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oporue noKynatenu u AUCTPUOLIOTOPSI,

M1 nepesaem B BaLum pyku crieLmanbHbii BbIyck xypHana Cosmetic Reporter,
B KOTOPOM Bbl HaiifieTe 4Ba 06LUMPHbIE KATasnora nosib=CkuX 3KCIOHEHTOB,
rpuHMMaNOLLMX y4acTue B BbicTaskax interCHARM un Cosmoprof Asia.
OH¥ CTaHOBSIT MPEBOCXOAHbIA MCTOYHMK MHGDOPMALMM OTHOCUTESTBHO
LLIMPOKOM ramMbl, MPeAaraemoi nosbCKUMY KOMNAHNSMM, KOCMETUKN

a TaKxe 11oKasbIBaroT OrPOMHbIE BO3MOXHOCTH 3TOM 0Tpacu B [1ofbLLe.
[purnaiLaem noceTUTL NONMLCKNE CTEHAbI U O3HAKOMUTBCS C TEM,

uto Creatively made in Poland v 470 xapakTepu3yeTcs HannyqLmm
COOTHOLLIEHNEM MEXLY Ka4ECTBOM U LIEHOM.

PekomeHrayemM K MpoyTEHMO MHTEPECHOE MHTEPBbIO C NMPE3NAEHTOM,
rpasaHyroLyed B ToM rogy csoe 25-netue, ¢upMsi benernaa

- rocrioguHom Slekom benexpoi.

Hoporne nponssogutenn,
ﬂle' JlaliaeM Bce KoMrnaHnn 3anHTepecoBaHb! NpeacTasnTsb cBoe
NPeAIoKeHne Ha osbCkoM 1 3apyﬁe)KHb/x PbIHKax K COTRYAHNYECTBY C Hamu.
HaﬂeeMCH ydactve B BbiCTaBKax npuHeceT BaM yha4y  HoBble BOSMOXHOCTH
pasuTus.
Adriana Jakubowska
[naBHbIii peaakTop

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

We also encourage you to get know with a brief report about
Polish cosmetic market, which will give you a fresh look on it.

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

19™-22"° cosmoPACK I COSMETIC MARKET IN POLAND/ Managing Editor
2011-!_ 3RD COSMOPROF RYNEK KOSMETYCZNY W POLSCE 4 Y

BO LOGNA |TA I_Y £ Mamy przyjemnosc przekazac na Paristwa rece najnowszy numer
FAIR Bl S g i )T N EWS/ Z KRA'J U l ZE SWlATA 3 8 Cosn}:ei)ic )/geportera.pTym razem spotyl:amyesie z /laﬁstweym przy

okazji targow inter CHARM w Moskwie i Cosmoprof Asia w Hong Kongu.
Zachecamy do zapoznania sie z najnowszg ofertg polskich firm
kosmetycznych zawartg w informatorach sekcji polskiej, jak rowniez

z nowinkami z technologicznymi i opakowaniowymi z kraju i ze Swiata.
Firmy chcgce zaprezentowac swojg oferte na swiatowym rynku
kosmetycznym zapraszamy do wspdipracy przy okazji kolejnego
wydania Cosmetic Reportera, ktdre bedzie dystrybuowane

na targach Cosmoprof i Cosmopack w Boloni.

www.cosmoprof.com
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Adriana Jakubowska
Redaktor Prowadzgca
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B NHTEPBbHO HOMEPY

25 neT ycnexa

CeKkpeT ceMenHoro
ynpaBJieHUs

Bielenda, ogHa u3 Haubonee U3BECTHbIX MNOJIbCKUX
KocMeTu4yeckux ¢pupm, npasgHyeT B 9TOM roay ABOHOMN
tobuneini. O6 ucToKax Mapkm M O ee pa3BUTUM Ha
NONbCKOM M 3apy6eXHbIX PbIHKaxX Mbl pa3roBapuBaeM
c Buue-npeacenartenemMm Bielenda Kosmetyki Naturalne
(Bielenda HatypanbHaa KocMeTuka) u AMpPeKTOpPOM
mapku Bielenda Professional - luekom Benenpoi.

B atom roay Bbl npasgHyeTe 25 neT cyulecTBOBaHUA (DUPMbI,
a Takxe 10-Tyi0 rogoBLUMHY pPOXKAeHUsi NpodeccuoHanbHOW MapKu.
Kak HaunHanacb Bawa cpupma?

Bielenda - ato cemeitHas dwvpma. OHa ocHOBaHa Moel Mamoid, KoTopas
6narofaps 3HaHusM, OMbITY W yNPSMCTBY peann3oBana CBOK MeyTy O
COBCTBEHHON KOCMEeTUYecKoin mapke. dupma BO3HMKNA B MEPEnOMHbIN
ans Monbluy MOMEHT - TPYAHbIN, HO AAROLLMIA MHOrO BO3MOXKHOCTEN ANs
pa3sutus. CerogHs 25-blii O6UNEN Mbl MOXEM OTMETUTb OFPOMHbIM
yCNexoM Hawen KocMeTuku. OJTo pesynbtat obuweidr paboThbl
co3aaTenbHULbI U BCEX, KTO CTPOUT MOLLb Mapku Bielenda. A oueHb pag,
4YTO OTOBpaKEHWEM 3TOro ycrnexa SBNSEeTCH TakXKe yKpenneHue Hailen
no3nLUMK Ha MEXXAYHAPOAHbIX PbIHKaX.

Bbl ocHoBbIBanu chupMy Bo BpeMeHa, KoTopble He crnoco6cTBoBanu
npeanpuHuMaTtensiM. Yto 6b1no ans Bac Hambonbluei npo6nemoii?
Hauano ssnsetcs TpyaHbIM Ans nobon dupMbl. Bo BpemeHa, Koraa Mbl
ocHoBblBanu Bielenda, He xBaTano cbipbs, Obi OrpaHWyeH AoOCTyn
K TEXHOMOrMSIM, MalMHaM, a Tak>Xe K Ka4eCTBEeHHbIM yrnakoskam. Mbl Bce
JAOJIKHbI 6bInn Aenatb caMu ”n 3aHuUMManucb BCEM. Co BPEMEHEM,
6narofaps HoBbiM PabGOTHWMKAM, MOAYYEHHOMY OMbITY U TEXHUYECKUM
BO3MO>XHOCTAM, Mbl CMOIIN AUHAMUYECKU Pa3BnBaTbLCA.

lMocne 15-TM neT cyuwecTBOBaHMSA Bbl PeWWUCL cO3AaTb JIMHUIO
KOCMeTUYeCKUX CpeAcTB NS npodeccuoHanos, KoTopas B 3TOM
roay npasgHyeT 10-Tyio rofoBluuHy poxpaeHus. Yto nobyauno
cbupmMy HauyaTb paboTy B 3TOI 06nacTu pbiHKa?

MMes Kpenkyto MO3ULMIO Ha PbIHKE PO3HWUYHOW KOCMETWKWU, Mbl peLumnm
co3fatb Mapky Anst npodeccuoHanos. Tem 605iee YTO HalM NPOAYKTbI
y>e nonb3oBanucb ycnexom. OgHaKko HauMHaTb ObINO He JIEerko - CnycTs
HeKoTopoe BpeMs Mbl Jaxke [AymanuM 3akpbiTb 3TOT MPOEKT
M COCPEAOTOYEHHOCTb  UCKMOYUTENIbHO Ha  PO3HWYHOW  Mapke.
Ho 6naroaaps ynpsiMcTBy 1 HacToi4MBOM paboTe HaM yaanock NPo6uTbCA
Ha 9TOT PbIHOK, KOTOPbIA Y>Xe B TO BPeMs Obin KOHKYPEHTHbIM. CambiM
Ba>HbIM Obll ANA HAc TpeTuid roA AesaTenbHOCTW, B KOTOPOM
npodpeccuoHanbHass Mapka Aocturna  TO  no3uuuu,  KoTopas
naaHMpoBanacb HaMu Ha 3TOT NEPUOL.

MoXKHO cka3aTb, YTO NpodeccroHasnbHas MMHUSA 3To Bal aBTOpCKMii
BKN1ag B ceMeiiHyto hupmMy....

[a, K pasBuTMiO MNPOecCcMoHaNbHOM Mapku s OTHOLYCb OYEeHb
JIMYHOCTHO. C caMoro Havana s 3aHuUMarncsi MpomyKTamu: MpuHUMAJ
peLleHUst 0 cocTasnsitoLWMX (hopMynax, apomarax, ynakoskax. Cosaasan
MapKeTMHrOBbIe KOHUEMUWM U KOHUEeNuMM npojaxk. $1 ucronb3osan
paHHee MoJlyHYeHHbIA OMbIT (UPMbI, HO He Bcerga Gbifio nerko — Kak
¥ B MO6GOM [pyrom GW3HECe - Mbl pajyemcst ycriexam W aHanuavpyem
nopakeHus.

YnpaBneHue cemeitHoii upMoii gaeT 60MblIyI0 BO3MOXHOCTb
ObICTPO MpUHMMATb peEWEeHUuss U BOBPEMSA pearmposBaTb Ha
PbIHOYHbIE TPEeHAbI?

Cnoco6 hyHKLMOHUPOBAHNS Haleihn (UPMbl U MPUHATUS PELLEHWUIA,
a TaKXe uepapxuyeckas CTPyKTypa He OT/M4aloT Hac OoT crocoba
ynpaBfieHnss Aaxke CambiM  KPYMHbIM  KOHUEPHOM. Ho  Hawwum
HECOMHEHHbBIM KO3bIPEM SIBMSIETCS BO3MOXHOCTb ObICTPO MPUHUMATH
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Auek BeneHpa

BuLe-Npeaceaartesib
Bielenda Kosmetyki
Naturalne

U LUPEKTOP MapKu
Bielenda Professional

pelleHnss u pearvpoBaTb Ha W3MeHeHWs pblHKa. CTpartermyeckue
peLleHnst Mbl NMPUHUMaeM ¢ 6paToM coobLua, Kaxkablid U3 HacC UMEET CBOM
KONNEKTUB, KOTOPbIN peanu3yeT 3afaHus, Cry>aliue yCTaHOBIEHHbIM
uensm. OTO AaeT HaM [OCTATOMHO O6OMblUytd MMOKOCTb M yckopsieT
BHEJPEHNE HEOOXOAMMbIX UBMEHEHUI B (hUPME.

OTKyaa Bbl 4YepnaeTe BJOXHOBEHWE AN MCMOSIb30BaHUA HOBBIX
TexHonorunin? MonHoe Ha3BaHue hupmbl - 3To Bielenda HatypanbHas
KocMeTuka, HO Bbl He orpaHu4MBaeTeChb TOSILKO NPUPOAOIA....
OKenepTbl Halel nabopaTtopum WLLYT BAOXHOBEHWS MO BCEMY MWUPY.
MpvBOASAT Mx B Haw nabopaTopHbli LEHTP, a MOTOM MPOBEPSIOT,
TECTUpYyHOT, co3aarT hopMynbl. Haluwm akcnepTbl Bceraa vayT B HOTy
C HOBWHKaMn M TPEHAaMW, OHW y4acTBYIOT B KOHIPECccax W PbIHOYHbIX
MEepOonpusTUSIX.

B yem kpoeTtcs ycnex mMapku? Yto siBnsietcs Bawum Hambonblumm
KO3bIpem?

Hanbonblumm Ko3bipeM KocMeTudeckux cpeacTs Bielenda ssnsetcs ux
LeNCTBEHHOCTb M eCTEeCTBEHHOCTb. Mbl ymeeM athpeKTUBHO COeanHATL
HoBeNlMne AOCTUXKEHUSI BUOTEXHONOTMU € B3SITbIMU OT MPUPOABI
cocTaBnsloWmMM. Mbl ULLEM COBPEMEHHbIE CPELCTBa - YHWUKasbHble
M nuoHepckue. HawwMm nNpeuMmyLiecTBOM  SBNSETCS  CO3[aHue
MHHOBALUMOHHBIX (DOPMYN U KOCMETUYECKMX npoueayp, B KOTOPbIX Mbl
UMMNJIEMEHTVPYEM HOBEWLLNE KOCMETOSIOMMYECKME PELLEHMS.
HeopHoKpaTHO Mbl OMpeAensnu TpeHAbl Ha MOMbCKOM PbIHKE - TakK 6bIno
B Cflyyae aBTOPCKOrO WCMNOfIb30BaHWA pPaCTUTESIbHbIX CTBOMIOBbIX
KNETOK 1nun ahMpHOro apraHoBOro macna.

Kakum KOHKpeTHbIM MNpPOAYKTOM unu JnuHuelk Bbl ocobeHHO
ropauTechb?

MoTpebutenn LeHAT HaTyparbHble PeLeHWst W 3TO Hac OYeHb pajyer.
BHeppsis 6MOTEXHONOrMM U MHHOBALUMOHHbIE (DOPMYSIbI, Mbl MOXEM
npeanaratb BbICLUMA YpPOBEHb KOCMETUYECKOro yxopaa, KOTOpbli
nosnb3yeTcst Bce 6OSbLUEN 3aMHTEPECOBAHHOCTLIO. B obLlein TpakToBke
AN BCEX CTpaH TPYAHO yKkasaTb OJHY MOMyNSIPHYIO KOCMETUKY
- npedepeHunn noTpebuTenein o4veHb pPas3Hoo6pasHbl. Hawwmmu
CUNbHEWLIMMY  PO3HUYHbIMKM NnHKAMU siBnisitoTes: Celebrity Collection,
Biotechnologia Cieklokrystaliczna 7D, Laser Xtreme.

Cpelin KOCMETUYECKMX MPOecCnoHasbHbIX CPEACTB MOXHO OTMETUTb
muHum: Laser Lifting Program, Aqua — Porin Ultra Effect, Eye Lift Program,
Body Shaping Program nnu Raspberry Body Program.

HeT ycnexa 6e3 3a60Tbl 0 KayecTBe, KaK Bbl 3TO genaete?

Mol He MoanduuMpyem peuenTyp Ha 9KCMOPT, Tak Kak Halla KocMeTuka
0TBEYaeT BCEM PUrOPUCTUHECKUM HOpMaM. TakuMun sSBASKOTCA NONUTUKA
1 ynpaBfieHne KavyecTBOM B Hallen coupme. Bielenda ynensiet oco6eHHoe
BHMMaHue pasBuTuio akcropTa. Mbl cTapaemcs cMoTpeTb B Oyayliee,
npeaycMaTpvBaTh KOHBIOHKTYPY W KypcoBble KonebaHus, a Takxe
MYyApO ynpaBnsTb cpeAcTBamu. bnaropaps paccyauTenbHOW MOAUTUKE,
3KCMOPT HALUMX KOCMETUYECKMX CPEACTB 3HAYMTENbHO YyBenuunsaeTcs
Kaxabli  rof. BOCTOYHBIA  pbIHOK Mbl  OUEHMBAEM Kak O4YeHb
NepcneKTUBHbIN, MO3TOMY Mbl UHBECTUPYEM B HEMPEPbIBHOE pacLUnpeHne
BO3MOXHOCTEN AMCTPMOYLUMM B 9TOM pernoHe. VIHOCTpaHKuM LEHST Te
>)Ke AOCTOMHCTBA HalMX KOCMETUYECKWUX CPEACTB, KOTopble Oblnu
OTMeYeHbl NoMbKamy - WMHHOBALMOHHOCTb, BbICOKYI [EeWCTBEHHOCTb
N HaTypanbHbIA XapakTep, a TakXe COBPEMEHHbI AWM3aiiH YNnakoBKMW.
Mpopaxka KOCMETUYEeCKUX CPeACTB Ha [APYrux pbiHKax TpebyeT OT Hac
BCEro JI1LLb S3bIKOBOrO NPUCNOCO6MEHNS YNaKOBOK.

Bbl mpucyTcTByeTe Ha BaXKHeiLUMX pbIHKaX MuUpa, crefoBaTesbHO,
nepeiifem K akcrnopty. Kakue 3aecb y Bac nnaHbl, U Kakue pbIHKU
ABNSAOTCSA NPUOPUTETHBIMU?

Y>ke [aBHO Mbl YKPEMNSISEM CBOW MO3ULMKM W UHBECTUPYEM B pas3BuTve
MapKu Ha BOCTOYHbIX U a3UaTCKWX PbIHKAX.

www.cosmeticreporter.com
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Takxe Mbl Habnoaaem pacTyllytd 3auHTEPECOBAHHOCTb  HaLUMMu
npoAyKTamuM v BWAUM OFPOMHbIA MOTEeHUMan B paclvMpeHuu Hallein
LOVCTPUBYLIMOHHOW CETU B ApYruMx CTpaHax U peryoHax. Bbicokoe kavecTBo
KOCMeTu4eckmx cpeacTB Bielenda cerogHsi ueHWTCS BO BCEM Mupe.
PassuTvem MeXxayHapoaHbIX MPOAaXk 3aHMMaeTCs OTAeN aKenopTa chvpMbl,
6narogapst KOTOPOMY Mapka MpUCYTCTBYET Ha MPECTUXKHbIX OTPaCNeBbIX
spmapkax B bonoHbe, [oHkoHre, fy6ae, 3arpebe, a Takke B Mockse.

Yr1o aBnseTca 6yaywmm kocMeTuydeckux cupm? Kakoii 6yaet coupma
BIELENDA u4epe3 natb net? Yto siBnsieTc Haubonbliei yrposoi
ANA KoMnaHum?

Mbl BepuM B upaeto rnobanbHOro MbILLNEHUS W MECTHOrO [LenCTBUSI.
MbI 0cO3HaeM, YTO pas3BUTUE 3ABUCUT OAMHAKOBO Kak OT O6LLEMMPOBbIX
TPEHAOB, Tak M OT CneundmrKn MECTHbIX PbIHKOB. OAHAKo MOry ckasaTb,
4YTO naes HatypanbHOro yxofa ot Bielenda onpasabiBaeT cebs B nto6on
reorpacuyeckoil LWMpoTe, a 6narofaps OrpoOMHOMY pasHoobpasuto
NPOAYKTOB Mbl MOXEM OnpaBAaTb OXWAAHUS  MHOMMX rpynn
noTpebutenein. Bbicokoe kayecTBO, NPOBEpPEHHas AEeNCTBEHHOCTb
M onTUManbHas LUeHa - 9T0 BaxkHelwwue akTopbl, NO3BOASHOLMNE
pacwmpaTb AMCTPUOYLMIO W MPEeACTaBfisiTb €e HOBbIM MOTPEbUTENsM,
KOTOpble BbIOGEPYT AN ce6s1 NyyLlmnii KocMeTn4eckuii yxog ot Bielenda.

Cnap notpe6neHus o603Ha4yaeT, 4TO KOCMeTU4eckue hupMbl ocTpee
6yayT copeBHOBaTbCsl 3a KnueHTa. Bbl nobamBaetecb 6Gonblie
KOHKYPEHLUMM CO CTOPOHbI TMOJIbCKMX WU IKe 3apy6eXxHbix
cy6beKToB?

KoHKypeHUus 3acTaBnsieT COBEPLUEHCTBOBATHCS — MOJITOMY Ha Hee
cnepyeT CMOTPETb COOTBETCTBEHHO. PadymeeTcsi, KOHKYpeHTOCrnoco6Hoe
OKPY>KEHME MOXET ObITb TaKXKe U OrpaHUYeHNEM [ pa3BUTUS, OHAKO
B OOMbLUMHCTBE CJly4aeB OHO SBNSIETCS MOBOAOM K Pa3BUTHIO.
MobeanTtenem 3aecb okasbiBaeTCs MNOTPebUTENb, KOTOPbLIM nony4vaeT
C KaX[bIM pasoM ny4yluii nNpomykT, W KaxpAabli pa3 no 6onee
npusnekartesnbHou LeHe. KOHKYpeHUMs Ha MUPOBOM pbIHKE, pa3yMeeTcs,
6osiblie, YeM Ha roCyAapCTBEHHOM, HO MPWHLUWMbLI  LOCTUXKEHMUS
nepBeHcTBa B 060MX Ccllyyasix OAMHaKOBbl. BnarockyoHHOCTb
noTpebuTens nony4yarT NPOAYKTbl HaMBbICLLEro Ka4decTBa, 3PeKTu-
BHble B IEICTBUM W NpUBieKaTeNbHbIE MO LieHe.

MHOro nonbCKUX KOCMEeTUYEeCKUX MapoK, B TOM uucne u Baua,
cTtaptoBanu B 80-Tble roabl. 3a 3TO BpeMsi OHU OKPENAU U U3 Manbix
cTann 3Ha4YuMbiMU GUPMaMU  He TOJIbKO Ha MONIbCKOM pblIHKe.
Kak Bbl gymaeTe, ceitvyac ecTb elle MECTO Afist HOBbIX?

Bo3moxeH nu B 2014 roay cTapT U pa3BUTHE, NMOXOXMUE Ha TOT,
KOTOPpbIii 6biN 4eTBEPTb Beka Ha3apn?

LLlaHCbl 1 yrpo3bl Ans HOBOro 6u3Heca 3aBUCAT OT PbIHOYHON CUTyauMn.
Ha MomeHT cospaHus dvpmbl Bielenda Mbl Mornm paccuvTbiBaTh Ha
Lpyrvie BO3MOXKHOCTU Pas3BUTUS U LOMKHbI ObIIM CNPaBASTLCS C APYrUMM
nperpagamv. CeropHsi, HaBepHoe, O60MblIOE 3HAYEHUE WMEKT
MapKeTUHroBble 6HAXKETbI, KOTOPblE PacxoaytoTCs Ha peknamy HOBOW
mapku. B criyuae Takoii 60MbLLIOM KOHKYPEHLMM, MbICSTb O CO34aHNN HOBOM
UpMbI 3aBUCUT MAM OT 6OMbLUMX PACXOA0B Ha peknamy wuan oT
reHManbHOro 3ambicna BHeAPEHUS NPOAYKTa Ha PbIHOK.

3a 25 net hmupmMa nosyynsna orpoMHOE KONMYECTBO Harpag, oTivunii
u cepTucdukaToB. Kakume n3 Hux oco6eHHo BaX<Hbl Ansa Bac?

Ons MeHsl, cambiMM LEHHbIMW Harpajamu SIBASIOTCS Harpagbl OT
creunanMcToB KOCMETUYECKOW oTpacniu. 51 Bcerpja pajytocb Harpapam,
KOTOpble Bpy4YawTcs >XypHanamu Beauty Forum, Les Nouvelles
Esthetiques nnu Spa Inspirations. Takxxe Ans HAC 0CO6EHHO BaXKHbIMU
ABNAKOTCA Harpagbl, KOTOPble Bpy4dakTCA OpraHuM3atopamu MoJibCKUX
KOCMETONOrMYeCKMX SSpPMapokK 1 KOHrpeccoB.

Korga 3akaHuuBaeTcs BIELENDA u HauuHaeTca ALEK BEJIEHOA?
Yawe B yuKk-aHA - Korga y MeHs nossnsetcs cBob6OAHOe Bpems.

Bielenda|
[ |

Body
Shoping
Balm

ik o

A NpoBOXY ero c CceMbel nnn Ha BHELIOPO>KHOM MOTOUMKIIE. 3710 Mos
CTpacTb, MHOrAa MHE NPUXOANUTCS y4acTBOBaTb B COPEBHOBAHUAX.

XoaaT nereHabl 0 TOM, Kakue y Bac B rapaxe MalluHbL.....

A aBnsocb (aHaTOM MexaHW3MOoB, 0CO6eHHO Aawuratenen. Nmeto
HECKOJIbKO MOAENeN, KOTOpbIMM O4YeHb ropxycb. Ho s mobnto yacto
MEHATb MallunHbl - NPOBEPSATb M TeCTUPOBaTb odepenHble mogenu. Moei
CTpacTblo ABMAseTCS €3[a, a He BPEMSINPOBOXAEHWE B rapaxe WM
B MacTepCKOM.

CKonbKo 4acoB B fieHb Bbl paboTaete?

5 cTapalocb ypaBHOBECUTb MNPOGPECCUOHASNIBHYIO >XU3Hb U BPEMS,
MOCBSALLEHHOE CceMbe. AKTUBHOCTb B [1€/10BOM Cchepe ANs MeHs BaxKHa,
OHa TaKXe CBA3aHa C OTBETCTBEHHOCTbIO. Pellenuns, koTopble
A NPYHUMAIO, BAMSIOT HE TOJTbKO Ha MO >KM3Hb, HO 1 Ha BECb KONNIEKTUB
dvpmbl. CoobLua Mbl pasdpabaTbiBaeM MexaHW3Mbl peanuaaunn 3afaHuin,
B KOTOPbIX KaXAbll 3 pabOTHUKOB MOXET B MOMHON Mepe
NPOAEMOHCTPUPOBATL CBOV NOTEHUMan. 51 LeHo NioAei, KoTopble yMetoT
3TO UCNOMb30BaTh U XOTAT pa3BmBaThCs BMecTe ¢ Bielenda.

B 2013 rogy Mapka npurnacuna K COTpyAHUMYECTBY MOMYNSAPHYIO
MoNbCKYl0 aKkTpucy dauTy OnbluyBKY, KOTOpasi cTana ee nepBbiM
nocnoMm. B cnyyae kocmeTuyeckux npodeccuoHanbHbIX CPeacTs
- 9TO fIBNSIeTCAA HOBMHKOW Ha MONbCKOM pbiHKe. OTKyAa Takow
3aMbicen U XXAaTb NI HaM elle NMOHEePCKUX AeCTBUI MapKn?

S oyeHb pap coTpyaHundecTBy € OauTon OrbLUyBKOW. OTO MCKIHOUK-
TeNbHas >XeHLWMHA M ofHa M3 NyywmMx nonbCkux akTtpuc. locnepHee
BpEMS €0 MOXHO BOCXMWATbCsi Ha cueHe HauuowanbHoro Teatpa
B Bapwase - Ha OAHON M3 AyyWwWMX U Haubonee MPEeCTUXKHbLIX CLEH
B MNonblue. Takxke oHa nMeeT 6ObLUYHO MOMYNSPHOCTb Kak akTpuca KMHO
1 cepnanos. [Ins Hac 6bIN10 TaKXKe BaXKHO, YTO B €€ >KU3HU LEHHOCTSIMU
ABNAIOTCS T€ BELUM, KOTOPble OYeHb Ham 6fM3Kku M 0ToOpaKarT uaew,
OT/IYaOLLME Hally MapKy - eCTECTBEHHOCTb, OTKPbITOCTb, HEOXWAaH-
HocTb. OHa yBepeHa B TOM, YeM 3aHMMaeTCst, 3a60TUTCS O PaBHOBECUU
Me>Xay peanu3auueit akTepckux ambuumin M pasBUTMEM >KUIHEHHbIX
npeanoYTeHNA.

B npownom roay Bielenda Professional Bnepsble opraHusoBana
KOHKypc KocmeTonor loaa, KOTopblii Nonb3oBancs Takoi 605bLioi
3aMHTepecoBaHHOCTbIO B OTPacau, YTO B 3TOM roay nnaHupyeTcs
ero ovyepeaHoe nposeaeHne?

KocmeTonor Moga - 3To eAMHCTBEHHbIA KOHKYPC Takoro tvna B lMonblue,
KOTOpbI OLleHMBaeT NpoheccMoHanos 3a Ux 3HaHWs U yMeHusi. Mbl XoTUM
Harpa>xaaTb Jy4dLnX SKCMepToB, KOTOPbIE OT/INYAKTCA TanaHTOM, UMEHT
npakTuyeckme crnocobHOCTU U ymetloT paboTatb C MofabMu. Mbl XOTUM,
4TO6bI NO6EANTENBHNMLE KOHKYpCa Haumy4LLnM o06pa3om crocobcTBoBasno
OT/INYME KOCMETWYKM WU 4YTOObl OHO MNPEACTaBASNO rPo3Ab LEHUMbIX
nosibkamMu 3KCMepToB MPOogeccMoHanbHoOro yxoaa. [lpolunoroaHuit
KOHKYpPC MOATBEPAUN y6eXXAeHWe B TOM, YTO OTpacib OLEeHMNa Haily
MHULMATUBY U OYEHb MOSIOXXMUTENBHO OTO3BaNach Ha HalW NpUrialleHns
NPUHATL y4acTue B NPOeKTe.

B 3aknioyeHue nonpoiuy Bac oTKpbITb HaM cekpeTbl, YeM elle Mapka
nopasuT Hac B lo6uneiiHoM roay?
B aTtom roay nnaHvpyem peanu3oBaTb O4YeHb aMOMLMO3HbINA MnaH.
Mbl XOTUM O4YeHb aKTUBHO BHEAPATb JIMHUW NPOAYKTOB, KOTOpPble
OTNMYATCA MHHOBALMOHHOCTBIO W YCOBEPLUEHCTBOBAHHbIMK (hOPMY-
namv. Mbl XoTUM 6bITb NepBbIMK U ONpefensTb TpeHabl. Ham ynaetcs
peanu3oBaTb 3TV Uenu, 6narofaps BBeAeHWIO B T.4. nuHum Laser Lifting
Program (nudpTuHr - npouenypa, coeamHsitoLias KocMeTuyecKkue npena-
paTbl 1 acTeTu4eckne TexHonorum) nnu cepun Global Anti-Aging, koTopas
npeAcTaBnseT NporpaMmmy, MCMomb3yHoLLyto (hakTopbl pocTa KIIETOK.
Bnaropgapto 3a pasroBop.

9Ba Tw4mnHbCKa
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AA COSMETICS
AVA

BELISO

BIELENDA

BLUX COSMETICS
CHANTAL

CM MICHEL
CREATIVE CRAFT
DAX COSMETICS
DOLOWY PT
EVELINE
FARMONA

FIRMA GORGOL
HEINZ GLAS DZIALDOWO
HEINZ PLASTICS POLSKA
HUTA CZECHY
INTERTON
JOANNA

MINCER

NEW ANNA
NOBLE HEALTH
PAESE/EUPHORA
PHARMA C FOOD
PHENICOPTERE
POLCHARM

SPC

SWIT

TORF

VERONA

interCHARM 2014

3an 13, creHa 13E24
3an 13, cteHa 13B31
3an 13, cteHp 13E19
3an 13, cteHg 13F30
3an 13, cteHa 13G36
3an 13, ctena 13D18
3an 13, cteHa 13G23
3an 13, cteHp 13F21b
3an 13, cteHa 13E21
3an 13, cteHa 13F21
3an 13, cteHp 13F28
3an 13, cteHp 13G38
3an 13, cteHp 13F21a
3an 13, cteHa 13E18
3an 13, ctena 13E20
3an 13, cteHg 13F32
3an 13, cteng 13F19
3an 13, cteHp 13D24
3an 13, cteHp 13E22
3an 13, cteHp 13D22
3an 13, cteHa 13F23a
3an 13, cteHp 13G32
3an 13, ctena 13D20
3an 13, cteHp 13C28
3an 13, cteHp 13F23
3an 13, cteHp 13G34
3an 13, cteHa 13E25
3an 13, cteHp 13G40
3an 13, cteHa 13D26

creatively made in

media patronage of Polish National Pavilion

cosmetic

orter

the organizer of Polish National Pavilion

polcharm AnnaGodek

www.polcharm.com.pl; info@polcharm.com.pl

PRESTIGE

GLOBAL INFINITY

Op
PRESTIGE

GLOBAL INFINITY
STYMULATOR KOMOREK KREM NA NOC
CELL STIMULATOR NIGHT CREAM
KAZOY ROOTAI CERY.

OCEANIC S.A. is one of the leaders of
Polish cosmetics market and for over
30 years has specialized in production of
the world quality anti allergenic cosmetics.
Our products are uniquely tested with
the participation of patients with
sensitive and allergic skin, in coopera-
fion with Medical Academy.
Manufacturing process fulfills  the
pharmaceutical standards of Good
Manufacturing Practice. Quality of our
cosmetics has been recognized and
awarded with prestigious national and
international awards.

Ava® Cosmetic Laboratory has been
constantly active on the Polish market
since 1961. Produces cosmetics combi-
ning the richness of nature and the latest
technology advances. This year is
launching a dozen of new spectacular
and active products.

Advanced formulas and innovatory
active ingredients used by AVA® result in
exceptional effectiveness of cosmetics.
Its naturalness and organicity is proved
by ECOCERT certificates.

Ava® main assets are premium quality,
fradition and ecology.

cosmetics

AA Cosmetics

OCEANIC S.A.

Lokietka 58

81-736 SOPOT

POLAND

Phone: + 48 58 550 88 00

Fax: + 48 58 550 88 84

e-mail: oceanic@oceanic.com.pl
www.aacosmetics.eu

3an 13, ctenpg 13E24

OCEANIC S.A. — oavH u3 nugepos
MOJNIb.CKOr0 KOCMeTu4yeckoro pbiHka. Ha
npotsbkeHun 30 net c¢upma cneuman-
u3vpyetcsi B Npov3BOACTBE aHTuannep-
reHHoi KocMeTuku «AA» MUpPOBOro
KayecTBa. YHuKanbHble uccnenoBaHus
C y4yacTueM rnaumeHTOB C CYyXOi, CKITOHHOM
K anneprum KOXei, OoTnuyalT Hac oT
ApYyrux npoussoauTeneii.
MpounsBoACTBEHHbIN Mpouecc ocyLwecT-
BNISIETCA B COOTBETCTBUM C chapmMaLieB-
TUYECKUMN HOPMaMMn C UCMOJb30BaHWEM
COBpPEeMEHHbIX TEeXHOJOruii, COOTBETCTBY-
owmx papmaleBTMHECKMM cTaHAapTam
GMP. KocmeTuka «AA» 6bina yaocToeHa
HECKOJIbKUX  [eCATKOB  MPeCcTUIXKHbIX
MONbCKUX U MEXAYHapPOAHbIX Harpaa.

) |:'__‘F_{::|
LABORATORIUM

AVA

Cosmetic Laboratory
Stara Wies, Dabrowiecka 3

05-430 CELESTYNOW

POLAND

Phone/fax: +48 22 613 16 17

e-mail: biuro@ava-laboratorium.pl
www.ava-laboratorium.pl

3an 13, cteHa 13B31

KocmeTunueckas nabopatopus AVA®
BefleT HemnpepbiBHYI0O AeATeNbHOCTb
¢ 1961 roga. Co3gaeT KOCMETUKY, KoTopast
rapMoHuyecku coyetaetr 6oraTcTBO
npupoabl C COBPEMEHHbIMU TEXHONO-
rMyeckumMmM JocTmxeHusmu. B atom roay
BbiMyCKaeT PS4 HOBbIX Ype3Bbl4aiHO
AKTUBHBIX KOCMETMYECKUX CPEACTB.
Bnaropapsi coBpeMeHHbIM pelenTypam
M UCMONb3OBaHWUID  WHHOBALMOHHbBIX
UHrpeaueHToB, KocMeTuKa AVA sBnsietcs
Heob6bIKHOBEHHO 3(h(DEeKTUBHON.

Ee HaTypanbHOCTb W OpPraHM4YHOCTb
noaTBepxaeHbl ceptucukatamm ECOCERT.
MaBHble JOCTOMHCTBa (pMPMBI - HauBbIC-
Wwee Ka4yecTBO, TPAaAULIUS U IKOJIOrUsl.
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Phone: + 48 22 6717555
Fax: + 48 22 671 75 55
e-mail: info@beliso.eu
www.beliso.eu
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Manufacturer of professional hair care
and styling products since 1995. Leader
of a new frend - selling professional
products in retail channel - presented in
over 1600 drugstores. We export our
products to European Union countries,
Russia, Middle East, North and South

America, sfill looking for new
international markets.
Our offer:

Cece MED - haircare products, which
work for 5 hair problems, based on
natural ingredients. Includes Prevent Hair
Loss line (comprehensive treatment
which supports fighting with hair loss)
ARGAN - beauty secret of Moroccan
women enclosed in professional formulas
- line of exclusive products with precious
argan oil

Cece CARE - premium haircare based
on natural silk

SALON - line created especidally for retail
market, based on natural plant extracts.

(Bielenda

BIELENDA
KOSMETYKI NATURALNE

Fabryczna 20

31-553 KRAKOW, POLAND

Phone: + 48 12 241 99 00 ext. 131
Fax: +48 12 261 99 01

e-mail: exporti@bielenda.com.pl
www.bielenda.pl

3an 13, cteHa 13F30

Since 1990 Bielenda has been striving to
manufacture  natural  products  of
premium quality. The key to our success is
implementing the high technology to
manufacture  products based on
carefully selected natural ingredients.
Each year Bielenda infroduces
innovative products based on the
pioneering ideas of our technology
engineers. A separate sub-brand
Bielenda Professional supplies cosmetics
for professional treatments at beauty
salons and SPA resorts.
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®upma BELISO -  npousBoauTens
M AucTpubbioTop nNpodgeccuoHanbHbIX
NpoayKTOB ANSA yxoAa W CTUAM3auumn
Bonoc ¢ 1995 r. Mbl siBnsieMcsi nuaepom
HOBOro TpeHAa B npopaaxe npodeccuo-
HanbHbIX MPOAYKTOB MO yxody 3a
BONIOCaMM Ha PO3HUYHOM pbiHKe. Halwa
NpoAyKUMS 3KCMOPTUPYeTCs B CTpaHbl
EBponbl, BvykHero BocTtoka, CeBepHyto 1
HOxHyto Amepuky, Poccuio.

Mb1 npopomkaeM uckaTb HOBble PbIHKW
c6biTa Ha MeXXAyHapoHO apeHe.

Hawe npeanoxeHne npeactasneHo
cneaylowMMHU CepusaMm:

Cece MED - npoayKkTbl no yxoay 3a
Bofiocamy,  Mo3BoNSilOIME  peLunTb
5 OCHOBHbIX npo6neM, CBA3aHHbIX
C BOJIocaMM U Koxeil ronosbl. Bce oHm
co3flaHbl Ha OCHOBe HaTypasbHbIX
VHIPeaAVeHTOB U BbITSHKEK U3 pacTeHWi.
Bknioyaet B cebs npogyktbl KOM-
MJIEKCHOW TEPAMWUA OT BbINMAOEHUA
BOJIOC.

ARGAN - cekpeT yxoaa MapOKKaHCKMX
JKEHLUMH, 3aKITIOYEHHbIA B SKCKITIO3UBHOM
c¢opmyne, co3faHHOM npodeccuoHanamu.
MpoaykTbl BbICOKOrO KayecTBa ¢ GoraToi
c¢opmyrnoii anA yxoaa 3a BosiocaMu U
TesIOM Ha OCHOBEe apraHoBOro Macna.
Cece CARE - npeMuyM-npofyKTbl Mo
yxoay 3a BONocaMuM Ha OCHoOBe
HaTypasnbHbIX NPOTENHOB LLESKA.

SALON - rpynna npodeccuoHanbHoi
KOCMETUKM, CO3AAaHHOW creuuanbHo Ans
PO3HMYHOrO pbiHKa, MPOAYKTbI HA OCHOBE
HaTypasnbHbIX 9KCTPAKTOB pacTeHWi.

C 1990 ropa Bielenda cTpemuTtcs
nNpou3BoAUTb HaTypasibHYI0 KOCMETUKY
Hauny4lero Ka4yecTsa. YcrnexoMm Hawen
KOMMaHun saBnsieTcs ynoTpebneHue

BbICOKOTEXHOJIOrM4eckoro npous-
BO/ICTBa, KOTOPOro OCHOBOW AIBNSieTCA
npupogHoe, Haubonee LeHHoe

KocMeTuyeckoe cbipbé. bBnaropaps
YHUKanbHOMy noaxoay K 3abote
0 KpacoTe, Mbl 3aBO€Banu CWJIbHYIO
no3uuuMil0 Ha MONbCKOM  pblHKEe
KOCMEeTOoNorum U cTpemMumcs K Aoc-
TWXKEHUIO TaKoro >e MPUCYTCTBUA Ha
3apy6eXHbIX pbIHKaXx. Bbicokue
TpeboBaHUA Halwmx noTpebuTenen u nx
AoBepue  BAOXHOBASAIOT Hac Ha
panbHerilune noucku. Takum ob6pa3om
Mbl co3panu ceputo ldeal Skin. 3to
npodeccuoHanbHas KocMmeTUyeckas
NUHUA, uUcnonb3yeMas B KOCMeTu-
Yyeckux kabuHeTax B casioHax KpacoTbl.

www.cosmeticreporter.com

skin clinic
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Think about yourself.
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'OF YOUR SKIN BY 10 YEARS*

SKIN CLINIC PROFESSIONAL MEZO ANTI-AGE
facial care cosmetics with demonstrated efficacy results from

innovative, specially developed recipes inspired by aesthetic

medicine and high concentration of active ingredients used in

NS COSMETIC RECIPES
0 INSPIRED BY AESTHETIC e |G
MEDICINE TREATMENTS

Q ADVANCED
OAQ | TECHNOLOGY
1 H Bielendsa| | I Bielenda
[4aens,]

| Esenca | L)

I (Biclenda) [

professional beauty salon treatments,

élaisndal

] [Bielenda)

MEZO CORRECTING THERAPY

MEZO REJUVENATING THERAPY

www.bielenda.pl

*In VIVO tests conducted under the supervision of dermatologists on a group of 25 women over a period of 6 weeks,
showed that the use of serum combined with cream results in reversing the biological age of the skin of 10 years!
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BLUXCOSMETICS

Sp. zo.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

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
market we supply to the major supermar-
ket chains including Aldi, Auchan,
Carrefour, E.Leclerc. We offer products
under our brand names: Naturaphy, Blux,
Autolider and also under private labels.

B2

_ Chantal /
CHANTAL

Kacka 14

05-462 WIAZOWNA

POLAND

Phone: + 48 22 612 09 25

Fax: + 48 22 789 08 03
e-mail: export@chantal.com.pl
www.chantal.com.pl
www.prosalon.eu

CHANTAL company celebrates this year
its 25 years of activity. Is a leading
manufacturer of high quality cosmetics
for hair colouring, freatment, care and
styling.

We have launched plenty of hair cos-
metics destined both for professionals
hairdressers under the brand PROSALON
and for final consumers (SESSIO Profes-
sional and VARIETE).

New tfo the range is a series of cosmetics
for curly hair, refreshing series, volumizing
powder and new hair dyes - Prosalon
Intensis Color Art.
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®dupma BluxCosmetics pasBepTbiBa-
eTcs Ha pbiHke ¢ 1992 ropa. Ceivac
Hawla KoMnaHus 3To  6onblUOWA
npoussoauTeslb KOCMETUKM, GblTOBOW
M aBTOMOOMNbHOW XxumMuKu. B Hawem
accopTuMeHTe 6onee 150 pasHbIX
n3aenuii, KotTopble 9KCMOPTUPYeM Ha
pbiHKM Gonee 20 cTpaH. Ha nonbckom
pbiHKe KnueHTbl pmpMbl BluxCosmetics
3TO camble 6Gonblume ceTu runep-
mapkeToB: Aldi, Auchan, Carrefour,
E. Leclerc. ®upma BluxCosmetics
npousBoaAMT ToBapbl C GpeHaamu
Naturaphy, Blux, AutoLider a Takxe
€ YaCTHbIMU MapKaMmn AUCTPUOLIOTOPOB.

CHANTAL B 93tom rogy oTMmevaeT
25 net co AHA cBOero OCHOBaHWUA.
®dupma ABNSETCA OAHUM U3 BeAyLUX
npousBoauTeneli BbICOKOKA4YeCTBEH-
HOV KOCMETUKM ANS OKPAacKu 1 yKnaaku
BOJIOC, JleYeHUs U yxofAa 3a HUMMW,
npeAHasHayeHHOW KakK Aans  npo-
¢eccrmoHanoB-napukmaxepos (PRO-
SALON), Tak M Ans vMHAMBUAYanbHbIX
notpebuteneii (SESSIO Professional
n VARIETE). B atoM ropy Hawumu
HOBMHKaMu ABNAIOTCA: cepus
KOCMETUKU ANsA KyApsiBbIX BOJIOC,
ocBe)alowjas cepusi, nyapa Ans
npuaaHus  BonocaM o6béMa B
NPUKOPHEBOW 30HE M HOBasi JIMHUA
npodeccnoHanbHO Kpacku Ansi BOnoc
Ana napukmaxepoB - Prosalon Intensis
Color Art.

{rnattidphy .
0 y &on)
Hair & body wash88 >~ . ..
i oy o s ntct | ;,Daturaphg
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professional

NyAPA

ANs YBENWYEHWA OBbEMA BOSIOC

SESSI0

professional

VOLUMIZING
POWDER

+ MIHOBEHHbIN 06bEM
¥/ NETKaA, NbIHAA NPUYEcka
v 3G PeKrT cEeXecTH Bonoc

HE CKNEWBAET BONOChHI

www.cosmeticreporter.com

CM MULLIEJ1b

111141, Poccus, r. MockBa,

2-oii npoe3p Meposa Mons a. 5, ka6. 229
Phone: +7 499 653 60 02 1

e-mail: info@sm-michel.ru
www.sm-michel.com

MICHEL LABORATORY offers global
services in Private Label sector, spe-
cializes in professional and consumer
cosmetic products creation from A to
Z, going from concept to production.
Our offer includes wide spectrum of
lip care products, nail care and dec-
oration products and decorative cos-
metics products. Every client is treat-
ed individually, offered professional
complex service and high quality
product.

DAX Cosmetics is one of the leading
Polish cosmetics manufacturers, GMP
and ISO certified. The company was
founded in 1984 and has now
30 years of experience.

DAX Cosmetics specializes in the
manufacture and sales of face and
body cosmetics as well as protective
suntan preparations within 6 main
brands: PERFECTA, YOSKINE,
CASHMERE, DR SUN, DAX MEN
and CELIA.

In 2014 DAX Cosmetics became
a part of the Rohto Pharmaceuticals
group with headquarter in Osaka,
Japan.

MICHEL -
|__cheamarosy |

CM MICHEL POLAND

Geodetow 31

05-500 PIASECZINO
POLAND

Phone: + 48 22 750 75 59
e-mail: info@cmmichel.pl
www.cmmichel.pl

Jla6opaTtopus CM MICHEL npeanaraet
rnobanbHblii cepBuc B cekTope Private
Label, cneunanusupyscb B npoussoacTsee
npodgeccnoHanbHbIX " PO3HUYHBIX
KOCMeTU4YecKux npoayktoB oT A po A,
cnepysi OT KOHLeNuum K pesyneraty. Hawe
npeanoXeHue BKOYaeT B cebsi LUIMPOKMIA
cneKTp NPOAYKTOB Mo yxoAy 3a ry6amu, 3a
HOrTSIMM, AEKOpaTUBHbIX NPOAYKTOB ANs
HOFTEM WU [AEeKOpaTUBHOW KOCMETUKW.
Kaxxabii KNUWeHT  paccMmaTpuBaeTcs
MHAUBUAYaNbHO, Monyyasi NpeasoXxeHue
npodeccMoHanbHOro KOMIMJIEKCHOrO 06-
CNy)XXMBaHMS U MNPOAYKTbl BbICOKOIO
KayecTBa.

DAX

COSMETICS

ROHT TOoharmaceuticals Group

DAX COSMETICS

Rohto Pharmaceuticals Group
Duchnow, Spacerowa 18
05-462 WIAZOWNA

POLAND

Phone: + 48 22 779 05 00

Fax: + 48 22 779 05 01
e-mail: export@dax.com.pl
www.dax.com.pl

Dax Cosmetics — oaMH U3 BeAywMX
npoussoauteneii kocMetuku B [onblue,
nmetowmii  ceptudukatel GMP un ISO.
KomnaHusa 6bina ocHoBaHa B 1984 ropy
v umeeT 30-NeTHUA ONbIT B MPOU3BO/ACTBE
KocMeTuku. B pamkax 6 mapok PERFECTA,
YOSKINE, CASHMERE, DR SUN, DAX MEN
n CELIA npeactaBneHbl cpeactBa Mo
yXxoA4y 3a NULIOM U TeJIoM, IeKopaTuBHas u
cosiHue3awmTHasa kocMeTuka. B 2014 roagy
KOMMaHusa cTana 4acTbio apmaueB-
Tuyeckoro KoHuepHa Rohto Pharmaceuti-
cals ¢ rnaBHbIM ocpucoM B Ocake, AnNoHus.
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potowy

caps and more

DOLOWY PT

Trakt Brzeski 117, Zakret
05-077 WESOLA

POLAND

Phone: + 48 22 872 27 01
Fax: + 48 22 773 23 54
e-mail: biuro@dolowy.cdx.pl
www.dolowy.cdx.pl

We manufacture closings to perfume
bottles. Our products include Surlyn caps
and caps for aftershaves. Apart from our
wide array of standard products, we can
also design and make a custom model
tailored to your needs.

With our 20-year-long experience in
cosmetic packaging we are reliable
and trustworthy business partner.

EVELINE

COBMETICS

EVELINE COSMETICS
S.A. S.K.A.

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

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 fo 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.

14 cosmetic reporter X-XI-XIl 2014

Mbl  siBnsiemMcs  npou3BOAUTENEM
npo6ok Ansa  ¢nakoHOB  AyXOB.
MNpepnaraeMm, B 4acTHOCTH, MPOGKM
n3rotoBneHHble U3 CypnuHa, a Takxe
3aKpyuyuBalowmecs  KpblWKU  Ans
nocboHoB nocne 6putba. Kpome
IUIMPOKOrO  CMeKTpa CTaHAApPTHbIX
n3aenuii Mbl MOXXeM 3anpoeKTUpoBaThb
M WU3rOTOBUTb  WHAMBUAYaNbHbIA
o6paseu. bonee yeM ABaguaTUneTHU
onbIT B NPOM3BOACTBE KOCMETUYECKOiA
ynakoBKM no3BonsieT HaMm 6biTb
HaaeXXHbIM NapTHEPOM.

Komnanusa Eveline Cosmetics yxe
30 netr sABnseTCcA OAHUM U3 Kpyn-
HellmnX npousBoauTeNien KOCMeTUKMN
B lMonbwe. Mbl npeanaraeM LWMPOKUI
aCCOPTUMEHT CPeAcCTB AN MaKusxa,
yxoAa 3a KOXeld nuuya wm Tena.
Bnaropaps MHoOroneTtHemy OMbITY,
BEPHOCTU  MNpUHLUMNAM  BbICOKOIO
KayecTBa NO  [AOCTYMHOW  LeHe,
MHHOBaLWOHHOMY noaxoay v 6bICTPOMY
pearMpoBaHMIO Ha CMeHY PbIHOYHbIX
TeHAeHUUIi Hawa NpoAyKuUMs ycrnewHo
npoaaeTcsl Kak Ha MOSIbCKOM pbIHKe,
TaK U Ha pbliHKax 6onee 4yeM 75 cTpaH
Mupa.

0

potow

PO

EVELINE

EO0DSMETIOS

www.cosmeticreporter.com

PROFESSIONAL STYLING BRUSH
GREAT NEW FEATURES!

“SOFT GRIP” "™

R
CERAMIC SOFT RUBBER FEEL

HANDLE FINISH

SUPER HIGH HEAT
SMOOTH BRISTLE TIPS

STRONG BARREL TO
HANDLE ATTACHMENT

MNEW HANDLE
DESIGN

HANDLE MADE OF F5C
CERTIFIED BEECH WOOD
. |-
% SIDES FLATTENED
H

JANDLE BETTER WEIGHT

BALANCE

< MONVHTMYIE0MO> HIDNGT MAN >
g |

See net page for avalaie sres

Made in Poland

FARMONA is one of the Polish leading
producers and exporters of cosmetics
and dermo-cosmetics for face, body
and hair care. In our offer we also
have professional cosmetics, aimed
for beauty salons, spas and skin care
clinics. All Farmona's pro-ducts are
based on natural ingredients and
innovative recipes, created in our
laboratories in  collaboration  with
a team of scientists and dermatolo-
gists. High quality of products confirm
ISO and GMP cerificates.

Our products are exported to more
than 30 countries all over the world,
among others USA, South Korea, Saudi
Arabia, Russia and Turkey.

Firma GORGOL specializes in the
production of high quality FSC
certified wooden hairbrushes for
both professional and personal
applications.

Our 35 years production experience
allows the company to offer products
of exceptional quality, durability and
style.

Added to which the products are of
European origin and our competitive
prices combine to offer you and your
customers a great product at a great
price.

FARMONA

FARMONA LABORATORIUM
KOSMETYKOW NATURALNYCH
Sp. z o.0.

Jugowicka 10 C

30-443 KRAKOW

POLAND

Phone: + 48 12 252 70 00

Fax: +48 12 252 70 01

e-mail: biuro@armona.pl

www.farmona.pl

dapmMoHa Jla6opaTopus HaTtypanbHoi
KocMeTukn pabotaetr Ha napgroMmepHo-
KOCMeTu4eckoM pbiHke ¢ 1997 ropa. dupma
NPOV3BOAUT KOCMETUKY MO yxoAy 3a JILIOM,
TenoM, BONOCaMH, [AepPMaTosIoOrM4yecKyio
KOCMeTUKY U npoceccuoHasnbHylo KOCMeTUKY
AnA canoHoB KpacoTbl. [lpodgeccuoHanbHas
KOCMeTUKa ucrnonb3yeTcs B Hawem LleHTpe
SPA, a TaKxe paclumpsieTcsi ceTb AUCTPUGYLUM
Kak B lNonblue, Tak 1 3a rpaHuuei. B 2007 roay
cdupma oOTKpbina cBoii oTenb dapMoHa
Business & SPA, ¢ BocTo4yHbiMu Wellness
& SPA. B 2014 roay KoMrnaHusi OTKpblia HOBYIO
AoyepHioio pupmy MHCTUTYT [lepMOKOCMETUKM
WpeacpapMm, OGpaHAbI [AaHHOW  KOMMaHUM
npeAHa3HayYeHbl TOSIbKO Ha anTe4Hbl PbIHOK.
B 2012 rogy Hawa dupma nonyyuna
ceptudukar kadyectea UCO u GMP. ®dupma
®apMoHa 3KCMOPTMPYeT CBOM MPOAYKTbI
B Poccuio, YkpauHy, B Benapycb, JlaTBuio,
Yexuio, CLUA, KaHany, Ka3saxctaH, Bonrapuio,
lepmanuio, Caynosckyio Apasuto, [peumio,
Kunp, Typuuio, Upak u MHorue gpyrue.

siuce 1977

GORGOL

Firma GORGOL

Kmicica 37

42-200 CZESTOCHOWA
POLAND

Phone: +48 34 365 90 10
Fax: +48 34 365 92 70
e-mail: gorgol@gorgol.pl
www.gorgol.pl

®upma GORGOL cneuyuanusupyetcs
B MNPOU3BOACTBE BBLICOKOrO KayecTBa
AepeBsHHbIX  LWETOK Ans  BOJOC,
Npou3BoAuUMbIX U3 cepTUULMPOBAHHOM
apeBecuHbl  FSC. 35-neTHuid  onbIT
nossonseTt ¢upme npeanaratb CBOUM
KMeHTaM  WeTKN  UCKNIOYUTESNbHOMN
npo4YyHocTM U KadvectBa. EBponeiickoe
npoucxoxaeHue npouM3BOACTBa BMecTe
C KOHKYpeHTHOCNoco6Ho LieHol co3aatoT
MHTepecHoe ToproBoe npeanoXeHue.
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INERTON

HEINZGLAS ) HEINZGLAS&PLASTICS E
| Dzi Polan
QY HEINZPLASTICS atdowo | Poland INTERTON $p. 2 0.0. f:)
St. Bodycha 97 (=3
HEINZ GLAS HEINZ PLASTICS 05-816 MICHALOWICE, Reguly, POLAND T
Phone: + 48 22 734 00 72 (]
DZlALDOWO Sp. z o.0. POI-S KA Sp.zo.0. Fax:  + 482273005 92 =
WL. Jagielly 40 Przemyslowa 57 e-mail: oprzybyla@interton-wra.com.pl ‘{
13-200 DZIALDOWO 13-200 DZIALDOWO www.interton-wra.com.pl o
POLAND POLAND -
Phone: + 48 23 697 01 00 Phone: + 48 23 698 16 00 © i KomnaHus Intertgn 3aHMMaeTCs MPOU3BOA- =
Fax: + 48 23 697 01 64 Fax: +48 23 698 16 24 ‘*‘;‘9 b CTBOM LUMPOKOW rammbl YMNakKoBOK U3 ©
e-mail:handel@heinz-glas.pl e-mail: biuro@heinz-plastics.com (olfo]lguli _— UCKYCCTBEHHBIX ~MaTepuanos, —MMeloWwux ™
www.hgd.pl www.heinzplastics.com.pl ol )| MM :) b W‘é WMpoKoe ynoTpebrieHne B KOCMETUHECKOW
=ity L | : MPOMBILLNIEHHOCTU.
MORE THAN GLASS, MORE THAN PLASTICS, - ‘LI \ Cneu“an"3“pyeMcﬂ Bv npou3BoACTBe YynakKo-
1 4 PN BOK U1 AeKOPaTUBHOW KOCMETUKMU.
Heinz Glass Dzialdowo u Heinz Plastics NOW ALSO DECORATED IN POLAND } 41? B Hawwem npeanoXeHuu Bbl HahpgeTe LUMPOKYIO

ramMmMmy ynakoBOK Ans 6necka ans I'y6, Tywu
Aans pecHud, TeHU Ansd Bek, FVGHOVI noMagbl u
NOABOAKM ANs BeK. YNaKOBKU U3roTaBiMBaeM

Polska sBnsioTcsa npousBoguTeEnsiMuU
6ecuBeTHOro M OManoBOro CTEKNa,

. . ' . a TaKKe W3AenuUA N3  NONMMEPHBIX ) . —_— NCKIIOYNTENBHO U3 KaueCTBEeHHbIX ™-
Heinz Glass Dziatdowo and Heinz Plastics MaTepuanoB  Ans  KoCcMeTU4Yeckou INTERTON is a Polish manufacturer of q;;uu'?gosaiubng ::aa-r?epi(;noi, Ko?r?:able
Polska are the produ.cers of flint, opall glqss npombiwneHHocTu. HGD npepnaraeT i | colour cosmetics and plastic packa- NO3BONSIIOT Ha KOHTaKT C KOCMeTUYecKoii
and plastic packaging for the cosmetics ~ CTeKNAHHbIE (RakoHbl AN TyaneTHow 05} e ‘ ging designed for colour cosmetics. Maccoil. 3aroTaBnMBaeM Chipbe UCKIIIO-
industry. HGD offers glass bottles and jars :°ﬂ:"e E_IY:OBI;O "a;2 “":a :'(ggeeﬁ" aRE . The products range is the same both for UMTENbHO Y  MOMb3YIOWMNXCA  XOpolued
for: EDT, perfume, nail polish and skin care. ¥, ﬁpgnnaraeT I1]12¥CT pﬂ(‘gaylo ynaKoBKy ® >t cosmetics and packaging: lip glosses, penyTauueii nocTaBWMKoB. PacrionaraeM
HPP offers plastic pog:koglng for: shampoo, [ANR WaMNyHs, rens Ans Aywa, 6anb3ama lipsticks, eye shadows, mascaras, 6onbWMMKU  BO3MOXHOCTSIMM  AeKopauumn
shower gel, balm with flip-tops and Surlyn C KpbIKaMN AWNTON M CypRMHOBbIE blushers, and powders. Both finished ynakoBOK MyTeM JakKUpOBKW, MeTannusauuu

caps for perfumery. Both companies offer KOMNauku Ans AyXoB. OGe KOMNaHuM products and packaging  are U OKpacku MaTepuana, U3 KOTOpOro

the wide line of the standard products and n P factured ding fo 1SO and WU3roTOBJIEHA YNaKoBKa.
! ! peanaratoT LUMPOKYIO NUHeKy manufactured according to an

products according to customer require- CTaHAApPTHOW MNpOAYKUMM, a TaKxke GMP rules, from the highest qudiity raw Z:::::Kia:n?no?ggoﬂ"acl\?PBH(;?-&LZZTCJBCTT Eg

ments. Cooperation between HGD and peanusyloT yNakoBKy MO 3aKa3am materials imported from Western Bblcon(opro KayecTBa MMMOPTUDPYEMOro pm

HPP ol!ows offerlng. a h.lgh qugllfy and KnueHToB. CoTpyaHuyectBo HGD u HPP Europe. 3anapgHoii EBponbl pTiRY

oTTrqchve packaging lines with fresh no3BosisieT  NPeAsioKUTb  BbICOKOE Our godl is fo provide highest quality Hawa wuenb - c;ﬁecneLIMTb notpe6uTens

design. Ka4yecTBO M MpUBNeEKaTenbHble NUHUM products at the most competitive BbICOKOKa4eCTBEHHOM NPOAYKLMEl MO CaMbIM

Private labels and products are welcome. ynakoBOK C HOBbIM AU3aNHOM. price. AOCTYMHbIM LieHaM.

Huta Szkia /—Q
CZECHY. Joanna
% THE NAME OF BEAUTY §
13 ”

— .
. ZIGNAGO VETRO GROUP Laboratorium Kosmetyczne :[
T Osadnicza 8, Trabki Zignago Vetro Group MMeeT crieayioLuye Sp. J. B. Gorka, R. Korczak I

08-440 PILAWA, POLAND . . 4
o Phone: + 48 25 685 48 23 6peHabl: Verrieres Brosse, Zighago Gen. Jozefa Zajaczka 11 nr C2 (<)
- one: Vetro u Huta Szkla Czechy. lpynna 01-510 WARSZAWA. POLAND -
o Fax: ~ +48 25 685 49 23 c 3aBojamu B MWtanun, DpaHuum Phone: + 43 22 331 92 10 o
06 e-mail: mqueilr]g@huiq-czechy.com.pl; u Monblle NPOU3BOANT BbICOKOIO Fo : + 48 92 331 92 28 ~
= sekretariat@huta-czechy.com.pl KayecTBa CTeKJsiHHble KOHTelHepbl, ax: . N ‘2

www.huta-czechy.com.pl a TakKe GYTbIMOYKM M GaHOUKM MO e-mail: yv.rydz@jsmnna.pl
g www.zignagovetro.com npoekTaMm rnokynartenei OT MUPOBOW . J°°""‘|’@l°°""°'P' 5

i i . . www.joanna.p
™ The Zignago Vefro Group owns in ifs portfo- ~ (CCMETMUECKOR 1 napgioMepHoi JOANNA  Cosmetics  Laboratory s )
gnag P P NPOMBIWNEHHOCTU.MbI  06CRy)KUBaeM a dynamicaly developing Polish

lio the brands Verreries Brosse, Zignago Vetro BHYTPEHHWIA 1 3apyBeKHble PhIHKN.

company, which has been specializing

and Huta Szkla Czechy. The Group with  Haw TexHuueckuit konnekTvs po6uncs ; Suction of hioh aualit p

factories located in: Italy, France, and  crtonetHero know-how npousBopcTsa l! in production of high quality cosmetics JOANNA KocMeTuueckas JlabopaTtopus 3To

Poland produces high quality glass con- CTeKna, 4To MO3BOMNSET HaM npef- = from more than 3Q years. We operofg AVHaAMMYHO  pasBuBalollasica  nonbcKas

tainers as well as custom designed glass ~ naraTh accopTUMEHT GyTbINOK yHU- : ARGAN E : in constantly growing segments of hair ¢hpMma, koTopasi crieuManu3npyeTcs B Npons-

bottles and jars for the worldwide Cosmetic KanbHOW ¢opMbl U pa3BUBaTb == c— "“E?i_i_“\ e r and body cosmetics ond. professional BOACTBE BbICOKgKa‘-IeCTBeHHOVI KOCMEeTUKMN

and Perfumery industries. We service both NpPOU3BOACTBO OYThISIOYEK MO apTUCTU- b= oL | products. We constantly improve our ma npoTskeHuu bonee 306ne'r.

domestic and international markefs. YyecKUM npoekTam nokynatenei. Mbi = $ - formulas and expand the range of new cebleg::an“Ba;gz' :a T':;‘(")l:ﬂo gz;‘l‘;\‘l::-l;l;
i i nbiTaeMcsi  MOCTOSIHHO oOrfepeXaTb ARG roducts in accordance with market : s ’

Our technical feams combined century of p Ll ﬁends 1 NPOtECCMOHANLHOI KOCMETHKN.

glass making know how enable us to offer ~ HOBbl€ NPOMbILINEHHbIE TeHAEHLMN.

unique shaped stock botfles and to ~ KaXAblii —rop Mbl  cocTaBnsem lé -

CoBepLUeHCTBYeM peLenTypbl U paclumpsieM
accOPTUMEHT HOBOW MpPOAYKUUM B COOT-
BeTCTBUM C  PbIHOYHBIMM  MWUPOBbLIMM
TeHAeHUusIMU. BHefipsieM HOBble CTaHAAPTbI

The company implements new
standards of operations, modernizes

develop state of the art custom designed U 3aryckaéM HOBbIM acCOPTUMEHT: !
our laboratory, production and

bottles. We strive fo consistently anticipate GyTbINONKN ANA naka A HorTedt, AnA

- napcgioMa M KocMeTukU. B uexax | =
new industry trends. Each year, we create po i = storage facilties. B NPOM3BOACTBEHHbIE MPOLIECChI, B MOAEPHU-
- 4 [EeKOpUPOBaHMsl HaluMX 3aBOAOB Mbl Al this makes us proud to be
and launch new stock: nail polish, fra- ' us prou 3auuio npeanpusATus. Bece aTo cnocobeTByeT
> B COCTOSIHUM MUCMONHATb camble q hich
grance, cosmetic bottles. We also are able U3bICKaHHble  TPeGOBaHWSI  HaLIMX a modern company, wnicn success- ToMmy 4to JOANNA c ycrnexoMm KOHKypupyet
to decorate in house or to source our clients’ KIIMEHTOB, NPeAoCTaBfisi UM AEKOpU- fully confronts The western Compehhpn C BeaywuMu 3anagHbiIMM Mapkamu U CTouUT
full range of decoration needs: such as poBaHWe NyTeM HaAnMcH, CaTMHWPO- and places us in the forefront of Polish B MepBbiX psfax cpean MosbCKUX Npous-
printing, spraying, metallization and frosting. BaHUsl, MeTannM3aLmm. cosmetics companies. BoAuTEsNIeN KOCMETU1ECKON oTpacnu.
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E:MINCER

=—

Pharma

MINCER PHARMA

Kosciuszki 37

05-816 MICHALOWICE
POLAND

Phone: + 48 22 723 80 39
Fax:  +48 22753 03 55
e-mail: mcr@mincer.com.pl
www.mincer.com.pl

MINCER Pharma is one of the best rec-
ognizable brands in Poland. For over 20
years, we have been providing our cus-
fomers with cosmetics, which help fo
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. Recently MIN-
CER Pharma infroduced new, exclusive
lines of products for demanding clients:
ARGAN GOLD, BOTULINE GOLD, MARULA
GOLD, MANUKA HONEY and WHITENING
LINE. Our cream jars have a special
dosage system, which protects the prod-
ucts from external factors. This guaran-
fees more hygienic usage. Our creams
are known in many countries in Europe,
Asia, Middle East and North America. We
cooperate directly with internafional
frade  networks, distributors and
importers.

e ANNAZ

casmetics

NEW ANNA Cosmetics

Sp. z o.0.

Szypowskiego 1

39-460 NOWA DEBA

POLAND

Phone: + 48 530 739 155

Fax: +48 15846 28 12

e-mail: export@annacosmetics.pl

Since 1991 New Anna Cosmetics has
developed a unique line of natural hair
care products for easy use at home as
well as for professional hair salons.

Our goal is to create modern and safe
cosmetics. We believe in innovation as
a source of business and place emphasis
on creative solutions. Our clients’ and
business partners’ frust is the best indica-
tor of quality and effectiveness of our
products.

18 cosmetic reporter X-XI-XIl 2014

MINCER Pharma G6Gonee 20 nert
noMoraeT )>KeHWMHaMm 3dpdeKTMBHO
6opoTbCcA C nNpu3Hakamu yxopasulero
BpPeMeHMU. Hawa AeATeNnbHOCTb
cocpefgoToyYeHa Ha MPOU3BOACTBE
6enoii kKocMeTuKU. B HacTosee BpeMs
npoussoauM 6onee 200 HaMMeHoOBaHMiA
NpoAyKTOB Il KOMIJIEKCHOro yxoaa
3a Koxkeid nuua u Tena. B opurmHanbHbIx
peuenTtypax Hawmunx NpoAyKTOB
Mcnonb3yeM XOpoWoO U3BECTHbIE,
apeKTUBHbIE MHrpeAueHTbl TaKue
KakK: ruanypoHoBas KUCNOTa, KonnareH,
Macno Mapyrbl U apraHum, Méf MaHyKa.
Camble nocnegHue npeanaraemble
BaweMy BHuMMaHuio HoBuHKM MINCER
Pharma: akcknio3usHble nuHum ARGAN
GOLD, BOTULINE GOLD, MANUKA
HONEY, MARULA GOLD, WHITENING
LINE. dkcnopTupyeM Hally KOCMeTUKY
BO MHoruve ctpaHbl EBponbl, A3sum,
CeBepHo# AmMmepuku. Hanpsamyio
COTPyAHMYAEM C MeXAyHapoAHbIMU
TOProBbIMM  CeTAMM, a  TaKxe
MMnopTepamMm U AUCTpUGbLIOTOPaMu.

Hawa koMmnaHus cyuwectByeT ¢ 1991
roga, 3aHUMaeTcsi NPOU3BOACTBOM
KOCMETUKU W JeKapCTBEHHbIX npena-
patoB. Mbl NOCTOSIHHO BHegpsieM
HOBMHKM W paclUMpsieM Hawu Mpous-
BOACTBEHHblE JIMHUN. ACCOPTUMEHT
Hawen npoAaykuuu BKo4YaeT Gonee
60 npoayKTOB.

ina MACINA MAPY

www.cosmeticreporter.com
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Beauty Line
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NOBLE HEALTH

DO SPIRUEIN

CLASS A COLLAGEN

Kpacueas, ragkas koxa 6es MOpLLMH,

DUO SPIRULIN

YHUKanbHOE coYeTaHme XN0pesUibl U CNMPYIMHG!
EctecTeeHHOe yKperieH KOCTWM OpraHM3aMa
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P
;(‘PharmaCF
PHARMA C FOOD

Sp.z o.0.

Mokra 7

32-005 NIEPOLOMICE

POLAND

Phone: +48 12 28 13 500

Fax: +48 1228 11 926
e-mail: sales@pharmacf.com.pl
www.pharmacf.com.pl
www.bondexpert.pl
www.venuskosmetyki.pl
www.cpr.com.pl

PharmaCF - on Polish market since 1993,
its high position owes to thought-out
strategy, care to high quality and safety of
the offered products. Such certificates
as GMP, ISO and HACCP confirm the above.
The company works with the biggest retail
chains in Poland and has numerous partners
around Europe.

PharmaCF was distinguished in the rankings
of prestigious journal Puls Biznesu “Gazele
Biznesu 2011" and "Forbes Diamonds” in 2012
and 2013.

Y/,
=\ 7=
SWIT

SWIT PHARMA

Tasmowa 1

02-677 WARSZAWA, POLAND
Phone: +48 22 330 58 08
Fax: +48 22 330 58 98
e-mail: s.dawes@swit.com.pl
www.switpharma.pl

SWIT PHARMA has 70 years of experience in
manufacturing Cosmetics & House Hold
Chemicals. Our head office & manufacturing
facilities are based in Warsaw Poland
5 minutes from the International Airport and
just 5 hours from the International shipping
ports of Gdansk and Gdynia and we have
sales office in Dubai. Throughout the years we
have seen continuous investments in modern
machinery, laboratory and research & deve-
lopment in addition we maintain stable, high
quality “Made in EU" products that are
produced according to ISO & GMP standards.
Today we are one of the fastest growing man-
ufacturing & services companies in Poland.
We offer a wide range of cosmetic products
including face care, body care, hand & nail
care, foot care and private label. Our main
brands are PRESTIGE COSMETICS, EXLUSIVE
COSMETICS, BEUTISA and CleanHands.
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PharmaCF - KpynHbIii NonbCKuiA Npous-
BOAUTENIb KOCMETUKM, nNpou3BOAUT
MapKu, KOTOpble BbICOKO LIEHATCS Ha
pbiHKe: Bond, Korsarz, Cztery Pory Roku,
Venus.

B TeyeHne MHOruUX neT Mbl COTPyAHUYAEM
C KpYMHeLWMNMN TOProBbIMU CETAMM, Kak
BeAywuii nNpousBoauUTeNb COGCTBEHHbIX
TOproBbix Mapok ®dupma uMeeT Takxke
MHOIO TOProBbiX MapTHepPoOB BO Bcel
EBpone: B Benuko6putanuu, lonnaHauu,
WUtanun, TepmaHun, PymbiHum, JlatBum,
YKpavHe U gpyux cTpaHax.

SWIT PHARMA uMeeT 70-neTHuiA onbIT
B MPOU3BOACTBE KOCMETUKM U TMpo-
AYKTOB 6bITOBOM XuMmuu. Haw rnaeHbIiA
ocb1c ¥ Npon3BoAcTBEHHOe 06opyaAoBaHue
HaxoaaTca B Bapwase (Monbla),
B 5 MMHyTax OT MeXAayHapoAHOro
asporiopTa u Bcero B 5 yacax esfibl OT
MeXXAyHapoaHbIX TOProBbiX MOPTOB
Fnavbcka M bW, Haw oduc npopax
HaxoauTtcs B [ly6ae.

Ha npoTshkeHMn MHOrMX neT Mbl
HenpepbIBHO MHBECTUpOBau B
coBpeMeHHoe oGopynosaHue, nabopa-
TOpHble UccnefoBaHUA, a TaKxe
B pa3paboTku, AnA noanaep)xaHus
cTabunbHOro, BbLICOKOrO KauyecTBa
"CpenaHo B EC" npopyKToB, KOTOpble
npou3BoAsTCs B COOTBETCTBUM CO
ctaHpgaptamm ISO u GMP. B HacTosilee
BpeMs Mbl sBAseMcs OAHOW U3
6bICTPOpPACTYIUMX M pa3BUBalOLMXCSA
NPOU3BOACTBEHHbIX U  CEPBUCHbIX
komnauuii B Monble. Mbl npepanaraem
LWMPOKUIA acCOPTUMEHT KOCMeTMYeCKOi
npoAaykuuMu co6CTBEHHOW MapKu no
yxoZly 3a NMLoM, yxoay 3a TesnoMm, yxoay
3a pyKaMu 1 HOr'TSIMM, yXoZly 3a HOramu,.
Hawmn ocHoBHble 6peHabl: PRESTIGE
COSMETICS, EXLUSIVE COSMETICS,
BEUTISA u CleanHands.

B PAESE
Visit us at

interCHARM

hall 13 stand 13G32
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ipgloss

is an ideal product to SUBTLY UNDERLINE

LIPS, at the same time nourishing theirdelicate
skin.

Contains ILLUMINATING PARTICLES, reflecting
light and ensuring a beautiful, MIRROR-SHINE
EFFECT. It makes lips look fresh and enhanceassss
Depending on the shade, its coverage is delicate™ s
to medium.

A ,long-lasting effect” formula makes the lipgloss
stay on for hours.

Paese is a brand that specially TAKES CARE OF THE HIGH QUALITY of its cosmetics. The recipes for our products are based on ingredients carefully
chosen also for their nutritional properties. Art lipgloss is enriched with castor oil. Its purpose is to soften the delicate skin of the lips. The cosmetic
contains also an E AND C VITAMIN COCTAIL. Lipgloss when applied feels very comfortable, does not dry out the skin, does not cause a tightening
sensation. Suitable even for dry skin. Contains NO PARABENS.

Art lipgloss is available in 10 trendiest shades of naked beiges, fresh pink, delicate peach, innocent coral, bold orange.

CREATED BY: Paese is a Polish colour cosmetics brand. It creates HIGH QUALITY COSMETICS, with a wide colour palette and innovative formulas.
The product recipes are based on substances and raw materials extracted from the richness of nature and the effects of MODERN LABORATORY
WORK. Paese follows world trends, working with make-up artists and colour advisers in order to keep the product range in tune with the newest
developements in the cosmetic world.

COMPANY PROFILE: colour / nails

EUPHORA GRZEGORZ WNEK Sp.j. ul. Orszariska 43, 30-698 Krakéw, Poland, contact: mr Gabriel Skora / export director, m +48 790 354 111, g.skora@euphora.pl, www.paesecosmetics.pl
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Our company specializes in developing
facial, body and oral care products.
Combining our know-how and ex-
perience we create competitive prod-
uct tailored 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
- folpa®, 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.

Verona Products Professional was
established in 2003. This moment was
preceded by years of experience
gained in world markets, thanks to
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.

TORF

CORPORATION

TORF Corporation

Fabryczna 11

55-080 KATY WROCLAWSKIE
POLAND

Phone: +48 7133419 20
Fax: +48 7133419 41
e-mail: TORF@torf.pl
www.tolpa.pl

Halua komMnaHus - npo3soauTesnlb KOCMETUKU
no yxoAy 3a JIMLIOM, TE/IOM 1 MOJIOCTbIO pTa.
Wcnonb3ysa HawmM 3HaHUS U OMNbIT, Mbl
co3faeM MOJIHOCTbIO  KOHKYpeHTocCrno-
COGHbIi, Ka4eCTBEHHbI/ MPOAYKT C Y4eTOM
OXMAAHWIA KNNeHTa.

Mbl COTpyAHMYEM CO MHOIMMU CETEBbIMU
puteiinepamn: MAKRO, BOOTS, AUCHAN,
TESCO, ROSSMANN, SUPER PHARM,
KAUFLAND, BIEDRONKA, E. LECLERC
B lMonblue 3a rpaHuuei.

Mbi Takke pa3paboTanu Haw co6CTBEeHHbIV
6peHA - tolpa™, co3paHHblii ana TpeboBa-
TesIbHbIX KJIMEHTOB, KOTOpPble XOTAT ObiTb
yBepeHbl, 4TO MX KOCMeTMKa Xxopouias
nHBecTuMums. lMpakTuyecku Bce NUHUM He
coaep)xaT BCreHuTenen, MCKYCCTBEHHbIX
Kpacutenei, napabeHoB ¥  Apyrux
HeXxenaTesibHbIX MHFPeAUEHTOB.

VEROMNA

PRODUCTS PROFESSIONAL

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
npealwecTsoBas  MHOFONETHWUA  OMbIT
B NPOU3BOACTBE M Mpoja)ie KOCMEeTUKM,
NnoaToMy KoMnaHus ObICTpO 3aBoeBana
AOCTOiHOe MEeCcTO B OTpacsiu KOCMETMUKMU.
Mbl siBNsiemcs npou3BoauTeneMm paekopa-
TUBHOW KOCMETUKMU, KOCMETMKM M0 yxoAy 3a
AMUOM M TeNoM,  OKpallUBaloLMX
NpoAyKTOB, MO yxoAy 3a Bojiocamu M Ans
CTUNM3aUMM BOMOC, a TakKXe BbICO-
KoKayecTBeHHOW napdromepun. Haweit
uenbio sBNsieTCA Npu3HaHve W foBepue
Hawux KnueHtoB. Verona Products
Professional cneuuanusupyetcs Takxe
Ha KOHTPaKTHOM MPOU3BOACTBE.
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the success synonym

on international markets

Eveline Cosmetics is the largest Polish
manufacturer and exporter of cosmetics.
Due to the experience and the awareness
of consumers’ needs it suits the tastes of
women all over the world. Today Eveline
brand is present on all continents in
more than 75 countries and it plans to
develop further. Dynamic development
of the company into new markets and

EVELINE COSMETICS

continued consolidation of its position

worldwide is reflected in sales of over 80

million units of cosmetics annually.

Year by year Eveli
increasing the prod hing
latest generation c@ Poland in
the category of anti=cellulite"and slimming
cosmetics the company has achieved the
leading position" both in" terms of value
and quantity share. Slim Extreme line is of
the most recognizable series of slimming
cosmetics in Poland. According to A.C.
Nielsen data, the brand has 25% of the
market share.

nuously

Following the latest global trends, the
company has launched on the market the
wide range of products based on argan oil
which was accepted with great interest on
the markets of many countries: Argan Oil —
for face and body skin care, Argan+Keratin
— hair care.

Vanilla innova \!!‘ll,'
vanilla scent surro th wart
eve of the coming autumn days.

Bearing in mind different needs of consu-
mers, Eveline Cosmetics offers the range
of products which recipes were developed
specifically for the individual markets of the
world. Development dynamism is also visible
in the make-up cosmetics. The company
is introducing new mascaras, lip glosses
or fluids. It also increases its accessibility
through introducing in the beauty supply
stores so called cabinets what makes it
easier for the consumer to find the favourite
product. Undisputed sales leader with 65%
of the market share are also nails conditioners
from Nail Therapy line.

The sales st e
f properly selected production, marketir

- and trade concept. The use of innovative |
- technologies, packaging modern design,

highest quality being subject to continuous
control and quick response to market trends.

The company is present at the most
prestigious cosmetic trade fairs in the world
in Bologna, Hong Kong, Dubai or Moscow.
It wins international prizes awarded both
by the consumers themselves and profes-
sionalists, including Prix de Beaute awarded
by Cosmopolitan Magazine or Best Beauty
Buys awarded by InStyle readers.

EVELINE

COSMETII

C S

we create the beauty of your skin

EVELINE COSMETICS — CMHOHUM ycnexa Ha MexxayHapoaHbIX PbIHKaX

Eveline Cosmetics aBnaeTca KpynHenwmm MNOAbCKUM MPOUSBOAUTENEM W SKCMNOPTEPOM
KoCcMeTVKK. bnarogapsa ceoemy onbITy 1 3HaHuAM Eveline Cosmetics yooBNeTBOPSET BKYCbl KEHLLMH
BO BCceM mupe. CerogHs Mapka Eveline npeactaeneHa Ha BCex KOHTUHEHTax B bonee 75 cTpaHax,
dupmMa nnaHnpyeT ganbHenwee pacwmpeHme. dnHammyHoe pasButrne UPMbl Ha HOBbIX PbIHKaX,
a Takxe NMOCTOAHHOE YKPENeHe CBOMX NO3NLIMK B MUPEe OTpaxkaeTcs Ha npogaxax — cebiwle 80
MUIIIIMOHOB eQUHNL, KOCMETUKN €XKErOAHO.

CBoeMy yCrnelHOMy pasBUTUI0 KOCMETMKa
mMapkm Eveline ob6s3aHa NpasuibHO BbIOPaHHbIM
NMPOU3BOACTBEHHBIM, MAPKETUHIOBBIM 11 TOPro-
BbIM KOHLenUmam. Ocoboe BNMSHME OKasbIBatoT
MCMONb30BaHNE VHHOBALWIOHHBIX TEXHOMOMUIA,
COBPEMEHHbBIN ON3aiiH yNakoBKKW, AOCTYMHas
LieHa, Bblcovanilee ka4ecTBO, KOTOPOE MOCTO-
SHHO NOABEPraeTCst KOHTPOSHO, a TaKXe BbICTPOS
pearnpoBaHve Ha M3MEHEHME PbIHOYHbIX TPEH-
nos. bnaronaps atomy Eveline Cosmetics nocto-
AHHO YBENMYMBAET NPOAYKLMIO 1 BBOAUT Ha
PbIHOK KOCMETUYECKMe CpecTBa HOBeNLLEN
reHepaumn.

B kateropun aHTULENTIONUTHBIX KOCMETUYEC-
KVX CpeacTB M MPOAYKTOB ONS MOXyOeHWs
KOMMNaHWa OOCTUrNa NMOMPYIOWMX NO3ULMIA
B KOSIMYECTBEHHOM U KA4eCTBEHHOM BbIpa-
xerusx. JInhua Slim Extreme aesnaetca ogHown
13 Hanbonee NPoaaBaeMbIX KOCMETUHECKNX
cepun Ana noxyaeHvs B MNonbLue.

Cnepnyst HOBEMLIMM MUPOBbLIM TPEHOaM, KOM-
naHWs NpeAcTaBuna Ha pPblHKE  LUMPOKYIO
ramMmy MpOAyKTOB Ha OCHOBe Macna ApraHa,
KOTOPbIE C OFPOMHbBIM UHTEPECOM ObIIN NPUHS-

EXPLOSION

® —

Tbl Ha PbIHKax MHOrvx cTpaH: Argan Oil — gns
yxofa 3a Koxker nuua v Tena, Argan+Keratin
— ONs yxofa 3a Bonocamu. X1t nocneanHnx
MecsueB — HoBast cepus Argan&Vanilla, koTo-
pasa noMoxeT cospatb CrA-yxon B fomall-
HUX YCMOBUSAX, YAy4LLUasa He TOMbKO COCTOSIHME
KOXW, HO I HACTPOEHWE.

MNprHMMas BO BHUMaHWeE pasHoObpasHble noT-
pebHocTu nokynartenen, Eveline Cosmetics
B CBOEM aCCOPTUMEHTE pacnonaraeT LUMPOKNM
CMEKTPOM  MPOAYKTOB, PELEnTypbl  KOTOPbIX
OblM crneumansHo pa3paboTaHbl C y4ETOM
OCOOEHHOCTEN PbIHKOB PasdfnyHbIX PEeroHOB
mvpa. [dvHaMmn4Hoe pasBuThe HabnogaeTcs
N B 00MacTm AeKkopaTVBHOM  KOCMETUKM,
KomnaHus BBOAMT Ha PbIHOK HOBblE TYLLM
ONS pecHul, 6neckn and ryd6 1 TOHanbHble
kpembl. Eveline Cosmetics pacluvpsaet csoe
NPUCYTCTBME B CETAX M anTekax C MOMOLLbIO

o=n Oil |

MACHT
ALLUMING bt
(

\

\  [HeEHOW Kpem

s
1620 e by,

www.eveline.eu www.slimextreme.eu

cneumnansHbiX CTEHAOB, Gnarogapsd KOTopbIM
NnoTPEBUTENIO Nerye HanmTn CBOW NOOUMbIN
npoayKT. [MpenapaTthl Ana pereHepawyn HorTen
nvHuK Nail Therapy aBnstoTcs 6eCCnopHbIM
NMAEPOM B CBOEW KaTteropun ¢ Jonei 3aHu-
MaemMoro pbiHka 6onee 65%.

KomnaHvsi nOCTOSIHHO NpPeACTaBneHa Ha Hau-
6onee NPeCTMKHbIX KOCMETUYECKNX BbICTaB-
kax mupa: Cosmoprof B BonoHbK, a Takxe
[oHkoHre, Beautyworld Middle East B [y6ae
nnn InterCHARM B Mockse. Hawum npogykTbi
nonyyaloT MexayHapodHble Harpagbl, npu-
3HaHHbIe Kak camyMu MoTpedbuTeNsMu, Tak
N npodeccunoHanamn, Hanpumep: Prix de
Beaute xypHan Cosmopolitan nnv Best Beauty
Buys, npuaHaBaemas YmitatensHuamm InStyle.
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& EXHIBITION CENTRE

COSMOPROF ASIA

LAUNCHES NEW INITIATIVES
— SPOT ON BEAUTY AND BOUTIQUE

Cosmoprof Asia, the definitive beauty trade event in the Asia Pacific region, is set to open with

a diverse range of exhibitors this November.

The last edition registered impressive figures: 2,168 exhibitors from 43 countries and regions
(10% up on 2012); 76,200 sqm in exhibition space; 60,985 visitors (10% up on 2012) from
125 countries and regions of which 37,575 came from overseas and 345 trade journalists.

“Cosmoprof Asia provides a global meeting place and networking platform, and its growth over the years
confirms its leading influence in the Beauty sector,” says Duccio Campagnoli, President of BolognaFiere Group
and Cosmoprof Asia Limited. The continued growth of the show has contributed to the launch of a new

exhibition area Spot On Beauty in 2014 edition.

SPOT ON BEAUTY

The Brand New Product
Launch Platform

This new zone is a dedicated platform for innovative
finished products from professional beauty, spa and
wellness, nail care, hair, cosmetics and personal care
segments.

Many of the new companies to the show, mainly from
the Asia-Pacific region (Japan, Korea and mainland China) but
also from Europe and the United States, will be exhibiting in the
Spot On Beauty zone, which promises to unveil many brand
new, exciting and innovative products. More than 150 brands are
expected to take part covering 1,200 sgm of exhibition space.
Located at the Convention Hall at the first level of the Hong Kong
Convention & Exhibition Centre, the Spot On Beauty zone is easily
accessible from the Harbour Road main entrance. High quality
buyers will also be specially invited to Spot on Beauty and be
amongst the first to view these new products.

“This exclusive zone offers exhibitors the chance to showcase
their latest innovations to influential retail buyers and distributors
in the region,” says Michael Duck, Executive Vice President,
UBM Asia Ltd.

BOUTIQUE

Beauty Sampling Shop

The Spot On Beauty zone will be complemented by
a conceptual project called “BOUTIQUE”. This ‘beauty shop’ wiill
feature deluxe travel-sized samples from selected exhibitors.
All attendees of Cosmoprof Asia will be invited to choose from
a mix of beauty samples in a personalised gift package, the proceeds of
which will go to a local charity, the Hong Kong Breast Cancer Foundation.

“The Hong Kong Breast Cancer Foundation is pleased to be chosen as
the charity beneficiary of Cosmoprof Asia’s inaugural BOUTIQUE.
The generous support of individuals and organisations is essential to
enable the Hong Kong Breast Cancer Foundation to carry out its mission
of eliminating the threat of breast cancer through education, support and
research and advocacy. We sincerely thank Cosmoprof Asia and all
contributors for supporting our efforts,” a spokesperson of the Hong Kong
Breast Cancer Foundation said.

Cosmoprof Asia 2014 will be held in Hong Kong from
12-14 November at the Hong Kong Convention & Exhibition
Centre. Trade visitors who register before 17 October will gain free
admission to the fair.
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A NEW WORLD FOR BEAUTY

BOLOGNA LAS VEGAS HONG KONG
Sales Office Asia Pacific: UBM Asia Ltd - Hong Kong - ph. +852.2827.6211 - fax +852.3749.7345 - cosmasia-hk@ubm.com |  Organiser - Cosmoprof Asia Ltd
Sales Office Europe, Africa, Middle East, The Americas: BolognaFiere spa - Bologna - Italy - ph. +39.051.28.28.48 - fax +39.051.63.74,022 - .
international@bolognafiere.it | Marketing and Promotion: SoGeCos spa - BolognaFiere Group - Milan - Haly - ph. +39.02.796.420 - d,,ﬁ MBOIOQI'IO
fax +39.02.795.036 - sogecos@cosmoprof.it UBM Fiere

PARTNER IN POLAND - POLCHARM, ANNA GODEK, mail: info@polcharm.com.pl, phone: +48 502 22 90 90
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25 years with success

T_he secret is
a family business

Bielenda, one of the best known Polish cosmetic brands, is
celebrating its double anniversary this year. We are talking with
Jacek Bielenda - the vice president of Bielenda Natural Cosmetics
and the CEO of Bielenda Professional - about the beginnings of the
brand and its development on Polish and foreign markets.

This year you are celebrating the 25th anniversary of the company and the 10th
birthday of your professional brand. What were the beginnings of your company?
Bielenda is a family company. It was set by my mother, who made her dream
about her own cosmetic brand come true thanks to her knowledge, experience
and toughness. The company was started in a groundbreaking moment for
Poland — a hard one but very developing as well. Today the 25th anniversary can
be celebrated as a huge success of our cosmetics. This is the common work of
its creator and all of the people who are building the strength of Bielenda brand.
| am glad that this success is making our position on international markets
stronger.

The company was set in the times that were not very friendly for entrepreneurs.
What was your biggest problem then?

The beginnings are always hard for every company. When we were setting
Bielenda — we met with the lack of sources, technologies, machines and good
quality packaging. We had to prepare everything by ourselves and to be
responsible for everything. After some time, thanks to our new employees, some
more experience and technological achievements we could start the dynamic
development.

After 15 years of existing you decided to create a cosmetic line for professionals,
which is already 10 years old. What was the factor that convinced the company
to such a step?

Having a strong position on the retail market we decided to create a brand for
professionals. All the more that our products had already gained trust among the
consumers. The beginning were not very easy, though. For some time we were
even thinking about closing this project and focusing only on a retail brand.
Thanks to our toughness and hard work we succeeded in penetrating the
competitive market with our new products. The most important for us was
the third year of our activity, when the professional line was awarded with
the position, that we were hoping to get in this time.

You can say, that the professional line is your original contribution into
the family business...

Yes, | treat the development of the professional line very personally. Since the
beginning | have been occupying with introducing the products: deciding about
the ingredients, formulations, scents, packaging. | have been creating the
marketing and sales strategies, using the previous experience of the company.
But it was not so easy all the time — as in every business we enjoy our successes
but also get wiser out of our fails.

Does managing a family business gives you more directorship opportunities
and allow to react to new market trends quickly?

The way our company works, the decision making process and the hierarchy
structure does not differ from even a big cosmetic concern. One of our biggest
advantages is the possibility of quick decision making process and fast reacting
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JACEK BIELENDA

- the vice president
of Bielenda Natural Cosmetics
and the CEO of Bielenda Professional

to market trends. | make the strategic decisions together with my brother, but
each one of us has his own team, which is responsible for the tasks which we
set together. It gives us considerable flexibility and allows to implement
the necessary changes quicker.

Where do you get the inspirations for using new technologies? The full name
of your company is Bielenda Natural Cosmetics, but you do not limit yourselves
to the nature. ..

The experts from our laboratory are looking for new inspirations all over the
world. They bring them to our laboratory and then they check, test, create
formulations and they are up to date with novelties and trends thanks to taking
part in congresses and international fairs.

What is the secret of your brand success? What is your biggest advantage?

The biggest advantage of Bielenda cosmetics is their efficacy and naturalness.
We know how to join effectively the newest achievements of biotechnologies
with the sources of nature. We are searching for new substances — unique and
trailblazing ones. Our advantage is creating new formulations and cosmetic
procedures, in which we implement the newest cosmetic solutions. Many times
we were appointing trends on Polish market — just like in case of the original use
of plant stem cells or argan oil.

Is there any particular product or line, which you are especially proud of?

The consumers appreciate our natural solutions and we are glad to see that.
Implementing biotechnologies and innovative formulations we can offer the
higher level of care, which is gaining more and more interest now. Globally it is
very hard to indicate particular cosmetics that are popular in all countries,
because our consumers’ preferences are varied. Although our strongest retail
lines are: Celebrity Collection, Liquid Crystal Biotechnology 7D, Laser Xtreme.
Among the professional cosmetics we distinguish the lines: Laser Lifting
Program, Aqua — Porin Ultra Effect, Eye Lift Program, Body Shaping Program
or Raspberry Body Program.

There is no success without taking care of quality. How do you do that?
Bielenda pays special attenton to export development. We are trying to look
to the future, forecast the economic situation, currency fluctuation and
implement wise expenses managing system. Thanks to reasonable policy the
export of our cosmetics is considerably growing year by year. We consider the
eastern market as a long-range one, therefore we are constantly investing
in broading the opportunities of distribution in this region. The foreign
consumers appreciate the positive aspects of our cosmetics, which have been
already noticed by Polish clients — the innovativity, high efficacy, the natural
character and the modern design of our packaging. Cosmetic sales on foreign
markets demands from us only to adapt the language of the label. We do not
modify the recipes for export purpose, because our cosmetics comply with
all strict requirements. This is what stands for the quality policy and management
in our company.

You are present on the most important exhibitions in the world so
| would like to ask you some questions about the export. What are your
plans for the nearest future and which markets are priority for you.

Since long time we have been strengthening our recognizability and investing in
our brand development on eastern and Asian markets. We have been observing
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a growing interest of our products and we can see a huge potential
in developing our distribution network with further countries and regions.
The high quality of Bielenda cosmetics is being appreciated all over the
world. The export department of our company is in charge of the
international sales and our brand is being promoted among others at
prestigious cosmetic fairs in Bologne, Hong Kong, Dubai, Zagreb or Moscow.

What is the future of cosmetic companies? What is going to be
the condition of Bielenda like in five years' ime? And what is the biggest
threat for your partnership?

We believe in the idea of thinking globally and acting locally. We are fully
conscious that the development depends both on the global trends and the
specific of local markets. However | can say that Bielenda's concept of natural
care works well at every latitude and thanks to a big diversity of our products
we can meet the requirements of many consumer groups. High quality,
proved efficacy and optimal price are the most important factors allowing to
broaden the distribution and gain new customers’ attention — the explorers
or Bielenda's best care.

Dropping consumption means that the competition between cosmetic
companies is going to be tough. Are you more afraid of Polish or foreign
companies?

The competition creates the need of development. All we need to do is to
look on it in a right way. Of course the competition can also be considered
as a limitation for the development, but in most cases it stimulates a grow
up. The part that takes an advantage on this situation is a customer, who
gets a better product for a lower price. The competition on global market
is of course bigger than on the country market, but usually the rules
of achieving the advantage are in both cases the same. Consumers’ favor
is got by the products of high quality, proved efficacy and attractive price.

Many Polish cosmetic brands, including yours, were created in the 80s.
Since that time they have grown strong and developed from small
companies into big and significant entities on Polish market and abroad.
Do you think that there is still some place on the market for new brands
‘out of nowhere? Is it possible in the year 2014 to start and develop in the
way that was possible 25 years ago?

The chances and threats for any new business depend on the situation on
the market. When we were setting the company Bielenda we could count
on different opportunities of development and we had to deal with other
contraries than nowadays. Currently what really matters are marketing
budgets for a new brand promotion. Considering such a big competition
the idea how to distinguish a new company depends either on a big
budget for promotion or on a brilliant idea for introducing a new product
on the market.

During the last 25 years the company has got many awards, distinctions
and certificates. Does any of it has a particular meaning for you?

| treasure especially these prizes that we get from the cosmetology branch
representatives. | always enjoy the awards given by such magazines as
Beauty Forum, Les Nouvelles Esthetiques or Spa Inspirations. Another
important group are the distinctions from the organizers of Polish cosmetic
fairs and congresses.

Global =
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When does BIELENDA end and JACEK BIELENDA start?

If so — it is rather a weekend time, when | have some spare time. | spend it with
my family or on a dirtbike, which is my passion. | even take a chance to take part
in some competitions.

There are some legends of what you have in your garage...

| am a big fan of motorization, especially of motorcycles. | have a few models
that I'am particularly proud of. However | like to change the machines quite often
and test new ones. My passion is riding — not spending the time in a garage.

How many hours a day do you work?

| try to get a work-life balance. My business activity is important for me — but
it is also connected with huge responsibility. The decisions that | make have an
influence not only on my life, but also on the whole team in my company.
Together we try to work out the mechanisms of running tasks, in which every
employee can show one's potential. | appreciate the people, who can use it
and want to develop along with Bielenda.

In 2013 Bielenda invited to the cooperation a famous Polish actress
Edyta Olszowka, who became its first ambassador. Considering professional
cosmetics this is something new on Polish market. What are the origins of such
an idea and is it the end of pioneer activities of the company?

| really appreciate the cooperation with Edyta Olszowka. This is an amazing
woman and one of the best Polish actresses. For some time we can admire her
acting in the National Theater in Warsaw — one of the best and most prestigious
stages in Poland. She has also a big sympathy and popularity as a film and series
actress. For us it was also very important that in her private life she has the same
values, that are particularly close to us and reflect the ideas characteristic for
our brand — naturalness, frankness and spontaneity. She is credible in what she
does and she takes care of keeping the balance between her acting ambitions
and life passions.

Last year Bielenda Professional organized the competition Beautitian of the Year
for the first time. It gained such a big interest among the people from the branch,
that this year you are planning its second edition.

The Beautician of the Year is the only one competition in Poland which
appreciates professionals for their knowledge and skills. We want to award the
best experts, who distinguish themselves with talent, have practical skills and can
work with other people. We want the winner to promote in the best way the
image of beautician and represent the experts in professional care. The last year
edition made us sure that the branch has appreciated our initiative and
responded positively for our invitation to this project.

Now please, tell us what Bielenda brand is going to surprise us with
in its jubilee year?

For this year we have a very ambitious plan. We want to introduce actively the
product lines, which highlight themselves with innovation and advanced
formulations. We want to be the first and create new trends. We want to succeed
in achieving these aims thanks to e.g. the line Laser Lifting Program (lifting
treatment joining the advantages of cosmetic formulations and aesthetic
technologies) or the series that is just being introduced — Global Anti-Aging
Program, which uses the factors of cells growing.

Thank you very much for the interview. Ewa Trzcifska
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Visit Polish exhibitors at

COSMOPROF ASIA
HONG KONG
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POLAND

the organizer of Polish national Pavilion

polcharm Anna Godek

reporter www.polcharm.com.pl info@polcharm.com.pl

ARKANA

v

ARKANA

Rodakowskiego 13
51-637 WROCLAW

POLAND
Phone: +48 71794 5559
Fax: +48717351672

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

ARKANA - a Polish modern brand of cosmetics.
It follows newest biochemical frends in cosmetology.
In professional care ARKANA recommends freatments
activating natural self-renewal processes such as
micro-needle therapies, acid exfoliation, refinol,
peptides therapy. ARKANA products are perfect for
demanding customers. Proper concentration of
active substances guarantees products of the highest
effectiveness. ARKANA uses a modern system of
recommending professional freatments and home
care promoting computer skin diagnosis. The analyser
examines skin needs, diagnoses problems and offers
ready solutions.

.
LABORATORIUM

AVA Cosmetic Laboratory

Dabrowiecka 3
05-430 STARA WIES

POLAND
Phone/Fax: +48 226131617
e-mail: biuro@ava-laboratorium.pl

www.ava-laboratorium.pl

AVA® Cosmetic Laboratory has been constantly
active on the Polish market since 1961 and specializes
in production of skin care cosmetics for face and
body. Current offer includes over 130 retail cosmetics
and over 90 professional products for beauty salons.

AVA® cosmetics combine the richness of nafure and
the latest technology advances. Innovatory active
ingredients and advances formulas used by AVA®
result in exceptional effectiveness of cosmetics. Its
naturalness and organicity is proved by ECOCERT
certificates.

AVA® main assets are premium quality, tradition and
ecology.

cosmetic reporter
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BELL PPHU ELFA PHARM POLSKA e

: PHARMACY

Graniczna 79 G Skotnicka 252 a
05-410 JOZEFOW 30-394 KRAKOW
POLAND POLAND
Eho'nei : :g gg ;;Z g} gg Phone: +48 730 730 414 Krew do gk | peall]

ax: i: bell@bell I e-mail: export@elfa-pharm.pl <efoies egainiania
e-mail: beli@bell.com.p! www.elfa-pharm.pl Cranberry

export@bell.com.pl Hand and Nail Cream

b

]

E www.bell.com.pl s
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iv . . ELFA PHARM POLSKA is a cosmetics manufacturer

BELL company is a well-known Polish make-up combining the latest achievements of cosmetology

: manufacturer. Over 31 years of experience in with invigorating power of natural herbal ingredients. : :
creating various formulations, commitment to quality Al formulas contain plant-based  ingredients, Rt h':ﬁ}? ing
and flexible approach to every.CIient ensure the ecologically clean and minimum amount  of 3 1_%:'__?? \_:,4:}-'.
highest level of efficiency. In our wide range you can preservatives. They are devoid of dyes, artificial : “""‘J.‘_‘Efrgnn},
find selection of lipsficks, lip glosses, eyeshadows, substances and comply with the latest EU standards. =/
eyeliners, mascaras, powders and foundations. We take advantage of centuries-old fradition of
We also produce cosmetics under the brand herbal medicine, the proven power of plants
of customers company. enhanced with good technology.

1989

Chantal —/

CHANTAL EVELINE COSMETICS

EVELINE

CO8SMETICS

Kacka 16 Zytnia 19
05-462 WIAZOWNA 05-506 LESINOWOLA
POLAND POLAND
Phone: +48 22 612 09 25 Phone: +48 22 33458 15
o —r|_< Fax: . +48 22 789 08 03 Fax: +48 22 334 58 16
‘r-‘_' e-mcul:hqm;)g::)c::‘t%l:hqntql.com.pl e-mail: Ismles@eveline.c:om.pl
=2 www.c . . www.eveline.eu VELIE
B SHllo S
[E e EVELINE COSMETICS is one of the largest Polish e CAVIAR
SESS'U = SHAMPOG [-’? manufacturer and exporter of cosmetics. The brand = E\"’_E-';—!-‘,"-ﬂ ) | PRESTIGE
JL. O ﬁgﬁs‘f;}‘iﬁ“ Qg‘ ' ) is appreciated and purchased in more than 7 B . — =
Rernestne (/) O CHANTAL company celebrates this year its 25 years 75 countries. The dynamic development on new B CAVIARD " EVELINE |
e D L of activity. Is a leading manufacturer of high quality markets and the continued consolidation of its ) / Tk
D At O cosmetics for hair colouring, treatment, care and position worldwide is reflected in sales of over (:‘-\\'l.-\RP“ﬂ"’?-GB'
= — styling. We have launched plenty of hair cosmetics 70 million units of cosmetics annually. " —
F’_j el (L destined both for professionals hairdressers under Eveline Cosmetics owes its sales success to a properly
@) thebrand PROSALON and for final consumers selected products, marketing and trade concept.
(SESSIO Professional and VARIETE). New to the range This consists of the use of innovative technologies,
is a series of cosmetics for curly hair, refreshing series, modern design packaging, the highest quality being
volumizing powder and new hair dyes - Prosalon subject to a continuous control and quick response
Intensis Color Art. to market trends.
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LABORATORIUM KOSMETYKOW MARBA INTERNATIONAL
NATURALNYCH FARMONA SP.Z 0.0.

SP.Z O.0. Glogowska 10 a
66-004 RACULA
Jugowicka 10 C POLAND
30-443 KRAKOW, POLAND Phone: + 48 68 451 23 00
S04 : Phone: +48 12 2527000 e-mail: office@emarba.com
CEULE] Fax: +48 12 2527001 www.emarba.com
@FrUttl" ! . e-mail:  biuro@armona.pl

iy www.farmona.pl

A
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FARMONA is one of the Polish leading producers and
exporters of cosmetics and dermo-cosmetics
for face, body and hair care. In our offer we also have
professional cosmetics, aimed for beauty salons, spas
and skin care clinics. All Farmona's products are
based on natural ingredients and innovative recipes,
created in our laboratories in collaboration with
a team of scientists and dermatologists. High quality
of products confirm ISO and GMP cerificates.

Our products are exported to more than 30 countries
all over the world, among others USA, Saudi Arabia,
Russia and Turkey.

L\

GORGOL

SINCE 1977

FIRMA GORGOL

Kmicica 37

42-202 CZESTOCHOWA
POLAND

Phone: +48 34 3659010
Fax: +48 34 3659270
e-mail: gorgol@gorgol.pl

www.gorgol.pl

Firma GORGOL specializes in the production of high
quality FSC certified wooden hair brushes for both
professional and personal applications. Our 35 years
production experience allows the company fo offer
products of exceptional quality, durability and style.
Added to which the products are of European origin
and our competitive prices combine to offer you and
your customers a great product at a great price.

www.cosmeticreporter.com

THE MARBA INTERNATIONAL company has been
operating since 2007. From the very beginning we
have focused on the production activity. In Poland
we possess the first factory producing detergents in
tablets. Thanks to many analyses, expert opinions, the
work of our chemists and engineers, the quality of the
tablets is being kept on the highest international level.
The final result is confirmed by the large number of the
safisfied customers. We manufacture the detergents
under the Private Label according to our own formula
as well as entfrusted by the client.

EmiNCER

Pharma

MINCER

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 Argan oll,
Marula Oil, Hyaluronic acid or Botulinum toxin.

We have own packaging manufacture and all our
jars have a unique dosage system, which protects the
products from external factors. This guarantees more
hygienic and economic usage. Our creams are
known in many countries in Europe, Asia, Middle East
and North America.

R OF MARULA
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MOLLON

PRO

PRi SSIONAL

MOLLON COSMETICS

Geodetow 31 A

05-500 PIASECZNO JOZEFOSLAW
POLAND

Phone: + 4822 750 53 03

Fax: +48 2221117 63

e-mail:  info@molloncosmetics.com oy | 2 | I' a nti h a i r | OS S treat m e nt

www.mollonpro.com

air in the hair papilla

5 hair loss
Mollon Cosmetics, being the member of group | . ishing nghtening hair bulbs
of companies, specializes in professional products | “ . =
for manicure and pedicure styling and nail care '
under Mollon PRO brand.
While creating our products we comply with new
technologies and cosmetic trends in the field of
quality and innovativeness. The production of our
products is conducted according to inspected
standards using modern technological lines.
The history of our brand is related to the legendary
French tfown Mollon.

SALON § PROSALON

N Kacka 16
05-462 WIAZOWNA
POLAND
Phone: +48 22 612 09 25
Fax: +48 22 789 08 03
e-mail: exportl@chantal.com.pl

; ; www.prosalon.eu
Iniensis

| — . .

E oolor - |'Il|]'.|'.':|- .

: OrT PROSALON by Chantal means high quality cosmetics L x

i for hair colouring, care, freatment and styling

E destined exclusively for professionals (hairdressers).

: G PROSALON INTENSIS extends our offer with a series of Visit us

1 g cosmetics for hair moisturizing, enlarging its volume . ERUM DO WEOSOW 26 S ONNGSCIA DO WYPADANA : H
—— | K and colour protecting. We offer also hair cure at interCHARM
PERMANENT 8 complexes under our sub-brand PROSALON MED. o g hall 13, stand 13 D18
COLOUR CREAM & . . . . .
% = N New to the range is a series of cosmetics for curly hair, &

il refreshing series, volumizing powder and new hair k -

i dyes - Prosalon Intensis Color Art. ! COSMOPROF ASIA
We run the hairdressing academy of our own where stand 1E-K5B

we organize various courses and master classes.

CHANTAL ul. WspéIna 1e 05-462 DUCHNOW ¢ POLAND e Phone: + 48 22 612 08 53 * e-mail: export@chantal.com.pl *« www.chantal.com.pl ¢ www.prosalon.eu
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EKSPORTOWA
STATYSTYKA

Wedtug wstepnych danych GUS, wartos¢
eksportu towaréw z Polski w | pétroczu br.
osiggneta 80 mld EUR, czyli byta wyzsza
0 5,4% niz w analogicznym okresie
ubiegtego roku.

W okresie styczen-czerwiec br.
zdecydowanie lepsze wyniki osiagnieto

w wymianie z rynkami rozwinigtymi
gospodarczo, gdzie eksport wzrdst o 7,2%,
przekraczajac poziom 66,9 mid EUR.
Nieco wolniej niz przecietnie (4. o 3,6%,
do blisko 11,2 mld EUR) zwiekszyt sie
eksport wyrobow przemystu chemicznego
stanowiacych drugg pod wzgledem
wartosci obrotéw grupe w polskim handlu
zagranicznym (w tym olejkow eterycznych,
rezinoidéw, preparatow perfumeryjnych,
kosmetycznych, toaletowych

— 0 3,8%, do prawie 1,1 mld EUR))
Prognozowane przetamanie recesji

w strefie euro (ktora jest odbiorcg ponad
pofowy polskiego eksportu), przetozy sie,
w ocenie MG, na ozywienie wymiany
handlowej z zagranica. Przewiduije sie,

ze w 2014 roku eksport wzrosnie o 9%,
do poziomu ok. 168,9 mld EUR.

DROGERIE NATURA
W NOWYCH REKACH

Nalezaca do Grupy Pelion Spoétka CEPD N.V.
czeka na zgode UOKIK na przejecie drogerii
Natura. Spdtka planuje poszerzenie oferty
produktdw i wzmocnienie kooperacji

z dostawcami.

Wkrétce ma by¢ takze opracowana nowa
strategia rozwoju sieci na najblizsze lata.

PRZEMYSt KOSMETYCZNY
W EUROPIE
(DANE COSMETICS EUROPE)

Branza kosmetyczna jest bezposrednim

lub posrednim pracodawca dla okoto

1,5 miliona osob, sprzedaje kazdego roku
okoto 5 milionéw sztuk produktow
kosmetycznych. Przecietny konsument
wydaje na kosmetyki tyle samo co na chleb.
Europejski przemyst kosmetyczny stanowi
1/3 tej branzy na Swiecie.

Sprzedaz kosmetykow krajéw nalezacych

do Unii (28 plus Norwegia i Szwaijcaria)
osiagneta w 2013 roku warto$¢ 72 mld euro,
a europejski export kosmetykdw wyniost

w tym samym okresie 36,2 mid euro.

cosmetic reporter  X-XI-XIl 2014

Trwa nabdr na targi Cosmoprof i Cosmopack 2015. Naszymi wystawcami

w pieciu pawilonach tematycznych na powierzchni bliskiej 1000 m? beda:
ADOS, ARKANA, AVA, BELL, BIOGENED, CM MICHEL, COLORIS,
COMBINATH, DANPOL, DOLOWY PT, ELFA PHARM, EVELINE, FARMONA,
FIRMA GORGOL, FIRMA MATT, GRAFPOL, I.M.P.A., INVEX REMEDIES,
IZA HAIRPINS, KAJ, LARA, LA RIVE, MINCER PHARMA, MOLLON,
NEWECO, NOBLE HEALTH, PHARMA C FOOD, PHENICOPTERE,
PHENOME, POLIPACK, POLITECH, PROSALON, SERPOL, TISOFT,

TORF, VENITA, V. LABORATORIES, ZIGLER POLSKA

Zapraszamy i Panstwal!

KOSMETYKA KOLOROWA

w Holandii

Makijaz to fatwy i niezbyt kosztowny sposdb
na poprawienie wygladu (tanszy niz zakup
nowego ubrania czy wizyta u fryzjera), stad
tez mimo spowolnienia gospodarczego

ten segment branzy kosmetycznej odnotowat
w Holandii 2% wzrost. Liderem rynku jest
L'Oréal, ktdrego udzialy w holenderskim rynku
wynoszg 20% (wartosciowo).

w Iranie

Wg danych Euromonitora Iran zamieszkuje
ponad 15 min kobiet w wieku 15-39 lat.

Sa one potencjalnym odbiorca kosmetyki
kolorowej. Rozluznienie norm religijnych,
dostep do telewizji satelitarnej i internetu,
popularyzacja zachodniego stylu zycia
sprawiajg, ze coraz wiecej iranskich kobiet
uzywa na co dzien kosmetykéw do makijazu.
W zwiazku z tym perspektywy dla tego

segmentu rynku w Iranie sg bardzo obiecujace.

Poprawa dostepnosci, udoskonalenie sieci
dystrybucji powinny przynies¢ w najblizszych
latach znaczacy wzrost sprzedazy kosmetyki
dekoracyjnej. Niestety wigkszos¢ tej kosmetyki
dostaje sie na rynek iranski nielegalng droga
z Chin, Korei Potudniowej i Turcji.

Wg danych Euromonitora perspektywy

dla rozwoju rynku kosmetycznego w lIranie

sa duze, szczegolnie po redukgji sankgji
natozonych uprzednio na ten kraj.

DEZODORANTY
w Rosji

Z roku na rok rosnie w Rosji poziom higieny,
a jej mieszkancy coraz wiecej uwagi
poswigcaja wygladowi, a co za tym idzie
pragna czu¢ sie $wiezo. Jest to szczegolnie
istotne w duzych miastach, gdzie koniecznos¢
ciagtego obcowania z duzg iloscig 0sob,
zmusza do zwiekszenia dbatosci o ciato.
Poczatkowo za najlepszy kosmetyk uwazany
byt po prostu prysznic. Obecnie promocja
zdrowego trybu zycia i wigzaca sie z tym
popularnos¢ uprawiania sportu, spowodowaty
zwiekszenie sprzedazy dezodorantow.
Liderem tej kategorii jest Unilever Rosja,
majacy wyrobiona renome i dobrze
zorganizowang dystrybucje. Wedtug
ekspertéw kategoria dezodorantéw ma
perspektywe rownomiernego wzrostu
ilosciowego w ciagu najblizszych kilku lat.
Warto$ciowo wzrost moze zosta¢ zahamowany
przez unowoczesnienie form sprzedazy

i czeste redukcje cen.

info@polcharm.com.pl

w Belgii

Dla kategorii dezodorantéw poprzedni rok

byt w Belgii rozczarowujacy. Wptyw na to

miat m.in. brak innowacyjnych rozwiazan

w tym segmencie, ograniczenie budzetdéw
reklamowych a takze utrzymujaca sie

w pierwszym potroczu brzydka pogoda.
Liderem, podobnie jak w Rosji byt Unilever,
ktérego udziaty wartosciowe w belgijskim
rynku wynosza 40% (dane Euromonitora).
Najpopularniejsze marki to Axe, Rexona i Dove.

w Norwegii

Organizacja The Norwegian Food Safety Autority
przestrzega konsumentéw przed codziennym
stosowaniem antyperspirantdw, ktdre sa zrodtem
przenikania do skory niebezpiecznego dla
organizmu aluminium. W 2013 roku
przeprowadzono wiele testow sprawdzajacych
czy nie zawierajace aluminium dezodoranty
spetniaja swoja funkgje. Kilka z takich produktow
jest dos¢ popularnych na rynku, ale na razie

nie sa one szczegolnie reklamowane.

Spedjalisci maja nadzieje, ze najblizsze lata
przyniosa nowe technologiczne rozwiazania,
pozwalajace na rozwdj tego rodzaju
dezodorantéw. Na razie liderem kategorii
dezodorantow jest rodzima, norweska firma
Lilleborg AS, z 34% udziatami w rynku, ktora

w ubieglym roku odnotowata 2% wzrost
sprzedazy. Firma dziata zgodnie z zaplanowanym
programem innowacyjnym, starajac sie
poprawiac jakos¢ i dystrybucje swoich
produktéw zgodnie ze zmieniajacymi sie
wymaganiami konsumentdow.

Wedtug prognoz specjalistow na rynku
norweskim bedzie wzrastac¢ popularnos¢
dezodorantow zawierajacych wigcej naturalnych
komponentdw i pozbawionych kompozycji
zapachowych, ktdre czesto wywotuja alergie.

w Brazylii

Kategoria dezodorantéw miata sie¢ w 2013 roku
w Brazylii bardzo dobrze i wg danych
Euromonitora odnotowata 23% wzrost,

a dezodoranty w spray'u osiagnely nawet
wyzszy bo az 35% wzrost.

Liderem jest Unilever Brazylia posiadajacy
39% udziatow w rynku. Najwigksza
popularnoscig ciesza sie wsrod klientow
marki Axe, Dove i Rexona.

Unilever mocno zainwestowat w marketing
swoich produktow na rynku Brazylii.
Wprowadzit takze szereg nowych
produktow jak chocby Axe Peace.

Wg ekspertéw kategoria dezodorantéw
bedzie rosta szybko do 2018 roku.

www.cosmeticreporter.com
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KOSMETYKI' W APTECE
UKRAINA

Wg informadji zamieszczonych na stronie
www.apteka.ua w pierwszym potroczu 2014 r.
apteczna sprzedaz kosmetykow osiagneta
wartos¢ 784 min. hrywien, co oznacza wzrost
0 11,7% w stosunku do analogicznego okresu
ubiegtego roku. Jednak w wyrazeniu ilosciowym
nastapit lekki spadek sprzedazy (o 2,8%).
Prawie nie zmienit sie wartosciowy stosunek
sprzedanych kosmetykéw zagranicznych

do sprzedanych kosmetykow rodzimej
produkcji — 68/32.

KOSMETYKI W FORMIE
PRODUKTOW SPOZYWCZYCH
— NIEBEZPIECZNE!

Wiadze Portugalii przypomniaty producentom,

o koniecznodci przestrzegania przepisow
zabraniajacych wytwarzania ,niejadalnych”
produktow o formie, kolorze i zapachu
przypominajacym wyroby spozywcze.

Wg danych statystycznych w 2013 roku
pogotowie byto wzywane 12 tys.razy do dzieci,
ktore zjadty odswiezacze powietrza, mydta i inne
srodki chemii gospodarczej, kidre miaty forme
znanych produktéw do jedzenia. W zwiazku

Z tg sytuacja wtadze Portugalii zaostrzyly kontrole,
majac nadzieje na usuniecie z rynku kosmetykow
przypominajacych ciastka, cukierki czy owoce.

Z rynku momentalnie zniknety mydta o zapachu
kakao i formie udajacej tabliczke czekolady, a takze
odswiezacze w ksztalcie ciastek. Niestety produkty
te nadal znajduja sie w handlu internetowym.

GRANATY Z PERU

W ostatnim okresie znaczaco, bo az o prawie
580 wzrdst eksport peruwianskich owocow
granatu. Azja, Bliski Wschod i Europa to gtdwni
odbiorcy tego cennego owocu. Wyciag z owocdw
granatu jest bardzo cennym surowcem
kosmetycznym, farmaceutycznym i spozywczym,
zawiera bowiem szereg polifenoli i antocyjanidyny,
ktdre wg ocen specjalistow zawieraja wiecej
antyoksydantdw niz czerwone wino czy zielona
herbata. Koreanscy naukowcy z Hallym University
twierdza, ze kwas elagowy z owocow granatu,
jako silny antyutleniacz, zapobiega utracie kolagenu
przez komérki skory, co skutkuje spowolnieniem
powstawania zmarszczek. Kwas ten wspomaga
takze dziatanie ukfadu odpornosciowego,
poprawiajac jego zdolnos¢ do niszczenia
mikroorganizméw chorobotwérczych, pasozytdw.

Aktualne badania wskazuja rowniez, ze ekstrakt
granatow moze takze chronic¢ skore przed
szkodliwym dziataniem promieni stonecznych.
L'Oréal kupuje brazylijska firme wtosowa

Brazylia jest jednym z najlepiej rozwijajacych sie
rynkow kosmetycznych, szczegolnie dotyczy

to sektora wtosowego, ktdry jest jednym

z najwiekszych na $wiecie. Nie dziwi wiec wcale,
7e tak potezny koncern jak L'Oréal chce
wzmocni¢ swa obecnos¢ w tym kraju

inwestujac w dofaczenie do swej grupy,
istniejacej na brazylijskim rynku od 1981 rokuy,
firmy Niely Cosmetics, ktora jest znana przede
wszystkim z marek Cor&Ton do koloryzacji wiosow
i Niely Gold obejmujacej szampony i inne $rodki
do pielegnacji wtosow. Firma ma dobrze rozwinieta
dystrybucje w catym kraju (supermarkety, sieci
drogerii, apteki) a dzieki przystepnym cenom jest
dostepna dla klasy $redniej. Brazylijski producent
zyska dzieki potaczeniu sie z L'Oréalem zaplecze
badawcze i marketingowe.

L'Oréal jest obecny w Brazylii od ponad 50 lat

i zainwestowat prawie 30 min euro w centrum
badawczo-rozwojowe w Rio de Janerio.

REWOLUCIA ,
W PROSTOWANIU WEOSOW

Innowacyjne technologie i nowe produkty
rewolucjonizujg kategorie $rodkow do
prostowania wtosow i powoduja, Ze jest

ona jedna z najdynamiczniej rozwijajacych sie
kategorii wosowych, ktéra btyskawicznie reaguje
na potrzebe ,kontroli” wtoséw, m.in. ze wzgledu
na zmieniajacy sie styl zycia. W ostatnich

latach znaczaco wzrosta liczba konsumentdw
pragnacych w pefni kontrolowac stylizacje wlosow.
Dotyczy krajow europejskich, ale takze
potudniowoamerykanskich, afrykanskich,
azjatyckich. Nowe serie do prostowania

i wygtadzania wtosdw opracowuje sie dla wiosow
typu African, American, Caucasian, Hispanic.

W Brazylii ta kategoria jest najwieksza na swiecie,
w Chinach znajduje sie w pierwszej trdjce.
Minely juz czasy kiedy jeden rodzaj produktu
wiosowego zaspokoi wymagania klientéw

0 bardzo réznych typach wtoséw i z tym musza
sie liczy¢ wszyscy producenci, pragnacy osiagnac
sukces w sprzedazy srodkdw z tej kategorii.

WEOSOWY LIDER

Najpopulamiejsza firma wlosowa w Norwegii

jest L'Oréal, ktory posiada wg danych Euromonitora
299% udziatu w rynku. Francuski koncern

dominuje w wigkszosci kategorii wiosowych.

Pozostali kluczowi gracze tacy jak Wella

czy Schwarzkopf stanowig silng konkurencje,
szybko wdrazajac podobne do L'Oréal’a
innowacyjne produkty. Rocznie w Norwegii
wprowadza sie okoto 100 innowacyjnych

lub unowoczesnionych produktow wiosowych,
gdyz jej mieszkancy ciagle oczekuja coraz lepszych
produktow. Norwescy konsumenci sg doskonale
poinformowani o skfadnikach uzywanych
kosmetykéw, dlatego tez produkty wolne

od alergizujacych czy mogacych prowadzi¢

do zaburzen endokrynologicznych komponentow,
zyskuja natychmiastowa popularnosc.

Obecnie topowym produktem do wtosow

sg oleje (w tym wprowadzony niedawno

przez L'Or L'Oréal Elseve Extraordinary oil).

NAUKOWCY OPRACOWUJA
LAKIER, KTORY BEDZIE
DETEKTOREM PIGUEKI GWAETU

Uniwersytet w Pétnocnej Karolinie podejmuje
préby uruchomienia produkgji lakieru do paznokdi,
dzieki ktéremu mozna bedzie fatwo stwierdzi¢
obecnos¢ Rohypnolu i GHB (kwas gamma-
-hydroksymastowy) w drinku. Wystarczy

dyskretnie umoczy¢ polakierowany paznokie¢

w napoju i jesli zmieni on kolor bedzie to
Swiadczyto o obecnosci niebezpiecznych substanciji.
Nowa technologia powinna odstraszy¢
ewentualnych chetnych do dodawania narkotykéw
towarzyszacych gwattom do napojow, gdyz grozi¢
im bedzie natychmiastowe zatrzymanie.

Nowa metoda sprawdzania drinkéw jest poza tym
mniej rzucajaca sie w oczy niz sprawdzanie

za pomoca specjalnych paskow chemicznych.

TAURYNA
NIE TYLKO W NAPOJACH

Badania rynkowe wykazaly, ze prawie 40%
Brytyjczykow cierpi na niedobdr snu i poszukuje
innych niz kawa czy napoje energetyczne srodkdw
pobudzajacych. Takim nowym rozwigzaniem moga
by¢ kosmetyki i srodki higieny zawierajace tauryne,
aminokwas stosowany w napojach energetycznych.
Rosyjska marka ROCS, specjalizujaca sie pielegnadji
jamy ustnej, ma zamiar zastosowac tauryne

w swoich pastach do zebdw.

Inne firmy zaczely wprowadzac te substancje

do zeli pod prysznic, szamponoéw a takze do
kremow przeciwstarzeniowych.

Wydaje sie, ze sktadniki energetyzujace zaczna
coraz $mielej trafia¢ do przemystu kosmetycznego,
a eksperci prognozuja szybki rozwdj tej kategorii
produktdw.

T————

ARKANA

ARKANA
Reti Fusion Rich
. Cream

Visit us
at COSMOPROF ASIA
stand 1E-K5E

ARKANA — a Polish modern brand of profes-
sional cosmetics. It follows the latest biochemical
and physiological trends in cosmetology, which
aim at restoring and keeping balance in the skin. It
works in two ways: on the one hand, it protects
the skin against disorders and negative impact of
external and internal factors by proper moisturi-
sing, and on the other hand, it prevents ageing

processes at molecular level. In professional care
Avkana recommends treatments activating natural
self-renewal processes, such as micro-needle the-
rapies and acid exfoliation. Arkana products are
perfect for demanding customers who appreciate
the effectiveness of offered cosmetics and treat-
ments. High concentration of active ingredients
guarantees products of highest effectiveness at

SHIKIMIC THERAPY

COMPUTER
SKIN' ANALYSER

SKIN DIAGNOSIS IN 5 MINUTES

COSMETICS AND TREATMENT
RECOMMENDATION

CUSTOMIZED PROGRAMMING
FOR OWN BRAND

a reasonable price. Arkana uses a modern sys-
tem of recommending professional treatments
and home care routines promoting computer
skin analysis created by the team of specialists
working for Arkana and Beauty of Science. The
analyser examines skin needs at six levels, dia-
gnoses problems and offers ready solutions. We
are looking forward to cooperating with youl

i INNOVATIVE ARKANA L Emcecin e e
www.arkana.pl EEONOMY i v Lo S contact: export(@arkana. pl

www.cosmeticreporter.com

Project co-financed by the Evrapean Regiomal Development Fumi umder the Opverasional Prograwee innovative Economy
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Obecny problem producentéw kosmetykéw to uzywanie
adekwatnych konserwantéw a jednoczesnie podazanie za
najnowszymi trendami na rynku. Z powodu ogdlnej
dezinformacji wsréd spoteczenstwa oraz ogélnego
ztlego PR konserwantéw chemicy musza weciaz szukac
nowych rozwiazan.

ZAKAZANE SUBSTANCIE

W 2013 Komitet Naukowy Cosmetics Europe — organizacji reprezentujacej
interesy ponad 4 tys. firm kosmetycznych w Europie — zarekomendowat branzy
kosmetycznej  wycofanie  metyloizotiazolinonu  (MIT)  z kosmetykdw
niesptukiwanych (ktére pozostajg na skérze w postaci kremdw i balsamdw)
i ograniczenie do 15 ppm w produktach, ktére sa sptukiwane (szampony, zele
pod prysznic). To powinno spowodowa¢ znaczny spadek uczulen na ten sktadnik.
Nie jest to jednak proste, poniewaz producentom zaczyna brakowac substangji
konserwujacych, ktore mogliby wykorzystywa¢ w kosmetykach. Cata nadzieja
w firmach surowcowych, ktére pracuja nad innowacyjnymi substancjami
konserwujacymi. Branza prébuje sobie rowniez radzi¢, wdrazajac inne niz
konserwanty elementy konserwujace, jak chociazby specjalne opakowania
czy substancje wspomagajace. Coraz odwazniej zaczyna sie tez mowic
o powrocie do parabendw.

MNIEJ ZNACZY WIECEJ

Punktem wyjécia powinno by¢ spojrzenie na obecnie dostepne konserwanty
o0 udowodnionej skutecznosci i przebadanie czy moga one byc¢ bardziej skuteczne,
a co za tym idzie — czy moga by¢ dodawane do kosmetykéw w mniejszych
ilosciach. To moze zostac osiagniete poprzez lepsze rozpuszczanie w fazie wodnej
lub tez poprzez znalezienie materiatow, ktdre dziataja na zasadzie synergii.
Methylparaben posiada szerokie spektrum dziatania antybakteryjnego. Aktywnos¢
parabendw wzrasta wprost proporcjonalnie do dtugosci tancucha alkilowego,
jednakze ich rozpuszczalnos¢ w wodzie jest odwrotnie proporcjonalna do diugosci
tancucha alkilowego. Nawet methylparaben jest rozpuszczalny jedynie w 0,25%
w wodzie, co jest bardzo bliskie do jego dolnego limitu efektywnej koncentracji,
a jesli obecne oleje, to jego wspotczynnik rozpadu bedzie oznaczat migracje
w kierunku fazy olejowej. Poprzez dodanie 0,02% propylparabenu do emulsji
methylparaben jest utrzymywany w fazie wodne;j.
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Opracowanie Adriana Jakubowska

1rédlo: SPC Soap, Perfumery & Cosmetics

Konserwan
w kosmetykach

Taki stan rzeczy wyjasnia konieczno$¢ stosowania dwéch parabendw
w jednej formule.

Glikol propylenowy jest znany z podwyzszania aktywnosci wiekszosci
konserwantow, ale takze wystepuje samodzielnie jako konserwant
przeciwko wigkszosci szczepow bakterii na poziomie 10%. Jest znany
jako wspdtrozpuszczalnik. Badania pokazaly, ze 2% koncentracja
glikolu propylenowego pozwala na zminimalizowanie koncentradji
methylparabenu z poziomu 0,18% do 0,1%.

Methylparaben jest rozpuszczalny w okoto 309% w/v w etanolu, ktdry
z kolei moze zepsu¢ emulsje. Jest natomiast efektywnym
konserwantem w 15% w/w, jesli jest rozpuszczony w wodzie.
Methylparaben jest takze rozpuszczalny w glicerynie, ale ta z kolei przy
pewnym stezeniu moze dziata¢ jako pozywienie dla mikro-
organizméw. Dzieje sie tak, poniewaz dziatanie gliceryny przeciw
mikrobom zalezy od efektu osmotycznego, a nie od jej toksycznosci.
Phenoxyethanol jest preferowanym rozpuszczalnikiem dla parabendw.
Inne materialy, ktére podnosza rozpuszczalno$¢ sa alkohol benzylowy
i ethyhexylglycerin. W potaczeniu z glikolem propylenowym czesto
wystepuja w systemach konserwujacych oferowanych jako
alternatywa dla  parabendéw z powodu ich whasciwosci
antymikrobiotycznych i rozpuszczalnosci.

Ethyhexylglycerin jest dozwolony przez legislacje Unii Europejskiej
i jest dos¢ slabym konserwantem. Dzata poprzez redukce napiecia
miedzypowierzchniowego na $ciany komarek mikroorganizmow,
podnoszac jednoczednie efektywnos¢ innych konserwantéw  poprzez
wzmozenie ich penetracji membrany komorki. Jego réwnowaga hydrofilowa
i lipofilowa (HLB) wynosi okoto 7.5. Rozpuszczalnos¢ w wodzie to 1.8g/1.
Phenoxyethanol jest dozwolony do maksymalnego poziomu 1%
i ma dziatanie bakteriobdjcze na wszystkich poziomach pH.
Jest bardzo popularnym konserwantem, a jego rozpuszczalnosc
w wodzie wynosi okoto 2.4%. Jest kompatybilny z kationowymi
i anionowymi substancjami powierzchniowo czynnymi, ale moze by¢
zdezaktywowany przez oksyetylenowane substancje powierzchniowo
czynne. Chociaz posiada szerokie spektrum dziatania, zwykle
wystepuje w kombinagji z innymi konserwantami.

Tradycyjnie byt mieszany z parabenami, ale obecnie wystepuje takze
w innych mieszankach.
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KWASY ORGANICZNE

Ponowne pojawienie sie kwaséw organicznych jako substancji
konserwujacych jest napedzone checia wyeliminowania parabendw oraz
zaleceniami Ecocertu i COSMOS. Ogolnie rzecz biorac nie posiadaja one
szerokiego zakresu aktywnosci, a ich skutecznos¢ jest zalezna od
poziomu pH. Kwas benzoesowy jest aktywny w przypadku koncentragji
na poziomie 0.1%-0.3%, ktéra jest tez limitem jego rozpuszczalnosci w
wodzie. Jego pKa wynosi 4.19 i jest nieefektywne w formutach
0 pH wyzszym niz 5.

Kolejnym populamym konserwantem jest kwas sorbowy z efektywna
koncentracja na poziomie 0.05%-0.2%. Kwas sorbowy ma podobne
wiasciwosci i problemy jak kwas benzoesowy, dlatego czesto jest
uzywany w obecnosci sorbinianu potasu. Kwas sorbowy moze by¢
stosowany przy wyzszym pH, ale mowi sig, ze jego aktywno$¢
antymikrobowa spada przy pH wyzszym niz 6.

ALTERNATYWY

Wyzwanie polegajace na potrzebie opracowania alternatywy
dla dotychczasowych konserwantow przywiodta naukowcdw do odkrycia
substancji, ktdre nie zostaty sklasyfikowane jeszcze jako $rodki
konserwujace, ale wciaz maja dziatanie antybakteryjne.

Monoestry gliceryny sa dobrym przykladem, ktéry mozna odnalez¢ w
wielu alternatywnych systemach.

Sole sodowe EDTA nie s konserwantami, ale moga prowadzic do efektu
synergii dla cafego systemu konserwujacego. Czesciowo rozpuszczaja
membrane komarki przecierajac szlak dla substandji konserwujacych.
Wiele alternatywnych konserwantéw przejawia niskie wiasciwosci
przeciwgrzybiczne. Na liscie tych dozwolonych przez UE znalazly sie
m.in. iodopropinyl butylcarbamate (IPBC) i dichlorobenzyl alkoholu.
IPBC jest wysoce efektywnym <rodkiem grzybobojczym, ktdry
jest funkcjonalny przy réznorodnym zakresie pH i temperatury.
Nie podraznia i moze byc efektywny nawet przy tak niskim poziomie
uzycia jak 15ppm.

Jednym z alternatywnych konserwantéw jest tez Nipaguard Zero
- nowa substancja opracowana przez Clariant International opartej
na Velsan S.C. (INCl: sorbitan caprylate), ktdry dziata jako wzmacniacz
wiasciwosci konserwujacych.

Clariant juz od kilku dekad oferuje pod dobrze znanymi markami: Phenonip,
Nipagin i whasnie Nipaguard rozwigzania stuzace konserwowaniu kosmetykow.
Teraz stworzyt cztery Nipaguard Zero (Nipaguard SCE, Nipaguard SCM, Nipaguard
SCP i Nipaguard SCV) do uzycia w produktach sptukiwanych oraz niesptukiwanych,
chusteczkach do demakijazu i innych.

Jak zapewnia firma, przeprowadzone badania wskazuja, ze formulatorzy, czyli
podmioty odpowiedzialne za przygotowywanie receptur preparatow, moga mie¢
zaufanie do skutecznosci tych czterech konserwantéw, gdyz dostarczaja one takich
samych efektow, jak ma to miejsce w przypadku tradycyjnych srodkéw
konserwujacych. Seria konserwantéw Nipaguard Zero oparta jest na w 100%
odnawialnym surowcu Velsan SC, ktérego zadaniem jest wzmacnianie dziatania
substancji konserwujacych. Umozliwia on ponadto stosowanie mniejszej ilosci
$rodkow  konserwujacych, tak by zapewni¢ skuteczna ochrone przeciwko
bakteriom, drozdzom i grzybom.

Wigkszos¢ kosmetykéw obecnych na rynku zawiera szereg substancji, bedacych
atrakcyjna pozywka dla mikroorganizmoéw. Zatem zachowanie czystosci
mikrobiologicznej od lat stanowi wyzwanie dla producentéw réznego rodzaju
kosmetykow. Dobér odpowiedniego $rodka konserwujacego jest zagadnieniem
waznym, lecz jednoczesnie skomplikowanym. Trzeba zwrdci¢ uwage na szereg
aspektdw  zwigzanych zaréwno z wiasciwosciami  substancji  przeciw
drobnoustrojowej, jak i specyfikq oraz innymi komponentami produktu
docelowego.

Stezenie konserwantéw oraz mato efektywne wnikanie przez skore sprawia,
ze ryzyko ich negatywnego wplywu na organizm uzytkownika jest znikome.
Jednakze, nalezy podkreslic, ze nie stanowig one sktadnikéw o dziataniu
korzystnym dla skéry. Spory problem stanowi réwniez wzrastajacy odsetek alergii
na substancje konserwujace, wynikajacy z powszechnej ich obecnodci
w srodkach do pielegnacji ciata, farmaceutykach, czy produktach spozywczych.
Nieustannie trwaja poszukiwania substancji konserwujacej efektywnej,
a jednoczednie w pelni bezpiecznej dla uzytkownikéw. Warte uwagi sa naturalne
substancje wykazujace aktywnos$¢ przeciwdrobnoustrojowa  stosowane
wkosmetykach, takie jak np. olejki eteryczne.

Bez wzgledu na dobdr systemu konserwantéw nalezy pamietac, ze srodki te
dodawane sa do kosmetykéw w celu zapobiegania kontaminacji. Jednakze
odpowiednia higiena oraz surowce z malg zawartoscia mikroorganizméw sa
najlepszym sposobem na zachowanie bezpieczenstwa mikrobiologicznego.
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Rola wtdrnego opakowania w przemysle
kosmetykow i produktow higieny osobistej stale rosnie.
Dla zabezpieczenia oraz prezentacji produktu, firmy
oczekujg, ze wzornictwo opakowan bedzie przemawiato
do klienta i pobudzafo jego zmysly. Innowacyjne firmy
rozwijaja w tej dziedzinie wielofunkcyjne opakowania,
ktore wyswietlaja tekst, mgietki perfum, odtwarzaja
muzyke lub posiadaja obrotowe podstawy.

Petter Conner, dyrektor brytyjskiej firmy Pollard
Boxes, mdwi ze klienci z przemystu kosmetycznego coraz
czesciej szukaja interakcji ze zmystami swoich klientow
poprzez grafiki i elementy dekoracyjne. Pollard Boxes bada
obecnie uzycie lakierowania metoda sitodruku aby
stworzy¢ opakowanie imitujgce w dotyku miekka
i delikatng skore, czy twarde — imitujace beton? Opisywana
technologia jest na wczesnym etapie rozwoju, natomiast
od lat jest wykorzystywana w przemysle odziezowym.
Coraz wiecej firm stara sie jednak wykorzystac te metode
w produkgji opakowan. Kluczem tej metody jest potaczenie
technik wykonczenia w taki sposob, by wtérme opakowanie
oraz sam produkt wzbudzat swoim wygladem
zainteresowanie. Ludzie chca widziec i poczu¢ opakowanie
dwoma zmystami a nie jednym. Dla przyktadu, Pollard
stworzyt skladane kartonowe opakowanie dla zestawu
prezentowego firmy Alliance Boots. Firma byla w stanie
wyswietli¢ nie tylko wizualne prezentacje réznych lakierow
do paznokci zawartych w zestawie, ale réwniez strukture
wykonczeniowa udajaca beton lub skére.

Dla firmy najwiekszym wyzwaniem jest

wykonanie opakowan po mniejszym koszcie. Conner
twierdzi, ze Pollard Boxes potrzebuje prostej konstrukgji
dla opakowan, ale pozwalajacej na zastosowanie
specjalnych efektow wykonczeniowych.
Dodawanie mgietki zapachowej jest coraz bardziej
popularne, dodaje Conner, a sama firma rozwija
opakowania nasiakniete wonia perfum. Jedna proba
zostata wykonana dla mydet. Opakowanie zawierato
zapach mydta oraz gladka grafike.

Amerykanska firma Knoll Printing and
Packaging rozwija réwniez wielokasetowe opakowania.
W pazdzierniku zesztego roku na Luxe Pack Monaco
Show firma zaprezentowata zestaw dla kobiet
od Lalique’s Luxury Satine.

Satne

LALIQUE
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INTERAKCJA

Dzialy innowacji w przemysle kosmetycznym coraz czesciej sktaniaja sie ku
opracowaniu wielofunkcyjnych opakowan wtdrnych, ktére maja za zadanie
zachwyci¢ konsumentéw i wplyna¢ na rozbudowywanie wartosci marki.

Cylindryczne opakowanie byto okryte satynowym
materiatem w kolorze biatego matu. Opakowanie
posiada mate okienko, przez ktére klient moze
zobaczy¢ butelke ze szkla krysztatowego
z lusterkami wklejonymi za szybka wewnatrz
opakowania.

- Uzywamy luster, by podkresli¢ piekno butelki ze
szkta krysztatowego. Chodzi o to aby stworzy¢
jasniejsze i zywsze opakowanie - opowiada
Florence  Dancoisne, dyrektor  sprzedazy
i marketingu w Knoll Parice Office. Buteleczka taka
tworzy dwucylindryczny ksztatt - jeden w drugim.
To pozwala klientowi obroci¢ okienko wokdt
butelki, powoduje jego  zainteresowanie
produktem i wejscie z nim w interakcje.
Perfumy zostaty wprowadzone do sprzedazy na
calym dwiecie, ale tylko kilka tysiecy butelek
na kazdy rynek krajowy, ponumerowanych tak,
by byly w sprzedazy caly rok.

Francuska firma Dapy Paris Luxury

Secondary Packaging for Fragrances rowniez
wprowadzita do produkgji techniki, ktére angazuja
zmysty klientow, a dokfadnie. stuch i dotyk.
Ponadto stosuje atrakcyjne struktury na swoich
opakowaniach. Dapy zwraca uwage, ze ostatnie
opakowanie dla Lancome dla limitowane] edycji
miniatur perfum La Vie Est Belle to pudetko
w ksztalcie kopuly z grajaca muzyka. Klienci moga
zobaczy¢ perfumy stojace na srebrnej, blyszczacej
podstawce przez krysztatowa kopute. Koputa
osadzona jest na srebrmej podstawie z materiatu
ABS. Nazwa firmy Lancome oraz nazwa perfum
jest wydrukowana na podstawie  przy
wykorzystaniu lakieru UV.
Pudetko opisywane jest przez Dapy, jako delikatny
i kaprysny zestaw, ktdry wygrywa muzyke
z reklamy perfum. Mechanizm jest uruchamiany
wysuwanym przyciskiem, a perfumy zaczynaja sie
kreci¢ w rytm muzyki.

Dapy stworzyt réwniez luksusowe pudetko
dla zapachu House of Sillage. Turystyczne pudetko,
ktére przypomina ksiazke, na oktadce ktorej jest
wyttoczone logo firmy. Jest ono udekorowane
srebrng folia oraz zwienczone wysokiej jakosci
papierowa grafika o bardzo jasnym biatym kolorze,
ktéra podkresla prestiz firmy. Pudetko zamyka sie
dzieki niewidzialnym magnesom i jest opatrzone
satynowa wstazka.

Tymczasem Goldberg Printing z Toronto
dofacza do swoich opakowan elementy
uruchamiane na dotyk. AJ Goldberg dyrektor
rozwoju  biznesu  twierdzi, ze elementy
uruchamiane dotykowo, reagujace na temperature
ciata moga stuzy¢ do odkrywania opisu produktu.
Dla przyktadu pudetko z rézem moze zawierac
opis najwazniejszych cech produktu. Taka
informacja moze pojawic¢ sie gdy klient dotknie
opakowania a informacja oraz kolor rézu ukarze sie
pod wplywem dotyku klienta. Leslie Goldberg
dyrektor firmy Goldrich dodaje, ze w zesztym roku
firma opatentowafa strukture pudetka, ktore
posiada tylko jeden punkt, przez ktéry mozna
wyja¢ lub  wiozy¢ perfumy. Dzieki temu
opakowanie wyglada lepiej a proces jego
otworzenia jest szybszy.

Goldberg dodaje ze firmy sa rowniez
zainteresowane tym by ich opakowania byly
przyjazne srodowisku. Dla przyktadu firma
wyprodukowata ekologiczna, odporna na tusta
ciecz cienkg warstwe poszycia ktora jest w petni
biodegradowalna. Poszycie opakowania
tradycyjnie zawiera polietylen przydatny do
zabezpieczenia przed przeciekami, lecz jest
zrobione z tworzywa sztucznego i nie moze by¢
recyklingowane. Goldrich ponad to stworzyt
chemiczng alternatywe dla polietylenu bazujaca na
wodzie, ktdra zapobiega olejeniu sie w bardziej
efektywny sposdb.

www.cosmeticreporter.com
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- Opakowanie wtorne jest bardzo wazne
w komunikowaniu klientowi czego moze oczekiwac
po produkcie, oraz jak bardzo jest luksusowy - mowi
Maks Parrochia, rzecznik francuskiej firmy Araidena.
Dla przykfadu firma ta stworzyta wtérne opakowanie
na dwudziesta rocznice zapachu Angel od Thierry Mugler
w Swieta Bozego Narodzenia 2012 roku. Wysokie
prostokatne pudetko jest wyciete pod katem, tak ze dwie
potowki otwieraja sie wzdiuz pudetka. W rezultacie
perfumy prezentujg sie jakby staly na scenie teatry,
mowi Parrochia. Srebrna I$nigca stylistyka pudetka
odwzorowuje liczbe 20, a czama wstazka dodaje
produktowi uroku sygnalizujac ze jest on unikalny
i nietuzinkowy.

- Zazwyczaj opakowania sprzedazowe musza by¢ proste.
Opakowania promocyjne powinny by¢ inne; Klient musi
widzie¢ natychmiast ze produkt jest wyjatkowy. Dlatego
tez firma musi pracowac z réznymi nowymi ksztattami
i akcesoriami - méwi Parrochia.

Wraz z rozwojem technologii rozwija sie
rowniez mozliwos¢ tworzenia coraz bardziej wymyslnych
wzoréw. Jest to bardzo wazne, poniewaz przedmiot
prezentowany klientowi nie przyciaga jego uwagi ze
wzgledu na zlozonos¢ opakowan wtérnych lub
promocyjnych. Opakowanie to powinno calg swa
ztozonos¢ skrywac, a ukazywac i tworzy¢ swoj
ekskluzywny charakter. Bez wzgledu na to jak ztozone
jest opakowanie - powinno ono wyglada¢ na proste,
nawet jedli takie nie jest.

B, Sy
S J
),

Sy ;”d
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Podobnie w zeszlym roku firma Dapy Paris oglosita ze
stworzyta pudeteczka dla Giorgio Armani dla nowej serii
zapachéw dla kobiet i mezczyzn Aqua For Life. Dapy
wspomina o delikatnych i gladkich liniach pudetek ktore
sq inspirowane zmystami, na ktore oddziatuje zapach.
Podstawa jest wstrzykiwany intensywny ciemno niebieski
plastik ABS przykryty miekkim w dotyku wykonczeniem.
Przykrywka natomiast jest zrobiona z czystego akrylu
wykonczonego wyblakta farba w kolorze wody.

Knoll na ubiegtorocznych targach Lux Pack w Monako
zaprezentowat fascynujacy zestaw dla limitowanej serii
perfum od Lalique. Sklada sie on z dwdch butelek
wykonanych  recznie ze szkla  krysztatowego,
przedstawiajacych dwa pawie stykajace sie dziobami na
gorze butelki. Szyje ptakéw przepasane sq zlotg wstazka.
Kazde pudetko jest podpisane i ponumerowane. Butelki
byly zainspirowane rysunkiem zwanym ,Dwa Pawie”
autorstwva Rene Lalique z 1897 roku. Drewniane
pudetko jest zawiniete w z6ttawy materiat imitujacy
skére. Z tylu butelki znajduje sie¢ mata szufladka
zawierajaca metalowa buteleczke oraz lejek by klient
mogt przela¢ perfumy do krysztatowego flakonu.

Opracowata Agata Jagietto
Zrodto: SPC Soap Perfumery & Cosmetics
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Dancoisne zauwaza, ze czesto zestawy dla
kobiet I$nia w drogich flakonach, natomiast firma
Lalique wypuszcza limitowane krysztatowe flakony, gdyz
jest to jej tradycja. Poprzednie zestawy rowniez
zawieraly elementy ze sztucznej skéry, co jednoznacznie
wigzato produkt z marka.

Tymczasem amerykanska firma MWV
oferuje szeroka game papierowych wykonczen dla
kosmetykdw i produktdw higieny osobistej.
Crescendo i Printkote oferuja rézne udogodnienia dla
marek. By zapewni¢ gtadkos¢ powierzchni wykonicze-
niowej opakowania dodaja elementy papierowe. Jest
to metoda, ktdra zapewnia unikalng i aksamitng
jakos¢ druku. Daje to nowe mozliwosci grafikom,
ktérzy moga zunifikowa¢ opakowanie, méwi Regina
Knoll, dyrektor marketingu MWV.

Japoniskie firmy powoli staja sie liderami

w tworzeniu opakowan wtérnych dla produktow
higieny osobistej. Na rynku marek luksusowych
Japonia posiada wielu $wiatowych projektantow.
- Patrzac na nasze dokonania firmy szukaja prostych,
ale zwracajacych uwage opakowan - mowi prezydent
japonskiego  zwigzku projektantéw opakowan
wtornych, F. Sasada.

Zobowiazanie wobec marek przebiegato
w sposob taki, aby na rynku krajowym potaczy¢ dwie
idee: ochrone $rodowiska oraz przyzwyczajenia
i charakter klientow. Pierwsza idea zawiera taczenie
marek ze zobowigzaniem do przestrzegania zasady
trzech R: redukowania, recyklingu i reuzytkowania.

Opakowania dla Twany, prestizowej marki
Knebo Cosmetisc nie zawieraja juz ulotek dotyczacych
produktu, sktadnikéw oraz sposobu  uzycia.
Taka informacja znajduje sie na zewnatrz opakowania
by redukowa¢ odpady. Podobnie nastepuje
zauwazalna zmiana i przejscie z opakowan
plastikowych na kartony, by zwigkszy¢ ich przydatnos¢
do recyklingu.  Kolejnym  waznym  trendem
w przemysle opakowan jest bycie przyjaznym dla
0s0b starszych i niepetnosprawnych. Chodzi o tatwos¢
w odpakowaniu oraz porecznos¢ produktu, mowi
Nahoko Ishizaki z Japan Packaging Institute.
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Cosmetic Reporter — it really pays!

Cosmetic Reporter is a quarterly magazine for beauty business industry.
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 international 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.

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

Meet us at interCHARM hall 13, stand 13F23
at COSMOPROF ASIA Hong Kong stand 1EK5B

cosmetic
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Cosmetic market professional magazine

Redakda nie ponosi odpowiedzialnosci za tres¢ zamieszczanych reklam i ogloszen.

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 Ukraine (Kijow).

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

www.cosmeticreporter.com
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Adriana Jakubowska

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

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

Circulation/Nakfad 5000 egz./pcs
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INTERESTED IN CENTRAL AND

EASTERN EUROPE MARKETS?

S

YOU CAN FIND
YOUR POSSIBLE
PARTNER
PLACING YOUR

AD IN OUR
MAGAZINE
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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
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