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Worldwide headquarter:

BioEvolution

ul. Jantar 2|

02-228 Warszawa

POLAND

tel./ fax +48 (22) 863 20 |14
www.bioevolution.eu

Italian distributor:

bioivolution ...

Via Cesare Battisti
63/D - 35010
Limena PD - ITALY
tel. +39 049.8842142
fax +39 049.8846048
www.naildeco.it
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WE WELCOME NEW DISTRIBUTORS

Permanent make-up is
cosmetic branches within th
technique of permanent make-up

hypoallergenic mineral pigments int

the skin.

There is a wide range of permanent make-up applications.
They include the enhancing of lip contours, changing full

[

Oreade Laser |l Oreade Laser | Margo Il

lf'p_ colour, enhancing of eyebrow outlines or eyelid lining
as well as medical procedures such as scar concealment or
discoloration camoufl aging. The effects of such procedures
are visible for several years. In order to meet stringent
quality requirements, the BioEvolution production facility
is certified according to ISO 9001 and EN 13485 (European
Medical Standard).
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ear traders and distributors,

I am happy to welcome you again to Cosmoprof Trade
Fair and I wonld like to invite you fo visit stands of
Polish producers. Poland is a country with a long
tradition of cosmetics praduction. On our market

there are over five hundred companies and the best of
them are exporting their products to the most demanding
markets, The high quality and an affordable price are our
advantages appreciated by customers all over the world.
It is a vight time for you to see for yourselves,

Dear producers,

Modern and innovative materials, packages,
equipment and technologies are now objects of
interest of the dynamically developing sector

of cosmelics production in Poland.

Our country is also a markei with a huge purchasing
potential. We invite to collaboration anyone who
would like to present his offer to the Polish producers
and traders in our magazine.

Editor-in-Chief
Anna Godek

zanowni Pansiwo,

Z prayjemnoseiq zapraszamy do odwiedzenia 43-ciej edyeji
targow Cosmoprof 2010, kidre ofworzq swe podwoje

16 kwietnia. Milo nam poinformowaé Paistwa, ze w tym
roku na rekordowej powierzehni 441 nv', w ramach
organizowanej przez nas po raz czwarty sekeji polskiej,
slokalizowanej w kilku tematycznyeh pawilonach, swq bogaty
oferte eksportowq przedstawi 25-cin polskich producentéw.

Informufemy, iz rozpoczelismy juz nabor uczestnikow
do sekeji polskiej tworzonej po raz drugi pod naszym
patronaten na targach Cosmaoprof Asia 20110,
Chetnyeh prosimy o kantakt.

Statym naszym czytelnikom polecamy rubryke Prawo,

a do lektury w wersji polskiej interesujqeego artykulu
Ewy Stavzyk; “Szkodlive parabeny, czvli o komunikacji
ryzyka w przemysle kosmetycznym"'- odsylamy

do najblizszego wydania.

Redaktor naczela
Anna Godek
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VISIT US AT COSMOPROF BOLOGNA 2010
pav. 30 stand F16-G15 BA
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La ditta “ados" e' il produttore dei cosmetici
con trent'anni d'esperienza. La nostra
gamma dei prodotti comprende i comestici
per gli occhi, le labbra ma anche gli smalti e
alti preparati destinati per la cura delle
unghie. Offriamo i prodotti sotto il brand di
Ados e Art de Lautrec. Garantiamo la qualiia’
ad alfo livello europeo e il servizio con i prezzi
molto concormrenziali. Si deve anche sottolineare
che conseguentemente allargiamo la nostra
offerta aggiungiendo dei prodotti nuovi
sempre imballati in modo molto attraente.
Nella offerta lussuosa di Art de Lautrec
proponiamo i cosmetici per il trucco e dli
smalti selezionati secondo la qualita’ e
design. Invitiamo anche i clienti che sono
interessati di creare il proprio marchio "Private
Label". Garantiamo il nostro diuto e consiglio
cominciando dalla scelta degli inballaggi e
finendo alla produzione del prodotto finale.

L'azienda AP BOSS, ANNA PIKURA e' I'unico
produttore al mondo dei preparati del
collagene biologicamente attivo, prodotti
secondo un metodo unico del professore
Jozef Przybylski. | cosmetici del Professore
Przybylski, Bioaktiv Kolagen sone ipoallergici e
non contengono degli additivi artificiali. In
Polonia I'azienda opera una catena dei
saloni di bellezza, che offrono trattamenti e
massaggi di collagene. Secondo il principio:
Non fare nullo contro la natura abbiamo
creato una linea di lusso dei cosmetici
vegetali di ANNA PIKURA.

Company “ados” is a cosmetfic producer with
almost 30 years of experience. Our product
range is very wide and comprises make-up
cosmetics for eyes, lips, face and nail care
cosmetics. We propose products under Ados
and art de Lauvirec brands. Company
provides high European quality and service at
competitive prices.

We keep enlarging our offer with new
products in innovative packaging.

In art de Laulrec luxury cosmetic line we
propose products for make-up and nail
polishes carefully selected in terms of high
quality and style.

We kindly invite potential clients interested in
Private label production of cosmetics. Ados
helps in every stage of such project: from
search of packaging to final production.

AP BOSS, ANNA PIKURA is a producer of
world-unique preparations with biologically
aclive collagen, manufactured according to
an innovative method of Prof. Jozef Przybylski.
Prof. Przybylski Bioaktiv Kolagen preparations
are hypoallergenic and do not contain any
arfificial substances. The company runs in
Poland a chain of exclusive beauty salons,
offering special collagen procedures and
massages. According to our motto: "Never go
against nature”, we created a line of luxury
botanic cosmetics ANNA PIKURA.

Bass Cosmeétlics

e iy = = T St W By T Wi T

Nella nostra offerta si puo' frovare: i piv’
efficaci acrili tradiziondli e di vari colori, gel
1-,2-, 3- fase, per french manicure e di vari
colori, lampade UV, fresatrice e altri
accessori.

G R ) e N P Y | R R

La ditta BELL esiste dal 1983 ed &' uno dei
piv' famosi produttori di cosmetici in
Polonia. Produciamo i cosmetici sotto il
nostro brand ma anche per le alire
aziende. Nella nostra offerta si puo' trovare
una scelta ampia delle formule e dei colori
che sono adattati ai desideri dei nostri
clienfi. Offiamo una scelta vasta di: lip
gloss, rossetti, ombretti, lip liner, ciprie,
fard/blush, fondotinta, mascara, corettore,
ed i prodotfi tipo mousse (ombretto, fard,
fondotinta, bronzer). Possediamo anche
una offerta vasta dei imballaggi per tutti i
prodotti.

o dos’ i

- atos &
6 cosmetics de DOSS -
© |.autrec cosmeticse O
=

3 PPHU "ados" B 2
N PPHU ASS COSMETICS ... [
e odycha i

O 05-820 REGULY Kilinskiego 2 a2
@ POLAND 81-386 GDYNIA N
& Phone/Fax: +48 22 723 63 22 ¥oyw paanpkelemaespl POLAND N
9) ’ +48 22 723 00 20 Phone: +48 58 664 87 68, 664 60 20 ?5
> e-mail: ados@ados.pl Fax: +48 58 664 60 20 o
O www.ados.pl e-mail: bass@paznokcie-bass.pl

o

bivro@paznokcie-bass.pl
www.paznokcie-bass.pl
www.bass.nailstore.pl

We offer: modern acrylics classic and
colored, 1-phase, 2-phase, 3-phase gels
french and colored, UV lamps, drills and
other accessories.

0 =
SO % ANNA PIKURA @M e
(_? / o)
<
B AP BOSS, ANNA PIKURA sp. k. www.bell.com. pl E
-g Spacerowa 67 . ! ' .E

51-222 WROCLAW v
S b ke BELL PPHU o
o Phone: + 48 71 343 51 00 Graniczna 79 G 2
o Fax: +48 71 344 53 03 05-41 OZ.IC?ZEFOW 5
> e-mail: pikun_'a@apboss.pl POLAND g.
g- www.annapikura.com Phone: +48 22 779 01 00

Fax: +48 22 779 01 02

e-mail: bell@bell.com.pl
www.bell.com.pl

BELL Company was established in 1983 and is
one of the leading make -up manufacturers in
Poland. We are producing make-up products
for our brand as well as for different private
labels.

In our offer you can find wide selection of
formulations and colours, which can be also
adjusted to your needs.

Among offered products are lipsticks, lip
glosses, lipliners, eyeshadows, eyeliners,
powders, blushes, mascaras, foundations,
concealers and big range of mousse
products (eyeshadow , blush, make-up,
bronzer). Moreover, in our offer we have large
selection of packaging for all these products.

——
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Miraculgux

BI-ART P.P.H.

Nowa 32A

95-054 KSAWEROW

POLAND

Phone: +48 422158323
Fax: +48 42 215 83 35
e-mail: kosmetyki@bi-art.info
www.bi-arl.info

BI-ART e' una ditta con 15 anni d'esperienza
in importazione, produzione e disibuzione
dei profumi e prodotti collegatii con profumi.
E' una delle piv' grande aziende in questo
settore sul mercato polacco. Attualmente, le
nostre attivita' di marketing si concentrano
sulla vendita ed espansione su nuovi mercati.
| nostri brand principali sono: Caroline
Constant pour femme, Remy Laurens pour
home. L'offerta completa della ditta
comprende anche le alfre serie di profumi e
molli prodotti popolari nelle categorie di
prezzo basso e medio.

Avevamo dei sogni: una bottiglia unica, un
imbalaggio attraente, profumi indimenticabili
ed i prezzi che rendono felici...ll nostro sogno
si sta realizzando, ' MIRACULEX....

Vi invitiamo cordialmente al nostro sito:

www.miraculeux.eu

bio[3volution

BioEvolution

Jantar 21

02-228 Warszawa

POLAND

Phone/Fax: +48 22 863 20 14
www.bioevolution.eu

La ditta BioEvolulion &' presente sul mercato
mondiale di permanent make - up da 5 anni.
Ci concentriamo sempre sullo sviluppo, sul
miglioramento della qualita® dei nostri
prodotti e sul'aumento del livello dello
servizo, Trucco permanente e' una gran
responsabilita ' e percio | nostri impianti
BioEvolulion si caratterizzano di una
precisione straordinario, che abbiamo
oftenuto utilizzando la tecnologia avanzata e
i materiali di allissima qualita’. | nesti impianti
per il rucco permanente sono fatli secondo
lutte le norme europee della qudlita'. La ditta
BioEvolution &' anche un produttore dei
mobili cosmetici di oftima qualita'.

With over 15 years of experience in the import,
production and distribution of perfumery
products, BI-ART is one of the largest Polish
enterprises in its field. Now our aim is fo
expand fo more new markets.

Our brand names are: Caroline Constant
pour femme, Remy Laurens pour home.

Full offer includes also other series and set of
the most popular perfume producis in mass
market and middle market categories.

We had a dream — amazing bollles, charming
packages, unforgettable fragrances and
prices, which make happy... Our dream
come truth, just - MIRACULEX...

Your are welcome to our webside:
www.miraculeuvx.eu

BioEvolulion - the company has been present
in the world market of permanent make-up
for over 5 years.

We place emphasis on constant
development, improving the quality of our
products and increasing the level of our
customer service.

Permanent make-up is a fremendous
responsibility. As a result, BioEvolulion devices
may be characterized by remarkable
precision, which we have aftained by using
the newesl lechnologies and using fhe
highest quality materials in its production.

Our permanent make-up devices meel all
European Union quality standards.
BioEvolution is also a manufaclurer of high
quality cosmetic furniture.

cosmetic reporter V-V 2010
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La ditta CARLO BOSSI PARFUMES Sp. z c.o.
e' un produttore dei cosmetici e profumi di
alta qualita’. La nostra azienda possiede piu'
di 20 anni di esperienza in produzione dei
cosmetici ed in commercio. Offiamo piu’ di
100 tipi delle fragranze dei profumi e circa 300
prodotti tipo:

Il'acqa

1 After Shave

I Colluttorio — cool mint

I Lacca capelii

Invitiamo o collaborazione, offriamo alta
qualita’ dei prodotii e un prezzo molto
competitivo.

CHANTAL €' un produtiore leader dei
cosmefici di alfa qualifa’ per la colorazione,
cura dei capell e slyling. L'anno scorso
abbiameo festeggiato il nosiro 20 anniversario,
e nello stesso tempo abbiamo lanciato il nostro
marchio ben conosciuto: PROSALON, che e’
composto da una vasta gamma dei prodotti
per i capeli e per saloni professionali di
panucchiere professionali, Nello stesso anno
abbiomo lancialo anche i marchi seguenti:
VARIETE, TV COLOR e HIP HOP per i clienti
individuali.

| nosfri clienti individuali possono godere del
nosiro ullime prodoito per la colorazone dei
capelll a casa - una linta senza ammoniaca
MAXXI SOFT Color and Gloss.

La possibilita’ di offrire i prodofti di alta qualita’
e di prezzi ragionevoli era da sempre la
missione della noslra ditta e siamo lieti che
possicmo confinuare questa polifica.

I nostii prodotli sono venduli con i successi in
molti paesi dell'Unione Europea, L'Europa
dell'Est, Medio Oriente e dalti mercati
d'olirernare.

CARLO BOSSI
PARFUMES sp.z o. 0.

Zielona 35

37-400 NISKO

POLAND

Phone: + 48 15 642 61 51

Fax: +48 15 841 22 49
e-mail: biuro@carlobossi.com.pl
www.carlobossi.,com.pl

CARLO BOSSI PARFUMES is the manufaclurer
high quality of cosmefic products and
parfums products. Our company has over 20
years of experience in produclion and frade.
We are offering over 100 smells and around
300 products:

I perfumed water

I water after shaving

1 mint breath Freshener- cool mint

i varnish - gel to hair

We are inviling to cooperation, we are
offering the high quality of products and
alfractive prices.

#” Chantal /

CHANTAL

Kacka 16
05-462 WIAZOWNA, POLAND
Phone: +48 22 789 04 54
Fax: +48 22 789 08 03
e-mail: w.lojek@chantal.com.pl
info@chantal.com.pl
www.chantal.com.pl
www.prosalon.eu

CHANTAL is a leading manufacturer of high
quality cosmetics for hair colouring, freatment,
care and styling,

We celebrated last year our 20th anniversary
and during this fime we have infroduced into the
market our well known brand PROSALON
including the wide range of hair cosmetics for
professional hairdressers' salons as well as the
brands VARIETE, TV COLOR and HIP HOP for
individual customers.

Our individual consumers can enjoy now using
our newest product for hair colouring at home,
namely: MAXXI SOFT Color and Gloss - hair
colour cream without ammonia.

High quality products offered al reasonable
prices have been our mission for all the years of
our aclivity and this policy will be conlinved.
Qur products sell well in many counfries of the
European Union, Eastern Europe, Middle East,
Middle Asia and overseas.
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dermaglin

NATURA DLA SKORY

DERMAGLIN

Lukasiewicza 24

09-400 PLOCK

POLAND

Phone/fax: +48 24 364 98 33
e-mail: dermaglin@glinka.com.pl
www.dermaglin.pl

L'azienda si occuppa d'esplorazione di strati
profondi della terra e di trasformozione
dell'argilla verde Cambriano. Questa materia
molto apprezzata da secoli, cosfituisce un
eccellente materiale per ottenere dli
ingredienti per i saloni di bellezza, SPA e saloni
WELLNESS. Sulla base di argila e di erbe —
estratti naturali la ditta produce delle serie di
cura per il viso, corpo e capelli. Essi sono
prodotti 100% naturali e senza profumo.

pav.15 stand B30-C29

L LINVIERA
Salon & Spa

DERMIKA $p. z 0. o.

Al. Jerozolimskie 195 B
02-222 WARSZAWA

POLAND :
Phone:  +4822 34030 12
Fax: +48 22 340 30 68

e-mail: dermika@dermika.pl
www.dermika.pl

DERMIKA - il produttore dei cosmefici di
nuova generazione, L'azienda e' stata
fondata nel 1994 a Varsavia, Dall'inizio la
missione della nostra societa’ era di produrre
i cosmetici selettivi per la cura del viso e
corpo. Tulli i cosmetici sono fatti utilizzando la
scienza di cosmetologia ed i migliori e i piu’
efficaci ingredienti provenienti da tutfo il
mondo. L'alta qudlita’ dei nostri prodotti e'
confermata dai numercsi premi, tra cui il
premio di Superbrand 2009. | cosmelici di
DERMIKA sono esporiati in 26 paesi (UE, USA,
Europa dell'Esl. Medio Orienle, Asia).

DERMAGLIN deals with taking of and
processing of kalambrian clay. Because of its
great value, it is known for a thousands years
as a wonderful raw material in cosmelic
salons, SPA and Wellness. Clay base and pure
herbal absiracts are the most important
ingredients of Dermaglin cosmetics. All of
the products are pure natural and odour less.

DERMIKA is a leading manufacturer of
innovative cosmelics, focusing on exclusive
retail and professional products for facial and
body care. The preparations are based on the
state-of-the-art discoveries of worldwide
cosmetology as well as on proven, safe, and,
at the same lime, innovalive natural
ingredients from dll over the world.

DERMIKA cosmetics are meefing the highest
quality standards which is evidenced by over
70 prestigious awards including a fille of
Superbrand 2009.

We sell DERMIKA cosmetics in 26 foreign markets
(EU, USA, Eastern Europe, Middle Easl, Asia).

|0 cosmetic reporter  IVAVVI 2010
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NATURA DLA SKORY.

NIEZIWYKEA MOC
ZIELONEJ GLINKI KAMBRYJSKIET
DLAZDROWIA T URODY

‘www.alinka.compl

La nosira azienda da olire 16 anni offre diversi
fipi delle chiusure per le bottiglie di cosmetici.
Di maggior parte offiamo i cappucci ed i
dadi fatfi di materidli fipo: ABS, PP, SAN, Surlyn.
Ci specializiomo nei dadi per le botliglie dei
cosmefici fipo aftre shave. In questa
categoria senza dubbisiomo il leader. Olire la
meta' delle chiusure presenti sul mercato
viene dalla nostra fabbrica. A parte dei dadi
offriamo una vasta gamma dei cappucci per
gli atomizzatori. Tutte le nostre chiusure sono
progettate e coshuite in modo che possa

essere adattato a maggior parte delle

bottiglie presente sul mercato. Vi inviliamo a
conoscere la nostra offerta.

EVELINE COSMETICS e" uno dei piu' grandi e
piu' sviluppali produttori di cosmetici in
Polonia. Il marchio e’ riconosciuto e ulilizato
dai clienti in piu’ di 60 paesi in tutto il mondo
per piu' di 25 anni. Prodofti cosmetici di
Eveline sono moderni, innovativi ed eleganti
chiusi nei imballaggi fatti al ivello dei desideri
della donna moderna. Olire i prodotti sono
destinatali alla cura del viso, corpo, e
cosmetici per il frucco. La shategia piu'
importante e la pricrita’ principale della
nosira azienda e’ la qualita’ e I'innovazione,
aftraverso il quale Eveline gode
continuamente i successi. La soddistazione
dei nosti clienti e la conferma piv'
importante della qualita’ dei noshi prodotti e
innovozioni.

v olotoy

Przetwérstwo Tworzyw
DOLOWY, Jan Dotowy

Trakt Brzeski 117

05-077 WESOLA-Zakret

POLAND

Phone: +48 695 217 302, +48 22 872 27 01
Fax: +48 22773 23 54

e-mail: jandolowy@op.pl
www.dolowy.cdx.pl

www.allvec.com

For the last 16 years, our firm has been a
leading supplier of various types of capping
and closure systems for cosmetic botiles, Our
offer mainly includes caps and screw caps
manufaciured from such materials as ABS, PP,
SAN, or Surlyn.

We specialize in the production of screw caps
for aftershaves and aftershave balms. In this
category, we hold an unquestionable leader
position. Almost half of the entire production of
these products, available on the Polish market,
is manufaciured in our factory. Our offer also
includes a wide range of caps for atomizers. All
our closure systems are designed and
manufaciure to be filted into the majority of
boflles avdilable on the market. We kindly
invite you to learn more about our offer.

EVELINE

COSMETICS

EVELINE COSMETICS

Zytnia 19

05-506 LESINOWOLA

POLAND

Phone: +48 22 757 78 37

Fax: +48 22 757 79 92
e-muail: eveline@eveline.com.pl
www.eveline.com.pl
www.slimextreme.com.pl

EVELINE COSMETICS Company is the one of
the largest and fastest-developing cosmetics
producers in Poland. The brand has been
known and used by customers in more than 40
counfries all over the word for more than 25
years.

Eveline Cosmetics makes innovalive products
in smart modern packaging, fo salisfy the
needs of today's woman, In addition to
cosmetology intended for the care of skin and "
body, the company also offers make-up
products. The shrategy and the primary
objectives of the company are quality and
innovation, due to which Eveline Cosmetics is
confinuously successful. The pleasure of our
clients is the most important confirmation of
the high quality of our producis and
innovalions.
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FARMAONA

FARMONA

Laboratorium
Kosmetykéw Naturalnych
Jugowicka 10 ¢

30-443 KRAKOW

POLAND

Phone: +48 12 252 70 75

Fax:  +48 12 252 70 01

e-mail: bivro@farmona.pl
www.farmona.pl

Laboratorio dei cosmetici naturali FARMONA
e' un produttore dei BIOCOSMETICI naturali
desfinali a cura del viso, capeli e futto il
corpo dal 1997. Farmona nei suoi prodotti
conseguentemente applica soltanto le risorse
naturali che provengono dalle zone ecologi-
camente pulife. La prova di dlta qualita’ dei
nostri prodoiﬁ sono i numerosi iconoscimenti
e premi ricevuli durante le fiere di bellezza.
Farmona esporta i suoi prodotfi in olire 15
paesi in futto | mondo ottenendo il
riconoscimenfo e |'alfa valutazione di
quadlifa’, L'offerta al dettaglio rappresenta
200 posizioni per la cura del viso, capeli e
corpo. Invece |'offerta professionale e'
destinata perisaloni di bellezza e comprende
circa 90 elementi fra cui una serie unica
AMBER SPA per un frattamento professionale
per la faccia e per la rigenerazione del corpo.

®
GORGOL

GORGOL B.H.

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

‘GORGOL rappresenta una nuova linea delle
spazzole piatte pericapelli. Le spazzole sono
fatte del legno con il cerlificato FSC e delle
fibre nalurali. Le nosire spazzole si distingueno
dagli alli prodotti di questo lipo grazie all’
oftima gualita’ e lo stile originale.

GORGOL produce ollre 200 diversi lipi dei
prodotti per I'uso professionale e domiciliare.
La nostra azienda rappresenta un oftimo
livello della qualita' grazie ai sistemi di
controllo della qualita’, dell'ambiente e d'alli
standard efici.

Since 1997 Nalural Cosmetics Laboratory
FARMONA has been the manufaciurer of
natural biocosmetics for face, hair and body
care,

In it's products Farmona consequently

implements only natural ingredients from eco
friendly areas.

High quality of the cosmetics has been
proven by numerous prizes and distinclions
granted on many cosmetics fairs.

Being appreciated by high product's quality,
Farmona exporls the producls to over
15 countries around the world.

Farmona's retail offer is represented by
around 200 products for face, hair and body
care, however professional offer for beauly
salons covers more than 90 producis
including AMBER SPA for professional face
and body regeneralion.

GORGOL introduces a new line of flal wooden
hairbrushes with natural bore bristie.

Handles have a brand new design and as
usual are made of Pure FSC Beech Wood.
Supreme quality of the brushes, advantageous
fealures and original style make them easily
distinguished from among other products of
this type.

GORGOL produces over 200 different products
for hair salon and personal care.

Having infroduced a quality confrol, environ-
menlal and social accountability practices,
GORGOL and il's producls are suitable fo
compete on any type of demanding market.
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HIACYNT Distribution - distributore
esclusivo di marchi Larose e Niko.

Larose e' il brand che offre i prodotti
cosmetici di alta qualita’ desfinati a
colfivare e sottolieare la naturale bellezza
del viso e corpo di una donna. L'offerta
comprende i preparafi che sono fatfi
vliizzando le modeme tecnologie, ed
anche guelii che risalgono alla fonte, alla
natura:

La linea dei cosmetici naturali:

EOmbreti minerali #Fondofinta. minerali
in cipria ICipriac minerale in polvere
iBronzer minerale

La linea dei preparali per la stilizzazione
delle unghie:

IProfessional gel sistema e soak - off

IGli smaili e gli alti preparati destinati alla
cura delle unghie ILa linea dei prodotli
per la depilazione ECeretta in rollo o in
scatola IPreparali per la depilozione
IParaffina

G- =oa0

Productos Profesionales s—————

LaRosa Distribution
- “HIACYNT" co

Office in Poland:
Dwernickiego 48

87-100 TORUN

POLAND

Phone:  +48 56 654 81 58
Fax: + 48 56 622 90 52
e-mail: jamatlak@kki.pl
www.larosa-profesionales.com

The LaRosa brand means unique cosmetics, created
fo beaulify, add brilliance and highlight beauty,
which, obviously, is present in every woman. Their
uniqueness consists in high quality and versatility - our
offer includes preparations made with the use of
modern technologies, but also ones that draw on the
rools, the nature. The aim of all that is for & woman who
uses our cosmelics to feel temperamental, refined and
the most beauliful in the world.

LaRosa presents high quality monomers and polymers
for gel and acrylic nail modeling and lengthening, as
well as professional hand care preparalions.

LaRosa offers a complete line of professional
depilation cosmetics; the waxes are made of the
highest quality resin, enriched with minerals and plant
exiractions, due to which they can salisfy even the
most demanding customers' individual needs.

The mineral cosmetics from LaRosa can help achieve
this desire and enlighten your skin. LaRosa cosmelics
are a new fype of cosmetics with no chemicals,
talcum powder, oils, waxes and are fragrance free.
This is why LaRosa care products are totally safe to use
on even mosf sensitive types of skin.

WORLD'S BEST PUMICE

LM.P.A. e' il pit' grande produttore ed
esportalore del pumice cosmetico in Polonia.
| nosfri prodotti godono di fiducia e
riconoscimento dei nostii clienti. La nostra
popolarita’ deriva dall'alta gqualita’ del nestro
pumice, ed e' confermata da 25 anni
d'esperienza e da un processo elaborato di
ficerca e sviluppo dei noshi prodotti. Gli
aftibuti sopra menzionali insieme con |l
prezzo ragionevole permettono di ottenere il
successo su 35 mercati internazionali. Siamo
speciaglizzati nei nostri brand ed anche
nell'approccio individuale al cliente.
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Al.Kazimierza Wielkiego 6 D g

87-800 WLOCLAWEK >

POLAND Fo.

o

Phone: + 48 54230 9111
Fax:  + 48 54 235 52 51
e-mail: impa@pumice.pl
www.pumice.pl

LM.P.A, is the biggest producer of pumice
sponges in Poland. We have efched our name
in 35 markets of the world in the field of
pumice foot care. Our company has served
our clients with fop quality products atl
reasonable prices for a very long time and is
proud to continue serving our clients with full
devolion and dedication. Our aim is to
provide our clients with producis that suffice
their needs and creale an enjoyable
experience with our products. Private labels
and products are welcome.
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Gen. Jozefa Zajaczka 11 nr C2
01-510 WARSZAWA, POLAND
Phone: +48 22 331 92 26

Fax: +48 22 331 92 28
e-mail: m.malinowski@joanna.pl
www.Joanna,pl

JOANNA — €' un laboratorio cosmetico, una
societa' dinamica di sviluppo, che da olire 25 anni
si speciaizza nela produzione dei cosmetici di
offima quaiita’. Operiamo in un segmento di
cosmetici per capeli ed i prodotti per I copo e
per | professionisti, Le noslre ricette sono
continuamente migliorate e la nostra gamma dei
prodofti nuovi @' sempre piv' vasta, creata in
d'accordo con le fendenze del mercato.
Infroduciamo i nuovi standard di funzionamento,
medernizando il nostro laboraterio di ricerca e la
parte diefro di produzione e di magazino.
Conduciomo anche dei operazioni di markefing
strategico ad alfo fivello; creiamo i nuovi prodotti
in base ai bisogni ed esigenze del mercato.

JOANNA Cosmetfics Laboratory is a dynami-
cally developing Polish company, which has
been specializing in production of high quality
cosmelics from more than 25 years. We
operate in a constantly growing segmenis of
hair and body cosmetics and professional
products. We consiantly improve our formulas
and expand the range of new products in
accordance wilth market frends.

The company implements new standards of
operations, modernizes our laboratory,
production and storage facilities. We also
cany on sensible markeling: we create new
producis according to market needs, we take
care about their availability in developing

LA RIVE e' una delle piu’ imporfanti fabbriche
dei profumi in Polonia. Cerchiomo di dare ai
noshi clienti un senso di lusso. Garantiamo
I'alto livello della qualita’ dei nostri prodotti ed
i prezzi ragionevoli. La nostra offerta
comprende una vasta gamma dei profumi
per le donne e per gli vomini, gift sets,
deodoranti, after shave ed eau de parfum 30
ml e gel doccia. | nosti prodothi, sono
riconosciuti grazie all'oftima qualita’ europea

N7,

Phone: + 48 56 451 42 03
Fax: +48 56 451 42 08
e-mail: ekspori@larive.pl
www.larive-parfums.com
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LA RIVE is one of the top perfume
manufacturers in Poland. We iry to bring to our
clients the sense of luxury, by giving them
high qualily of our products for a moderate
price. Our offer includes a very wide range of
ladies' and men's perfumes, gift sefs,
deodorants, after shave lofions and 30-ml eau
de parfum, shower gels. We export our
products to over 30 countries all over the word
and they are of the most valuable and best-

Teniamo tantissimo a disponibiifa’ ed a sviuppo disfribution channel, 2
dei candii di dishibuzione delle nostre pubblicita’, All this makes us proud to be a modern e vengono esportatiin piu' di 30 paesiin tutto know European brands.
che si possono nofore sui gioma, riviste o v. Tufo ~ company  which successfully confronfs fhe il mondo.
questo ci rende orgogfiosi di essere una societa’ western compelition and places us in the
modema, che offronta con il successo la forefront of Polish cosmetics companies.
concorenza dei paesi occidentalied e' sempre in
prima inea di aziende cosmeliche polacche.
— S P— E——— — e e S _________
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Fax: +48 23 697 62 83
e-mail: sales@kaj-plastics.ev
www.kaj-plastics.eu
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KAJ Lid INTERNATIONAL -
Grunwaldzka 44 MAREK BABELEK =
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KAJ Sp. z 0.0, il membro del gruppo
Wenthworlh, si specidlizza nella produzione
degliimballaggi fatti di materie plastiche per
industria cosmetica e farmaceutica. Sulla
base della tecnologia IM e IBM produciamo:
tappi, dadi, bolfiglie ed anche roll on. La
ditta possiede il cerfificato SO 9000:2000.
Offfiamo un servizio completo, dalla
preparazione del'imballaggic fine a
produzione e decorazione. Nel 2010 la
nostra azienda ha allargato I'assorlimento
delle bolliglie cosmetiche prodotte usandoe
la tecnologia EBM.
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KAJ LD, member of Wenthworth Group
specializes in the production of high quality
plastic packaging for cosmelic, foiletry and
pharmacevtical indusires, Using injection
blow and injection blow molding we
manufaclure caps, closures, bottles, roll-on
boliles. Company is cerlified according to ISO
9001:2000. We are able to provide a fotal
product solution, from concept, design of
packaging, fools to decoration. KAJ offers
different printing processes: silk-screen,
fampo printing, hot stamping.

L'ozienda Marbo International e' stata
fondata nel 2007 a Zielona Gora. Dall'inizio
della sua esistenza era orientata alle attivita'
produttive. Il suo primo prodotto erano le
paline da bagno che sono un risultato di var
test e prove, condolli grazie alle ricerche e
perizie effettuate dai nostri chimici. La qualita’
delle paline da bagno e' sempre tenula ad
alto livello mondiale. | noshi risultali sono
confermati da un gran numero dei clienti
soddisfatti.

Marba altualmente sta per lanciare dei nuovi
prodotti dall'area di detergenti domestici
come: lavolette, gloss, polvere, sale per
lavastoviglie e disicrostanti per lavatrice.
Ultimamente sono state introdotte alla
vendita' le tavoletie per le lavastoviglie e in
tempo breve hanno conquistato uno dei primi
posti sul mercato — con questo si puo’
concludere che la sirategia dell'ozien- da €'
assolutamente cometta.

’i""" marba

Phone: +48 68 451 23 00
Fax: +48 68 451 23 12
www.marba-cosmelics.com

Company Marba  Internalional  was
established in 2007 in Zielona Géra. It has
been focused on the production activity from
the beginning, The first its items were balh
fizzing bombs. They had been created as the
resull of many fials and tests, thanks to
detailed researches and expert reporls of our
chemists the quality of fizzing bombs is held
on the best global mark. The qualily of this
product is proved by our salisfied customers
as well. L
At present Marba has been launching some
new detergents as dishwasher tablets, rinse
aid, powders, salls and anli-scale tabs for
washing-maschines. In short time above
mentioned dishwasher tablets took the top
place on the market that proves the right
direction of our development.
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FLASH COLLECTION
Firma MATT

Czorsztynska 11 A

71-201 SICIECIN

POLAND

Phone: + 48 91 487 46 59
Fax: + 48 91 487 46 59
e-mail: firmamati@wp.pl
www.flash-collection.com

La ditta FIRMA MATT e’ stata la prima che ha
riconosciuto i gusti molto soffisticati dei suoi clienti
ed ha lanciato nel 2009 il broccatio micro. La
forma e il peso di micro- pezzeftini sono stati
selezionali per oftenere |'aderenza migliore per
tuthi | fipi di superfici. Le prove spaciollshche
mosfrano anche che il nosiro prodotto e’
completamente sicuro & neulro dal punto di vista
alergologico. La totale ind,irferenzc: chimica del
nostro micro-broccatto e' stata apprezzata dai
professionisti. Collegandolo con daciile, smalfo o
glitter si pua' essere sicuro che le sue proprieta’
come: colore, rifflessione o profondita’ non
perdono il loro valore. E' un prodotto altamente
specidlizzato, che ha vinto il riconoscimento
durante lutte le fiere commerciall in Europa, dove
aveva la sua anteprime. Il prodotto e' accessibile
in una vasta gamma dei colori, piu’ di 50. Nel 2010
abbiamo in programma una serie di mostre molto
interessanti per quanto riguarda la decorazione
delle unghie (Nail Arf). Tutte e informazioni saranno
pubblicati sul nostro sito webmww.brokat.az.pl
Viinvitiamo a visitare le nosire pagine!

FIRMA MATT Company as a first in
Poland launched in 2009 micro glitter.
The shape, form and weight of micro
glitter grains has been specially selected
to get the best adhesion to all types of
surfaces, including all type of skin. Our
product is completely safe and
completely allergic safe.

Qur micro glitter is chemical indifference,
After mixing it with acrylic powder, gels
or even slrong nail lacquer, its color,
reflection or depth does nof lose its
value. Such a highly specialized product
with its huge palette of colors (more than
50 colors) did won recognition every
place that it had been showed. In 2010
we plan a number of interesting
premieres of new nail decorations,
All of them will be published firstly in our
website. You are more than welcome to
visit us al: www.brokat.az.pl.

POLCHARM
Anna Godek

Jodlowa 44

05-077 WARSZAWA-Wesola
POLAND

Phone: +48 22 773 37 51
Fax: +48 22 773 37 51
e-mail: info@polcharm.com.pl
www.fop-professional.pl

Polcharm - I'editore delle due riviste (pubblicazioni
imestrali) per il settore dei cosmetici in Polonia.

Cosmetic Reporter e' indirizzato a: produtior,
commercianfi e distibutori in Polonia. Due volte
al'anno Cosmefic Reporter e’ stampalo come
I'edizione speciale in inglese e viene distibuito fra
tuthi gli espositori e gli ospili delle fiere cosmetici piu’
importanti nel mondo.

Top Professional €' dedicafo alle tendenze e dlla
moda del setlore di punucchiefe, e da cinque anni
accompagna i stilisti e i parmuchhieri polucchl nel
loro lavero quotidiano. La nosira rivista &' grafuita
per tulli i salon di bellerza a Varsavia - capilale
della Polonia.

La ditta Polcharm e' conosciuta in Polonia da piu’ di
10 anni come |'organizzatore delle esibizoni
nazionali dei produttori polacchi nelle fiere piu’
importanti nel mondo.
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Polcharm - the editor of 2 quarterly
magazines for cosmefic indusiry in Poland.

Cosmelic Reporler is mainly addressed to
manulacturers and distibutors of cosmetics
whereas.

TOP Professional as a quarlerly of hair fashion
circulates among hair stylists.

The Polcharm company is also well known in
Poland for more than 10 years as the main
organizer of common parficipation of Polish
manufacturers of cosmelics in the most
important international frade fairs.
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PROSALON e' il marchio dei cosmetici d'alfa
qualita’ destinali alla fintura, cura e shyfing di
capelii. L'anno scorso abbiamo festeggiato il
nosiro 20 anniversario, e nello stesso tempo
abbiameo lanciate il nostro marchio, gia' ben
conosciufo — PROSALON, che e' composto
da una vasta gamma dei prodotti per i
capeli e per saloni professionali di
iere. Essa comprende le finfe per i
capeliin fubettidi 120 g. in 75 finte alla moda,
ossidanti, schiarenti, shampoo, balsami per i
capeli, i balsami per I'ondulazione, cosmetici
per il fissaggio, nonche' una serie dei prodotti
cosmetici per hair shyling. La nuova sere
INTENSIS fatta sulla baose della linea
professionale di PROSALON dllarga la nostra
offerfa di cosmetfici per lidratazione dei
capeli, per I'aumento di volume e per il
mantenimenio di colore. Abbiomo anche
iniziato lo produzione dei complessi in
ampoline per la cura di capeli: nutienti
INTENSIS COLOR, ed anche serum per il
rafforzamento dei capelli e serum per i capelli
con una tendenza di cadere - nel'ambito
della serie di PROSALON MED. La possibilita’ di
offire i procofti di alta qualta’ e | prezi
ragionevol era da sempre la missione della
noslra dilla e siamo lieti che possiamo
contfinuare questa polifica.
| nosti prodotti vengono venduli con i
successi in molli paesi dell'Unione Europea,
L'Europa dell'Est, Medio Oriente e aliri mercali
d'dliremare.

SM Michel POLAND

Osiedlowa 50a

05-500 PIASECZINO JOZEFOSLAW
POLAND

Phone: +48 22 750 75 59,

+48 22 750 75 43, +48 22 750 83 42
e-mail: biuro@cmmichel.pl
www.cmmichel.pl

DAL PROGETTO ALLA REALTA'

La ditta SM MICHEL si specializa nello
sviluppo e nello produzione di una vasta
gamma dei cosmetici. Offriamo i prodotti per
il tfrucco, per la cura del corpo, per la cura dei
capell, prodoiti cosmetici e para - cosmetici,
bagno schiume, cosmetici proffesionali per i
parucchieri, profumi. cosmetici tipo SPA. ma
anche i prodotli per solari. La societa’ ha due
filigli : prima a Mosca e saeconda in Polonia.
La nostra ditta ' un importante centro
indusfriale, che e' diventato il mercato leader
nella produzione dei cosmetici per il frucco e
prodotii destinali per la cura del corpo.

PROFESSIONAL
PROSALON

Kacka 16

05-462 WIAZOWNA

POLAND

Phone: + 48 22789 04 54

Fax: +48 22 789 08 03

e-mail: info@prosalon.eu
info@chantal.com.pl

www.prosalon.eu

PROSALON by Chantal means high quality cosmetics
for hair colouring, freatment and styling.

We celebrated last year our 20th anniversary and
during this fime we have managed fo inroduce into the
market our PROSALON brand including the wide range
of hair cosmetics for professional hairdressers' salons. It
includes 75 fashionable shades of hair colours in 120 g
tubes, oxidanits, bleaching powder, shampoos,
conditioners, permanent wave [ofions, neulralizer as
well as a full range of cosmetics for hair styling.

The new sub-line INTENSIS within the professional line
PROSALON extends our offer with a series of
cosmelics for hair moisturizing, enlarging ifs volume
and colour protecting.

We have dlso begun the production of hair cure
complexes in ampoules: the nourishing complex
Intensis Color as well as hair sirengthening serum and
.the serum for hair fending to come out under our sub-
brand PROSALON MED,

High quality products offered at reasonable prices
have been our mission for all the years of our activily
and this policy will be confinued.

Our products sell well in many counhies of the
European Union, Eastern Europe, Middle East, Middle
Asia and overseas.

MICHEL

GROURP OF COMPANIES

SM Michel RUSSIA

123459, Russia, City of Moscow,
Turistskaya street 1

Phone: +7 495 949 95 09,

+7 495 949 88 39, +7 495 948 60 40.
e-mail: shodnya@sm-michel.ru
www.sm-michel.com

FROM CONCEPT TO RESULT

The SM MICHEL Company specializes in
development and indusfrial oulput of wide
spechum of decorative cosmelic producls,
skin and hair care producls, cosmeceutical
products, washing foams, professional beauty

products and SPA cosmefics, solarium -

suntanning producis and perfumery. The
company owns two plants in Moscow region
and Poland and is a large industial complex
which has become one of the leading Russian
manufacturers of decorative cosmetics and
skin care products.
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TOLPA’

philosophy of healthy care

TORF CORPORATION
Fabryka Lekéw Sp. z 0.0.

Fabryezna 11

55-080 KATY WROCLAWSKIE,
POLAND

Phone: +4871 3341912
Fax: +48 71 334 19 63
e-mail: a.olechnowicz@torf.pl
www.tolpa.pl

www.torf.pl

la ditta TORF Corporation Pharmaceutical
Factory e' stata fondata nel 1989 e si
specializza nella produzione dei preparati
desfinafi alla cura del viso, corpo e l'igiene
dei deriti e della bocca. Nel suo portafoglio
fra I'altro possiede un marchio molto famoso,
unico ericonosciuto - TOLPA® . Tuttii pradott
TOLPA® sono basati sulla torba e fango
TOLPA®, e sono composti da: dermocosmetici,
ecocosmelici, cosmetici SPA & WELLNESS,
preparati  specialistici. Tulti sono  creati
secondo l'idea di ecologia e un slile di vita
sana. Come l'unica azienda al mondo
possiediomo un brevetio per un estratto
unico di torba che ha le proprieta’
immunomodulanli, rigenerativi e di detox, ed
e' confermato da numerosi studi scientific.

Established in 1989, TORF Corporation
Pharmaceutical Factory Lid. specializes in
manufacturing face and body care as well as
oral hygiene products. lis porifolio contains,
among ofhers, a well-known and unique
TOLPA® brand, based on TOLPA® peat and
TOLPA® peat mud. The brand includes several
product categories (dermocosmelics, eco
cosmelics, SPA&Wellness products and
specialized care products) which fit well into
the concept of green and healthy lifestyle. As
the only company in the world, Torf
Corporation Pharmaceutical Factory Lid.
owns a patent for a unique peat exiract with
immunomodulaling, regeneratfing and
detoxicaling properties which have been
proven by numerous scienfific tests.

L'azienda VIP-LKB si specializza non solo in
prodotii collegali con le unghie artificiali,
art nail ma anche in aredamento dei
saloni di bellezza.

Abbiamo due marchi commerciali: Ritta
Zenker e Evershine. | nosti prodotti
vengono esportali in molti paesi.

EVES
SHINE_

BEAUTY & CARE

VIP-LKB POLAND
Sp. z 0.0.

Jagodowa 75

62-002 SUCHY LAS

POLAND

Phone: +48 61 811 57 31

Fax: +48 61 811 57 49

e-mail: zenkerpolska0@poczia.onet.pl
www.viplkb.eu

VIP-LKB specializes not only in producis for
fake nails and art nail but also in internal deign
for beauty centers.

We have two frade marks: Ritta Zenker and
Evershine. We export our products to many
counfries.
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Valdi Spectrum Group VALDI
Specirum Group Sp. z o.0.

Chemiczna 2
65-713 ZIELONA GORA,
POLAND

L'azienda  Valdi Spectrum Group Sp. z 0.0, ~ Phone: +48 68 451 23 00

e' stala fondata nel 1991 a Zielona Gora.  Fax:  +48 68 451 23 12

Da quel momento e' gia presente in futta la e-mail: m.kurpanik@vsg.pl

Polonia ed aliri paesi, sistematicamente www.vsg.pl

allargando la sua offerta e la catena della

distribuzione. Iniziolmente il ruolo principale dei  Company Valdi Spectrum Group, established in
prodotti di VSG svolgevano i cosmelici per lo 1991 in Zielona Gora, operates successfully in
styling di capelli, deodoranti e profumi. A peco Poland and ofher counties, systematically
a poco l'offerta stata ampliata con elementi  developing ifs offer and dishibulion channels.
nuovi: cosmelici per la cura della pelle,  Inifially the leading arlicles in our portfolio were
prodotti per il bagno & un'ampia scelta diset hair styling preducts, body sprays and perfumery
regalo. Attualmente, i nosti prodotti sono  goods, Gradually our offer has been extended
venduli in olire 40 paesi in Europa, Asig, Afica  and new ilems have been added e.g. bath and
e Australia. Essi si possono frovare in lradizionali  body care cosmelics and a wide range of gift
negozi con cosmefici ed anche sugliscaffalidi  sels.Today our goods are sold in more than 40
catene infernazionali come Melro, Real, counfries of Europe, Asia, Africa, and also in
Selgross, Tesco, Rossman, Kaufland, Carrefour, Ausfralia. They can be seen on shelves of the
Auchan, Uno degli obiettivi principal quello di traditional small outlels as well as in the large
adattare offeria commerciale di VSG alle  mulfinalional shopping chains, such as Metro,
esigenze dei clienti e cambiamenti di Real, Selgross, Tesco, Rossman, Kaufland, i s
fendenza sil mercafo dei cosmelici, Di  Camefour, Auchan etc. One of the mail goals of —

conseguenza, negll ullimi anni VSG ha VSG is to adjust our offer to changing needs of our 2
JAGO@JAGOPRO-AEROSOL.PL

JAgOPRO

® Hair Care products
e Shaving Care (gels, foams, after shaves, lotions)
® Body Care including antiperspirants,
roll-ons, solid and liquid sticks
@ Sun Care products, self-tanning products
® Make-ups in aerosol, Thermal Spa Water
® Body balms, shower gels
® Household

Standaord aerosols diam. 22 up to 66 mm
(10 ml - 750 ml)

BoV technology and post foaming technology

presentalo per la vendita delle serie nuove:  clients and frends in cosmetic market. Therefore,
cosmelfici per adolescenti "See You', e prodolfi  recently we have introduced fo our products

perilbagno e perla cura del corpe "Dairy fun”,  poffolio new brands: cosmelics for giils See You ' TEL. 0048 32 614 30 50

“Club Body" e "Champes de Provence”. llloro  and bath & body care producis Dairy Fun, Propellﬂnts P ropane Butane DME
design unico, un packaging innovalivo e  Champes de Provence and Body club. Thelr main FAX 0048 32 614 30 51 C d Ai

ricette interessanti, che contengono  fealures: unique design, inferesling packaging Nltrogen ompresse 1r

l'ingredienti nc(ljlurcln. Tutto quesioI distingue i and special, innovalive recipes reach in natural 43-600 JAWORZNO 12 Dro du c tl on 11 nesw lth tot 01 e arl
nostr prodotti da alti disponibili sul mercato e ingredients distinguish them from competilion

garantisce una grande p%pok:lriio. origd guarantee Ihgeir success on the mu'r’kei. SZCZAKOWSKA STREET 35 P 3! )4

capacity over 120 Mio units
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Anna Godek

REPORTER: Zanim firma Eveline stala sie znana u nas w kiaju, przez lata
o4t swoich obrotéw realizowala w eksporcie. Jak dzisia] wygladaja proporcje
e rynki sa dla firmy najistotniejsze? Ktdry z nich stanowil dla firmy najwigksze
moze niespodzianke 7

Firma Eveline Cosmetics powstala w 1983 roku. Obecnie w niczym nie przypomina lej
sprzed kilkunastu lat. Zatrudnia ponad 500 pracownikéw, produkuje blisko 5 miliondw
wyrobow miesiecznie, a w swej ofercie ma kilkaset produktéw z segmentéw: kosmetyki
pielegnacyinej dla pafi i panéw oraz kosmetyki kolorowej. Jest najwiekszym polskim
eksporterem kosmetykdw. Dostarcza je do penad 70 krajow rozsianych po calym Swiecie.
Nasz eksport stanowi blisko 80% produkgji. Znaczacy udzial w sprzedaiy maja rynki
wschodnie: rosyjski, ukrainski, bisloruski, kazachski, gdzie nasza marka ma ugruntowang
pozycje od kikunastu lal. Mimo, ze mamy bogate dodwiadczenie w zdobywaniu
zagranicznych rynkéw, najwiekszym wyzwaniem okazal sie dla nas rynek krajow azjatyckich,
na kiéry bardzo tudno jest wprowadzic kosmetyki europejskie. Jest to spowodowane
podwyzszeniem standardow poprzez ugruntowanq pozycje kosmetykéw japofiskich znanych
wszystkim z bardzo wysoliej jakosci. Zatem wejécie na tak wymagajace rynki jak Tajwan,
Hongkong, Malezja, Wietnam czy Singapur jest naszym niewatpliwym sukcesem.

: wyroby Eveline sq najlepiej sprzedajaca sig polska marka kosmetyczng na
Uropy. Czy mimo coraz wigkszej konkurendji na tych rynkach udaje si¢ Pafistwu
fychczasowa pozycie?

ik
Rynki Europy wschodniej rzadza sie swoimi prawami. Ich wieloletnia znajomosc,
dodwiadczenie zawodowe managerow prowadzacych eksport poparte ciaglym
monitorowaniem rynku i nadazaniem za rosnacymi wymaganiami ostatecznego obiorcy nie
tylko pozwalajg nam zachowa¢ dotychczasowa pozyde, ale wreez kreujq przed nami ciagle
nowe mozliwosd.

imy ostatnio o Pafstwa sukcesach na rynku tureckim i o niekonwencjonalnej,
hczasowa prakiyke fimy, metodzie dystrybucii. Czy moze Pan uchylié rabka

W Turql stosu;emy sprzedaz bezposrednia. Nasze produkly oferujemy poprzez siec
konsultantéw, ktémch atutem jest bardzo dobra znajomos¢ proponowanych ostatecznemu
odbiorcy kosmetykéw. W tym miejscu pragne podkresli, ze nie trzymamy sie kurczowo
tradycyjnych form dystrybucyi. Jako firma innowacyjna prébujemy i z sukcesem wdrazamy nie
tylko produkeje innowacyjnych kosmetykéw, ale tez stale poszukujemy innowacyinych form
ich dystrybugji. | tak oprocz niekonwencjonalnej sprzeda2y jaka prowadzimy w Turcji, o ktdrej
wspomniala Pani w pytaniu, mozemy pochwalié sie wprowadzeniem na Tajwanie sprzedazy
naszych kosmetykdw poprzez telewizie czyli tzw. TV Shoping.

plyw na oplacainos¢ eksportu maja tak znaczne ostatnio wahania kursowe?

eszlego roku, majac do czynienia ze slaba zlotéwka obnizali Pafistwo ceny

W& dla uzyskania przewagi konkurencyjnej, czy tez stosowali polityke sztywnych cen?

8, &2y podziela Pan opinie czesci polskich eksporteréw naszej branzy, ze graniczny kurs
5cl eksportu to 3,5 7 za euro?

Musze przyznat, Ze dla takich firm jak nasza, eksportujacych wigkszosc swojej produkcji jest
to problem. Trudno jest prowadzi¢ stabilng polityke cenowa na rynkach zagranicznych
w sytuacii gdy w ciagu kilku miesiecy kurs waluty, w ktorej rozliczane sa fransakcje eksportowe,
zmienia sig o prawie 30%. Jednak nie jest to niemozliwe. Przypoming, ze jeszcze 2 lata temu,
w szczytowym okresie umocnienia naszej waluty placono tylko 3,2 7l za euro. Bylo to
powodem klopotdw wielu eksporter6w. Potem w ciagu roku kurs wywindowany zostal do
niebotyczne] granicy 4,7 2l za euro co oczywidde bardzo znaczaco wplynelo na wzrost
rentownosa. Réwnolegle jednak, z uwag na kiyzys, mieliémy do czynienia ze spadkiem
popytu za granica, wiec nie do korica mozna bylo zdyskontowad korzystny kurs. Tym niemniej,
nie obnizajac dotychczasowych cen; udalo nam sie zrealizowa¢ awigkszony zysk. W calosci
przeznaczyliémy go na inwestyde na rynkach zagranicznych, polegajace na dofinansowaniu
roawoju, charakterystycznych dla poszczegélnych nymkow, form dystrybuii. Dla naszych
partnerow liczy sie przede wszystkim stabilnoé¢ cen, po ktérych realizujq swéj import, wiec
z nasze) strony nie bylo mowy o zadnych nemwowych reakejach cenowych. Obecna sytuacja,
czyli wyrany trend na umocnienie zlotego pokazuje, ze mielismy racje. Co do kursu
granicznego — w kazdym przedsiebiorstwie, z uwagi na rdzng strukture kosztow jest on inny.
Na pewno umacniajaca si¢ zlotéwka wymusi wsrdd eksporterow dalsze dziatania
modemizacyjne i optymalizacyjne, ale per saldo bedzie to z korzyscia dla nich samych.

R l{m:: lwrunh eksportu 53 wg Pana najbardziej ryzykowne finansowo? Jak wyglada
ieczenia dostaw kredytowych? Czy instrumenty oferowane przez KUKE sq
ice|do zabezpieczenia transakgji z odroczonym terminem platnosci?
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Wywiad z Piotrem Kasprzyckim,

prezesem zarzadu Eveline Cosmetics,
najwiekszego polskiego eksportera kosmetykow.

Trudno tu méwic o okredlonych kiemunkach ryzyka. Wszedzie zdarzaja sie
przypadki probleméw z platnodciami, dlatego tak wainy jest etap negocowania
kontraktu i odpowiednich Klauzul zabezpieczajacych. Oczywiscie w razie
udzielania kredytu kupieckiego ubezpieczenie transakcji jest absolutng
koniecznoscia. Dzisia) objecie ubezpieczeniem np. KUKE (Korporacja
Ubezpieczeri Kredytow Eksportowych) dostaw kredytowych na wschod nie
stanowi specjalnego problemu. Pamietam jednak nie tak odlegle czasy gdy
z uwagi na brak takich ubezpieczefi dia polskich firm dzialajacych na wschodzie,
zmuszeni byliémy do podejmowania olbrzymiego ryzyka i konkurowania
z firmami z Europy Zachodniej, ktdre w pelni asekurowaly swoje wysylki
w zachodnich instytucjach ubezpieczeniowych i mogly zaoferowaé swoim
odbiorcom bardzo wydluzone terminy platnoéd, Szczesciem to sam konsument
glosuje za konkretnym wyrobem, a taki parametr jak stosunek jakosci do ceny byl
zawsze naszym atutem.

s w pozyskiwaniu nowych partneréw w eksporcie odgrywaja targi,
org Paistwo udzial za granica?

Uczestniczymy w najwiekszych targach kosmetycznych na calym $wiecie
— Cosmoprof w Bolonii i w Hongkongu, Beauty World w Dubaiu i oczywiscie
W targach Intercharm w Moskwie i Kijowie. Jestesmy tam, gdzie sq strategiczne
dla nas rynki. Targi s okazja do spotkan z naszymi kontrahentami, ktérym jako
pierwszym prezentujemy nasze nowosci, nawiazujemy nowe kontakty
biznesowe, obserwujemy oferte innych producentéw. Ale targi nie sg
stuprocentowa recepta na sukces, Wszystkie pozyskane na nich kontakly trzeba
poddac rzetelnej obrbce, a to juz proces diugofalowy.

Jaki model pracy na rynku zagranicznym jest wg Pana bardziej efektywny:
sje z jednym mocnym partnerem na wyldcznosé czy dostawy do kilku

. Wka?.aym u!uaju nasze podejécie jest indywidualne. Jedli kraj, w ktérym

zaczynamy sprzedat jest stosunkowo niewielki, to raczej decydujemy sig na
wspdlprace z jednym dystrybutorem. Jednak ten partner musi spelniac nasze

wysokie wymagania. Jesli rynek jest wigkszy, pracujemy z kilkoma dystrybutorami.

o coraz wiecej polskich firm ofenuje uslugi private label i podejmuje
rzecz niekoniecznie znanych Zleceniodawcow zagranicznych.

Pana oznacza to, e mamy kopot w wykreowaniu polskich marek, kire
adzeniem konkurowaly by za granica?

Jeéli chodzi o Eveline Cosmetics to taka sytuacja nam nie grozi. Inwestujemy
wylacznie w rozwdj naszych marek.

y mysli Pan, Ze jest szansa, aby w nieodleglej perspektywie palskie
‘na rynkach europejskich postrzegane byly przez przecietnego
ako wyroby dobrej jakosdi i kojarzone byly z tzw. érednia potka czy
53 na skojarzenia ,polskie musi byé tanie, bo nie ma renomy"?
Jakse zialania powinny przedsiewzia¢ polskie firmy aby zmieni¢ te sytuacje?

Biorac pod uwage jakos¢, polska kosmetyka poczynila znaczacy krok do przodu
w ciagu ostatnich lat. Warunki produkeji w naszych zakladach produkeyjnych sa
obecnie zgodne z wysoko ustawionymi normami Unii Europejskie]. Nastapil
niewiarygodny rozwdj stosowanych technologil, W ramach firm produkeyinych
powstaly wlasne laboratoria zatrudniajace wyspecjalizowana kadre
wprowadzajaca do produke)i innowacyjne wyroby kosmetyczne. To wszystko
sprawia, Ze polskie produkty nie odbiegaja juz jakoscia od tzw. produktéw
zachodnich. Przykladem moze by¢ fakt uplasowania produktow firmy Eveline
Cosmelics na stednigj pdlce na tak wrazlwym na jakos¢ rynku jakim jest
Skandynawia. Nasze do‘wiadczenia w tym regionie, szczegdlnie w Finlandii
wskazuja, 7e w kiotkim czasie moina osiagnac wysoka pozycje sprzedaty, jednak
aby to zrobi¢ trzeba miec po piewsze bardzo dobry produkt w konkurencyjnej
cenie, po drugie przemyslana koncepcje marketingowa, po trzede wreszcie,
potrzebny jest mocny partner dystrybucyiny, znajacy wszelkie uwarunkowania
rynku lokalnego.

Rt Daigkuiemy za rozmowe i 2yczymy dalszych sukcesow.

www.cosmeticreporter.com

"ﬂ'ueEastemEumpean markets have spedial rules. Many years of our managers’ experience on

by Anna Godek

TIC REPORTER: Before Eveline became well known in Poland, for many years
st pal _ﬁg{tlsmmovermgeneratedﬂumughexportmmlsmdafspmpmﬁou
es and which markets are the most important for the company,

ol ﬂ the biggest challenge, or maybe a surprise?

Eveline Cosmetics was established in 1983, Cumently it doesn't resemble the company from
years ago. Employing over 500 workers it produces 5 million merchandises a month and its offer
indudes couple hundred products from beauty care range for women and men and colour
cosmelics. It is the largest polish exporter of cosmetics. It supplies them to over 70 countries
around the world, Export is almost 80% of our production. Large part of sales goes to eastem
markets: Russian, Ukrinian, Belarusian, Kazakhstani, where the brand has a well-established
position for more: than ten years. Despite our large experience on intemational markets the
greatest challenge tumed out to be Asian countries, where it is hard to introduce European
cosmelics. The' cause of this is a high quality standard established by wellknown Japanese
cosmetics. | this case the rollout to such markets as Tawan, Vietnam or Singapore is our great
SUCCess..

gjmg‘l"mmy years the Eveline products were the best selling polish cosmetics

astemn Europe. Do you manage to keep the leading position despite
ipetition?

those markets supported by the market research and keeping up with dients expedations not
on‘yallmtstoman?aunmeumtposmonbznakoueaenewoppommes.

}'%Wem heard of your recent success on Turkish Market and an unconventional

mpany method of the distribution. Could you unveil the mystery a little bit?

-.|mmwme direct sales. Our produdts are being offered via consultants, whose advantage

is a good knowledge of offered cosmetics. | would like to emphasise that we do not hold on to
the traditional distribution paths. Being an innovative company we try and successfully introduce
not only innovative cosmetics but also constantly: try out innovative ways of distibution, And so,
-apart of an unconventional sales in Turkey, which you mentioned we can be proud of introduding
in Tawan sales via TV, the so called TV shopping.

at influence had the recent shifts in money markets rates have on your profits
i did you reduce the prices to cope with the last year’s weak zloty and
old ﬁmw&hve prices, or did you adopt a fixed price policy? Finally do you
an opinion of some producers from our sector, that the border exchange rate

to maintain the export profits would be 3,5 PLN per euro?

| have to admit that for companies sich as ours, producing mostly for export, that is.a problem.
Itis hard to have a stable price policy on intemational markets when the exchange curency price
changes 30% within three months. Nevertheless it is not impossible. Let me remind you that
two years ago at the peek of the strengthening of polish currency, the exchange rate was 3,2 PLN
per euro. That was a cause of frouble for many exporters. Later that year the price rocketed to the
exorbitant 4,7PLN per euro, which obviously heawlly influenced the profit margins. Simultaneously
due to the crisis we encountered decreased demand abroad, so we couldn't fully capitalise on
memdmmmmmWﬁwmmmmmmmﬁh
which we allocated entirely in investments on intemational markets, financing development of
distribution methods spedfic to particular markets. For our partners, the most important thing is
a stable price of their imports, so there was no place for nevous adjusting of prices. Curent

situation, namely a-strong trend of strengthening the zloty, shews that we were right. When it
comes to the border exchange rate, it is different in every companty due to structural differences
in expenses. Certainly the strengthening zloty will force exporters to modemise and optimize their
amﬁﬁesbtnperbalanceitmlhewimbmeﬁtshrhmehes

1 of the aedit deliveries look like? Are the fadlities offered by KUKE
m@ji&m delayed payment transactions?

It'1s hard 1o talk about spedific risk directions. Inddents of problems with: payments happen
everywhere and that is why the stage of negotiating a contract and adequate security dauses is so
important. Obviously in case of of gving a traders credi insuring the transaction 1s an absolute
necessity. Nowadays insuring credited deliveries to Eastem Markets for example with KUKE (export
credit insurance corporation) is not a problem. But | remember that not so long ago, becatse of
lack of such insurances for polish companies operating on the east, we were forced to take
enommaus nsks and compete with westem Europe companies which had their shipments fully
seaured in westem finandal institutions and could offer very long terms. Luckily itis a chent
himself who votes for a spedfic product and the price to quality ratio has always been our strength.

An interview with Mr. Piotr Kasprzycki
CEO at Eveline Cosmetics,
polish largest exporter of cosmetics.

CR: What role do the intemational fairs, in which you take part, play in gaining new
: partners abroad?

We 'pp:&&uelaagestmsmemsfarsmhewmld Cosmoprof in Bologna and in Hong Kong,
Beauty World in Dubai and obviously Intercharm in Moscow and Kiev. We are everywhere where
our strategic markets are, The fairs are a good opportunity to meet our trade partners who are
the first to be introduced to our novelties, we establish business relations, and we observe other
producers. But the fairs are not the only redpe for success. All the new contacts established at

farrshavetobehunesﬂypmcessedandhastaheslongtme

‘model of work on intemational market do you find the most effective:
ether with one strong partner exclusively or delivering to several

%Mrelndvadudappmad\meverymunw If the country in which we introduce our products
is relatively small, we usually dedde to cooperate with only one distributor, The partner must fulf
our high expectations, On larger markets we cooperate with several distributors.

‘more and more polish companies offer private label services and make
D) -known customers from abroad. Do you thinl it
pollsh companies find it hard to develop their own brands that could be

When it comes to Eveline Cosmetics that does not threaten us. We invest exclusively in
developing our own brands,

ﬂmﬁr:' u think that there is a chance, in the near future that polish cosmetics will
by average customers as high quality products and associated with so
range, or do they have to be as not renown and thus cheap?
is should polish companies undertake to change this situation?

Taking into consideration the quality of polish cosmetics within the last few years a considerable
step forward has been made. The conditions in our production fadilities are in compliance with
high standards of the European Union. An unbelievable development in used technologies took
place. The production companies created their own laboratories with specialised staff and
introduced  into innovative cosmetic products, All that is the reason why polish
products do not differin quality from so-called westem products. A good example can be the fact
of placing Eveline between the midange produds, on such a quality sersitive market as
Scandinavia, Our experiences in this region, espedally in Finland, indicate that it is possible to
achieve a high position in sales in a short time. But in order to do it you have to have: first a very
00 at a competitive price, second a well-considered marketing concept and third you
¢ mdmnblmmmanmMmsﬂPankﬂmndimm

for the conversation and we all wish you further success.

Visit us at Cosmoprof
Bologna 2010
pav. 30 stand F16-G15C

GOLD THERAPY
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| MARKETS

Poland's cosmetic products retail market -
based on selected categories of cosmetics.

The last several months were marked by economic crisis, which spread from European through American to Asian market.
According to Eurostat data, the European Union countries have experienced declines in Gross Domestic Product (GDP).

Against this background, only Poland has achieved economic growth and Gross Domestic Product in 2009 grew by 1.7%:

Despite the crisis, which affected last year the global economy, the cosmetic categories on the Polish market do not seem to
notice the slowdown in sales, but they even record their growth. In times of crisis, or more difficult financial situation, consumers

are giving up big spending on luxury goods, for which there's no room in the budgets of households. However, trying to
compensate somehow for the lower income, the consumers are likely to reach for small pleasures, which undoubtedly are also
cosmetics. This phenomenon already appeared in the 30s of the last century, during the Great Depression, and is referred to

as the effect of fipstick.

The cosmetics market, according to the research conducted by MEMRE includes cosmetic products used for make-up, hair, face
body wash. In 2009, the total sales of the selected categories of cosmetic products reached

and body care, fragrances and

nearly 873 million pieces and 8.0 billion Zlotys. ‘Compared to the same period of the previous year the cosmetics market noted
sales volume increase by 5.1 % and sales value increase by 12.3%.

Real GDP growth rate
251 Growthrate of GDP volume - percentage change on previous year = e — 26
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The biggest share in total sales of cosmetic products have reached the cosmetics for face and body care (22% in quantity and
27% in value). Considering the number of units sold, double-digit share in the cosmetics market the following products can
also boast of: soap (21%), mass women's and men's fragrance casmetics (14%), shampoos (1206). A similar result, but in
the sales value have reached mass women's and men's fragrance cosmetics (229%))
shampoos (119%). Detailed information proceed with Charts 2 and 3

, color make-up cosmetics (12%) and

Cosmetic Market Segmentation - Volume Shares -
X11.2000

2% 7%

-X11.2000

&%
6% o5

5%

Cosmetic Market Segmentation - Value Shares -

B 3%

14% —
mHai Stying mHar Cobrants BHa Stying B Har Colotants
OShanpoos oHsr Conditoners B Shanpoos B Har Condboners
BColow Cosmetcs B 5kn Cace iFace & Body) mCalovy Cosmatics 854 Care (Face & Body)
mlisss Farrale & Wls Fragrances mSoaps w st Femals & Iibls Fragrances o Soaps
B Bady Chansing Gebs, Foarms and Liquds @ Body Ceansing Geli. Foams and Liquds
cosmetic reporter V-2V 2010

www.cosmeticreporter.com

 MARKETS

i i in i in value), which was
Over the last year the sales of color cosmetics developed most dynamically (6% in quantity and 15% in value),
accompanied yby an increase in sales of other categories of cosmetics: face and body care cosmetics (7% in quantity and 12%
in value), fragrances (respectively 6% and 10%), body wash (3% and 14%), hair cosmetics (respectively 4% and 130%).
The dynamics of changes in the cosmetics market present Charts 4 and 5

Dynamics of volume sales of cosmetic products,
1-X11,2009 vs 1-XI1.2008

skin care
colourcosmetcs
mass fragrances
haircosmetcs

body cleansing

Dynamics of value sales of cosmetic products,
1-X11.2009 vs |-X11.2008

colour cosmescs
body cleansing
haircosmelics
skin care

mass fragrances

g ] i ittle importance.
In Poland, the modern trade, understood as the sum of hypermarkets and supermarkets, has a relatively litt
By contrast, the traditional trade still plays an important role and reached in the period January-December 2009 the value share of
73% nationwide. The importance of the examined types of stores in the sales of the cosmetics market present Charts 6 and 7

Importance of outlets in volume sales of cosmetics
market - |-XI1.2009

6% A% 2% 17%

15%

Importance of outlets in value sales of cosmetics
market - 1-X11.2009

|H -] et D Gmcenes WHYR BSup et o Groceries
nc::';malc Sho.ps | Perkm eries mhultpurpose Shops mCosmalic Shops oPeruimensas | Multpurpose Shops
BHiosks WPharmacies | osks mPhamaties

The highest sales have generated the beauty shops (36% in quantity and 46% in value). Successive positions occupi
hy;en'lsarkets, which al:cgumed for 17% in sales volume and 16% in sales value and supermarkets, with 17% in volume and

11% in value.

i i i ita i i diture of Poles
Analyzing the market in terms of spending per capita in the year 2009 it can be noted that the average expend
incuzzedgfor cosmetic products amounted to almost 210 Zlotys (detailed information is presented in Chart 8). This sum was by

129% higher as compared to the same period last year.
L":‘_-';; 3

Spending on cosmetic products per capita - I-XI1.2009

26134 3.9z 4

458521

The most, 27.4% of the total amount we spent on
products for face and body care (over 57 Zlotys per
year). The purchases of hair cosmetics _(lnclud!ng
shampoos, conditioners, products for hair coloring
and styling) accounted for 25.7% of the total
expenditure (54 Zlotys per year). For scent products
(understood as deodorants, mass toilet waters,
cologne and aftershave as well as sets) 21 9% of the
budget for cosmetic products has been assigned (46
Zlotys). The remaining 25% was spent on body wash
cosmetics and products for make-up (12.5% each).

The above information indicates that, despite the
economic crisis the Poles did not give up the

57.58 2 -
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purchases of cosmetics - on the contrary — their
spending for this purpose has increased over the year.




B NEW PRODUCTS FROM POLAND

M ECO Linea®

ECO LINEA® is the first Polish series
of ecological cosmetics certified

by ECOCERT. 1 NIGHT CREAM

The series includes both natural and revitalizing - protective
organic products. ECO LINEA® cosmetics 1 EYE CREAM

are designed for active women over conditioning - smoothing
25 years old, who care for their skin ¥ MASK

in a biologically natural manner. revitalizing, self-absorbing
They were developed to stimulate # ALCOHOL-FREE TONER
the skin barrier processes. toning - refreshing

The revitalizing effect of the products 1 BODY BALM _
means: biological skin regeneration, regenerating - tightening
optimal moisturizing, properly oiled ¥ MAKE-UP REMOVER MILK
skin, slowing down the skin-ageing cleansing- moisturizing
process, elasticity, firmness
and healthy look.

B DAY CREAM
stimulating-protective

www.ava-laboratorium.pl

B ANTI-AGE&SHINE

Smoothing out lipstick with anti-wrinkle
complex. Models the shape and contour
of lipsit

Perfect make-up and care for lips in one!
Active component of “anti-ageing complex”:
freduces visibility of existing wrinkles,
Bstimulates collagen and elastin
production in skin,

Idelaying the process of wrinkle formation,
Three-dimentional formula of lipstick fills
skin disparities, optically improving lips
contour which makes lips fuller, shapely
and defined.

Nutritive with vitamin C and E complex
prevents skin dehydration.

Vitamin C additionally contributes

to collagen production.

EFFECT: moisturized, smoother lips
looking younger!

Lipstick available in seven incredibly
feminine, long-lasting colours.

Your lips have never before been so
marnvelously juicy, glossy and so beautiful...
www.bell.com.pl

EPPH BIM

since 1983 js a manufacturer of very wide

range of colour and care cosmetics and packagings.
in our offer You can find aver 150 praducts serving
for make-up, nail and face care.

Qur Firm carries also on service activity in the range
of Prvate Label,

Let us present our luxurious lipgloss — MAXI,

A velvel consistency guarantees a deep colour that
is full of brightness.

In addition, it improves the firmness and flexibifity. of
a delicate lip skin, keeping the proper moisture level,
The harmony of a few spiral colors lets you create
original, imaginative lip makeup!

Parkowa 2 Str. Osowiec,

96-321 Zabia Wola/near Warsaw, POLAND
Tel.: +48 46 857 89 14/15

Fax: +48 46 857 89 14/15 (int 108)
e-mail: quiz@quiz.com.pl

www.quiz.pl

Laboratorium Kosmetyczne AVA
e-mail: biuro@ava-laboratorium.pl || Reqlorgli_%____
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BVOLUMIX
FIBERLAST

Innovation

Eveline Cosmetics

- 2 new mascaras
Volumix Fiberlast

with provitamin BS
and mineral pigments
Shine&Long lasting
hold up to 16 h.
Revolutionary

silicone brushes.
www.eveline.com.pl

@R ANNA PIKURA

www.annapikura.com

"Beauty can be attained only from within"
Our aim is always to go with nature and to explore its treasures.

Collagen with its biological activity preserved
PROF. PRZYBYLSKI BIOAKTIV KOLAGEN

Biologically active collagen is our Pride - because it is so
one-of-a-kind, not to be found anywhere else. And it is our
Joy - because of the beneficial results it brings to any who
use it. This 100% natural preparation, manufactured according
to a world-unique metod developed by an outstanding Polish
biochemist Prof. Jézef Przybylski, is a powerful cosmetic.
Unlike earlier methods, Prof. Przybylski's method, awarded
patents in EU and USA, protects collagen's complicated con-
formation and thus preserves its biological activity.

PROF. PRZYBYLSKI BIOAKTIV KOLAGEN INTIMATE

BIOAKTV L.

KOLAGEN

Two unique preparations - For Woman and For Man - combine
biologically active collagen and natural active vitamins to provide
excellent care for external genital organs. Their effectiveness has
been attested to by many Clients, especially during the period of
menopause and andropause.

Botanic preparations
ANNA PIKURA HYDROLOGY & SUCCESSLOGY

1 ANNA PIKURA
J Hydrology

24h Maistire Crean
Crbwe Hydeatante 24h

ANNA PIKURA

Successlogy

At Witrle Restrctoring Lress
Cabine aotl-rides revbnatusaate

e— e ——

Qur Clients testify about exceptionally good results in cases of
all sorts of beauty problems - from wrinkles and sagging skin
to problematic or oversensitive skin to weak blood vessels or
varicose veins. Biologically active collagen is at the same time
exceptionally “"skin-friendly”, even to the most allergic or over-
sensitive skin. We offer three basic collagen preparations: Bio-
activ Kolagen White, Bioactiv Kolagen Grey and Bioactiv Kola-
gen Graphite. They all contain 100% collagen obtained from fish.

PROF, PRZYBYLSKI BIOAKTIV KOLAGEN +

A genuine "mercedes” among the Collagens, a preparation of
unrivalled anti-wrinkle and anti-aging properties. It is developed
according to the newly specified technology and represents
a unique method of combining active vitamins with biologically
active collagen.

Biologically active collagen is not only an ideal cosmetic in and
by itself. It also intensifies the effects of other natural active
substances, when they are applied together with biologically active
collagen. In order to ulilize this properly of collagen, as well as
to offer our Clients the most valuable natural substances which
rebuild, nourish and strengthen the skin, we have developed
a line of luxury botanical preparations ANNA PIKURA.
Hydrology, an intensely moisturizing luxury cream for normal and
combination skin, and Successlogy, an intensely regeneraling
anti-wrinkle luxury cream for mature skin, contain a ftreasury of
precious botanical ingredients in optimum ratios.
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Stem cells
for Care & Beauty

Stem cells became a hot topic last times. A number of
products in Europe and United States put on the market
in the past years were based on stem cell concept.
Initially, they were claimed to directly protect human skin
stem cells or stimulate stem cell divisions and contained
various — more or less known — cosmetic ingredients.
During In Cosmetics 2008, we were witnesses of the
breakthrough in the approach to the topic. A year after a
Noble Price in Physiology or Medicine was awarded to
three outstanding scientists “for their discoveries of
principles for introducing specific gene modifications in
mice by the use of embryonic stem cells”, stem cells truly
entered the world of cosmetics and the first plant stem
cell extract won a price for the most innovative ingredient.
A year later, at the same event, we could find a number
of similar new raw materials based on different plants and
of different activities claimed.

But - is it a temporary fashion or a sign of future? Can we
trust that stem cells are not only the greatest promise and
hope, but also the future of medicine, aesthetic
dermatology and cosmetology as well?

Stem cells - the unique cells
Can we hope? Yes, because stem cells are really the
unique cells. Although, as we know today, they are
present in all multicellular organisms, they are not
‘nommal” cells. Just because they have three very special,
extraordinary properties; they are capable of dividing and
renewing themselves for long periods (that's why they are
considered immortal), they are unspecialised and they
can give rise to specialized ("normal”) cell types (ie
nerve cell, muscle cell, blood cell, skin cell etc.).
In general, there are two broad types of mammalian stem
cells: embryonic stem cells (in the inner cell mass of
blastocysts only) and adult stem cells, which are identified
in various fissues of the living organisms. Embryonic stem
cells are totipotent or pluripotent - they can differentiate
into all cell types of the body. Adult stem cells, although
very rare, can be found in most adult tissues. In contrast
to embryonic stem cells they are limited to differentiate
into various cell types of their tissue/organ of origin. They
can be multipotent, when they differentiate into a number
cell types, but only those of a closely related family of cells
or unipotent, when are capable to produce only one type
of cells —even then they still exhibit the properlies of self-
renewal, which distinguishes them from “ordinary” cells
(ie. muscle stem cells, epidermal stem cells).
Potency of embryonic stem cells makes them the most
valuable cells. Studies with their use are, however,
controversial and ethically ambiguous. That's
started to search for other "sources” of stem
days, works over stem cells are carried out into
ons of greal perspectives and patential
applications, with the use of different stem cells and
various techniques to make the research over embryonic
stem cells the most ethically acceptable, Skin stem cells
are within the range of sdentific interest as well.

Skin stem cells

They were found in epidermis, demmis, hair follicles.
In the epidermis, they are responsible for the constant
renewal potential, regeneration and proper functioning in
the term of barrier function of the skin. When the skin

barrier is damaged, they migrate along the
dermal-epidermal junction to the place of breakdown,
multiply, differentiate and regenerate injured tissue —
rebuild epithelial matrix and close the wound. In dermis
they function next to the collagen and elastin producing
fibrablasts. They were identified in subdermis, bulge zone
of hair follicles and sebaceous glands as well. All there,
they are responsible for regenerative potential of the skin.
How many stem cells are there in our skin? Not many,
although literature data differ considerably and sometimes
even seem to be contradictory. You can find estimations at
the level of 1 in 10000 cells, some other time - that stem
cells account for 0,3 % of the cell population.
Instead of botox? And what are the perspectives of stem
cells in aesthetic dermatology and skin therapy?
Indeed. Stem cells may become an alterative for botox
or hyalurenic acid. This is just because the effects can last
much longer than in case of classical treatments with the
use of botulinum toxin or hyaluronic acid. Stem cell are
also tried to be used in biological breast implants
construction. Such studies were carried out in Japan,
where volunteers were treated with their own stem cells
(material was collected from hip and abdomen area, then
samples containing stem cells were prepared and
injected into breasts). That was a technique analogous to
filling with “normal fat”, but undesirable side-effects in the
form of nodules and tissue irregularity were not observed,
The use of stem cells as the material for skin regeneration
in cosmetic dermatology, for wound healing in aesthetic
surgery or even in gene therapy for cutaneous and
systemic disease are within the range of present day
studies as well. However, still without great success - the
loss of the cultured autograft was usually noted, even
after successful initial grafting. The observed poor long-
term functionality of tissue was due to difficulties in the
maintenance of the epidermal stem cell compartment
during in vitro culture.
The difficulties in stem cell therapy concemn also the
isolation a pure epidermal stem cell population or even
stem cells at a single cell level. This needs the practical
know and ability to identify the surface markers specific
for epidermal stem cells. Such studies have been carried
out for many years and in the latest research, the
combination of integrin $6 and the receptor CD34 (or
CD71) have been the most accepted markers.
And finally, the problem in skin cell therapy could be
unnatural appearance of tissue-engineered skin even with
successful grafting. It should be remembered that skin is
complex structure consisting of many types of cells
— not only tinocytes, but also nerves
plands 5.\eal glandf melanr_'rojtpr

epiderrnal stem ©

sebocyte stem cells to ac an effect of functionally
and cosmetically normal skin. The attempts to use other
sources of multipotent stem cells to generate the
epidermal component of tissue-engineerec

improve the functionality of the dermal comp

carried out as were, And these ones seem to be a real
promise for pati vith extensive full-thickness bums or
extensive ulcers.

The research over techniques and the application

Anna Frydrych - chemist, cosmetologist.
Specialist for cosmetic information,
Dermika Ltd. Lecturer at Postgraduate
Studies on Cosmetic Chemistry at Warsaw
University of Technology and Academy

of Cosmetics and Health Care in Warsaw.

of stem cells in cosmetic dermatology develops very
quickly and it's probably a question of time when stem
cells start to be commeonly and in a wide scale used in
dermatological procedures.

Stem cell approach in cosmetics

Stem cells concept was also applied in cosmetic products.
The first cosmetics contained various ingredients of
diverse activity and their action was directed towards skin
cells protection. There were also some claims suggesting
the action of cosmetics on stem cell proliferation or
multiplication. The scientists, however, are much more
careful about such - not confirmed in fact — statements,
because interaction on the cell reproducing and
multiplication process could lead potentially to the
uncontrolled proliferation as it occurs in cancers.

The appearance of stem cells based cosmetics on the
market created a little apprehension among consumers
as well, whose knowledge about stem cells is limited to
the subject of cord blood stem cell banks and ethical
problems associated with embryonic stem cell research.
Of course, stem cells used in cosmetics do not derived
from human tissue. These are lysates or extracts of plant
stem cells, usually closed in liposomes, which are claimed
to be a cosmetic key for youthful look, to help to protect
the skin stem cells (in epidermis, dermis and bulk zone of
the hair follicles) from damage and prevent skin aging: In
this context, we can be sure that the use of human stem
cells in cosmetic products will never become the truth.
What we could do now from cosmetic point of view, that's
the protection. Much time has to pass and a number of
studies has to be done before we could speak about any
wider activity on stem cells ie. stimulation of their
metabolism or rate of divisions.

The perspectives
Stem cells concept is one of the strongest trend on
cosmetic market nowadays and the greatest promise as
well. During last years cosmetologists tried to resolve
many problems of skin aging. Antioxidants let us to better
protect the skin from destruction by free radicals, alpha
hydroxy acids promoted skin epidermal renewal and due
to the very active low-molecular peptides it was possible
to regenerate the skin and stimulate metabolic processes.
All this to repair the damage skin. Enough? No, in the long
chain of the actives cosmetologists had run out of one
link — something, which not only could diminish or
ans of aging, but which could fully replace

damaged skin cells
il stem cell concept have a chance to become the
g link? It is stll too many questions without
. There is no doubt that stem cells have a great
0 much about their
onditions. We are not
even sure if the number of stem cells is constant or really
reduces with age. Mec 1as already started fo use
stemn cells therap',r in some di . The time of stem
cells in and cosmetic demmatology is just
bLglnnlng, bui there is still a Inng, ium’ way ahLJd bt_lf)lt'
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DERMIKA,

a New Generation Cosmetics

DERMIKA was established in 1994
in Warsaw, Poland.

DERMIKA manufactures and delivers modem
comprehensive care cosmetics, using the most
advanced industry knowledge, meeting the highest
product quality standards, including the packaging;
moreover; the company meets the needs of even the
most discerning customers who are looking for a
premium brand product with — elegant, yet highly
effective and with lowest allergenic properties.

The range of DERMIKA' product portfolio includes
DERMIKA new generation cosmetics, which
consists of more than 100 market cosmetics and
DERMIKA Salon & Spa brand, consisting of over
100 professional preparations used in beauty
parlours, such as Salon de luxe - professional facial
care and Spa de luxe - professional body care.

manufacturer

Innovations and Promotions

Within the scope of the formula innovations, the
company has introduced a number of latest worldwide
ingredients to its products, to mention, inter alia, plant
stem cells, hyaluronic acid, idebenone, ceramides,
pseudobotulin, phytoestrogens, peptides, retinol, the
active form of vitamin C and B3, AHA fruit acids, and
many more. Also, the company has introduced
technological innovations in the field of packaging
design, print and refinement.

Achievements and prospects for future

Until now, DERMIKA has been granted over 80
prestigious prizes and awards that were granted by
professionals, economic bodies and consumers.
DERMIKA's high position amongst the professionals is
reflected in numerous awards, just to mention:
Superbrand title, Beauty Premium, SALON HIT Beauty
Expert, and Professionalissimus.

Also, DERMIKA was awarded with many prestigious,
honourable distinctions granted by many women
magazines and business awards, such as Polish
Business Leader and Business Gazelle.

Things worth knowing

DERMIKA developed selective Womnen's Eau de
Toilette - Rosarium New Garden. The fragrance
was especially designed by a worldwide-
recognized perfume master from Grasse Gerard
Anthony who worked for such brands as: Hugo
Boss, Paco Rabanne, Guerlain, and others.
DERMIKA's Specialite product line was highly
evaluated by the Medi-Spa chain in Los Angeles,
USA, as reducing wrinkle reducing cosmecetitics.
DERMIKA opened an authorized DERMIKA
Salon&Spa salon in Norway, United Arab
Emirates, Germany and Kazakhstan.
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B LAW

Ewa Starzyk
Polish Union of the Cosmetic Industry

"Harmful parabens”

- communication of risk in the cosmetics industry.

A very important element of the public debate on the safety of cosmetics
ingredients is the proper communication of risks. —a transparent one, based on
reliable sources, given in a manner comprehensible to an average consumer
- a non-expert. But first of all the communication should be consistent,
especially in the field of the problems that are at issue in public opinion.

Parabens are rather "unfortunate” group of cosmetics ingredients. In the media
there are quite often reports warning consumers of "harm" of parabens for the
human body. These chemical compounds have been often attributed to
carcinogenic effects; causing allergy and recently also to hormone imbalance.
We had a similar situation on the Polish market several months ago, where the
wave of reports about "cosmetics ingredients causing hormone imbalance”
swept over the media.

The repeated media reports concerning the harmfulness of the parabens are
due, inter alia, to the fact that these are the compounds under constant
toxicological evaluation. There appear thus more and more of new scientific
findings conceming the effect of parabens on animal and human organisms.
The fact is that some parabens were proven to have estrogenic effects in in tests
on animals. As concerns the safety assessment of these compounds in
cosmetics - it is currently subject to examination by the Scientific Committee on
Consumer Safety in the European Commission. Due to the comprehensive
study, which parabens undergo, they are preservatives, about action of which
we know relatively a lot today. Parabens are currently ones of the best-studied
preservatives in terms of safety,

In toxicology it is quite often that results obtained by different authors of studies
vary and even contradict each other. That is why, informing the public on safety
and chemical risk requires a good knowledge of toxicology and an ability to
assess the individual publications and therefore an expert's knowledge.
Selective or incomplete use of scientific information by the media, especially in
the field of toxicology, very often leads to the spread of popular conviction that
the substance is “harmful”. Another problem is the lack of distinguishing
between the concepts of hazard and risk — the basic concepts in toxicology.
The fact that the substance showed a certain action in the laboratory conditions
does not mean that the same action occurs after use of a finished product,
where the substance is applied in a different way and different quantities.
The toxicology generally evaluates critically the individual results of studies, and
for the final opinion on the safety of a compound the so-called weight of
evidence is decisive. It seems that in case of parabens, the weight of evidence
in toxicological studies indicates that use of these substances in cosmetics do

not pose a risk to human health. However, in public opinion parabens raise new
concems again and again. The content analysis of online, mass resources,
including forums, shows that parabens have a fairly well established “bad press”
among consumers,

What is the conclusion of the toxicological studies
on parabens?

This article does not contain a complete review of all available data on
toxicology and safety of parabens. It is rather an attempt to critically analyze the
ways to communicate parabens safety by different environments in the context
of available data.

Parabens are allowed for use as preservatives in cosmelic products under
Directive 76/768/EEC. The authors of articles about parabens' safety, or rather
“*harmfulness” of parabens, which appear in the media, do not always
remember it. The maximum allowed concentration of parabens is 0.4%
for a single ester (expressed as free p-hydroxybenzoic acid) and 0.8%
for the mixture of esters. These concentrations are not chosen randomly, but are
the result of a risk analysis carried out by the Scientific Committee. In the mass
media materials it is a frequent objection that cosmetics are a mixture of many
substances and a consumer uses every day many products in which a specific
substance, for example paraben may be contained. For contacts with the media
and the necessity to find counterarguments for such objections it is worth
remembering that the Committee makes the evaluation with an assumption
that the substance may be present in all products applied throughout the day.
That approach was also applied in the safety assessment of parabens, carried
out by the Committee, The systemic exposure was set assuming the, so-called,
global exposure to the cosmetic products - 17.7 g/day.

Currently, the safety of parabens is questioned as far as their proesirogenic
effects are concerned, which is described by the media as "disrupling the
hormonal balance”. The fact is that scientific research conducted on animals has
shown that parabens have estrogenic activity. However, these studies have been
conducted using high doses of parabens - much higher than those used in the
market products. In the studies the animals were administered orally up to
1000 mg/kg/day, while in the case of topical application the exposure
at 370g/cm’ is assumed. According to the current knowledge the proestrogenic
effect of parabens is to 10 000 times weaker than of the most active
phytoestrogens, and to 100 000 times weaker than the effect of estradiol, the
estrogen present in the human body, however, different sources give slightly
different values. At the moment the majority of the scientific community agrees
that no influence of parabens on the human hormone balance is possible.
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In the consumers’ awareness, parabens are considered as one group
of compounds. It seems that this is a similar mechanism, which occurs in the
case of phthalates. The following statements of non-experts (consumers, activist
organizations, women's magazines) appear: "the harmful phthalates are used in
cosmetics”. Usually there is no distinction between phthalates that have beern
banned for use in cosmetics in Europe (for example diethylhexyl phthalate,
dibutyl phthalate) and other phthalates, which do not raise safety concems
(for example diethyl phthalate).

Similarly, parabens are a group of several compounds, to some extent differing
in effects, especially in terms of action’s intensity. The safety of methylparaben
and ethylparaben is not questioned, as the Scientific Committee on Consumer
Products (SCCP) had confirmed it on several occasions in the risk analysis.
In the latest, current opinion published in June 2008 the Committee confirmed
that the use of methylparaben (INCI: Methylparaben) and ethylparaben (INCI:
Ethylparaben) in cosmetics had been found to be safe in concentrations
allowed by the law.

So, the doubts do not relate to all the parabens, but only to the longer
homologues — propylparaben and butylparaben. Those two compounds are
currently under evaluation by the Scientific Committee. They have been
subjected to detailed testing regarding percutaneous absorption and
toxicokinetics. In November 2009 at the Sustainable Cosmetics Conference
organized by the Scandinavian Society of Cosmetic Chemists were presented
the results of these studies demonstrating the safety of propylparaben and
buthylparaben. Studies on rats have confirmed that parabens penetrate very
poorly the epidermal barrier. In addition, after getting into the bloodstream
parabens are rapidly metabolized. Thus, this excludes a possibility of affecting
the hormonal system and causing a hormonal imbalance. Basing on these
results the Scientific Committee is preparing an opinion on the safety of using
propylparaben and buthylparaben in cosmetic products.

The communication of safety of use of parabens
in cosmetics

In the chemical compounds' risk assessment - including the safety assessment
of cosmetics - it is important to distinguish the hazard from the risk. The mode
of action of each chemical depends on the concentration and the conditions
under which it is applied. The hazard is an intrinsic property of the substance.
But, chemical compound, which shows harmful effects in laboratory studies on
animals may have quite different effects when applied in particular products.
The possibility that an adverse action (hazard) occurs is defined as a risk.
Risk is defined as a probability of hazard occurring. An estrogenic acting of
parabens in animal organism is a hazard. A risk would be a possibility of such

V-Vl 2010

an action of parabens in the human body in effect of application of cosmetics
containing parabens. And we do not have to deal with with such
a phenomenon. The estrogenic activity of parabens proved in studies on
animals does not automatically indicates that these compounds interfere the
endocrine system when used in cosmetics (in strictly controlled concentrations).
Nevertheless, the estrogenic effect of parabens is often described by the media,
as endocrine disrupting.

It is very important that the cosmetics industry speaks in one voice on
the priority issues, which is the safety of cosmetic products for human health,
With regard to the safety of use of parabens the industry's position should be
uniform, based on existing law, official documents of the institutions responsible
for the risk assessment (such as SCCS, SCCP), reliable sources and the so-called
weight of evidence.

The cosmetics market is based on competition. It is therefore a natural
phenomenon that after an “anti-paraben lobby” has been established, some
companies have introduced to the communication on their products the term
“paraben free" or "no paraben”. This is espedially common among companies
that base their image authentication on keywords like "natural", "organic” or
"ecological”. In the guidelines of most organizations certifying natural cosmetics,
parabens are not included in the list of allowed preservatives. This phenomenon
seems peculiar if we take into account that parabens are natural compounds
- they are found in many plants, such as strawberries, blueberries, barley
and peaches.

The industry reports also show that some cosmetics manufacturers, which
hitherto had been using parabens have decided to gradually phase out the use
of these compounds form preservative systems. It appears that such decisions
should be primarily explained by marketing reasons - an atmosphere of "threat"
created by the media rather than by the real safety matters.

The freedom of choice is an obvious and inalienable right regardless of whether
the consumer understands the evidence base of the choice made. Since there
is @ group of consumers who want to buy cosmetics without parabens - it is
clear that such products emerge on the market.

However, the choice between "with parabens” or "without parabens” should not
be presented in the context of cosmetic products’ safety. This is not a choice
between dangerous cosmetics and safe cosmetics or between less safe and
safer cosmetics,

The law states that safety of every cosmetic product is assessed in accordance
to the same rules, So there are no "less safe” or "safer" cosmetics,
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"A dangerous cosmetic" is onewhich pose a real risk for human health
- is contaminated with pathogenic micro-organisms, contains substances
prohibited for use in cosmetics or which has not undergone safety assessment
prior to sale. However, such products are challenged during ongoing
supervisions by appropriate authorities and often end up in the RAPEX system.

Presenting products "with parabens” or “without parabens" as "less safe"
or "safer" lead to a situation where a product which complies with the legal
provisions is considered as "dangerous" or "harmful’. Such an approach
challenges the relevance and effectiveness of the existing legal system.
It undermines the reliability of manufacturers operating in accordance with the
law and competence of the legislative institutions as well as those responsible
for assessing the safety of cosmetics ingredients.

A low quality of the public debate about the safety of cosmetics and their
ingredients results, among other reasons, from the lack of available sources of
comprehensive and reliable information in this regard. Meaning sorces, which
could be used by ono-experts, presented in an accessible form, comprehensive
for a consumer, a journalist or a vendor. The resources that are most commonly
used by the experts (for example the websites of SCCS, FDA, toxicological
databases) are incomprehensible, for an average consumer, and therefore
useless. So in general where from does the consumer receive knowledge
concerning the safety of cosmetics or chemicals? From products claims,
advertising and communication, web forums, mass media (including women's
magazines) and from the consumer and activist organizations resources
- specific titles are not mentioned deliberately. Many of these materials is
factually correct, but not all of them. Sometimes a substantive material branded
by an "expert" - someone with a PhD or a professor, or a consumer organization
- is perceived by the media and consumers as credible although it contains
substantive errors. In such cases the argument for the reliability of the
information is a declaration to protect the interests of consumer or to protect his
safety while lacking a commercial interest (selling products) or political interests
("who's behind it?").

Ways of communicating the risks by different environments: lawmakers, experts,
science, industry and NGO's forms the way the consumer perceives this risk
afterwards. It is therefore important that the views and positions on the safety
of certain ingredients of cosmetics - including parabens - have been formulated
on the basis of facts: up-to-date and reliable research results, the latest available
official documents (for example of the European Commission, SCCS or the
FDA) and the applicable laws. Of course, in assessing the same results of the
toxicological tests different interpretations by different experts are possible.
Development of a common opinion of the experts on the specific subject is
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often a long process - as in the case of the safety assessment of propylparaben
and butylparaben. Phrasing statements like "cosmetics without parabens are
safer" - when parabens are legally used compounds with a confirmed safety
undermines the legitimacy of the existing legal system. Using such forms
of communication by the industry undermines the credibility of the entire
industry and in the long term can cause a drop in consumers’ confidence in the
group of widely used preservatives. And even now you can see the significant
gap between the current state of knowledge and the perception of safety
of parabens in cosmetics by consumers. Continuation of this trend can lead to
a massive withdrawal of parabens by the producers.

Parabens are used in the majority (approximately 80% or even more)
of cosmetic products. The extensive use of parabens in cosmetics results from
the fact that the compounds are very effective in the antimicrobial protection,
and they are well studied in terms of safety. It is currently difficult to predict
long-term effects of a massive replacement of the parabens by other preservatives.

Safety of cosmetics on the internet

Recently, there were launched two websites on the Internet, developed by
professional industry organizations:

www.thefactsabout.org.uk and www.cosmeticsinfo.org.

These are probably the first such comprehensive sites dealing with cosmetics,
ingredients and their safety as well as with the myths that circulate about
cosmetics online.

The Polish Union of the Cosmetic Industry prepares a Polish language website
targeting consumers: www.kosmopedia.org. This site will inform about the
particular categories of cosmetics and their action, safety assessment, and
labeling. The site will also dispel the most popular urban legends on the safety
of cosmetics. The website is addressed to consumers and people who work in
direct contact with the consumer: sellers, and beauticians for instance.
Www.kosmopedia.org may also be useful as a non-profit and independent
source of information for the cosmetics industry, in communication with
consumers or retailers of cosmetic products. We invite you to visit the website.
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ROBIMY TOWAMIENIU GALES BRANZY

Polski Zwigzek Przemystu Kosmetycznego to organizacja branzowa zrzeszajaca przedsiebiorcow branzy kosmetycznej.
Jestesmy skuteczni bo zajmujemy sie tylko jedng dziedzing. Kosmetyki to glowne spektrum zainteresowan i dziatan Zwigzku.

Zwigzek jest dla cztonkéw platforma wymiany informacji, doswiadczen i wiedzy. Zwigzek to forum wolne od konkurencji rynkowej.

Jestesmy gltosem polskiego przemystu kosmetycznego. Reprezentujemy interesy blisko 60% rynku.
Naszym czlonkiem moze zostac zaréwno miedzynarodowy koncern, jak i mata rodzinna firma.

Nasz cel to tworzy¢ dobre warunki rozwoju dla sektora prywatnego
branzy kosmetycznej z myslag budowy przyjaznego
i elastycznego otoczenia prawnego.

WYPRZEDZAC  Wybiegajac w przysztos¢ widziec interesy branzy jako catosci.

INFORMOWAC  Stuzymy informacjami prawnymi, podatkowymi i technicznymi, ktére maja kluczowy wptyw na funkcjonowanie
biznesu naszych czlonkow.

SZKOLIC Organizujemy seminaria, konferencje, spotkania grup roboczych. Wykorzystujac know-how naszych cztonkow
i wlasna ekspertyze opracowujemy przewodniki oraz wytyczne.

Co robimy?
Jestesmy rzecznikiem intereséw uczestnikéw rynku kosmetycznego:

« Wspéltworzymy dobre prawo

+ Reprezentujemy cztonkéw w relacjach z Polskim Rzadem
Koordynujemy wypracowanie stanowisk polskiego przemystu kosmetycznego
Opiniujemy projekty ustaw branzowych

« Prezentujemy wlasne ekspertyzy ekonomiczne i techniczne

- Dbamy o staly dialog z Polskim Rzadem, europejskimi i miedzynarodowymi instytucjami oraz organizacjami
wplywajgcymi na codzienne zycie przedsiebiorcéw branzy kosmetycznej

+ Sluzymy radg, prowadzimy indywidualny consulting dla naszych cztonkéw

« Propagujemy najlepsze praktyki w branzy
Budujemy spotecznie odpowiedzialny sektor

« Promujemy site dobrze urequlowanej branzy kosmetycznej
Dbamy o dobry wizerunek branzy w mediach

Nasze dziatania facza ekspertyze naukows i legislacyjng z wiedza o rynku i wieloletnie doswiadczenie w branzy kosmetycznej.

Wspétpracujemy stale z polskimi i europejskimi organami ustawodawczymi oraz kluczowymi urzedami i instytucjami wplywajacymi
na codzienne funkcjonowanie naszej branzy. Prowadzimy staty dialog z Polskim Rzadem w Warszawie i jego Statym Przedstawiciel-
stwem w Brukseli. Wymieniamy opinie i stanowiska z innymi, siostrzanymi organizacjami branzowymi w Europie. Stale budujemy siec
miedzynarodowych kontaktow eksperckich, naukowych i technicznych z pozytkiem dla rozwoju polskiego przemysiu kosmetycznego.
Mamy polski gtos w swiatowych i europejskich organizacjach normalizacyjnych - 1SO i CEN.

SZlo.ne.k _— ‘
Lewiatan %

Jeste$my czlonkiem PKPP Lewiatan. Wstepujgc do Zwigzku stajesz sie rowniez
cztonkiem najwiekszej organizacji pracodawcow w Polsce.

POLSKI Polski Zwigzek Przemysiu Kosmetycznego

ZWIAZEK ul. Flory 9 lok. 3, 00-586 Warszawa

PRZEMYStU tel. (022) 565 20 75, faks (022) 565 20 83, e-mail: biuro@kosmetyczni.pl
OSMETYCZNEGO www.kosmetyczni.pl
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L'Oreal, Vichy, Lancome, Bayer, Oriflame i inni
Jak nie popas¢ w konflikt z renomowanym
znakiem towarowym.

Uiywanie w obrocie gospodarczym zarejestrowanego znaku
towarowego podobnego do wczesniejszej zarejestrowanego
i uzywanego znaku renomowanego dla oznaczania towardw
identycznych lub podobnych, lecz o niskiej jakosci, jest czynem
nieuczciwej konkurencji.

(teza wyroku Sadu Najwyzszego z dnia 12/10/2005, Il SK 160/05)

Sad Najwyzszy orzekl, ze uzywanie wlasnego, zarejestrowanego znaku
towarowego moze stanowi¢ naruszenie praw do wczedniejszego znaku
renomowanego. Pozew przeciwko takiemu dzialaniu wniosta firma Braun — znany
na swiecie producent sprzetu gospodarstwa domowego. Znaki tej spolki
chronione sg na terytorium Polski od lat 60. Sad uznal, ze uzywanie oznaczenia
BROWN stanowi czyn nieuczciwej konkurendji, pomimo iz strona pozwana
powolala sie na rejestracje swojego oznaczenia w Urzedzie Patentowym RP.
Wskazano bowiem, iz wybdr napisu BROWN byt celowym dzialaniem pozwanych.
Chodzilo bowiem o nawiazanie do znaku Braun o ustalonej na polskim rynku
renomie i wykorzystanie pozycji tego znaku oraz renomy towaru, Zdaniem sadu
dzialanie pozwanych, majacych rozeznanie na rynku, bylo bezprawne, a oceny tej
nie zmienia faki, e naruszajacy prawo uzyskal formalng decyzje Urzedu
Patentowego o udzieleniu prawa ochronnego. Tre$¢ cytowanego orzeczenia jest
trudna do zrozumienia. Zacznijmy zatem od poczatku.

Zakres ochrony znaku towarowego, zasada specjalizacji
Znaki towarowe rejestrowane sa w odniesieniu do konkretnych towaréw lub uslug
wskazanych przez zglaszajacego. Wskazanie takie nastepuje poprzez
umieszczenie w podaniu lub zalaczniku do podania wykazu towaréw lub uslug,
do oznaczania ktérych znak ma sluzyé, np. szampony, odzywki do wlosow,
balsamy do wlosdw itp. Przez uzyskanie prawa ochronnego zglaszajacy nabywa
prawo wylacznego uzywania danego znaku towarowego na okreslonym
terytorium, Jezeli znak zostat zgloszony w Urzedzie Patentowym RP bedzie to
terytorium Polski, a np. jezeli podanie zostalo wniesione do Urzedu Harmonizagji
Rynku Wewngtrznego (OHIM) w Alicante bedzie to terytorium wszystkich krajow
Unii Europejskiej. Zakres ochrony znaku ograniczony jest do towaréw lub uslug,
dla ktérych nastapita rejestracja. Oznacza to, ze do naruszenia prawa do znaku
moze dojé¢ co do zasady jedynie w przypadku bezprawnego uZywania znaku
identycznego lub podobnege w stosunku do identycznych lub podobnych
towardw lub uslug. Przykladowo, jezeli nasz znak zarejestrowany jest dla proszkéw
do prania, to naruszenie prawa do tego znaku nastapi rowniez w przypadku, gdy
osoba trzecia bezprawnie uzyje podobnego znaku dla oznaczania plynéw do
plukania tkanin.

Uzaleznienie zakresu ochrony znaku towarowego od towaréw lub uslug, dla
ktérych jest on rejestrowany, nazywamy zasada specjalizacji. Z zasady tej wynika
m.in. i2 moga istnie¢ w obrocie identyczne znaki, pod warunkiem ze uzywane sa
one w réznych branzach. Urzad zarejestruje zatem bez przeszkod taki sam znak
dla dwoch réznych przedsiebiorcdw, jezeli jeden uzywa go dla oznaczania
kosmetykéw, a drugi swiadczy uslugi finansowe. Ustawodawca wychadzi bowiem
z zalozenia, ze Klient nie skojarzy np. butéw ze specjalistycznym sprzetem
medycznym, nawet jezeliby byly opatrywane takim samym znakiem.

Opisana wyzej zasada nie dotyczy pewnej kategorii oznacze. W szczegolnych
przypadkach do naruszenia prawa do znaku towarowego dochodzi poprzez
uzywanie w obrocie znaku identycznego lub podobnego do znaku bez wzgledu
na to, jakich towaréw lub uslug dotyczy jego rejestracja. Do naruszenia takiego
dochodz, jezeli takie uzywanie moze przynies¢ uzywajacemu nienaleing korzyé¢
lub by¢ szkodliwe dla odréiniajacego charakteru badZ remomy znaku
wezesniejszego. Okazuje sie zatem, ze jest pewna kategoria znakéw, zwanych
Jenomowanymi’, ktdre — wbrew opisanej wyzej ,zasadzie specjalizacji —
chronione s3 bez wzgledu na to, dla oznaczania jakich towardw lub ustug zostaly
bezprawnie uzyte w obracie. Co to sa zatem owe znaki renomowane”?

Znaki towarowe renomowane...
Znaki ,renomowane” to takie, ktére sa symbalem wysokiej jakosci oznaczanych
nim towardw lub uslug.

..a inne kategorie znakéw
Znaki renomowane s zasadniczo rozpoznawane przez znaczaca czesc
uczestnikow rynku. Dotyczy to zwlaszcza znakow sluzacych dla oznaczania ddbr
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Anna Gorska

rzecznik patentowy
Sekretarz Komisji Etyki
przy Polskiej Izbie
Rzecznikow Patentowych

codziennego uzytku. Wszyscy wiemy chociazby co to jest Coca-Cola. Powszechna
znajomos¢ jakiegos oznaczenia, sama z siebie, nie decyduje jednak o jego
wysokiej reputacji, a co za tym idzie o jego renomie. Znak moze by¢ bowiem
powszechnie rozpoznawanym symbolem sluzacym do oznaczenia ,bubli®
(nie dotyczy to oczywiscie wspomnianej wyzej Coca-Coli).

Co innego znaki slawne. Sa to oznaczenia o najwyiszej wartosci ekonomiczng
— nie dos¢, ze powszechnie rozpoznawane, to z ich uzywaniem wigze sig
jednoczesnie przekonanie o szczegélnych walorach oznaczanych nimi produktéw.
Wréémy zatem do cytowanego na wstepie wyroku Sadu Najwyzszego.
W orzeczeniu wskazano, ze renomowane znaki towarowe ciesza sie szczegdlng
ochrong oraz ze — w szczegdlnych przypadkach — nawet uzywanie wiasnego,
zarejestrowanego znaku moze by¢ bezprawne. Dzieje sie tak, gdy przedsiebiorca
chce skorzystac z renomy znaku wezesniejszego, a uprawniony do takiego znaku
udowodni to w toku postepowania.

Ciezar dowodu, czyli renome trzeba wykazac

Niewatpliwie pozycja malego lub <redniego przedsiebiorcy wobec wlascicieli
renomowanych znakow towarowych, czesto miedzynarodowych koncemdw
o zasiegu Swiatowym, jest gorsza. Wiemy juZ, ze ochrona znakéw renomowanych
nie jest ograniczona do towaréw i uslug wymienionych w rejestrze. Wiemy, 7e
postugujac sie wlasnym, zarejestrowanym znakiem towarowym mozemy stac sig
sprawca naruszenia. Prawo chroni bowiem znaki, na ktérych promocje wydano
wielkie pieniadze i ktore — w konsekwengji - staly sie czyms$ wiecej niz
oznaczeniem wskazujacym na pochodzenie danego towaru od okreslonego
przedsiebiorcy.

Nie warto zatem upodabnia¢ swoich oznaczeri do juz istniejacych na rynku, czy
budowa¢ swojego biznesu w oparciu o skojarzenia ze znakami o utrwalong
pozycji. Nie oszukujmy sie. Wiasciciele znakéw renomowanych wydaja wielkie
pieniadze na budowanie pozycji swoich oznaczeri, w tym na spory sadowe.
Nie przestraszy ich wysokoé¢ wpisu, czy wynagrodzenie adwokata i nie zrezygnuja
z zadnej mozliwosci odwolania.

Celowe zblizenie wlasnego oznaczenia do znaku potentata nie jest dobrym
interesem. Moze sie jednak zdarzy¢, ze przez zbieg okolicznodci, czy
nieznajomos¢ rynku w keaju, ktdry stal sie celem naszego eksportu, ,nadepniemy
na odcisk” jakiejs duzej firmie. Nie stoimy wiedy na straconej pozycji. Powinnismy
przede wszystkim dazy¢ do zalatwienia sprawy ugodowo, a jezeli juz sprawa
dotrze do sadu, pamietajmy, Ze to powdd bedzie musiat wykazac, ze doszlo do
naruszenia jego praw, w tym to ze jego znak jest renomowany. Pamietajmy
rowniez o wyroku Europejskiego Trybunalu Sprawiedliwosci z dnia 27 listopada
2008 r. (C252/07) w sprawie Intel Corporation Inc. przeciwko CPM United
Kingdom Ltd, w ktérym stwierdzono, iz w toku takiego procesu wymaga
udowodnienia rowniez to, Ze uzywanie znaku przez osobe trzecia wplywa na
zachowania rynkowe przecietnego konsumenta towaréw i ustug lub istnieje
znaczne prawdopodobienistwo, ze taka zmiana nastapi w. przyszlosci. Wykazanie
tej przeslanki jest niezwykle trudne — maly czy $redni przedsiebiorca nie stanowi
bowiem zazwyczaj zadnej konkurencji dla rynkowego potentata.Ewa Starzyk
Polski Zwiazek Przemyslu Kosmetycznego

Projekt wspolfinansowany ze $rodkéw Europejskiego Funduszu
Roxwoju Regionalnego w ramach Programu Operacyjnego
Innowacyjna Gospodarka

IMdRR

Matopolska Agencja
Rozwoju Regionalnego SA

UNIA EUROPEJSKA
EUROPEJSKI FUNDUSZ
ROZWOJU REGIONALNEGO

INNOWACYJNA
GOSPODARKA

NARODOWA STRATEGIA SPOJNOSCI
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Wyzsza Szkota Zawodowa

Kosmetyki i Pielegnacji Zdrowia

Wszelkich informacji
na temat Konferencji udziela:

Biuro konferencji

Joanna Proczek

ul Podwale 13, 00-252 Warszawa,

pokaj 105

tel.: 022 635 14 47,

fax: 022 635 73 62

e- mail: cosmetology-congress@wszkipz.pl

Program i organizacja konferencji:

Magdalena Krulikowska

ul. Podwale 17, 00 - 252 Warszawa

tel. kom.: 502-551-515

e-mail: magdalena.krulikowska@wszkizp.pl

Materialy prasowe i reklamy:

Jacek Walasz

ul. Podwale 17, 00 - 252 Warszawa,
pokdj 206

tel.: (022) 635-86-17

tel. kom.: 606-421-457

e-mail: jacek.walasz@wszkipz.pl

www.cosmetology-congress.pl

Il MIEDZYNARODOWA KONFERENCIA KOSMETYCZNA

~Beauty Meets Science”

10 YEARS DEDICATED TO EDUCATION IN COSMETOLOGY
WARSZAWA 27-28 MAJA 2010
www.cosmetology-congress.pl

W tym roku, w dniach 27-28 maja, po raz drugi Wyzsza Szkola Zawodowa Kosmetyki

i Pielegnacji Zdrowia organizuje miedzynarodowa konferencje poswiecona kasmetologii.

Tegoroczna konferencja odbywa sie pod hastem ,Beauty Meets Science”.

Podczas dwoch dni konferencii zostanie zaprezentowanych ponad trzydziesci referatow

i ponad dwadziescia posteréw, prezentujacych najnowsze osiagniecia kosmetologii i chemii
kosmetycznej, wyniki badan dotyczacych bezpieczenstwa stosowania oraz skutecznosci kosmetykdw,
jak réwniez zagadnienia prawne zwiazane z obrotem kosmetykami oraz ochrona wlasnosci
intelektualnej w branzy kosmetycznej. W trakcie konferencji, poza obradami plenarnymi,

odbeda sie mikrosesje tematyczne poswigcone m.in. podologii i medycynie estetycznej.

Wyklady na konferencji wyglosza m.in.:

M prof. Pierfrancesco Morganti (University of Naples and Pavia)
— ,Jak naprawde dzialaja kosmetyki?"
M prof. dr hab. n. med. Stawomir Majewski (Warszawski Uniwersytet Medyczny, WSZKiPZ)
— “Nietolerancja kosmetykow"
M dr ini Jacek Arct (WSZKiPZ) — ,Nowe substancje czynne w kosmetologii”
M dr hab. n. med. Zbigniew Samochocki (Warszawski Uniwersytet Medyczny, WSZKiPZ)
— ,Miejscowe glikokortykosteroidy — istotne zagrozenie w praktyce kosmetologicznej?"
B dr n. med. Maciej Koselak (Klinika Chirurgii Ogélnej, Onkologicznej i Naczyniowej WIM,
WSZKiPZ) — ,Zespol metaboliczny — epidemia XX wieku, nowe wyzwanie dla podologii”
M dr n. med. inz. Katarzyna Pytkowska (WSZKiPZ)
— ,Emolienty w pielegnacji cery atopowej"
M dr inz. Anna Oborska (Polskie Stowarzyszenie Producentow Kosmetykéw i Srodkéw Czystosci)
— ,Cellulit we wspélczesnej kosmetologii — fakty i mity”
B dr n. med. Andrzej Ignaciuk (Podyplomowa Szkota Medycyny Estetycznej PTL)
— .Nowe metody i techniki w medycynie estetycznej"
M dr Anna Grzelak (WTS Patent) — ,Wlasnos¢ intelektualna w kosmetologii”
M adw. Adriana Morganti (Mavi SuD)
— Znaki towarowe w prawie europejskim i amerykanskim”
M Ewa Starzyk (Polski Zwiazek Przemyslu Kosmetycznego)
— ,Kosmetyki ktore lecza — czyli jak sie ustrzec przed produktami z pogranicza”
M dr hab. Krzysztof Stalifiski (WSZKiPZ)
— System oddzialywan wodorowych — nowe spojizenie na kosmetyki?"
M carmina Casas Vila (DSM Nutritional Products)
— Wplyw dyspersji ditlenku tytanu na wodoodpornosé kosmetykéw promieniochronnych”
B 1wona Bialas (WSZKiPZ) - ,Czy emulgatory wplywaja na przenikanie przez skore?”
M dr inz. Tomasz Wasilewski (Politechnika Radomska) — ,Formy fizykachemiczne,
receptury i technologie wytwarzania koncentratéw kosmetykéw myjacych”

Konferencja odbedzie si¢ w zabytkowych wnetrzach Palacu Prymasowskiego,

w Warszawie przy ulicy Senatorskiej 13, oraz w audytoriach Wyiszej Szkoly
Zawodowej Kosmetyki i Pielegnacji Zdrowia w Warszawie przy ulicy Podwale 13.
Wykiady beda prowadzone w jezyku polskim oraz angielskim.

Oferujerny wyjatkowo korzystne znizki dla 0séb ktére zadeklarujg swoje uczestnictwo
w konferencji i dokonaja wplaty na konto bankowe do 15 kwietnia 2010 r.

Koszt udzialu w konferencji ze znizka wynosi:

+ 700 zi za udzial jednej osoby (dwa dni konferencji)

« 250 zl specjalna oferta dla studentéw

Koszt udzialu w konferendji bez znizki wynosi: (po 15 kwietnia 2010 r.)

* 850 zl za udzial jednej osoby (dwa dni konferencji)

» 400 zi specjalna oferta dla studentéw

Patron honorowy: I Pan Adam Struzik - Marszalek Wojewddztwa Mazowieckiego
Wspiera nas réwniez: W Polskie Towarzystwo Kosmetologow.
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IMatarialy opracowata
Anna Lesinska

datki na reklame
CIgZ rosng

Wg opublikowanych przez Export Monitor danych,
firmy kosmetyczne w Palsce nie rezygnuja

z wydatkéw na reklame, a nawet je zwigkszaja.
Koncern L'Oréal wydal na ten cel w 2009 roku
470 min zlotych co oznacza 30-procentowy wzrost

tych wydatkéw w poréwnaniu do roku poprzedniego.

Wiele firm wprowadzilo w tym czasie znaczna liczbe
nowych produktéw na rynek i wyroby te byly
czesciej promowane niz wezeéniejsze. Np. Nivea
Polska wystartowala w 2009 roku z 60 nowymi
produktami, a firma Ziaja — z trzydziestoma.

W dziale reklamy telewizyjnej firmy kosmetyczne
zajmujg drugie miejsce po producentach

artykuléw spozywcezych.

I Kolastyna oglosita upadtos¢

‘Firma nie udzwignela ciezaru wielomilionowych strat,
ktdre poniosla w ubieglym roku. Spélka, ktérej
gléwna siedziba od 6 lat miescila sie w Krakowie,
pienwszy wniosek o upadlos¢ zlozyla w styczniu.
Nie zostal jednak przyjety przez sad.

Teraz poprawiony wniosek zlozono ponownie.
2009 rok byl dla Kolastyny bardzo zly.

Spétka zanotowala a2z 60 milionéw zlotych straty
netto, z czego 47 milionéw w ostatnim kwartale,
jest tez zadluzona na kilkadziesiat milionéw
Zlotych w bankach i u posiadaczy obligacji.

Firma zlozyla wniosek o upadlo$¢ z mozliwoscia
ukladu z wierzycielami. Jesli postepowanie sie
powiedzie, Kolastyna nadal bedzie produkowac
kosmetyki.

lwow Corning

Warszawie

Dow Coming, producent opartych na silikonach
surowcéw, otworzyt nowe biuro handlowe

w Warszawie. Ekspansja Dow Corning

w Europie Centralnej i Wschodniej zwiazana

jest z duzym potencjalem tego regionu

w zakresie wykorzystania materialow

i technologii silikonowych zaréwno

w branzy kosmetycznej, jak i w innych galeziach
przemystu. Poniewaz Polska postrzegana jest
jako kraj, na ktérym recesja jest prawie
niewidoczna, a przedsigbiorcy prywatni
charakteryzuja sie duza aktywnoscia,

Dow Corning wiasnie tu skierowal

swojq uwage. Mimo ze ten producent jest obecny
w Polsce juz od roku 1970, biezacy rok uznano
za idealny moment na utworzenie w stolicy biura
obslugujacego Centralng i Wschodnia Europe;
stanie sig ono ogniwem w sieci, do ktérej naleza
juz placéwki w Moskwie i Istambule.
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dla marki

Corine de Farme

IWSZKiPZ zaprasza
na konferencje

W dniach 27-28 maja 2010 r. Wyzsza Szkola
Zawodowa Kosmelyki i Pielegnacji Zdrowia
organizuje Il Miedzynarodowa Konferencje
Naukowa ,Beauty Meets Science” 10 Years
dedicated to education in cosmetology.
Podczas konferencji odbeda sie trzy sesje
tematyczne: interdyscyplinara sesja plenara,
na ktorej beda prezentowane referaty dotyczace
kosmetologii oraz jej styku z medycyna i chemia
kosmetyczna; sesja poswiecona chemii kosmetycznej
oraz aspektom prawnym produkgji i obrotu
kosmetykami; sesja przeznaczona dla praktykéw
kosmetologow i lekarzy medycyny estetycznej
poswiecona m.in. pielegnadji cer problemowych
oraz podologii.

Szkola zaprasza do udzialu w obradach
wszystkich zainteresowanych wspélczesna
kosmetologia oraz chemia kosmetyczna.
Szczegblowe informacje : WSZKiPZ

ul. Podwale 13, 00-252 Podwale,

tel. 22 635 14 47, 22 635 86 16,

e-mail: cosmetology-congress@wszkipz.pl

Perfumerie Douglas
w natarciu
na Polske i Wiochy

Perfumerie Douglas, stanowiace czeéc holdingu
Douglas, maja zamiar skoncentrowaé sie na wlasnych
ekskluzywnych markach. Douglas otworzy wkrétce
40 nowych perfumerii w Europie - najwiecej

w Polsce i we Wloszech, czyli w krajach o dobrej
perspektywie dla rozwoju sprzedazy. Na rodzimym
rynku Douglas odnotowal ostatnio tylko 1,29
wzrostu sprzedazy. Rozczarowujace okazaly sie
rezultaty sprzedazy w Hiszpanii, Portugalii, Krajach
Nadbaltyckich i na Wegrzech, Postanowiono nawet
zamknaé niektére perfumerie na tych rynkach.

Sarantis c)i(ystrybutorem
ureckiej firmy Evyap
Polsce i Rumunii

W styczniu b.r. Grupa Sarantis, producent i dystrybutor
débr konsumpceyjnych podpisal umowe z tureckim
producentem mydla i artykuléw higieny osobistej

- firma Evyap. Na mocy tego porozumienia Sarantis
bedzie rzprowadzal wyroby tureckiego producenta

w Palsce i Rumunii. Po raz pierwszy Sarantis stal sie
dystrybutorem produktéw Evyapa, ale wspélpraca

obu firm trwa juz od kilku lat. Evyap jest bowiem
dystrybutorem wyrabdw Sarantis w Turgji.

Polska i Rumunia sg najwazniejszymi po Gregji

Linia nowych, naturalnych
kosmetykow pielegnacyjnych
dia kobiet i niemowlat marki
Corine de Farme zostaly
wyrdinione godiem

«Laur Konsumenta 2009

w kategorii Odkrycie Roku.

rynkami dla Sarantisa, gdyz obroty na nich stanowia
odpowiednio 23 i 17 procent ogolnej sprzedazy.

lL Oréal planuje
nadrobienie strat

2009 rok nie byl specjalnie udany dla $wiatowego
koncernu L'Oréal. Koncemn bedzie sie starat nadrobi¢
straty, zwiekszajac swa obecnos¢ na rynkach
wschodzacych. Potentat deklaruje, ze w ciagu
najblizszych 10 lat dwukrotnie zwiekszy liczbe
konsumentéw, uzywajacych jego wyrobdw.

Cel ten zamierza osiagna¢ umacniajgc swa pozycje
nie tylko na najwiekszych rynkach wschodzacych,
czyli krajach BRIC, ale takze zwigkszajac swa
oobecnos¢ w Tajlandii, Afryce Poludniowej, Korei,
Ukrainie, Indonezji, Filipinach, Turcji. W nieco dalszej
perspektywie punktern zainteresowania beda
Wietnam, Egipt, Pakistan i Kazachstan, Koncern
uwaza, ze w ciagu najblizszych 10 lat te wiaénie
rynki dadza firmie 50% sprzedazy.

.wazyhjskle sankcje
obec USA

Rzad Brazylii zamierza wprowadzi¢ sankcje handlowe
waobec Stanéw Zjednoczonych w zwiazku

z subsydiowaniem przez USA hodowcéw bawelny.
Jesli rzady obu paristw nie dojda do porozumienia,
100 amerykariskich produktéw bedzie objetych
sankcjami przez 30 dni. Szczegdlnie ostro zostang
potraktowane kosmetyki, dla ktérych clo na import
do Brazylii wzro$nie z 18 do 36%, Brazylia chce
uderzy¢ przede wszystkim w duze Swiatowe marki
takie jak Revlon, Ester Lauder, Elizabeth Arden.

Kraj ten stoi na stanowisku, ze subsydia paristwowe
stawiaja amerykanskich eksporteréw na
uprzywilejowanej pozycji, nie dopuszczajac

do zdrowej konkurencji innych producentéw.

_Chinach trzeba
miec agenta

W zwiazku ze stagnacja, a gdzieniegdzie nawet
recesjq branzy kosmetycznej w Europie i Ameryce
Pélnocnej oczy wszystkich producentow na éwiecie
zwrécone sa na Chiny, gdzie wzrost w segmencie
higieny osobiste] wyrdznia sig ostrym tempem.
Jest to drugi po Japonii rynek zbytu Azji.

W chinskich statystyk wzrost sprzedazy
kosmetykéw osiagnal prawie 179%.

Wejscie na rynek chifiski wymaga cierpliwosdi,
konieczne tez jest posiadanie tam agenta
(wymagaja tego przepisy), ktory zarejestruje

dany produkt, wypelniajac przy tym wszystkie
niezbedne dokumenty w jezyku chiriskim.

wwuw.cosmeticreporter.com

ASIA HONG KONG
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Najdynamiczniej rosnaca | najwieksza kategorig
w sektorze produktéw do pielegnadji ciala sa
obecnie w Chinach preparaty rozjaéniajace skére.
Jest to réwniez kategoria w ktorej trudno

jest dokonac rejestradji, gdyz ostre

regulacje dotyczace stosowanych

surowcdw wydluzaja ten proces.

0 ile rejestracja wiekszodci kosmetykéw

trwa okolo 4 miesiecy, o tyle formalnosci
dotyczace preparatéw rozjasniajacych

moga trwac nawet 2 lata, a procedura

nie zawsze koficzy sie sukcesem.

Calkowite przerzucenie rejestraci

na dystrybutora (bez kontroli producenta)
grozi niebezpieczefistwem utraty pozycji marki,
jesli nie wypelni on dokladnie wymaganej
procedury. Specjalisci nadal widzag miejsce
dla nowych graczy na zatloczonym rynku
laponii, ale zwracaja tez uwage na niezle
perspektywy na rosnacym rynku Korei
Poludniowej, gdzie jest stosunkowo fatwo
zaistniec. Wkrdtce powinien tez bardzie
otworzy¢ sie rynek indyjski, ktéry na razie
pozostaje ciagle w tyle za Chinami.

" Wazrost importu w Rosji

Sluzby celne Federacji Rosyjskiej odnatowaly
w lutym znaczny wzrost importu. W wielu
grupach towarowych bylo to okoto 10%.
Wér6d kategorii przemyslu chemicznego wwoz
wyrobéw farmaceutycznych perfumeryjno

- kosmetycznych wzrdsl o 46,1%, mydla

i syntetycznych srodkéw myjacych o 42,7%

w poréwnaniu z analogicznym okresem
poprzedniego roku.

l\ll(vora drzewa magnolii
kosmetykach

Szwajcarski producent surowcow,

firma Mibelle, opracowal nowy
komponent oparty na korze z drzewa
magnolii. Nowy produkt ma wlasciwosci
antyoksydacyjne i opdiniajace procesy
starzenia sie skory.

Drzewo magnolii jest dobrze znanym
surowcem w tradycyjnej medycynie
chiriskiej, ale po raz pierwszy jego

kora zostala wykorzystana jako

surowiec kosmetyczny.

Nowy surowiec o nazwie MAXnolia zawiera
dwie aktywne substandje, ktdre pozwalaja
dluzej utrzymaé mlody wyglad skory.
Aktywne skladniki s pozyskiwane

w taki spos6b, aby powstajacy surowiec
nie wymagal konserwantéw, byl wolny

od alkoholu i dzieki zawartym w nim
liposomom dobrze przenikal do skary.

INFORMACIE

dniach  kwietnia

W pierwszych _
wystaweéw do

rozpoczyna sig nabor

organizowanej po raz drugi, sekeji

polskiej na targach Cosmoprof Asia 2010.
Tegoroczna, pietnasta juz edycja tych
targow odbedzie sie w Hong Kongu
w dniach 10-12 listopada.

Centra R&D
blizej konsumenta

Pod koniec biezacego roku firma Avon zamierza
uruchomi¢ nowe centrum naukowo-badawcze

w Szanghaju. Bedzie to drugie centrum tej firmy
w Chinach. Pierwsze dziala juz w Guangzhou.
Do gléwnych zadan placéwki beda nalezaly badania
konsumenckie, praca nad rozwojem produktéw,
doswiadczenia w zakresie inzynierii chemicznej,
opracowania dotyczace bezpieczerstwa

i certyfikacji produktéw kosmetycznych.

Nowy osrodek R&D bedzie Scisle wspélpracowad
2 regionalnym centrum marketingowym Avon,
ktore réwniez ma siedzibe w Szanghaju.

Rozwoj centréw R&D blizej rynkéw zbytu ma

na celu lepsze poznanie wymagan lokalnego
konsumenta, aby jeszcze lepiej dostosowywac
do nich wyroby. Podobna aktywnos¢ wykazuje
koncem L'Oreal, ktéry angazuje sie w rozwdj
placowek R&D na wszystkich kontynentach.

Internet '
— komunikacja z klientem

Coraz wiecej firm szuka komunikacji z klientami

za posrednictwem réznorakich aplikacji online.

Jest to szczegélnie widoczne w branzy kosmetycznej,
gdzie roénie liczba poradnikéw online, ktére pomagaja
poprawic¢ swoj wyglad. W 2009 roku Mary Kay i Ester
Lauder uruchomily aplikacje, dzieki ktérym klienci
moga - umieszczajac swoje zdjecie - wyprébowywac
rézne rodzaje makijazu, dzielac sie nastepnie
rezultatem z przyjaciolmi. Na You Tube dostepne

53 online poradniki make-up firm Bush, Iman, MAC.
Ten rodzaj obecnosci firm w Internecie umacnia ich

pozycje jako profesjonalistéw dostepnych dla kazdego.

W marcu firma Clarins uruchomila strone
womanity.com, zapraszajac uzytkownikow

do dyskusjina temat, co rozumieja pod pojeciem
 kobiecos¢”, aby dzieki temu nadawac nowym
produktom oczekiwane przez rynek cechy.

W pelni aplikacja bedzie dziala¢ w czerweu b.r.

i - jak oczekuje firma - ma mie¢ okolo 2 milionéw
uzytkownikéw. Budowanie marki wspélnie z Kiientem
‘staje sie po prostu obowiazujaca norma.

. Standardy NaTrue i Cosmos

0Od marca 2010 dostawcy surowcow dla przemysiu
kosmetycznego beda mogli certyfikowa¢ swoje
produkty uzyskujgc znak NaTrue. Wkrétce bedzie
dostepna online baza surowcéw, ktére posiadaja
znak NaTrue. Wykazany tez bedzie procentowy
udzial w danym surowcu skiadnikéw naturalnych,
identycznych z naturalnymi i niemal naturalnych,
aby ulatwic¢ dostosowanie skladu surowcowego

do wymagan receptury kosmetyku naturalnego.

wystawcami  byly
nastepujace firmy: Chantal, Dax
Cosmetics, Farmona, LM.PA. oraz
Laboratorium Kosmetyczne Dr Irena Eris.
Serdecznie zapraszamy.
Zainteresowanych prosimy o kontakt:
info@polcharm.com.pl

Ubieglorocznymi

Powinno to uproscic proces selekgji skiadnikéw,
gdyz zgodnoé¢ z NaTrue eliminuje koniecznos¢
kilkakrotnego badania tego samego skiadnika.
Kryteria certyfikacji surowcéw s takie jak dla wyrobu
kofcowego. W skladzie surowca ze znakiem NaTrue
dozwolona jest woda i tylko skladniki naturalne,
identyczne z naturalnymi i niemal naturalne,

a proces jego wytwarzania jest takze $cisle
uregulowany. Istnieje mozliwos¢ bezposredniego
konsultowania sie przez strone www w celu
sprawdzenia czy dany surowiec spelnia kryteria.
Wstepna ocena jest weryfikowana przez niezaleznego
eksperta, przeprowadza sie audyt procesu
produkeyjnego i dopiero wtedy zostaje wydany
koricowy certyfikat surowca, ktéry automatycznie
zostaje dodany do bazy surowcéw online.

Kryteria produkcji kosmetykéw naturalnych
zwigzane z certyfikatem NaTrue sq dosteprie

na stronie www.natrue-label.com.

Jest nadzieja, Ze latem biezacego roku pierwsze
wyroby kosmetyczne uzyskaja certyfikat oparty na
standardzie COSMOS (Cosmetics Organic Standard).
6 europejskich organéw certyfikacyjnych (Soil
Association, Ecocert, BDIH, Bioforum, Cosmebio

i ICEA ) uzgodnilo wreszcie standardy certyfikatu

i opublikowalo je w lutym bir.

Kolejnym etapem stanie sie utworzenie
miedzynarodowego stowarzyszenia, ktdre
skontroluje te standardy, zanim rozpocznie sig
proces certyfikacji. Stowarzyszenie bedzie
monitorowac nie tylko standardy, ale réwniez
kampanie reklamowe.

Produkty stoneczne
polem dla innowadji

Rosnace wymagania konsumentéw wobec
produktéw slonecznych zmuszaja ich producentéw
do ciaglych poszukiwar innowacyjnych receptur.
Kategoria produktéw slonecznych dzieli sie

na 3 segmenty: ochrona ciala przed promieniami
stonecznymi, samoopalnie i pielegnacja po opalaniu.
Wg ocen ekspertéw w 2015 roku rynek produktow
slonecznych osiagnie wartos¢ 5,6 mid USD,

a jego wzrost spowodowany bedzie rosnaca
obawa przed szkodliwym dzialaniem promieniowania
slonecznego. Potrzeby konsumentéw powoduja,
ze produkty stoneczne obok swej podstawowej
funkeji musza réwniez wykazywac dziatanie
przeciwstarzeniowe, szybko sie wehlaniad,
nadawac skorze blask i ladnie pachniec.

Niektére z nich zawierajg takze repelenty

przeciw owadom oraz chronig zaréwno

przed promieniowaniem UVA jak i UVB.
Jednoczesnie powstaje zaleznosc w druga strong,
a mianowicie Klient domaga sig, aby kosmetyki

do pielegnacii skory takie jak np. kremy
przeciwstarzeniowe, czy kosmetyki do pielegnacji
skéry dzieciecej zawieraly filtry (SPF)

obecne w produktach slonecznych.

g
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Rosja - obowigzkowa
certyfikacja zniesiona

10 marca pienwszy kanal telewizji rosyjskiej pokazal
film dokumentalny zatytulowany ,Kosmetyka”.

Termin emisji filmu nie byl przypadkowy. Z okazji

8 marca rosyjskie kobiety oczekuja prezentéw

- modnych perfum, drogiego kremu, nowego

tuszu jeszcze mocniej podkrecajacego rzesy itd.

Na ten dziei czekaja réwniez producenci kasmetykdw
i wlasciciele perfumerii. Autorzy filmu dokladniej
przyjrzeli sie sprzedawanym kosmetykom.

Okazalo sig, ze 1/3 produktéw kosmetycznych
dostepnych na rynku to niekorzystne dla zdrowia
podrabki. Przeprowadzona wspdlnie z organami Scigania
kontrola sklepdw kosmetycznych i perfumerii Moskwy
zakoriczyla sie zarekwirowaniem kilku partii
podrobionych perfum, 100 tysiecy butelek szkodlive]
emulsji do kapieli, wywolujacej oparzenia skéry

i choroby nerek (grudziei 2009).

W filmie - w ktdrego produkgji uczestniczyli m.in.
prezes Rosyjskiego Stowarzyszenia Perfumeryjno
-Kosmetycznego, Tatiana Puczkowa, lekarze
dermatolodzy, przedstawiciele naukowo-badawczego

INFO: e-mail: info@polcharm.com.pl

cosmetic
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Jezeli chcecie Panstwo zaprezentowac swoje
wyroby naszym zagranicznym czytelnikorn,
ktérymi sa goscie biznesowi (kupcy

i dystrybutorzy), a takze wystawcy
najwazniejszych na swiecie targow
kosmetyeznych, zapraszamy do wspdlpracy.
Jestesmy obecni na targach:

Cosmoprof (Bolonia), Cosmoprof Asia

(Hong Kong), Salon Intemational (Londyn),
interCHARM (Moskwa), interCHARM Ukraina
(Kijow), Beauty EurAsia (Istambul).

Wystawcom sekeji organizowanych przez firme
Polcharm oferujemy specjalne pakiety promocyjne.
Pamietajcie Panstwo, ze w Polsce w bezplatnej
dystrybucji docieramy de hurtowni, dystrybutoréw,
kupcow sieciowych oraz producentow.

Editor/Wydawca

POLCHARM

UL. JODLOWA 44, 05-077 WARSZAWA
Editor in chief/ Redaktor Naczelna
Anna Godek,

infa@polcharm.com.pl

tel. kom. +48 502 22 90 90

Editorial staff/ Zespdl redakeyjny

Anna Lesifiska, Marco Toscani,

Anna Frydrych, Kamila Piechociriska,
info@polcharm.com.pl,

tel flax + 48 22 773 37 51

In cooperation with/ Wspéipraca

Jacek Arct, Katarzyna Pytkowska, Ewa Starayk

laboratorium kosmetycznego, znana piosenkarka

Julia Kowalczuk - pokazano przypadki réinych
powiklan i alergii wywolanych przez kosmetyki

niskiej jakosci lub podrobione.

Autorzy filmu zastanawiali sig, jak pogorszy sig
sytuacja w zwiazku z faktern, ze od 15 lutego 2010
wszed! w zycie przepis likwidujacy wymag certyfikacji
kosmetykéw (a takze artykuldw spozywezych)
dopuszczanych do obrotu handlowego.

Obowiazkowa procedura certyfikacja zostala
zamieniona na dobrowolna deklaracje producenta
potwierdzajaca jakos¢ wyrobu.

Poprzednia regulacja obowiazywala od 1993 roku.
Wtedy to rynek rosyjski zostat doslownie ,zawalony”
nielegalnym towarem. 95% wyrobdw nie odpowiadalo
zadnym standardom: Obecnie - jak stwierdzil na
konferendji prasowej naczelny dyrektor Regionalnego
Organu Certyfikacji | Testowania (Rostest) - procedura
ta juz sie przeiyla i nie gwarantuje wcale konsumentowi
oczekiwangj jakosci. Wiele firm, zgodnie z prawem,
rejestruje sie bowiem jako wydajace certyfikaty

i nie posiadajac zadnych mozliwosci aparaturowych

i naukowych niezbednych do badan, takie dokumenty
wydaje. Dlatego tez 50 - 70% towaru na pdlkach

nie odpowiada wymaganiom bezpieczerstwa.

B O REKLAMIE - ABOUT US

tel./fax: +48 22 773 37 51

L'Oréal w trosce
o przysztych pracownikéw
uruchomit gre on-line,

dzieki ktorej mlodzi ludzie moga
sprobowac pracy w réznych dzialach

firmy, przed podjeciern decyzji

o ubieganiu sig¢ o dane stanowisko.

Gra ma przyciggna¢ ambitnych
indywidualistow, o rozleglych
zainteresowaniach, ktorzy

nie do konca wiedza, jaki rodzaj

pracy najbardziej ich pociaga.

Na finiszu gracz moze ubiegac sie

o stanowisko lub staz pracy w firmie
L'Oréal, powolujac sie na uzyskany
podczas gry wynik.

L'Oréal wierzy w réznorodnosc talentow,
ktdre nie zawsze pokrywaja sie

z wyksztalceniem kandydatow do pracy.
Obecnie gra obejmuje pie¢ najwazniejszych
departamentow firmy, w ktorych pracuje
80% zalogi. Wkrdtce do gry dolaczy dzial
komunikacii i zasobow ludzkich.

www.cosmeticreporter.com
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Would you like to advertise your Company

in Paland? Are you convinced that Poles should
discover your products? Do you believe that
the Polish market is waiting for you?
COSMETIC REPORTER has an offer

especially for you. Find out what the cost

of an advertisement in our magazine is.

Check what discounts and promotional
packages you can get.

Cosmetic market professional magazine
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IVorresti pubblicizzare la vostra azienda In Polonia?

Profesjonalny magazyn rynku kosmetycznego

Patronage/ Patronat merytoryczny

Prremysiu Kosmetycznego

Wyisza Stkola Zawadowa
Kosmetyki i Pielegnacji Zdrowia

Sei sicuro che | polacchi dovrebbera scoprire
i tuoi prodotti? Credi che il mercato polacco
i sta aspettando?

COSMETIC REPORTER ha un'offerta elaborata
specialmente per te. Scopri quale €'l costo
di un annuncio nella nostra rivista.

Controlli quali sconti e promotional pacchett
puDi ricevere,

Design/ Projekt graficzny Ida Zwierzchowska
Correction/ Korekta Teresa Pietras
Advertising/PR /Reklama/PR

Anna Lesinska, anna@polcharm.com.pl
Distribution/ Dystrybucja

Krzysztof Godek
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