBA in New York. The end of
the year is the time of fairs in Moscow and Hong Kong. We always do our best
so that our stalls is every time more and more attractive, eye-catching and
showing the wide range of cosmetics signed by Verona Products Professional.
Thanks to participating in such events we make our brands more and more
visible, gain new clients and inspire ourselves to further, effective development.
We are going to continue this strategy in the future.

Which markets do you consider the most important and what investments
do you plan there?

All the markets are very important for us. Our operations and investments
depend on the specificity of each of them. Currently the key ones for us are the
eastern markets, but in the nearest future we are going to intensify our activities
in the Far East, American and African markets.

Verona Products Professional is one of the Polish companies, which participates
in a three-year program of cosmetic industry promotion on foreign markets
— 'Polska Cosmetics’, which was started in June 2012. It is a part of a bigger
project implemented by the Ministry of Economy, which assumes Polish
economy promotion thanks to the support of 15 chosen Polish branches all over
the world. This project involves organizing 30 business and promotional events
with the participation of Polish cosmetic producers and also an international
advertising campaign of the branch. Are these three-year actions enough to build
a cohesive image of Polish cosmetic industry and show, that ‘Made in Poland'" is
a warrantee of quality and good price?

Since the beginning we have been participating in the promotional program of
Polish cosmetic branch on foreign markets ‘Polska Cosmetics', organized by the
Ministry of Economy and as the first company we gained a donation. Our project
had the highest notes, which is a proof of our huge experience and potential to
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further dynamic development. In June 2012 — as one of two Polish cosmetic
companies — we managed to present our products during the intemational fairs
in Stambul, which appeared to be a success for us. We are going to be active in
all the events of the program, because it gives an unique occasion to promote
the export. Thanks to this every company can promote its own image and the
image of Polish cosmetic branch in the world. Polish national pavilion, which
gathers many companies, is a great base to build a cohesive picture of our
branch. Today Polish cosmetics are perceived as a connection of high quality
and good price. It would be better though to get additional budget for
popularizing this image on a bigger scale — particularly on fairs which are
attended by the biggest amounts of potential clients.

There are many different kinds of government donation projects for exporting
companies and you are very effective in gaining the government help.
What does a company like yours really need?

European Union founds are very helpful in building business. Recently thanks to
them we have made many essential investments, which have been a great base
for our further business. The example are the new offices and the production
hall of the area of 1200 sqm. In the research part of the project and
in cooperation with Lodz University of Technology, we have elaborated
an innovative compound, which is a basis for new perfumery formulas.
In the implementation part we will start three new assembly lines. In spring we
are going to build a new warehouse. All of the investments come from the need
of intensive export development and recently also from dynamic extension of
sales in the country. It makes us develop the production and warehousing
infrastructure and also a welfare facilities. All we need now are sales growth and
constant employee engagement, because it is their work which is the most
important capital of our company.

What would you say about Polish cosmetic branch looking at your company and
the rest of the cosmetic world?

Polish cosmetic companies have made a huge progress in their development.
Modifying and increasing their offer was what enabled them to get a high
position in particular countries. The offer of Polish producers has been evolving
and matching the customers’ needs on all continents, offering wanted products,
which cannot be provided by producers from other countries. It is possible
thanks to their own production halls with short cosmetic lines. A significant part
of Polish companies have got EU certificates of quality and quantities, introduced
modern technologies, have their own research-implementation laboratories and
produce new products. The merit of Polish production is excellent staff,
investments in research and development as well as great sense of clients’
needs and expectations. Effect? We have been offering products of a quality
which is comparable to the one of western abroad brands, with nice packaging
and attractive prices.

Who or maybe what is your role model as it comes to further development?

We get our inspirations and pattems from all over the world and try to pick what

is the best. We follow the trends which are present on the markets, where we
work, but as well try to match the consumers’ needs. Kind of the product, design,
raw materials and new technologies are very important for us. We like to create
innovative products, which are based on our intuition and experience.

What is the future of your company and what is the biggest threat? Dropping
consumption means bigger competition. Are you more afraid of our national
or maybe foreign entities?

The threat might be a bad economic situation and growing competition. We do
not treat them as an opponent though. It is a motive for us to further effective
acting and development. We work according to our own strategy and try to do
our best to follow our passion to a high quality cosmetics. It is quality which
is the future, because consumers are more and more educated and conscious
of what the buy. We know that our every product is good, attractive and that it
will meet clients’ expectations. That is why we are not afraid of building a wider
range of our offer.

Polish companies usually take their names after their owner's surname.
Does your name have another history?

Our name is not taken after the company’s creator sumame. Our inspiration was
ltalian style, sophisticated design and unconventional quality. Our stable
customers will surely relate it with the name of our company. At the same time
we encourage our new clients to uncover its mystery. | think it is worth of this. ..

This year Verona Products Professional celebrates its 10th anniversary.
What do you wish to yourself and your company?

Henry Ford once said: “Coming together is a beginnig, staying together is a
progress and working together is a success”. Celebrating our first decade, 1 wish
my all company a success and further effective development, but also strenght
and energy to realize all the targets and make their wishes come true. | also want
to thank our business partners for a cooperation and our Clients — for trust,
proofs of which we can see every day.

Please finish:

Money is ... a mean to an end

A challenge is ... every idea is a challenge

I've changed my mind about

... Polish cosmetic market and the direction of its changes
| believe ... in people

Thank you for the interview

EWA TRZCINSKA
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UBM

COSMOPROF ASIA

N 2 000 wystawcow z 22 krajow

N 22 pawilony narodowe (Australia, Belgia, Brazylia, Chiny, Francja, Hiszpania,
Hong Kong, Izrael, Japonia, Kanada, Korea, Niemcy, Pakistan, Polska, Singapur,
Szwajcaria, Taiwan, Tajlandia, Turcja, USA, Wielka Brytania, Wiochy)

N 55 000 zwiedzajacych

H 74 000 m* powierzchni wystawienniczej

|dealna platforma do nawigzania kontaktéw B2B pomiedzy kupcami ze Wschodu i Zachodu
oraz okazja do zapoznania sie z nowosciami kosmetycznymi z catego swiata

GtOWNE WYDARZENIA

B POKAZY FRYZJERSKIE

13 listopada:

"INTERCOIFFURE: VISION OF THE ELITE" — spektakulamy trzygodzinny pokaz sztuki fryzjerskiej zorganizowany
przez “Intercoiffure” (ICD) — stowarzyszenie zrzeszajace najlepszych stylistow z ponad 60 krajow.

14 listopada:

“BEAUTY ODYSSEY" — niezwykly pokaz Shiseido Professional zainspirowany cybernetykg oraz stolica
Japonii, Tokio. lkony stylizacji wioséw Shiseido Professional oraz mistrz make-upu Tadashi Harada wraz ze
swoim zespotem dadza niezwykly pokaz nowych pomystéw i wysublimowanych kreacji z calg swoja
niezwyktg réznorodnoscig ksztattow, kolorw i obrazéw.

B MIEDZYNARODOWE DNI PAZNOKCI

Nowy punkt targéw Cosmoprof Asia — specjalna strefa dedykowana w catosci paznokciom i akcesoriom
ulokowana w Grand Hall. To rozwiazanie wychodzi naprzeciw wzrastajacemu zainteresowaniu tym
sektorem, ktory w ubieglym roku odnotowat wzrost na poziomie 25%. W pawilonie zaprezentujg sie
wszystkie marki zwiazane z pielegnacja paznokci, jak rowniez ze sztukg ich zdobienia — od technik
dekoracyjnych do trendéw w produktach. Podczas zorganizowanych w Grand Hall i trwajacych trzy dni
Miedzynarodowych Dni Paznokci, zwiedzajacy moga obejrze¢ Zawody Zwiazku Profesjonalnych
Manicurzystow Hong Kongu oraz przyjrzec sie sesjom ,Look and Learn".

13 LISTOPADA: “we LOVE your NAILS”
Redaktor naczelna magazynu “Love Nails" — glownej publikacji sektora paznokciowego, przedstawi
najnowsze trendy w dziedzinie pielegnacji i zdobienia paznokci.

14 LISTOPADA: “Let's Connect With Intemnational Nail Bloggers - Los Angeles - Paris - Shanghai - Hong Kong"
Bloggerzy-specjalisci z branzy kosmetycznej i paznokciowej, ktérzy pojawig sie na imprezie zarowno
osobiscie jak i wirtualnie, zrecenzujg najnowsze trendy i rozwigzania w dziedzinie pielegnacji
zaprezentowane podczas targéw, a takze zaprezentuja swoje umiejetnosci w sztuce zdobienia paznokci.

“LIKE MY NAILS": zawody dla najbardziej kreatywnych artystéw w sztuce zdobienia paznokci. Uczestnicy
konkursu bedg mogli zamiescic efekty swojej pracy na Facebooku na profilu Cosmoprof Asia, a 10 z nich,
ktdrzy zbiora najwiecej ,lajkow", bedzie mogto zaprezentowac swoj kunszt na duzej scenie podczas targdw.

B KONFERENCIE

13 LISTOPADA:

CHINY - “Miedzynarodowa Konferencja Kosmetyczna 2013: wielkos¢ i mozliwosci sprzedazy kanatu
kosmetycznego w Chinach” (China — “Interational Cosmetic Conference 2013: Seize the Opportunities
of Cosmetic Channel Sales in China") - oméwienie charakterystycznych cech kanatéw dystrybucji na rynku
kosmetycznym a takze przewidywanych zmian w tej dziedzinie. Prelegenci omdwig tez wyniki badan nad
potrzebami konsumentéw i dadza wskazowki niezbedne firmom do zrozumienia mechanizméw
rzadzacych chinskim rynkiem.

SPRZET KOSMETOLOGICZNY — ,Badania rynku — samoobstuga, zaawansowana technologia piekna
— Wschdd spotyka sie z Zachodem na rynku urzadzen do pielegnacji urody (Beauty Devices - “Market
Research - Self-Service, High-Tech Beauty - East meets West n the Beauty Devices Market") - tematem
przewodnim seminarium beda regionalne réznice pomiedzy rynkiem coraz populamiejszych urzadzen
do domowej pielegnacii urody a analizami na temat roli multinarodowych firm.

14 LISTOPADA:

JAPONIA — ,Rynek japonski: potrzeby konsumentow i kanaly sprzedazy” (Japan — “Japan market:
Consumer Needs and Sales Channel - rola mediéw spofecznosciowych w rozwoju rynku kosmetycznego.
TRENDY - “Znalezienie rownowagi: przeglad trendéw w sezonie jesien/zima 2014/15" (Trends — “Finding
Equilibrium: Autumn/Winter 2014/15 Trend Forecast”): interaktywne seminarium zorganizowane we
wspdtpracy z Beautystreams i poswiecone trendom w nadchodzacym sezonie a takze ich wplywowi na
powiazane rynki: zapachy, pielegnacje skory, design, opakowania. Dzieki multisensorycznej stymulacji
uczestnicy beda mogli zapoznad sie z najnowszymi trendami za pomoca pieciu zmystow.

15 LISTOPADA:

REGULACIE W KOSMETYCE - ,Przeglad najnowszych regulaji dotyczacych importu — Chiny i Europa”
(Cosmetic Regulations - “Overview of the Latest Cosmetic Import Regulations — China & Europe”) - wazna
lekcja dla tych, ktorzy chea lepiej zrozumie¢ najnowsze przepisy dotyczace importu kosmetykéw do Chin.
B BLOG

Oprocz fanpage'u na Facebooku oraz konta na Twitterze, tegorocznym targom Cosmoprof Asia
towarzyszy¢ bedzie interetowy dziennik Beauty to Business Blog. Jego oficjalny adres znajduje sie na
stronie www.cosmoprof-asia.com. Jest to unikalna strefa, gdzie uzytkownicy moga zapoznac sie
z najnowszymi informacjami na temat przemystu kosmetycznego, recenzjami i otwartymi dyskusjami.
Tutaj tez znajda sie informacje na temat poszczegdlnych punktow programu tegorocznej edycji Cosmoprof
Asia. Organizatorzy oraz redakcja “CR" zycza Paristwu udanych targow!

13-15 listopada 2013
HONG KONG

EVENTS NOT TO BE MISSED

B HAIR SHOwWS B

This year the Hong Kong exhibition will be hosting some highly innovative workshops and two
spectacular “hair shows":

"INTERCOIFFURE: VISION OF THE ELITE" is the title of the show that will take place on 13th
November, organised by “Intercoiffure” (ICD), the association that brings together the top hair
designers from over 60 countries.

“BEAUTY ODYSSEY": on 14th November Shiseido Professional will be staging a show to
represent the start of a new quest for innovation. Cutting-edge projects that could only be
inspired by a cybernetic city like Tokyo will be on display. Shiseido Professional’s iconic
hairstylist and make-up artist Tadashi Harada and his team will be unveiling new ideas and
sophisticated creations with an immense variety of textures, colours and images.

B INTERNATIONAL NAIL DAYS B

Innovations for the 2013 edition include a new area entirely dedicated to “Nails & Accessories”
to meet the growing demand in this sector, which last year witnessed a 25% increase
worldwide. All the market segments will be represented within the exhibition space: from nail
care to "nail art’, from decoration techniques to product trends and even the most innovative
new textures. A section dedicated to accessories for beauty professionals rounds off the list of
new features.

This new area, which will be set up in the Grand Hall, will host the eagerly awaited International
Nail Days: three days of events dedicated to this dynamic sector. In addition to the prestigious
Hong Kong Professional Nailist Union Competition and the not-to-be-missed Look and Leamn
sessions there is a selection of new features:

13th November: “we LOVE your NAILS”

All the way from Italy, the birthplace of fashion and lifestyle, the editor-in-chief of “Love Nails",
the sector's leading publication, and its blog will be examining intemational trends in the nail
world, the most innovative new textures and the colours for next season.

14th November:

Let's Connect With International Nail Bloggers - Los Angeles - Paris - Shanghai
- Hong Kong

The community of Chinese and Hong Kong bloggers has been invited to review the
innovations unveiled by exhibitors and to contribute “live” posts about all the new products on
display, while bloggers from the USA and France will appear via Skype on the Grand Hall stage
to showcase their nail art using exhibitors’ products.

“LIKE MY NAILS": a contest designed for the most creative nail artists, who will be able to
upload their work onto the Cosmoprof Asia Facebook page. The ten most LIKED nail artists will
be invited to display their creations on stage at the exhibition.

B CONFERENCE PROGRAMME B
Running in parallel with the exhibition, a full programme of conferences, seminars, workshops
and events will focus participants’ attention on subjects of specific interest:

H FOCUSON

CHINA - ‘International Cosmetic Conference 2013: Seize the Opportunities of Cosmetic
Channel Sales in China" is the title of the meeting being held on 13th November, which will
analyse the characteristics of and the changes in distribution channels in the cosmetics market
and consumers' needs, giving businesses wanting to expand into China a better understanding
of the market.

JAPAN - “Japan market: Consumer Needs and Sales Channel”: on 14th November there will
be two presentations about the Japanese cosmetics market, providing an overview of
consumer trends in Japan through an analysis of social media dedicated to cosmetics.
BEAUTY DEVICES - “Market Research - Self-Service, High-Tech Beauty - East meets West in the
Beauty Devices Market" is the title of the seminar being held on 13th November, which will
focus on regional differences within the booming at-home skin care devices market and
analyse the role of multinational companies.

TRENDS - “Finding Equilibrium: Autumn/Winter 2014/15 Trend Forecast”: an interactive
seminar held in partnership with Beautystreams and dedicated to the trends for the following
autumn and winter and their impact on the relevant markets: fragrance, skin care, design,
packaging etcetera. Participants will be able to experience the trends through their five senses
thanks to multi-sensory stimuli.

COSMETIC REGULATIONS - “Ovenview of the Latest Cosmetic Import Regulations - China & Europe”:
an educational journey for all the international professionals in the sector who are interested
in gaining a better understanding of the latest registration system for importing cosmetics
into China.

B NEW ONLINE FEATURES B

In addition to its Facebook fanpage and its Twitter account, Cosmoprof Asia is launching
another new digital feature for the 2013 edition: Beauty to Business Blog. The event's official
website - www.cosmoprof-asia.com - is introducing a blog space where users can find out
about all the news in the cosmetics industry through articles, reviews and open discussions.
The blog will contain all the important new features from the event, as well as revealing
seasonal trends and innovations through contributions by professionals from around the world.
The Cosmoprof Asia team look forward to seeing you from 13th-15th November at the Hong
Kong Convention and Exhibition Centre.
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Our company was established in 1991. We produce cosmetics
made from natural ingredients. We constantly enlarge the

number of products and add innovations. We cooperate et =5
with foreign customers. Our mission is to satisfy the needs of
our clients with the high-class cosmetics and natural products.

ot

COSMOPROF ASIA

www.cosmeticreporter.com

48 cosmetic reporter  X-XI-XIl 2013

4 :
IFIED ORGANIC CREAM

{ with carrot extract

[ ECO garden | :
‘ﬂm CREAMWITH | ‘_,%
carrot extract <]

NATURAL
EGENERATIVE TREATMENT

30+

(=3
®
LABORATORIUM

AVA Cosmetic Laboratory

Stara Wies, Dabrowiecka 3
05-430 CELESTYNOW

POLAND
Phone/fax: +48 22 61316 17
e-mail: biuro@ava-laboratorium.pl

www.ava-laboratorium.pl

Ava® Cosmetic Laboratory has been constantly active on
the Polish market since 1961. Our mission is fo create natural
cosmetics whose effectiveness is guaranteed by the richness
of nature. We specialize in the production of white cosmetics for
face and body care. Our current offer includes over 130 retail
cosmetics and over 90 professional products for beauty parlours.

Ava® has always favoured ingredients of natural origin and used
the highest quality extracts in their most effective concentration
for optimum beauty results. All formulas are laboratory tested
for allergy and iritation and are subject to strict research
to evaluate their efficiency.

Ava® is the first Polish producer of natural and organic cosmetics
fo possess the prestigious certificate of Ecocert. We currently offer
four certified natural and organic lines: Eco Llinea, Eco Body
Sugar Scrubs, Eco Garden and Ecological Professional Line.

Our main assets are premium quality, fradition and ecology.

BELL

Graniczna 79G
05-410 JOZEFOW

POLAND
Phone: +48 22 779 01 00
Fax: +48 22 779 01 02

e-mail: bell@bell.com.pl
expori@bell.com.pl
www.bell-cosmetics.eu

BELL company is a recognizable producer and distributor
of colour cosmetics. We are proud of our products, which
meet the highest global standards. For 30 years we have been
the leader among Polish brands in terms of popularity and
sales on the market.

Our products are successfully sold on the markets of numerous
countries, in Central, Eastern and Western Europe. We are
present, among others, on such demanding and competitive
markets, as France, Spain, Portugal, Italy, Greece, Russia,
Ukraine, Lithuania, Latvia, Belarus, Slovakia, Bulgaria, Romania,
Iceland, Pakistan, Azerbaijan, South Africa, and the Middle
East. Recently it is also Singapore, Hong Kong, Estonia,
Morocco, Iran and Taiwan.

Thanks to the use of modern technological solufions, we can
continually improve our cosmetics. We have our own R&D
laboratory, where our specialists take care so that our
cosmetics not only beautify, but nourish as well.

High quality of our products, combined with affordable prices,
allow us to compete with foreign brands manufacturers.

We believe that dynamically changing offer of Bell company
will gain recognition in the eyes of even the most demanding
consumers.
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Phone: + 48 22 789 04 54
Fax: + 48 22 789 08 03
e-mail: export@chantal.com.pl

www.chantal.com.pl
www.prosalon.eu

CHANTAL is a leading manufacturer of high quality cosmetics for hair -
colouring, treatment, care and styling. All the formulations of our
products are developed by our own R&D department.

During over 24 years' activity we have launched plenty of hair —r
cosmetics destined both for professionals (hairdressers) under Prosalon SESSIO
brand and for final consumers (Variete, Maxxi, Sessio, Hip Hop). e e
For individual consumers we have newly infroduced a series
of professional hair cosmetics under the brand name of SESSIO
professional. It contfains over two dozens of products of professional
quality, recommended by stylists but still for home use.

Our products sell well in many countries of the European Union,
Eastern Europe, Middle East, Middle Asia and overseas.
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P[C‘)LAND 48730 730 414 Targéw Poznanskich
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e-mail: export@elfa-pharm.pl
www.elfa-pharm.pl
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ELFA PHARM POLSKA was founded in Krakéw in 2011 as a branch of an
international cosmetics holding producing a wide range of cosmetics
in factories based in Ukraine, Czech Republic, Slovakia and Poland.
All cosmetics are manufactured according to Good Manufacturing
Practices PN-EN ISO 22716:2009 "Cosmetics. Good Manufacturing
Practices (GMP)", which consists in the requirements for the
production, confrol, storage and fransport of cosmetic products.

Elfa Pharm Polska cooperates with research laboratories for the
development and implementation of formulas, safety assessments of
ready cosmetics, dermatological tests, commercial, microbiology
(microbiological purity and challenge test) - in accordance with the
Regulation of the European Parliament and Council Regulation (EC)
No 1223/2009/WE dated 30/11/2009, concerning cosmetic products,
effective from 11/07 /2013.

The entire frade offer has been notified to the CPNP.

In our business group porfolio there are more than 600 products,
combining the latest achievements of cosmetology with the healing
power of natural herbal ingredients. Eifa products have been widely
recognized both in our country and abroad, which is reflected by
the prestigious awards: ,International Trophy for Quality” (Geneva,

Switzerland May 2008) and ,,European Award for Quality” (Madrid, , .
Spain, October 2009). CHANTAL ul. WspdIna T 05-462 DUCHNOW POLAND  Phone: +48 22 61208 53 e-mail: export@chantal.com.pl  www.chantal.com.pl www.prosalon.eu

interCHARM 2013 pav.3, hall 15, stand 15C20
Cosmoprof Asia 2013 stand 1E-K5D

COSMOPROF ASIA
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EVELINE COSMETICS S.A. S.K.A.

Zytnia 19

05-506 LESZINOWOLA
POLAND

Phone: +48 22 757 78 37
Fax: +48 22 757 79 92
e-mail: eveline@eveline.eu
www.eveline.eu

For already 30 years Eveline Cosmetics has been one of the
largest players on Polish cosmetics market. We are offering
a wide range of products for makeup and face and body
care. Thanks to many years of experience, high quality of
products, reliable prices and innovative approaches our
products have been successfully sold on Polish market and
in more than 75 countries all around the world.

1
uy M-PA.

LM.P.A.

Al. Kazimierza Wielkiego 6 D
87-800 WLOCLAWEK

POLAND

Phone: +48 54 230 91 11
Fax: + 48 54 235 52 51
e-mail: impa@pumice.pl

www.pumice.pl

I.LM.P.A. is the biggest producer of pumice sponges in Poland.
We have etched our name in 35 markets of the world in the field
of pumice foot care. Our company has served our clients with
top quality products at reasonable prices for a very long time
and is proud to continue serving our clients with full devotion
and dedication. Our aim is to provide our clients with products
that suffice their needs and create an enjoyable experience
with our products. Private labels and products are welcome.
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MINCER Pharma

Kosciuszki 37
05-816 MICHALOWICE

POLAND
Phone: +48 22 723 80 39
Fax: +48 22 753 03 55

e-mail:  mcr@mincer.com.pl
www.mincer.com.pl

MINCER Pharma is one of the best recognizable brands in Poland.
For over 20 years we have been providing our customers with
cosmetics which help to stop the ageing process.

We offer a selection of over 200 products, whose properties are
based on well-known and effective ingredients, such as hyaluronic
acid, collagen, argan oil, botulin toxin. Our cream jars have
a special dosage system, which protects the products from
external factors. This guarantees more hygienic usage.
Our creams are known in many countries of Europe, Asia, Middle
East and North America.

MOLLOMN

PRO

MOLLON COSMETICS

Geodetow 31A

05-500 PIASECZNO - JOZEFOSLAW
POLAND

Phone: + 48 22 750 53 03

Fax: + 482221117 63

e-mail: info@molloncosmetics.com
www.mollonpro.com

Mollon Cosmetics, the member of the group of companies,
specializes in professional products for manicure&pedicure
styling and nail care under Mollon PRO brand. While creating
products we use new technologies and trends. Our cosmetics
belong the sphere of quality and innovation. The production
is constantly inspected and meets standards of modern
fechnological lines.

The history of our brand is connected with the legendary
French city - Mollon.
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creatively made in

Relacja z targéw interCharm Ukraina

Podczas tegorocznej edycji targow interCharm Ukraina
zaprezentowano giéwne trendy, najnowsze produkty oraz
technologie na ukrainskim oraz globalnym rynku
kosmetycznym. Na catkowitej powierzchni 20 527 m?
zaprezentowato sie ponad 550 firm 20 krajow, m.in. z Chin,
Grecji, Holandii, Izraela, Niemiec, Korei Potudniowej,
totwy, Litwy, Libanu, Malezji, Monako, Pakistanu, Polski,
Rosji, Serbii, USA, Turcji, Wioch i wielu innych krajow.

Szacuje sie, ze targi odwiedzito ponad 52 000 zwiedzajacych.

Najwigkszym pawilonem narodowym byta sekcja polska zorganizowana pod
patronatem ,Cosmetic Reportera” w trzech pawilonach tematycznych na tacznej
powierzchni 284 m2. Swojg bogata oferte produktowa pod wspdlnym logo
.Creatively made in Poland” zaprezentowato 19 polskich producentéw: Ados,
ANNA PPH, AVA, Bandi, Inspire, Chantal, Euphora, Dr I. Eris, Eveline, Farmona, Loton,
Mincer MCR, Oceanic, Pharma C Food, Prosalon, SUZI, Torf Corporation, Verona, Ziaja.

W ramach wspomagania efektywnosci i prestizu uczestnictwa w targach oraz w celu
lepszego zakotwiczenia przekazu logotypu ,Creatively made in Poland”
w percepcji odwiedzajacych, zastosowano szereg dziatan wspierajacych.
Do odwiedzenia polskiej sekgji zaproszono przedstawicieli Wydziatu Promocji Handlu
i Inwestycji Ambasady RP w Kijowie. Wystawcow odwiedzit osobiscie pan Radca-
Minister Andrzej Grabowski, dzielac sie podczas indywidualnych rozméw na stoiskach
cennymi uwagami dotyczacymi rynku ukrainskiego. Na zakoriczenie spotkania
zainteresowani wystawcy otrzymali ksiazkowe wydanie: ,Ukraina. Przewodnik
po rynku 2013".

W trakcie 3 dni trwania imprezy rozdano 3000 egzemplarzy ,Cosmetic Reportera”
z raportem Nielsana o rynku polskim oraz katalogiem polskich wystawcow.
Na mocy umowy barterowej Cosmetic Reportera z organizatorem targow,
180 egzemplarzy Cosmetic Reportera zostato umieszczonych w  pakietach
akredytacyjnych B2B, ktére otrzymali wszyscy kupcy i dystrybutorzy uczestniczacy
w specjalnym programie kupieckim zorganizowanym przez ukrainskiego
organizatora targow.
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18-20 wrzesnia 2013 w Kijowie

Tradycyjnie rozdawano zwiedzajacym wytrzymate i eleganckie papierowe torby
z logo .Creatively made in Poland” w ilosci 2500 egzemplarzy, zawierajace
egzemplarze Cosmetic Reportera oraz materiaty promocyjne polskich wystawcow.
Torby wykorzystywane byly przez zwiedzajacych targi do przenoszenia zbieranych
podczas targdw materiatéw reklamowych. Zwiedzajacy przemieszczajac sie
z tg torba na ramieniu pomiedzy pawilonami targowymi aktywnie reklamowali
wystapienie polskich firm.

Wedtug naszych obserwadji i opinii polskich producentéw bioracych udziat w tych
targach nie po raz pierwszy, z roku na rok poprawia sie jakos¢ i ilos¢
przeprowadzanych na stoiskach rozméw biznesowych. Niewatpliwie do takiego
stanu rzeczy przyczynia sig organizowany od 2 lat przez ukrainskiego organizatora
targow specjalny program kupiecki i bezpfatny matchmaking.

Targi to nie tylko mozliwos¢ zaprezentowania swojej oferty potencjalnym
kontrahentom. To réwniez okazja dla producentéw do znalezienia odpowiedzi na
wiele nurtujacych ich kwestii, takich jak promocja, funkcjonowanie sieci dystrybugji,
pozyskiwanie nowych klientéw i nawigzanie nowych relacji z importerami i kupcami
detalicznymi i hurtowymi. Podczas targdw firmy krajowe i zagraniczne
zaprezentowaly swoje produkty i ustugi w trzech sekcjach: Salon Business,
Retail Business oraz Creating Product and Sales Technologies.

Salon Business to sekcja dedykowana kosmetyce profesjonalnej i wyposazeniu
do salonow kosmetyki oraz medycyny estetycznej, a takze do solariow i salondw spa.
To miejsce spotkan dla os6b zainteresowanych technologiami i wyposazeniem
wellness, akcesoriami i produktami do pielegnacji paznokci, wyposazeniem
i kosmetykami do salondw fryzjerskich, a takze kosmetyka kolorowa profesjonalna
oraz mass-marketowa, tatuazami i przedtuzaniem wtosow.

Retail Business to sekdja, ktdra grupuje w pawilonach Household Lab, Pharma Beauty

i Baby Care producentéw kosmetykéw, perfum, chemii gospodarczej i kosmeceutykow,
produktéw do higieny osobistej oraz produktéw dla dzieci i kobiet w cigzy.

www.cosmeticreporter.com

Creating Product and Sales Technologies — to sekcja typowo
biznesowa. Podczas pokazow InterCHARMtrade zaprezentowano
kompleksowe rozwigzania dla sklepow, butikdéw, aptek itp.
InterCHARMpack to spotkania producentéw i kupcow z sektora
surowcow i opakowan.

Dziat Private Label to okazja do spotkania producentéw marek
prywatnych.

Podczas targdw zwiedzajacy mogli takze odwiedzi¢ specjalng strefe
franchisingowa oraz Trend Zone, gdzie mozna bylo zapoznac sie
Z najnowszymi $wiatowymi trendami w pielegnacji skory, paznokci
i wlosow, a takze makijazu.

Goscie mogli takze przyjrzec sie pokazom i konkursom, w trakcie
ktdrych najlepsi stylisci i kosmetyczki, a takze mistrzowie sztuki
zdobienia paznokci i fryzjerzy mogli zaprezentowa¢ swoje
umiejetnosci. Ponad dwadziescia kursow i seminariéw
zorganizowanych podczas tegorocznej edycji dotyczyto medycyny
estetycznej, zarzadzania gabinetami kosmetycznymi, technologiami
iniekgji, technikami masazu, przemystem paznokciowym oraz
makijazem i wizazem. Programy przyciggaly zaréwno producentéw
i sprzedawcéw detalicznych, jak réwniez przedstawicieli sieci
drogerii.

Tegoroczna edycja targéw eksplodowata feerig barw i koloréw
podczas pokazu open stage Kiyiv Cup 2013 — ukraifiskich
mistrzostw we fryzjerstwie, zdobieniu paznokci i makijazu.
Wybieg podczas pokazu interCharm Hair Show 2013 byt natomiast
niezwyktym i kolorowym pokazem umiejetnosci czotowych
stylistdw m.in. z Ukrainy, Danii, USA i Wioch.

Zapraszamy do udziatu w przysztorocznej edyciji!

Adriana Jakubowska

cosmetic reporter
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ynek“kOsmetycznyw Rosjni

Rosyjski rynek detaliczny perfumeryjny

| kosmetyczny nalezy do pierwszej dziesiatki
najwiekszych rynkéw w Europie i stale rosnie.
W 2012 roku przezywat spowolnienie,

ale ta sytuacja nalezy juz do przesztosci.

Jak wynika z badan firmy RBC, nominalna stopa wzrostu sprzedazy detalicznej
kosmetykow, perfum i produktow powiazanych (w USD) w Rosji wyniosta okoto
10%. W kontekscie geograficznym obserwujemy spadek w Moskwie
i Petersburgu w sprzedazy w segmencie perfumeryjnym i kosmetycznym z uwagi
na agresywna ekspansje federalnych tancuchow sprzedazy w regionie i rozwoj
lokalnych operatoréw.

W 2010 roku catkowity udziat w sprzedazy w dwadch najwiekszych miastach Rosji
przekroczyt 30%, w 2012 roku byto to okoto 25%. W $redniej perspektywie
czasowej udziat sprzedazy w tych miastach obnizy sie, a wzro$nie
w Wolgogradzie, Samarze, Woronezu, Krasnodarze i innych miastach, ktore
aktywnie wprowadzajg u siebie kosmetyczno-perfumeryjne sieci sprzedazy.

W nawigzaniu do badan grupy ,Amico”, 41% sprzedazy na detalicznym rynku
perfumeryjno-kosmetycznym nalezato do Centralnego Federalnego Dystryktu,
ponad 29% nalezato do Pétnocno-Zachodniego Federalnego Dystryktu, a ponad
7 % nalezato do Pétnocno-Kaukaskiego Federalnego Dystryktu.

Catkowita sprzedaz w segmencie kosmetycznym i perfumeryjnym rosnie
stabilnie z roku na rok. W 2011 sprzeda¢ poprawita sie ponad trzyipotkrotnie.
W 2012 rynek stale rdst. Stopa wzrostu w pierwszym kwartale 2012 r.
wyniosta 13 %.

W 2011 roku Moskwa i Petersburg byly niewatpliwymi liderami jesli chodzi
o detaliczny rynek zbytu perfum i kosmetykdw. Segmenty te zanotowaty
odpowiednio 36,8 % i 28,6 % wzrostu zyskow.

Jak wynika z badan DISCOVERY Research Group w pierwszym potroczu 2012
roku odnotowano 16% wzrost na rynku kosmetycznym i perfumeryjnym
w poréwnaniu z analogicznym okresem 2011 roku, czyli 5,56 mld USD.
Sprzedaz perfum stanowi 18% catego rynku kosmetycznego i perfumeryjnego
w Rosji. Eksperci szacuja, ze w pierwszym potroczu 2012 r. catkowita wartos¢
tego rynku wyniosta 1 024 mld USD i wzrosta o 5% w pordwnaniu
do analogicznego okresu w 2011 roku.
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W pierwszym potroczu 2012 roku sprzedaz bezposrednia bazowata na tych tych
kanatach dystrybugji, co w roku poprzednim i byta wspierana przez coraz bardziej
popularng sprzedaz online. Liderami w tej dziedzinie sa trzy zagraniczne
koncemny: L'Oreal, LVMH i Procter&Gamble. W pienwszej dziesiatce znalazly sie
réwniez takie firmy jak: Estee Lauder Companies, COTY, Puig Beauty&Fashion
Group, Shiseido, Chanel, Avon, Oriflame i Mary Kay. Duzym popytem na swoje
produkty ciesza sie tez dwie krajowe firmy: ,Novaya Zarya” i ,Faberlic”.

Jak twierdza eksperci, do 2015 roku wielkos¢ importu kosmetykéw do Rosji
wzro$nie o 10% nie tylko ze wzgledu na stale rosnacy popyt na kosmetyki
produkowane za granica, ale tez ze wzgledu na nizsze opfaty celne na produkty
importowane do Rosji po przystapieniu do WTO. Faktem jest, ze rynek rosyjski
z 10-procentowg stopa przyrostu rocznie jest jednym z najszybciej rozwijajacych
sie na $wiecie.

Rosyjski rynek perfumeryjny i kosmetyczny reprezentuje wysoki stopien
konkurencyjnosci pomiedzy najwigkszymi firmami. Rynek jest zdominowany
przez kilka firm importujacych, ktére podzielity miedzy soba najwigksze
Swiatowe marki.

Kosmetyki kolorowe i do pielegnacji skory sa importowane z Polski (48,95%),
Francji (9,49%), Niemiec (7,29%) jak rowniez z Litwy i Chin. Francja i Niemcy
zajmuja druga i trzecig pozycje i sugeruja stosunkowo najmniejszy narzut marzy
za swoje produkty. Kosmetyki z segmentu premium sa importowane
przede wszystkim z Francji, Niemiec, Japonii, Belgii i Szwajcarii.

Rosyjska ,Kalina” z obrotem na poziomie 400 mIn USD i ,Nevskaya Kosmetika"
z 150 min USD zastuguja na najwieksza uwage. Nalezg one do
100 najwiekszych firm — producentow kosmetykdw i perfum na swiecie. ,Arest”
i ,Faberlic" maja rowniez mocna, stabilna pozycje. Jak twierdza eksperci,
w 2012 roku import produktéw kosmetycznych w 2012 wzrést 0 4,3% w ujeciu
ilosciowym i o 5,5% w ujeciu jakosciowym, podczas gdy wartos¢ eksportu
pozostata na tym samym poziomie. Do 2015 roku warto$¢ importu do Rosji
ma wzrosna¢ o 9,9% w ujeciu ilosciowym. Jesli natomiast chodzi o eksport
— rosyjskie kosmetyki sa eksportowane gtéwnie na Ukraing (62,61%), Kirgistanu
(229%) i na totwe (5,57%).

Wedtug badan 100 INFOLine&Retailer Russia, wzrost rosyjskiego rynku
kosmetycznego jest mozliwy dzieki poprawie standardu zycia mieszkancow.
Szacuje sig, ze poziom konsumpcji kosmetykéw w Rosji w korcu osiagnie
poziom reprezentowany przez kraje z UE.

www.cosmeticreporter.com

Sieci drogeryjne w Rosji

Perfumeriom detalicznym i sieciom kosmetycznym udato sie odbudowac ich
pozycje na rynku i osiagna¢ wartosci sprzedazy sprzed kryzysu. W 2011 sie¢
L'Etoile (27,3%), Rive Gauche (26,4%), lle de Beaute (14,9%) i Yves Rocher
(11,5%) znalazly sie wsrdd najwiekszych sieci perfumeryjnych i kosmetycznych
w Rosji. Udziat tych czterech firm w calym rynku dystrybucji wyniost
w 2011 ponad 80%.

Sieci drogeryjne rozwijaja sie w Rosji od 2005 roku. Obecnie na terenie calego
kraju dziata ponad 40 sieci i ten format sukcesywnie rozwija sie w regionach.
Niektore sieci zyskujg nawet charakter ogolnofederalny, tak jak np. sieci
LAlll Good”, ,Rubble Boom”, ,Ulybka Radugi” czy ,Yuzhny Dvor”). Do sieci, ktdre
maja na terenie catego kraju ponad 100 sklepow nalezy zaliczy¢ takze ,Sangi
Style", ,Podruzka”, ,7 Days", ,Noveks” czy ,Magnit Cosmetics”. Sklepy
LAl Good”, ,Podruzhka”, ,Ulybka Radugi” i ,Spectr” reprezentujg segment
srednich cen. ,Yuzhny Dvor”, ,Sangi Style” i ,Ruble Boom” to niska pétka cenowa.

NOVEKS

Liczba sklepdw:

125 — wszystkie rozlokowane w Syberyjskim Okregu Federalnym

Powierzchnia sklepow: 180 =110 m?

Sie¢ NOVEKS oferuje ponad 30 000 artykutéw w segmentach: kosmetyki
(37%), perfum (3,3%), chemii gospodarczej (9,7%) oraz artykutdw
gospodarstwa domowego. Jak na razie firma nie ma plandw ekspansji na inne
regiony. Asortyment oraz polityka marketingowa sieci jest taka sama dla
wszystkich sklepow. Roznice dotycza jedynie polityki cenowej. Siec¢ oferuje
rbzne programy rabatowe i lojalnosciowe.

ALL! GOOD

Liczba sklepdw:

139 — w Centralnym Okregu Federalnym, w Moskwie, Ekaterinburgu, Kazaniu,
Ufie i Nowosybirsku

Powierzchnia sklepow: 80-250 m?

Obecnie w sieci ,Alll Good" funkcjonujg dwa formaty sklepow: sekcja sklepow
w centrach handlowych o powierzchni 40-170 m? oraz sekcja sklepow w
oddzielnych budynkach o powierzchni 100-300 m?. ,Alll Good" plasuje sie w
segmencie $rednim. Przecietne rachunki klientow sieci wynosza 300-350 rubli,
w regionach jest to o 15-209% mniej. Az 90% klientdw sieci stanowig kobiety.
Firma koncentruje sie na rozwoje réznych segmentdw i swoich wiasnych marek,
ktére stanowig 30% sprzedazy: Lili White (chusteczki, waciki i inne produkty na
bazie bawetny), Fresh Zone — chemia gospodarcza i artykuly gospodarstwa

domowego, SPA-Salts — sole do kapieli, JIVE — produkty do pielegnacji stop,
Silk Line — akcesoria kosmetyczne, ACULA — higiena jamy ustnej.

PODRUZHKA

Liczba sklepdw:

111 = Moskwa i Centralny Okreg Federalny

Powierzchnia sklepow: 80-150 m?

Sie¢ ,Podruzhka” oferuje ponad 10 500 artykutéw, m.in. kosmetycznych (44,7 %)
oraz sztucznej bizuterii i akcesoriow (16,8%). Produkty ze $redniej potki cenowej
stanowig 60% zasiggu. To pierwsza sie¢, ktora reklamowata sie jako 'tylko dla
kobiet'. Gtéwny target sieci to kobiety pracujace oraz gospodynie domowe
w wieku 25-50 lat. Jeszcze w tym roku sie¢ planuje otwarcie 23 sklepow.

MAGNIT COSMETIC

Liczba sklepdw: 692

Powierzchnia sklepow: 230 m?

Magnit Cosmetics stat sig liderem rynku juz w 2011 roku. Sie¢ oferuje 3 500
produktow, w tym kosmetykow, perfum, chemii gospodarczej i produktéw do
higieny osobistej. W 2012 roku sie¢ Magnit Cosmetics powiekszyta swoj przychad
netto az 0 92% w stosunku do roku 2011 — z poziomu 418,68min USD do
803,87 min USD.

W 2012 sie¢ otworzyta 1 575 sklepéw (ponad 1000 matych sklepikow, 36 w
supermarketach, 17 sklepdw 'Magnit Family' i 482 'Magnit Cosmetic') i zwiekszyta
powierzchnie swoich sklepdw o 30 %. Do korica 2012 ogolna liczba wyniosta 6
884 sklepow. Kolejnym projektem wiasciciela sieci, Sergeya Galitsky-ego, ma byc
otwarcie sieci kosmetyczno-perfumeryjnej ,Rouge” z produktami segmentu
premium. Pierwszy sklep otwarto juz w Krasnodarze.

ULYBKA RADUGI

Liczba sklepéw: ponad 50 w 75 miastach w Pétnocno-Zachodnim Federalnym
Dystrykcie i Centralnym Okregu Federalnym

Powierzchnia sklepow: 150-200 m?

Sie¢ posiada w ofercie ponad 8 000 produktow — od produktdw do higieny
osobistej po suplementy diety i akcesoria sportowe. Oferuje znizki dla posiadaczy
kart lojalnosciowych, ktorych jest obecnie juz ponad 100 000. Sie¢ wydaje tez
comiesieczny katalog reklamowy, w ktérym znajduja sie informacje na temat
promocji.

W 2012 roku sie¢ otworzyta 64 nowe sklepy, zamiast planowanych 30. W 2013
roku firma planuje rozwijac¢ sie w tym samym tempie, ale nie zamierza podbija¢
nowych regiondw, tylko umacnia¢ swoja pozycje w Potnocno-Zachodnim
Federalnym Dystrykcie i Centralnym Okregu Federalnym, a takze w Moskwie.
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Targl
Esthetiworld
Mediolan

26-28 pazdziernika 2013

Esthetiworld, czes¢ targéw Cosmoprof, to kolejne
wydarzenie adresowane do branzy kosmetycznej,
w tym kosmetyki profesjonalnej, paznokciowej
i wiosowej. Jak co roku stworzyly one wyjatkowa
atmosfere do zapoznania sie z nowosciami,
jak réwniez do spotkania z najwiekszymi producentami
w segmencie kosmetykéw i wyposazenia do
profesjonalnych gabinetéow kosmetycznych oraz
salonéw SPA.

W tym roku targi po raz pierwszy odbyly sie w nowej lokalizacji
w Mediolanie — kompleksie targowym MiCo — Milano Congressi
i wypenity caty potudniowy pawilon, jeden z najwiekszych w catym
kompleksie wystawienniczym. Kalendarz tegorocznej imprezy obfitowat
w warsztaty, konkursy i debaty. Podczas tegorocznej edycji zwiedzajacy
mogli wzig¢ udziat w XXXIV Kongresie Kosmetyki Dekoracyjnej,
zorganizowanym we wspdtpracy z magazynem “Les Nouvelles
Esthétiques” oraz w Il Kongresie Pielegnacji Paznokci.

Uczestnicy XXXIV Kongresu Kosmetyki Dekoracyjnej mogli wzia¢ udziat
w trzydziestogodzinnym programie, na ktéry sktadaly sie analizy i raporty
na temat rynku kosmetyki kolorowej, debaty na temat przyszlych
projektéw a takze pokazy i prezentacje ,na zywo". Wsréd wielu wydarzen
otwartych dla zwiedzajacych, znalazly sie warsztaty Stowarzyszenia
Przyjaciot  Skory  (“Amiche della  pelle”) prowadzone przez
miedzynarodowej stawy dermatologa profesora Antonino Di Pietro.
Podczas Il Wioskiego Kongresu Pielegnacji Paznokci, organizowanego we
wspotpracy ze Stowarzyszeniem Mitosnikéw Paznokci, zaprezentowano
najnowsze trendy, techniki pielegnacji oraz odkrycia w tej dziedzinie.

esthetiworl
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Program Esthetiring, zorganizowany we wspdfpracy z ,Cabines Italia”,
przyciagnat producentéw oraz kosmetologéw, ktorzy mieli okazje
do zaprezentowania nowoczesnych rozwigzan w tej dziedzinie oraz
zapoznania sie z najnowszymi produktami i innowacyjnymi technikami
pielegnacji skéry. Wydarzenie “beauty booth moment” to szereg
pokazéw i warsztatdw treningowych, podczas ktérych kosmetolodzy
musieli w jak najbardziej przystepny sposéb zaprezentowaé
potencjalnym klientom cafa swoja wiedze. Byta to tez Swietna okazja
do nawiazania nowych kontaktéw biznesowych i stworzenia
fundamentoéw pod dlugofalowa wspotprace.

W tym roku po raz pierwszy targi goscity mistrza $wiata w sztuce
zdobienia paznokci VU NGUYEN, znanego tez jako VUDOO, ktdry
poprowadzit dwudniowy kurs dla okoto 200 uczestnikdw. Tegoroczne
targi Esthetiworld goscily takze druga edycje konkursu The New Talent,
zorganizowanego we wspotpracy z Cidesco ltalia. Konkurs ten
poswiecony byt sferze total look” (stylizacji wiosdw, paznokdi i sztuce
make-upu) i byt jednoczesnie prezentacja najnowszych swiatowych
trendéw w tej dziedzinie. Pierwsza edycja konkursu odbyfa sie podczas
tegorocznych targow Cosmoprof Bolonia. Jest to wyjatkowa okazja dla
wszystkich mtodych profesjonalistéw, ktdrzy chcg zaprezentowad swoje
umiejetnosci w Swietle reflektorow i skonfrontowac je z innymi
przedstawicielami branzy.

Od tego roku Polcharm wzbogaca swojg oferte targowa o targi
Esthetiworld, widzac potencjat, jaki niosa szczegdlnie dla polskich
producentéw branzy paznokciowej.

Zapraszamy polskich wystawcow do udzialu w przysziorocznej edyciji!
info@polcharm.com.pl

Wiecej informacji: www.esthetiworld.com.
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W Komisji Europejskiej trwaja prace nad regulacja
dotyczaca bezpieczenstwa produktow: Consumer
Product Safety Regulation (CPSR). W pakiecie
dotyczacym bezpieczenstwa produktéw i nadzoru
rynku pojawit sie zapis, ktéry wymaga od
producentéw niespozywczych, a wigc m. in.
kosmetykdw, oznakowania produktdw,
w przypadku Polski - made in Poland. Zdaniem
niektdrych  producentdw, takie obligatoryjne
oznakowanie moze zaszkodzi¢  krajowemu
przemystowi kosmetycznemu, inni sa przekonani,
ze polska metka nie stanowi bariery dla ekspans;i
polskich wyrobow na zagranicznych rynkach.

Organizacje badajace rynek uwazaja, ze brytyjski
rynek  kosmetyczno-perfumeryjny  odnotuje
w najblizszych latach dos¢ spowolniony rozwoj. Ma
to by¢ 0,6% rocznie w okresie 2014-19, co bedzie
mniej niz 1,2% w latach 2009-14. Spodziewana
jest redukcja zapotrzebowania na kosmetyki w
grupie kobiet w wieku 15-44 lata.

Jednoczesnie raporty wskazujg na nowe szanse dla
przemystu kosmetycznego w tym gtdwnie
w  zakresie innowacyjnych produktéw piele-
gnacyjnych oraz produktéw dla grupy 65+, ktdra
jest wiodacym klientem w segmencie kosmetyki
przeciwstarzeniowej. Znaczace wzrosty sprzedazy
moga takze uzyska¢ wielofunkcyjne kosmetyki
najnowszej generacji oraz tzw. produkty zielone.
W chwili obecnej dominujacym segmentem na
brytyjskim rynku kosmetycznym jest segment
produktow do pielegnacji skory z udziatem 30,5%
a nastgpnie segment wyrobow do kapieli
z udziatem na poziomie 18,7%.

Rynek Wielkiej Brytanii to rynek dojrzaly, nasycony,
z obecnoscia silnie  konkurujacych  marek
Swiatowych. Zwiekszone zaangazowanie koncer-
néw kosmetycznych we wschodzace rynki Azji czy
Ameryki Potudniowej powoduje zmniejszenie
$rodkow angazowanych w tradycyjne rynki, takie
jak Wielka Brytania. Niekorzystnie wplyw na rynek
ma takze niestabilnos¢ kursu funta do dolara.

Materialy opracowata Anna Lesiriska
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Mimo, ze Singapur to maty kraj konsumenci, wydaja tu
duzo pienigdzy i wedtug przewidywan ekspertow beda
wydawac ich jeszcze wiecej. Wysoka konsumpcja
przyciaga do tego kraju Swiatowe koncerny
kosmetyczne zaréwno te specjalizujace  sie
w kosmetykach dla kobiet jak i te, ktdre gldwnie dbaja
0 mezczyzn.

Z populacja na poziomie okoto 5,5 min Singapur
pozostaje w tyle za takimi potegami jak Chiny czy
Indie, ale jedli chodzi o wydatki na kosmetyki (w tym
luksusowe) na glowe mieszkanca jest w czotdwce
regionu. Eksperci RNCOS przewidujg na lata 2013
-2017 4% skumulowany roczny wskaznik wzrostu
(CAGR). Kluczowymi graczami na tym rynku sa
L'Oréal, Shiseido, Estee lauder i LVYMH. Jednocze$nie
stale rodnie rola firm mass-marketowych takich jak
Beiersdorf czy Procter&Gamble, ktore dokonuja na tym
rynku inwestycji w centra szkoleniowe itp.

W | potroczu 2013 w aptekach na Ukrainie sprzedano
ponad 29 min. kosmetykéw, co oznacza 10 % wzrost
w ujeciu wartosciowym i 5,6% w ujeciu ilosciowy w
stosunku do analogicznego okresu poprzedniego roku.
Najwiecej kosmetykéw sprzedano w aptekach Kijowa
(19,4%), gdzie odnotowano wzrost sprzedazy
0 9,9% w stosunku do analogicznego okresu 2012 r.

Francuski koncern L'Oréal ztozyt oferte na zakup
chinskiej firmy zajmujacej sie kosmetykami do
pielegnacji skory — Magic Holdings Int, co powinno
przyczyni¢ sie do osiagniecia przewagi nad
konkurencjg na rosnacym w  Chinach rynku
kosmetykow luksusowych.

Magic Holdings z siedzibg w Guangzhou dostarcza
najlepiej sprzedajaca sie linie maseczek na twarz.
Maseczki to najszybciej rosnaca w Chinach kategoria
kosmetyki  pielegnacyjnej, a Magic Holdings
produkujacy maseczki z dodatkiem wyciagu ze
slimakow jest obecnie liderem z ponad 26% udziatem
w rynku. Chinski producent ma aktualnie 288
dystrybutorébw w32 chinskich  prowincjach
i przejecie go stworzy francuskiemu koncernowi
mozliwo$¢ istotnego rozwoju.

L'Oréal obecny jest na rynku chinskim od 16 lat
i w | pofroczu b.r. osiagnat wzrost sprzedazy o 5,4%
w regionie Azji, i az 11% w samych Chinach.

Zakup chinskiej firmy wymaga jeszcze akceptadii
chinskiego ministerstwa handlu.

Naukowcy odkryli substancje, ktora naturalnie znajduje
sie na skorze czlowieka, a ktora blokuje komarom
zmyst powonienia. Substancje te bedzie mozna
dodawa¢ do kosmetykow. Jak wiadomo, ukaszenia
komaréw sa nie tylko swedzace, ale tez bardzo
niebezpieczne, ze wzgledu na przenoszona przez te
owady malarie, na ktora rocznie umiera okoto 1 min.
osob. Tradycyjnie przeciw ukaszeniom stosowano
repellenty, ale jeden z najpowszechniej uzywanych
tego typu srodkéw (DEET), mimo ze skuteczny, jest
czesto odrzucany ze wzgledu na ostry zapach.

Poszukujac nowych $rodkow przeciw komarom
naukowcy wyszli z zatozenia, ze jezeli skora cztowieka
nie bedzie wydzielata przyciagajacego komary
zapachu, one nie beda sie zbliza¢ i gryz¢. Jak
wiadomo, jedni ludzie przyciagaja komary bardziej inni
mniej. Zapach konkretnego cztowieka pochodzi z setek
sktadnikow, jednych wydzielanych z potem, innych
produkowanych przez bakterie zyjace na powierzchni
skory. Naukowcey przebadali mnéstwo substancji, aby
sprawdzi¢, ktdre sa najbardziej atrakcyjne dla komarow.
I tak niektdre jak np. kwas mlekowy (sktadnik ludzkiego
potu) przyciagnety prawie 90% komardéw poddanych
testom, inne nie wzbudzaly najmniejszego
zainteresowania. Znalazty sie substancje w tym
1-methylopiperazyna, ktére blokuja powonienie
komarow, a wtedy komary nie wiedzac, ze w otoczeniu
jest atrakeyjny obiekt do kasania po prostu nie przylatuja.

Kolejne badania wskazuja na blokujace promie-
niowanie UV, a wiec przeciwrakowe, wiasciwosci
brokutéw. Badania przeprowadzono na University of
Arizona i skupiono sie sulforafanie, fitosktadniku, ktory
tradycyjnie zwigzany byt z dziafaniem zwalczajacym
raka przy stosowaniu doustnym.

Uczeni postanowili sprawdzi¢ jak skuteczne bedzie
dziatanie tego sktadnika zastosowanego zewnetrznie.
Do$wiadczenia prowadzono od 2005 roku i w ich
wyniku stwietrdzono, ze sulforafan jest skuteczny jako
aktywator antyrakowego genu, znanego jako Nrf2.
Skupiono sie na ekstrakcie z kietkéw brokutdw, ktory
znany jest z duzej zawartosci tego fitposkladnika.
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Naukowcy planuja zweryfikowanie skutecznosci
substancji aplikowanej na skére przy ekspozycji
na promienie UV. Wierza, ze badania doprowadza
do opracowania $rodka przeznaczonego specjalnie dla
oséb zagrozonych rakiem skory, a takze tych, ktdre
maja wyjatkowo delikatng skore, tatwo podlegajaca
oparzeniom stonecznym.

Juz wezesniej prowadzone przez Uniwerystet Johna
Hopkinsa badania podkreslaty fakt, ze ekstrakt
z brokutéw stymuluje komérki skéry do uruchamiania
mechanizméw obronnych  przeciw oparzeniom
sfonecznym. Badania z 2007 wskazywaly, ze
zaczerwienienie skory wynikajace z oparzenia
stonecznego bylo redukowane o ponad 37%
w momencie kiedy ekstrakt z brokutéw zostat
zaaplikowany na skore.

L'Oréal we wspdtpracy z brazylijska firma Beraca,
specjalizujaca sie min. w produkgji innowacyjnych oraz
naturalnych surowcédw dla przemystu kosmetycznego
zamierza produkowac kosmetyk do pielegnacji wiosow
oparty na innowacyjnym naturalnym komponencie.
Linia Absolut Control skorzysta z masta Murumuruy,
pozyskiwanego z nasion owocow dziko rosnacej palmy
Astrocaryum murumury, jako emolientu redukujacgo
skret wlosow i nawilzajacego witosy i skore. Masto to
jest produkowane przez Berace dzieki wspotpracy
z farmerami w rejonie Braganca jest czesto stosowane
jest przy masazach w osrodkach SPA. Przedstawiciel
brazylijskiego oddziatu wyjasnit, ze rewolucyjna seria
produktéw wiosowych, bedzie w stanie zaspokoic
bardzo wysokie wymagania Brazylijek w zakresie
pielegnacji wiloséw (76% Brazylijek chciatoby
zredukowac objetos¢ i skret wiosdw).

Produkcja masta jest jednoczesnie ogromna szansa na
rozwdj miejscowej spotecznosci . Bogate w witaming A
oraz niezbedne kwasy tluszczowe moze znalez¢
szerokie zastosowanie w naturalnych kuracjach
wiosowych.

Niestety szwedzki producent kosmetykéw nie moze
pochwali¢ sie dobrymi wynikami sprzedazy. Sprzedaz
netto w 2 kwartale b.r. spadta o 1% rok do roku, w tym
sprzedaz w euro az o 4%. Jest to rezultat
dtugotrwatego kryzysu jaki dotknat szczegdlnie
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potudnie Europy. Firma ma jednak nadzieje na lepsze
wyniki w obecnej potowie roku, gtownie dzigki
rosnacej sprzedazy w Ros;ji i krajach bytego ZSRR.

Wedtug ekspertéw Mintala w koncowce 2013 roku
wartos¢ rynku kosmetykéw do paznokci (ze wzrostem
0 1,7%) przewyzszy wartos¢ rynku pomadek do ust. W
2012 roku do obiegu weszta rekordowa liczba nowych
lakierow. Podczas gdy w 2008 roku w tym segmencie
obserwowano tylko 10% wzrost, to w 2012 byfo to juz
26% ogolnej liczby nowych uruchomien w kosmetyce
kolorowej. Caty rynek kosmetyki kolorowej szacowany
jest na 1,5 mld GBP z szansg na osiaggniecie wartosci
1,9 mld GBP w 2018 roku.

Analizy Mintela wykazaly, ze 9 na 10 nasto-
i dwudziestolatek uzywa kosmetykéw do paznokci.
Kosmetyki te nalezg juz do kategorii ,must have” , co
zawdzigczajg miedzy innymi stosunkowo niskim
cenom, a wiec powszechnej dostepnosci. Coraz
miodsze dziewczyny siggaja po wyroby upigkszajace
paznokcie, co pozwala im stosunkwo fatwo osiagac
modny ,look”.

Hiszpanskie  kosmetyki cieszg  sie  rosnaca
popularnoscig w Brazyli. Od 2010 do 2012 roku
eksport hiszpanskich kosmetykow do Brazylii wzrost
030 %, a na przestrzeni stycznia — lipca 2013 byto to
nawet 45%. W tym samym czasie eksport do
Portugalii wzrést 0 229, do USA o 7%, a do Argentyny
0 34%.

Najnowszy raport z rynku kosmetycznego wskazuije, ze
producenci komsetykéw do pielegnacji wtosow
powinni sie czym predzej zainteresowad rosnacym
rynkiem konsumentek o afrykanskim rodzaju wtosow,
ktore coraz czesciej i bardziej swiadomie siegaja po
kosmetyki stuzace wlosom. Producenci powinni
zdawa¢ sobie sprawe, ze rdznice etniczne majg
znaczenie dla receptur srodkéw do pielegnacji wloséw
i chcac rozwijac¢ sie na rynkach Afryki i innych krajow,
gdzie mieszkaja klientki afrykanskiego pochodzenia,
nie moga ignorowac tego faktu. Konsumentki nie
usatysfakcjonowane proponowanymi i dostepnymi na

rynku kosmetykami wlosowymi sigegaja po ludowe
sposoby na uporzadkowanie wioséw. Moze to,
w okresie szczegolnej troski o naturalno$¢
stosowanych ~ kosmetykéw,  doprowadzi¢  do
zahamowania rozwoju  sprzedazy tradycyjnych
“chemicznych” kosmetykdw wiosowych.

Naukowcy prowadzac badania, majace na celu
znalezienie zwiazkéw, ktére moglyby w perfumerii
zastapi¢ salicylany natrafili na substancje mogace
efektywnie wypetniac role zamiennika. Salicylany byty
przez wiele lat uzywane we wszystkich produktach
perfumeryjnych ze wzgledu na swe wyjatkowe
wihasciwosci, bedac jednoczesnie na cenzurowanym ze
wzgledu na swe alergizujace w niektorych przypadkach
dziatanie. Jednak niska cena gwarantuje salicylanom
jeszcze diugie zycie zardwno w perfumerii, jak i jako
dodatek do szampondéw, dezodorantéw, spray'ow
do wtosow, mydet.

Pierwszy salicylan (najprawdopodobniej izoamyl
salicylanu) zostat uzyty w perfumach w 1898 roku.
Obecnie badaniom poddano m.in. analogi weglowe,
cykliczne-beta-estry, i cykliczne beta-2-ketony. Wsrod
tych skfadnikdw, jeden, wystepujacy takze w naturze,
1-(2-hydroxyfenylo)-3-fenyl-1-propanon  zostat wyty-
powany jako najlepiej rokujacy.

Colgate-Palmolive zamierza zainwestowac prawie
200 milionéw USD w fabryke w Potudniowej Karolinie,
w ktorej produkowane beda m.in. dezodoranty i mydta
w plynie. Dzigki tej inwestycji ma powstac w pierwszej
fazie ponad 300 nowych miejsc pracy. Obiekty
fabryczne powstang na powierzchni 525 000 ft2.
Lokalizacja  inwestycji uwzglednita mozliwosci
miejscowe] sily roboczej, istniejaca infrastrukture,
bliskos¢ rynkéw zbytu. Rok 2014 ma by¢ rokiem
rozruchu nowej inwestycji. Colgate-Palmolive,
osiggnawszy zyski na rozwijajacych sie rynkach Azji
i Ameryki Potudniowej, gléwnie dzieki swym
produktom do pielegnacji jamy ustnej, pragnie
réwnoczesnie zadbad o rozszerzajacy sie stale dziat
wyrobéw do pielegnacji ciata aby posiadac bardziej
zréznicowane protfolio.

Materialy opracowata Anna Lesinska

www.cosmeticreporter.com

Zimowe
tendencje

Salon International

Akin Konizi
z HOB Salons

English
for Hairdressers

[ —— I

LI 3zom

Halr fashion magazine

the best way to present yourself to hairdressers in Poland

www.top-professional.pl

Phone/Fax: +48 22 773 37 51, mobile: +48 502 22 90 90, e-mail: a.jakubowska@polcharm.com.pl




B TECHNOLOGIE

Krem CC - podobnie jak jego poprzednik,
krem BB - zaczyna zdobywac coraz wieksza
popularnos¢ na  globalnym  rynku
kosmetycznym. Obiecujace hasto ,wszystko
w jednym” przyciaga zaréwno zapracowane
dojrzate  kobiety, jak i miodsze
konsumentki, ktére chca osiagnac efekt
miodej i gladkiej cery w zamian za
przystepna cene.

Nowa generacja kremoéw powstata na skutek badan
przeprowadzonych na konsumentkach z Korei. Te
niecierpliwe i zabiegane kobiety zgodnie odpowiedziaty,
ze poszukuja produktu, kiory bedzie faczyt podklad z
kremem upiekszajacym, a jednoczesnie dziatat
przeciwstarzeniowo.  Wspdtczesna  kosmetologia
pozwala na stworzenie takiego potaczenia. Kremy CC
tacza w sobie takie wiasciwosci jak:

B ujednolicenie koloru skory

B poprawienie nawilzenia

0l dziatanie antystarzeniowe

U silniejsza ochrona SPF

1 Profil potencjalnej konsumentki kremu CC
Jedna grupa konsumentek, do ktérych adresowane sa
kremy CC, sa zabiegane kobiety, ktore lubia
wielozadaniowe produkty. Zazwyczaj zajete praca lub
domem, badZ tez obiema tymi sferami, poszukuja
nieskomplikowanych rozwigzan dla pielegnacji skéry,
ktore dostarcza im szeregu korzysci w zamian za
rozsadng cene. Sa to zazwyczaj kobiety regularnie
dbajace o swdj wyglad, a wrecz nawet uzaleznione od
kosmetykow i zabiegéw upigkszajacych. To typ
konsumentek, ktore interesuja sie wszystkim co
zwigzane z uroda i pigknem oraz bardzo Ilubia
zapoznawa¢ sie z nowymi produktami. Pojawia sie
jedynie pytanie czy krem CC jest w stanie sprostac ich
réznorodnym oczekiwaniom i sprawi, ze wybiora one
rozwigzanie typu ,wszystko w jednym”.

Przez kilka dekad producenci kosmetykow do pielegnacji
skéry oraz pracownicy dziatéw marketingu wpajali
konsumentkom potrzebe uzywania wielu
wyspecjalizowanych produktéw. Miato to na celu
wykreowanie nowych potrzeb oraz znalezienie miejsca na
rynku dla nowych kosmetykéw. Tymczasem ostatnie
badania rynku pokazuja, ze tylko jeden na pie¢
wyspecjalizowanych produktéw nawilzajacych, ktdre
istnieja na globalnym rynku, jest w stanie zaoferowac
jakiekolwiek dodatkowe korzysci. Inaczej jest w przypadku
wielozadaniowych kremow CC, ktdrych nowa formufa
taczy kolorowy pigment, zapewnia wysoki poziom
ochrony SPF oraz lepsze nawilzenie niz wiekszos¢
populamnych kremdw przeznaczonych do tego celu.
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Kremy CC

nowa generacja
kosmetykow

pielegnacyjnych

BZacieranie granic w kategorii produktow

do pielegnacji skory
Jedna ze wyjatkowych cech kremow CC jest to, ze
naleza one jednoczesnie do dwoch kategorii:
kosmetykow do  make-upu oraz  kosmetykdw
pielegnacyjnych. Jednoczesnie zacieraja one granice
pomiedzy roéznymi kategoriami  produktéw do
pielegnacji skory — np. tymi, ktére posiadaja whasciwosci
nawilzajace  jak i tymi o  whasciwosciach
przeciwstarzeniowych.
Jak wynika z badan firmy Mintel, ponad 40% kobiet
zyjacych w  Stanach Zjednoczonych uwaza, ze
koniecznos¢ uzywania kremdw antystarzeniowych
przychodzi wraz z pojawieniem sie pierwszych
zmarszczek. Natomiast 23 9% badanych jest zdania, ze
najlepszym momentem na rozpoczecie kuracji anti-
ageingowej jest 35. rok zycia. Prawda jest jednak to,
7e juz po 25. roku zycia skora produkuje mniej
kolagenu i uruchamia pierwsze mechanizmy starzenia,
a w konsekwencji prowadzi do powstawania
widocznych zmarszczek.

Firma DSM Personal Care pracuje nad pofaczeniem
formut  przeciwstarzeniowych z wysokim poziomem
ochrony skéry. Jest to mozliwe dzieki obecnosci
wyjatkowych  sktadnikdw, ktore  pojawiaja  sie
w wielozadaniowych formutach kremoéw CC.
Syn-TC to potaczenie peptydow oferujacych ochrone
kolagenowa 360 stopni — od tak zwanego kolagenu
mtodosci Typ Ill, do kolagenu dermalno-epidermalnego
(DR)), tj. kolagenow typu IV, VIl i XVII. S one niezbedne
dla zachowania elastycznosci, jedrmosci i miodziefczego
wygladu skéry. Po czterech tygodniach stosowania
kremu skéra wydaje sie gladsza i bardziej napieta,
a naturalny kolagen jest lepiej chroniony przed dalszymi
uszkodzeniami. Produkt ten zwigksza takze produkcje
kolagenu, co wplywa na redukcje istniejacych
zmarszczek oraz zapobieganie powstawania nowych.
Alpaflor Edelweiss to roslina alpejska, ktéra ma zdolnos¢
do ochrony i regeneracji zewnetrznej warstwy skory
poprzez stymulacje kilku kluczowych gendw i protein
odpowiedzialnych za ochrone naskérka, a jednoczesnie
buduje silniejsza naturalna bariere ochronng dla skory.
Dzigki temu staje sie ona bardziej odporna na stres
oksydacyjny, wolne rodniki i uszkodzenia DNA, jest
miekka i skutecznie opiera sie przedwczesnemu
starzeniu.

I Codzienna ochrona UV

Koncepcja kremu BB pokazata, jak wazna jest
catodzienna ochrona przed promieniowaniem UV.
Promienna i lekko musdnieta stoncem skéra zawsze
kojarzona byta ze zdrowym wygladem, jednakze nawet
niskie dawki promieni UV moga by¢ nie tylko przyczyna
naglego podraznienia skory, ale takze spowodowac
zmiany wewnatrz. Naleza do nich uszkodzenie komdrek
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DNA i stres oksydacyjny, ktére w 90% przypadkdw
odpowiedzialne sa za przedwczesne starzenie skory.
Spektrum filtrow UV zawartych w kremach CC pomaga
przeciwdziata¢ temu problemowi.

Parsol 1789 jest najlepszym zrodtem filtrow UVA jesli
chodzi o ochrone skory przed przedwczesnym
starzeniem sie. Parsol 340, plynny filtr UVB, jest
przeznaczony do fotostabilizacji i i rozpuszczania Parsolu
1789. Synergetyczne potaczenie filtru UVB Parsol HS
i innowacyjnego polimerycznego filtru UVB  Parsol SLX
gwarantuje wysokg ochrone SPF przy nizszej
koncentraji filtréw UV, wplywajac jednoczesnie na
pozadana lekka i jedwabistg konsystencje kremu CC.

I Dlugofalowe efekty

Inng wielka zaleta kremow CC jest to, ze zawieraja
sktadniki aktywne, ktore dziataja przez stosunkowo dtugi
czas. Wazna role w tworzeniu natychmiast widocznego
efektu graja modyfikatory sensoryczne, ktére daja efekt
jedwabiscie gtadkiej skory a takze widocznie ja
wygladzaja. Kolejna zaleta kremoéw CC jest utrzymujace
sie przez wiele godzin glebokie nawilzenie skory.
Wyprodukowany ostatnio przez DSM Personal Care
pentavitin jest w 100% naturalnym, pozyskiwanym
z roslin sktadnikiem, ktdry nie tylko dostarcza statego,
gtebokiego nawilzenia przez 72 godziny.

Kremy CC to nowa generacja produktow upiekszajacych
i pielegnacyjnych, ktdra z pewnoscig zagosci na stafe
w ofercie wielu producentéw kosmetykéw. Tym,
co odroéznia je od istniejacych na rynku produktow jest
to, ze charakteryzujg sie kompleksowym dziataniem,
a jednoczesnie wydobywaja to co najlepsze ze wszystkich
poszczegdlnych sktadnikéw. To sprawia, ze kremy CC
wychodza naprzeciw oczekiwaniom wszystkich, nawet
najbardziej wymagajacych typdw skory.
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W dzisiejszych czasach coraz wiecej
konsumentow oczekuje, ze nie tylko same
produkty naturalne beda ekologiczne i ze
sprostajg wymaganiom zréwnowazonego
rozwoju.  Podejscie  takie  dotyczy
w coraz wiekszym stopniu réwniez samych
opakowan. Jednym z rozwiazan w kwestii
opakowan z tworzyw sztucznych dla
kosmetykdw naturalnych jest wykorzystanie
biopolimerdéw. W tym miejscu nalezy zwrdcic
uwage na kilka kluczowych kwestii

Pierwsze plastikowe opakowania z wykorzystaniem
biopolimeréow sa obecnie opracowywane oraz
wprowadzane na rynek. Sa to przede wszystkim butelki
oraz opakowania dla kosmetykéw kolorowych
(pomadek do ust, cieni do powiek, tuszy do rzes czy
pudréw kompaktowych).

Kosmetyki naturalne - co jest dozwolone?
Zatwierdzone przez ECOCERT opakowanie nie moze
zawierac polichlorku winylu (PVC) oraz polistyrenu (PS).
Oznakowanie NaTrue nie pozwala na wykorzystywanie
opakowan z halogenowanych tworzyw sztucznych
(wyklucza wprowadzanie chlorowcéw do  zwiazkow
organicznych). Standard BDIH — Cosmos z kolei
wyklucza stosowanie PVC czy innych tworzyw
chlorowanych, ale tez polistyrenu (PS) ani zadnych
materiatow pochodzacych z organizmow
modyfikowanych genetycznie (GMO).

Amerykanska Whole Foods Market, silnie ukierunkowana
na ekologie sie¢ detaliczna, nie przyjmuje miedzy innymi
opakowan zawierajacych PVC, PS, poliuretan (PU),
poliweglan (PC) czy kopolimer etylenu i octanu winylu
(EVA). Preferowanymi materiatami opakowaniowymi sa
recyklaty czy materialy pochodzenia organicznego
mogace by¢ po uzyciu kompostowane. Nie moga one
zawiera¢ jednak zadnych substancji GMO.

Rynek bioplastiku w liczbach

Globalny rynek bioplastiku, obejmujacy rowniez
opakowania osiagnat okofo 1,2 miliona ton w 2011 r, co
stanowi mniej niz 1 procent Swiatowego rynku tworzyw
sztucznych (okofo 280 miliondw ton).
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Europejskie Stowarzyszenie Bioplastiku (European
Bioplastics) spodziewa sie, ze do 2016 . rynek wzrosnie
do ok. 6 miliondw ton. Wzrost ten w duzej mierze
przypisuje sie stosowaniu polimeru z grupy poliestrow
— politereftalanu etylenu (PET).

Wedtug biezacych prognoz rynkowych, silny wzrost
wykazuja takze produkty nie podlegajace biodegradacji.
Tutaj udziat Europy i Stanow Zjednoczonych
prawdopodobnie obnizy sie na korzys¢ Dalekiego
Wschodu i Ameryki Potudniowej.

Jak trwate jest opakowanie?

Koncepcja zréwnowazonego rozwoju jest przedmiotem
toczacej sie debaty. Liczne definicje klada nacisk na
jeden cel: zapewnienie, ze handel i przemyst biorg pod
uwage dobro przysztych pokolen. Oznacza to migdzy
innymi ochrone zasobow naturalnych w najlepszy
z mozliwych sposobow.

Istnieje  mozliwos¢ ustalenia sposobu  trwatosci
opakowania. Przyktadowo mozna sprawdzi¢, czy produkt
jest wykonany przy uzyciu materiatéw biodegra-
dowalnych, pochodzi z recyklingu, badZ czy cho¢
czesciowo jest wykonany z materiatow powtdrmego
przetworzenia (PCR — Post Consumer Recycled).
Dodatkowym kryterium jest to, ze opakowanie jest
wytworzone w sposdb ekonomiczny i przyjazny dla
srodowiska. Mozna odmoéwi¢ przyjecia niektérych
rodzajéow opakowan, na przyklad niepotrzebnego
opakowania zewnetrznego lub da¢ pierwszenstwo
produktom, ktére moga by¢ uzupetniane lub ponownie
wykorzystane.

Roinice miedzy biopolimerami a bioplastikiem
Biopolimery to biogeniczne makromolekuty, natomiast
bioplastik wytwarza sie na ogét wiasnie z biopolimeréw
z pewnymi dodatkami. Z definicji wynika, ze
biopolimery: skladajg sie z zasobow pochodzenia
organicznego i/lubsa biodegradowalne.

W tym artykule moéwimy o biopolimerach biogenicznych
polimeréw, bez wzgledu na to czy sa biodegradowalne.
Biopolimery sa otrzymywane z surowcow odnawialnych.
Wsréd nich wyrézniamy te pochodzenia roslinnego,
takie jak skrobia (kukurydza, ziemniaki, trzcina cukrowa),
celuloza (drewno), oleje roslinne (rycynowy, sojowy).
Dodatkowo wystepuja takze materialy pochodzenia
zwierzecego, takie jak chityna, chitozan czy biatka, jak
jedwab lub jedwab pajeczy.

Biopolimery moga by¢ réwniez wytwarzane przy
pomocy mikroorganizmdw takich jak polihydroksylanian,
polihydroksymaslan czy kwas polimlekowy.

Zastepowalnos¢ surowcow petrochemicznych
Istnieja rozwiazania polegajace na zastapieniu surowcéw
petrochemicznych komponentami biogenicznymi  ale
i tu, o ile to mozliwe stosuije sie te sama metode syntezy.
Dzieki temu zwykle poliolefiny (np. polietylen,
polipropylen) moga by¢ wytwarzane w oparciu
o surowce odnawialne.

Przewaga tego rozwiazania jest znany proces recyklingu,
tak jak ma to miejsce w przypadku czesciowo opartym
na biokomponentach tworzywie PET, ktdre posiada atest
do stosowania nie tylko do artykutéw spozywczych ale
i kosmetycznych.

Aktualnie bardzo dobrym przykladem na uzycie bioPET
jest PlantBottle Coca-Coli. Obecnie ich butelka zawiera
14 procent substancji bazujacych na brazylijskiej trzcinie
cukrowej.

Mieszanie réznych typow surowcow

Mieszanki i kopolimery (materiaty hybrydowe) sa
potaczeniem surowych materiatow badz roznych
(bio)polimerdw. Niestety, w chwili obecnej wciaz nie
ustalono minimalnych wymogoéw odnosnie zawartosci
elementéw pochodzenia organicznego dla mieszanek,
0o 0znacza, 7 mozna mowi¢ o bioplastiku nawet jesli
ten nie jest biodegradowalny, a zawartos¢ pochodzenia
organicznego jest znacznie ponizej petrochemicznej
zawartodci.  Mieszanki  plastiku  pochodzenia
organicznego i petrochemicznego sa trudne do
recyklingu. Sa one czesto wykorzystywane do stworzenia
materiatu o pozadanej wiasciwosci. Bioplastiki sa w
wiekszosci przypadkéw mieszankami  zawierajacymi
dodatki w postaci roznych wypetniaczy, co sprawia, ze
polimery nadaja sie do konkretnego zastosowania.

Tworzywa sztuczne i polimery biodegradowalne
Biodegradowalne polimery i tworzywa sztuczne moga
by¢ poddawane biodegradacji w  zakladach
kompostowych. Sa one produkowane z odnawialnych
bad? kopalnych surowcow nieprzetworzonych jak ropa
naftowa, badZ sa faczone (mieszaniny). Biopolimer czy
bioplastik w zaleznosci od budowy chemicznej moze
by¢ biodegradowalny.

www.cosmeticreporter.com
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Biopolimery - zalety, wymagania, mozliwosci
Zaleta biopolimeréw jest to, ze w procesie produkgji
zamiast paliw kopalnianych wykorzystuje sie zasoby
pochodzace ze Zrédet odnawialnych. W niektorych
przypadkach zostaje zmniejszony poziom CO2 — tworzg
sie nowe wiasciwosci materiatu. To za$ moze pozwoli¢
na nowe zastosowania produktu i sprawia ze jest on
innowacyjny. Ogolnie rzecz biorac, konsument postrzega
biopolimery jako przyjazne dla srodowiska. Jednakze ich
whasciwosci oraz zastosowanie w mieszankach z innymi
bio(polimerami) powinny zosta¢ w pewnym zakresie
zoptymalizowane, co wciaz jest wyzwaniem.

Nowe tworzywa stawiajg takze nowe pytania
w  odniesieniu  do  przepiséw  zywnosciowych
(opakowania artykutéw spozywczych), recyklingu
i roznych innych aspektow. Nowe typy biopolimerdw
czesto nie moga by¢ przetwarzane w standardowych
warunkach wiec caly proces i metoda przetwarzania
musi by¢ czesto specjalnie przystosowywana.

Co istotne, materialy i warunki przetwarzania sa
analogiczne jak przy polimerach petrochemicznych.
Optymalizacja jest wciaz konieczna w odniesieniu do
dostarczania szeregu surowcdw, logistyki produktow
posrednich i gotowych, wymagan recyklingu i redukgji
odpaddw. Ponadto pozadanym jest posiadanie atestu
badz innego dowodu trwatosci. Uzywanie materiatow,
ktére sa uzyskiwane ze 7Zrodet niespozywczych,
efektywnos¢ ekonomiczna oraz wszelkie obiektywne
informacje sg istotne dla konsumenta.

Potencjat biopolimeréw lezy w przewidywanym
znacznym wzroscie produkgji w skali globalne;.

Wedtug najnowszych szacunkéw okoto 90 procent
tworzyw sztucznych na rynku moze by¢ dzis
zastapionych przez te oparte na zrodfach odnawialnych.

Biopolimery

jako materiat do opakowania kosmetycznego

Ci, ktérzy chca wykorzystywac biopolimery w opako-
waniach dla kosmetykow naturalnych powinni zada¢
sobie pytanie czy materiaty pochodzenia organicznego
obecnie dostepne na rynku sg efektywne (skuteczne),
czy oferuja ochrone produktu, w jakim stopniu podlegaja
recyklingowi badz biodegradacji, a takze z jakich
zasobdw s3a wytwarzane. Patrzac na zrodto uzytych
surowcow naturalnych, pod rozwage powinny by¢
wziete tematy takie jak GMO i prawdopodobienstwo
konkurencji z producentami zywnosci.

Opakowania dla kosmetykéw naturalnych
Kosmetyki naturalne sktadaja sie z kompleksowo
przygotowywanych substancji naturalnych, a ich
zabezpieczenie podlega silnym restrykcjom. Z tego
powodu istotna jest ochrona zawartosci produktu przed
zmianami spowodowanymi para wodna, promie-
niowaniem UV, tlenem i dwutlenkiem wegla, ktdra
zapewnia sie za pomoca wiasciwych materiatow
opakowaniowych.

W chwili obecnej nie zawsze moze by¢ to osiagalne przy
uzyciu dostepnych bioplastikéw wigec odpowiednie
warstwy  zabezpieczajace (np. aluminiowe) sa
niezbedne.

W szczegblnosci niezadawalajace sa wyniki dla pary
wodnej. Pewna odpormnos¢ na pare wodna maja kwas
polimlekowy i polihydroksyalkaniany.  Jednak
w poréwnaniu z tworzywami sztucznymi (PET),
szczegblnie PE czy PP, PLA i PHA, sg one wciaz stabsza
barierg dla pary wodnej. Bariera wydajnosci moze byc
zoptymalizowana na przyklad za pomoca powtoki
plazmowej czy metalizadji.

Wydajnos¢ materiatu mozna takze poprawi¢ poprzez
zastosowanie kombinacji ultra cienkich warstw lub
powtoki z biopolimerdw badz polimeréw podlegajacych
recyklingowi. Ma ona jednak wciaz te wade, ze jest sama
z siebie czesto podatna na zarysowanie lub pekanie.

Kwas polimlekowy (PLA)

Dzisiaj kwas polimlekowy najczesciej wytwarzany jest
przy uzyciu genetycznie modyfikowanych rodzajow
kukurydzy (90%). Alternatywa przy wytwarzaniu kwasu
polimlekowego moze by¢ wykorzystanie maniokuy,
trzciny cukrowej czy buraka cukrowego.

Na podstawie umowy z firmami takimi jak Danone,
Nature Works, dostawca kwasu polimlekowego probuje
dziata¢ zgodnie z wytycznymi ISCC (International
Sustainability& Carbon Certification) oraz programem
WLC (Working Landscapes Certificate). WLC ktadzie
nacisk miedzy innymi na to, aby w procesie produkgji nie
byly wykorzystywane rosliny modyfikowane genetycznie,
jednak w chwili obecnej produkcja kwasu
polimlekowego oparta na certyfikowanych zbiorach
stanowi maly procent catkowitej produkgji PLA.

Potrzeba gruntéw rolnych
Wedtug prof. Hans-Josef Endres z Hanoveru,
prawdopodobny popyt na grunty do produkdji
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bioplastikéw w 2016 roku bedzie stanowit mniej niz 0,1
procent popytu na wszystkie grunty rolne (w skali
globalnej). Jesli zmienimy caly plastik oparty na ropie
naftowej wykorzystywany do opakowan, na bioplastiki to
wciaz bedziemy potrzebowali mniej niz 2 procent
gruntéw rolnych, podczas gdy taka zmiana dotyczaca
dodatkowo  branzy  samochodowej,  sportowej
i rekreacyjnej wymagataby mniej niz 5 procent gruntow
rolnych w skali globalnej.

Wymagania na przysztosc¢

Oprécz pewnych specyficznych rozwigzan mozliwych do
natychmiastowego wdrozenia, jak np. mieszanki
z wyzsza barierg przenikalnosci, obecnie dostepne sa na
rynku  niektore  biopolimery do  zastosowan
produkcyjnych, ktére charakteryzuja sie $rednia bariera
przenikalnosci wobec pary wodnej, tlenu, $wiatta itp.
W zaleznosci od obszaru ich zastosowania, a zwlaszcza
jesli sa stosowane w potaczeniu z wrazliwymi
preparatami, dodatkowa powtoka ochronna moze by¢
uzyta w oparciu o np. aluminium.

Biopolimery oparte na Zrodtach odnawialnych wytyczaja
trendy rozwojowe i sg juz obecnie dostepne na rynky,
co nie zmienia faktu, ze ciagle trwaja prace nad ich
dalszym udoskonaleniem. Na przyktad najbardziej
powszechnie uzywane dzi$ polimery konwencjonalne
jak PE i PA sa rowniez dostepne jako bio-PE oraz bio-PA.
Zafozeniem jest, ze ich wilasciwosci materiatowe nie
moga odbiegac od polimerdw bedacych pierwowzorem.
Jednak ich dostgpnos¢ i koszty w pordwnaniu
do tradycyjnych tworzyw sztucznych oraz mozliwos¢
uzycia ich w mieszankach z innymi (bio)polimerami
i/lub dodatkami musza by¢ zoptymalizowane.

Nowe rodzaje biopolimeréw/bioplastikéw posiadaja
nowe wiasciwosci i czesto nie moga by¢ przetwarzane
w standardowych warunkach. W zwiazku z tym
w przysztosci musza by¢ udostepniane szczegdtowe
dane.

www.cossma.com
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reporter

cosmetic

Cosmetic Reporter - it really pays!

It publishes up to date reports on Polish and abroad cosmetic markets,
presents the latest development trends, provides information about training
and congresses, and its legal column shows legislation relevant to the industry.
In Poland it is distributed free of charge to all manufacturers of cosmetics,
wholesalers, distributors and key buyers of supermarket chains.

If you are interested to enter the Polish market - no doubt Cosmetic Reporter
is the very best channel to promote yourself. Besides, as the magazine is
published in a bilingual version and it accompanies Polish manufacturers at the
most important intemational cosmetic trade fairs: Cosmoprof Bologna,
Cosmoprof Asia, InterCharm Moscow, InterCharm Ukraine - this is also very
good occasion to present your offer to the visitors and exhibitors of these events.

ICosmetic Reporter is a quarterly magazine for beauty business industry.

Meet us this year at interCharm Moscow, interCharm Kiyev
and Cosmoprof Hong Kong.

We have a special offer for those who visit us there!

Meet us at interCHARM 2013 pav. 3, hall 12, stand 12C32

cosmetic

Cosmetic market professional magazine

Editor/Wydawca
POLCHARM, ANNA GODEK
ul. Jodtowa 44, 05-077 Warszawa-Wesofa

Editorial staff/Zespot redakcyjny
Agnieszka Godek, Anna Lesifska,

Anna Stepien, Marco Toscani, Ewa Trzcinska.
Editor in chief/Redaktor Naczelna info@polcharm.com.pl
Anna Godek tel /fax + 48 22 773 37 51
info@polcharm.com.pl
tel. kom. +48 502 22 90 90 Layout Designer/Projekt graficzny
|da Zwierzchowska
Managing Editor/Redaktor Prowadzaca
Adriana Jakubowska
ajakubowska@polcharm.com.pl
tel. kom. +48 785 041 184

Redakda nie ponosi odpowiedzialnosci za tres¢ zamieszczanych reklam i ogloszen.
Redakdja nie zwraca tekstow niezaméwionych.
Zastrzegamy sobie prawo skrétow w nadesfanych tekstach.
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ICosmetic Reporter - z nami warto!

Jezeli chcecie Panstwo zaprezentowad swoje
produkty naszym zagranicznym  czytelnikom,
ktérymi sa goscie biznesowi (kupcy i dystrybutorzy),
a takze wystawcy najwazniejszych na Swiecie
targdéw kosmetycznych, zapraszamy do wspotpracy.
Jestesmy obecni na targach:

Cosmoprof (Bolonia),

Cosmoprof Asia (Hong Kong),

Salon International (Londyn),

interCHARM (Moskwa)

oraz interCHARM Ukraina (Kijow).

Wystawcom sekgji organizowanych przez firme
Polcharm oferujemy specjalne pakiety promocyjne.
Pamietajcie Panstwo, ze w Polsce w bezpfatnej
dystrybucji docieramy do hurtowni, dystrybutorow,
kupcdw sieciowych oraz producentdw.

www.cosmeticreporter.com

Correction/Korekta
Teresa Pietras

Aleksandra Furmanek-Kucharska, Agata Jagiefto-Piotrowska

Advertising/PR/Reklama/PR
Adriana Jakubowska
ajakubowska@polcharm.com.pl

Distribution/Dystrybucja
Krzysztof Godek, info@polcharm.com.pl

Circulation/Nakfad 5000 egz./pcs

www.cosmeticreporter.com

INTERESTED IN CENTRAL AND

EASTERN EUROPE MARKETS?

YOU CAN FIND
YOUR POSSIBLE
PARTNER
PLACING YOUR

AD IN OUR
MAGAZINE

cosmetic

reporter

YOUR GATEWAY TO CENTRAL
AND EASTERN EUROPE!

Distributed at the most important
international cosmetic fairs in Central
and Eastern Europe since 2006

Well recognized especially among Polish
cosmetic producers and distributors
Circulation 5 000 copies

Contact: POLCHARM Anna Godek, Jodtowa str. 44, 05-077 Warszawa-Wesota, Poland
tel./fax +48 22 773 37 51, mob. +48 502 229 090
e-mail: info@polcharm.com.pl, www.polcharm.com.pl



SESSIO Argan Oil series
was awarded with a Gold Medal
of International Poznan Fair 2013

for hair colouring, care, treatment and styling

PROSALON means high guality cosmetics I
destined exclusively for professionals.

Sessio Professional is a new brand of professional hair
cosmetics. It contains products of professional quality,
recommended by stylists but still for home use. This way e
one may prolong hairdressing procedure at home. pam—_

Mmaracoan goid

colLor

VARIETE

Color Variete is an innovative permanent colour cream
in 22 intense and unique shades. An innovative formula
containing permanent dyes which gives your hair intense colour.

Mee.l. usS C”. IﬂTeI’CHARI\/\ 201 3 It covers grey hair pedectly,F)Srgﬁgiillgot‘;:ﬁcl?sdsi;ﬂ;eggrr:; ‘
pav. 3, hall 15, stand 15C20

olgle

at Cosmoprof Asia 2013

Si'Clnd 1 E-K5D www.chantal.com.pl  www.prosalon.eu CHANTAL ul. Kacka 16, 05-462 Wiazowna, Poland Phone: + 48 22 61208 53 e-mail: export@chantal.com.pl




Makeup for the sensitive!

HYP@Allergenic

Hypoallergenic,
creamy eyeshadows_'.-

All products tested under
the supervision of a dermatologist,
and ophthalmologist. |

Sensitive, prone to allergic reactions
eyes and delicate skin around them require
special treatment and appropriate makeup
cosmetics.
Op3A40]
Pl www. o -cosmetics.eu
E"EE facebook.com/bell.kosmetyki Meet us a
1

2, stand 12D20
sia 2013 stand 1E-K5B




